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ABSTRACT 

Buyer behavior is about the actions that buyers 

take on while buying some goods. Marketers 

must understand how buyers take their buying 

decisions while buying. This is a study of 

buyer behavior, ascertaining the factors that 

influence the choice of buyers in buying 

consumer products & durables. We have taken 

factors like ISI and AG mark, loyalty, 

observing MRP and expiry date, comparing 

prices with substitute products, identifying 

environment friendly products, adulterated 

products and bitter experience of wrong 

weights and measures. This may provide clues 

for the marketers developing new products, 

product features, prices, channels, messages, 

& other marketing elements. In view of this an 

attempt has been made in this paper to study 

these attitudes, experiences & preferences of 

urban working women in Bhubaneswar 

regarding goods they buy. This paper also 

throws light on personal characteristics viz 

age, occupation and income of these urban 

women. We have taken a sample of 60 women 

from different sectors such as IT professionals, 

Doctors, Lecturers and Government 

employees from Bhubaneswar. A well 

structured questionnaire has been administered 

to these respondents for collection of data. It 

has been found that there is a difference in 

urban women’s attitude, preferences and 

experience while buying across different age 

groups, different income groups and different 

professions with respect to some factors such 

as loyal to the brand, comparing prices with 

substitute products and bitter experience with 

wrong weights and measures. 

Key Words: Buyer behavior, Urban women, 

Marketers, Product features, Buying decisions 

INTRODUCTION 

Throughout the years, Indian economy is 

experiencing through specific changes. Rivalry 

has introduced a by and large new advertising 

condition in the nation. Showcasing has 

become a need for endurance of business 

firms. Price, competitiveness, quality 

assurance and customer support has become 

essential segments of advertising and most 

business firms are understanding that if they 

don't have serious quality, they can't endure. A 

business can not prevail by providing items 

and customer support that are not 

appropriately intended to serve the 

requirements of the clients. The whole 

business must be seen from the perspective of 

the customers. An organization's business thus, 
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relies upon its capacity to make and hold its 

customers. Subsequently, an organization, 

which needs to improve it's market share needs 

to consider buyers and act to satisfy the 

buyers. Understanding the purchasing 

behavior of the target market is the 

fundamental assignment of marketing 

managers in marketing concept. The term 

buyer behavior alludes to the conduct that 

customers show in searching for, buying, 

utilizing, assessing and discarding products 

and services that they expect will fulfill their 

requirements. Shopper behavior is the most 

mind boggling part of marketing, as it is the 

most powerful of all the marketing exercises.  

The purchaser inclination change quickly and 

are influenced by variety of variables at a 

given purpose of time which are hard to 

analyze. To comprehend the purchaser 

behavior into buyer inspirations, believes, 

attitudes, learning, observations, encounters, 

feelings and opinion is fundamental for the 

marketer. Female buyers have been affected 

by a few ecological components that 

differentiate them from old customers. Young 

female have been adapted into devouring 

sooner than the old generations and have been 

associated into shopping as a type of 

relaxation. They have been created in a 

situation that gives more reasons and chances 

to shop just as extra consumption 

opportunities, for example, web, intrigue, TV, 

and customary list based shopping. Besides, 

young females are increasingly able to have 

gotten acquainted with media that portray 

prosperous and extravagant way of life. If we 

concentrate on the ladies purchasing conduct 

dimensions, we will find that females are more 

expert natural while shopping than their male 

partners. Different parts of shopper’s 

purchasing conduct are a significant zone of 

study for analysts around the globe. Literatures 

are slowly creating and catching different 

angles and issues of purchasing conduct of 

customers, potential components behind the 

consumption trend and so forth. In addition to 

the current writing, the current investigation 

attempts to concentrate on the perspective 

from an alternate point, where the purchasing 

behavior of working women in urban India has 

been caught. 

LITERATURE REVIEW 

According to Backewell and Mitchell (2003), 

female consumers especially the younger 

generation have a completely different 

preference while buying than older female 

generation. They are more trendy, fashionable 

and adventurous. The reason is their thought 

process, which is somewhat advanced and 

inquisitive to try new things. 

Broderick A, Greenley G. and Mueller R. 

(2007) deduced that female consumers are 

more involved in marketing which in 

marketing terms is called CI or customer 

involvement. That has forced the marketers to 

make them a separate segment. Besides the 

above, the inter-cultural and intra-cultural 

parameters play a significant role in the buying 

process. 

Dr. Chopra, AnuNagpal (2014), have 

inferred that educated and elite women buyers 

are more influenced by “trust factor” on the 

marketers, based on which they become loyal 

to particular store, brand and company. 
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Fischer, E. and Arnold, S.J. (1994) have 

found out that in the family, it is the women, 

which is having a greater responsibility than 

male as far as marketing for the household is 

concerned. Here gender role attitude is the 

augmenting factor for this buying behavior. 

Guha, S. (2013) gave an important inference 

that the perception and buying behavior of the 

working women and non-working women are 

markedly different in urban areas. The factors 

like price, brand, and quality significantly 

affect the decision making of working women. 

One of the reasons for this discrimination is 

that the working women have multiple roles to 

play in both personal and professional life. 

One study by Wharton's Jay H. Baker Retail 

Initiative and the Verde Group have 

revealed that women buyers are more 

aggressive than men in interacting with the 

salesman during buying process which may be 

because of the assessment of trustworthiness 

of the product and the seller. 

Kuruvilla, Nidhi and Nishank (2009) have 

opined that the thought process of male and 

female shoppers are different. This may be 

because of the fact that men and women 

perceive things differently, absorption and 

retention of facts and figures is also different 

and gender specific. That is why their buying 

behavior is different. Women are very 

involved in the buying process where as men 

are casual and non -serious and this trend is 

not uniform for all products. 

Park and Lennon (2004) have investigated 

and found out that modern day women are 

very much fascinated by advertisements and 

word of mouth publicity came through their 

friends, colleagues, relatives. 

 

Dr.M.SakthivelMurugan and R.M.Shanthi 

(2014), found out in a study that working 

women while buying two wheelers for 

commutation have given their preference more 

to the value added benefits in the product 

which would be convenient and serve their 

purpose like in the modern day two wheelers 

there is provision of charging the mobile in the 

toolbox while driving. 

P Sridevi (2012) has opined that working 

women are more concerned about the financial 

safety and security of their family in the long 

term. Therefore, their perception towards 

insurance products is very positive as far as 

investment, returns is concerned. 

 

OBJECTIVE 

The objective of the study is to analyze buying 

behavior of urban working women with 

respect to their profession, age and income. 

 

RESEARCH METHODOLOGY 

Sample design- sixty respondents have been 

selected randomly making sure that they are 

graduate or post graduate. They are 15 

practicing Doctors, 15 lectures working in 

colleges and universities, 15 IT personnel and 

15 government employees drawn from 

government offices and banks. A structured 

questionnaire has been administered to collect 

the data from these respondents with multiple 

choice questions. The data is analyzed in terms 

of percentage of responses. 
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ANALYSIS AND INTERPRETATION 

TABLE 1- profile of the sample respondents 

 Category  Number  Age Group  Income  

1 IT personnel 15 20-50 30000-150000 

2 Doctors  15 26-64 40000-150000 

3 Lectures  15 24-50 25000-150000 

4 Govt-employees 15 21-53 24000-75000 

  

PROFILE OF THE SAMPLE 

RESPONDENTS 

          The sample respondents have been 

classified based on their 

profession/occupation, age group and income 

level. Details of profession / occupation are 

given in Table 1. Table 2 represents a cross 

table of respondents with respect to age and 

occupation. There are 15 respondents in each 

occupation. In the age group of 20-40 there are 

28 respondents, in 41-60 age group there are 

29 respondents and in 61 and above category 

of age there are 3 respondents. 

 

 

TABLE 2- Number of Respondents in different age group. 

Age group IT Personnel Doctors Lecturers Govt. 

Employees 

Total 

20-40 12 5 8 3 28 

41-60 3 7 7 12 29 

Above 61 0 3 0 0 03 

Total 15 15 15 15 60 

Monthly income has been taken as basis to 

classify the respondents in to 3 categories 

(Table 3). Majority 31 respondents belong to 

income level of Rs.20000-50000 per month. 

There are 25 respondents whose monthly 

income is between Rs.50000-100000 per 

month. There are 4 respondents whose 

monthly income is between Rs.100000 and 

150000.  

TABLE 3- N0.of Respondents in different income groups. 

Income per 

month  

IT 

Personnel 

Doctors Lecturers Govt. 

Employees 

Total 

20000-50000 8 6 11 6 31 

50000-100000 5 8 3 9 25 

100000-150000 2 1 1 0 4 

Total 15 15 15 15 60 
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The objective of the study is studying the 

attitudes, preferences and experiences of 

highly educated women in buying. Three way 

of classification of respondents viz (1) 

profession /occupation wise (2) Age group 

wise (3) income level wise, has been 

employed to analyze and discuss the results of 

the study. Preferences, attitudes and 

experience of highly educated women in 

buying goods are studied here. The analysis of 

responses to the questions connected to 

experiences, preferences and attitudes is in the 

following manner. 

Note : in the  table-4 below 

1. IT Personnel 

2. Doctors 

3. Lecturers 

4. Govt.  employees 

TABLE 4- occupation wise, preferences, attitude and experiences of women buying goods and 

services. 

                   Yes                                                           No 

Preferences, 

attitudes & 

experiences 

1 2 3 4 Tota

l 

1 2 3 4 Total 

Pref. for ISI and 

agmark 

products 

14 

(93) 

15 

(100) 

15 

(100) 

15 

(100) 

59 

(98) 

1 

(7) 

0 0 0 01 

(2) 

Loyal to brand 13 

(86) 

6 

(40) 

12 

(80) 

5 

(33) 

36 

(60) 

2 

(14) 

9 

(60) 

3 

(20) 

10 

(26) 

24 

(40) 

Observation of 

MRP & Expiry 

date 

15 

(100) 

15 

(100) 

15 

(100) 

14 

(93) 

59 

(98) 

0 0 0 1 

(7) 

01 

(2) 

Habits of 

comparing the 

prices of 

substitutes 

13 

(86) 

11 

(73) 

12 

(80) 

15 

(100) 

51 

(85) 

 

2 

(14) 

4 

(27) 

3 

(20) 

0 09 

(15) 

Identification of 

environment 

friendly 

products 

12 

(80) 

14 

(93) 

14 

(93) 

14 

(93) 

54 

(90) 

3 

(20) 

1 

(7) 

1 

(7) 

1 

(7) 

06 

(10) 

Purchase of 

adulterated 

products 

13 

(86) 

14 

(93) 

15 

(100) 

14 

(93) 

56 

(93) 

2 

(14) 

1 

(7) 

0 1 

(7) 

04 

(7) 

Bitter 

experiences 

regarding wts & 

measures 

11 

(73) 

6 

(40) 

8 

(53) 

11 

(73) 

36 

(60) 

4 

(27) 

9 

(60) 

7 

(47) 

4 

(27) 

24 

(40) 

Total 15 15 15 15 60 15 15 15 15 60 
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Majority (98%) of the respondents have 

preferences to ISI and agmark products, while 

Making purchases they (98%)observe MRP 

and expiry date on the pack of the products. 

About 85% have got habit of comparing prices 

of substitutes before making a final purchase 

of the products. 60% are brand loyal to 

different brand of buyer products. Of the total 

respondents 10% have got no idea about 

environmental friendly products. 7% have 

been purchasing adulterated products, 40% 

have had bitter experiences with respect to 

weights and measure in buying goods.  

Table 5- age group wise preferences, attitude and experiences of women buying goods and 

services. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 5 disclosed the information about how 

different age group (3 age group 20-40 year, 

41-60 years, and 61 year and above) women in 

the 

study area exhibit their preferences to ISI and 

agmark products. 96% respondent in the age 

group 20-40 years and 100% in the other two 

 20 to 40 years  41 to 60 years  Above  61 Tota

l  Yes  No  Tota

l 

Yes  No  Total  Yes  No  Tota

l  

Pref. for ISI 

and agmark 

products 

27 

(96) 

1 

(4) 

28 29 

(100) 

0 29 3 

(100) 

0 3 60 

Loyal to 

brand 

15 

(54) 

13 

(46) 

28 18 

(62) 

11 

(38

) 

29 3 

(100) 

0 3 60 

Observation 

of MRP & 

Expiry date 

27 

(96) 

1 

(4) 

28 29 

(100) 

0 

 

29 3 

(100) 

0 3 60 

Habits of 

comparing 

the prices of 

substitutes 

25 

(89) 

3 

(11) 

28 23 

(79) 

6 

(21

) 

29 3 

(100) 

0 3 60 

Identificatio

n of 

environmen

t friendly 

products 

26 

(93) 

2 

(7) 

28 25 

(86) 

4 

(14

) 

29 3 

(100) 

0 3 60 

Purchase of 

adulterated 

products 

26 

(93) 

2 

(7) 

28 27 

(93) 

2 

(7) 

29 3 

(100) 

0 3 60 

Bitter 

experiences 

regarding 

wts & 

measures 

20 

(71) 

8 

(29) 

28 15 

(52) 

14 

(48

) 

29 1 

(33) 

2 

(67

) 

3 60 
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age groups prefer ISI and agmark products. In 

the three group, 96%  of the respondent in the 

category of 20-40 years, 100% in the 41-60 

years and above 61 years group have got a 

habit of the observing MRP and expiry date. 

Women in the age group of 61 years and 

above are more loyal to brand than the other 

two age groups. Among 20-40 age groups of 

women, only 54% are loyal to brands; where 

as 62% in the category in the category of 41-

60 years have brand loyalty. 96% respondents 

in 20-40 age group and all respondents in the 

other two age group in the study area are 

having the habit of comparing prices of 

substitutes, while making final purchase of 

products. In the age group of 61 and above, 

100% could identify environment friendly 

products 86% in 41-60 age group and 93% in 

20-40 age group. Among the three age group 

100%  of 61years and above age group and 

93% in 41-60 and in 20-40 age group have 

been somehow buying adulterated products. 

Elderly women (61 year and above ) have less 

bitter experience unlike the two group as far as 

bogus weight and measures are concerned in 

buying goods and services. 

Table 6- Income wise preferences, attitude and experiences of women buying goods and 

services. 

 

 

 

  
20000-50000  50000-100000  100000-150000 

Total  
Yes  No  Total Yes  No  Total  Yes  No  Total  

Pref. for ISI 

and agmark 

productss 

31 
0 31 

25 
0 25 

3 1 
4 60 

-100 -100 -75 -25 

Loyal to brand 17 14 31 17 8 25 2 2 4 60 -55 -45 -68 -32 -50 -50 

Observation of 

MRP & 

Expiry date 

30 1 
31 

25 
0 25 

4 
0 4 60 

-97 -3 -100 -100 

Habits of 

comparing the 

prices of 

substitutes 

26 5 
31 

22 3 
25 

3 1 
4 60 

-84 -16 -88 -12 -75 -25 

Identification 

of 

environment 

friendly 

products 

30 1 
31 

22 3 
25 

2 2 
4 60 

-97 -3 -88 -12 -50 -50 

Purchase of 

adulterated 

products 

29 2 
31 

24 1 
25 

3 1 
4 60 

-94 -6 -96 -4 -75 -25 

Bitter 

experiences 

regarding wts 

& measures 

19 (61) 
12 

31 
15 10 

25 
2 2 

4 60 

-39 -60 -40 -50 -50 
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Table-6 pertains to preferences attitudes and 

experience women respondent with different 

income backgrounds. They are divided into 3 

categories (1-Rs 20000-50000, 2-Rs 50000-

100000 and 3-Rs.100000-1500000). 100% 

respondents in the first two income category 

prefer ISI and agmark products, whereas 75% 

have shown preferences to such products in 

Rs.100000-150000 income group . 97% in the 

Rs.20000-50000 income group look for MRP 

and expiry date whereas it is 100% in other 

two income categories. 55% in the income 

group of Rs.20000-50000, 68% in Rs.50000-

100000 and 50% in Rs.100000-150000 

income group are brand loyal. In Rs.20000-

50000 income group 84% , in Rs.50000-

100000 group 88% and in Rs.100000-150000 

income group 75% women compare the prices 

with substitute products.  97% in the income 

group of Rs.20000-50000, 88% in Rs.50000-

100000 and 50% in Rs.100000-150000 

income group look for environment friendly 

products. In Rs.20000-50000 income group 

94% , in Rs.50000-100000 group 96% and in 

Rs.100000-150000 income group 75% women 

have the bad experience of purchasing 

adulterated products. 61% in the income group 

of Rs.20000-50000, 60% in Rs.50000-100000 

and 50% in Rs.100000-150000 income group 

have bitter experience regarding weights and 

measures.  

CONCLUSION 

Urban working women are highly educated, 

tech savvy and well informed. Majority of the 

respondents have preferences to quality 

products. They are quality conscious. While 

making purchases they observe MRP and 

expiry date on the pack of the products. Most 

of the urban women have got habit of 

comparing prices of substitutes before making 

a final purchase. Though there is a major 

chunk of them who are brand loyal still some 

of them expect more in their products. Urban 

working women like environment friendly 

products. Adulteration and manipulation in 

weights and measure is a major concern for 

urban working women. Many of them have 

bitter experience of adulteration and wrong 

weights and measures. All most all the 

consumer goods purchasing and in most of the 

durables purchasing decisions are women 

driven now-a-days whether or not they 

participate in the transaction of buying. 

Women as compared to men spend more time 

in taking decisions to buy something. So 

marketers should more focus on the needs and 

expectations of women presently.  
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