International Journal of Research in Management & Social Science -
Volume 14, Issue 2: April - June 2026 ISSN 2322 - 0899

ANALYSIS OF CONSUMER PURCHASE DECISION MAKING PROCESS OF CONSUMER
DURABLES GOODS

Dr. Kumar N.N' and Dr. H. N. Ramesh?
! Assistant Professor, GFGC Arkalgud, Hassan, Karnataka, India
*Professor and Chairman — Institution of Management Studies, Kuvempu University, Shankergatta, Shimoga.

ABSTRACT

This paper is an exploratory review of literature to understand and obtain insights on the effect of Reference
groups and opinion leadership on Consumer Decision Making Process of durable goods. People with whom
one intermingles, like friends and family, and those whom one admires, like celebrities, can persuade one’s
choices and buying decisions to a huge extent. For the marketers, the study of interpersonal communication
amongst the different clusters of people becomes essential. The researchers have assessed and comprehensively
studied various pertinent research conducted in the past. This research has revealed that family, friends and
word-of-mouth by Opinion leaders play significant role during purchase decision making process of Durable
Goods.
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1. INTRODUCTION

Human being by nature likes to be a part of different groups. A group consists of two or more individuals who
have some common goal or some common Vvalues, beliefs, and aspirations. The relationship among group
members can be either explicitly defined like that of family, association, club etc., be implicit like that of a
group of highly influential celebrities or sports stars who are referred to as a group by their fans. A reference
group, on the other hand, is a group of individual whom one refer to or who serve as a point of reference, with
regard to formation of behavior , beliefs, attitudes, and aspirations. Marketer see reference group as people who
influence an individual’s purchase decisions.

Reference group as a term was used by Hyman where he found that respondents measure up to themselves and
they are influenced by either person or groups (Hyman, 1942)1. The concept was further polished under
behavioral sciences studies, where-by a person is anticipated to be part of a group, or seeks to belong to or seeks
not to be a part of (Stafford, J. 1966)2. Studies on reference group persuade differ from men to women where
gender is regarded as to be an influential element in consumer buying behavior (Schiffman and Kanuk, 1996)3.
The same persuade is also dissimilar for different product categories (Nair & Pillai, 2007; Holmberg &
Ohnfeldt, 2010)4. Reference group persuade has also been found to be pertinent in understanding the very
noticeable attention of the product ( Xihao,H., & Yang, J, 2006)8. Studies pointed out that public luxury
services were more vulnerable to reference group influence as contrast to private necessity (Mehta et.al, 2001)5.

Venkatesan (1996)6 has confirmed that people be likely to get under societal influence when they choose to
make a buying decision of a high price, high participation product. Since automobile is used to actually move
around and to be noticed, it is significant to know what things influence young executives before they construct
their purchase decision in terms of a specific type, size or make of car. The collection of family members,
opinion leaders, celebrities and friends in a sense, make up our “reference groups”. Reference groups influence
attitudes and conduct. These groups in effect turn out to be the reference points from where we take cues to
construct our values and standards. This phenomenon also influences our preference for specific brands or
categories of products and induces our purchase decisions relating to them. Many a time we seem to be making
our buying decisions subconsciously. Even there, the fundamental forces that force us to make the options we
make reflect our sense of belonging towards, or the influence we seek out or get from our reference groups.
Study carry out by Latif, S. Saleem and Z. U. Abideen (2011)7 tinted that the role models like spots
personalities and celebrities also induce the behavior of consumers. However this study has showed that formal
reference groups induce most consumer actions of young executives for the buying of durables.

1.1 Reference Group

Reference groups are groups that people refer to when evaluating their own qualities, circumstances, attitudes,
values and behaviors10. Reference groups serve as a frame of reference to which people for all time refer to
assess their accomplishments, their role, performance and ambitions. A reference group can from a membership
group or non-membership group.
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Lin and Chen (2009)° in their study focused on the influence of buy intentions on repurchase decisions, and also
to scrutinize the reasonable effects of reference groups and perceived risks. The paper locates that; buy
intentions will have a optimistic effect on repurchase decision: the higher the informational reference group
persuade, the better the optimistically moderating consequence between purchase intentions and repurchase
decisions; the higher the worth-expressive reference group influence, the bigger the positively moderating effect
between buy intentions and repurchase decisions; and the greater then mental risk, the greater the negatively
moderating effect between buy intentions and repurchase decisions.

Reference groups are used mainly to assess and determine the nature of a given person or other group's
character and sociological attributes. It is the cluster to which the person relates or seeks to relate him or herself
psychologically. It becomes the individual's frame of reference and source for ordering his or her
understandings, perceptions, the mental action, and ideas of self. It is vital for identifying a person's self-
identity, mind-set, and social ties. It becomes the foundation of reference in making comparison and in
assessing one's appearance and performance. Reference Group can be classified as direct and indirect reference
groups, on the basis of interaction with the referent. In the direct referent groups, there is personal interaction
with the referent, say, a family member, friends, peer. In an indirect reference group, there is no personal
interaction with the referent, like in the case of politicians, cricketers, or movie stars. Someone you admire for
good dress sense but haven’t ever talked to is also an indirect referent. An indirect reference group is sometimes
referred to as a aspiration reference group.

Al-Duhaish et al., (2014)" research aimed at studying the effect of the reference group on the buying decision
for the Saudi Youth. The study revealed that the work colleges are the mainly persuading on the clothes
purchasing decision, subsequently the friends and the community stars, celebrities and lastly the family. There
are variations of reference group impact on the judgment when buying the clothes according to the dissimilarity
in the average of using the internet, gender, age group, living area, and level of education. An additional study
conducted in Saudi Arabia by Al-Nahdi et al., (2015)*. They comment that there are some dimension of the
subjective norms has the most significant influence on Saudi purchasers’ behavior when purchasing housing.

1.2 Fast Moving Consumer Durables (FMCD)

The taste and preference of the consumer is extensively ranging and frequently. The accurate forecast for
consumer durable decisions are complex (Sonnenberg and Erasmus, 2005)* while the ultimate purchasing
judgment of the consumer will vary between decision styles and profiles cannot be directly applied to
distinctive purchase conditions wherein the level of involvement of the consumer differs. Involvement of the
consumer in purchase making decisions may be product involvement or purchase involvement. Product
involvement is the enduring interest of consumer in a product or brand. Purchase involvement connected to the
need of the product. An individual who felt the need to buy van, for example, is likely to have high purchase
involvement and not the product involvement. The Personal factors and situational factors make it complex to
forecast the Consumer decisions beforehand (Sonnenberg and Erasmus, 2005)*,

According to Cooper (1994,) * "durability is the ability of a product to perform its required function over a
lengthy period under normal conditions of use without excessive expenditure on maintenance or repair". Several
units may be used to measure the durability of a product according to its field of application such as years of
existence, hours of use and operational cycles™.

Every durable product ought to be able of adjust to technical, technological and design developments®®. There
are several measures of durability in use, including years of life, hours of use, and number of operational
cycles™. In economics, goods with a extensive usable life are considered to as durable goods.

With reverence to consumer behavior towards this category, consumers are likely to spend maximum effort for
comparison, evaluation of criteria, and point of purchase sources, inspection, trial and purchase. The internet
has emerged as a significant external source of information. Research shows that people who search for product
and brla;nd information online are more likely to also buy online as compared to people who do not search
online™".

1.2.1 The Indian consumer durables goods division can be divided into three consumers groups. There
are:

Table 1. Consumer Durables Segmentation

Home Appliances Electronic Goods
White goods Brown Goods Consumer Electronics
e Watches and clocks. ¢ Microwave ovens o Television sets
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e Cleaning equipments. ¢ Cooking ranges o Audio-visual equipment
e Microwave ovens. e Chimneys e Electronic accessories

¢ Dishwashers. o Mixer and grinders ¢ Personal computers

o Cookers. o Electric fans ¢ Mobile phones

o Electric fans. e Irons ¢ Digital cameras

e Sewing machines.
¢ Washing machines.
o Refrigerators.

e Air conditioners.

Consumer durables usually have low volume but high unit value.

- White goods: Heavy consumer durables are used to be dyed only in white enamel finish. In spite of their
accessibility in varied colors now, they are called white goods. It includes air conditioners, stoves, etc.,

- Brown goods: comparatively light electronic consumer durables for instance TVs, radios, digital media
players, etc.,

Consumer electronics: It refers to any electronic devices designed to be purchased and used by consumers
for daily inside a house. It include Televisions, Computers, Laptops, Tablets, etc.,

1.3 Opinion Leader

In reference group we look for advice from people whom we believe knowledgeable or experienced in a
particular thing, product/brand. There are many such populaces around us whom we observe as experts in one
thing or the other. We seek advice from them in their respective area of expertise are known as opinion leaders
and people looking for advice from opinion leaders are known as opinion seekers.

It can then be interpreted that the role opinion leader’s play can be very precious particularly where the
addition: consumer decision making of home electrical devices takes place. Katz and Lazarsfeld (1966)™
confirmed that opinion leaders do actually go beyond non-opinion leaders in mass media exposure, and as a
result they have the capability of bridging the communication space between extension and the opinion seekers.
A family friend who knows a lot about bikes and also runs a garage can prove to be a better source of
information when a bike is to be purchased than a close friend who is very knowledgeable about fashion trends.
Hence opinion leadership is a social word-of- mouth connection between the opinion giver and opinion seeker.

There are three situations in which opinion leadership take place

e A Situation when an individual actively look for advice from others.

e A Situation when an individual voluntarily gives information to others

e A Situation when information is generated in the course of normal communication of a group.

1.4 Consumer Decision Making

Consumers make a decision on a usual basis. A decision is merely making a choice. These choices can be
concerning various brands, products, stores, etc. now and then; the consumer does not get to make options as
there is only one option accessible, so one has to choose that only. The purchase decisions taken during such
single product situation are known as ‘Hobson’s choice.” some consumer researchers view consumers as
cognitive or thinking decision makers who actively seek pre-purchase information, evaluate options, and then
reach a certain decision. This view also holds that in this era of information overload, consumers will not try to
obtain all the information for each and every decision and would rather stop looking for more information if
they feel that they have sufficient information to make a ‘satisfactory decision.’

Emotions like achievement, fear, success, love, etc., frequently persuade one’s purchase decisions. Consumer
moods also persuade decision making. Study of consumer frame of mind and their effects on decision making
can be particularly significant for service encounters, point-of-purchase stimulus, context and content of
marketing communication (Gardner & Meryl Paula, 1985)%. Store image can also impact the mood of the
consumers and affect decision making. The store ambiance can lift the spirit of the consumers, or it can
displease them. A store with good music, lively colors may lift the consumer’s spirits and can influence time
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and money spent in the store, number of items purchased and revisit intentions of consumers (Smith,Ruth Belk
& Sherman, 1993)%.

2.

REVIEW OF LITERATURE

A reference group is defined as “an real or imaginary individual or group perceived of having important
bearing upon an individual’s evaluations, aspirations, or behavior” (Park and Lessig, 1977)%. Social and
interpersonal influence research can be traced back to Hyman (1942)*, who first detailed the term ‘reference
group’ when he asked respondents with which persons or groups they contrast themselves’.

The concept was further polished underneath behavioral sciences studies, where-by a person is expected to
be element of a group, or seeks to belong to or seeks not to be a part of (Stafford, J. 1966)™.

In 1982, a study on “Reference Group Influence on product and brand purchase decisions” was conducted 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

Mourali et al. (2005)% pointed out that reference group influence or social influence is important in
consumers’ decision-making process, which might be accepted by most consumer behaviour models. In
addition, a considerable number of studies regard as reference group influences as one of the most crucial
factors which affect the consumer purchase decision-making process. The interrelated relationship between
reference groups and consumer’s purchasing decision making has been brought out, and the essential of
study those together has also be suggested (Yang et al., 2007)%.

The reference groups in this investigate consist of not only the clusters that an person has a regular contact
with groups for example family members, acquaintances, colleagues work associates etc.) But also comprise
the groups that a person does not have a association in or a direct contact with, such as certain probable
groups or people in a certain social rank (Hawkins et al., 1998)%. Bourne (1957)% studied group persuade in
marketing and behavioral research, and concluded the idea of the reference group has a enveloping influence
on marketing studies.

Kaur and Singh (2004)* examined that in families from dissimilar income group, their traditional customs
and values and role of children in the family unit is the major factor that lend a hand in the decision making
procedure in any household

The primarily opinion leadership scale was introduce in 1944.Lazarsfeld, Berelson and Gaudet (1944)% and
Katz and Lazarsfeld (1955)' computed an index. They distinguished between ‘opinion leaders’ and’
followers’. This idea of operational zing opinion leaders as convincing others and being asked for advice had
tremendous impact on follow up studies and scale development. However, the primary effort to gauge
opinion leadership has been condemned throughout the field, as statistical problems and low instrumental
validity.

Jung and Kau (2004)%" established that Individualism manifests in behaviors in the direction of reference
group influence, opinion leadership, information distribution, family orientation of a person.

Torben Hansen, in his work the title, “Perspectives on Consumer decision making: an integrated approach”
has recommended a framework which incorporates several perspectives on consumer decision making. The
result of this study supports the difficulty of consumer decision making with his results. First, consumers do
not use their cognitive and affective skills separately, rather they affect each other. Secondly, the cognitive,
evaluative constructs of quality and attitude had important direct effects on buying intention, while affective
construct of sentiment had no considerable direct effects on buying intention. Thirdly, price affected
apparent quality which in turn affected thoughts, which in turn affected buying purpose. At the same time,
cost had no direct effect on buying intent.

Dalrymple, Shaw and Brossard (2013)* have done a considerable number of experiential studies in which
they have recognized that opinion leaders have statistically significant persuade on the individual behaviors
of other people.

Diaz and Maria (2013)* have recognized that when consumers are primarily presented with high prices, and
later with lower ones, they are likely to consider making buy at the new lower prices. This means that sellers
can alter the mental state of buyers by playing around with prices to persuade them into making purchases.
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e Bruno and Hustad (2013)* have recognized that opinion leaders act as the focal point people linking the
public and the media. The acknowledgement shows that the opinion leaders get messages from the media,
construe and pass them to other members of the group according to their own thoughtfulness. Klingemann
and Rommele (2002) add to the discourse by in contention that opinion leaders construe the information they
get from the mass media according to their own cultural and communal contexts.

3. INFLUENCE OF REFERENCE GROUP AND OPINION LEADERS ON CONSUMER DECISION
MAKING PROCESS

The reference group may be identified as having a positive or negative reference for an individual. Group’s

form which people try to distance themselves due to their negative influence are known as avoidance groups.

An individual reference group may be as small as a family or as big as a nation or culture. (Refer Fig-1)

Figure-1
Family selected sub-cultures

Own culture /
Peers Individual consumer ) 4 Friends

7

Other cultures

Social class Aspirational Reference

Groups & Role models
Source: Leon G. Schiffman and Leslie L. Kanuk, Consumer behavior,” (prentice Hall India, 7th edition), 265

3.1 Forms of Reference Group Influence

The influence of a reference group can be of different types. Reference group has influenced in consumers’
decision making. Influences exercised by reference groups that have been discussed in the past researches are
mentioned below:

3.1.1 Information Influence

The individual seeks information about a diversity of brands from an association of professionals or
independent groups of specialists and from those who employee with the merchandise as profession. It is the
tendency to accept information from others as proof about authenticity (Deutsch and Gerard, 1955)*". When
making buying decisions, consumers tend to seek out others assessments of dissimilar alternatives or derive
conclusions from the brands reference group members possess (Park and Lessig, 1977)*. Individuals
performing as referents may provide new information as a clarification to a problem or add to what the
individual already believes or make out (Burnkrant and Cousineau, 1975)%.

3.1.2 Utilitarian Influence

The individual’s decision to purchase a particular brand is influenced by the preference of fellow workers or
people with whom he or she has social interaction (Park and Lessig, 1977, 1977)* .This reference group
persuade is similar to the normative influence (Deutsch and Gerard, 1955)*, the conformity conception of “it-
is-dangerous-not-to-conform” (Asch, 1952)®, and the compliance process. An individual in a product or brand
buying situation would be anticipated to comply with the preferences or prospect of another individual or group
if, firstly he/she make out that they mediate important rewards or sentences and he/she is provoked to realize the
reward or to avoid the punishment. Subsequently, he/she believes that his actions will be visible or known to
others.
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3.1.3. Value-Expressive Influence

The individual considers that it would be nice to be like the type of persons that advertisements show using a
particular brand. The individual feels that the possession of a certain brand, which is used by certain people,
whom he admires, will also give him the same kind of image (Park and Lessig, 1977)*. Voluntary compliance
to group norms may activate from an individual’s desire to improve his or her image or self-concept by
recognizing with the rules or practices of an esteemed group (McGuire, 1969; Park and Lessig, 1977)** 2.

3.2 Reference Groups as a Basis of Brand Associations

Brands used by member groups and ambition groups can become linked to consumers’ mental symbol of self as
they utilize these brands to describe and generate their self-concepts (Escalas and Bettman, 2003)%. Possessions
and brands can be utilized to satisfy such psychological requirements as actively generating one’s self-concept,
reinforcing and conveying self-identity, and allowing distinguishing oneself from others and emphasizing one’s
individuality (Ball and Tasaki, 1992; Belk, 1988; Fournier, 1998)*® "3 Belongings and brands can also serve a
social intention by reflecting social ties such as one’s family, community, and cultural groups (Muniz and
O’Quinn, 2001)*,

3.3 Important Reference Groups and Appeals

Friends are major influencers of a lot of consumption choices of individuals and come next only to the family.
Friends provide the first social circle an individual has outside family and provide a sense of companionship.
Shopping groups are the people who accompany while they go out shopping and they assist them in their
decision making with respect to choice of products and brads. Brand communities consist of people who are
users of a particular brand. Many marketers have identified the importance of brand communities, which not
only emotionally bond the consumers to the brand but also increase consumer loyalty and positive word of
mouth publicity™.

Apart from these there are many reference groups that a consumer consults while making a purchase decisions
includes works group consists of peers, subordinates, and superiors all are part of work group. Consumer- action
Groups are effectual influence in consumer decision making as well as common behavior for example disaster
control, public health, anti-drugs campaign, or any other cause that affects people in common.

3.4 Influence of Opinion Leaders on Consumer Decision Making Process

To be more precise opinion leaders enthusiastically gain and accept the information distributed by the mass
media, process and pass on them, while the majority of the public depend primarily on the interpersonal
communication with the opinion leaders to get information in order to guide their own proceedings. Here, as a
medium of information, opinion leaders have vital influences on the community. visibly, the Two-step Flow of
Communication emphasize the influence of opinion leaders towards the thoughts of the wider population, and
stresses the reality that the influence of interpersonal communication towards the public is more recurrent and
more effectual than the influence of the mass communication towards the same spectators. Because of the
Internet, online opinion leaders come into sight. They are quite alike to conventional opinion leaders, except for
the fact that online opinion leaders put forth their influence towards others through the Internet.

‘Opinion leaders not only predict for themselves, but predict for followers’ (Goldsmith, Heitmeyer, & Freiden,
1991). ‘Opinion followers, with lesser tendencies and self-confidence, prefer the recommendation of others’.
We often seem to opinion leaders for help in our consumer decisions. ‘Opinion leaders are typically people who
are extra knowledgeable about a certain product or service than the normal consumer. As such, opinion leaders
can outline how a product is viewed’ (Boundless, 2016).

Opinion leaders are ideal for implementing the “word of mouth” tactic, a marketing technique where people
communicate to others their own opinion on a specific product or service. The exquisiteness of this method — it
is practically free of cost. It requires almost no investment on the part of an association. According to numerous
reports, dominant people can influence the buying habits of, on average, persons by word of mouth. In case of
online buyers, it bounded up to about 8 people on an average. The opinion leaders will yet again focus on the
quality and product group and the decision-maker looks for their advice. People do not like to take risk and if
verdict are difficult, typically they will be in touch with opinion seeker to get implication (suggestions) from the
opinion leader. Still further, the substitute buyer will make decisions in the purchase, in influencing the buyer as
more people for example need assistance in purchasing parts for their cars, newest designer garments and any
other durable products.

The consumer hype generated by positive word-of-mouth interaction can play a vital role in the success of a
product*’. A large number of target consumers are affected by the power of the consumer hype, at least in part.
Entertainment and fashion products are usually more affected by a buzz than products related to insurance,
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finance, electronics, etc. word-of mouth can sometimes cause great damage to brad. Negative word-of-mouth
communication can damage the picture a brand has built up over a period. It is significant to make a note of
those dissatisfaction consumers usually pass on negative comments to more populace than satisfied consumers
and the rl?gative information is weighted more deeply than positive information, by the undecided new product
adopters™.

Opinion leaders in general, are people who have expertise in one subject/product or activity and have the
capability of influencing others. Opinion leaders can be of different types based on their understanding, and
persuade on the purchase decision of the opinion receiver and/or opinion seeker. Generalized opinion leaders
are masters of various subjects and are very hard to find. Usually, opinion leaders are familiar about on product
category they have high involvement in and some related areas. Market Mavens belongs to a special category of
opinion leaders who have market-involvement, instead of the product- involvement of the normal opinion
leader. They are people who actively seek market information which they feel may be useful for friends and
acquaintances, and are great source of information regarding offers , beast deals, discounts and new product or
brands are in the market, which outlet to visit for which product, the new outlet in the town, etc (Fieck,
Lawrence, 1987)*%.

Surrogate buyers is the term used for the professionals hired by actual purchasers to filter the huge amount of
store, product, and brand information available , evaluate the product options available, and make
recommendations and sometimes make transactions on behalf of their employer (Michael A Solomon, 1986;
Aggarwal, Praveen & Cha , 1997)**. Purchase companions are considered to be quite influential opinion
leaders at the point of purchase consumer decisions. The major benefits of purchase companions are that they
help reduce the stress and anxiety an individual experiences while making a purchase, especially in a high
involvement, expensive product. The strong fix purchase friend provides moral support and helps the individual
choose products that suit his or her taste. (Kiecker, Pamela & Hartman, 1994)*.

The opinion leadership process happens due to various motives of both parties- the opinion leader, opinion
seeker and receiver. There are four main motives behind the role of opinion leaders. Firstly self —involvement,
giving advice to others provides big gratification to the opinion leaders in terms of the attention they receive.
The role of opinion leader also involves a feel good factor of helping others take a decision and increasing the
knowledge of opinion seekers and receivers. Secondly product involved opinion leaders may feel the necessity
to talk to opinion receivers about the product if it is either too good or too bad. The information transmitted
would be positive if they are satisfied with the product or brand, and negative, if they are dissatisfied with it.
Thirdly social involvement opinion leaders like to share their product experience with people in general as an
expression of bonding. In this case the opinion leader doesn’t feel the urge to talk about the product/brand due
to positive or negative experience, as in the case of product involvement. Fourthly, in message involvement
with an increasing number of advertisements being targeted at consumers, these advertisements often become
the topic of discussion. Consumers while making buying decisions to purchase durable products, they apply
various decision rules, which includes compensatory and non compensatory decision rules.

4. CONCLUSION

This paper's intention was to obtain some insights of impact for reference group and opinion leader on
consumer behavior and decision making process. It offers insights on how consumers take buying decisions and
evaluate alternatives while buying FMCD products. This study has revealed that family and relatives, friends
and opinion leaders influence the consumer behavior to a larger extent. Reference groups and Opinion leaders
play a very vital role in consumer decision making process by giving suggestion and encouraging
communication among consumers in the purchase and consumption method, where the choice to buy something
is the key in and establish consumption set, The style of consuming based on the consumer’s viewpoint and
experiences which depends on their moods, emotions, etc. Opinion leaders play significant role at the point of
purchase consumer decisions. To this end a reference group serves as a frame of reference for an individual and
influences his/her behavior. It is very significant that market buzz is a strong tool in the hands of the marketers.
Word-of-mouth is an interpersonal communication influences the consumer behavior to greater extent, if it is
positive, can lead to huge gains for the marketer, and if it is negative, it adversely affect the decision making
process of consumers. Market need to build strong relation with opinion leaders in their marketing techniques in
order to arrive at consumers in a short span of time to influencing them to repurchase and retain customer
loyalty. The market for consumer durables is more competitive now a day. Therefore, the manufacturer of
durable products should comprehend consumer interest to a great extent to find higher sale of their products.

171




International Journal of Research in Management & Social Science -
Volume 14, Issue 2: April - June 2026 ISSN 2322 - 0899

REFERENCE

1.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

Hyman, Herbert H. (1942) "The psychology of status." Archives of Psychology, 269, 5-91. Reprint in H.
Hyman & E.Singer (Eds.), Readings in reference group theory and research (pp. 147-165). New York: Free
Press, London: Collier-Macmillan Limited. (Page citations are to the reprint edition).

Stafford, J.E., 1966. Effects of group influences on consumer brand preferences. Journal of marketing
Research, pp.68-75.

Schiffman, L. & Kanuk, L., 1996. Consumer Behavior. Sixth Edition, Prentice Hall.

Nair, V. K., & Pillai, P. R., 2007. “A study on purchase pattern of cosmetics among consumers in Kerala”.
In International Marketing Conference on Marketing & Society, Vol. 6, No. 1, pp. 581-595.

Mehta, S.C., Lalwani, A.K. and Ping, L., 2001. “Reference group influence and perceived risk in services
among working women in Singapore”: A replication and extension. Journal of International Consumer
Marketing, 14(1), pp.43-65.

Venkatesan, M 2006, ‘Experimental study of consumer Behavior, Conformity and Independence’, Journal
of Marketing Research, vol. 3, pp. 384-387.

Latif, S. Saleem and Z. U. Abideen 2011, ‘Influence of Role Model on Pakistani Urban Teenager’s
Purchase Behavior’, European Journal of Economics, Finance and Administrative Sciences, vol. 31, no. 3.

xihao, h. and yang, j., 2006. Social influence on consumers ‘purchasing behavior and related marketing
strategy—a cross—nation comparative study. working paper, georgia college and state university

Lin, L. and 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, Vol. 64 No. 3, pp. 28-48.

Thompson, William; Joseph Hickey (2005). Society in Focus. Boston, MA: Pearson. ISBN 0-205-41365-
X.

Al-Duhaish Aseel, Mohammad Alshurideh, Ra'ed Masa'deh, Zu'bi Al-Zu'bi (2014) The Impact of the Basic
Reference Group Usage on the Purchasing Decision of Clothes (A Field Study of Saudi Youth in Riyadh
City). Dirast, Administrative Sciences, Vol. 41, No. 2, 205-221.

Al-Nahdi Tawfik S., Shakeel A. Habib, Abu Hassan Abu B., Mohammed Salem B., Omar Hassan G, &
Hussein A. Al-Attas (2015) The Effect of Attitude, Dimensions of Subjective Norm, and Perceived
Behavior Control, on the Intention to Purchase Real Estate in KSA. International Journal of Marketing
Studies; Vol. 7, No. 5.

Erasmus, A.C.,Makgopa, M.M. &Kachale, M.G. (2005) The paradox of progress: inexperienced
consumers’ choice of major household appliances, Journal of Family Ecology and Consumer Sciences,33,
89-101.

Cooper, Tim (1994). Beyond Recycling: The longer life option. The New Economics Foundation. p. 5.
OCLC 48830517.

Stahel, Walter (2010). "Durability, Function and Performance”. In Cooper, Tim (ed.). Longer Lasting
Products: alternatives to the throwaway society. Farnham: Gower. ISBN 978-0-566-08808-7.

J. Lienig; H. Bruemmer (2017). "New Design Strategy — Product Durability”. Fundamentals of Electronic
Systems Design. Springer International Publishing. pp. 201-203. doi:10.1007/978-3-319-55840-0. ISBN
978-3-319-55839-4.

“Click First, Buy Later.” Marketing News.Vol. 35, Issuel1, 21* may

Katz, E., Lazarsfeld, P.F. “Personal influence”. The part played by people in the flow of mass
communication. Glencoe, I11: Free press, 1955.

Gardner, Meryl Paula. “Mood States and Consumer Behaviour: A critical Review.” Journal of consumer
Research. Vol. 12 Issue3, Dec 85, p281-301.

Smith,Ruth Belk & Sherman, Elaine “Effects of Store Image and Mood on Consumer Behavior: A
theoretical and Empirical Analysis.” Advances in consumer Research. Vol. 20 Issuel, 1993.p631

Park, C.W., Lessig, V.P. (1977), Students’ and housewives’ differences in susceptibility to reference group
influence. Journal of Consumer Research, 4, 102-110

172




International Journal of Research in Management & Social Science -
Volume 14, Issue 2: April - June 2026 ISSN 2322 - 0899

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.
38.

39.
40.

41.

42.

43.
44,

Mourali, M., Laroche, M., Pons, F. (2005), Individualistic orientation and consumer susceptibility to
interpersonal influence. Journal of Services Marketing, 19(3), 164-173.

Hawkins, D.l., Coney, K.A. and Best, R.J. (1997) Consumer Behavior — Building Marketing Strategy, 7th
edition, McGraw-Hill, Irwin.

Bourne, F.S. (1957) ‘Group influence in marketing and public relations’, in Likert, R. and Hayes,S.P.
(Eds.): Some Applications of Behavioral Research, Basil, UNESCO, Switzerland.

Kaur, P. and Singh, R. (2004). Dynamics of purchase decision making in families, South Asian Journal of
management (11),4, 26-41.

Lazarsteld,P.F,Berelson,B.R.,Gaudet,H.(1944). “The people’s choice: How they makes up his mind in a
presidential campaign”. New York: Duell, Solan & pierce Levy, M.R.(1978). Opinion Leadership and
Television New uses. Public Opinion Quarterly, 42, 402-406

Jung, K. and Kau, A. K., (2004). Culture’s Influence on Consumer Behaviours: Differences Among Ethnic
Groups in a Multiracial Asian Country, in NA - Advances in Consumer Research, Association for
Consumer Research, 31, 366-372.

Dalrymple, K., and Brossard, D. (2013). Following the Leader: Using Opinion Leaders in Environmental
Strategic Communication. Society & Natural Resources, 26(12), 1438-1453.

Diaz, S., and Maria, I. (2013). Price Assessments by Consumers: Influence of Purchase Context and Price
Structure. International Journal of Consumer Studies, 37(1), 13-20. doi: 10.1111/j.1470-
6431.2011.01053.x

Bruno, A., and Hustad, P. (2013). Product Class Investigation of Innovators and Opinion Leaders. Journal
of Business Research, 3(5), 223-238.

Deutsch, M., Gerard, H.B. (1955), A study of normative and informational social influences upon
individual judgment. Journal of Abnormal and Social Psychology, 51, 624-636.

Burnkrant, R.E., Cousineau, A. (1975), Informational and normative social influence in buyer behaviour.
Journal of Consumer Research,2, 206-215.

Asch, S.E. (1952), Social Psychology. Engelwood Cliffs, NJ: Prentice Hall.

McGuire, W.J. (1969), The nature of attitudes and attitude change.In: Lindzey, G., Aronson, E., editors.
The Handbook of Social Psychology. 2nd ed., Vol. 3. Reading, MA: Addison-Wesley Publishing
Company. p136-314.

Escalas, J.E., Bettman, J.R. (2003), You are what you eat: The influence of reference groups on
consumers’ connections to brands. Journal of Consumer Psychology, 13(3), 339-348.

Ball, A.D., Tasaki, L.H. (1992), the role and measurement of attachment in consumer behavior. Journal of
Consumer Psychology, 2, 155-172.

Belk, R.W. (1988), Possessions and the extended self. Journal of Consumer Research, 2, 139-168.

Fournier, S. (1998), Consumers and their brands: Developing relationship theory in consumer research.
Journal of Consumer Research, 24, 343-373.

Muniz, A.M. Jr., O’Guinn, T.C. (2001), Brand community. Journal of Consumer Research, 27, 412-423.

McAlexander, James H.; Schouten, John W. & Koenig, Harold F. “Building Brand community,” Journal
of marketing, Vol.66 Issue 1,Jan 2002,p38-55.

Renee Dye, “The Buzz on Buzz”

Walker, chip “word of mouth,” American Demographics, Vol.17, Issue 7. , Jul 95, & Leonard-Barton,
Dorothy. “Express as Negative Opinion Leaders in the Diffusion of a Technological Innovation,” Journal
of consumer Research, Vol. 11 Issue 4, Mar 85, p914-27

Fieck, Lawrence F. & Price, Linda L. “The Market Maven,” Journal of Marketing, Vol. 51 Issue 1, Jan. 87.

Michael A Solomon. “ The Missing Link: Surrogate Consumers in the Marketing Chain,” Journal of
marketing, Vol. 50 Issue 4. Oct 86

173



International Journal of Research in Management & Social Science -
Volume 14, Issue 2: April - June 2026 ISSN 2322 - 0899

45.

46.

Aggarwal, Praveen & Cha, Taihoon “Surrogate Buyers and the New Product Adoption Process: A
Conceptualization and Managerial Framework,” Journal of Consumer Marketing, Vol. 14 Issue 4/5,
1997,p391-99.

Kiecker,Pamela & Hartman, Cathy L. “Predicting buyers’ Selection of interpersonal Sources: The Role of
Strong Ties and Weak Ties,” Advances in Consumer Research, Vol. 21 Issue 1, 1994,p464-70

174




