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Influence of Reference Groups & Demographic Factors on Consumer 

Involvement: A Comparative Analysis on Different Product Categories 

Jayawickrama Withanage Dushan Chaminda (GSIMC/2355/2004) 

ABSTRACT 

This study examined "The impact of reference groups and demographic factors on the 

degree of Consumer Involvement (CI)". The objectives of the study were to examine 

whether or not the degree of Cl varies in terms of product category; (products that are 

high in search qualities, experience qualities and credence qualities), to investigate 

whether or not the reference groups have an impact on degree Cl and to test whether or 

not the demographic factors (gender, age, education, occupation, income and marital 

status) influence the degree of Cl. To achieve these objectives three hypotheses were 

developed and tested. Based on the literature review, four products; buying clothes and 

buying a refrigerator (products that are high in search qualities), selecting a restaurant (a 

product that is high in experience qualities), and selecting a doctor to get a medical test 

done (product that is high in credence qualities) were selected. The major variables 

measured in the study were Cl, (Reference Group Influence) RGI and the demographic 

factors. CI was measured by using the scale developed by Laurent & Kapferer (1985). 

RGI was measured by the scale developed by Bearden et al (1989). However, the 

validity and the reliability of the measurement scales were tested against the survey 
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data. The type of this study is descriptive and it was conducted in the natural setting 

with less interference of the researcher (non-contrived). The study is a cross-sectional 

in time and the primary data were collected from a randomly selected sample of 800 

adult consumers in Dehiwala Mount Lavinia Municipal Council area. The unit of 

analysis was at individual level. To test the hypotheses, paired sample tests, independent 

samples T-tests, ANOVA, correlations tests were performed. Findings of the study 

reveal that degree of CI varies in terms of the product category. Further, there is a 

positive (but not strong) association between reference groups and the degree of Cl of 

all the product categories. Normative reference group influence is more powerful on 

degree Cl of all the products than that of informational reference group influence. 

Further, it shows that demographic factors have significant influence on the degree of 

Cl and on the dimensions of Cl too. Therefore, marketers should pay their attention on 

these in designing appropriate marketing strategies such as segmenting, targeting, 

poisoning and marketing mix strategies. In addition, market can be segmented taking CI 

as a variable and these characteristics can be used to explain the segment differences. 

Further, it should be noted that degree of Cl should not be measured through a single 

index; all the facets/dimensions of the involvement profile must be taken into account 

simultaneously to yield better results. Looking at the facets/dimensions of the CI, 

marketers could understand better the sources of originations of Cl and these 

dimensions/facets provide clues as to what types of appeals should be used in 

communicating with each of the market segments. 
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