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There are innumerable factors influencing buying decisions of consumers, especially women consumers.  
However today consumers are more susceptible to their friends, peers etc.  and their personalized, oral 
recommendation –the ‘WOM’ (word of mouth) is the most influencing of all. This study analyses the impact of 
WOM on women consumers of various demographics (such as age group, marital status, educational 
qualification and occupation).  It is concluded that WOM still has a great impact on purchase decision of 
women in the city and thus continues to be a powerful influencing  tool and strategy in marketing, especially on 
the youths of today. 
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1. Introduction 
Organizations are facing the greatest challenge in finding practical ways to impress prospects and push their 
products and services into their minds .The organizations will be able to do this only if they understand the 
attitude, behavior and value of their customers. It is not easy to do. But it is being done. The powerful tool that 
helps this transformation is ‘WOM’- Word of Mouth (Lisco, 1983). 
Word of Mouth marketing has been in existence for a very long time, even much before advertising came to 
light. Its origin can be traced to the period a  early as man started to talk. It has been as old as verbal 
communication and is the first sales promotional tool to come into existence. It is a very simple process; yet a 
very powerful strategy - an intelligent tool in influencing and creating an impact (Barry, 1995). Today younger 
consumers are more susceptible to their friends, peers, social groups etc and hence the impact of WOM is more 
(Bakewell and Mitchell, 2003). 
   Advertisement is a major influencing factor in consumer buying behavior. However WOM is more powerful 
than advertisement. It is because advertisement talks about the product/ service, brand or the organization, but 
WOM carries with it the experience in purchase/ usage and opinion to decide on trying or adopting the 
product.(Whan and Parker,1977).  
   The informal talks carry the highest weight for any product or service. It is a consumer- to – consumer 
communication, helping the marketers to tackle unfamiliar target audience spread across geographically 
(Malmurugan, 2008). Marketers are now able to get connected with a large number of fellow customers 
instantly and simultaneously. It is a ‘Sine qua non’ for products like fashion goods, cosmetics etc.Thus it is 
highly and mutually beneficial tool for both customers as well as marketers (Sernovitz, 2006). 
    A happy consumer is the best advertiser for any organization. It is because a happy customer is the satisfied 
customer. He never keeps the satisfaction to himself, but shares it with others and thus influences their buying 
decisions (Bearden, Netemeyer and Teel,1989) 
 Marketers look out for styles, color and trends for a trendy future. Ensure plenty of usage of WOM technique 
would help them in promoting their products and services. 
However WOM is uncontrollable. It can be beneficial as well as detrimental (Renee Dye, 2000 and Nielsen 
2007). However it is used only in the positive sense. WOM helps in building positive brand perception which 
grows over a period of time and thus, it helps in strengthening the company’s future.  
   A study was conducted to ascertain the impact of WOM on the demographic factors such as age, marital 
status, education and occupation on women consumer buying behavior of cosmetics. The study was conducted 
in Chennai, Tamil Nadu, India. 
 
Objectives of the Study  
The objective of the study is to find out the impact of Word of mouth on women’s buying behavior of cosmetics 
in Chennai, Tamil Nadu, India. 
 

2. Methodology 
The study was conducted in Chennai, Tamil Nadu, India. It is based on primary and secondary data. The 
primary data has been collected through a structured questionnaire and the secondary data collected from 
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various journals, books, websites etc.  The sample size is six hundred and the respondents are only female. 
The statistical tools used for the analysis are ANOVA and ‘t’ test 
 
Analysis and Findings 
(a) Demographic Profile 
The profile of the female respondents is as given below in Table 1.  
The demographic factors considered for this study are age, marital status, education and occupation. 
 

Table 1 Demographic Profile of Consumers 

Sl.No      Demographics Groups Frequency Percentage 
                (%) 

    Upto  25 years 155 25.8 
1) AGE  (In Years) 25  -- 40 years 212 35.3 
    41 -- 55 Years 145 24.2 
    Above  55 Years 88 14.7 
          

         
2) MARITAL STATUS SINGLE 268 44.7 
    MARRIED 332 55.3 
          

    SCHOOL 60 10.0 
3) EDUCATIONAL GRADUATE 281 46.8 
  QUALIFICATION POST GRADUATE 213 35.5 
    OTHERS 46 7.7 
          

4)   PRIVATE COMPANY 228 38 
  OCCUPATION PUBLIC COMPANY 132 22 
    OWN BUSINESS 72 12 
    STUDENT 102 17 
    HOUSE WIFE 66 11 
          

Source: Primary Data 
 

Hypotheses 
a) There is no significant difference between age groups with respect to word of mouth. 
b) There is no significant difference between marital status with respect to word of mouth 
c) There is no significant difference between education with respect to word of mouth 
d) There is no significant difference between occupation with respect to word of mouth 

 
a)  Analysis Between Age and Word of Mouth 
The statistical tool used for this analysis is ANOVA. It is given below in Table 2. 
Age is the most viable demographic factor that helps to project the impact and the buyer behavior. 

 
Table 2 Mean Difference between Age Groups with Respect to Word of Mouth 

 Age N Mean S D F-value 

 
 

Word of mouth 
 
 
 
 

Up to 25 years 155 4.78 .561 

12.634 (p<.001) 
25-40 years 212 4.42 .958 

41-54 years 145 4.10 1.447 

More than 55 years 88 4.66 .801 

** Significant at 1% level                                          Source: Primary Data 
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Finding-1: 
The null hypothesis is rejected at 1% significant level because P is less than .01.  Hence there is significant 
difference between age groups with respect to word of mouth. Further from Table 2, it is observed that the mean 
value of 4.78 is the highest for females in the age group upto 25 years   and females in the age between 41-54 
years are the lowest with the mean  of 4.10.  Hence word of mouth has the highest impact in the young women 
in the age group upto 25 years 
 
b) Analysis between Marital Status and Word of Mouth 
The analysis for marital status is done using t-test and given below in Table 3.  
Responsibility gets augmented with married life. The family and social commitment clearly decides on the 
requirement and usage of products. Hence marital status is the next important demographic factor used in 
research studies pertaining to consumer behavior. 

 
Table 3 Mean Difference between Marital Statuses with Respect to Word of Mouth 

 
 

Age N Mean S D F-value 
 

Word of mouth 
 

Single 268 4.60 .826 
2.850 (p=.005) 

Married 332 4.36 1.162 

** Significant at 1% level                           Source: Primary Data 
 
Finding-2: 
The value of p is less than .01.Hence the null hypothesis is rejected at 1% level and there is significant 
difference between marital status with respect to word of mouth. Further from Table 3 the mean values shows 
that respondents who are living single (mean = 4.60) are giving more importance than married women with 
respect to word of mouth. 
 
c) Analysis between Education and Word of Mouth 
Education is the socio- psychological attribute that serves as an yardstick in measuring an individual’s ability 
and skill. It helps that individual to study, assess and use a product and infer its benefits. 
ANOVA is used for the analysis and given in Table 4 
 

Table 4   Mean Difference between Educational Qualifications with Respect to Word of Mouth 

 Education N Mean S D F-value 

 
Word of mouth 

 

School 60 4.90 .303 

8.249 (p<.001) 
Graduate 281 4.46 1.065 

Post graduate 213 3.91 .872 

Others 46 4.48 1.684 

** Significant at 1% level                             Source: Primary Data 
 
Finding-3: 
The null hypothesis is rejected at 1% level since p < .01, Hence there is significant difference between education 
levels with respect to word of mouth. Further from Table 4 ,it is observed that the mean value of women  having 
school level qualification , mean = 4.90,  is the highest and women having post graduation as their education 
qualification have the least mean value of 3.91. Therefore women with school level education give more 
importance to word of mouth 
.  
d) Analysis between Occupation and Word of Mouth 
Occupation is the socioeconomic factor that directly affects the purchasing power of an individual. The 
proportion of working women is on the increase at present, which has an impact on the decision-making and 
purchasing behavior.  
 
Finding-4: 
Since p is less than .01, the null hypothesis is rejected at 1% level.  Hence there is significant difference between 
occupations with respect to word of mouth. Further from Table 5, it is observed from the mean value that 
females working in public company (mean = 4.68) are give more importance to word of mouth and house wives 
give the least importance to word  of mouth (mean = 3.91).   
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Table 5 Mean Difference between Occupations with Respect to Word of Mouth 

 Occupation N Mean S D F-value 

Word of mouth 

Private company 228 4.40 1.108 

7.849 (p<.001) 

Public company 132 4.68 .876 

Own business 72 4.58 .960 

Student 102 4.65 .684 

House wife 66 3.91 1.321 

** Significant at 1% level                     Source: Primary Data 
 

3. Conclusion 
It is observed from the above analysis that there exists significant relation between word of mouth and 
demographic factors such as age, marital status, education and occupation. The consumers differ with respect to 
the extent they are susceptible to social and group influence. 
   A consumer can thus be an influencer apart from being a decider, buyer and user. Word of mouth thus creates 
/causes the greatest appeal and impact on young women in the age group upto 24 years, who are single and 
unmarried, with school level education and employment in public sector. It is a fact to note that word of mouth 
is thereby an almost invisible, but certainly an inconspicuous form of leadership at person-to- person, consumer-
to consumer level.  
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