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ABSTRACT 

A STUDY OF DIFFERENCES IN FOOD PURCHASING 

BEHAVIOR AND LIFESTYLE OF WORKING WOMEN 

VERSUS NON-WORKING WOMEN IN TURKEY 

In this thesis, differences between working and 

non-working women in their food shopping behavior and 

life style was studied. To understand their food shop-

ping behavior better, womens' eating and food preparing 

behavior together with their openness to advertisements 

was also analysed. Moreover, working womens' opinions 

related to their jobs were explained. 

The study included the literature review and the 

field study which was conducted through a questionnaire. 

Data was analysed and the findings together with the 

implications for marketers and researchers were given. 

Together with the case for Turkey, a field study 

which was conducted in Germany is also presented in the 

Appendix of this thesis. Although the same data was 

collected in both countries and was analysed in the same 

way, the studies are independent from each other and 
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unables comparison due to different sample characteristics. 

Turkish findings showed some differences in the 

shopping behavior of working and non-working women. A 

greater proportion of work-wives shopped less frequently 

per week, shopped on Saturdays, and generally alone. 

Work-wives also visit less food outlets and shop from 

supermarkets more than their non-working counterparts. 

Work-wives do not make price/quality comparisons as much 

as housewives do and buy high quality and if necessary 

expensive food products. On the other hand, work-wives 

bargain more than housewives. 

The findings of this research also showed that there 

are di fferences in the time food was prepared. Work-wi ves 

prepare food a day before or whenever they have free time, 

whereas housewives get meals ready just before meal time. 

This study also showed that the most effective media 

for food advertising is television for all women. 

The most important result that was found from the 

life-style analyses of the study was that working women 

strongly feel that they have work-overload. 
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These findings can implicate that women in Turkey 

should not be seen by marketers as a whole and more focus 

should be placed upon working women, which should be 

accepted as a different market segment, where convenience 

plays an important role. 
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tlZET 

CALISAN VE CALISMAYAN KADINLARIN GIDA ALISVER!SLER! 

VE YASAM TARZLARINDAK! FARKLILIKLARI UZER!NE B!R 

CALISMA TURK!YE VE ALMANYA'DAK! !NCELEMELER 

Bu tezde 9allsan ve 9allsmayan hanlmlarln glda 

allsverislerindeki ve yasam tarzlarlndaki farkllllklar 

incelenmektedir. Glda allsverislerindeki davranl~larlnl 

daha iyi anlamak i9in halnlmlarln yemek yeme ve yemek 

hazlrlama ile reklamlara clan a9lkllklar da analiz edil­

mektedir. Ayrlca, 9allsan kadlnlarln isleriyle ilgili 

gorUsleri a9lk lanmaktadlr. 

Bu 9allsma, bu kcnuda yazllmlS clan makaleleri ve 

anket araclIl~lyla yaplIIDlS bir saha 9allsmaslnl kapsaya­

caktlr. Analiz edilen verilerin sonu91arl ve bu 9all$­

manln pazarlamacllara ve arastlrmacllara clan katkllar 

sunulacaktlr. 

TUrkiye'deki incelemelere ek olarak Almanya'da 

yapllan bir saha 9allsmasl bu tezin scnunda sunulmustur. 

Tcplamlan bilgilerin aynl clmaslna ve aynl sekilde ince-
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Ienilmesine rasmen, her iki ~al~~rna biribirinden, ornek­

Ierin ozelliklerinin farkl~ olrnas~ndan dolay~, baJ~ms~zd~r. 

TUrk verileri, ~al~~an ve ~al~~mayan kad~nIar~n besin 

al~~veri~i davran~slar~nda baz~ farkl~l~kIar oldugunu 

gostermektedir. Cal~~an kad~nIar~n bUyUk bir k~sml daha 

az s~kl~kta al~~veri9 etrnekte, Cumartesi gUnIeri ve yanl~z 

al~~veri~ etmeyi tercih etmektedir. Cal~~an kad~nIar 

aynl zamanda ~al~~mayan kad~nIara oranla daha az say~da 

dUkkan~ ziyaret etrnekte ve sUperrnarketlerden daha ~ok 

al~~veri~ etrnektedir. Cal~~an kad~nIar, .~al~~mayan kad~n­

Iar kadar fiyat/kalite kar$~la~t~rmaIar~ yaprnamakta ve 

yUksek kali te Ii, gerekti ,,;inde pahall bes in mamUIIeri almak­

tad~r. Diger taraftan ~al~$an han~mIar ~al~~mayan h~~~rn­

Iardan daha ~ok pazarl~k etmektedirler. 

Bu ara~t~rman~n bulguIar~, yemek haz~rIama vakit­

Ierinde de farkl~l~kIar oldugunu gosterrnektedir. Cal~~an 

han~mlar bir gUn onceden veya bos vakit buIdukIar~ zaman 

yemek pisirmekte, ~al~~mayan han~rnlar ise yernekten hemen 

Cilce yemEe~i haz~rIarnaktad~!'lar. 

Eu arast~rma ayn~ zarnanda en etkili reklam arac~n~n 

televizyon oldugunu gostermektedir. 
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Yasam tarzlar~n~n analizinde bulunan en onemli 

sonu9, 9al~san kad~nlar~n kendilerini fazla is yUkU alt~n­

da hissetmeleridir. 
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CHAPTER ONE 

I. INTRODUCTION, BACKGROUND AND FORrER RESEARCH OF THE 

STUDY 

1.1. INTRODUCTION 

The growth of the women's movement in the world 

during the last decade has created a greater need for 

retailers to identify and understand the characteristics 

and behaviors that identify the various types of women 

consumers. 

Anderson (1972) suggested several general conse-

quences resulting from the women's movement. 

The women's movement is both a cause and an 

effect of the changes in the social values and 

in the social system. 

Life styles of women will be significantly 

effected with some bearing on economic behavior 

of consumers at large. 

Tr.,.ditional household decision making will under­

go significant changes. 

The economics of the house· are changing, espe­

cially allocation of women's time in acquiring 
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and processing commodities. 

As a result of anticipated changes in life styles 

of women, we can expect changes in the life 

styles of women. 

These consequences that were suggested may seem to 

be mostly based on the American society, but it is an 

inevitable fact that women are becoming a larger, inde­

pendent market segment allover the world. If the fact 

is that women's work changes them as consumers, then in­

evitably that knowledge should lead them to at least some 

redefinition of women as a marketing target. 

The definition of target groups isa basic step in 

marketing. The way we define those targets inevitably 

leads them to marketing decisions relating to product 

development, product positioning and communications stra­

tegies. Even research done to guide future strategic 

planning is directed o~ limited by the way we define the 

samples of those studies. If the women's market can no 

longer be assumed to be any housewife from the ages be­

tween 18 to 49, it may be necess.ary to re-define that 

target market or those targets. 

Are workini) and non-working women different target 

markets for the retailers today;' Are there any differences 

between working and non-working women in terms of their 

2 



food shopping attitudes, food preparing and life style 

in Turkey? 

The purpose of this study is an attempt to answer 

these questions. It's main aim is to point out the dif­

ferences in working and non-working women's food pur-

chasing and food preparing attitudes. In order to study 
I 

women's food preparing behavior, not only was data col-

lected regarding her actual shopping act like, time and 

day shopped, frequency of shopping per week, types and 

number of outlets visited and time spen.t for food shop-

ping was collected, but also information like, price con-

sciousness, bargaining tendencies, openness to advertise-

ment, facts that influence buying, new fooa products, the 

way read-made foods are perceived were gathered. 

Collecting data regarding women's life-style is use­

ful in o-rder to understand how working effects women's 

lifestyles and as a result maybe their food purchasing 

behavior. 

By getting to know and·unclerstan.d working and non­

working women better by life-style research marketers 

communicate to them better. In this research women's: 

1. homeliness, 2. innovativeness, 3. self-confidence, 

4, frustration, 5. socialness, 6. intellectualness. 

7. work load, 8. role identity, 9. conservativeness, 
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and 10. free time activities, were studied which are 

parts of their life-styles. 

All above mentioned data was collected by the aid of 

a questionnaire, where 40 working and 40 non-working 

women were interviewed in Istanbul. This sample was 

mainly represented by the cultured middle-upper class. 

Same data was also collected from 40 German working and 

non-working women in Hamburg and is presented as a field 

study at the end of this thesis as findings, which are 

independent from the Turkish case, due to differences in 

sample characteristics. 

The material for the preparation of the questionnaire 

was taken from American marketing literature, which will 

be summarized in the coming sections. 

1.2. BACKGROUND AND FORMER RESEARCH OF THE STUDY 

In this section, former research that has been con­

ducted in the U.S.A. on the ~:ubjects of the changing 

demographics of women and the effect of work on consumer 

behavior will be reviewed. In this pursuit, first, 

studies and opinions on reasons as to why women work 

will be reviewed; and secondly, the different ways 

various researchers segmented working women will be shown. 

This will be followed by certain findings concerning the 
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the food shopping behavior of working and non-working 

women. Finally, findings with regard to the life-styles 

of working women versus non-working women will be discus­

sed. 

1.2.1. Studies Exploring the Reasons for Women's Working 

First it may be useful to look at the reasoning 

given in the USA as to why "housewives" are becoming 

"work-wives". Is it a matter of economic necessity? Do 

women work to be able to afford special items? Are they 

working to be able to apply their talents and realize 

themselves? Do they work because society does not value 

their unpaid work at home, while work for pay outside the 

home is seen as challenging, glamorous, prestigious and 

rewarding? 

The question of why women work is definitely a com­

plex one that involves economic, political, legal and 

cultural factors in addition to specific family situations. 

Yankelovich (1964) asked working women whether they 

consider the work they do as "just a job" or as a "career". 

This was not a question of what they did on the job, but 

how they felt about their work. 

roughly 70% "just a job" and 30% 

In 1975, the ratio was 

"career" . On the other 

hand, the Bureau of Advertising in 1972 found that 6 out 
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out of 10 women would continue working, even if they 

received the same amount of money for staying home. This 

would indicate that American working women find an attrac­

tion in their work that is greater than the actual renu­

meration received. 

According to Mary Joyce and Joseph Guiltinan (1978), 

"professional" women differ significant ly from "housewi ve s" 

and from women with "non-professional" jobs in terms of a 

variety of shopping attitudes, activities and behavior. 

The results of their research indicated that professionals 

place less emphasis on well-known brands and on the various 

convenience related variables, ("easy to find items, easy 

to drive to, convenience parking"). Store "niceties" and 

social interaction were less important to professionals 

than to other groups. (Although attractive decor and 

social interaction with friends appeared to be relatively 

unimportant attributes for all female shoppers.) These 

findings suggested that the professional working woman 

might be more functional in her approach to grocery shop­

ping, not particularly impressed with fl'ivolous appeals. 

She could be more prone to seek out the best buy for her 

money, making a distinction between professional women, 

non-professional women and housewives could be highly use­

ful to retail strategies as the proportion of women in the 

professional group increases. 

6 



Beverlee Anderson (1972, p. 448), compared women who 

were self identified as "liberated", with those self iden­

tified as "non-liberated" or "undecided", in terms of 

shopping habits, importance of store attributes and infor­

mation sources, where she found that "liberated" women made 

more food shopping trips than either "non-liberated" or 

"undecided" women. 

Also researches conducted by Suzanne McCall (1977), 

Rena Bartos (1977) and William Lazer, John E. Smallwood 

(1977) all agree on the fact that the main reasons as to 

why married women work can be summarized as follows: 

A. Economic Necessity 

As prices continue to go up, many women simply 

work for an additional income in order to help 

the family maintain or improve its standard of 

living. 

B. Non-Economic Motivations 

Together with the women who are only wor-king to 

get away from the drudgery of the househOld, 

there are also women who want a sense of identity 

and a sense of self-esteem. Women recognize that 

they have been treated as second class citizens 

and are seeking to correct this. This aspect 

is embodied in the drive to achieve equal pay for 

equal work and equal job opportunities for women. 
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Although it may be hypothesized that the main reason 

as to why the Turkish woman works is "economical", are 

there also other factors lying underneath this, like in the 

American case? What are the main reasons why Turkish women 

work? This thesis will try to bring an explanation to 

this, too. 

1.2.2. Studies on Different Ways of Segmenting the 

Working Women 

Although this thesis will only differentiate between 

the working and non-working women in assessing the impact 

of occupational status on buying behavior, it may be of 

use to know for further studies the different ways past 

researches have segmented working women. 

Fred Reynolds, Melvin Crast and William Wells (1977) 

also make a similar segmentation where they identify women 

as the "modern feminine oriented" ones and the "traditional 

feminine" ones and show that they differ in their life 

styles. The l'esults of their research show that modern 

women are more apt to agree meal preparation should take 

as little time as possible, and less apt to bake from 

scratch. They are more likely to transfer such tasks to 

others by eating away from home. Many of the housekeeping 

views expressed by traditional and modern women are modera­

ted by employment status. For instance, the traditionally 

8 



oriented working wife is more likely than her non-working 

counterpart to say meal preparation should take little 

time, and she is less likely to bake from scratch, and the 

modern, non-worker is much more apt to follow routine .than 

the modern working wife. 

Rena Bartos (1976) identified women as either "career 

women", "just a job women" or "housewives". Rena Bartos 

also focused interest on the non-working women and diffe­

rentiated according to the "plans to work" and "stay at 

home" housewife. 

In her life style analysis of women in international 

markets, Susan Douglas (1977) differentiates French and 

American working women in "liberated" and "traditionalists". 

Ronald Michman (1980) segmented the working women in 

age agroups, which were the "18 to 24" market, the "25 to 

44" market and the "45 to 65" market. 

The studies on different ways of segmenting working 

women show that working women can be either segmented ac­

cording to their life styles as "modern/liberated" and 

"traditional" or according to the way they perceive their 

jobs: As" career" women and as "just a job" women. 

Grouping working women according to their ages also showed 

significant results, when studying the life style and pur-
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chasing behavior of working women. 

In the next section findings with regard to the shop­

ping behavior of working and non-working women in American 

literature will be briefly summarized. 

1.2.3. Findings With Regard to Shopping Behavior: 

American Working Women Versus Non-Working Women. 

One of the main researchers who put a lot of work in 

studying "women" is Suzanne McCall. According to a survey 

that was conducted in Dallas-Texas in 1976, Suzanne McCall 

found that in the category of shopping for food the house­

wife presents a somewhat different profile from the work­

wife. The workwife stops less often, with 53% shopping 

not more than once a week and she prefers afternoons and 

evenings, accounting for 77% of workwives as opposed to 

48% of housewives. The workwife is much more likely to 

shop on Saturday and Sunday with some 39% making this pre­

ference. 

The two most important factors in selecting a food 

store for 53% of workwives are "convenience" and "quality 

of assortment". One of the more significant differences 

between the 2 groups of women was the workwife's delgation 

of the major food shopping duties to another person (17% 

verus 6% of the housewives). 
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Suzanne McCall's projections of this study which have 

significance to marketing, is that convenience may replace 

price in economic theory. Since the workwife has 40 less 

hours a week to perform the shopping function, she is very 

dependent upon marketing efforts to provide the appropriate 

products and services to the market place. The convenience 

aspect of shopping is becoming so critical for the workwife 

in particular and all working women in general, that the 

function of price is becoming less significant. 

Another researcher, Susan Douglas (1975), who has 

also made many researches on this topic found that both 

working and non-working women shopped more than once a 

week- but that working women were less likely to patronize 

neighborhood supermarkets. Results reported by Susan 

Douglas also suggest that working wives do not differ from 

non-working wives in their interest in different product 

benefits when buying grocery items, in the use of conve­

nience products and services, or in grocery shopping pat­

terms. However, the author also distinguished "progressive 

egali terians" from" fashionable traditionalists" among 

working wives. Progressives held higher status jobs and 

were less convenience oriented than were traditionalists. 

The findings strongly suggested the need to analyse more 

thoroughly the distinction between professional women and 

working women with lower status jobs. 
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Michael Reilly (1982), on the other hand, examined 

"role overload" as a. possible explanation for the lack of 

direct links between working-wife families and convenience 

consumption, where the relationship between role overload 

and convenience foods served did not come out to be sta­

tistically significant. 

LazeI' and Smallwood (1977- pp. 18-19) found that 

working women can justify economic expenditures for, and 

psychologically accept, expensive appliances and prepared 

foods, which may even reduce the wives' roles in important 

household tasks. Working wives are often unable to shop 

during regular retailing hours. They might prefer that 

sales be held in the evening. 

Another study, by Burnett, Amason and Hunt (1981, p. 

72) found that working women were more likely to be store 

loyal, to shop only one day a week, to shop in the evening, 

to consult advertising and take a·list to the store. 

According to Ronald Michmann (1980, pp. 57-58), the 

working woman considers convenience, availability, service 

and time saving more highly than price. Frozen foods would 

be in demand in this market. This market tends to patro­

nize fast food franchise outlets and family style restau­

rants occupy a significant position in the family feeding 

function. 
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Joyce and. Guiltinan(l978, p. 68), who had segmented 

the workwife' s as "professionals" and "non-professci.6nals" 

claim that the professionals have the stronger belief in 

their own shopping skills so that peripheral, atmospheric 

cues need not be relied upon. Instead in-store informa­

tion is relied upon (unit pricing, price comparison) and 

price oriented advertising is heavily used. Non'profes~ 

sionals do not feel that information seeking is worthwhile. 

Alternatively, they may lack confidence in their ability 

to make price/quality comparisons, prefering to rely on 

brand names. Non-professional women are more convenience 

shoppers. Housewives are relatively well informed in terms 

of reading newspaper ads and using coupons. Theirability 

to spend more time within the store limits permits a greater 

opportunity for making price comparisons than in the case 

of non-professional. Observed mean time spent in shopping 

in minutes are 56.9 minutes by housewives, 53.3 minutes 

by professional working women and 49.7 minutes by non­

professional working women. 

According to Douglas and Urkan (1977), the impact 

of working womens' financial activities is such that 

working women are more likely than non-working housewives 

to have saving accounts, regular checking accounts and 

credit cards. 
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The American literature regarding the findings in 

the shopping behavior of working and non-working women in 

recent years shows that, there are certain differences be­

tween the two groups. The workwife shops less often, pre­

fers afternoons er evenings, Saturdays or Sundays. "Con­

venience". "availability". "service" and "qualitY' of assort­

men" are very important for her when shopping. Delegation 

of the major food shopping duties to another person is 

more common amongest workwives. They are less likely to 

patronize neighborhood supermarkets and buy more prepared 

or frozen foods, are more store loyal and consult more ad­

vertising than their non-working counterparts, who spend 

more time and make more price and quality comparisons when 

food shopp ing. 

In the next section, American findings with regard 

to working and non-working women's life style will be 

summarized. 

1.2.4. Findings with Regard to Life Style: American 

Working \;"omen Versus Non-"working Wcmen 

A good clue towards understanding how working impacts 

on the consumer behavior of women is to look at both wor­

king and non-working women, each in terms of their life 

situations. 
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The basic premise of .life style research is that the 

more one knows and understands about the customers the more 

effectively one can communicate and market to them. Life 

style patterns provide a broader view of customers, so that 

one can think of them more intelligently in terms of the 

most relevant product positioning, communication, media 

and promotion. 

Life style analysis measures people's activities in 

terms of: 

1. How they spend their time, 

2. Their interests, what they place importance on 

in their immediate surroundings, 

3. Their opinions in terms of their view of 

themselves and the world around them, and, 

4. Some basic characteristics such as the stage 

in their life cycle, income, education and 

where they live (Plummer, 1974). 

Results of various studies with regard to life 

styles of working women and housewives in America are as 

follows: 

The housewife favors home-centered activities 

which are people-centered or social in nature. 

The working wife is more self-centered, reflected 
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in activities which require no social accompany­

ment and are often removed from the home. It is 

suggested that her additional income enables her 

to engage in activities that are more luxurious 

in value and compensate for the time consumed in 

her work. (McCall, 1977, p. 58) 

The workwife reads the daily newspaper less often 

than the housewife and has a much lower incidence 

in watching television. (McCall, 1977, p. 59) 

Workwives are more likely to attend movies, plays, 

musicals or indulge in activities such as bowling 

than non-workwives. Much less time is devoted to 

shopping and much more time to eating out. 

(Michmann, 1980, pp. 3-4) 

Working wives are less involved in the housemaking 

role and more self-confident and outgoing than 

non-working wives. This noes not apparently have 

any repel·cussions on their' purchasing behavior. 

(McCall, 1977, p. 52) 

In a study of the French and American working wife 

by Susan Douglas (1977, p. 54), it was seen that there were 

two highly similar subgroups among working wives in each 

country. One was a "liberated" group who thought that wo-
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men should have equal status to men and that a woman's 

role was not necessarily confined to homemaking. The other 

was a group of "traditionalists" who had conservative out­

looks about women's roles and were more orientated towards 

the home. Apart from the existence of similar subgroups 

it was apparent that they differed in the behavior patterns, 

which can perhaps be explained by different stages in the 

evo.lution of the feminist movement the two countries are 

in. As an example, the U.S. liberated group appeared to 

be more involved in housekeeping and cooking than the tra­

ditionalist group. They made less use of all types of 

convenience foods, were more concerned with economy, and 

shopped more frequently in local stores and markets than 

traditionalists. Husbands also participated more in shop­

ping activities. These women were less concerned with 

fashion, spent less on clothes, and paid less attention 

to information about fashion. 

In France, on the contrary, the liberated working 

wives tended to be heavy users of most types of convenience 

products and to use modern imperson",l super'mai'kets. In 

addition, they were more independent and less likely to be 

accompanied by husbands on shopping trips. They attached 

more importance to being fashionable but relied less on 

various sources of information about what was in fashion. 

(Douglas, Urban, 1977, p. 51) 
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Obviously, Turkey is also in a different stage in 

the evolution of the feminist movement, but findings sug­

gest that the trend of women in socieities is a move away 

from traditionalists to moderates and to feminists. In 

this case the size of the moderate and feminist groups in 

Turkey may be expected to grow. 

A few findings with regard to traditional, liberated 

and non-working women are given by Peynolds, Crask and 

Wells and are as fOllows: (Reynolds, Crask, Wells, 1977, 

pp. 40-41) 

Both working and non-working traditional women 

tend to agree more with the fact that "A woman's 

place is in· the home" and "The father should be 

the boss in the house" than do their modern 

counterparts. 

The traditionally oriented working wife is more 

likely than her non-working counterpart to say 

meal preparation should Tdke little time and she 

is less likely to bake from scratch, and the 

liberated non-worker is much more apt to follow 

routine than the modern workwife. 

Liberated women, especially if they are working, 

tend to read fashion oriented cosmopolitan maga-

zines. 
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Traditional women think mothers should stay at 

home and that boys and girls today have the same 

opportunities, whereas moderns' disagree. 

In a nationwide study of American females, a striking 

demographic contrast was that the proportion of working 

women/women preferring the modern orientation are twice as 

likely to be working women who prefer traditional arrange­

ment. Women who have opted for the modern feminineorien­

tation differ from the traditional in a number of ways: 

They are more liberal in their attitudes towards life 

events and business, and more cosmopolitan in their in­

terests. They are financially optimistic, but careful 

spenders, pragmatic about major purchases. They are very 

interested in personal appearance. This intere st appears 

to underly a concern of physical conditioning and frequent 

participation in more strenuous leisure activities. Al­

though modern women appear to be less satisfied with their 

current situation in life than do the traditionalists, 

they are more optimistic about the future. (Reynolds, 

Crask, Well, 1977, p. 39). 

American findings on Life Style Researches show that 

workwives are engaged in more self-centered activities that 

require no social accompanyment or that are more luxurious 

in value. They are more likely to attend movies, plays 

and musicals. They eat out more, are more self-confident 
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and outgoing that non-working housewives. Housewives, on 

the other hand, have more home and people centered acti­

vities. They are activities more social in nature. House­

wives read daily newspapers less often and watch less tele­

vision. Findings which described lifestyle differences 

between modern/liberated versus traditionally oriented 

working and non-working women show that working and non­

working women can also be divided into subgroups in order 

to understand their life style and food purchasing and 

preparing behavior better. In this thesis comparisons 

between these subgroups ("modern" versus "traditional") 

will not be made, instead it will be studied whether there 

are differences in the working and non-working Turkish 

women's degree of "conservativness" and "role idendity", 

together with other life style characteristics like: 

Homeliness, Innovativeness, Self Confidence, Frustration, 

Socialness, Intellectualness, Work Overload and Free Time 

Activities. 

In this chapter, first the role of the women's move­

ment in America in recent yearo was discussed aJ".o stud_Les 

on exploring the reasons for womens' working were presented. 

Findings related to the purchasing behavior and life style 

of American working and non-working women were reviewed and 

the different ways working women were sub grouped were sum­

marized, from which the writer of this thesis based her re­

search subject on and prepared a questionnaire for the 
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collection of the necessary data. 

The methodology and findings of t~,e research in 

Turkey will be presented in the following chapter. 
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CHAPTER TWO 

II. METHODOLOGY AND FINDINGS 

2.1. THE RESEARCH METHODOLOGY 

The objective of this study is to find differences 

in the food shopping behavior, and life styles between 

working and non-working women in Turkey. The study con­

ducted has both exploratory and descriptive designs. It 

is exploratory as the study can be directed to increasing 

familiarity with the certain behaviors of women in Turkey 

of which little is known. 

The study also fits the characteristics of a descrip­

tive research, as it deals with the description of associa­

tions and relationships of two d"fferent groups - the work­

ing and non-working women- with regard to certain charac­

teristics. (Churchill, 1976) 

2.1.1. The Type of Data Used for the Study 

For this study, primary data was made use of, meaning 

that the information was collected from the respondents 

tllrouJh personal interviews. 
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were: 

and 

The areas studies in the primary data collection 

Demographic Data (years of marriage, occupation, age, 

number of children, etc) 

Behavioral Data (what is purchased? When? Where?, 

How?) 

Attitudes Data (likings, ideas, conviction, etc.) 

External seconJary data has also been made use of in 

order to form the collection of the necessary primary data. 

Mainly, past similar researches conducted in the U.S.A. 

have been studied. 

2.1.2. Data Collection Procedure and Instrument 

The necessary data for this study was collected by 

personal interviews with the help of a questionnaire, which 

is presented in Appendix 1. This meth~d of data collection 

was chosen, as by this way, there is a greater degree of 

control over data gathering and the response rate is higher. 

The questionnaire is a structured, undisguised one. 

Questions are presented with exactly the same wording and 

in exactly the same order to all respondents. Apart from 

a few open-ended questions, the responses, as well as the 
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questions are standardized, which has the advantage of 

being simple to administer and easy to tabulate and analyze 

(Churchill, 1976). All respondents received a questionnaire 

which consisted of 65 questions, where working women re­

plied to 6 more questions in addition, with regard to 

their jobs. 

2.1.3. Research Objective and Research Questions 

The content of the questionnaire can be summarized 

in 6 parts, acording to the information that was gathered, 

these being; 

a. The food shopping behavior of women 

b. Eating and food preparing habits of women 

c. Women's receptiveness to food advertisements 

d. Life styles of women 

e. Work related information (only asked to working 

women) 

f. Demographics. 

The first 12 questions of the questionnaire are re­

lated to the respondents food shopping behavior. 

The next 5 questions (Questions 13-17) concern the 

eating and food preparing habits of the respondents. 
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Questions 18-21 are asked in order to analyse the 

respondents receptivness to advertisements and the factors 

that effect them. 

Questions 22 and 23 are open-ended questions. Ques­

tion 22 asks the respondent whether a working mother can 

bring up her children well and Question 23 asks how the 

respondents spend their free-time. These two questions 

are a part of the life style analysis. 

Questions 24 to 44 are statements in which the r~ 

spondent is asked to describe herself in the form of a 

rating scale, such as: 

Yes, it describes me very well. 

It describes me partially. 

No, it doesn't describe me at all. 

Questions 45 to 54 are also statments, where the re-

spondent shows no level of agreement in a Like It scale, 

as follows: 

I totally agree 

I partially agree 

I partially don't agree 

I don't agree at all 

I don't know. 
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These statements, together with Questions 22 and 23 

will be helpful in determining the life styles of the 

respondents, where a difference was expected to be found 

between working and non-working women. 

The different life style characteristics that were 

studied, were as follows: 

TABLE 2.1. LIFESTYLE CHARACTERISTICS STUDIED 

1. Homeliness 6. Intellectualness 

2. Innovativeness 7. Work Overload 

3. Self-confidence B. Role Identity 

4. Frustration 9 . Conservativeness 

5 • Socialness 10. Free-Time Activities 

The statements that correspond to the first 9 charac­

teristics will be shown in the Tables below(l) 

TABLE 2.2. HOMELINESS STATEMENTS 

I like to stay at home. 

I like to improve my house. 

In the evening I would rather stay at home 

than go out. 

(1) The lOth characteristic "Free-Time Acti vi ty" is asked 
in Question 23 as an open-ended question. The other 
open-ended Question 22: "Can Workwives bring up 
children?", contributes to the "conservativeness" 
characteristics. 
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TABLE 2.3. INNOVATIVENESS STATEMENTS 

I often try new brands before my surroundings do. 

I like to try new and different things. 

I like to dress well. 

My friends often come to me for advice. 

TABLE 2.4. SELF CONFIDENCE STATEMENTS 

I like entering competitions. 

I trust myself. 

TABLE 2.5. FRUSTRATION STATEMENTS 

If I had my life to live over, I would do 

some things differently. 

I often wish for the good old days. 

I have a good future ahead of me. 
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TABLE 2.6. SOCIALNESS STATEMENTS 

I like parties, where there is lots of music 
and talk. 

We generally have friends for dinner at least 

once or twice a month. 

I prefer to live in a big city than a small 
town. 

TABLE 2.7. INTELLECTUALNESS STATEMENTS 

I read a newspaper or magazine every day. 

Television is a good free-time occupation. 

TABLE 2.8. WORK OVERLOAD STATEMENTS 

I sometimes have to do things which I don't 

really have the time and energy for. 

I don't eVE1' seem to have as,), time fcr myself. 

I feel I have to do things hastily and maybe 

less carefully in order to get everything 

done. 
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TABLE 2.9. ROLE IDENTITY STATEMENTS 

Politics is a man's affair. 

The husband of a working woman should help 

her with her housework. 

Men and women have equal rights today. 

In Turkey (Germany) it is difficult for women 

to promote in their jobs. 

For the same jobs women earn less in Turkey 
(Germany) . 

TABLE 2.10. CONSERVATIVENESS STATEMENTS 

Films should be censured. 

There's too much emphasis on sex today. 

Today most people don't have enough discipline. 

Today more rights are given to youth. 

Obedience and respect are the most important 

values that can be taught to a child. 

I dress classically. 

Almost all of these statements were obtained from 

Susan Douglas and Christine Urban's research on "Life Style 

Analysis to Profile Women in International Market s." (1977, 

pp; 4B-5i), and the work overload statements are taken from 
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Michael Reilly's research: "The Working Wives and Con­

venience Consumption". (1982, p. 417). 

Questions 55 to 65 are demographics and the addi­

tional 6 questions for working women are aimed at finding 

out what their occupations are, how long they have been 

working, why they are working.and how they see their jobs • 

. 2.1.4. Sample Selection 

In this study, the units are working and non-working 

married women. Married women were chosen as they have 

homes with a family to shop and prepare food for. 

Suzanne McCall (1977, p. 54) claims that the work­

wife is very similar to the part-time working woman, sug­

gesting that time consumed in full time work is the key 

factor in changing her shopping habits. So in this study, 

only full-time working wives have been chosen in order to 

avoid any complications. 

For the study, 40 working and 40 non-working wives 

in Turkey (Istanbul) were interviewed who were from diffe­

rent age, educational and income levels, who had different 

full time jobs. 

The sampling method is a non-probabilistic, convenience 

one. 30 



2.1.5. The Variables Studied and Hypothesis 

The hypothesis tested for this study and the corre-

sponding variables will be given below, as well as the 

numbers of the questions in the Questionnaire(2). which 

will be shown in brackets at the end of each variable. 

HYPOTHESIS 

~: There is a difference 

in the food shopping 

behavior of working 

and non-working women. 

VARIABLES 

Number of food shopping 

trips made per week (Ql) 

Day of the week shopped 

for food (Q2) 

Time of the day shopped 

for food (Q3) 

People food shopping is 

done with (Q4) 

Time spent for food 

shopping. (Q5) 

The way food shopping 

decisions are made (Q6) 

Number of shops visited. 
(Q 7) 

Outlet preferences. (Q7) 

Facts that effect the 

respondent to try a new 

food product. (A21) 

Criteria looked for in 

outlets. (Q8) 

(2) See: Questionnaire in Appendix 1. 
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H2 : There is a difference 

in the perceived ad-

vantages and disadvan_ 

tages of ready made 

food products, working 

versus non-working 

women, 

~ There is a difference 

in price consciousness 

between working women 

and non-working women. 

H4 : There is a difference 

in food preparing be­

havior between working 

and non-working women. 

• 32 

The advantages and dis­

advantages of ready made 

food products stated. 

(Q9) 

Action taken, when a 

high quality but expen­

sive food product is ob­

served in store. (QlO) 

Tendency to bargain. (Qll) 

Willingness to go a dis­

tance by transport in 

order to make a cheaper 

food purchase. (Q12) 

Criteria looked for in 

outlets. (Qa) 

Time spent for food 

preparation. (Q13) 

Time when food is pre­

pared. (Q8) 

What is served to guests 

for tea? (Q16) 



H5: There is a difference 

in eating habits be-

tween working women 

and non-working wo~en. 

H6: There is a difference 

in receptiveness to 

advertisements between 

working and non-working 

women. 

H7: There is a difference 

in the "Homeliness" 

characteristics between 

working and non-working 

women. 

HS: There is a difference 

in "Innovativeness" 

between working and 

no~-working women. 
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- Meals eaten together.(Q17) 

- Number of meals eaten 

together. (Q17) 

- Frequency of eating out. 
(Q15) 

-_Number of respondents who 

recalled a food adverti­

sement. (Q1S) 

- The media in which the 

advertisement is seen or 

heard. (Q19) 

- The reason for remembering 

the advertisement. (Q20) 

_ The degree of self­

description of the 

"Homeliness" statements. 

(Q 24, 25, 26) 

_ The degree of self­

description of the "Inno­

vativeness" statements. 

(Q 32, 33, 34, 35) 



There is a difference 

in "self-confidence" 

between working and 

non-working women. 

HIO : There is a difference 

in "Frustration" be-

tween working and non-

working women. 

Hll : There is a difference 

in "Socialness" be-

tween working and 

non-working women. 

H12 : There is a difference 

in "Intellectualness" 

between working and 

non-working women. 

H13 : There is a difference 

in "Work Overload" 

between working and 

non-working women. 

34 

The degree of self­

descripition of the 

"self-confidence" 

statements. (Q 36, 37) 

The degree of self­

description of the 

"Frustration" statements. 

(Q. 38,43,44) 

The degree of self­

description of the 

"Socialness" statements. 

(Q. 27, 28, 29) 

The degree of self­

description of the 

"Intellectualness" 

statements. (Q. 30, 31) 

The degree of self­

description of the "Work 

Overload" statements. 

(Q. 39, 40, 41) 



H14 : There is a difference 

in "Role Identity" 

between working and 

non-working women. 

H15 : There is a difference 

in "Conservativeness" 

between working and .. ' 

non-working women. 

H16 : There is a difference 

in the free time ac-

tivities of working 

and non-working women. 

i-The degree of acceptance 

of the "Role Identity" 

statements. (Q. 45, 46, 

47, 48, 49) 

- The degree of acceptance 

of the "Conservativeness" 

sentences, (Q. 51, 42, 52, 

53, 54), and the opinions 
with regard to working 

mothers bringing up 

children. (Q. 22) 

- The free time activities 

st a ted. (Q 23) 

2.1.6. Limitations of the Study 

This study has certain limitation which should be 

taken into account when read, which are, limitations 

caused by the sample size, certain parts of the question­

naire, lack of Turkish literature on the subject and not 

being able to use the computer for an SPSS program, as 

the university computer was out of order at the time of 

this thesis preparation. 
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As mentioned earlier, 80 married women, in Turkey 

(Istanbul) were included in this study, where half of them 

were working wives. This number is not sufficient enough 

to generalize for a country. 

The limitations regarding the questionnaire are, 

that some respondents found some life-style sentences too 

personal and made them feel uneasy when answering, which 

leads the writer to think that some answers may not be 

very accurate. This reaction was especially observed 

amongst older and less educated respondents in both coun­

tries. The life style sentence: "I like entering competj,-· 

tions", was not understood well by all Turkish respondents, 

so it was found that this statement was not appropriate 

for the Turkish way of living. The writer is also convin­

ced that it would have been useful, if the respondents were 

also asked, how many of their children were still living 

at home, in order to assess the amount of food shopping 

and preparation that had to be done. Instead, the number 

of children under the age of 20 was looked at, as it was 

assumed that the n.ajo!'ity of childl'en under the age of 20 

are living at home in Turkey. 

The lack of literature regarding the subjects studied 

in Turkey was another limitation of the study, which could 

have been helpful to the writer with this study. Instead, 

American literature was utilized and questions for the 
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questionnaire were chosen, which would both fit the Tur­

kish and German cultures. 

The computer being out of order during the prepara­

tion of this thesis hindered the writer to make further 

statistical comparisons between working and non-working 

women in both countries. Instead simpler cross- tabula­

tions and t-tests were made, as all calculations were made 

with a calculator. 

2.2. RESEARCH FINDINGS 

In this second part of Chapter Two, the results of 

the study in Turkey will be shown. First a summary of the 

findings will be presented in the form of tables which will 

be followed by hypotheses related findings. 

2.2.1. Summary on the Socio-Economic Composition 

of Survey Respondents 

In this section, the results of the frequency analy­

zes regarding the socio-economic composition of the sample 

will be illustrated in the form of a table, where a short 

explanation will be given at the end. 
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TABLE 2.11. SOCIO-ECONOMIC COMPOSITION OF 

OF SURVEY RESPONDENTS 

Socio-Economic 
Variables 

Years of Marriage 

o - 10 
11 - 19 
20 - 30 
31 - more 

f!.ducation Level 
~ 

Primary School 
Middle School 
High School {Lycee) 
College/University 
Graduate (Masters) 

Number of Children 

No children 
1 
2 
3 or more 

Working Women 

No. Percent 

16 
12 
10 

2 --
40 

2 
3 

11 
19 

5 

40 

8 
14 
14 

4 

40 

40 
30 
25 

5 

100 

5 
7.5 

27.5 
47.5 
12.5 

100 

20 
35 
35 
10 

100 

Children under the Age of 20 

No children 
1 
2 
3 OT' more 

30 and lower 
31 - 49 
49 or more 

14 
14 
10 

2 

40 

11 
24 

5 
~ 

40 

38 

35 
35 
25 

5 

100 

27.5 
60 
12.5 

100 

Non-Working Women 

No Percent 

14 
11 
13 

2 ....,...-

40 

5 
6 

13 
15 

1 

40 

12 
15 

9 
4 

40 

17 
12 
10 

1 -
40 

11 
21 

8 

40 

35 
27.5 
32 .5 

5 

100 

12.5 
15 
32 • 5 
37.5 

2.5 

100 

30 
37. 5 
22.5 
10 

100 

42.5 
30 
25 

2.5 

100 

27 .5 
52 • 5 
20 

100 



TABLE 2.11. Continued 

Driving 

Yes 13 32.5 6 15 
No 22 55 24 60 
Sometimes 5 12.5 10 25 -40 100 40 100 

. Daily Maid 

Yes 17 42.5 4 10 
No 6 15 14 35 
Sometimes 17 42.5 22 55 

40 100 40 100 

Bank Account Ownership 

Yes 30 75 15 37 • 5 
No 10 25 25 62.5 

40 100 40 100 

Chegue Usage 

Yes 4 10 3 7.5 
No 36 90 37 92.5 

~ 

40 100 40 100 

House Ownership 

Owner 21 52 • 5 12 30 
Tenant 14 35 22 55 
Other 5 12.5 6 15 

40 100 40 100 
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TABLE 2.11. Continued 

Occupation of Working Women 

Worker 2 5 
Government Employee 17 42.5 
Private Sector 

Employee 18 45 
Private Business 2 5 
Profe ss iona1 1 2 .5 

40 100 

Husband's Occupation 

Worker 
Government Employee 10 25 12 30 
Private Sector 

Employee 20 50 13 32.5 
Business 3 7.5 4 10 
Professional 7 17.5 11 27.5 

40 100 40 100 

Source: Questions 55-66 of Questionnaire as exhibited 
in Appendix 1. 
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As seen from the above table, the socio-economic 

aharacteristics are quite alike between the two subgroups 

(working women versus non-working women) with regard to: 

Years of Marriage, education level, number of children, 

children under the age of 20, their ages, check usage and 

their husbands occupations, where non-workers are included 

in the samples. 

On the other hand, it was observed that working 

women drive more and have daily helpers in housekeeping, 

bank accounts and own houses more than their non-working 

counterparts. 

To describe the general characteristics of the Tur­

kish sample, this table shows that 70% of the working women 

and 62.5% of the non-working women are married for less 

than 20 years. 75% of the working and 70% of the non­

working women have finished high school or are university 

graduates. 70% of all women have one child or 2 children, 

where 70% of workwives and 72.5% of housewives have only 

one child or no children under the age of 20. 87.5% of 

the working women and 80% of the non-working women are 

under the age of 50, 60% of the workwives and 52.5% of the 

housewives being between the ages of 31-49. 75% of the 

workwives' husbands and 62.5% of the housewives' husbands 

are either government or private sector employees. 87.5% 

of the workwives are also government or private sector 
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employees. 

So in general the sample can be mainly described as 

well educated, middle aged and middle upper class. 

In the following section, findings from the summary 

of the socio-economic compositions which were proven to 

be statistically signif&cant regarding the differences be-

tween working and non-working women will be presented. 

These findings are not related to the hypotheses of this 

research. 

2.2.1.1. Findings With Regard to the Socio-Economic 

Compositions Unrelated to the Hypotheses 

In this part of Chapter Two, the findings that are 

not related to the hypotheses but have statistical and 

explanatory value regarding some attitude differences be-

tween working and non-working women will be given. 

TABLE 2.12. SOME FINDINGS UNRELATED TO THE ·HYPOTHESES 

Variables 

"Having a maid 
at home" and 
working status. 

"Owning a bank 
account" and 
working status 

10.94 

11. 4 

d.£. (3) 

2 

1 

a 

0.05 a • 37 

0.05 0.63 

d.f. is a degree of freedom; a is significance level; 
cv/cc or ~ is Cramer's V, contingency coefficient or 
Phi which indicates the strength of association be­
tween variables. 42 



The above table shows that at a significance level 

of 0.05(4) there is a difference between working and non-

working women with regard to having a maid at home and 

owning a bank account. As can be seen from Table 2.2, 

workwives more often have maids at home and more often 

own a bank account, where the strength of association ($) 

is more for owning a bank account (0.63) than having a 

maid (0.37). 

In the next section, the frequency analysis of the 

survey respondents' food shopping behavior will be pre-

sented. 

2.2.2. Summary of Survey Respondents Food Shopping 

Behavior 

In this section working and non-working women's 

food shopping behavior will be presented in 2 tables. The 

first table will summarize the respondents food shopping 

"acts", and Table 2.13 will show the criteria survey re-

spundents looked for in food outlets. 

~ -----------------
(4) For detailed information on tests and cross-tables 

Appendix 3 should be referred to. 
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TABLE 2.13. SURVEY RESPONDENTS' FOOD SHOPPING BEHAVIOR 

Food Shopping Behavior 

Number 2f-Food Shopping 

Trips per Week 

1 
2 
3 or more 

Day of the Week Food 
~hopped for 

Monday-Friday 
Saturday 
No. Definite Day 

Time of the Day 
Food Shopped For 

Morning 
Afternoon 
Evening 
No Definite Time 

People Food Shopping 
is Done With 

Alone 
With Husband 
With Children 
Other 

Time Spent for Food 
Shopping 

1/2 hour or less 
1/2.- 1 hour 

1 - 2 hours 
2 hours or more 

Working Women 

No. 

17 
7 

16 -
40 

4 
22 
14 

40 

7 
5 

22 
6 

40 

18 
12 

5 
5 

40 

3 
14 
19 

4 

40 

44 

Percent 

42.5 
17.5 
40 

100 

10 
55 
~5 

100 

17.5 
12.5 
55 
15 

100 

45 
30 
12.5 
12.5 

100 

7 .5 
35 
47.5 
10 

100 

Non-working Women 
No. 

4 
17 
19 

40 

10 
6 

24 

40 

17 
7 
2 

14 

40 

25 
3 
9 
3 

40 

2 
15 
19 

4 

40 

Percent 

10 
42.5 
47.5 

100 

25 
15 
60 

100 

42.5 
17 .5 

5 
35 

100 

62.5 
7.5 

22 .5 
7 .5 

100 

5 
37.5 
47.5 
10 

100 



TABLE 2.13. Continued 

The Way Food Shopping 
Decisions are Made 

A list is prepared. 
Decisions are made up 

Before Entering Shop 
Decisions are made 

After Entering Shop 
Other 

Number of Shops Visited 

1 
2 
3 
4 or more 

Outl·et Preferences 

Grocers' 
Supermarket 
Green Grocers' 
Butchers' 
Market 
Delicatessen 
Bakers' 

14 

18 

6 
2 

40 

4 
11 
14 
11 

40 

7 
35 
24 
25 

8 
9 

10 

118* 

35 

45 

15 
5 

100 

10 
27 • 5 
35 
27.5 

100 

5 .9 
29.66 
20.33 
21.18 
6.78 
7.68 
8.47 

100 

* More than one preference reported. 

Facts that Effect the 
Respondent to Try a 
New Food Product 

I try it after my 
friends try it and 
like it. 

I like to try all new 
food products 

I see them in the ad­
vertisements and be­
come curious. 

21 

14 

5 

40 

52.5 

35 

12.5 

100 

14 

16 

7 
3 

40 

2 
5 

10 
23 

40 

14 
27 
23 
25 
17 
14 
22 

142* 

15 

17 

8 

40 

35 

40 

17.5 
7 .5 

100 

5 
12.5 
25 
57. 5 

100 

9.8 
19.10 
16.19 
17.60 
11. 9 7 

9.85 
15.49 

100 

37.5 

42.5 

20 

100 

Source: Questions 1-7, and 21 of Questionnaire as exhibited 
in Appendix 1. 
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The above table shows that working women in the sample 

either shop once a week (42.5%) or shop 3 times or more 

(40%) and non-working women tend to shop twice or 3 times 

or more in a week which sums up to 90% of the two samples 

combined. 

Working women also tend to shop on Saturdays and 

evenings, whereas non-working women do not have a definite 

day or time to go food shopping although mornings are 

favored slightly more. 

Both working and non-working women shop more often 

alone, wheras this situation is observed stronger in the 

case of housewives. Apart from the alternatives of shop­

ping with husband (seen more in the case of workwives) or 

children (more common amongst housewives) other replies 

were "shopping with friends, relatives" or "sending the 

porter or maid". 

Both workwives ann housewives spent 1/2 to 2 hours 

foI' food shopping and know what they want to buy before 

they enter a food store or have previously prepared a list. 

It is also seen that housewives tend to visit more 

stores than workwives, where supermarkets and afterwards 

green grocers' are the mostly used stores by all women in 

this sample. 

46 



Findings also show that more than half of the work­

wives only try a new food product after their friends try 

it and are pleased with it, which is followed by those who 

like to try new food products anyway. Alilongst housewives 

37.5% try it after their friends and 42.5% like trying out 

new food products. Both groups in this sample do not seem 

to be very effected by new food product advertisements. 

The table on the next page indicates that "Cleanness 

and quality of Outlet and Products" is the most important 

criteria for both workin a and non-working women. 

The second and third most important criteria are 

"friendliness of shop assistants" and "Speed of service" 

for workwives and "Closeness to home" and "Prices of pro­

ducts" for housewives, respectively. 

In the following part, the findings on the hypothesis 

which is related to the shopping behavior of working and 

non-working women will be illustrated. 

2.2.2.1. Findings on the Relationship Between Food Shop­

ping Behavior and Working Status (Hypothesis 1) 

The hypothesis one, which stated that there is a 

difference in the food shopping behavior of working women 

and non-working women was supported by 6 variables at a 
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TABLE 2.14. CRITERIA LOOKED FOR IN FOOD OUTLETS BY SURVEY RESPONDENTS 
Cleanness & Quality Friendliness of Closeness Size of Price of 

Criteria Looked Speed of Service of Outlet & Products Shop Assistants to HO]ilE! Outlet & Products 
for in Food WW NWW WW NWW WW NWW WW NWW Assortments 

Outlets n=40 n=40 n=40 n=40 n=40 n=40 n=40 n=40 WW NWW WW NWW 
Choices in Prefe- n=40 n=40 n=40 n=40 

renee Rank 
(%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) 

1st 15 7.5 65 55 5 7.5 2.5 12.5 5 7.5 7,5 10 

2nd 10 17 .5 17 .5 17.5 <:2.5 12.5 22.5 22.5 15 12.5 12.5 17.5 

3rd 22.5 17 .5 7.5 7.5 25 17.5 15 17.5 10 17.5 20 22.5 

4th 15 15 5 7.5 1.5 2.5 2Z.5 20 12.5 12.5 30 20 ..,. 
C)O 5th 25 15 5 3 25 32.5 7.5 7.5 30 22.5 7.5 15 

6th 12.5 27.5 0 2 7.5 5 30 20 27.5 27.5 22.5 15 

100 100 100 100 100 100 100 100 100 100 100 100 

Mean (5) 3.375 3.05 5'.325 4.9 3.45 3.225 3 3.525 2.7 2.87 3.15 3.41l 

Stan. Dev. 1.62 1.69 1.14 1.45 1.41 1.37 1.61 1.69 1.58 1.65 1.54 1.56 

Source: Question 8 of the Questionnaire as exhibited in Appendix 1. 

(5) In order to calculate the means in this table, values from 1 to 6 were given to the respondents choices, 
where the first choice was given 6 points, and the last (6th) choice, 1 point. That means that the higher 
the means are in value, the more those criteria are looked for amongst respondents. 



significance level of 0.05 or 0.10 which is shown in Table 

2.15 • 

TABLE 2.15. THE RELATIONSHIP BETWEEN FOOD SHOPPING 
BEHAVIOR AND WORKING STATUS 

Variables lji 2 cal. d.f. cv/cc 

a. Number of food shopping 
trips made per week and 12.3 2 a . 05 a .39 
working status 

b. Day of the week shopped 
for food. 6.34 2 0.05 a .28 

c. People food shopping 
is done with 6.71 2 0.05 a .29 

d. Number of shops 
visited. 7.79 2 a • a 5 a .31 

e. Outlet preferences 8.79 4 0.10 a .47 

f. Time of the day 
shopping for food. 23.92 2 a . 05 0.55 

According to these results housewives shop more often 

in a week than workwives. Working women shop on Saturdays 

and in the evenings. Non-working women have no definite 

day or time. Workwives shop alone or with their husbands, 

wereas non-working women go alone. Housewives visit more 

shops than workwives, whereas workwives prefer supermarkets 

and housewives' preferences are more spread out although 

the most visited outlet is still the supermarket. 

Amonst these rel~tionships which were proven to be 

statistically significant, the strongest relationship was 
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that between "outlet preferences" and "working status" 

(0.47 at a significance level of 0.10) and the weakest onp 

was "day of the week shopped for food" and "working status" 

(0.28 at a significan~e level of 0.05). 

The variables which show no relationship with working 

status indicate that working and non-working women behave 

similarly with regard to those behavioral patterns (vari­

ables), which can be seen in Table 2.4. 

In section 2.2.3 the frequency analysis regarding 

the respondents' perceived advantages and disadvantages of 

ready made food will be presented. 

2.2.3. Summary on the Perceived Advantages and Disadvan­

tages of Ready Made Food by Respondents 

As the table below shows; both workwives and house­

wives agree to the fact that the main advantage of ready 

made food is its "time saving" aspect. 

Apart from being able to store ready made foods and 

their practicality when preparing meals the other mentioned 

advantages were: "I buy the ready made foods that I can't 

manage to cook myself" and "their variety" mentioned by 

workwives, which was also pointed out by housewives. 

Housewives also mentioned "availability of all fruits and 
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vegetables in every season" and "being able to buy com-

plicated dishes in small portions". 

Three workwives (7.5% of the total workwives) and 

4 housewives (10% of the total housewives), did not give 

any answer for this question. 

TABLE 2.16 • THE PERCEIVED ADVANATAGES OF READY MADE FOOD 
BY RESPONDENTS 

Advantages Working Women Non-Working Women 
No. Percent No. Percent 

Time Saving 32 60.37 29 63. a 4 
Storing 6 11.34 4 8.60 

Practical 13 24.52 9 19.56 
Other 2 3.77 4 8.80 

53 100 46 100 

As for the stated disadvantages the table below 

shows that the mostly mentioned disadvantage by workwives 

was ready made foods not being fresh. Housewives, put 

stress on "lack of taste" and "bad quality" equally. 

Other disadvantages stated but not shown in the 

above table are: "using them doesn't satisfy me", "the 

chemical additives" by workwives and; "they aren't clean", 

~---

Source: Question 9 of the Questionnaire as exhibited in 
Appednix 1. 
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"they go stale with time" and "they look unappetizing" 

by housewi ve s • 

Eleven housewives (27.5% of the total housewives) 

and 11 workwives (27.5% of the total workwives) did not 

answer this question. 

TABLE 2.17. THE PERCEIVED DISADVANTAGES OF READY MADE 

FOOD By RESPONDENTS 

Working Women Non-Working Women 
Disad vantage s 

No. Percent No. Percent 

Expensive 7 16.7 8 16.70 

Lack of Taste 4 9.5 11 22.90 

Lack of Vitamins 6 14.2 9 18.75 

Bad quality 10 23 .8 11 22 .90 

Not Fresh 13 30.9 6 12.5 

Other 2 4.9 3 6 .25 

42 100 48 100 

The following section will show the findings on the 

hypothesis as to whether workwives and housewives show 

differences in the way they perceive ready made food. 

-----
Source: Question 9 of the Questionnaire as exhibited in 

Appendix 1. 
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2.2.3.1. Findings on the Relationship Between Perceived 

Advantages and Disadvantages of Ready Made Food 

and Working Status (Hypothesis 2) 

The hypothesis that the working women and non-working 

women perceive the Advantages and Disadvantages of Ready 

Made Food differently, was only supported by the perceived 

disadvantages as seen in the table below: 

TABLE 2.18. RELATIONSHIP BETWEEN THE PERCEIVED DISADVAN­

TAGES OF READY MADE FOOD AND WORKING STATUS 

Variable 

The disadvantages 
of ready made food 
and working status 

6.34 

d.f. 

2 

Ct cv/cc 

o .05 0.36 

As disadvantages of ready made food workwives men_ 

tioned, their not being fresh and lack of vitamins. House-

wives also stated lack of vitamins but more frequently men-

tioned disadvantage was the lack of taste. This relation-

ship had a significance level of 0.U5 and moderate (0.36) 

strength of association. 

The next 2 parts of this chapter will be a summary 

of the "price consciousness" of respondents which will be 

followed by the related hypothesis and its findings. 
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2.2.4. S~ry of Respondents' Price Consciousness 

TABLE 2.19. PRICE CONSCIOUSNESS OF RESPONDENTS 

Price Consciousness 
Working Women Non-Working Women 

Action Taken, when a 
High Quality but ex­
pensive food product 
is observed in store 

I buy it straight away 
(without any doubts) 

I make price/quality 
comparisons else­
where and buy the 
expensive product if 
I don't find the 
same quality 

I make price/quality 
comparisons and buy 
the cheaper one with 
a slightly lower 
quality. 

I buy a cheaper one 
wi thout making 
comparisons. 

Tendency to Bargain 

I always try 
I sometimes try 
I can't bar gain 

Willingness to go a 
Distance by Transport 
in order to make a 
Cheaper Food Purchase 

Yes 
No 
Sometimes 

No. 

23 

10 

2 

5 

40 

12 
18 
10 

40 

6 
24 
10 

40 

sour\: Questions 10, 11, 12 of 
hibited in Appendix 1. 
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Percent 

57 .5 

25 

5 

12.5 

100 

30 
45 
25 

100 

15 
60 
25 

100 

No. 

8 

22 

2 

8 

40 

7 
28 

5 

lt~ 

13 
10 
17 

40 

Percent 

20 

55 

5 

20 

100 

17 .5 
70 
12.5 

100 

32.5 
25 
42.5 

100 

the Questionnaire as ex-



The table above indicates that the workwife in this 

sample tends to buy a high quality but expensive food pro­

ducts without any doubts, whereas the housewife makes 

price and quality c~mparisons before doing so. 

Seventy percent of the housewives and 45% of the 

workwives sometimes try to bargain. 

Sixty percent of the workwives are not ready to 

travel in order to buy food products cheaper whereas 75% 

of the housewives do so, or sometimes do so. Are these 

statistically significant differences between working and 

non-working women regarding price consciousness? This 

question will be answered in Section 2.2.4.1. 

2.2.4.1. Findings on the Relationship Between Price 

Consciousness and Working Status (Hypothesis 3) 

The hypothesis that there is a difference in price 

consciousness between working and non-working women was 

supported by 3 relationships, which is shown in the below 

table. 

At a significance level of 0.05 it was seen that 

workwives do not make price/quality comparisons when they 

find a high quality but expensive product (70%) whereas 

housewives do (60%). At a significance level of 0.10 
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TABLE 2.20. THE RELATIONSHIP BETWEEN PRICE CONSCIOUSNESS 

AND WORKING STATUS 

Variables 1jI 2 cal d.f. a cv/cc 

Action taken when a 
high quality but ex-
pensive food product 7.28 1 0.05 o .30 
is observed in store 
and working status. 

Tendency to bargain 
and working status. 5.13 2 0.10 0.30 

Willingness to go a 
distance by transport 
in order to make a 14.97 2 0.05 0.43 
cheaper food purchase 
and working status. 

workwives are more keen on bargaining. They always (30%) 

or sometimes (45%) bargain. Housewives sometimes bargain 

(70%). The contingency coefficient shows that these re­

lationships are not very strong (0.30). Stronger is the 

relationship (0.43), that workwives will not go by trans­

port to buy a cheaper product, whereas housewives will do 

so, or sometimes do so, at a 0.05 significance level. 

In the next section, the frequency analysis of the 

survey respondents food preparing behavior will be dis-

cussed. 
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2.2.5. Summary of Respondents' Food Preparing Behavior 

TABLE 2.21. FOOD PREPARING BEHAVIOR OF RESPONDENTS 

Food Preparing Behavior 

Time Spent for Food 
Preparation 

1/2 hour 

1/2 - 1 hour 

1 hour or more 

Time When Food is 
Prepared 

Before meal 

In the morning 

The night before 

When I have time 

What is Served to 
Guests for Tea? 

Cakes, etc. baked by me 
Cakes, etc. bought from 

the bakery 
C'akes ,. etc. baked for 

me 'by somebody else. 
Do both my own baking 

and buy from the 
bakers. 

Working Women 

No. 

9 

21 

10 

40 

11 

o 
14 

15 
40 

17 

14 

1 

B 

40 

Percent 

22.5 

52.5 

25 

100 

27 .5 

o 
35 

37 .5 

100 

42.5 

35 

2.5 

20 

100 

Non-Working Women 

No. 

7 

15 

IB 
40 

B 

21 

2 

9 

40 

26 

5 

o 

9 

40 

Percent 

17.5 

37.5 

45 

100 

20 

52. 5 

5 

22 .5 

100 

65 

12.5 

o 

22.5 

100 

Source: Questions 13, 14 and 16 of the Questionnaire as 
exhibited in Appendix 1. 
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The table above shows-that more than half of the 

workwives in these samples prepare food from 1/2 to 1 

hour whereas more housewives (45% of total housewives) 

spend 1 hour or more. 

More than half of the housewives prepared food in 

the morning as opposed to workwives who prepared food 

when they had time or the night before. 

As expected, a high percentage (65%) of hous~ives 

baked for guests whereas workwives either baked (42.5%) or 

bought cakes from the bakery (35%). 

The next section will show the statistically signi­

ficant relationships, regarding food preparing behavior 

and working status. 

2.2.5.1. Findings on the Relationship Between Food 

Preparing Behavior and Working Status 

(Hypothesis 4) 

The hypothesis that there is a difference in the 

food preparing behavior between working and non-working 

women was supported by the relationships given in the 

table below. 
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TABLE 2.22. RELATIONSHIP BETWEEN FOOD PREPARING BEHAVIOR 

AND WORKING STATUS 

Variables 

Time when food is 
prepared and working 
status 

What is served for 
guests and working 
status 

31. 97 

6.14 

d. f. 

3 

2 

a cv/cc 

0.05 o .63 

0.05 0.28 

With a high strength of association (0.63) housewives 

prepared food in the morning, whereas workwives prefer the 

night before or when they have time. Housewives bake for 

their guests, and so do workwives, although they buy more 

from the bakery than housewives. Both of these relation-

ships had a significance level of 0.05. 

The coming sections will study the eating habits of 

respondents with the aid of frequency tables and statis-

cal analysis. 

2.2.6. Summary of Respondents' Eating Habits 

According to the table below, the meal time where 

families eat together most is dinner, which is followed by 

breakfast. In this sample housewives' families more often 

eat one meal together whereas 50% of workwives' families 

do so, and the other 50% eat twice a day together, in 
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TABLE 2.23. EATING HABITS OF RESPONDENTS 

Working Women. 
Eating Habits 

Meals Easten Together 

Breakfast 
Lunch 
Dinner 
None 

Number of Meals 
Eaten Together 

1 
2 
3 

Frequency of 
Eating Out 

No. 

20 
o 

40 
o 

60 

20 
20 
o 

40 

Once a Week 5 
Twice a Week or More 8 
Once a Month 15 
Twice a month 6 
Others 6 

40 

Percent 

33.33 
o 

66.66 
o 

100 

50 
50 
o 

100 

12.5 
20 
37.5 
15 
15 

100 

Non-Working Women 

No. 

19 
5 

40 
o 

64 

21 
14 

5 

40 

11 
o 
4 
8 
3 

40 

Percent 

29.68 
7.82 

62.5 
o 

100 

52.5 
35 
12.5 

100 

27 .5 
o 

10 
20 

7 • 5 

100 

Source: Questions 15, 17 of the Questionnaire as exhibited 
in Appendix 1. 

general being breakfast and dinner. 

27.5% of the housewives go out to eat once a week 

and 37.5% of workwives once a month. Although these are 

the highest percentages observed, it must be noted that 

20% of workwives eat out twice a week or more, whereas no 

housewife does this in the sample. 
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2.2.6.1. Findings on the Relationship Between Eating 

Habits and Working Status (Hypothesis 5) 

The hypothesis that there is a relationship in the 

eating habits between working and non-working women was 

not supported significantly. 

In the next section is will be discussed how strong­

ly the respondents are effected by advertisement and by 

which media. 

2.2.7. Summary of Respondents' Receptiveness to Food 

Advertisements 

The below table shows that slightly more non-working 

women (10% more) recalled a food advertisement and almost 

all respondents in the survey saw advertisements on tele­

vision. 

The reasons for remembering the advertisement vary 

lot, as can be seem from the table. The most commented 

reasons amongst workwives were "repetitiori" and "It's-a 

product I use or like". The housewives put more emphasis 

on the advertisement advertising a new product and once 

again: "Repetition". 
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TABLE 2 • 24. RESPONDENTS RECEPTIVENESS TO FOOD ADVERTISEMENT: 

Receptiveness to Working Women Non-Working Women 
Advertisements - No. Percent No. Percent 

Number of Respon-
dents Who Remembered 30 75 34 85 
a Food Advertisement 

The Media the Adver-
tisement is seen or 
heard 

Television 30 100 33 97 
Radio 0 0 1 3 
Newspaper/Magazine 0 0 0 0 

30 100 34 100 

The Reasons for 
Remembering the 
Advertisement 

Repetition 7 18.4 5 20 

Seen Between Films 5 13.15 3 12 

Seen on its own 3 7 .8 0 0 

New Product 5 13.15 8 32 

Music 3 7.9 0 0 

It I S a product 
I use/like 7 18.4 0 0 

Appetizing 2 5.3 2 8 

Very annoying/stupid 2 5.3 0 0 

Slogan 2 5.3 0 0 

My children like 
the ad vertisemen t 2 5.3 2 8 

Others 0 0 5 20 

38 100 25 100 

Source: Questions 18, 19, 20 of the Questionnaire as 
exhibited in Appendix 1. 
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Reasons mentioned by housewives and that are put 

under the heading, "Others" are as follows: "Being an 

import food product, being a very convincing advertisement; 

salesmen corning to the door and giving free samples and 

a reduction card, being an advertisement with high claims, 

pretty ladies". 

2.2.7.1. Findings on the Relationship Between Respondents' 

Receptiveness to Food Advertisements and Working 

Status (Hypothesis 6) 

The hypothesis that there is a difference in the 

working and non-working women's receptiveness to food ad­

vertisements was not supported significantly. 

The following sections will summarize and discuss 

the findings related to certain aspects of the respondents 

life styles. 

2.2.8. Summary of Respondents' Lifestyles 

In this section a frequency analysis of respondents' 

various lifestyle characteristics will be presented in the 

form of four tables. The first table consists of "homeli­

ness", "Innovativeness", Self Confidence", "Frustration". 

"Socialness", "Intellectualness" and "Work Overload", 

where the respondents were asked how well the statements 
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describe them. The second table includes statements with 

regard to "Role Identity", "Conservativeness" and the 

degree to which the respondents agree to them. The third 

table is also a part of "Conservativeness" but is intro­

duced in another table as it was an open-ended question. 

The fourth and last table presents the "Leisure-time 

activities" of the respondents. 

According to the means of the different life styles 

components, which consist of sentence groups, the following 

results can be stated for the sample. 

The means of the "Homeliness" and "Innovatives" 

sentences all varied between "It describes me well" and 

"It partially describes me", with the exception of "I often 

try new brands before my surroundings do", which had a 

mean between "It partially describes me" and "It doesn't 

describe me at all" for workwives. 

"I like parties where there is a lot of music and 

talk" does not seem to describe both groups of women very 

well, whereas the rest of the "Socialness" sentences and 

"Intellectual" sentences describe work and housewives 

moderately well. 

The self confidence sentences seem to describe the 

workwive considerably more than the housewives, and so do 
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"1 

TABLE 2.25. LIFESTYLE OF RESPONDENTS (I) 

Working Women (n=40) 

Lifestyle 
It describes It partially It doesn't 

me well describes me describe me 
(%) (%) at all (%) 

Home 1 iness 
I Like to stay at 

home . 
I like to improve 

my house 
In the evening I 
would rather stay 
at home than go out 

Innovativeness 
I often try new brands 
before my surroundings 

30 

70 

45 

do. 15 
I like to try new and 
different things. 

I like to dress well 
My friends often come 
to me for advice 

Self Confidence 
I trust myself 
I 1 ike enteri ng 

competitions 

Frustration 
If I had my life to 
live over I would 
sure do some things 
differently. 

I often wish for the 
good old days. 

I have a good future 
ahead of me 

Socialness 
I like parties where 
there is a lot of 
music and talk. 

We genera 11 y ha ve 
friends for dinner 
at least once or 
twice a month. 

I prefer to live in 
a big city than a 
small town. 

Intellectualness 
I read a newspaper or 
magazine every day. 

Television is a good 
free-time occupation 

Work Overload 

I sometimes have to do 
things which I don't 
have the time and 

52.5 
52.5 

35 

77 .5 

30 

50 

27.5 

32.5 

25 

32.5 

70 

62.5 

35 

energy for. 80 
I don't ever seem to 
have time for myself 70 

I feel I have to do 
things hastily & maybe 
less carefully in order. 
to get everything done. 57.5 

42.5 

20 

40 

45 

37.5 
37.5 

62.5 

15 

62.5 

27.5 

32.5 

52.5 

37.5 

.42.5 

20 

25 

42.5 

12.5 

17.5 

27.5 

27.5 

10 

15 

40 

10 
10 

2.5 

7.5 

7.5 

22.5 

40 

15 

37.5 

22.5 

10 

12.5 

22.5 

7.5 

12.5 

15 

Non-Working Women (n=40= 
It describes It partially It doesn't 

me well describes me describe me 
(%) (%) at all (%) 

30 

67.5 

42.5 

32 .• 5 

50 
60 

45 

45 

15 

32.5 

30 

10 

25 

50 

60 

72.5 

42.5 

15 

15 

20 

45 

17.5 

35 

45 

27.5 
25 

40 

42.5 

20 

42.5 

25 

52.5 

35 

32.5 

22.5 

15 

32.5 

42.5 

47.5 

30 

25 

15 

22.5 

22.5 

22.5 
15 

15 

12.5 

65 

25 

45 

37.5 

40 

17.5 

17.5 

12.5 

25 

42.5 

37.5 

50 

Source: Questions 24-45 of the Questionnaire as exhibited in Appendix 1. 

Mean Stan Dev 
WW NWW WW Nw 

2.02 2,06 0.76 O. 

2.59 2.52 0.66 O. 

2.292.190.72 O. 

1.742.1 0.7 O. 

2.42 2.27 0.68 O. 
2.42 2.44 0.73 O. 

2.32 2.3 0.51 0, 

2.7 2.32 0.6 0 

2.22 1.5 0.57 0 

2.27 2.07 0.62 0 

1.87 1.840.53 0 

2.17 1.72 0.67 0 

1.87 1.84 0.72 a 

2.04 2.32 0.74 C 

2.59 2.42 0.66 ( 

2.49 2.~ n.7 ( 

2.12 2.17 0.75 

2.72 1.42 0.64 

2.57 1.77 0.68 

2.42 1.69 0.70 I 

In order to calculate the means in this table, values from 1 to 3 were given to the respondents choices, where: 
"It describes me well" was rated 3 points; "It partially describes me" was rated 2 points and "It doesn't describe 
me at all" was rated 1 point. 



the "Frustration" sentences, although "I often wish for 

the good old ways" did not describe either working women or 

non-working women very well. 

The lowest mean score was the housewives' answer to 

the sentence: "I have a good future ahead of me" which was 

1.72, a value that lies between "It does not describe me 

at all" and "It partially describes me". 

The greatest difference amongst all sentence groups 

were seen in the "Work Overload" sentences. These sen­

tences described the workwife quite well, whereas the op­

posite can be said for housewives. 

Amongst the "Role Identity" sentences both groups 

of women totally or partially agree that husbands should 

help working women with the housework and that men and 

women should have equal rights. The other sentences means 

varied between partially agreeing and partially not agree­

ing within both groups. 

The "Conservativeness" sentences were also generally 

agreed on or partially agreed on by both working and non­

working women, whp.re the only difference was seen in the 

sentence "Films should be censured". The housewives par­

tially agreed on this, whereas the workwives' opinions 

were something between partially agreeing and partially 

not agreeing. 
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TABLE 2.26. LIFESTYLE OF RESPONDENTS (II) 

I totally agree I partially agree I partially don't I don't agree I don't know Mean Sta 
Lifestyle agree at all 

WW NWW WW NWW WW NWW WW NWW WW NWW WW NWW WW 
(%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) ( %) (%) 

Role Identity 
n=40 n=')O 

Politics is a man's 
affa ir 12.5 20 32.5 35 55 45 0 0 0 0 2.57 2.75 0.7 

The husbands of a 
working woman should 
help her with the 
housework. 70 55 30 30 0 0 0 15 0 0 3.7 3.25 0.61 

Men and women have 
equal rights today 47.5 42.5 35 40 5 10 2.5 0 10 7.5 3.41 3.35 0.5: 

In Turkey it is 
difficult for women 
to promote in their 
jobs. 10 7.5 42.5 42.5 35 37.5 5 2.5 7.5 10 2.56 2.6 0.7 

For the same job 
women earn less 
in Turkey 22.5 32.5 27.5 32.5 45 20 5 10 0 5 2.75 2.92 0.8 

Conservativeness 
Films should be 
censured. 22.5 35 32.5 35 . 42.5 25 2.5 5 0 0 2.75 3.0 0.8 

There is too much 
emphas i s on sex 
today. 47.5 42.5 35 40 17.5 15 0 2.6 0 0 3.3 3.22~ 

Today most people 
don't have enough 
discipl ine. 52.5 57.5 35 37.5 10 5 2.5 0 0 0 3.37 3.52 0.1 

Today, more rights 
are given to youth. 32.5 57.5 57.5 27.5 2.5 5 7.5 10 0 0 3.15 3.32 0.1 

Obedience & respect 
are the most impor-
tant values that 
can be taught to 
a child. 47.5 62.5 40 25 12.5 12.5 0 0 0 0 3.35 3.5 O. 

Source: Questions 45-54 of the Questionnaire as exhibited in Appendix 1. 

In order to calculate the mean in this table, values from. 1 to 4 were given to the respondents choices, where: 
"I totally agree" equaled 4 points, "I partially agree" equaled 3 points, "I partially don't agree" equaled 2 
points and "I don't agree at all" equaled 1 point. "I don't know" wasn't given a value. 



TABLE 2.27. RESP ONDENTS" CHILD UPBRINGING OPINIONS 

Working Women Non-Working Women 
Child Upbringing 

Opinion No. Percent No. Percent 

Can a Working Mother 
Bring her Children 
up well? 

No 18 45 24 60 
Yes 22 55 16 40 

40 100 40 100 

Source: Question 22 of the Questionnaire as exhibited in 
Appendix 1. 

With regard to child upbringing, which is also a 

part of thp. "Conservativeness" component, this table shows 

that working women are almost divided into 2 as to whether 

they can bring up children well. 

The last life style component which is studied is 

the respondents leisure time activities which will be pre-

sented in the next section. 

In the table below it is seen that 32.5% of the 

workwives stated two leisure time activities, whereas 30% 

of housewives only stated one activity. Workwives who 

claimed they had no free-time were 25% of all the workwives 

and for housewives this amounted to 12.5%. 
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TABLE 2.28. RESPONDENTS LEISURE TIME ACTIVITIES 

Leisure Time Activities 
Working Women Non-Working Women 

No. Percent No. Percent 

Number of Leisure 
Time Acti vi ties 

Have no free time 10 25 5 12.5 
1 10 25 12 30 
2 13 32.5 9 22.5 
3 4 10 8 20 
4 3 7 .5 6 15 

40 100 40 100 

Types of Leisure 
Time Activities 

Visiting/Entertaining 
friends 9 21. 9 8 17 
Resting 5 12.2 3 6.4 

Knitting, Sewing, 
Handwork 7 17.2 8 17 

Reading 3 7. 3 8 17 

Watching TV 3 7.3 4 8 .5 

Walking 1 2.4 3 6.4 

Playing cards 4 9.7 7 14.9 

Housecleaning 4 9.7 4 8 .5 

Going to Theatre/Cinema 2 4.9 1 2.15 

Entertaining my children 3 7 .3 0 a 
Listening to music a a 1 2.15 

41 99 47 100 

Source: Question 23 of the Questionnaire as exhibited 
in Appendix 1. 
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The types of activities stated varied a lot, where 

the comment "I don't have free time" was stated by work­

wives more than any other answer. "Visiting" and "enter­

taining" stood at the top of the list for both groups, 

followed by "card pla.ying" in the case of non-working 

women, and by "knitting, sewing, handwork", by the working 

counterpart. 

2.2.8.1. Findings on the Relationship Between Respondents 

Various Life Style Components and Working Status 

(Hypothesis 7 to 15) 

In this section all hypotheses regarding the diffe­

rences o~ working and non-working women in certain aspects 

of their lifestyles and their statistical findings will be 

shown in the form of tables,; here a short explanation 

will be made afterwards. 

A) Hypothesis 7: "Homeliness" and Working Status 

No relationship was found between the "Homeliness" 

statements and wO'rking status which caused the hypothesis 

to be rejected. 
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B) Hypothesis 8: "Innovati veness" and Working Status 

The hypothesis that there is a difference between 

working and norv working women in "Innovativeness" was only 

supported by one innovativeness sentence, this being, as 

shown in the below table. 

TABLE 2.29. RELATIONSHIP BETWEEN "INNOVATIVENESS" AND 

Variable 

"I often try new 
brands before my 
surroundings do" 
and working status 

WORKING STATUS 

t-calculated 

2.2 

d. f. a 

78 0.05 

The statement given in the table above described at 

a significance level of 0.05 by both working and non-

working women partially where it described work wives who 

had a mean value of 1.74 slightly better than housewives 

with a mean value of 2.1. (8) 

The standard deviations were 0.7 and 0.74 for wor'King 

and non-working women respectively. 

(8) The way the mean values are calculated are exhibited 
on page 
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C) Hypothesis 9: "Self Confidence and Working Status 

The hypothesis that there is a difference in the 

working and non-working womens' degree of self confidence 

was accepted by the two statements, shown in the table 

below: 

TABLE 2.30. RELATIONSHIP BETWEEN "SELF CONFIDENCE" AND 

WORKING STATUS 

Variables 

"I trust myself" and 
working status 

"I like entering 
competitions" and 
working status 

t-cal 

2.6 

3.21 

d.f. 

78 0.05 

78 0.05 

A great majority of workwives felt they trusted 

themselves (mean value = 2.7, Stan. Dev.: 0.6) whereas 

housewives either trusted themselves like workwives or 

partially trusted themselves (Mean Value = 2.32, Stan. 

Dev.: 0.69). 

Working women partially like entering competitions 

(Mean Value = 2.22, Stan. Dev. = 0.57) whereas the majority 

of housewives do not like doing 50. (Mean Value = 1.5, 

Stan. Dev. = 0.74) 

Both relationships have a significance level of 0.05. 
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D) Hypothesis 10: "Frustration" and Working Status 

Thp. hypothesis that there is a difference in the 

levels of frustration between working and non-working 

women was only supported by one statement, this being: 

TABLE 2.31. RELATIONSHIP BETWEEN "FRUSTRATION" AND WORKING 

STATUS 

Variables 

"I have a good future 
ahead of me" and 

.' workJ.ng status 

t-cal d .f. 

3.21 78 0.05 

More than half of all women feel the above statement 

described them partially, where the majority of the rest 

of the workwives (Mean Value = 2.17), Stan. Dev. = 0.67) 

think they have a good future ahead of them and housewives 

feel the entire opposite (Mean Value = 1.72, Stan. Dev. = 

0.63). 

F) Hypothesis 11: "Socialness" and Working Status 

The hypothesis that there is a difference in the 

degree of socialness between working and non-working women 

was supported by only one relationship, at a 0.10 level of 

significance. 
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TABLE 2.32. RELATIONSHIP BETWEEN "SOCIALNESS" AND WORKING 

STATUS 

Variable 

"We generally have 
fr iends for dinner 
at least once or 
twice a week" and 
working status 

t-cal 

1.69 

d.f. 

78 0.10 

More housewives have friends for dinner at least once 

or twice a week (Mean Value = 2.04, Stan. Dev. = 0.74) 

whereas this partially describes the workwife (Mean Value = 

2.32, Stan. Dev. = 0.80). This relationship has a signi-

ficance level of 0.10. 

F) Hypothesis 12: "Intellectualness" and Working Status 

The hypothesis that there is a difference between 

working and non-working women's intellectual level 'Was re-

jected, as it was not supported by the two statements and 

the degree they described both groups of respondents. 

G) Hypothesis 13: "Work Overload" and Working Status 

The hypothesis that there is a difference in work 

overload between working and no~working women was suppor-

ted by all 3 "overload" statements asked to the respondents. 
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TABLE 2.33. RELATIONSHIP BETWEEN "WORK OVERLOAD" AND 

WORKING STATUS 

Variables 

I sometimes have to do 
things which I don't 
really have the time 
and energy for. 

I don't ever seem to 
have time for myself. 

I feel I have to do 
things hastily and maybe 
less carefully in order 
to get everything done. 

t-cal 

8.6 

5 .33 

4.32 

d. f. Cl. 

78 a .05 

78 o .05 

78 0.05 

All 3 statements described the workwives very well 

by a high percentage (Mean Values = 2.72, 2.57, 2.42 and 

Stan. Dev. = 1.42, 1.77, 1.69) but either partially des-

cribed housewives or did not describe them at all (Mean 

Values = 1.42, 1.77, 169 and Stan. Dev. = 0.59, 0.61, 

0.65). All 3 relationships had a significance level of 

0.05. 

H) Hypothesis 14: "Role Identity" and Working Status 

The hypothesis that there is a difference in the role 

working and non-working women identify themselves with, 

was not supported statistically. 
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J) Hypothesis 15: "Conservativeness" and Working Status 

The hypothesis that there is a difference in the 

level of conservativeness between working and non-working 

women was also rejected. 

K) Hypothesis 16: "Leisure Time Activity" and Working 

Status 

The last hypothesis of the study, which claimed that 

there was a difference in the leisure time activities be­

tween working and non-working women was re jected. too. The 

leisure-time activities stated by the two groups did not 

show any significant difference. 

In the next section a summary will be presented re­

garding working women .and their jobs. 

2.2.9. Summary on Working Womens' Opinions Concerning 

Theil' Jobs 

The table below shows that 90% of the working women 

are pleased or partially pleased with their jobs, they 

mainly work due to financial reasons or for self realiza­

tion and more than half can not think of sitting at home 

until they retire. Half of the sample have been working 

for 11 years or more and see their job as a career. 

76 



TABLE 2.34. WORKING WOMEN'S OPINIONS CONCERNING THEIR JOBS 

Working Women and Their Jobs 

Are you pleased with your job? 

Yes 
No 
Partially 

Why are you working? 

I have to work due to 
financial reasons 

To buy myself small 
luxuries. 

Because I get bored 
sitting at home 

For self-realization 
Other 

Number of Working Years 

5 years or less 
5 - 10 

11 or more 

How Long do you intend to 
continue working? 

I intend to work as long 
I have to financially 

I intend to work until I 
have a child 

I can't think of sitting 
home until I retire 

Other 

as 

at 

Do you see your job as "just 
a job" or as a "career"? 

Just a job 
A career 
Other 

Number 

20 
4 

16 

40 

15 

3 

4 
14 

4 

40 

6 
14 
20 

40 

10 

4 

24 
2 

40 

17 
23 
o 

Percent 

50 
10 
40 

100 

37 .5 

10 
35 
10 

100 

15 
35 
50 

100 

25 

10 

60 
5 

100 

42.5 
57 .5 
o 

40 100 
Source: Questions 67-71 of the Questionnaire as exhibited 

in Appendix 1. 
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The following and last chapter of this thesis will 

summarize and present the conclusions of this study and 

discuss its implications to the Turkish marketer and 

researcher. 
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CHAPTER THREE 

II I. SUMMARY'I ' CONCLUSIONS AND IMPLICATIONS 

This research aims to study the differences between 

working and non-working women in their food shopping beha­

vior and life style in Turkey (Istanbul). 

The study included 40 working and 40 non-working 

married women, which added upto a total of 80 respondents. 

The sample can be described as well-educated, middle aged 

and middle upper class. 

The study conducted has both exploratory and descrip­

tive designs, where the necessary data was collected by 

filling in a questionnaire with the help of an interviewer. 

The questionnaire included questions regarding food shoy­

ping behavior eating and food preparing habits, and finally 

various life style components. The data collected was 

analysed by using cross-tabulations and t-tests. 
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The conclusions and implications of this study will 

be discussed in ~o sections: 

a) Conclusions of the survey findings and its impli­

cations to the marketer. 

b) Implications of the study for the researcher. 

3.1. CONCLUSIONS OF THE SURVEY FINDINGS AND ITS 

IMPLICATIONS TO THE MARKETER 

In this section of Chapter Three, the findings of the 

survey will be given together with their implications to 

the marketer. 

Shopping Behavior 

Findings show that workwives are divided into 2 

categories with regard to their frequency of shopping per 

week. These 2 categories are, those who only go food 

shopping once in a week and those who go more often, like 

housewives. Workwi ves shop more often on Saturdays and 

generally alone. Evenings is the preferred time of the 

day.· Non-working .women have no definite day for food shop­

ping, but they prefer mornings and shop alone. Workwives 

visit less food outlets than housewives and user super­

markets more often, although supermarkets are the most 

visited outlet by housewives too. This was followed by 

green grocers and butchers for all the Turkish women, 
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which might implicate that the fresh vegetable, fruit and 

meat sections of supermarkets do not come up to the re­

quired standards for many women. 

The majority of women ranked "quality and cleanness" 

of product and outlet as the first criteria looked for in 

chossing a food store. Ready made food is mostly seen as 

"time saving", where the comments regarding their disad­

vantages were: lack of taste, lack of vitamins, expensive 

or not fresh. As can be seen apart from expensiveness the 

stress is on the fact that ready made foods lack the qua­

li ties of "fresh" foods, in many ways. 

The Perceived Disadvantages of Ready Made Food: 

A disadvantage that was approximately stated by 

every fourth Turkish woman included in this sample was ready 

made foods (in this case what was meant was canned and 

bottled foods) being stale, or having bad quality. It must 

be pointed out that these are actually not the disadvan­

tages of ready made foods, but more a "consumer complaint" 

of a situation which should not normally occur. 

Price Consciousness: 

Workwives do not make price and quality comparisons 

and buy high quality and, if necessary, expensive food pro-
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ducts. Workwives tend to bargain more than housewives, 

but are not ready to go by transport in order to buy a 

food product cheaper, whereas housewives do. 

Food Preparation: 

Housewives prepare meals in the mornings and work­

wives prefer to prepare food the night before or whenever 

they have time. There is no difference in the t;me spent 

for food preparation, which shows that workwives cook at 

different times instead of cooking simpler and faster 

meals before meal-times. 

Both housewives and workwives bake for their guests 

whereas workwives also buy from the bakery sometimes. 

Dinners are the meal-times where the family comes 

together. 

Receptiveness to Food Advertisements: 

It was also found that television was the only media, 

which was also very effective as over 80% of all women could 

recall a food advertisement. 
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Implications to the Marketer: 

These findings show that since the workwife has less 

time to shop for food the convenience aspect plays an im­

portant role for her, where the function of price is be­

coming less significant. This was evidenced by the lower 

incidence of visiting many stores, mainly prefering super­

markets where almost all food products can be bought, 

making less price/quality comparisons and not travelling a 

distance in order to buy a cheaper food product. 

Outlets which recognize this factor maybe successful 

in marketing if they offer fast service, door-tO-door de­

livery, good location of outlet, later hours and large 

assortments together with cleanness and good quality of 

food products. 

As supermarkets are starting to become the focus of 

food shopping, packaging will also play an important role 

in the marketing mix of food producers. A negative pack­

aging attribute can sometimes enhance product quality. 

Packaging is not only important for protection and preser­

ving the quality of the food products but is also a vehicle 

of promotion. Packaging provides the manufacturer with 

the final opportunity to persuade buyers to buy their pro­

duct when shoppers. pass down the aisles they are exposed 

to packages just as they are exposed to other forms of 
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promotion. 

The findings also point out the fact that supermar­

kets may attract more attention by improving their fruit­

vegetable and meat counters as most women who use super­

markets also go to green-grocers and butchers. 

It is also useful for all food outlet owners to know 

that high quality and cleanness are the most important cri­

terias looked for by shoppers regarding shops and their 

products. 

As "time saving" was the most stated advantage for 

ready made food, advertisements for these products can 

mainly emphasis on this, especially to attract the working 

women. But above all, the quality of these products must 

be improved, as they appear to have the bad image of 

having low quality and being stale, which is unforgivable 

for consumers, as they already perceive ready made food as 

being not fresh with lack of vitamins and taste. 

The facts that working women are' mainly short of 

time, prepare meals the night before or whenever they have 

time and feel they have "work overload" (this will be 

explained in later paragraphs) bring the opportunities 

for frozen food to be produced and marketed in Turkey. 

Frozen food will not only bring the advantage of time 
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saving and convenience but will also save 30% of the vege­

tables and fruits which are grown in Turkey and are dis­

posed of due to problems like transportation, low economic 

value and restricted marketing possibilities. (Milliyet 

Gasetesi, 1984) Disadvantages like lack of freshness and 

vitamins are also brought down tn a minimum through frozen 

food, but brings the necessity of a deep freeze or a food 

deep freeze section of a refrigerator with it. 

Food markets are also advised to use television as 

a media, as it is the only effective media for food adver­

tising. 

Life Style Components 

The next paragraphs will envolve the life styles of 

Turkish women, and show some differences between working 

and non-working women with regard to various aspects. 

The basic premise of life style research is that the 

more you know and understand about your cllstomers the more 

effectively you can communicate and market to them. 

(Plummer, 1974, p. 39) 

Most women like to improve their homes. Housewives 

are slightly more keen on trying new things before other 

people in their surroundings do. 
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Workwives trust themselves more, and are more keen 

on entering competitions. 

Workwives are slightly more optimistic in believing 

they have a good future ahead of them. 

Housewives have more guests for dinner compared to 

workwives. 

Working women feel that they sometimes do things, 

which they do not really have the time and energy for. 

They also feel that they do not even have time for them­

selves and do things hastily and maybe less carefully in 

order to get things done. 

The findings of this study in general indicate that 

there are certain differences between working and non­

working Turkish women in their food shopping behavior, 

price consciousness, food preparation and certain life­

style components which show that it might be necessarly 

for the Turkish food manufacturers and marketers to take 

this into consideration and perceive working wives as a 

market segment on its own. 

In the next and last section of this study, impli­

cations to the researcher regarding this study will be pre-

sented. 
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3.2. IMPLICATIONS OF THE STUDY FOR THE RESEARCHER 

In this section certain suggestions for future stu­

dies are going to be given which will be followed by the 

general contributions of the study. 

This thesis studied certain differences in the food 

shopping behavior and life style of working and non-working 

women and proposes some areas for future studies. 

The sample in this study only represented a certain 

group in the Turkish society. It is therefore suggested 

to study different groups to be more helpful to the mar­

keter in decision making. 

This study puts emphasis on shopping for food and 

pointed out the necesltity of convenience in food shopping 

especially for working married wives. Studies regarding 

the purchasing and using of convenience food would also 

be very useful. 

It was also observed that life styles of women do not 

differ very significantly depending on their working 

status. 

It is necessary to classify working women according 

to their different life-styles and look for relationships 
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between these subgroups and their food shopping behavior, 

instead of taking working women as a whole. Useful infor­

mation may also be found if the relationship of food shop­

ping behavior and working women were studied according to 

their years of marriage, age, number of children, education 

and the way they perceive their jobs, (career? just a job?). 

These groupings could also be applied on housewives, too, 

in order to make comparisons. 

This study had two important contributions, these 

being to literature and to the marketer. 

It contributes to literature as this study differen­

tiates working and non-working women- which is a subject 

that has been hardly studied, whilst the important role of 

working women is increasing; 

It contributes to the marketer, by helping them to 

understand and get to know their market in order to take 

the right marketing decisions. 
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A P PEN DIe E S 
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A P PEN D I X 1 

QUE S T ION N A IRE 
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1. Ev~n yiyecek ihtiyac~n~ kars~lamak icin kac kere 

al~sveriee c~k~yorsunuz? 

o 1 2 3 veya daha fazla 

2. Genellikle haftan~n hangi gUnlerinde yiyecek al~e-

verisine c~kars~n~z? 

P.tesi-Cuma Cumartesi Belli bir gunum 
yoktur 

3. Genellikle gUnUn hangi saatinde yiyecek al~sverieine 

c~kars~n~z? 

Sabah tlgle Al<eam Belli bir saatim YOktur 

4. Yiyecek al~~verisine kielerle c~kars~n~z? 

Kendim Kocam Cocuklar~m Diger 

5. Yiyecek al~everieine ne kadar zaman harc~yorsunuz? 

1/2 saatten az 1/2 saat- 1 saat 

1-2 saat 2 saatten iazla 

6. Yiyecek al~9veri9ine etmeden once: 

Alacaklar~m~ liste halinde yazar~m. 

Alacaklar~m onceden akl~mda belirlenmietir. 

Alacaklar~m~ dUkkana girdigim zaman kararla$t~r~r~m. 

Diger 
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7. Nerelerden al~~veri~ ediyorsumuz? (Bir veya daha 

fazla 9~kk~ i~aretleyebilirsiniz.) 

Bakkal S ilpermarke t Manav 

Kasap Pazar Sartkilteri F~r~n 

8. G~da maddesi satan bir dilkkan~n ta9~mas~ gereken bzel­

liklerini 1 - en 5nemli olmak ilzere 6 ya kadar 

s~ralay~n~z. 

( ) Dilkkandaki servisin h~zl~l~g~ 

( ) Dilkkan~n ve sat~lan mamilllerin temizligi ve 
kalitesi 

( ) Dilkkanda cal~9anl"'r~n davran~s lar~ 

( ) Evime olan yak~nl~g~ 

( ) Dilkkan~n bilyilklilgil/cesitlprin bollugu 

( ) Mamilllerin fiyat durumlar~ 

9. Kulland~g~n~z haz~r yiyecek mamilllerinin sizce avan-

taj ve dezavantajlar~ nelerdir. 

Avantajlar Dezavantajlar 
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10. Begendiginiz kalitede fakat yUksek fiyat~ olan bir 

besim mamUIU gordUgUnUzde ne yapars~n~z? 

( ) Hie ald~rmam hemen al~r~m. 

( ) Baska dUkkanlar~ dolas~r ayn~ kalitede fakat daha 
ucuzunu bulamazsam, doner kaliteli mamUIU al~r~m. 

( ) Baska dUkkanlar~ dolas~r biraz daha bUsUk kali­
tede ve fiyatta olan~n~ al~r~m. 

( ) Daha dUSUk kalitede ve daha ucuz olan~n~ al~r~m. 

11. Girdiginiz bir dUkkanda pazarl~k sans~n~z~ dener 

misiniz? 

( ) Her zaman denerim ( ) Bazen denerim 

( ) Hie pazarl~k yapamam 

12. Arad~g~m~z mal~n daha ucuz oldugunu bildiginiz bir 

sUpermarket, bakkal v.s. a gitmek icin bir do1musluk 

mesafeyi gozeal~rm~s~n~z? 

( ) Evet ( ) Hay~r ( ) Bazen ( ) Diger __ _ 

13. GUnlUk yemegi haz~rlarken ne Kadar za;;,an harca.r·sH:~Z? 

( ) 0 ( ) 1/2 saat ( ) 1/2 - 1 saa t 

( ) 1 saatten fazla 

14. Ne zaman yemek yapars~n~z? 

( ) Yemekten hemen once 

( ) 

( ) 

Bir gece 

Diger 

evvelden 
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15. Ne Kadar s~kl~kta d~$ar~da yemek yersiniz? (Lokanta. 

akraba. dost) 

( ) Haftada bir kere ( ) Haftada 2 veya daha fazla 

( ) Ayda 1 kere ( ) Ayda 2 kere ( ) Di~er 

16. Evde cay a misafir geldi~inde ne ikram edersiniz? 

( ) Evde haz~rlad~g~m pasta, kek nevi yiyecekler 

( ) Pastaneden ald~g~m pasta, kek nevi yiyecekler 

( ) Baskalar~n~n benim icin haz~rlad~g~ pasta~ kek 
nevi yiyecekler 

( ) Diger ____ ___________ __ 

17. Hangi ogUnlerde aile hep birlikte yemek yer? (Birden 

fazla isaretleyebilirsiniz.) 

( ) Kahval h ( ) tlgle ( ) Aksam ( ) Hicbiri 

18. Sen hat~rladlgln~z besin maddesiyle ilgili reklam 

nedir? 

19. Bu reklaml nerede seyrettiniz veya okudunuz?' 

( ) Televizyonda ( ) Radyoda 

( ) Dergi, gazete ( ) Hat~rlamlyorum 

20. Bu reklaml sizce hangi ozelliginden dolay~ hat~rla-
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21. Genellikle yeni bir besin maddesi denemenizi en eok 

hangi faktorler etkiler? 

( ) Arkada9lar1m1n ve yak1nlar1m1n kullan1p memnun 
kalmaS1. 

( ) GordUgUm yeni besin maddelerini denemeyi zaten 
severim. 

( ) Reklamlarda gorUp merak ederim. 

22. Sizce ea119an bir anne eocuguna iyi bakabilir mi? 

23. B09 zamanlar1n1z1 nas11 degerlendirirsiniz? 

A9ag1daki climleleri size uygunluk derecelerine gore 

i 9aretleyiniz. 

24. Evde Oturmay1 eok 
severim. 

25. Evimi gUzellestir­
meyi cok severim. 

26. Aksamlar1 C1kmak­
tans a evde oturmaY1 
tercih ederim. 

27. Bol sohbet ve dans 
olan partileri 
severim. 

28. Evimize ayda en az 
2 kere yemege misa­
fir gelir. 

29. KUeUk sehirdense, 
bUyUk sehirde ya9a­
may1 tercih ederim. 

Bana eok 
Uyuyor 
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Bana biraz 
Uyuyor 

Bana Hie 
Uymuyor 



30. 

3i. 

32 • 

33. 

34. 

35 • 
<D 
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36 . 

37 • 

38. 

39 • 

40. 

41-

42. 

43. 

HergUn muhakkak gazete veya dergi okurum. 

Televizyon ba~ta gelen eglence kaynag1d1r. 

Yeni bir mamUIU genellikle eevremden once 
denerim. 

Yeni ve degi~ik ~eyleri denemeyi severim. 

!yi giyinmeyi eok severim. 

Arkada~lar1m bana s1k s1k fikir dan1~maya 
gelirler. 

Yar1~ mUsakebalar1na kat11maktan ho~lan1r1m. 

GUvenim yerindedir. 

Beni parlak bir gelecek bekliyor. 

Bazen zaman1m1n ve enerjimin yeterli olmad1g1 
i~ler yapmak zorunda ka11yorum. 

Kendime hie zaman aY1ram1yorum. 

Her i~e yeti~ebilmek iein i~lerimi daha 
az dikkatle yap1yorum. 

Genellikle klas1k giyinirim. 

Ke~ke eski gUzel gUnler geri gelse. 

Bana Cok 
Uyuyor 

Bana Biraz 
Uyuyor 

Bana Hie 
Uymuyor 
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44. Eger tekrar ya9ama ba9lamaya flrsatlm olsa, 
kesinlikle bircok geyi degisik yapardlm. 

Bana Cok 
Uyuyor 

Bana Biraz 
Uyuyor 

Bana Hie; 
Uymuyor 

A9agldaki cUmleleri katllma derecelerine gore i 9arelayiniz. 

45. Call9an kadln a erkek ev i9lerinde yardlm 
etmelidir. 

46. Politika erkek isidir. 

47. Kadln ile erkek bugun e9it haklara sahiptir. 

48. TUrkiye'de kadlnlD i9inde yUkselmesi e;ok 
zordur. 

49. TUrkiye'de kadlnlar aynl i~ ie;in erkek­
lerden daha dU9Uk Ucret allyorlar. 

50. Gene;lige bugUn daha e;ok haklar tanlnlyor. 

51. FilmIer sansUr edilmelidir. 

52. GUnUmUzde seks e;OK fazla vurgulanlyor. 

Tamamiyle 
Katlllyorum 

53. GUnUm(izde cogu in':anlarda disiplin eksikligi. 

54. ltaat ve saygl e;ocuga ogretilebilecek en 
onemli vaslflardlr. 

Klsmen 
Katlllyorum 

Hie; 
Katllmlyorum 

Fikrim 
Yok 



55. Kac senedir ev1isiniz? 

56. Egitim durumunuz? 

.( ) llkoku1 ( ) Ortaoku1 ( ) Lise 

( ) Universite ( ) Master/Doktora 

57. Kac cocugunuz var? 

58. Kac yae~nda1ar? 

() 30 dan kUCUk 

() 31 - 49 

() 49 dan bUyUk 

60. Araba ku11an~yor musunuz? 

( ) Evet () Bazen 

61. Ev ie1erinde size hergUn yard~m eden biri var m~? 

( ) Evet ( ) Bazen 

62. Banka hesab~n~z var m~? () Evet () Hay~r 

63. Cek ku11an~r m~s~n~z? () Evet () Hayu 

64. Ev iniz: () Kend inizin 

( ) Diger 
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65. Beyinizin mesle~i nedir? 

(The following questions were only asked to workwives.) 

66. Mesleginiz nedir? 

67. isinizden memnun musunuz? 

( ) Evet ( ) K~smen 

68. Nicin cal~s~yorsunuz? 

( ) Ekonomik ac~dan mecbur oldugum icin. 

( ) Kendime ufak tefek lliksler kars~lamak icin 

( ) Evde oturmaktan s~k~ld~g~m icin. 

( ) Cal~s~rken kendi benligimi buludgum icin. 

( ) Diger: 

69. Kac senedir cal~s~yorsunuz? 

70. Cal~sma hayat~n~za ne kadar sUre devam etmek istiyor-

sunuz? 

( ) Ekonomik ac~dan mecbur oldugum slirece cal~6rr~y~ 
dUsUnUyorum. 

( ) Cocugum olana kadar cal~smay~ dUsUnUyorum. 

( ) Cal~smadan evde oturmay~ emekliligime kadar 
dUsUnemiyorum. 

( ) Diger: 
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7i. hinizi sadece " bir is" olarak m~, yoksa bir 

"karier" olarak m~ d Us Un Uyor sunuz? 

( ) Karier olarak d Us Un Uyorum. 

( ) Sadece bil' is olarak dUsUnUyorum. 

( ) Dig;er: 
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A P PEN D I X 2 

THE FIELD STUDY IN GER~~NY 
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A FIELD STUDY OF DIFFERENCES IN FOOD PURCHASING BEHAVIOR 
AND LIFESTYLE OF WORKING WOMEN VERSUS NON-WORKING WOMEN 

IN GERMANY 

In this section a field study which was conducted 

in Germany (Hamburg) will be presented. The research ob­

jective, data collection procedure, instrument and sample 

size are identical with the Turkish case, as well as the 

hypotheses and limitations. The findings will also be 

presented in the same order and under similar headings 

which enables the reader conveniency when studying the 

field research. 

Research Findings of the German Fleld Study 

As in the Turkish case, first a summary of the fin­

dings will be presented in the form of tables, which will 

be followed by short explanations and hypotheses related 

findings. 

1. Summary on the Socio-Economic Composition of Survey 

Respondents in Germany 
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TABLE 1. SOCIO-ECONOMIC COHPOSITION OF SURVEY RESPONDENTS 

IN GERMANY 

Working Women Non-working Women 

Socio-Economic 
No. Percent No. Percent Variables 

Years of Marriage 

0 - 10 6 15 4 10 
11 - 19 9 22 . 5 12 30 
20 - 30 19 47.5 19 47.5 
31- more 6 15 5 12.5 

40 100 40 100 

Education Level 

Primary School 18 45 19 47.5 
Middle School 14 35 13 32.5 
High School (Lycee) 1 2. 5 6 15 
College University 7 17 .5 2 5 
Graduate (Masters) 0 0 0 0 

40 100 40 100 

Number of Children 

No children 4 10 3 17.5 
1 14 35 1 2.5 
2 11 27.5 21 52.5 
3 or more 11 27 .5 15 37.5 

40 100 40 100 

Number of Children Under 
the Age of 20 

No children 11 27.5 16 40 
1 17 42.5 9 22.5 
2 10 25 13 32.5 
3 or more 2 5 2 5 

40 100 40 100 

Age 

30 and lower 5 12.5 6 15 
31 - 49 29 72.5 23 57.5 
49 or more 6 15 11 27 .5 

40 100 40 100 
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TABLE 1 (Continued) 

Socio Economic 
Working Women Non-Working Women Variables 
No Percent No Percent 

Driving 

Yes 31 77.5 28 70 
No 7 17.5 12 30 
Sometimes 2 5 0 0 

40 100 40 100 

Daily Maid 

Yes 4 10 6 15 
No 19 47.5 31 77.5 
Sometimes 17 42.5 3 7 .5 

40 100 40 100 

Bank Account Ownership 

Yes 37 92.5 24 60 
No 3 7.5 16 40 

40 100 40 100 

Cheque Usage 

Yes 32 80 13 32.5 
No 8 20 27 67 .5 

40 100 40 100 

House Ownership 

Owner 27 67.5 30 25 
Tenant 13 32.5 10 75 
Other 0 0 0 0 

40 100 40 100 

Occupation of Working Women 

Worker 5 12.5 
Government Employee 10 25 
Private Sector Employee 24 60 
Private Business 1 2 .5 
Profe ssiona1 0 0 

40 100 

104 



Socio-Economic 
Variables 

Working Women 

No Percent 

Husband's Occupation 

Worker 10 
Government Employee 12 
Private Sector Employee 15 
Business 3 

40 

25 
30 
37 .5 

7 .5 

100 

Non-Working Women 

No Percent 

5 
12 
15 

8 

400 

12.5 
30 
37 .5 
20 

100 

Source: Questions 55-66 of the Questionnaire as exhibited 
in Appendix 1. 

It is seen from the above table that the socio-

economic characteristics of working and non-working German 

women in this sample are quite similar, so that a compari-

son is possible. 

The observed differences between the two groups was 

such that, working women drive more, have helpers more 

often and also own bank accounts and use checks more than 

their non-working counterparts. Working wives also live 

in houses which they own more than non-working wives. 

The ta'-'le also shows that over 70% o~ the respJn-

dents are married for 11 to 30 years, have finished pri-

mary school or middle school. Over 50% of all the women 

are between the ages of 31-49 and are government and pri­

vate sector employees, like the husbands. 

There are no professionals amongst both wives and 

husbands. 
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Over 70% of workwives have 1 or 2 children, whereas 

housewives have 2 or more. Over 60% of all wives have no 

children or 1 child under the age of 20. 

The sample can be generally described as women with 

primary and middle school education, between the ages of 

31-49 with middle class background. 

In the next section, findings from the summary of 

the socio-economic compositions which were proven to be 

statistically significant regarding the differences be­

tween working and non-working women will be presented. 

These findings are not related to the hypotheses of this 

field study. 

1.1. Findings with regard to the Socio-Economic Composi­

tions Unrelated to the Hypothesis 

In this section, three findings that are not rel~ted 

to the hypotheses but have statistical and explanatory 

value regarding some attitude differences between working 

and non-working women will be given. 

42.5% of workwives have helpers sometimes whereas 

only 7.5% of housewives have helpers sometimes. Workwives 

also have a bank account and use checks more often. 92.5% 

of workwives have a bank account and 80% of workwives use 
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TABLE 2 • SOME FINDINGS UNRELATED TO THE HYPOTHESES IN 
GERMANY 

Variables 1jJ2cal (1) d .f. 
(2) 

a. $ 

"Having a daily maid 
12.59 1 0.05 0.65 at home" and working 

status 

"Owning a bank account" 
11.66 1 0.05 o .38 and working status 

"Using checks" and 18.32 1 0.05 0.48 working status 

checks. For housewives the percentages are 40% and 67.5% 

respectively. The $ value shows that the strongest rela-

tionship was "having a maid" and working status (0.65) and 

the weakest "owning a bank account" and working status 

(0.38). All relationships have a significance level of 

0.05. 

In the next section the frequency analysis of the 

survey respondents' food shopping behavior will be presented. 

For detailed information Appendix 4 can be seen. 

d.f. is degree of freedom 

a. is significance level 

cv/cc is Cramer's V or contingency coefficient 
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2. Summary of Survey Respondents Food Shopping Behavior 

in Germany 

TABLE 3. SURVEY RESPONDENTS' FOOD SHOPPING BEHAVIOR IN 

GERMANY 

Food Shopping Behavior 

Number of Food Shopping 
Trips per Week 

1 
2 
3 or more 

Day of the Week Food 
Shopped for 

Monday - Friday 
Saturday 
No definite day 

Time of the Day Food 
Shopped for 

Morning 
Afternoon 
Evening 
No definite time 

People Food Shopping is 
Done With 

Alone 
With husband 
With children 
Other 

Working Women 

No 

20 
15 

5 

40 

20 
3 

17 

40 

4 
13 
16 

7 

40 

25 
10 

4 
1 

40 

108 

Percent 

50 
37.5 
12 .5 

100 

50 
7 .5 

42.5 

100 

10 
32 • 5 
40 
17 .5 

100 

62.5 
25 
10 

2.5 

100 

Non-Working Women 

No 

3 
26 
11 

40 

11 
2 

27 

40 

20 
2 

14 
4 

40 

30 
5 
3 
2 

100 

Percent 

7 .5 
65 
27 .5 

100 

27 .5 
5 

67 .5 

100 

50 
5 

35 
10 

100 

75 
12.5 

7 .5 
5 

100 



TABLE 3 (Continued) 

Food Shopping Behavior 

Time Spent for Food 
Shopping 

1/2 hour or less 
1/2 - 1 hour 
1 - 2 hours 
2 h ours or more 

The Way Food Shopping 
Decisions are made 

A list is prepared 
Decisions are made 

before entering shop 
Decisions are made 

after entering shop 
Other 

I~umber of Shops Visited 

1 
2 
3 
4 or more 

Outlet Preferences 

Hypermarket 
Supermarket 
Green Grocers' 
Butchers' 
Delicatessen 
Bakers' 

Working Women 

No Percent 

7 
21 
10 

2 

40 

27 

10 

3 
o 

40 

5 
16 
14 

5 

40 

12 
39 

2 
6 
3 

28 
99 ,~ 

17.5 
52.5 
25 

5 

100 

67.5 

25 

7 .5 
o 

100 

12.5 
40 
35 
12.5 

100 

12.20 
39.40 

2 
6 
3 

28.30 

100 

* More than one preference reported. 
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Non-Working Women 

No Percent 

4 
22 
13 

1 

40 

27 

11 

2 
o 

40 

2 
7 

20 
11 

40 

8 
31 

9 
25 

4 
33 

124* 

1 
55 
32 .5 

2 • 5 

100 

67 .5 

27 .5 

5 
o 

100 

5 
17 .5 
50 
27.5 

100 

6 . 5 
25 
7. 30 

20.10 
3.20 

26.60 
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Food Shopping 
Working Women Non-Working Women 

Behavior No Percent No Percent 

Facts that Effect the 
Respondent to Try a 
New Food Product 

I try it after my 
friends try it 14 35 20 50 
and like it. 

I like to try all 20 new food products 50 16 40 

I see them in the 
advertisements and 6 15 4 10 
become curious 

40 100 40 100 

Source: Questions 1-7 and 21 of the ~uestionnaire as 
Exhibited in Appendix 1. 

The above table shows that half of the working women 

shop once on weekdays, and more than half of the non-working 

women do not have a definite day and shop twice in a week. 

Half of the non-working women prefer to shop in the morning, 

whereas working women shop more in the evenings or after-

noon. 

Both workwives and housewives tend to shop alone and 

spend 1/2-1 hour for food shopping. One workwife and 2 

housewives said they shopped wi th friends. 

More than half of all wives prepare a list before 

going food shopping. 
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Half of the housewives shop in 3 stores for food, 

whereas workwives who shop in 2 or 3 stores add up to 75% 

of all the workwives in the sample. 

The mostly preferred food outlets are supermarkets 

which is followed by bakers for all women in the German 

sample. 

Half of the workwives like trying new food products 

whereas housewives only try a new food product after their 

friends have tried it and are pleased with it. 

According to the table on the following page, the 

most important criteria looked for in a food outlet for 

both work- and housewives is "cleanness and quality of 

outlet and products". This is fOllowed by "speed of ser­

vice" for workwives and "prices of products" for housewives. 

The third most important criteria for workwives is "price 

of products" and for housewives "friendliness of shop 

assistants". 

In the following part, findings on the hypotheses 

which is related to the shopping behavior of working and 

non-working women will be illustrated. 
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TABLE 4. CRITERIAS LOOKED FOR IN FOOD OUTLETS BY SURVEY RESPONDENTS IN GERMANY 

Cleannes & Quality Friendl iness of Closeness to Si ze of Outlet Price of 
Criteria Looked Speed of Service of Outlet & Products Shop Assistants Home & Assortments Products 

for in Food WW NWW WW NWW WW NWW WW NWW WW NWW WW NWW Outlets n=40 n=40 n=40 n=40 n=40 n=40 n=40 n=40 n=40 n=40 n=40 n=40 
(%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) 

Choice: Preference Rank 

1st 30 5 57.5 60 2.5 7.5 2.5 7.5 7.5 5 0 15 

2nd 20 7.5 25 12.5 0 20 7.5 22.5 17.5 7.5 30 30 

3rd 17.5 12.5 17.5 15 15 25 12.5 17.5 15 17.5 22.5 12.5 
~ 

N 4th 10 25 0 5 25 17 .5 15 25 25 10 25 17.5 

5th 20 25 0 5 32.5 30 15 2.5 17.5 17.5 15 20 

6th 2.5 25 0 2.5 25 0 47.5 25 17.5 30 7.5 5 

Mean(3) 4.22 2.67 5.22 5.10 2.40 3.57 2.25 3.30 3.20 2.32 3.50 3.80 
Stan Dev 1.59 1.44 0.78 1.35 1.17 1.21 1.48 1.28 1.38 1.53 1.31 1.88 

Source: Question 8 of the Questionnaire as exhibited in Appendix 1. 

(3) In order to calculate the means in this table, values from 1 to 6 were given to the respondents choices, where 
the first choice was given 6 points and the last (6th) choice, 1 point. That means that the higher the means 
are in value the more those criteria are looked for amongst respondents. 



2.1. Findings on the Relationship Between Food Shopping 

Behavior and Working Status (Hypothesis 1) 

The hypothesis that there is a difference in the . 

food shopping behavior of working and non-working women, 

was supported by the relationships shown below: 

TABLE 5. RELATIONSHIP BETWEEN SHOPPING BEHAVIOR AND 

WORKING STATUS IN GERMANY 

Variables 1/J2 ca1 d. f. 

a) Number of shopping trips 
made per week and working 17.76 2 0.05 
status. 

b) Day of the week food 
shopped for and working 5.07 2 0.10 
status 

c) Time of the day food 
shopped for and working 18.7 2 0.05 
status 

CV/cc 

0.47 

0.25 

0.52 

Half of the working women only shop once a week, 

whereas mo~e than half of the non-working wives shop twice 

in a week with a significance level of 0.10. Half of the 

workwives shop in the week, and more than half of the 

housewives do not have a definite day. Housewives prefer 

mornings or evenings and workwives prefer afternoons and 

evenings. This relationship is with 0.52, the strongest 

amongst all 3 relationships. 
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The results of the relationship between criterias 

looked for in outlets and working status also supported 

the hypothesis significantly. The respondents were asked 

to rank the given 6 cri terias according to importance and 

the results of the t-tests that were significant were as 

follows: 

TABLE 6. RELATIONSHIP BETWEEN CRITERIAS LOOKED FOR IN FOOD 
OUTLETS AND WORKING STATUS IN GERMANY 

Variables t-cal d. f. (l. 

Perceived importance of 
"speed of service" and 1. 980 78 o .05 
working status 

Perceived importance of 
"friendly attitudes of 4.87 78 o .05 salesmen" and working 
status. 

Percei ved importance of 
"distance of shop to 3 .5 78 0.05 
home" and working status 

Perceived importance of 
"si ze of the shop" and 2 .75 78 0.05 
working status. 

Although respond6nts believed "cleanness and quality 

of product and outlet" to be the most importance criteria, 

their further reatings differed, where significant diffe-

rences were found between working and non-working women. 

"Speed of service" was rated higher by workwives, whereas 

"friendly attitudes of salesmen" was rated higher by 

housewives. There was also a difference in how "size of 
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the shop" was rated. This criteria was perceived by work­

wives as being more important, compared to the housewives 

opinions. 

According to the mean responses given to the cri­

terias the following order of importance was found. 

Working Women Means 

a) Quality and cleanness of outlet and 
products. 5.22 

b) Speed of service 4.22 

c) Price of products 3.50 

d) Size of outlet/size of assortments 3 .20 

e) Friendliness of shop assistants 2.40 

f) Closeness to home. 2.25 

Non-Working Women 

a) Quality and cleanness of outlet and 
products 5.10 

b) Price of products 3 .80 

c) Friendliness of shop assistants 3 .57 

d) Closeness to home 3.30 

e) Size of outlet/size of assortments 2 .32 

f) Speed of se~vice 2.67 

As can be seen from above "price of products" is 

highly ranked by both groups of women. 
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In Section 3, the frequency analysis regarding the 

respondents' perceived advantages and disadvantages of 

ready made food will be presented. 

3. SUMMARY OF THE PERCEIVED ADVANTAGES AND DISADVANTAGES 

OF READY MADE FOOD BY RESPONDENTS IN GERMANY 

TABLE 7. THE PERCEIVED ADVANTAGES OF READY MADE FOOD BY 
RESPONDENTS IN GERMANY 

Working Women Non-Working Women 
Advantages 

No. Percent No Percent 

-
Time Saving 37 71.10 34 62.90 
Storing 11 21. 20 16 29.70 
Practical 1 1. 90 2 3 .70 
Other 3 5.80 2 3 .70 

52 100 54 100 

Source: Question 9 of the Questionnaire as Exhibited in 
Appendix 1. 

The table above shows that the advantage of ready 

made food mentioned most amongst all the women in this 

sample was: "Time saving", which was followed by "Storing". 

The advantages given and which has been put under 

the "Other" heading were as follows: 
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Working Women 

1. Children can cook alone. 

2. It.' s cheaper 

3. It saves energy 

Non-Working Women 

1. They have a big variety 

2. It's cheaper 

TABLE 8. THE PERCEIVED DISADVANTAGES OF READY MADE FOOD 

BY RESPONDENTS IN GERMANY 

Disadvantages 
Working Women Non-Working Women 
No. Percent No. Percent 

Expensive 6 9.35 7 10.70 

Lack of taste 28 43.80 28 43 

Lack of Vitamins 15 23.40 10 15.30 

Chemical additives 2 3.20 3 4.60 

Not fresh 7 10.90 14 21. 50 

Other 6 9 .35 3 4.60 

64 100 65 100 

Source: Question 9 of the Questionnaire as Exhibited in 
Appendix 1. 

According to the above table "Lack of Taste" was 

mostly critisized with regard to ready made food by all 

respondents. Secondly workwives stated the lack of vita-

mins in ready made foods as a disadvantage and housewives 

stated their not being fresh. 

The disadvantages given, which are in the "Other" 

part, are: 

117 



Workwives 

1. They are in ti·ns. 1. 

2 • They are too salty. 
2 • 

3 • They smell' bad. 

II. They are cooked to death. 

5. A deep freezer is necessary, 
for the frozen food. 

6. They have a lot of calories. 

Housewives 

I don't know what is in 
them. 

They are boring, not 
original. 

3.1. Findings on the Relationship Between Perceived 

Advantages and Disadvantages of Ready Made Food and 

Working Status (Hypothesis 2) 

The hypothesis that there is a difference in the 

way working and non-working women perceive the advantages 

and disadvantages of ready made food products was not 

supported significantly. 

Section II and 11.1 will be a summary of the "price 

consciousness" of respondents which will be followed by the 

related hypothesis and its findings. 
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4. SUMMARY OF RESPONDENTS' PRICE CONSCIOUSNESS IN GERMANY 

TABLE 9. PRICE CONSCIOUSNESS OF RESPONDENTS IN GERMANY 

Price Consciousness 

Action Taken, When a 
High Quality bur Ex­
pensive Food Product 
is Observed in a Store 

I buy it straight away 
(without any doubts) 

I make_price/quality 
comparisons elsewhere 
and buy the expensive 
product if I don't 
find the same quality 

I make price/quality 
comparisons and buy 
the cheaper one with 
a bit lower quality 

I buy a cheaper one 
without making 
compari sons. 

Tendency to Bargain 

I always try 

I sometimes try 

I can't bargain 

Willingness to go a 
Distance by Tl'ansport 
in order to make a 
cheaper food purchase 

Yes 
No 
Sometimes 

Working Women ,Non-Working 'Women 

No. PeFcent .. No. "Percent 

1 

33 

2 

4 

40 

3 

27 

10 

40 

4 
17 
19 

40 

2.5 

82.5 

5 

10 

100 

7 • 5 

67 .5 

25 

100 

10 
42.5 
47.5 

100 

3 

32 

1 

4 

40 

9 

17 

14 

40 

14 
8 

18 

40 

7 • 5 

80 

2.5 

10 

100 

22 .5 

42.5 

35 

100 

35 
20 
45 

100 

Source: Questions 10, 11, 12 of the Questionnaire as 
Exhibited in Appendix 1. 
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The preceeding table shows that a very high majority 

of all respondents make price/quality comparisons and try 

to buy a high quality food product for the best price. 

More than half of the workwives "sometimes" try to 

bargain, and housewives "sometimes" try, or can't bargain. 

When asked whether the workwives are willing to go 

a distance by transport in order to make a cheaper food 

purchase, the answers were mainly "no" or "sometimes". 

Housewives appeared to be more ready to make such a trip. 

4.1. : Findings on the Relationship Between Price Con­

sciousness and Working Status (Hypothesis 3): 

The hypothesis that there is a difference in how 

price conscious working and non-working women are supported 

by two relationships s;gnificantly. 

TABLE 10. RELATIONSHIP BETWEEN PRICE CONSCIOUSNESS AND 

WORKING STATUS IN Gf.RHANY 

Variables 

. Tendenc)' to bargain and 
working status 

Willingness to go a 
distance by transport in 
order to make a cheaper 
purchase 
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d. f. a cv Icc 

5.19 2 0.10 0.25 

8.8 2 0.05 0.33 



At a significance level of 0.10, the majority of 

workwives and housewives "sometimes" bargain, which was a 

comment supported stronger by workwives than housewives. 

On the other hand, housewives who "always" bargain are 

more than workwi ves who "always" bargain. 

Housewives were more willing to go a distance by 

transport, in order to make a cheaper purchase than work­

wives. Workwives who said "no" or "sometimes" added up 

to 90%, whereas housewives who said "yes" or "sometimes" 

was 80%. (Significance level 0.05.) 

Both relationships have low stength of associations. 

In the next section, the frequency analysis of the 

German survey respondents food preparing behavior will 

be shown. 

5. SUMMARY OF RESPONDENTS' rOOD PREPARING BEHAVIOR IN 

GERMANY 

More than half of both groups of respondents pre­

pared food before the meals and spent 1/2-1 hour in cooking 

it. They also mainly served cakes, etc. baked at home for 

their guests for tea. No respondent had somebody else bake 

for them. Seven workwives and three housewives said they 

served a combination of home-made cakes and cakes bought 
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TABLE 11. FOOD PREPARING BEHAVIOR OF RESPONDENTS IN 

GERMANY 

Food Preparing Behavior 

Time Spent for Food 
Preparation 

1/2 hour 

1/2 - 1 hour 

1 hour or more 

Time When Food is 
Prepared 

Before meal 

In the morning 

The night before 

When I have time 

What is Served to 
Guests for Tea? 

Cakes, etc baked by me 

Cakes, etc bought from 
the bakery 

Cakes, etc baked for 
me by somebody else 

Do both my own baking 
and buy from the 
bakery 

Working Women 

No. 

3 

27 

10 

40 

30 

2 

1 

7 

40 

30 

3 

o 

7 

40 

Percent 

7. 5 

67 .5 

25 

100 

75 

5 

2 .5 

17.5 

100 

75 

7.5 

o 

17.5 

100 

Non-Working Women 

No. 

5 

23 

12 

40 

27 

9 

4 

o 
40 

37 

o 

o 

3 

40 

Percent 

12.5 
57.5 

30 

100 

67.5 

22 .5 

10 

o 
100 

92.5 

o 

o 

7 .5 

100 

Source: Questions 13, 14 and 16 of the Questionnaire 
Exhibited in Appendix 1. 

from the bakery, or what they did depended on the time 

they had on that day. These are the findings presented 

in the table above. 
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The next section will show the statistically signi­

ficant relationships, regarding food preparing behavior 

and working status. 

5.1. Findings on the Relationship Between Food Preparing 

Behavior and Working Status (Hypothesis 4): 

The hypothesis that there is a difference in the 

way working and non-working women prepare food was suppor-

ted by the food they prepared when entertaining guests for 

tea. 

TABLE 12. RELATIONSHIP IN FOOD PREPARING AND WORKING 

STATUS IN GERMANY 

Variable d. f. cv/cc 

"Wha t is served to 
guests for tea?" and 
working status. 

17.3 1 a • a 5 

Although the majority of both working and non-

working women baked for their guests themselves, some 

0.50 

working women bought cakes from the bakery or did both 

depending on whether they had time or not. There was no 

housewife who only bought from the bakery, but some house­

wi ves sa l.d it depended on the time they had, what they 

offered. The relationship at a 0.05 significance level 

has moderate association (0.50). 
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The coming section will study the eating habits of 

German respondents with the aid of frequency tables and 

statistical analysis. 

6. SUMMARY OF RESPONDENTS' EATING HABITS IN GERMANY 

TABLE 13. EATING HABITS OF RESPONDENTS IN GERMANY 

Working Women Non-Working Women 
Eating Habits 

No. Percent No. Percent 

MealS Eaten Together 

Breakfast 30 45.46 30 40.5 

Lunch 3 4.54 7 9 .5 

Dinner 33 50 37 50 

66 100 74 100 

Number of Meals Eaten 
Together 

1 17 42.5 13 32.5 

2 20 50 20 50 

3 3 7.5 7 17.5 

40 100 40 100 

Frequency of Eating Out 

Once a week 2 5 4 10 

Twice a week or more 4 10 2 5 

Once a month 26 65 8 20 

Twice a month 2 5 3 7 .5 

Others 6 15 23 57 .5 

40 100 40 100 

Source: Questions 15 and 16 of the Questionnaire as 
Exhibi ted in Appendix 1. 
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The above table shows that half of all the respondents 

in this sample eat 2 meals a day with their family. these 

being mainly dinner and breakfast. 

Workwives tend to eat out once in a month, whereas 

housewives eat out less than once in a month. Both of 

these findings represent more than half of each group of 

women. 

6.1. Findings on the Relationship Between Eating Habits 

and Working Status (Hypothesis 5) 

The hypothesis that working and non-working wives' 

eating habits are different was only supported by their 

frequency of eating out, as shown in the table below: 

TABLE 14. RELATIONSHIP BETWEEN EATING HABITS AND WORKING 

WORKING STATUS IN GERMANY 

Variable 

Frequency of eating out 

1jI 2 cal 

17. 3 

d. f. 

1 

<X cv/cc 

0.05 0.50 

82.35% of all workwives eat out once or twice a 

month, whereas 67.65% of all housewives eat out less than 

once a month, which shows that workwives eat out of the 

home more frequently than housewives. 
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In the next section, it will be discussed how 

strongly the respondents are effected by advertisement 

and by which media. 

7. SUMMARY OF RESPONDENTS' RECEPTIVENESS TO ADVERTISEMENTS 

IN GERMANY 

TABLE 15. RESPONDENTS TO ADVERTISEMENTS IN GERMANY 

Receptiveness to 
Advertisements 

Number of Respondents 
who remembered a food 
advertisement. 

The media the advertise­
ment is seen or heard 

Television 

Radio 

Magazine/Newspaper 

Working Women 

No. Percent 

21 

16 

6 

6 

28 

52 .5 

57 .2 

21.4 

21.4 

100 

The reasons for Remembering 
the advertisement. 

Accidental 

Nice, Happy atmosphere 

Likes the product 

Music, voice 

It's a product I use 

Appetising 
Very annoying/stupid 

Other 

3 

2 

2 

4 

1 

o 
2 

4 

18 

16.66 

11.11 

11.11 
22.22 

5 .55 

o 
11.11 
22.22 

100 

Non-Working Women 

No. Percent 

22 

17 

10 
5 

32 

o 
4 

3 

4 

2 

3 

o 
3 

19 

55 

53.2 

31.2 

15.6 

100 

o 
21. 05 

15.79 

21. 05 

10.53 

15.79 

o 
15.79 

100 

Source: Questions 18, 19 and 20 of the Questionnaire as 
Exhibited in Appendix 1. 
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According to the table above, slightly more than 

half of the working and non-working women remembered a 

food advertisement, where more than half of these watched 

it on television. 

The "music" and "voil"'es" were the attributes of the 

advertisement which were remembered most by both groups, 

together with the "nice, happy atmosphere" stated by house­

wives and many varying responses by workwives, which are 

summarized under the "other" heading. These are: 

Workwives Housewives 

Repetition of the adver-
tisement 

Be ing original 

Giving good recipes 

Giving stickers 

Children showed the adver­
tisement 

The slogan 

Knowing the product 

7.1. Findings on the Reli'ltionship Between Respondents' 

Receptiveness to Advertisements and Working Status 

(Hypothesis 6) 

The hypothesis that there is a difference between 

working and non-working women in their receptiveness to 

advertisement was rejected. 

The following sections will summarize and discuss 

the findings related to certain aspects of the respondents' 

lifestyles. 
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8. SUMMARY OF RESPONDENTS' LIFESTYLES IN GERMANY 

TABLE 16. LIFESTYLES OF RESPONDENTS IN GERMANY (I) 

Lifestyles 

Homel iness 

I like to stay at 
home. 

I like to improve 
my house. 

In the evening I 
would rather stay 
at home than go out. 

Innovat i veness 
I often try new brands 
before people in my 
surroundi ngs do. 

I like to try new and 
different things. 

I like to dress well. 
My friends often come 

to me for advice. 

Se If Confidence 
I trust myself. 
I 1 ike entering 
competitions. 

Frustration 
I f I ha d my 1 i fe to 
1 ive over I would 
sure do some things 
differently. 

I often wish for the 
good old days. 

I have a good future 
ahead of me. 

Social ness 
I like parties where 
there is a lot of 
music and tal k. 

We generally have 
friends to dinner at 
least once or twice 
a month. 

I prefer to live in a 
big city than a small 
town. 

Intellectualness 
I read a newspaper or 
magazine every day. 

relevision is a good 
free-time occupation. 

~ork Overload 
I sometimes have to do 
things which I don't 
really have the time 
and energy for. 

I don't ever seem to 
have time for myself. 

I feel I have to do 
things hastily and 
maybe less carefully 
in order to get 
eve ryth i ng done. 

Work i ng Women 
It describes It partially 

me well describes me 
(%) (%) 

25 

85 

62.5 

12.5 

35 

72.5 

12.5 

72.5 

15 

25 

5 

47.5 

15 

35 

35 

80 

7.5 

80 

60 

62.5 

" 

55 

15 

35 

30 

60 

25 

67.5 

27.5 

22.5 

50 

30 

40 

65 

25 

5 

7.5 

67.5 

7.5 

2.5 

32.5 

It doesn't 
describe me 

(%) 

20 

o 

2.5 

57.5 

5 

2.5 

20 

o 

62.5 

25 

65 

12.5 

20 

40 

60 

12.5 

25 

12.5 

37.5 

5 

Non-Working Women 
It describes It partially 

me well describes me 
(%) (%) 

55 

90 

30 

15 

35 

75 

12.5 

72 .5 

25 

37.5 

15 

25 

20 

32.5 

17.5 

87.5 

12.5 

37.5 

10 

2.5 

42.5 

7.5 

57.5 

32.5 

47.5 

17.5 

55 

27.5 

25 

40 

27.5 

67.5 

40 

37.5 

20 

10 

47.5 

35 

30 

12.5 

30urce: Questions 24-45 of the Questionnaire as exhibited in Appendix 1. 

It doesn't 
describe me 

(%) 

2.5 

2.5 

12.5 

52.5 

17.5 

7.5 

32.5 

o 

50 

22.5 

57.5 

7.5 

40 

30 

62.5 

2.5 

40 

27.5 

60 

85 

Mean Stan. Oe~ 

WW NWW WW NW~ 

2.05 2.52 0.67 O.~ 

2.85 2.87 0.36 0.4 

2.6 2.17 0.53 0.6 

1.55 1.62 0.71 0.7 

2.3 2.17 0.55 0.7 

2.7 2.67 0.50 0.6 

1.92 1.8 0.76 0.6 

2.75 2.75 0.66 0.6 

1.52 1.75 0.75 0.8 

2.00 2.15 0.71 0.7: 

1.4 1.57 0.69 0.7; 

2.35 2.17 0.69 0.5' 

1.95 1.8 0.59 0.7! 

1.95 2.02 0.86 0.7! 

1.75 1.55 0.95 0.7! 

2.67 2.85 0.69 0.4~ 

1.67 1.72 0.56 0.6£ 

2.6 2.1 0.69 0.82 

2.22 1.5 0.96 0.6i 

2.7 1.17 0.6 0.42 

In order to calculate the means in this table, values from 1 to 3 were given to the respondents choices, where: 
'It describes me well" was rated 3 points, "It partially describes me" was rated 2 points and "It doesn't describe 
ne at all" was rated 1 point. 



TABLE 17. LIFESTYLE OF RESPONDENTS IN GERMANY (II) 

I totally agree I partially agree I partially don't I don't agree I don't know Mean Stan. DE 

Lifestyle agree 
WW NWW WW NWW WW NWW WW NWW WW NWW WW NWW WW NI 
(%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (j 

n=40 n=40 
Role Identity 
Politics is a man's 
affair. 2.5 7.5 25 2.5 62.5 62.5 32.5 37.5 0 0 1. 75 1.9 0.57 O. 

The husband of a 
work i ng woman 
should help her 
wi th the house 
work. B2.5 82.5 17.5 15 0 0 0 2.5 0 0 3.8 3.77 0.37 O. 

Men and women have 
equal rights today. 55 30 37,5 62.5 7.5 7.5 0 0 0 0 3.47 3.23 0.63 O. 

In Germany it is 
difficult for women 
to be promoted in 
their jobs. 32.5 50 65 40 2.5 2.5 0 7.5 0 0 3.30 3.32 0.52 O. 

For the same job 
women earn 1 ess 
in Germany. 65 37.5 25 45 0 5 10 12.5 0 0 3.45 3.07 0.92 O. 

Conservat i veness 

Fil ms shou 1 d be 
censured. 15 22.5 60 60 15 15 10 2.5 0 0 2.8 3.02 0.82 O. 

There· is too much 
emphas i s on sex 
today. 42.5 57.5 32.5 27.5 17.5 7.5 7.5 7.5 0 0 3.1 3.35 0.95 O. 

Today most people 
don't have enough 
discipl ine. 40 32.5 42.5 55 15 2.5 2.5 10 0 0 3.2 3.1 0.78 O. 

Today, more rights 
are given to youths. 72 .5 80 22.5 20 2.5 0 2,5 0 0 0 3.65 3.8 0.65 0., 

Obedience and respect 
are the most impor-
tant values that 
can be taught to 
a child. 25 32.5 55 37.5 20 30 0 0 0 0 3.05 3.02 0.67 O. 

Source: Questions 45-54 of the Questionnaire as exhibited in Appendix 1. 

In order to calculate the mean in this table, values from 1 to 4 were given to the respondents choices, where: 
"I totally agree" equaled 4 points, "I partially agree" equaled 3 points, "I partially disagree" equaled 2 points 
and "I don't agree at all" equaled 1 point. "I don't know" wasn't given a value. 



According to the above "Lifestyle" table, German 

women in this survey claim that all the "homeliness" 

sentences describe them well or partially describe them, 

with one exception, this being "I dress classically", which 

did not describe them at all, or partially describe them. 

The sentence, "I like to improve my house" was very strong­

ly supported by all respondents. Amongst the "Innovative­

ness" sentences no significant differences was seen be­

tween workwives and housewives, either, "I like to try new 

and different things" and "I like to dress well" described 

respondents well or partially, whereas "I often try new 

brands" and "My friends often come to me for advice" par­

tially describe them or does not describe them at all. 

All respondents trust themselves but are not keen 

on entering competitions. 

From the frustration sentences it is seen that more 

than half of all respondents do not wish for the good old 

days to come back and approximate 75% of working women 

and non-working women believe that "If I had my life to 

live over .1 would sure do somethings differently" and "I 

have a good future ahead of me" describe them well or 

partially. 

All the "Socialness" sentences described the working 

and non-working women partially, their mean values tending 
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more towards "not" describing. 

A high percentage of women read a newspaper or maga­

zine every day, but watching television described them 

partially or not at all. 

More than half of all workwives described themselves 

as having work overload, whereas housewives did not des­

cribe themselves in such a way. 

With regard to "Role Identity", most women totally 

or partially agree on that, husbands of a working wife 

should help her with the housework, that men and women 

have equal rights today, but that it is difficult for 

women to be promoted in their jobs and that for the same 

job, women earn less in Germany. Again, the majority of 

all women do not agree or partially do not agree that po­

litics is a man's affair. 

Amongst the "Conservativeness" sentences, more than 

half of the respondents partially agree that films should 

be censured. The majority also agree, or partially agree 

that sex is overemphasized today and that most people do 

not have enough discipline. A very high majority of all 

respondents totally agree that more rights are given to 

the youth and partially or totally agree that obedience 

and respect are the most important values that can be 
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taught to a child. 

The mean values of this table was calculated in the 

same way the Turkish lifestyle sentences were calculated. 

The next table: "Respondents' Child Upbringing 

Opinions" is also a part of the "Conservativeness" compo-

nent. 

TABLE 18. RESPONDENTS' CHILD UPBRINGING OPINIONS IN 

GERMANY 

Child Upbringing 
Opinion 

Can a Working Mother 
Bring her Children 
Up Well? 

No 

Yes 

Working Women 

No. Percent 

3 

37 

7.5 

92 .5 

Non-Working Women 

No. Percent 

16 

24 

40 

60 

Source: Question 22 of the Questionnaire as Exhibited 
in Appendix 1. 

Whilst a very strong majority of workwives believe 

that working women can bring up children well, a smaller 

majority of housewives feel the same way, which can be 

observed in the table above. 
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TABLE 19. RESPONDENTS LEISURE TIME ACTIVITIES IN GER}UWY 

Leisure Time 
Activi ties 

Number of Leisure Time 
Acti vities 

Have no time 

1 

2 

3 

4 

5 or more 

Type of Leisure Time 
Activities 

Knitting, sewing, 
handwork 

Sport 

Walking 

Listening to music 

Reading 

Watching TV 

Entertaining my 
children 

Others 

Working Women 

No. Percent 

8 

8 

11 

6 

4 

3 

40 

19 

14 

10 

1 

19 

4 

3 

11 

81 

20 

20 

27.5 

15 

10 

7.5 

100 

23.45 

17.28 

12.34 

1. 2 3 

23.45 

4.93 

3.70 

13.58 

100 

Non-Working Women 

No. Percent 

5 

11 

6 

8 

3 

7 

40 

28 

15 

8 

4 

22 

5 

2 

11 

95 

12.5 

27 • 5 

15 

20 

7.5 

17 .5 

100 

29.47 

15.78 

8.42 

4.22 

23.16 

5.26 

2.10 

11. 57 

100 

Source: Question 23 of the Questionnaire as Exhibited in 
Appendix 1. 

The table above indicates that 2 free-time activi-

ties were stated most by workwives, whereas housewives 

mostly gave 1 response. The most commonly stated activi­

ties by all respondents were knitting, sewing, handwork 

and reading. 
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There were also many activities mentioned a few 

times by one group but not by the other. These were put 

into the "other" section and are as fOllows: 

Working Wives No. of Times Mentioned 

Theatre/cinema 2 

Baking 1 
Travelling 2 

Playing games 4 

Visiting friends 4 

Non-Working Wives No. of Times Hentioned 

Dancing 1 

Gardening 7 
Languages 1 

Cooking exotic foods 1 

Resting 1 

8.1. Findings on the Relationship Between Respondents' 

Various Life Style Components and Working Status 

(Hypotheses 7 to 15) 

In this section all hypotheses reg'irding the di.ffe·-

rences of working and non-working women and the discussed 

life-style components will be discussed. 

A) Hypothesis 7: "Homeliness" and Work Status 

The hypothesis that there is a difference in the way 

the working and non-working women identify themselves with 
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the "Homeliness" statements was supported by two state­

ments, these being: 

TABLE 20 RELATIONSHIP BETWEEN "HOMELINESS" AND WORKING 

STATUS IN GERMANY 

Variables t-cal d. f. ex 

I like to stay at home 3.45 78 o .05 

In the evening I would 
rather stay at home than 3 .26 78 0.05 
go out. 

Staying at home describes more than half of the 

housewives well (mean value: 2.05), whereas it partially 

describes the workwives by the same amount (Mean Value: 

2.52). Moreover the majority (Mean Value: 2.6) of work-

wives would prefer to stay at home in the evenings instead 

of going out, which partially describes the housewives 

(Mean Value = 2.17). 

B) Hypothesis 8: "Innovativeness" and Working Status 

The hypothesis that there is a difference in the 

innovativeness of working and non-working women was not 

supported by the given data. 
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C) Hypothesis 9: "Self-Confidence" and Working Status 

The hypothesis that there is a difference between 

working and non-working women in how self-conficent they 

are was not supported by given data either. 

D) Hyposthesis 10: "Frustration" and Working Status 

This hypothesis, that there is a difference in the 

degree of frustration of the working and non-working wo­

men was also not supported by the data. 

E) Hypothesis 11: "Socialness" and Working Status 

Another hypothesis regarding the life style of 

women is that there is a difference between working and 

non-working women in how social they are. This hypothesis 

was also not supported by the data significantly. 

F) Hypothesis 12: "Intellectualness" and Working Status 

The hypothesis that there is a difference in the 

intellectual level of working and non-working women was 

also not supported by significant relationships. 
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G) Hypothesis 13: "Work Overload" and Working Status 

The hypothesis that there is a difference between 

working and non-working women in their feelings of work 

overload was supported by the data significantly. 

TABLE 21. RELATIONSHIP BETWEEN "WORK OVERLOAD" AND 

WORKING STATUS IN GERY~NY 

Variables t-cal d.f. 

a) I sometimes have to do things 
which I don't have the time 3.125 78 and energy for, and working 
status. 

b) I don't ever seem to hAve time 
for myself, and working status 4 78 

c) I feel I have to do things 
hastily and maybe less care-
fully in order to get every- 12.8 78 
thing done, and working 
status. 

0.05 

o .05 

o .05 

Over half of the workwives claimed that the above 

three statements described them very well (Mean Values: 

2.6, 2.22, 2.7 respectively), whereas the majority of 

housewives felt they did not describe them at all (Mean 

Values = 2.1, 1.5, 1.17 respectively). 

H) Hypothesis 14: "Role Identity" and Working Status 

The hypothesis that there are differences in the 

roles working and non-working women identity themselves 
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with was supported by 2 relationships significantly, as 

shown below: 

TABLE 22. RELATIONSHIP BETWEEN "ROLE IDENTITY" AND WORKING 

STATUS IN GERMP~Y 

Variables 

a) "Men and women have equal 
rights today" and working 
status 

b) "For the same job women earn 
less in Germany" and working 
status 

t-test d.f. a 

1. 815 78 0.10 

1. 78 78 0 . 10 

More than half of the workwives totally agree that 

men and women have equal rights (Mean Value = 3.47) but 

that women earn less than men in Germany (Mean Value = 3.30). 

Housewives on the other hand "partially" agree with 

these statements (Mean Values = 3.23, 3.32 respectively). 

Both relationships have a significance level of 0.10. 

J) Hypothesis 15: "Conservativeness" and Working Status 

The hypothesis that there is a difference in the 

conservativeness of working and non-working women was not 

supported by data significantlY· 
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K) Hypothesis 16: "Free Time Acti vi ty" and Working Status 

The hypothesis that there is a difference in the types 

of free-time activities of working and non-working women 

was also not supported significantly by the data. The free 

time activities stated by respondents did not show a dif­

ference between workwives and housewives. 

In the next section, a summary of working women's 

opinions concerning their jobs will be presented. 

9. SUMMARY OF WORKING WOMEN'S OPINIONS CONCERNING THEIR 

JOBS 

The table below shows that almost 100% of all work­

wives are pleased or partially pleased with their jobs 

and more than 50% work due to financial reasons. 85% have 

been working for more than 5 years and 87.5% can not think 

of sitting at home until they retire. Again, a very high 

percent (97.5%) see their jobs as "just a job". 

In the following section, the findings and conclusions 

of the German field study together with their implication 

to the German marketer will be presented. The implications 

to the researcher are the same as the implications presen­

ted for the Turkish researcher on pages 
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TABLE 23. GERMAN WORKING WOMEN'S OPINIONS CONCERNING 

THEIR JOBS 

Working Women and Their Jobs 

Are you Pleased with your Job? 

Yes 
No 
Partially 

Why are you working? 

I have to work due to financial 
reasons 

To buy myself small luxuries. 

Because I get bored sitting 
at home 

For self-realization 

Other 

Number of Working Years 

5 years or less 
5 - 10 
11 or more 

How Long do You Intend to 
Continue Working? 

I intend to work as long as I 
have to financially 

I intend to work until I have 
a child 

I can't think of sitting at 
home until I retire 

Other 

Do you see your job as "j us t a job" 
or as a "career"? 

Just a job 
A career 
Other 

Number 

30 
1 
9 

23 

2 

9 

6 

o 

5 
10 
16 

4 

1 

3S 

o 

39 
1 
o 

Percent 

75 
2 • 5 

22 • 5 

57 .5 

5 

22 .5 

15 

o 

12.5 
45 
40 

10 

2.5 

87 • E. 

o 

97.5 
2 • 5 
o 

Source: Questions 67-71 of the Questionnaire as Exhibited 
in Appendix 1. 
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CONCLUSIONS OF SURVEY FINDINGS IN GERMANY AND ITS IMPLI­

CATIONS TO THE MARKETER 

In this section the findings of the field study will 

be given together with their implications to the marketer. 

SHOPPING BEHAVIOR 

According to the survey findings in Germany, work­

wives shop once a week and during week days for food. They 

generally shop in the evenings or afternoons. 

Housewives, on the other hand, shop twice a week, 

have no definite day, but prefer mornings and evenings. 

Cleanness and quality of product and outlet are the 

criterias lOOked for by a high percentage of German women, 

where speed of service and size of shop are valued higher 

by workwives than by housewives who rate friendly attitudes 

of salesmen higher. Most women shop alone, but some work­

wives go with their husbands. A high percentage of all 

women also prepare a list before shopping for food. 

Supermarkets and bakers were the most used food out­

lets by all women, these being followed by hypermarkets, 

which are bigger supermarkets. 
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- THE PERCEIVED ADVANTAGES AND DISADVANTAGES OF 

READY MADE FOOD 

"Time Saving" was the most stated comment as the 

advantage of ready made food and the disadvantages mainly 

varied between "lack of tast and vitamins, not being fresh 

and expensiveness". 

PRICE CONSCIOUSNESS 

Workwives bargain more but are not ready to travel 

in order to make a cheaper food purchase. 

A high percentage of all women make price/quality 

comparisons, and try to buy high quality food for the best 

price. 

FOOD PREPARATION 

Almost al::" \-1omen bake for thpir guests for tea, but 

some workwives also buy from the bakery. 

Most women spend 1/2 to 1 hour for food preparation 

and prepare food before meals. 
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EATING HABITS 

Dinner is the meal where most families eat together, 

and workwives eat out more often. 

RECEPTIVENESS TO ADVERTISEMENTS 

Food advertisements were only remembered by 53.75% 

of all women of which 55.2% saw the advertisement on tele­

vision. 

IMPLICATIONS TO THE MARKETER 

The findings which are given above regarding food 

shopping behavior show that workwives shop either in their 

lunch breaks or after work and naturally prefer big outlets 

and speedy service, where food shopping can be done as 

fast as possible. 

The food product marketer in Germany will need to 

use all kinds of marketing strategies as almost all women 

shop in big outlets like supermarkets and hypermarkets 

where there are many brands of each product, and the shop­

pers have the possibility to make price and quality com­

parisons quite easily. The shoppers also come in with a 

list of what they intend to buy, which necessitates a lot 

of marketing efforts to attract them to buy different 

142 



items not included in their lists. This can be done 

through quality, convenient pricing, packaging or place 

of display. 

One pOint that can be suggested to marketers is to 

hold sales in the evenings or on Sundays as German women 

have very limited shopping time in the evenings due to all 

shops closing at 17: 30 • Privately ol-'l1ed small food shops 

could especially take advantage out of this, where they 

can also attract housewives by friendly and more personal 

attitudes, too. 

In all, it appears that all German women and espe­

cially workwives, the convenience aspect of shopping is 

very important. This can lead to the fact that food pro­

ducts and the act of acquiring it is quite dependent on 

the convenience aspect. 

In this case it may be effective for food outlets 

to offer full and fast service, to make credit available 

accepting credit cards, good location with parking and a 

large assortment together with reasonable prices, as a 

high percentage of German women are quite price conscious. 

Outlets might also find that the trend of workwives' 

husbands shopping with them is accelerating which may pro­

vide a need to promote dual sex. 
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The ready made food producers should put stress on 

time saving with their promotions and should try to change 

the image of lacking freshness and vitamins. 

LIFE STYLE COMPONENTS 

The results from the life style characteristics 

which will help the marketer to get to know women better 

will be given in the following paragraphs. 

Housewi ves like staying at home but are more keen 

than workwives to go out in the evening. 

Workwives strongly feel that they have work overload. 

Workwives believe in the fact, more than house,,:::'ves, that 

men and women have equal rights today, but they also be­

lieve more than housewives that for the same job women 

earn less in Germany. 

A majority of all German women prepare a list before 

going food shopping. 

German women make price/quality comparisons when 

food shopping. 

German women like to improve their homes and like to 

dress well. 
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German women read a newspaper or magazine every day. 

Both housewives and workwives believe that husbands 

of workwives should help them with their housework. 

As with the Turkish case, the German findings also 

indicate that women should not be accepted as a market as 

a whole, and that working women are a market segment on 

their own with certain demands and characteristics. 

The implications of this German study to the re­

seacher is like the Turkish implications as both the German 

and the Turkish cases were exactly the same with regard 

to the informations gathered and methodology. 
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A P PEN D I X 3 

CROSS-TABULATION TABLES 
FOR THE TURKISH STLmy 



CROSS TABULATIONS CONCERNING TURKISH WOMEN'S FOOD SHOPPING 

BEHAVIOR 

1. 

# of 
ping 
made 

we 

1jJ 2 ca1 

Working 

Shop Status 

trips 
per 

ek 

1 

2 

3 or more 

= 12. 3 

1jJ2 table = 5.99 

CI. = 0.05 

d.f. = 2 

cv = 0.39 

17 

7 

16 

40 
(50) 

Yes No 

4 . 
21 

r=80.9 r= (26.2 c=42.5 c= 
5 ) 

(21.25) ( 5) 

17 
24 

r=29.16 r=70.83 ( 30 ) 
c= c= 

(8.75) (21.25) 

19 

r=54.3 35 r=45.7 (43. 
c=40 c=47.5 75) 

(20) (23.75) 

40 80 
(50) (100) 
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2 • 

3 • 

Wbrking 
Status 

Day 0 

Week 
Shopp 

f the 
Food 
ed for 

M onday-Friday 

S aturday 

N o Special 

\j!2ca1 
\j!2tab1e 

et 
d.f. 

Time of 
Day Food 
Shopped 

Mor 

Eve 

No 

Day 

= 6.34 
= 5.99 
= o .05 
= 2 

Working 
tatus 

for 

ning 

ning 

Special 
Time 

w2 cal = 23. 92 

4 

22 

14 

40 
( 50) 

7 

22 

6 

35 
\j!2 tab1e = 5. 99 (51.5) 

et = 0.05 
d.f. = 2 
cv = 0.55 

Yes No 

10 

r=28·6 r=71.4 
c=10 c=25 14 

( 5) (12.5) 07.5) 

6 

r=78 .6 r=21. 4 
c=55 c=15 28 

(27.5) ( 7 .5) ( 35) 

24 

r=36.8 r=63.2 
c=35 c=50 38 

(1.7.5) ( 30) (47.5) 

40 80 
(50) (100 ) 

cv = 0.28 

Yes No 

17 

r=29 r=71 
c=17.5 c=4.25 24 

(8.75) (21.25) ( 35.3 

2 

r=91.7 r=8.3 
c=55 C=:.J 24 

(27.5) C2 .5) (35.3) 

14 

r=30 r=70 
c=15 c=35 20 

(7 .5) (17.5) (29.4) 

33 58 
(48.5) (100 ) 
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4. 

People r 
Shopping 
Done Wit 

Working 
ood Status 

h 

A lone 

With 

Child 
Ot 

Husband 

ren or 
her 

1jJ 2cal = 6.71 
1jJ2 table = 5.99 

5 • 

Cl = 0.05 
d. f. = 2 
cv = 0.29 

Tim 
Spe 
for 

Sh 

Working 
e Status 
nt 

Food 
opping 

1 hour or 
less 

1 - 2 hours 

17 

19 

36 
(50) 

18 

12 

10 

40 
(SO) 

Yes 

r=50 

Yes 

r=41.9 
c=45 

(22.5) 

r=80 
c=30 

(15 ) 

r=45.5 
c=2S 

(12.5) 

c=42.S 
(23.6) 

r=SO 
c=47.5 

(26.4) 

17 

19 

36 

No 

25 
r=58.1 
c=62.5 43 

(31.25) (53.75 

3 

12 

40 
(SO) 

No 

r=50 

r=20 
c=7.5 

(3.75) 

r=54.S 
c=30 

(1S) 

c=42.5 
(23.6) 

r=SO 
c=47.S 

(24.4) 

15 
(18.75 

22 
(27.5) 

80 
(100 ) 

34 
(47.2) 

38 
(S2.8) 

72 
(50) (100) 
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6 • Working 
d Status 
g 

Way Foo 
Shoppin 
Decisio ns are 

made 

I WI' 

I kn 
am g 
befo 
the 

ite a list 

"-". 

OW what I 
oing to buy 
re enterinl; 
shop 

cide what 
uy when I 

I de 
to b 
ente l' the shop 

7. Working 
l' Status Numbe 

of 
vis 

shops 

1jJ 2 ca1 = 
1/,2 table = 

= 
d.f. = 
cv = 

4 

i ted 

1 or 2 

3 

or more 

7.79 
5.99 
0.05 
2 
0.31 

14 

18 

8 

40 
( 50) 

15 

14 

11 

40 
( 50) 

Yes No 

14 

1'=50 1'=50 
c=35 c=35 28 
07.5) 07.5 ) ( 35 ) 

16 
1'=52.9 1'=47.1 
c=45 c=40 34 

(22.5 (20 ) (42.5) 

10 
1'=44.44 1'=55.55 
c=20 c=25 18 
(0) 02.5) (22.5) 

40 80 
( 50) (100) 

Yes No 

7 

1'=68.2 1'=31. 8 
c=37.5 c=17.5 22 

08.75 (8.75) (27.5) 

10 
1'=58.3 1'=41.7 
c= 35 c=25 24 

(17.5) (12.5) ( 30) 

23 
1'=32.4 1'=67.6 
c=27.S c=57.5 311 

(13.75 (28.75) (42.5) 

40 80 
(50) (100 ) 
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8. 
Outlet 
Prefer 

Gro 

Sup 

Working 

ences Status 

cer 

ermarket 

Mar ket 

Del icatessen 

Bak ery 

7 

35 

8 

9 

10 

69 

Yes No 

14 
r=33.33 r=66.66 
c=10 c=14.9 

(42.9) (85.8) 

27 
r=56.5 r=43.5 
c=50.7 c=28.8 

(21.5) (16 .6) 

17 
r=32 r=68 
c=l1. 6 c=18.2 

(49.1) (10.4) 

14 
r=39.2 r=60.8 
c=13 c=14.9 

( 5 .5) ( 8 .6) 

22 
r=31.25 r=68.75 
c=14.5 c=23.2 

(6.13) (13.49) 

94 
(42.3) (57.7) 

lj!2cal = 8.79 
lj!2 table = 7.78 

a = 0.10 
d .f. = 4 
cv = o .23 

9. Working 
Advanta 
of read 
made fa 
stated 

ge Status 
y 
od 

Time 
Saving 

Storing 

Practical 

o • 35 

Yes No 
c-- --r------------

32 29 
r=52.5 r=47.5 
c=80 c=72.5 

( 34.4) (31.2) 

6 4 
r=60 r=40 
c=15 c=10 
(6.4) ( 4 . 3) 

13 9 
r=59 r=41 
c=32.5 c=22.5 

(13.9) (9 .6) 

51 42 
(54.8) (45.2) 
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21 
(12.8) 

62 
(38 ) 

25 
(15.3) 

23 
(14.3) 

32 
(19.6) 

163 
(100 ) 

61 
(65.0) 

10 
(10.7) 

22 
(23.7) 

93 
(100) 



10. Working 
Disadvant 
of ready 
food stor 

ages Status 
made 
ed 

L ack of Taste 

6 

Lack of Vitamins 

13 

Lack of 
Freshness 

4 

1jJ 2 ca1 = 6.34 
5.99 
0.05 
2 
0.28 

23 
1jJ2 tab1e = (46.9) , = ~ 

d. f. = 
cv = 

11 • Working 
en 
h 

Action tak 
when a hig 
quality bu 
expensive 
product is 
in a store 

Status 

t 
food 

ob served 

Price/ 
quality 
comparison 
are not 

made 

rice/quality P 
c ·omparisons 

are made 

28 

12 

40 

Yes No 

11 
r=26.66 r=73.33 
c=17.S c= 

( 8 .2) (22.4) 

9 
r=40 r=60 
c=26 c= 

(12.2) (18.4) 

6 
r=68.4 r=31.6 
c=S6.S c= 

(26.S) (12.2) 

26 
(53.1) 

Yes No 

16 
r= 63.6 r=36.4 
c=70 c=40 

(3S) ( 20) 

24 
r=33.33 r=66.66 
c= 30 c=cn 

(15 ) ( 30) 

40 

1jJ 2 ca1 7 .27 
3.84 
a .0 S 
1 

( 50) (50) 
= 

1jJ2 table = 
Ct = 
d. f. = 

¢ = o . 3 

lS2 

IS 
(30.6) 

IS 
(30.6) 

19 
(38.8) 

49 
( 100 ) 

44 
( S S ) 

36 
(45) 

80 
(100) 



12. 
Tenden 
to bar 

S 

Working 
cy Status 
gain 

12 

Always 

IS 

ometimes 

10 

Never 

40 

Yes No 

7 
r=63.2 r=36.S 
c= 30 c=17.5 

(15 ) (S.75) 

2S 
r=39.2 r=60.S 
c=45 c=70 

(22.5) (35) 

5 
r=66.66 r=33.33 
c=2S c=12.S 

(12.5) (6.25.) 

40 
(50) (50) 

ljJ2ca1 
.2 table 

ex 
d. f. 
cv 

D. 

= 
= 
= 
= 
= 

5.13 
4.61 
0.10 
2 
o .25 

Time spen 
for food 
preparat 

t 

ion 

1/2 

1/2 -

More 

Working 
Status 

Yes 

9 
r=60 

hour c=22.5 
(11.25) 

21 
r=58.3 

1 hour c=52.50 
(26.25) 

10 

than 
r=35.7 
c =25 

1 hour (12.5 ) 

40 
(50) 

ljJ2cal = 3.64 

153 

No 

7 
r=40 
c=17.S 

(8.75) 

15 
r=41.7 
c=37.5 

(18.75 

18 
r=64.3 
c=y5 

(22.5) 

40 
( 50) 

19 
(23.75) 

46 
(57.5) 

15 
(18.75) 

80 
(100 ) 

15 
(18.7 5 ) 

36 
(45) 

28 
( 35) 

80 
1(50) 



14. 
Tim 
whe 
is 

e 
food 

Working 
n Status 
prepared 

Be fore meals 

In the morning 

A night before 

Wh enever I have 
time 

1jJ 2cal = 31. 97 
1jJ2 table = 7.81 

a 

15. 

= 0.05 
d.f. = 3 
cv = o .63 

Frequenc 
of eatin 

out 

Once 
than 

we 

Once 

Twice 
or 

W k' or ~ng 
y Status 
g 

or more 
once a 
ek 

a month 

a month 
less 

1jJ 2 cal = 3.74 

13 

15 

12 

40 

Yes No 

11 8 
1'=57.9 1'=42.1 
c=27.5 c=20 19 
03.75) (10 ) ( 2 3 • 7 5 ) 

0 21 
r=O r=lOO 
c=O c=S2.5 21 

(0 ) (26.25 ( 26 .2 5) 

14 2 
1'=87.5 1'=12.5 
c = 35 c=5 16 
07.5) ( 2 . 5) ( 20) 

15 9 
1'=62.5 r=37.5 
c=37.5 c=22.5 24 
08.75) 01.25) ( 30 ) 

40 40 80 
( 50) ( 50) (100) 

Yes No 

11 
1'=54.2 1'=45.8 
c=32.5 c=27.5 24 

(19.7) (16.7) (36.4) 

4 
1'=78.9 r=21. 1 
c=37.5 c=10 19 

(22.7) ( 6 ) (28.8) 

11 
1'=52.2 1'=47.8 
c=30 c=27.5 23 

(18.2) (16 .7) (34.8) 

26 66 
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16. Work' 
is 

~ng 

Status 
d to 

What 
serve 
guest s for Yes No 

te 

1jJ 20al = 
1jJ2 tab1e = 

ex = 
d. f. = 

ov = 

'17 • 

a 

6.14 
5.99 
0.05 
2 
0.28 

of 

17 

14 

9 

40 
(50) 

Working 
Status Number 

meals 
toget 

eaten 
her 

20 

Once 

20 

Twice 

26 
r=39.5 r=60.5 
c=42.50 0=65 

(21.25) (32.5) 

5 
r=7 3 .7 r=26.3 
0=35 0=12.50 

(17.5) (6.25) 

9 
r=50 r=50 
0=22.50 0=22.50 

(11.25) (11.25) 

40 
(50) 

Yes No 

21 
r=48.8 r=51. 2 
c=50 0=52.5 

(26.66) ( 28) 

14 
r=58.8 r=41.2 
c=50 0=35 

43 
(53.75 ) 

19 
(23.75 ) 

18 
(22.5) 

80 
(100 ) 

41 
(54.t6) 

34 
(25.66 ) (18.66) (45.32) 

40 35 75 
(53.33) (46.66) (l00) 
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18. 
Me 
ea 
to 

B 

E 

Working 
a1s Status 
ten 
gether 

20 

reakfast 

, 
40 

vening 

60 

Yes No 

19 
r=51. 3 r=48.7 
c=50 c=47.5 39 

(16.8) (15.9) (32.S) 

40 
r=50 r=50 
c=100 c= 100 SO 

(33.6) (33.7) (67.2) 

59 119 
(50.4) (49.6) (100) 

0.014 

19. Working 

Facts tha 
effect th 
responden 
try a new 

proouc 

I try aft 
surroundi 

I like tryi 
food produc 
see them in 
ve ti sements 

become cur 

t 
e 
t to 

food 
t 

er my 
ng does 

ng new 
ts 'or I 
the ad-
and be-

ious 

Status 

Yes 

21 
r=5S.33 
c=52.5 

(26.25) 

19 
r=43.2 
c=47.5 

(23.75) 

40 
( 50) 

156 

No 

15 
r=41.66 
c=37.5 36 

(18.75) (45) 

25 
r=56.8 
c=62.5 44 

(31.25) ( 55) 

40 80 
(50) (100 ) 



20. 
0 

ime 
NUlr.ber 
free t 
activ~ . ties 
state d 

3 

Working 
Status 

10 

0 

7 

or 4 

17 

Yes No 

5 
r=66.66 r=33.33 
c=25 c=12.S 

<27 .7) <13.B) 

14 
r=33.33 r=66.6E, 
c=17.5 c=35 

<19.4) ( 3B • B) 

19 

1jJ 2cal 
(47.22) (52.77) 

1jJ2 table 
Ct 

d. f. 
</> 

21. 
Us 
a 

= 
= 
= 
= 
= 

3.B7 
3.B4 
0.05 
1 
O. 33 

Working 
ing Status 
car 

13 

Yes 

22 

No 

5 

Sometimes 

40 
(50) 

1jJ 2 cal = 3.02 

Yes No 

6 
r=6B.4 r=31.6 
c=32.50 c=15 
06.25) (7 .5) 

24 
r=47.B r=52.2 
c=55 c=60 

(27 .5) ( 30) 

10 
r:33.33 r:66.66 
c:12.50 c=25 

(6.25) (12.5) 

40 
(50) 
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15 
(41.66) 

21 
(5B.33) 

36 
000) 

19 
( 2 3 .7 5 ) 

46 
( 5 .75 ) 

15 
(1B .7 5 ) 

BO 
(l00) 



22. 
Hel 
at 

1j! 2cal 
1j!2 table 

Ct 
d. f. 
cv 

23. 

Wo!'king 
pel' Status 
home 

17 

Yes 

6 

No 

17 

Sometimes 

"40 
( 50) 

= 10.94 
= 5.99 

= o .05 
= 2 
= o .37 

Wo!'king 
Owning an Status 
Account 

30 

Yes 

10 

No 

Yes No 

4 
1'=80.9 1'=19.1 
c=42.5 c =10 21 

(21.25) ( 5 ) (26.25 ) 

11 
1'=35.3 1'=64.7 
c= 15 c=27.5 17 

( 7 .5) (13.75) (21.25 ) 

25 
1'=40.5 1'=59.5 
c=42.5 c=62.5 42 

(21.25) (31.25) (52.5) 

40 80 
( 50) (100 ) 

Yes No 

15 
1'=66.66 1'=33.33 
c=75 c = 37 .5 45 

(37.5) (18.75) (56.25) 

25 
1'=28.6 r=71.4 
c=25 c=62. 5 35 

(12.5) (31.25) (43.75) 

1j! 2 cal = 11. 4 
1jJ2 table = 3.84 

~.~~-;.-----~~)----. T(-~~o )---
Ct = 0.05 
d. f. = 1 
¢> = o .63 
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24. 
Us~ 

ch 
ng 
ecks 

Working 
Status 

Yes No 
4 5 

r=44.44 r=55.55 
Yes c=10 

( 5) 

36 35 
r=50.7 

No c=90 
( 45 ) 

40 40 

= 0.139 (50) ( 50) 

25. Working 

Can a work~ 
mother brin 
her chi1dre 

Status ng 
g up Yes n well? 

18 
r=42.9 

Ye s c=45 
(22.:) 

22 
r=57.9 

No c= 35 
(27 .5) 

40 
( 50) 

26 • 
Wi 11ingne ss to 

go to a distance 
transport in 0 
to make a chea 

food purchase 

Working 
by Status 
rder 
per Yes 

.-----
6 

r=31.6 
Ye s c= 15 

( 7 .5) 

24 
r=96 

No c=60 
( 30 ) 

ljJlca1 = 14.97 
lj!2 table = 5.99 

a = 0.05 
CI.f. = 2 So 

¢ = 0.43 

10 
r = 27 .7 

metimes c = 2 5 
(12.5) 

40 
(50) 

c=12.50 9 
(6.25) (11.25) 

r=49.3 
c = 87 .5 71 

(43.75) (88.73) 

80 
(100 ) 

No 

24 
r = 5 7 .1 
c=60 42 

(30 ) (52.5) 

16 
r=42.1 
c=40 38 

( 20) (47.5) 

40 80 
( 50) (100 ) 

No _. 
13 r·'1] c=32.50 19 

(16.25 (23.75) 

10 
r=4 
c=25 25 

(12.5) (31.25) 

17 
r=47.3 
c=42.S 36 
(21.25~ ( 45) 

40 EO 
( 50) (lCO) 
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CROSS TABULATIONS CONCERNING GER}~N WOMEN'S FOOD SHOPPING 

BEHAVIOR 

1. 
No of 
shopp 
trips 

Working 
ing Status 

a we 
made 

Yes ek 
20 

r=86.9 
2 c=50 

(25) 

15 
r=36.6 

3 c = 37 .5 
(18.75) 

5 
r= 31. 2 5 

4 c=12.5 
(6.25) 

40 
( 50) 

1j! 2cal = 17.76 
1j!2 tab1e = 5.99 

a. = o .05 
d.f. = 2 
cv = 0.39 

2 • Working 
Time of 
day foo 
shopped 

Monday-

the 
d 
for 

Friday 

Sa turday 

No sp ecial day 

5.07 

Status 

Yes 

20 
r=64.5 
c=50 

( 25) 

3 
r=60 
c=7 .5 

(3.75) 

17 
r=38.6 
c=42.5 

(21.25) 

40 
(50) 

161 

No 

3 
r=13.1 
c= 7.5 23 

(3.75) ( 28 .7 5) 

26 
r=63.4 
c =65 41 

(32.5) (51. 2 5) 

11 
r=68.75 
c=27.5 16 

(13.75) (20) 

40 80 
(50) (100 ) 

No 

11 
r=35.5 
c=27.5 31 

(13.75) (38.75 ) 

2 
r=40 
c=5 5 

( 2 .5) (6.25 ) 

27 
r=61.4 
c=67.5 44 

(33.75) ( 55) 

40 SO 
(50) (100 ) 



3. 
Time of 
day foo 
shopped 

1ji 2 ca1 = 

Working 
the Status 

d 
for Yes 

4 
r=16.66 

Morning c=10 
(5.8) 

13 
r=86.66 

Afternoon c=32.5 
(18.8) 

16 
r=53.55 

Evening c=40 
(23.2) 

33 

8.7 (47.8) 

1/,2 table = 
1 
5.99 
0.05 
2 
0.52 

4. 

Ct = 
d. f. = 
cv = 

People fo 
shopping 

with 

Alone 

With hu 

od 
done 

sband 

Working 
Status 

Yes 

25 
r=45.5 
c=60 

(35.7) 

10 
, r=66.66 

c=25 
(14.3) 

35 
(50) 

162 

No 

20 
r=83.33 
c=50 24 

(28.9) ( 34 .8) 

2 
r=13.33 
c=5 15 

( 2 .8) (21.7) 

14 
r=46.66 
c = 35 30 

(20.2) (43.5) 

36 69 
(52.2) (l00) 

No 

30 
r=54.5 
c=7S 55 

(42.8) (78.6) 

5 
r=3'3.33 
c=12.5 15 

(7.1 ) (21.4) 

35 70 
( 50) (laO) 



5 • 

6 • 

Time spe 
for food 
shopping 

1/2 hr 

1/2 -

Working 
nt Status 

Yes 

7 
r=63 • 6 

or less c=17.5 
(9.09) 

21 
r=48.8 

1 hour c=52.5 
(27.27) 

10 
r=43.5 

hours c=25 
(12.98) 

38 

No 

4 
r=36.4 
c=10 

(5.19) 

22 
r=51.2 
c=55 

(28.57) 

13 
r=56.5 
c = 32 . 5 
06.88) 

39 
(49.4) (50.6) 

1jJ 2 ca1 = 0.80 

d 
ci-

The way foo 
shopping de 
sions are ma 

A list 
prepar 

de 

is 
ed 

Working 
Status 

27 

10 
ns are 
fore 

Yes No 

27 
r=50 r=50 
c=67.5 c=67 .5 

( 36 ) ( 36 ) 

11 
r=47.6 r=52.4 
c=25 c=27.5 

11 
04.3) 

43 
(55.8) 

23 
(29.9) 

77 
(100 ) 

54 
( 7 2 ) 

21 
Decisio 
made be 
enterin g shop 03.33) (14.66) ( 28) 

37 38 75 
(49.3) (50.7) (100 ) 
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7 . 
Number of 
shops vis 

3 

1jJ 2 cal = 
1jJ 2 table = 

ex = 
d. f. = 
cv = 

Working 
Status 

ited 
Yes 

5 
r=71. 4 

1 c=12.5 
(6.25) 

16 
r=69.5 

2 c=40 
( 20) 

19 
r=38 

or more c=47.5 
(23.75) 

40 

( 50) 

7 .7 
5 .99 
0.05 
2 
0.31 

164 

No 

2 
r=28.6 
c=5 7 

( 2 • 5) (8.75) 

7 
r=30.5 
c=17.5 23 

(8.75) (28.75 ) 

31 
r=62 
c =77.5 50 

(38.75) (6.25) 

40 80 

( ) 50 (l00) 



B. 
Out Ie 
Prefe 

t 
rences 

Working 
Status 

12 

39 

2 

6 

9 

28 

96 

Yes 

r=60 
c= 

(0.05) 

r=55.7 
c= 

(0.18) 

r=18.2 
c= 

(0.009) 

r=19.4 
c= 

(0.03) 

r=39.1 
c= 

(0.04) 

r=45.9 
c= 

<12.9) 

No 

B 
r=40 
c= 

(0.03) 

31 
r=44.3 
c= 

(0.14 ) 

9 
r=81.8 
c= 

(0.04) 

25 
r=80.6 
c= 

(11. 6) 

14 
r=60.9 
c= 

(0.06) 

33 
r=54.1 
c= 

(15.3) 

120 
(44.44) (66.66) 

1jJ 2caI = 17.1 
1jJ2 table = 11. 07 

(X = 0.05 
d.£. = 5 
cv = o .23 

165 

20 
(0.09) 

70 
(32.4) 

11 
(5.1) 

31 
(14.4) 

23 
(10.6) 

61 
(28.2) 

216 
(100 ) 



9 • 

10. 

Advantages of 
ready made 
food stated 

Time saving 

Storing 

Disadvantag 
of ready rna 
foods state 

Price 

e 
de 
d 

Lack of tast e 

Lack of 
Vitamins 

Freshness 

Working 
Status 

Yes 

37 
r=52.1 
c= 

(37.75) 

11 
r=40.7 
c= 

(11. 3) 

48 
(48.9) 

Working 
Status 

Yes 

6 
r=46 
c=15 

(0.05) 

28 
r=50 
c=70 

(24.3) 

15 
r=60 
c= 37 • 5 

(13.04) 

7 
r=33.33 
c=17.5 

(6.08) 

56 
(49) 

166 

No 

34 
r=47.9 
c= 71 

( 34.7) (72.4) 

16 
r=59.3 
c= 27 

(16.25) (27.6) 

50 98 
(51.1) (100 ) 

No 

7 
r=54 
c= 17.5 13 

(0.06) (11. 30 ) 

28 
r=50 
c=70 56 

(24.3) (48.7) 

10 
r=40 
c=25 25 

( 8 .6) (21.7) 

14 
r=65.56 
c= 35 21 

(12.17) (18.3) 

59 115 
(51 ) (100 ) 



11. 
Action taken 
when a high 
quality but 
expensive pro­
duct is seen i 
food store 

Price/quality 
comparisons ar 
not made 

Price/quality 
comparisons 

are made 

1ji2cal = 0.40 

n 

e 

Working 

5 

35 

40 
(50) 

Status 

Yes 

r=41.66 
c=12.5 

(6.25) 

r= 51. 5 
c=B7.5 

(43.75) 

12. 
Tendenc 
to barg 

y Working 

ain Status 

Yes 

3 
r= 27 • 3 

Yes c=7.5 
(3.75) 

27 
r=61. 4 

No c=6.75 
( 2 .5) 

10 
r=41.66 

Some times c=25 
(12.5) 

40 
(50) 

1ji 2 cal = 5.19 
1ji 2table = 5.99 

Ci = o .10 
d .f. = 2 
cv = 0.25 

167 

I 

I 

7 

33 

40 
( 50) 

9 

17 

14 

40 

No 

r=58.33 
c=17 .5 

(B.75) 

r=4B.5 
c=82.5 

(41.25) 

No 

r=81.7 
c=22.5 

(11.25) 

r=38.6 J 
c=4.2S 

(21.20) 

r=58.6E 
c=3S 

(l7 .~) 

(50) 

12 
(15 ) 

68 
( 85) 

80 
(lOe,) 

11 
(13.75) 

4~ 

( 55) 

( 30) 

so 
(00) 



13. 
Time sp 
for foo 
prepara 

1/2 hr 

1/2 

1 hr 

Working 
ent Status 
d 
tion 

or less 

- 1 hour 

or more 

3 

27 

10 

40 
(50) 

Yes 

r= 37.5 
c= 7 .5 

(3.75) 

r=54 
c=6.75 

(33.75) 

r=45.5 
c=25 
02.5) 

\jJ2cal = 1.002 

14. Working 
Time when Status 
food is 
prepared 

Before meal 

In the 
morning 

30 

2 

32 

Yes 

r=52.6 
c=75 

(44.2) 

r=18.2 
c=5 

( 2 • 9 ) 

(47.1) 

\jJ2cal = 2.82 
\jJ2 tab1e = 2.71 

0: = o .10 
d. f. = 1 
¢ = o • 20 

168 

5 

23 

12 

40 
(50) 

27 

9 

3E 

No 

r=62.5 
c = 12.5 

(6.25) 

r=46 
c=5.75 

(28.75) 

r=54.5 
c=30 

(15 ) 

No 

r=47.4 
c=67.5 

(39.7) 

r=8 . 2 
c:: 2 2.5 
03.2) 

(52.9) 

! 

I 

! 

8 
00 ) 

~, 0 
(52.5) 

' " .L 

(27.5) 

EO 
( EO) 

S7 
(63.S) 

21 
(lC .2) 

' c r. .' 
(lee) 



I 

15. 

Once 
a 

Less 
a 

Working 
Status 

28 

or twice 
month 

6 

than once 
month 

34 

Yes 

11 
r=71. 8 
c=70 

(41.1) 

23 
r= 2 0 .6 
c=1S 

( 8 . 8) 

34 

No 

r=28.2 
c=27.S 

(16.2) 

r=79.4 
c=57.5 

(33.6) 

39 
(57.4) 

( 50) ( 50 ) 
b8 

(100) 

1jJ 2 cal = 17.3 
1jJ2 table = 3. 84 

a = 0.05 
d .f. = 1 
¢ = 0.50 

16 • 
What ~ Working 

served to~ 
guests for 

tea 

Home baked 
cakes, etc 

Home baked 
and bought 
cakes, etc 

1jJ 2cal = 4.49 
\j!2table = 3.84 

a = 0.05 
d. f, = 1 
¢ = 0.21 

Status 

30 

10 

40 
( 5 0) 

Yes No 

27 
r=44.8 r=55.2 
c=75 c=92.5 

( 37 .5) (46.25) 

3 
r=76.9 r=23.1 
c=25 c=?S 

(12.5) (3.75) 

67 
(Eo./S) 

13 
(16.25) 

'---... ~-~-o---'-----"-'--~I--~-~----
(50) (100) 
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17. 

18. 

Number 
meals e 
togethe 

of 
aten 
r 

1 

,2 

3 

Working 
Status 

17 

20 

3 

40 

Yes 

r=56.66 
c=42.5 

(2 L 2 5 

r=50 
c=50 

( 25) 

r= 30 
c =7 .5 

(3.75) 

(50) 

Meals 
eaten 
toget 

Working 

her 

Lunch 

Dinner 

Status 

3 

33 

36 
(45) 

Yes 

r=30 
c=7 .5 

(3.75) 

r=47.1 
c=S2.5 

(41.25) 

170 

No 

13 
r=43.33 
c=32.5 30 
06.25) (37.S) 

20 
r=50 
c=50 40 

( 25) ( 50) 

7 
r=70 
c=17.5 10 

(8.75) (12.:) 

40 80 
(50) (lOa) 

No 

7 
r=70 
c=17.5 10 

(S.75) (12.:) 

37 
r=52.9 
c=92.5 70 

(46.25) (87.2) 

. ~ 
'i~ 

( 55) (l00) 



19. 
at Facts th 

effect th 
responde 
to try n 

Working 

e 
nt 
ew 

product s 

1jJ 2 cal = 1.83 

20 • 
Can a workin 
mother bring 
her children 
up well? 

g 

1jJ 2 cal = 11.66 
1jJ2 table = 3.80 

o .05 Cl = 
d. f. = 1 
q, = o . 37 

Status 

Yes 

14 
r=41.1 
c=35 

(17.5) 

26 
r=56.5 
c=65 

(32.5) 

40 
(50) 

Working 
Status 

Yes 

3 
r=15.8 
c=7 .5 

(3.75) 

37 
r=60.6 
c=92.5 

(46.25) 

40 
( 50) 

171 

No 

20 
r=58.9 
c=50 34 

(25) (42.5) 

20 
r=43.5 
c=50 46 

( 25) \2·7.S) 

40 80 
( 50) ClOD) 

No 

16 
r=84.2 
c=ljO 19 

( 20) (23. 7 5) 

2lj 
r=39.4 
c=60 51 

( 30) (76.2S) 

40 eo 
( 50) ( 100 ) 



21. 

22. 

Number 
free t~ 
activit 

stated 

of 
me 
ies 

Working 
Status 

19 

13 

32 

Yes 

r=52.8 
c=47.5 

(28.4) 

r= 41. 9 
c=32.5 

(19.4) 

(47.8) 

1/J2 Ca l = 0.79 

Driv 
a ca 

ing 
r 

Working 
Status 

Yes 

No 

Yes 

31 
r=52.5 
c =77 .5 

(39.7) 

7 
r=36.8 
c=17.5 

38 
(48.7) 

172 

No 

17 
r= 47 .2 
c=42.5 36 

(25.3) (53.7) 

18 
r=58.1 
c=45 31 

(26.9) (46.3) 

35 57 
(52.2) ( 100 ) 

No 

28 
r=47.5 
c =7 0 59 

(35.9) (75.6) 

12 
r=63.2 19 
c = 30 (24.4) 

40 78 
(51.3) (100 ) 



23. Working 
Hel 
at 

per Status 
home 

s ometimes 

No 

1jJ 2cal = 
1jJ2 table = 

Ct = 
d. f. = 
<P = 

24. 

12.59 
3.84 
o .05 
1 
0.65 

Having a 
bank account 

Yes 

No 

1jJ 2 cal = 11. 66 
1jJ 2 table = 3.84 

Ct = 0.05 
d. f. = 1 
<P = O. 38 

Yes 

17 
1'=85 
c=42.5 

(24.3) 

19 
1'=38 
c= 47 .5 

(27.1) 

36 
(51.4) 

Working 
Status 

Yes 

37 
1'=60.6 
c=92.5 

No 

3 
1'=15 
c =7 .5 

( 4 • 3) 

31 
1'=62 
c =7 7 .5 

(44.3) 

34 
(48.6) 

No 

24 
1'=39.4 
c=60 

(46.25) ( 30) 

3 16 
1'=15.8 1'=84.2 
c=7 .5 c=40 

(3.75) (20 ) 

40 40 
(50) ( 50) 

173 

I 
I 

20 
(28.6) 

50 
(71,4) 

7 0 
(~'JO) 

fl 
(7f.25) 

- 0 
_0 

(:2.75) 

t ~ 
(~='O) 



25. Working 
Usin 
chec 

g Status 
ks 

-1jJ2 cal _ 
1jJ 2 tab1e = 

Ci. = 
d.f. = 
<P = 

26. 

Yes 

No 

18.32 
3.84 
0.05 
1 
o .48 

Willingness to 
go a distance 
transport in 0 

to make a chea 
food purchase. 

Yes 

No 

Yes No 

32 13 
r=71.1 r=28.9 
c=80 c=32.5 

(40) <16.25) 

8 27 
r=22.9 r =77 .1 
c=20 c=67.5 
00 ) (33.75) 

40 ~O 
( 50) ( 50) 

Working 
Status 

by 
rder 
per Yes No 

4 14 
r=22.22 r=77.77 
c=10 c = 35 

( 5) (17.5) 

17 8 

"~G8 ,032 J 
c=42.5 c=20 

(21.25) (4) 
-~-- ----~-- ~ - -~-'-- ~- - - --
19 . iii 

r=5l.4 r=48.6 

Sometim es c=47.5 c=45 
(22.5) (23.75) 

40 ~Q 

( 50 ) (SO) 

1jJ 2cal = 8.8 
~12 table = 5.99 

Ci. = 0.05 
d.£. = 2 
cv = 0.33 

174 

45 
(56.25) 

35 
(43.75) 

8 C! 
(lOCi) 

18 
(22.5) 

25 
(31.25) 

37 
(4cl.25) 

80 
(l00) 
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