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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 questiconnaire.
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 fiﬁdings 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 dc and buy high quality and if necessary
expensive food preoducts. On the other hand, work-wives

bargain more than housewives.

The findings of this research alsc showed that there
are differences in the time food was prepared. Work-wives
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.



UZET

CALISAN VE CALISMAYAN KADINLARIN GIDA ALISVERISLER
VE YASAM TARZLARINDAKI FARKLILIKLARI UZERINE BIR

CALISMA TURKIYE VE ALMANYA'DAK! INCELEMELER

Bu tezde ¢alisan ve g¢alismayan hanimlarin gida
alisverislerindeki ve yasam tarzlarindaki farkliliklar
incelenmektedir. Gida alisverislerindeki davranislarini
daha iyi anlamak ig¢in hainimlarin yemek yeme ve yemek
hazirlama ile reklamlara olan acikliklar da anallz edil-
mektedir. Ayrica, calisan kadinlarin isleriyle ilgili

gériisleri ag¢iklanmaktadar.

Bu calisma, bu konuda yazilmis olan makaleleri ve
anket aracilid¥iyla yapilmis bir saha c¢alismasina kapsaya-
caktir. Analiz edilen verilerin scnuclarai ve bu calis-
manin pazarlamacilara ve arastirmacilara olan katkilar

sunulacaktir.

Tirkiye 'deki incelemelere ek olarak Almanya'da
yapilan bir saha ¢alismasi bu tezin sonunda sunulmustur.

Toplamlan bilgilerin ayn: olmasina ve ayni sekilde ince-
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lenilmesine raZimen, her iki calisma biribirinden, &rnek-

lerin &zelliklerinin farkla olmasindan dolayi, bajimsizdir.

Tiirk verileri, calisan ve calismayan kadinlarin besin
alisverisi davraniglarinda bazi farkliliklar oldugunu
gdstermektedir. C(Calisan kadinlarin biiyllk bir kaismi daha
az siklikta alagveris etmekte, Cumartesi glinleri ve yanlaiz
alisveris etmeyi tercih etmektedir. Calisan kadanlar
ayni zamanda calismayan kadinlara oranla daha az saylda
ditikkani ziyaret etmekte ve sﬁpermarketlerden daha ¢ok
aligveris etmektedir. Caligsan kadinlar, ¢alismayan kadin-
lar kadar fiyat/kalite karsilastirmalari yapmamakta ve
yliksek kaliteli, gerektiZinde pahalz besin mamﬁlléri almak-
tadir. Diger taraftan calisan hanimlar calismayan hanim=-

lardan daha ¢ok pazarlik etmektedirler.

Bu arastirmanin bulgulari, yemek hazirlama vakit-
lerinde de farkliliklar oldugunu gd&stermektedir. Calisan
hanaimlar bir giin 8nceden veya bos vakit bulduklari zaman
yemek pisirmekte, ¢alismayan hanimlar ise yemekten hemen

fnce yeme3i hazirlamaktadirlar.

Bu arastirma ayni zamanda en etkili reklam aracinin

televizyon oldufunu gdstermektedir.
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Yasam tarzlarinin analizinde bulunan en &nemli
sonug¢, ¢alisan kadanlarain kendilerini fazla is yikl zltain-

da hissetmeleridir,
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CHAPTER ONE

I. INTRODUCTION, BACKGROUND AND FORMER 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 (1872) 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.

~ Traditional household decision making will under-
go significant changes.

- The economics of the housé'ére changing, espe-
cially allocation of women's time in acquiring

1



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 all over the world. If the fact
ig 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 is a basic step in
marketing. The way we define those targets inevitably
leads them to marketing decisions relating to pfoduct
development, product positioning and communications stra-
tegies. Even research done to guide future strategic
planning is directed or 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 agés be -
tween 18 to 49, it may be necessary to re-define that

target market or those targets.

Are working 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
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 spent for food shop-
ping was collected, but also information like, price con-
sciousness, bargaining tendencies, openness to advertise-
ment, facts that influence buying, new food products, the

way read-made foods are perceived were gathered.

Collecting data regarding women's life-style is use-
ful in order to understand how working effects women's
lifestyles and as a result maybe their food purchasing

behavior.

By getting to know and -understand 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 leoad, 8. role identity, 9. conservativeness,



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 reascns 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. TFinally, 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. In 1975, the ratio was
roughly 70% "just a job" and 30% "career". On the other

hand, the Bureau of Advertising in 1972 found that 6 out



out of 10 women woula continué 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 significantly from "housewives"
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, (Measy 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 frivolous appeals.
She could be more prone to seek ocut the best buy for her
money, making a distinction between professiocnal women,
non-professional women and housewives could be highly use-
ful to retail strategies as the proportion of women in the

professional group increases.



Beverlee Anderson (1972, p. u448), 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 (1877),

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:

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.

Non-Economic Motivations

Together with the women who are only working 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 occupaticnal 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 (1877)
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 results 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



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 1s 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 "stéy 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

L4" market and the "45 to 65" market.

The studies on different ways of segmenting working
woﬁen 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-

8



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).

10



Suzanne McCall‘é 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 soc ecritical for the workwife
inlparticular 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 shoppeéd 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 buylng grocery items, in the use of conve-
nience products and services, or in grocery shopping pat-
terms. However, the author alsc distinguished "progressive
egaliterians" from "fashionablie 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 womeﬁ and

working women with lower status jobs.,

11



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.

Lazer and Smallwocod (1377- 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 (1881, 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 &’ 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 markef tends to patro-
nize fast food franchise outlets and family style restau-
rants occupy a significant position in the family feeding

funection.
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Joyce and Guiltinan (1978, p. 68), who had segmented
the workwife's as "professionals" and "non-professdonals”
claim thét 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. Their ability
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 shopping.

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 Women Versus Non-Working Wemen

A good clue towards understanding how working impacts
on the consumer behavior of women is to loock 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
cne can think of them more intelligently in terms of the
most relevant product positioning, communication, meédia

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 cof 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

15



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 repercussions on their purchasing behavior.

(McCall, 1877, 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 sfatus 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
evolution 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 cocking 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 impersonal superﬁafkets. In
addition, they were more independent and less likely to be
accompanied by husbands on shopping trips. They attached
more importénce 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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Cbviously, Turkey’is‘also in a different stage in
the evolution of the feminist movement, but findings sug-
~gest that the trend of women in societties 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 take little time and she
is less likely to bake from scratch, and the
liberated non-worker ié 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.
18



- 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 feminine orien-
tation differ from the traditional in a number of ways:
They are more liberal in their attitudes towards 1life
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 interest 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, ptays

and musicals. They eat out more, are more self-confident
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and outgoing that non-wofking 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-workiﬁg women show that workiling 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 years was discussed and studies
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 subgrouped 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 the research in

Turkey will be presented in the following chapter.
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CHAPTER TWO

IT,  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 1little i1s known.

The study also fits the characteristics of a descrip-
tive research, as it deals with the description of assoccia-
tions and relationships of two d*fferent groups - the work-
ing and non-working women- with regard to certain charac-

teristics. (Churchill, 1876)
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

tnrough perscnal interviews.
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The areas studies in the primary data collection

were:
Demographic Data (years of marriage, occupation, age,
number of children, etc)
Behavioral Data (what is purchased? When? Where?,
How?)
and

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

External secondary 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 Preocedure and Instrument

The necessary data for this study was ccllected by
personal interviews with the help of a gquestionnaire, which
is presented in Appendix 1. This method of data collection
was chosen, as Dy 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 beingi

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
womer )

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 receptiyness to advertisements and the factors

that effect them.

Questions 22 and 23 are open-ended questions. Ques-
tion 22 asks the respbndent 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 b4 are also statments, where the re-
spondent shows no level of agreement in a Like It scale,

as follows:

-~ I totally agree

- 1 partially agree

~ I partially don't agree
- I don't agree at all

- I don't know.

25
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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 8. Role Identity

L. Frustration 9. Conservativeness

5. Socialness 10, TYFree-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 10th characteristic "Free-Time Activity" 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 sumrcundings 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 ever seem to have any time for 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 toco 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 Markets." (1977,
pp. U8-51), and the work overload statements are taken from
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Michael Reilly's research: "The Working Wives and Con-

veniénce‘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.
20104, Sémple 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

(ﬁ; 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 (Qu)

Time spent for food
shopping. (Q5)

The way food shopping
decisions are made (Q6)
Number of shops visited.
vQ7)

Qutlet preferences. (Q7)
Facts that effect the

respondent to try a new
foed product. (A21)

Criteria looked for in
outlets. (Q8)

(2) See: Questionnaire in Appendix 1.
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There is a differénce
in the perceived ad-
vantages and disadvan-
tages of ready made
food products, working
versus non-working

WOmerIl .

There is a difference
in price consciousness
between working women

and non-working women.

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. (Q10)
Tendency to bargain, (Ql1l)

Willingness to go a dis-
tance by transport in
order to make a cheaper
food purchase. (Q12)

Criteria locked for in

outlets., (Q8)

Time spent for food
preparation. (Q13)

Time when food is pre-
pared. {(Q8)

What is served to guests
for tea? (Q16)



-

e

There is a difference
in eating habits be-
tween working women

and non-working wopen.

There is a difference
in receptiveness to
advertisements between
working and non-working

women.,

There is a difference
in the "Homeliness"
characteristics between
working and non-working

women.

There is a difference
in "Innovativeness"
between working and

nonf-working women.

33

- Meals eaten together.{(Q1l7)

= Number of meals eaten

together. (Q17)

~ Frequency of eating out.

(Q15)

—_ Number of respondents who

recalled a food adverti-

(Q18)

sement.

-~ The media in which the

advertisement 1s 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-

descriptiocn of the "Inno-

vativeness" statements.

" (Q 32, 33, 34, 35)



10°

11°

12°

13°

There is a difference
in "self-confidence"
between working and

non-working women.

There is a difference
in "Frustration" be-
tween working and non-

working women.

There is a difference
in "Socialness" be-
tween working and

non-working women.

There is a difference
in "Intellectualness™
between working and

non-working women.,

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-
déscription of the
"Frustration" statements.
(Q. 38, 43, L)

The degree of self-
description of the
"Socialness" statements.
(Q. 27, 28, 29)

The degree of sélf—
description of the
"Intellectualness"
statements., (Q. 30, 31)

The degree of self-
description of the "Work
Overload" statements.
(Q. 39, 40, 41



qu:'There is a differénce- ; — The degree of acceptance
of the "Role Identity"
statements. (Q. 45, 46,
L7, 48, L49)

in "Role Identity"
between working and

non-working women.

H15:'There is a difference -=-The degree of acceptance

of the "Conservativeness"
sentences, (Q. 51, 42, 52,
53, 54), and the opinions

in "Conservativeness"
between working and =

non-working women. with regard to working
mothers bringing up
children. (Q. 22)

Hyg: There is a difference - The free time activities
in the free time ac- stated. (Q 23)
tivities of working

and non-working women.
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 clder and less educated respondents in both coun-~
tries, The life style sentence: "I like entering competi-
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 locked at, as it was
assumed that the majority of children 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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gquestionnaire 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 caleculator,
2.2. RESEARCH TINDINGS

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 Ifrequency 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. SOCIC-ECONOMIC COMPOSITION OF

OF SURVEY RESPONDENTS

Socio-Economic
Variables

Years of Marriage

0 - 10
11 - 19
20 - 30
31 - more

Education Léve}F

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

Number of Children

No children
1
2
3 or more

Working Women

No.

16
12
10

40

1
1

S NI NN N

40

8
14
lu

M

bir——r—

40

Children under the Age of 20

No children
1
2
3 or more

Age

30 and lower
31 - 49
49 or more

1k
iy
10

2

e tr————

40

11
24

40

38

Non-Working Women

Percent No Percent
5] 14 35
30 11 27.5
25 13 32.5

‘ 5 2 5
100 40 100
5 5 12.5
7.5 5] 15
27.5 13 32.5
47,5 15 37.5
12.5 1 2.5
100 40 - 100
20 1?2 30
35 15 37.5
35 g 22.5
10 Ly 10
100 L0 100
35 17 4z2.5
35 12 30
25 10 25
5 1 2.5_
100 40 100
27.5 11 27.5
60 21 52.5
_}?.5 8 20
100 L0 100



TABLE 2,11, Continued

39

Driving-
Yes : 13 32,5 6
No 22 ' 55 24
Sometimes 5 12 .5 10
40 100 Lo
~Daily Maid
Yes ' 17 42,5 n
No 6 15 14
- Sometimes 17 42,5 22
4o 100 40
Bank Account Ownership
Yes 30 75 15
No _}0 25 25
' 40 100 40
Cheque Usage
Yes y 10 3
No 36 90 37
TNy} 100 40
House Ownership
Owner 21 52.5 12
Tenant 14 35 22
Other 5 : 12.5 B
L0 100 40

is
60

25

100

10
35
55

100

37.5

62,5

100

7.5

92.5

i00

30
55

15

100



TABLE 2.11. Continued

Occupation of Working Women

Worker 2 5
Government Employee 17 k2.5
Private Sector
Employee ' 18 45
Private Business ? 5
Professional 1 2.5
49 100

Husband's Occupation

Worker - - -
Government Employee 10 25 12

Private Sector
Employee 20 50 13
Business 3 7.5 4
Professional 7 17.5 11
40 100 40

32.5
10

- 27.5

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 wbmen 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
ocne 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.

S0 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 signifdcant 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. Tindings With Regard to the Socio-Economic

Compositions Unrelated to the Hypotheses

In this part of Chapter Two, the findings that are
not reiated 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, SCME FINDINGS UNRELATED TO THE HYPOTHESES

Variables P2cal d.f.(a) a ¢

"Having a maid
at home" and 10.94 2 0.05 0,37
working status.

"Owning a bank
account" and 11. 4 1 0.05 0.63
working status

(3) d.f, 1is a degree of freedom; a is significance level;
cv/cec 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")

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-

spondents 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

Working Women Non-working Women
Food Shopping Behavior No. Percent No. Percent

Number of Food Shopping
Trips per Week

1 17 42.5 Y 10

2 7 17.5 17 42.5

3 or more - 16 40 _ 19 47 .5
40 100 40 100

Day of the Week Food
Shopped for

Monday-Friday Y 10 10 25
Saturday 22 . 55 6 15
No, Definite Day | s 35 24 60

40 100 up 100

Time of the Day
Food Shopped For

Morning 7 17.5 17 42.5

Afternoon 5 12.5 7 17 .5

Evening : 22 55 2 5

No Definite Time 6 15 14 35
] 100 . 40 100

People Food Shopping

is Done With

Alone 18 L5 25 62.5

With Husband 12 30 3 7.5

With Children 5 12.5 9 22.§

Other 5 12.5 3 75
40 100 40 100

Time Spent for Food

Shopping

1/2 hour or less 3 7.5 2 5

1/2 ~ 1 hour 14 35 15 37.5

1 -~ 2 hours 19 47 .5 19 47 .5

2 hours or more ) 10 4 10

L0 100 40 100

by



TABLE 2.13. Continued

The Way Food Shopping
Decisions are Made

A list is prepared. 1y 35 14 35
Decisions are made up
Before Entering Shop 18 45 16 40
Decisions are made
After Entering Shop 6 15 7 17.5
Other 2 5 3 7.5
40 100 40 100
Number of Shops Visited
1 L 10 2 5
2 11 27.5 5 12.5
3 1y 35 10 25
4 or more 11 27.5 23 57.5
40 100 L0 100
Outlet Preferences
Grocers' 7 5.9 1y 9.8
Supermarket 35 29,66 27 19.10
Green Grocers! 24 20,33 23 16.19
Butchers' 25 21,18 25 17.690
Market 8 6.78 17 11.97
Delicatessen: 8 7.68 14 8.85
Bakers'! 10 8,47 22 15.49
118% 100 1u2* 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 21 . 52.5 15 37.5
like it.
I like to try all new
food products 14 35 17 42.5
I see them in the ad-
vertisements and be- 5 12.5 8 20
come curious. 7
40 100 Lo 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 houéewives- 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 anAd housewives spent 1/2 to 2 hours
for 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.
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Findings also sﬁow that ﬁore 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. Aiongst 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 workine 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., TFindings 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 Lboked
for in Food
Outlets

Choices in Prefe-
rence. Rank

1st
2nd
3rd
4th
5th
6th

Mean‘s)

Stan. Dev.

Source:

CRITERIA LOOKED FOR IN FOOD OUTLETS BY SURVEY RESPONDENTS

Cleanness & Quality Friendiiness of Closeness Size of Price of
Speed of Service of Outlet & Products Shop Assistants to Home OQutlet & Products
WW NWW WW NWW WW NWW WW  NWW Assortments
n=40 n=40 n=40 n=40 n=40 n=40 n=40 n=40 WW NWW WW  NWW
n=40 n=40 n=40 n=40
(%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%)
15 | 7.5 65 55 5 7.5 2.5 12.5 5 7.5 7.5 10
10 17.5 17.5 17.5 22.5 12.5 22.5 22.5 15 12.5 12.% 17.5
22.5 17.5 7.5 7.5 25 17.5 15 17.5 10 17.5 20 22.5
15 15 5 7.5 15 2.5 22.5 20 12.5 12.5 30 20
25 15 5 ' 3 25 2. 1.9 7.5 30 22.5 7.5 15
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
3.375 3.05 5.325 4.9 3.45 3.225 3 3.525 2.7 2.87 3.15 3.4%
1.62 1.69 1.14 1.45 1.41 1.37 1.61 1.69 1.58 1.65 1.54 1,5

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 y2cal. d.f. ) ev/ce
a, Number of food shopping
trips made per week and 12.3 2 0.05 0.39
working status

b, Day of the week shopped

for food. 6.34 2 0.05 0.28
c¢. People food shopping

is done with - 65.71 2 0.05 0.29
d. Number of shops

visited. 7.79 2 0.05 - 0.31
e. Outlet preferences 8.79 L 0.10 0.47

f. Time of the day
shopping for food. 23.92 2 0.05 0.55

According to these results housewives shop more often
in a week than workwives. Working women shop con 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. Housewlives 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 relationships which were proven to be

statistically significant, the strongest relationship was
L9



that between "outlet preferences" and "working status™
(0.47 at a significance level of 0.10) and the weakest one
was "day of the week shopped for food" and "working status"

(0.28 at a significanre 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
b housewives (10% of the total housewives), did not give

any answer for this question.

TABILE 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 63.04

Storing 6 11.34 4 B.60

Practical i3 24,52 9 19.56

Other 2 3.77 L 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",

i

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 housewives,

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
Disadvantages

No. Percent No. Percent
Expensive 7 16 .7 8 16.70
Lack of Taste Yy 9.5 11 22,90
Lack of Vitamins 6 14.2 9 18.75
Bad gquality 10 23.8 11 22.90
Not Fresh 13 30.9 6 12.5
Other 2 4.9 ' 3 6.25

y2 100 L8 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. TFindings 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 Y2cal. d.f. ) cv/ecc
The disadvantages

of ready made food 6.34 2 0.05 0.36
and working status

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 0.05 and moderate (Q.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%, SummAry of ResPondents' Price Consciousness

TABLE 2.19. PRICE CONSCIOUSNESS OF RESPONDENTS

Working Women Non-Working Women
Price Consciousness
No. Percent No. Percent

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

I buy it straight away
(without any doubts) 23 57.5 8 20

I make price/quality
comparisons else-
where and buy the
expensive product if
I don't find the
same quality 10 25 22 55

I make price/quality
comparisons and buy
the cheaper one with
a slightly lower
quality., 2 5 2 5

I buy a cheaper one
without making
comparisons. 5 12.5 8 20

Lo 100 L0 100

Tendency to Bargain

I always try 12 30 . 7 17.5

I sometimes try 18 45 28 70

I can't bargain 1o 25 5 12.5
Lo 100 Ly 100

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

Yes 6 15 13 32.5

No 24 60 10 25

Sometimes 10 25 17 L2.5
40 100 40 100

Source: Questions 10, 11, 12 of the Questionnaire as ex-
hibited in Appendix 1.

5Y
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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~mpariscns 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 housewiﬁes do so, or sometimes do so. Are these
statistically significant differences between working and
non-working women regarding price consciousness? This

gquestion 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 sigﬂificance level of 0.10
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TABLE 2.20. THE RELATIONSHIP BETWEEN PRICE CONSCIOUSNESS
AND WORKING STATUS

Variables - v2cal d.f. o cv/ec
Action taken when a

high quality but ex-

pensive food product 7.28 1 0.05 0.30
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.u43

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 preparihg behavior will be dis-

cussed.
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2.2,5, Summary of.Re5pondents' Food Preparing Behavior

TABIE 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 Dbakery

Cakes, etc. baked for
me by somebody else,.

Do both my own baking
and buy from the
bakers.

Source: Questions 13,

Working Women

No.

10
40

11

14

15
40

17
i4

8
40

57

Percent

22.5
52.5

25
100

27 .5

35
37.5
100

42.5
35

2.5

20
100

No.

15

40

40

26

8
4o

Non-Working Women

Percent

17.5
37.5

45
100

20
52.5

22.5
100

65

12.5

22.5
100

14 and 16 of the Questionnaire as
exhibited in Appendix 1.



The table above'shOWSithat more than half of the
workwives in these samples prepare food fraom 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 housewives
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 FTOOD PREPARING BEHAV IOR
AND WORKING STATUS

Variables Vv?cal d.f. o cv/ce

Time when food is :

prepared and working 31.97 3 0.05 0.63
status

What is served for

guests and working 6.14 2 0.05 0.28
status :

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 - Non-Working Women
Eating Habits
No. Percent No. Percent
Meals Easten Together
Breakfast 20 33.33 19 29.68
Lunch 0 0 5 7.82
PBinnexr Q0 66,66 40 62.5
None 0 0 0 0
60 100 64 100
Number of Meals
Eaten Together
1 20 50 21 52.5
2 20 50 14 35
3 0 0 5 12.5
L0 100 40 100
Frequency of
- BEating Out
Once a Week 5 12.5 11 27.5
Twice a Week or More 8 20 0 0
Once a Month 15 37.5 b 10
Twice a month 6 15 8 20
Others 6 15 3 7.5
40 100 40 100

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. Tindings 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 Respohdents' 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 "repetition"™ 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".

61



TABLE 2.,24. RESPONDENTS RECEPTIVENESS TO FOOD ADVERTISEMENT

Receptiveness to Working Women Non-Working Women

Advertisements- No. Pevcent No. Percent

Number of Respon- ‘
dents Who Remembered 30 75 3u 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 Tilms ) 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's a product
I use/like 7 l8.u4 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 advertisement 2 5.3 2 8
Others 0 4] 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 coming to the door and giving free samples and
a reduction card, being an advertisement with high claims,

pretty ladies",

2.2.7.1, TFindings 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

iife 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 Overlocad",
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 "Innovatiﬁes"
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
"Tntellectual" 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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TABLE 2.25. LIFESTYLE OF RESPONDENTS (I)

Working Women (n=40) Non-Working Women (n=40=
‘ It describes It partially It doesn't It describes It partially It doesn't Mean Stan De
Lifestyle me well describes me describe me me well describes me describe me N
(%) (%) at all (%) (%) (%) at all (g) WO NWW W
Homeliness
[ Like to stay at
home. 30 42.5 27.5 30 45 25 ©2.02 2,06 0.76 0
I 1ike to improve
my house 70 20 10 67.5 17.5 15 2.99 2.52 0.66 O
In the evening I
would rather stay :
at home than go out 45 40 15 42 .5 35 22.5 2.29 2.19 0.72 ©
Innovativeness
I often try new brands
before my surroundings
do. 15 45 40 32.5 45 22.5 1.74 2.1 0,7 0O
I Tike to try new and _
different things. 52.5 37.5 , 10 50 27.5 22.5 2.42 2.27 0.68 0
I Tike to dress well 52,5 37.5 10 60 25 15 2.42 2.44 0.73 0
My friends often come _
to me for advice 35 62.5 2.5 45 40 .15 2.32 2.3 0.51 O
Self Confidence '
I trust myself 77.5 15 7.5 45 42.5 12.5 2.7 2.320.6 O
I like entering
competitions 30 62.5 7.5 15 20 65 2.22 1.5 0.57 0©
Frustration
If T had my life to
live over I would —_
sure do some things
differentiy. 50 27.5 22.5 32.5 - 42.5 25 2.27 2.07 0.62 0O
1 often wish for the
good old days. 27.5 32.5 40 30 25 45 1.87 1.84 0.53 0O
I have a good future : .
ahead of me 32.5 52.5 15 10 52.5 37.5 2.17 1.72 0.67 ¢(
Socialness

I 1ike parties where
there is a lot of

music and talk. 25 37.5 37.5 ' 25 35 40 1.87 1.84 0.72 ¢

We generally have

friends for dinnper

at least once or

twice a month. 32.5 .42.5 22.5 50 32.5 17.5 2.04 2.32 0.74 C

I prefer to live in
a big city than a

small town. 70 20 10 60 _ 22.5 17.5 2.59 2.42 0.66 (
Intellectualness

I read a newspaper or

magazine every day. 62.5 25 12.5 72.5 15 12.5 2.40 2.59 0.7 (
Television is a good _

free-time occupation 35 42.5 , 22.5 42 .5 32.5 . 25 2.12 2.17 0.75

Work Overload

I sometimes have to do
things which I don't

have the time and ‘ ’

energy for. 80 12.5 7.5 15 42 .5 42.5 2.72 1.42 0.64 (
I don't ever seem to

have time for myself 70 17.5 12.5 15 47.5 37.5 2.57 1.77 0.68 |

I feel 1 have to do

things hastily & maybe

less carefully in order _

to get everything done, 57.5 27.5 15 20 3 50 2.42 1.69 0.70 |

Source: Questions 24-45 of the Questionnaire as exhibited in Appendix 1.
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 gfoups
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, where 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 bartially agreeing and partially

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

I totally agree 1 partially agree I partially don't I don't agree I don't know Mean St
Lifestyle agree at all
Wi NWW WW NWW WW NWW WW NWW WW NWW  WW NWW WW
(%) (%) (%) (%) (%) (%) (%) () (%) (%) (%) (%) (%)
n=40 n=40

Role Identity

Potitics is a man's

affair 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 0.6
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 ] 2.75 3.0 0.8

There is too much
emphasis on sex
today. 47.5 42.5 35 40 17.5 15 -0 2.5 0 0 3.3 3.22-8-7

Today most people
don't have enough

discipline. 52.5 57.5 35 37.5 10 b 2.5 0 0 0 3.37 3.52 0.7
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.¢

Obedience & respect

are the most impor-

tant values that

can be taught to : o

a child. 47.5 62.5 40 25 12.5 12.5 0 0 0 0 3.35 3.5 0.

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:
*1 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. RESPONDENTS" 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 Lo
40 100 Lo 100

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

With regard to child upbringing, which is also a
part of the "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

) Working Women  Non-Working Women
Leisure Time Activities

No. Percent No. Percent
Number of Leisure
Time Activities
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
b 3 7.5 6 15
Lg 100 40 100
Types of leisure
Time Activities
Visiting/Entertaining
friends 9 21.9 8 17
Resting 5 12.2 3 6.
Knitting, Sewing,
Handwork 7 17.2 8 17
Reading 3 7.3 8 17
Watching TV 3 743 L 8.5
Walking 1 2.4 3 6.4
Playing cards 4 9.7 7 14,8
Housecleaning y 9.7 4 8.5
Going to Theatre/Cinema 2 4,9 1 2.15
Entertaining my children 3 7.3 0 0
Listening to music 0 0 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 of working and non-working women in certain aspects
of their lifestyles and their statistical findingé 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 working status which caused the hypothesis

to be rejected.

70



B) Hypdthesis 8: "Innovativeness" and Working Status

The hypothesis that there is a difference between
working and norwy working women in "Innovativeness" was only
supported by one innovativeness sentence, this being, as

shown in the below table.

TABLE 2.29. RELATIONSHIP BETWEEN "INNCVATIVENESS" AND
WORKING STATUS

Variable t-calculated d.f. o

"I often try new

brands before my 2.2 78 0.05

surroundings do"
and working status

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

(8)

with a mean value of 2.1.

The standard deviations were 0.7 and 0.74 for working

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 tatle

below:

TABLE 2.30. RELATIONSHIP BETWEEN “SELF CONFIDENCE" AND
WORKING STATUS

Variables t-cal d.f. o

"I trust myself" and
working status 2.6 78 0.05

"I like entering

competitions” and - 3.21 78 0.05
working status

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 eﬁtering competitions
(Mean Value = 2.22, Stan. Dev. = 0,57) whereas the majority
of housewives do not like doing so. (Mean Value = 1.5,

Stan- DEV. = 0.7”)

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

The hypothesié 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 t-cal d.f. o

"I have a good future
ahead, of me" and 3.21 78 - 0.05
working status

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).
E) 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 relétionship, at a 0.10 level of

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

Variable t-cal d.f. o
"We generally have

friends for dinner

at least once or 1.69 78 0.10

twice a week'" and
working status

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 non~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 t-cal d.f. a

I sometimes have to do
things which I don't

really have the time 8.6 78 0.05
and energy for.

L]
I don't ever seem to 5.33 - 0.05

have time for myself.
I feel I have to do
things hastily and maybe 4,392 78 0.05

less carefully in order
to get everything done.

All 3 statements described the workwives very well
by a high percentage (Mean Values = 2.72, 2.57, 2.u42 and
Stan. Dev., = 1.42, 1.77, 1.69) but either partially des-
ceribed 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

G.05.
H) Hypothesis 1l4: "Role ldentity" 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’ected, 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 Jjobs.

2,2.9, Summary on Working Womens' Opinions Concerning

Their 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 ﬁot 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.
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TABLE 2.34. WORKING WOMEN'S OPINIONS CONCERNING THEIR JOBS

Working Women and Their Jobs- Number Percent

Are you pleased with your job?

Yes 20 50
No : ) 10
Partially 16 40

' 40 100

Why are you working?

I have to work due to

financial reasons 15 37.5
To buy myself small
Juxuries. 3 7.5
Because I get bored
sitting at home Yy 10
For self-realization 14 35
Other 4 10
40 1090

Number of Working Years

5 years or less _ 6 ‘15
5 - 10 14 35
11 or more 20 50
40 100

How Long do you intend to
continue working?

I intend to work as long as

I have to financially 10 25
I intend to weork until I
have a child : L 10
I can't think of sitting at
home untii I retire 24 60
Other 2 5
Iy 100

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

Just a job 17 42.5

A career 23 57.5

Other 0 0
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

IIT, SUMMARY, CONCLUSTONS 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 guestionnaire with the help of an interviewsr.
The questionnaire included questions regarding food shop-:
ping behavior eating and food preparing habits, and finally
various l1life 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 w0 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. Workwives shop more often on Saturdays and
generally alone. Evenings is the preferred time of the
day.  Neon-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 majofity of women ranked "quality and cleanness"
of product and outlet as the first criteria loocked 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-

lities of "fresh" foods, in many ways.

- The Perceived Disadvantages of Ready Made Food:

A disadvantage thaf 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-

81



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 mernings and work-
wives prefer to prepare food the night before or whenever
they have time. There is no difference in the time 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 theilr 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 prqvides 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

precducts.

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'prbblems like transportation, low economic
value and restricted marketing possibilities. (Milliyet
Gasetesi, 19845 Disadvantages like lack of freshness and
vitamins are also brought down to a minimum through frozen
food, but brings the necessity of a deep freeze or a focod

deep freeze section of a refrigerator with it.

Tood 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 envelve 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 cnstomers 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-

r

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 necessity of convenience in food shopping
especially for working married wives, Studles 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 belfound 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, (careér? Jjust 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 1iterature 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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QUESTIONNATIRE



Evin yiyecek ihtiyacini karsilamak igin kac kere

~alisverige ¢ikiyorsunuz?
0 1 . 2 3 veya daha fazla
Genellikle haftanin hangi glinlerinde yiyecek alis-
verisine cikarsiniz?

P.tesi~Cuma Cumartesi Belli bir glinim
yoktur

Genellikle gilinlin hangi saatinde yiyecek alisverisine

cikarsiniz?

Sabah 0z le Aksam Belli bir saatim ycoktur

Yiyecek alasverigsine kiglerle ciakarsiniz?

Kendim Kocam Cocuklarim Diger

Yiyvecek alaigverisine ne kadar zaman harcilyorsunuz?

1/2 saatten az 1l/? saat- 1 saat

1-2 saat 2?2 saatten fazla

Yiyecek alisverisine etmeden &nce:
Alacaklaramia liste halinde yazarim,
Alacaklaram 6nceden-ak11mda belirlemnmistir.
Alacaklarimi diikkana girdigim zaman kararlagstiriraim,

Diger
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7. Nerelerden alisveris ediyorsumuz? (Bir veya daha

fazla sikki isaretleyebilirsiniz.)

‘Bakkal Sipermarket Manav

Kasap . Pazar Sartkiiteri Firain

8., Gida maddesi satan bir diikkanin tasimasi gereken dzel-
liklerini 1 - en ®nemli olmak {izere 6 ya kadar

siralayiniz.

( ) Diikkandaki servisin hizlilai3:

( ) Diikkanin ve satilan mamiillerin temizli%i ve
kalitesi

( ) Diikkanda ¢alisanl=rin davranislara
( ) Evime olan yakinliga
( ) Diikkanin bliyikliigli/cesitlerin bollugu

( ) Mamlllerin fiyat durumlari

8. Kullandiginiz hazir yiyecek mamiillerinin sizce avan-
taj ve dezavantajlari nelerdir.

Aﬁantajlar Dezavantajlar
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il0.

11,

12,

13.

iy,

Befendiginiz kalitede fakat yiiksek fiyati olan bir

besim mamild gordlizglinlizde ne yaparsiniz?

( ) Hi¢ aldirmam hemen aliraim.

( ) Baska diikkanlari dolasir ayni kalitede fakat daha
ucuzunu bulamazsam, doéner kaliteli mamiili aliram.

( ) Bagka diikkanlari dolasir biraz daha biigiik kali-
tede ve fiyatta clanini aliram,

( ) Daha diislik kalitede ve daha ucuz olanini alirim.

Girdiginiz bir diikkanda pazarlik sansinizi dener

misiniz?

( ) Her zaman denerim ( ) Bazen denerim

( ) Hi¢ pazarlik yapamam

Aradagaimiz malin daha ucuz oldugunu bildiginiz bir
slipermarket, bakkal v.s., a gitmek i¢in bir dolmusluk

mesafeyi gézealirmisiniz?

() Evet ( ) Hayir ( ) Bazen () Diger _

Glinllik yemegi hazirlarken ne kadar zaman harcarsiniz?

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

( ) 1 saatten fazla

Ne zaman yemek yaparsiniz?

{ ) Yemekten hemen &nce ( ) Sabahtan

( ) Bir gece evvelden ( ) Ne zaman bos zamanim olursa

( ) Diger a3



15. Ne kadar sikliakta disarida yemek yersiniz? (Lokanta,

akraba, dost)

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

( ) Ayda 1 kere ( ) Ayda 2 kere ( ) Diger

16. Evde gaya misafir geldiginde ne ikram edersiniz?

( ) Evde hazirladigim pasta, kek nevi yiyecekler
( ) Pastaneden aldigim pasta, kek nevi yiyecekler

( ) Baskalarainin benim i¢in hazairladigi pasta, kek
nevi yiyecekler

( ) Diger

17, Hangi &églinlerde aile hep birlikte yemek yer? (Birden

fazla isaretleyebilirsiniz.)

( ) Xahvalt: () Ggle ( ) Aksam ( ) Hicgbiri
18, Sen hatirladiginiz besin maddesiyle ilgili reklam
nedir?

19, Bu reklami nerede seyrettiniz veya okudunuz?

( ) Televizyonda ( ) Radyoda

( ) Dergi, gazete ( ) Hatarlamiyorum

20, Bu reklam: sizce hangi 8zelliginden dolayi hatarla-
diniz?
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21.

22,

23,

Genellikle yeni bir besin maddesi denemenizi en c¢ok

hangi faktérler etkiler?

( ) Arkadaslarimin ve yakinlarimin kullanip memnun

kalmasi,

( ) G6rdlgim yeni besin maddelerini denemeyi zaten

severim.

( ) Reklamlarda gérilp merak ederim.

Sizce galisan bir anne g¢ocufuna iyi bakabilir mi?

Bos zamanlarinizi nasil deferlendirirsiniz?

Asagidaki clmleleri size uygunluk derecelerine gbre

isaretleyiniz.

24,

25,

26.

27,

28.

29,

Evde Oturmayi g¢ok
severim.

Evimi glizellestir-
meyl ¢ok severim.

Aksamlarai c¢aikmak-
tansa evde oturmayl
tercih ederim.

Bol sohbet ve dans
olan partileri
severim.

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

Kii¢iik sehirdense,
biiytik sehirde yasa-
mayl tercih ederim,

Bana c¢ok
Uyuyor
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30.
3i.

32,

33.
34,

35-

36.
37.
38.

39,

Lo.

ui.

42.

43,

Bana Cok
Uyuyor

Hergiin muhakkak gazete veya dergi okurum.
Televizyon basta gelen eflence kaynagaidir.

Yeni bir mamilil genellikle g¢evremden Once
denerim,

Yeni ve degisik seyleri denemeyl severim,.
tyi giyinmeyi ¢ok severim.

Arkadaslaraim bana sik sik fikir danismaya
gelirler,

Yarls milsakebalaraina katilmaktan hoslaniram.
Givenim yerindedir.
Beni parlak bir gelecek bekliyor.

Bazen zamanimin ve enerjimin yeterli olmadiga
igsler yapmak zorunda kaliyorum.

Kendime hi¢ zaman aylramlyorum.

Her ise yetisebilmek ic¢in islerimi daha
az dikkatle yapiyorum.

Genellikle klasik giyinirim.

Keske eski glizel glinler geri gelse.

Bana Biraz
Uyuyor

Bana Hig
Uymuyor



LB

Bana Cok Bana Biraz Bana Hicg
Uyuyor Uyuyor Uymuyor

4Ly, Eger tekrar yasama bagslamaya firsatim olsa,
kesinlikle birgok seyi defisik yapardim.
Asagidaki ciimleleri katilma derecelerine gdre isarelayiniz.

Tamamiyle Kismen Hic Fikrim
Katiliyorum Katiliyorum Katilmiyorum Yok

45. Caligsan kadain a erkek ev islerinde yardam
etmelidir.

6. Politika erkek igidir.
47. Kadin ile erkek bugiin esit haklara sahiptir.

48, Tiirkiye'de kadinin isinde ylikselmesi ¢ok
zordur.

49, Tirkiye'de kadinlar ayni is i¢in erkek-
lerden daha diisiik licret aliyorlar.

50. Genglipge bugilin daha cok haklar taniniyor.

51. Filmler sansir edilmelidir.

52. Glniimiizde seks ¢ok fazla vurgulaniyor.

53, GiniUmiizde cogu incanlarda disiplin eksikligi.

54, 1Itaat ve saygi cocuga 6gretilebilecek en
Snemli vasiflardir.



5.

56.

57.

58.

59.

60.

6l.

62,

63.

Bu.

Kag senedir evlisiniz?

Egitim durumunuz?

( ) Iilkokul ( } Ortaockul ( ) Lise

¢ Uniyefsite ( ) Master/Doktora
Kag ¢ocugunuz var?
Kag¢ yasindalar?
Yasiniz: ( ) 30 dan kiigiik
(> 31 - 49

( ) 49 dan blyilk

Araba kullaniyor musunuz?

( ) Evet ( ) Hayir ( Y Bazen

Ev islerinde size herglin yardim eden biri var mi?

( ) Evet ( ) Hayar () Bazen
Banka hesabiniz var mi? ( ) Evet { ) Hayar
Cek kullanir misiniz? ( ) Evet ( ) Hayar
Eviniz: ( ) Kendinizin ( ) Kirada oturuyorsunuz
( ) Diger
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65,

Beyinizin meslefi nedir?

(The following questions were only asked to workwives.)

66.

67.

68 .

69.

70,

Meslefiniz nedir?

tsinizden memnun musunuz?

( ) Evet ( ) Hayir { ) Kismen

Nig¢in g¢alisiyorsunuz?

( ) Ekonomik a¢idan mecbur oldufum ig¢in.

( ) Kendime ufak tefek liksler karsilamak ic¢in
( ) Evde oturmaktan sikildaigaim ig¢in,

( ) Calisirken kendi benligimi buludfum iéin.

( ) Diger:
Kac senedir g¢alisiyvorsunuz?

Calisma hayatiniza ne kadar slire devam etmek istiyor-
sunuz?

{ ) Ekonomik ag¢idan mecbur oldugum siirece galismayi
didsiniyorum.

( ) Cocugum olana kadar c¢alismay:r dlislniliyorum.

( ) Calismadan evde oturmayi emekliligime kadar
diiglinemiyorum.

( ) Diger:
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7i., 1lIsinizi sadece "bir is" olarak mi, yoksa bir

"karier" olarak mi diisiinliyorsunuz?

( ) Karier olarak diistinilyorum.
" () Sadece bir ig olarak disiinliyorum.

( ) Diger:
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APPENDIX 2

THE FIELD STUDY IN GERMANY

101



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 ilidentical with the Turkish case, as well as the
hypotheses and limitations. The findings will also be
pfesented in the same order and under similar headings
which enables the reader conveniency when studying the

field research.
Research Findings of the German Fie@ld 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 COMPOSITION OF SURVEY RESPONDENTS

IN GERMANY
Working Women Non-working Women
Socio-Ecchomi
Variables e No. Percent No. Percent
Years of Marriage
0 - 10 6 15 L 10
11 - 19 g 22.5 12 30
20 - 30 19 47 .5 19 7.5
31 - more 6 15 5 12.5
40 100 80 100
Fducation lLevel
Primary School 18 L5 19 47.5
Middlie School 1y 35 13 32.5
High Schocl (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 L 10 3 17.5
1 14 35 1 2.5
2 11 27.5 21 £§2.5
3 or more 11 27.5 15 37.5
] 100 Lo 100
Number of Children Under
the Age of 20
No children 11 27.5 16 L9
1 17 42.5 9 22.5
2 19 25 13 32.5
3 or more 2 5 2 5
Lg 100 4o 100
Age
30 and lower 5 12.5 6 15
31 - u9 29 72.5 23 57.5
49 or more 6 15 11 27.5
40 100 L0 100
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TABLE 1 (Continued)

Socio Economic

Variables : Working Women Non-Working Women
o No Percent No Percent
Dr1v1ng
Yes _ 31 77.5 28 70
No . 7 17.5 172 30
Sometimes 2 5 0 0
40 100 . Lo 100
Daily Maid
Yes 4 10 B 15
No 19 47.5 31 77.5
Sometimes 17 42.5 3 7.5
L0 100 40 100

Bank Account Ownership

Yes 37 92.5 24 60
No 3 7.5 16 40
40 100 4o 100

Cheque Usage

Yes 32 80 13 32.5

No 8 20 217 67.5
40 160 40 100

House Ownership

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

40 100 4o 100

Occupation of Working Women

Worker 5 12.5 - -

Government Employee 10 25 - -

Private Sector Employee 24 60 -

Private Business 1 2.5 -

Professional 0 0 - -
Lo 100 _ - -
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Socio-Economie Working Women  Non-Working Women

Variables No Percent No Percent

Husband's Occupation

Worker 10 25 5 12.5
Government Employee 12 30 12 30
Private Sector Employee 15 37.5 15 37.5
Business 3 7.5 8 20
4o 100 400 100

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 1is 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 tahle also shows that over 70% of the respon-
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 thris

field study.

l1.1. Findings with regard to the Socio-Economic Composi~

tions Unrelated to the Hypothesis

In this section, three findings that are not relsated
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 ' wzcal(l) d.f.(z) o o
Havingsdalmid  se 3 0.0s 0.
status
ana warking staree T 1186 1 0.05 0.38
"Using checks™ and 18.32 1 06.05 0.8

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.

(1) For detailed information Appendix 4 can be seen.

(2) d.f, is degree of freedom

o is significance level

cv/ce 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

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

GERMANY

Working Women

No

20
15

Lo

20

17
40

13
16

40

25
10

40

108

Percent

50
37.5
12.5

100

50
7.5
42.5

100

10
32.5
4o
17.5

100

62,5

25
10
2.5

100

Non-Working Women

No

26
11

49

11

27
40

20
1k

40

30

100

Percent

7.5
65
27.5

100

27.5

87 .5
100

50

3%
10

180

75
12.5
7.5

100



TABLE 3 (Continued)

Food Shopping Behavior

Time Spent for Food
Shopping

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

1l - 2 hours

2 hours 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

Number of Shops Visited

1
2
3
4 or more

Qutlet Preferences

Hypermarket
Supermarket
Green Grocers!
Butchers!
Delicatessen
Bakers'

Working Women

Ko

21
10

40

27

10

(%

40

16
14

40

12
39
2
B
3
28

gg#%

Percent

17.5
52.5
25

100

67.5
25
7.5

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

22
13

Lo

27

11

N

40

20
11

31
25

33
124%

Percent

55
32.5
2.5

190

67 .5

27.5

100

17.5
50
27.5

100

6.5
25

7.30
20.1¢

3.20
26.60

100



. Working Women  Non-Working Women

Food Shopping

Behavior No Percent No Percent
Facts that Effect the
Respondent to Try a
New-Food Product .
I try it after my

friends try it 1y 35 20 50

and like it.

I like to try all
new food products

I see them in the
advertisements and 6 15 4 10

become curious
u0 100 Lo 100

Source: Questions 1-7 and 21 of the Questionnaire 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
weimen 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 ﬁorking women shop more in the evenings cor 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 with 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 loocked 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

Cieannes & Quality

Criterja Looked Speed of Service of Outlet & Products Shop Assistants Home
For inorood Wl NWW WH NWW W NWW W NWW WM
n=40 n=40 n=40 n=40 n=40 n=40 n=40 n=40 n=40
(%) (%) (%) (%) (%) (%) (%) (%) (%)
Choice: Preference Rank
ist 30 5 57.5 60 2.5 7.5 2.5 7.5 7.5
Znd 20 7.5 25 12.5 0 20 7.5 22.5 17.5
3rd 17.5 12.5 17.5 15 15 25 12.5 17.5 15
4th 10 2b 0 5 25 17.5 15 25 25
5th 20 25 0 5 32.5 30 15 2.5 17.5
6th 2.5 25 0 2.5 25 0 47.5 25 17.5
Mean(3) 4.22 2.67 5.22 5.10 2.40 3.57 2.25 3.30 3.20
Stan Dev 1.59 1.44 0.78 1.35 1.17 1.21 1.48 1.28 1.38
Source: Question 8 of the Questionnaire as exhibited in Appendix 1.

Friendliness of (Closeness to Size of Cutlet
& Assortments

NWW
n=40
(%)

5

7.5
17.5
10
17.5
30

2.32
1.53

Price of
Products

WW

NWW

n=40 n=40

(%)

30
22.5
25
15
7.5

3.50
1.3

(%)

15
30
12.5
17.5
20

3.80
1.88

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 giver 6 points and the last (6th) choice, 1 point.
are in value the more those criteria are looked for amongst respondents.

That means that the higher the means



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 vical d.f. o ev/ee
a) Number of shopping trips
made per week and working 17.76 2 0.05 0.u47
status.
b) Day of the week food
shopped for and working 5.07 2 0.10 0.25
status
¢) Time of the day food

shopped for and working 18.7 2 0,05 0.52
status

Half of the working women only shop once a week,
whereas more 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.

113



'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 criterias according to importance and
the results of the t-tests that were significant were as

follows:

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

Variables : t-cal d.f. o

Perceived importance of

"speed of service" and 1.980 78 0.05

working status

Perceived importance of

"friendly attitudes of '
salesmen" and working 4,87 78 0.05
status.

Perceived importance of
"distance of shop to 3.5 78 0.05
home" and working status
Perceived importance of

"size of the shop" and 2,75 78 0.05%
working status.

Although respondents 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
¢} 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
¢) Friendliness of shop assistants 3,57
d) Closeness to home 3.30
e) Size of outlet/size of assortments 2.32
f) Speed of service 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-Weorking 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 - Non-Working Women

l, Children can cook alone. 1. They have a big variety
2, 1It's cheaper 2. It's cheaper

3. It saves energy

TABLE 8. THE PERCEIVED DISADVANTAGES OF READY MADE FOOD
BY RESPONDENTS IN GERMANY

. Working Women Non-Weorking Women
Disadvantages

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 iy _ 21.50
Other 6 9,35 3 .60

Bu 100 65 100

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

According to the above table "Lack of Taste" was
mestly eritisized 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 disadvanfages given, which are in the "Other"
part, are:
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Workwives Housewives

1. They are in +tins. -1, I don't know what is in

them.
2. They are too salty.

o 2. They are boring, not
3. They sméll bad, original,
4, They are cooked to death.

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

6. They have a lot of calories.

3.1. Tindings 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 4 and 4.1 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 CONSCIQUSNESS IN GERMANY

TABLE 9. PRICE CONSCIOUSNESS OF RESPONDENTS IN GERMANY

. Working Women Non-Working Women
Price Consciousness

No. Perpcent . No. : Percent
Action Taken, When a
High Quality but Ex-
pensive Food Product
is Observed in a Store '
I buy it straight away 1 2.5 3 7.5

(without any doubts)

I make.pricefquality
comparisons elsewhere
and buy the expensive 33 82,5 32 80
product if I don't
find the same quality

I make price/quality
comparisons and buy

the cheaper one with 2 5 1 z.5
a bit lower quality
I buy a cheaper one
without making L 10 4 10
comparisons. 40 100 40 100
Tendency to Bargain
I always try : 3 7.5 g 22.5
I sometimes try 27 67.5 17 42.5
I can't bargain 10 25 1y 35
490 100 40 100
Willingness to go a
Distance by Transport .
in order to make a
cheaper food purchase
Yes L 10 1y 35
No 17 42.5 8 20
Sometimes 19 47.5 18 45
4o 100 40 100

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 significantly.

TABLE 10, RELATIONSHIP BETWEEN PRICE CONSCIOQUSNESS AND
WORKING STATUS IN GERMANY

Variables - "x2cal " d.f. o« ev/ece

.Tendencﬁ to bargain and
werking status 5.19 2 0.10 0.25

Willingness to go a _
distance by transport 1n

order to make a cheaper
purchase 8.8 2 0.05 0.33
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At a significance level of 0,10, the majority of
workwives and housewives "gometimes" bargain, which was a
comment supported stronger by workwives than housewives.
On the other hand, housewives who "always" bargain are

more than workwives 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 B0%. (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' FOOD 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 1IN
' GERMANY

. Working Women Non-Working Women
Food Preparing Behavior

No. Percent No., Percent
Time Spent for Food
Preparation
1/2 hour - 3 7.5 5 12.5
1/2 - 1 hour 27 67.5 23 57.5
1 hour or more 10 25 12 310
4g 100 40 100
Time When Food is
Prepared
Before meal 30 75 27 67.5
In the morning 2 5 9 22.,5
The night before 1 2.5 4 10
When I have time 7 17.5 0 0
40 100 40 100
What is Served to
Guests for Tea?
Cakes, etc baked by me 30 75 37 92.5
Cakes, etc bought from
the bakery 3 7.5 0 0
Cakes, etc baked for
me by somebody else 0 0 0 0
Do both my own baking
and buy from the
bakery 7 17.5 3 7.5
4o 100 40 100

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 u):

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
S5TATUS IN GERMANY

Variable v?cal d.f. a cv/ce

"What is served to
guests for tea?" and 17.3 1 0.05 0.50
working status.

Although the majority of both working and non-
working women baked for their guests themselves, some
working women bought cakes from the bakery or did both
depending on whether they had +ime or not. There was no
housewife who only bought from the bakery, but some house-
wives s3id it depended on the time they had, what they
of fered. The velationship 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 u4p0.5
Lunch 3 4.54L 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
Fregquency of Eating Out
Once a week 2 5 ) 10
Twice a week or more Y 10 2 5
Once a month 26 65 8 20
Twice a month 2z 5 3 7.5
Others 5 15 23 57.5
40 100 40 100

Source: Questions 15 and 16 of the Questionnaire as
Exhibited 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, Tindings 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 yiecal da.f. o cv/ce

Frequency of eating out 17.3 1 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 Working Women  Non-Working Women

Advertisements No. Percent No. Percent

Number of Respondents
who remembered a food 21 52.5 22 5%
advertisement.

The media the advertise-
ment is seen or heard

Television 16 57 .2 17 - 53.2

Radio ) 21.4 10 31.2

Magazine/Newspaper 6 21.4 5 15.6
28 100 32 100

The reasons for Remembering
the advertisement.

Accidental 3 16 .66 0 0
Nice, Happy atmosphere 2 11.11 ) 21.05
Likes the product 2 11.11 3 15.79
Music, voice L4 22.22 L 21.05
It's a product I use 1 5.55 2 10.53
Appetising 0 0 3 15.79
Very annoying/stupid 2 11.11 0 0
Other 4 A 22.22 3 15.79
18 100 19 100

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 “?usic" and "voires" 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- Children showed the adver-
tisement tisement
Being original | The slogan
Giving good recipes Knowing the product

Giving stickers

7.1. TFindings on the Relationship 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)

Working Women Non-~Working Women
It describes It partially It doesn't It describes It partially It doesn't Mean Stan. Dev
_ifestyles me well describes me describe me me well describes me describe me
- (%) (%) (%) (%) (%) (%) WW  NWW  WW Nk
Hone 1 iness
I l1ike to stay at : '
home . 25 55 20 55 42.5 2.5 2.05 2.52 0.67 0.t
I 1ike to improve
my house. 85 15 0 90 ' 7.5 2.5 2.85 2.87 0.36 0.4
In the evening I '
would rather stay .
at home than go out. 62.5 35 2.5 30 ' 57.5 12.5 2.6 2.17- 0.53 0.6
Innovativeness
I often try new brands
before people in my _
surroundings do. 12.5 30 57.5 15 32.5 52.5 1.55 1.62 0.71 0.7
I Tike to try new and '
different things. 35 60 5 KL 47.5 17.5 2.3 2.17 0.55 0.7
I like to dress well. 72.5 25 2.5 75 17.5 7.5 2.7 2.67 0.50 0.6
My friends often come
to me for advice. 12.5 : 67.5 20 12.5 55 32.5 1.92 1.8 0.76 0.6
Self Confidence ,
I trust myself. 72.5 27.5 0 72.5 27.5 0 2.75 2.75 0.66 0.6
I tTike entering _ :
competitions. 15 22.5 62.5 25 25 50 1.5¢ 1.7% 0.75 0.8
Frustration
If I had my life to
live over I would
sure do some things ‘
differently. 25 50 25 37.5 40 22.5 2.00 2.15 0.71 0.7
I often wish for the '
good old days. 5 30 65 15 27.5 57.5 1.4 1.57 0.69 0.7
I have a good future
ahead of me. 47.5 40 12.5 25 67.5 7.5 2.35 2.17 0.69 0.5
Socialness

I like parties where
there is a lot of ‘
music and talk. 15 65 20 20 40 40 1.95 1.8 0.59 0.7

We generally have

friends to dinner at

least once or twice .

a month, 35 25 40 32.5 37.5 30 t.95 2.02 0.86 0.7

I prefer to live in a
big city than a small

town. 35 "5 60 17.5 20 62.5 1.75 1.55 0.95 0.7
Intellectualness

[ read a newspaper or e '

magazine . every day. 80 7.5 12.5 87.5 10 2.5 2.67 2.85 0.69 0.4
Television is a good :

free-time occupation. 7.5 67.5 - 25 12.5 47.5 40 1.67 1.72 0.5 0.6

dork Overload

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

and energy for. 80 7.5 12.5 37.5 35 27.5 2.6 2.1 0.69 0.8
I don't ever seem to
have time for myself. 60 2.5 37.5 10 30 60 2.22 1.5 0.9% 0.6

1 feel I have to do

things hastily and

maybe less carefully

in order to get

everything done. 62.5 32.5 5 2.5 12.5 85 2.7 1.17 0.6 0.4

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

In order to calculate the means in this table, values from 1 to 3 were given to the respondents choices, where:

‘1t 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)

[ totally agree I partially agree I partially don't 1 don't agree I don't know Mean Stan.

_ agree
Lifestyle W NWW WW NWW Wil N Wi NWW WM NWW  WW NWW Wi

(%) (%) % (%) (%) (%) (%) (%) (%) (%) (%) (%) (%)
' : ‘ n=40 n=40
Role ldentity : '

Politics is a man's _
affair. 2.5 7.5 25 2.5 62.5 62.5 32.5 37.5 0 0 1.7 1.9 0.57

The husband of a
working woman
should help her
with the house

work. 82.5 82.5 17.5 15 0 0 0 2.5 0 0 3.8 3.77 0.37
Men and women have

equal rights today. a5 30 37,5 62.5 7.5 7.5 0 0 0 0 3:47 3.23 0.63

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

For the same job
women earn less

in Germany. 65 37.5 25 45 0 5 10 12.5 0 0 3.45 3.07 0.92
Conservativeness
"Films should be ' '

censured. 15 22.5 60 60 15 15 10 2.5 0 0 2.8 3,02 0.82

There is too much
emphasis on sex '
today. 42.5 57.5 32.5 27.5 17.5 7.5 7.5 7.5 0 ¢ 3.1 3.35 0.95

Today most people
don't have enough

discipline. 40 32.5 42.5 . 55 15 2.5 2.5 10 0 0 3.2 3.1 0.78
Today, more rights ' ,
are given to youths. 72.5 80 22.5 20 2.5 ¢ 2,5 o 0 0 3.65 3.8 (.65

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
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—ﬁorking women believe that "If I had my life to
live over I 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" deseribing.

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 Jjobs 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 pecple 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: "Réspondents' Child Upbringing
Opinions" is also a part of the "Conservativeness" compo-

nent.

TABLE 18. RESPONDENTS' CHILD UPBRINGING OPINIONS IN
GERMANY

Child Upbringing Working Women Non-Working Women

Opinion No, Percent No. Percent

Can a Working Mother
Bring her Children

Up Well?
No 3 745 16 40
Yes 37 92.5% 24 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 LETSURE TIME ACTIVITIES IN GERMANY

Leisure Time Working Women Non-Working Women
Activities No. Percent No, Percent

Number of leisure Time

Activities
Have no time 8 20 5 12.5
1 8 20 11 27.5
2 11 27.5 3] 15
3 : 6 15 8 20
b b 10 3 7.5
5 or more 3 7.5 7 17.5
40 100 Lo 100
Type of leisure Time
Activities
Knitting, sewing,
handwork 19 23.45 28 29.47
Sport 14 17 .28 15 15.78
Walking 10 12.34 8 g.u2
Listening to music 1 1.23 4 4,22
Reading 19 23.45 22 23.16
Watching TV I 4,93 5 5.26
Entertaining my
children 3 3.70 2 2.10
Others 11 13.58 11 11.57
81 100 85 100

Source: Question 23 of the Questicnnaire 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. 132



There were also many activities mentioned a few
times Dy 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 Yy
Visiting friends Yy

Non-Working Wives No. of Times Mentioned
Dancing 1
Gardening 7
Languages 1
Cooking exotiec 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 regarding the Jdiffe-
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 da.f. o

I like to stay at home 3,45 78 0.05
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
Ancther hypothesis regarding the life style of

women 1is 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 significantily.

TABLE 21, RELATIONSHIP BETWEEN "WORK OVERLOAD" AND
WORKING STATUS IN GERMANY

Variables t-cal d.f, o

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

3.125 78 0.05

b) I don't ever seem tc have time
for myself, and working status 4 78 0,05

c¢) I feel I have to do things
hastily and maybe less care-

fully in order to get every- 12.8 78 0.05
thing done, and working
status.

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

136



with was supported by 2 relationships significantly, as

shown below:

TABLE 22, RELATIONSHIP BETWEEN "ROLE IDENTITY" AND WORKING
STATUS IN GERMANY

Variables t-test d.f. o
a) "Men and women have equal
rights today" and working 1.815 78 0.10
status

b) "For the same job women earn
less in Germany" and working 1.78 78 0.10
status

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 Activity" 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, OSUMMARY OF WORKING WOMEN'S OPINIONS CONCERNING THEIR

JOBS

The table below shows that almost 100% of all werk-
wives are pleased or partially pleased with their Jocbs
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 implicetions
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 CPINIONS CONCERNING
THEIR JOBS

Working Women and Their Jobs Numnber Percent

Are you Pleased with your Job?

Yes 30 75
No 1 2.5
Partially g 22.5

Why are you working?

I have tc work due to financial

reasons 23 57.5
To buy myself small luxuries. 2 5
Because I get bored sitting

at home 9 22.5
For self-realization 6 15
Other 0 0

Number of Working Years

5 years or less 5 12.5
5 - 10 10 45
11l or more 16 4o

How Long do You Intend to
Continue Working?

I intend to work as iong as 1

have to financially b 10
I intend to work until I have

a child 1 2.5
I can't think of sitting at

home un+til I retire 35 87 .5
Other 0 0

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

Just a job 39 87.5

A career 1 2.5
Other 0 )

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 gquality of product and outlet are the
criterias loocked for by a high percentage of German wcmen,
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 FQOD

"Time Saving" was the most stated comment as the
advantage of ready made foocd 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 gquality food for the best
price.

- FOOD PREPARATICN

Almeost all women bake for their puests for tea, but

some workwives also buy from the bakery.

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

and prepare food before meals.
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- EATING HARITS

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 shep-
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
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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 cwned 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 c¢f 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 guite 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.

Housewives 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 hcusewives, that
men and women have equal rights today, but they also be-
lieve more than housewives that for the same job women

earn less 1n Germany.

A majority of all German women prepare a list before

geing food shopping.

German women make price/gquality comparisons when

food shopping.

German wemen 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 alsc
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
ard the Turkish cases were exactly the same with regard

to the informations gathered and methodology.
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APPENDIX 3

CROSS-TABULATION TABLES
FOR THE TURKISH STUDY
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CROSS TABULATIONS CONCERNING TURKISH WOMEN'S FOOD SHOPPING

BEHAVIOR
1. Working
# of Shop Status
Ping trips Yes No
made per 17 u .
week r=80.9 r= 2
1 c=42,5 c= (26.25)
(21.25) (5)
7 17
24
9 r=29,16 r=70.83 (30>
c= Cc=
(8.75) (21.25)
16 19
35
3 or more 2;58‘7 2;3?'5 (43.75)
(20) (23.75)
40 L0 g0
(50) (50) (100)

o = 0,05
d.f. =2
ov = 0.39
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2. Working
> P Status
ay ol the y
Week Food °8 No
Shopped for 4 10
. r=28.4 r=71.4
Monday-Frida c=10 c=25 14
Y (5) (12.5) | (17.5)
22 6
r=78'6 I‘=2l.1-+
Saturday =55 c=15 28
(27.5) (7.5) (35)
14 24
No Special r=36.8 r=63.2
Day c=35 c=60 38
(17.5) (30) (47.5)
Lo Lo 80
(50) (50) (100)
Y2cal = 6.34 ¢v = 0,28
p?table = 5.99
o = 0.05
d.f. = 2
3.
Working
Time of tatus
Day Food Yes No
Shopped for
7 17
r=29 r=71
Morning c=17.5 c=L.25 2y
(8.75) (21.25) (35,3
22 2
r=91.7 r=g.3
Evening =55 c=3 24
(27.5) (2.5) (35.3)
3 14
. r=30 r=70
NO SPEClal C=15 C=35 20
Time (7.5) (17.5) | (29.4)
2cal = 23.92 35 33 56
vétable = 5.99 (51.5) (48.5) (100)
a = 0.05
d.f. = 2



_ Working
People Food Status
Shopping Yes No
Done With
18 25
r=41.9 r=58.1
Alone e=45 c=62.5 | u3
(22.5) (31.25) (53.75)
12 3
. r=80 r=20
With Husband c=30 c=7.5 15
(15) (3.75) | (18.753)
10 iz
Children or r=45.5 r=54.,5
(12.5) (15) (27.5)
Ny 4o 80
(50) (50) (100)
p2cal = 6.71
p?table = 5,99
o = 0,05
dlf! = 2
cv = 0.29
5. Working
Time Status
Spent Yes No
for Food
Shopping 17 17
=50 r=50
1 hour or c=h42.5 c=U42.5 3y
less (23.6) {23.6) (47.2)
19 19
r=50 r=50
1 - 2 hours c=47.5 c=47.5 38
(26.4) (z&.4) (52.8)
36 35 72
(50) (50) {100)

p2cal = 0
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6. Working
Way Food Status
ShoPp}ng Yesg No
Decisions are
made 1k 14
. , r=50 r=50
I write a list c=35 c=35 28
(17.5) (17.5) (35)
I know what I |8 16
before enterin c=bs c=h0 3L
the shop § (22.5 (20) (42,5)
: 8 10
Ia &
to buy whon s r=il. b4l p=55.55
c=20 c=25 18
en
ter the shop (10) (12.5) | (22.5)
L0 he 84Q
(50) (50) (100)
Y2cal = 0.33
7. Working
Number Status
of shops Yes No
visited 15 7
r=68.2 r=31.8
1l or 2 ¢=37.5 c=1i7.5 22
(18.75) (8.75) (27.5)
1y 10
r=58.3 r=41.7
3 c=35 ©=25 24
(17.5) (12.5) (30)
11 23
r=32.4 r=67.6
L or more c=27.,5 c=57.5 3u
(13.75 (28,75)( (u2.58)
uo- Lo 80
(50) (50) (100>
Y2cal = 7.78
y2table = 5.99
= 0.05
d.f. = 2
cv = 0,31
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Outlet Working

Pre ferences~oratus
Yes No
7 14
r=33.33 r=66.66
Grocer c=10 c=14,9 21
(42.9) (85.8) (12.8)
35 27
r=56.5 r=43,5
Supermarket c=50.7 c=28.8 62
(21.5) (16.6) (38)
8 17
r=32 r=68
Market c=11,6 c=18,2 25
(49.1) (10.u4) (15.3)
g . 14
r=39,2 r=60.8
Delicatessen c=13 c=14,9 23
(5.5) (8.6) (14.3)
10 22
r=31.,25 r=68.7%
Bakery c=1l4,5 c=23.2 32
(6.13) (13.49) (19.6)
69 94 163
(u2.3) {(57.7) {100)
Yy%cal = 8.79
y2table = 7.78
o = 0,10
d.f. = 4
cv = 0.23
9. Working
Advantage Status
of ready Yes No
made food 32 25
stated ) r=52.5 r=47.5
Time c=80 ¢=72.5 61
Saving (34.4) (31.2) (65.0)
6 y
r=60 r=40
Storing c=15 c=19 10
(6.4) (4.3) (10.7)
13 9
) r=59 r=4l
Practical c=32.5 c=22.5 22
(13.9) (9.6) (23,7)
2 - 1 42 23
cal = 0.35 51
v (54.8) (u5.2) (100)
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10. . Working
Disadvantages Status
of ready made Yes No
food stored
4 11
r=26.%66 r=73,33
Lack of.Taste 0=17.5 c= 15
(8.2) (22.4) (30.6)
6 9
r=49 r=6{
Lack of Vitamins e=26 o= 15
(12.2) (18.4) {30.6)
13 6
r=68.4 r=31.6
%;gzhgiss c=56.5 cs 13
(26.5) (12.2) (38.8)
Y2cal = 6.3k 23 26 49
y?table = 5.99 (46.9) (53.1) (100)
e = 0.05
d.f. = 2
cv = 0.28
11, .
Action taken” Worgizgus
when a high :
quality but Yes No
expensive food
product is observed g 16
in a store ) r=63.6 r=36.4
Price/ e=70 czlQ Ly
quality (35) (20) | (55)
comparison
are not
made
12 24
. . = » 33 = .66
Price/quality §=ig 3 Z;EE 36
comparlsons (15) (30) (u58)
are made
4o 490 ed
{50) (50) (1000
wzcal = 7.27
y2table = 3.8%4
o] = U|05
d.f. =1
¢ = 0.3
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12, Working
Tendency Status
to bargain " Yes No
12 7
r=63,72 r=36,8
Always c=30 c=17.5 19
(15) (8.75) (23.7%)
18 28
) r=39,2 r=60.8
Sometimes c=Llg c=z70 ug
(22.5) (35) (57.5)
16 5
r=066.,568 r=33,33
Never c=25 c=12.5 15
(12.5) (6.259] (18.75)
iy 49 80
(50) ; (50) (100)
$2cal = 5.13
2table = 4,61
o = 0.10 .
d.f, =2
cv = D.Z25
13, .
Time spent worgigfus
for food
preparation Yes No
9 7
r=60 =40
1/2 hour c=22.5 c=17.,5 15
(11.25) (8.75)1 (18.,75%)
21 15
r=58,3 r=4l1.,7
i/2 - I hour o=52.,50 c=57.5 36
(26.25) (18.751 (u5)
10 18
=35,7 r=bHy4,3
More than 2:22 c=l5 58
1 hour (12.5) (22.5)| (35)
40 Lo 50
(50) (50) (50)
pZcal = 3.6H



1y,

Time Working
when food Status
18 Prepared ' Yes No
11 8
r=57.9 r=42,1
Before meals c=27.5 c=20 13
(13.7%) {10) (23.75)
0 21
i r=0 r=100
In the morning c=0 c=572.5 21
' (o) (26,25) (26.2%)
1y 2
. r=87.,5 r=12.5%
A night before c=35 c=5 16
{17.5) {2.5) (20)
15 9
Wh r=62.5 r=37.5
eniz;z I have ©=37,5 c=22.5 | 2u
(18.75) (11.25) (39)
49 40 80
{(50) (50) (100)
yical = 31,97
y?table = 7.81
Q = 0.05
d.f. = 3
cv = 0.63
15, Working
Frequency Status
of eating Yes No
out
13 11
Once or more r=54.2 r=U45%,8
than once a c=32.,5 c=27.5 24
week (19.7) (16.7) ] (36.4)
15
r=78.,%8 r=21.1
Once a month c=37.5 c=10 19
(z22.7) (6) {28.8)
12 11
. =52.2 r=47.,8
Twice a month gzgg cz27.5 23
or less (18.2) (16.7)| (34.8)
Lo 26 B8
pZcal = 3.7k
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16. Werking
What is Status
served to
guests for Yes No
tea
r=39'5 1"360.5
c=L42.50 ¢=65 43
(21.25) (32.5) (53,75)
" r=73.,7 r=26.3
c=35 c=12.50 19
(17.5) (6.25) (23.75)
r=50 r=50
c=22,50 ¢=22.50 18
{11.25) (11.25); (22.%8)
40 L0 80
(50) (50) (1007
vical = 6.14 ‘
y?table = 5,99
o = 0.05
d.f, = 2
cv = 0,28
17 . Working
Number of Status
meals eaten
together Yes No
20 21
r=48,8 r=51,2
Once c=50 c=52.5 b1l
(26.686) (28) (5L4.56)
20 14
r=58.8 r=41.2
Twice c=50 =35 34
(25.56¢8) (18.,66) (L45.322)
4Q 35 75
{53.33) (46 .66) (100)
yZcal = 1.156
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18. Working
Meals Status
eaten .
together Yes No
20 19
r=51.3 r=48.7
Breakfast e=50 c=47,5 39
(16.8) (15.9) (32.8)
‘ 40 40
r=50 r=50
Evening ©=100 c=100 80
(33.6)] (33.7) (67.2)
60 59 119
(50.4) (49.86) (100)
y%eal = 0,01
19. _ ~Working
Facts that Status
effect the
respondent to
try a new food Yes No
product
: 21 15
I try after my r=58.33 r=41,66
surrounding does c=52.5 c=37.5 36
(26.25) (18.75) (u45)
19 25
I like trying new r=43,2 r=56.8
food products ‘or I c=47.5% c762.,5 by
see them in the ad- (23.75) (31.25)] (55)
vetisements and be-
become curicus 4O 40 80
(50) (50} (100)

Yp2cal = 1.79
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20, Working
Number o Status
free time .
stated
10 g
r=665.66 r=33.,33
0 c=25 ©=12.% 15
(27.7) (13,8) (41.68)
7 14
r=33.383 r=66.6%
3 ory c=17.5 c=35 21
{19.L) (38.8) (58.33)
17 198 35
) (47.22) (52,77) (100)
Y cal = 3,87
yZtable = 3.8L
o = (.05
d.f. =1
¢ = 0.33
21. Working
Using Status
a car Yes No
13 G
r=68.4 r=31.6
Yes c=32.50 c=15 19
(16.25) {(7.5) {23.75)
22 7l
r-47.8 r=52.2
No Cz55 c=¢0 46
(27.5) (30) (5.75)
5 10
r=33.33 r=686 .66
Sometimes c=12,50 c=25 15
(6.25) {12.5) (18.75)
40 49 80
(50) (50) (100)
p2cal = 3,02
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22, Working
Helper Status
at home Yes No
17 Yy
r=80.9 r=18.,1
Yes c=L2,5 c=10 21
(21.25) (%) (26.25)
B 11
r=35.3 r=64.7
Neo =15 c=27 .5 17
(7.5) (13.75)] (21.25)
17 25
r=40.5 r=59.5
Sometimes o=H2,5 c=62.5 42
(21.25) (31.25%)] (52.5)
40 LG 80
(50) (50) (1G0)
y?cal = 10.9L
y?table = 5.99
a = 0.05
d.f. = 2
cv = 0.37
23. Working
Owning an Status
Account Yes No
30 15
r=66.66 r=33.33
Yes c=75 c=37.5 us
(37.5) (18.75)f (5€.25)
10 25
r=28.6 r=71.4
No c=25 c=62.5 35
(12.5) (31.25)] (43.75)
$2cai = 11.4 40 40 80
y?table = 3.84 (50) (50) (100)
o = 0,05
d.f. = 1
¢ = 0.63
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24, _ Working
Using Status
checks ,
Yes No
4 5
r=yl, 4y r=55.,55
Yes c=10 c=12.50 g
(%) (6.25) (11.25)
38 35
r=50.,7 r=49,3
No =30 c=87.5 71
(u5) (43.75) (88.73)
40 40 80
25, Working
Can a working Status
mother bring up
her children well? Yes No
18 24
r=42.9 r=57.]
Yes c=U5 c=60 42
(22.% (30) (52.5)
22 16
I‘=57.9 I"-'-H?-l
No ¢=35 c=40 38
(27.5) (20) (L7.5)
Lo 40 80
(50) (50) (100)
p2cal = 1.7%
26. , _
Willingness to Working
go to a distance by Status
transport in order
to mgke a cheaper Yes No
food purchase
6 13
r=31.6 r=68.4
" Yes c=15 cz372.50] 1S
(7.58) (16.25) (23.75)
24 : 10
r=86 r=y4
No c=60 c=25 25
. (30) (12.5)] (31.2%)
ycal = 14,97
v zable - 0.05 r=27.7 r=47.,3
a.f. = 2 Sometimes c=25 czl2.5 36
& = 0.43 (12.5) (21.2%) (u%)
4o Lo &0
(50 (50) (1C60)
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CROSS TABULATIONS CONCERNING GERMAN WOMEN'S FOOD SHOPPING

1'

2w2
Ppeta

d.
cv

w2

BEHAVIOR
No of Working
shopping Status
trips made
a week Yes No
20 3
r=86.9 r=13,1
2 c=50 c= 7.5 23
(25) (3.75) (28.75)
15 26
r=36.6 r=63.4
3 ¢=37.5 c=65 bl
(18.75) (32.5) (51.25)
5 11
r=31.25 r=68.,75
I‘"‘ C=12-5 c:27.5 16
(6.25) (13.75) | (20)
40 40 89
(50) (50) (100)
cal = 17.76 ‘
bie = 5.89
= 0,05
f. = 2
= 0.39
Working
Time of the Status
day food
shopped for Yes No
20 11
r=64.,5 r=35.,5
Monday-Friday c=50 c=27.5 31
(25) (13,753 (38.75)
3 2
r=60 r=h0
Saturday c=7.5 c=5 5
(3.75) (2.5) (6.25)
17 27
r:38.6 r=61.4
No special day czu2.5 c=67.5 Ly
' ' (21.25) (33.75) (55)
40 ug 80
cal = 5.07 (50) (50) (100)
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3. Working
Time of the Status
day food .
shopped for Yes No
b 20
. r=16.66 r=83.33
Morning ¢c=10 c=50 m
(5.8) (28.9) (34.8)
13 2
r=86.66 r=13.33
Afternoon c=32.,5 c=5 15
(18.8) (2.8) (21.,7)
16 iu
r=53.55 r=46,66
Evening c=40 c=35 30
(23.2) (20.2) (43.5)
33 36 69
V2cal = 18.7 (47.8) (52.2) (100)
y?table = 5,99
o = (.05
dlf' : 2
cv = 0.52
4, Working
People fcod Status
shopping done
with Yes No
25 30
r=45.5 r=54,5
Alone c=60 c=7% 55
(35.7) (42.8) (78,6
10 5
r=66.66 r=33,33
With husband c=25 c=12.5 15
(1&.3) (7.1) (21.4)
35 35 70
(50) (50) (100)

vical

0.90
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5. Working
Time spent Status
for food .
shopping Yes No
7 n
: ~ r=63.6 r=36.4
1/2 hr or less c=17.5 c=10 11
(9.,0%) (5.19) (14.3)
21 22
r=uU8,8 r=51.2
1/2 - 1 hour c=52.5 c=55 43
(27.27) (28.57) (55.8)
10 13
) r=43.5 r=56.,5
1 - 2 hours c=25 c=3Z.5 23
(12.98) (16.88) (29.9)
38 39 77
(49.,4) (50.6) (100D
p?cal = 0.80
6. Working
The way food Status
shopping deci- :
sions are made Yes No
27 27
. . r=>5H0 r=50
A iist 1s c=67.5 ©=67 .5 S5k
prepared (36) (36) (72)
10 11
Decisicns are r=47.6 r=52.k
made before c=25 c=27.5 z1
entering shop (13.33) (1u4.66)| (z8)
37 38 75
(49.3) (50.7) (1o0Q)

p2cal = 0,04

163



Number of
shops visited

3 or more

Y2cal = 7.7
Y2table = 5.99
o = 0,05
d.f. =2
cVv = 0,31

Working

164

Status
Yes No
g 2
r=71.4 r=28,6
¢=12.5 c=5 7
{(6.25) (2.5) (8.75)
16 7
r=69.5 r=30.5
c=H] c=17.,5 23
(20) {8.75) (28.75)
19 31
r=38 r=62
c=47.5 c=77.5 50
(23.75) (38.75%) (6.25)
ug L0 80
(50) (50) {100)



8., Working
Outlet Sta'tus
Preferences '
Yes No
12 8
=60 r=U40
C= o= 20
(0.,058) (0.03) (0.69)
39 31
r=55.7 r=44,3
c= c= 70
(0.18) (0.1u) {32.4)
2 9
r=18.2 r=81.8
o= c= 11
{0.009) (0.04} (5.1
6 25
r=19.4 r=8B0.6
c= o= 31
(0.03) (11.6) {14.4)
9 1y
r=39.1 r=60.9
c= c= 23
(D.04) (0D.08) (10.6)
28 33
r=45,9 r=54.1
c= c= 61
(12.9) (15.3) (28.2)
96 120 216
(4y,4y) {66.66) (100)
Yical = 17.1
p?table = 11.07
a = 0.05
d.f. = 5
cv = 0.23
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9,
Advantages of
ready made
food stated

Time saving

Stering

$2cal = 0.76

10,
Disadvantage
of ready made
foods stated

Price

Lack of taste

Lack of
Vitamins

Freshness

wzcal = 2,29

166

Working
Status
Yesg No
37 3y
r=52,1 rz=47.,0
c= c= 71
(37.75) (3L,7) (72.4)
11 16
r=40,7 r=59,3
c= o= 27
(12.,3) {16.25) (27.6)
48 50 98
(48.9) (51.1) (100)
Working
Status
Yes No
& 7
r=46 r=54
c=15 c=17.5 13
(0.05) (0.08) (11i.30)
28 28
r=5Q0 r=50
c=70 =70 56
(24.3) (2u4.3) (Lg.7)
15 10
r=60 r=40
c=37.5 c=25 5
(13.0u4) (8.8) (21.7)
7 iy
r=33.33 r-66 .66
c=17.5 c=135 21
{(6.08) (12.17) {18.23)
56 g 115
(L49) (51) (100)



11,

Action taken .
when a high Working
quality but Status
expensive pro-
duct is seen in
food store Yes No
. ° 7
Price/quality r=41,66 r=58.,33
comparisons are c=z12.5 c=17.5 17
not made (6.25) (8.75) {15)
35 33
Price/quality r=51.,5 r=48,5
comparisons c=87.5 c=g2.t 68
are made (L3.75) (41.2%) {85}
40 40 80
(50) (50) (100)
Y2oal = 0,40
12. )
Tendency wogi;gﬁs
to bargain
Yesg No
3 9
r=27,3 r=81.7
Yes c=7.5 c=22.5 11
{3,75) (11.2%) {13.7%)
27 17
r=61.U r=38.0
No c=6.75 c=L,75 Iy
(2.5) (21.2%) (55)
10 14
r=41,.66 r=LE.,b¢
Scmetimes c=2% c=35 ?f
(12.5) (17 .58) (30)
40 Lo &0
(50) (50) {100)
p2cal = 5.19
y?table = 5.89
o = 0.10
d.f. = 2
cv = D.25

167



13.

. Working
Time spent Status
for food
preparation Yes No
3 5
. ‘ r=37.,5 r=62.5%
1/2 hr or less ez 7,5 c=12.5 8
(3.75) (8.,25) {10)
27 23
r=54 r=46
1/2 - 1 hour ¢=6.75 c=5.75 0
(33.75) (28.75) | (52.5%)
10 17 |
r=u5.5 r=5b.5
1 hr or more c=25 c= 30 ' iz
(12.5) (15) g (27.5)
40 40 L e
(50) (50) P(1td)
$2cal = 1.002
14, Working
Time when Status
food is Yes No
prepared ‘
30 27 i
r=52.6 r=47.4
Before meal c=75 c=67.5 i £7
(h4.2) (39.7) | (£3.8)
2 g !
. r=18.72 r=8§.2 ]
In tn? . c=F czZ?27 .5 i 21
morning (2.9) (13.2) | (i£.2)
32 3¢ ji £s
(47.1) (52.9) P (103D
wzcal = 2!82
y?table = 2.71
0‘. = 0110
d.f. = 1
= 0420

¢
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15, Working
Status
Yes No
28 11
Once or twice r=71.8 r=28.7
2 month c=70 c=27.5 33
(41.1) (16.2) (57.4)
5 23
Less than once rf20.6 rf79'“ )
a month c=15 c=57.5 28
{8.8) J (33.8) {uz.8)
34 34 68
(50) (56) (100
p2cal = 17.3
v?table = 3.8Y4
(84 = 0105
d.f. = 1
¢ = (.50
16. \\\\ Working
What is Status
served to
guests for Yes No
tea 30 37 l
rzllu, 8 r=55.2
Home baked 0=75 c=397.5 | €7
cakes, etc (37.5) (46.25) | (E3.75)
i
10 3 i
=76 .9 r=23,1 i
Home beked 2:25 c=;.5 ! 13
and bought (12.5) (3.75) | (16.75)
cakes, etc _ o [ R
40 40 80
(50) (50) (100D
wzcal = U4,.yug
yZtable = 3.84
Q = 0!05
da.f, =1
¢ = 0,21
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17. Working
Number of Status
meals eaten -
together Yesg No
17 13
r=56.,66 r=43,33
1 c=427.5 c=32.5 30
(21.25]) {(16.25) (37.3)
20 20
r=50 r=50
-2 c=59 c=50 40
(25) (25) {50)
3 7
r=30 r=70
3 c=7.5 c=17 .5 10
(3.75) (8.75) (12.%)
L0 ] 50
(50) (50) (100)
y2cal = 2.23
18. Working
Meals Status
eaten
together Yes No
3 7
r=30 r=70
Lunch c=7.5 c=17.5 10
(3.75) (8.75%) (12.%8)
33 37
r=47.,1 r=52,9
Dinne'r' 0582-5 C:92r5 70
(41.25) {46.25) (87 .2)
36 i 50
(u45) (55) (100)

pical = 1.47
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19,

p2eal =

20,

wz

Facts that
effect the
respondent
to try new
products

1.83

Can a working

mother bring
her children

up well?
y2cal = 11.66
+able = 3,80
o = 0005
d.f. = 1

¢ = 0!37

Working
Status
Yes No
1y 20
r=41.1 r=58.9
o=35 c=50 34
(17.5) (25) {u2.5%)
26 20
r=56.5 r=43.5
c=65 c=50 4f
(32.5%) {(25) JET LR
40 4o g9
(50) (50) (100)
Working
Status
Yes No
3 16
r=15.8 r=84,2
c=7.5 c=40 19
(3.75) (20) (z3.75)
37 24
r=60.6 r=39.4
c=92.5 c=60 £1
(46.25) (30) (76.2%)
40 40 €d
(50 (50) (100)
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21,

22.

Working
Number of Status
free time ' ,
activities Yes No
stated
19 1 17
r=52.8 r=47.2
c=47.5% o=42.5 26
(28.4) (25.3) (53.7)
13 18
r=41.9 r=58.1
c=32.5 c=45 31
- {19.4) (26.9) (4e.3)
32 35 &7
(47.8) (52.2) (i00)
v2cal = 0.79
Werking
Driving Status
a car Yes No
31 28
r=52.5 r=47.5
Yes c=77.5 c=70 59
(39.7) (35.9) (75.8)
7 12
r=36.8 r=63.7 19
No e=17.5 =30 (2u4.4)
38 LQ 78
(48.7) (51.3) (100)
p2cal = 1.4
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23. Working
Helper Status
at home
Yes No
17 3
. r=85 y=15
Sometimes c=42.5 cz7.5 20
(24.3) (4.3) (28.6)
13 31
r=38 r=62
No c=47,5 c=77.5 50
(27.1) (44.3) (71.4)
36 3u 70
(51.4) {48.6) (Z20)
p2cal = 12,59
p?table = 3.8u
o = (0.05
dlfo = 1
P = 0,65
24, Working
Having a Status
bank account Yes No
37 24 l
1"=50-6 I’-‘-39.]4 |
Yes 0=92.5 c=60 ‘ €1
(46.25) (30) (76.25)
3 16 ;
r=15.8 r=84.2
No c=7.5 c=k0 -3
(3.75) (20) (Zz2.75)
40 L0 | £
(50) (50) | {(220)
p2cal = 11,66
y2table = 3.8%
o = 0,05
d!fl = 1
¢ = (.38
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25, Working
Using. Status
checks
Yes No
32 13
r=71.1 r=28.9
Yes c=80 c=32.5 45
(u40) (16.25) (55.25)
8 27
r=22.9 r=77.1
No c=20 c=67 .5 35
(10) (33.75) (43,75)
40 50 85
(50) (s0) (100D
y2ecal = 18.32
y?table = 3.84
o = 0.05
dof- = l
¢ = (.u8
26 . Working
Willingness to Status
go a distance by
transport in order
tc make a cheaper Yes No
food purchase.
b 1y
r=22.22 r=77.77
Yes c=10 c=35 18
(5) (17.5) {22.%)
17 B8
r=68 r=37
No c=42.5 ¢=20 Z5
(21.25%) (W) (31.2%)
19 1&
r=51.4 r=48.6
Sometimes c=47.5 o=k5 37
(23.75) (22.5) (ke .2%)
LG LD B8O
(50) (58) (100D
2cal = 8.8
p? table = 5,99
o = 0.05
d.f. =2
av = 0,33
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