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ABSTRACT 
 

Self-image is the configuration of beliefs related to the self. Actual self-image involves those images 

that one has of oneself, how one feels and one sees oneself  Consumers do things that are consistent 

with their own self-image. Thus it is needed to know what aspects of self image have changed. 

 

This particular study seeks to analyze certain aspects of self image of Indian middle class women. 

Some women are working and the others are non-working, and those who are working may lie in 

different income brackets. It is necessary to know if these women have the same self image or it 

varies with their working and non working nature and also on their personal income bracket. 

 

It is seen that there has been a change in the self image of middle class women. This change would in 

turn affect the lifestyle which would further affect the consumption pattern. The results of the 

research will help to lay theoretical foundations for changing consumer behavior based upon women’s 

self-image.  

The results will help the industry to know how advertisers and marketers should target and match 

consumer aspirations keeping in mind the changes in self image. This study will help marketers in 

devising the right strategy to market their products and also find out new business opportunities 

arising due to changed self image  of middle class Indian women which in turn may help to 

facilitate growth of some sectors of our economy. Keeping all these changes in mind strategies can be formed 

to adopt those changes and achieve the long term growth and success. 

The understanding of this change is necessary for the industry to help it know what to produce to 

match the changing demands of the modern women.  

 

KEY WORDS: Confidence, Apprehension, Influence  

INTRODUCTION 

The consumer’s self image plays a significant role in predicting and explaining behavior. It gives rise 

to a different set of purchase needs and purchase motivations. The self image not only encompasses the 

roles in which consumers see themselves but extends to how consumers feel they are viewed by others 

in each of these roles. When we make a purchase, we consider not just how the purchase suits our 

image; we also consider how others will react to us once we buy, own, and use the product purchased. 
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Through this process of reflective evaluation, consumers figure out how they see themselves.Driven to 

act with self-congruity, consumers will search out for products and services with brand-user images 

congruent to their own. Consumer researchers define self-image in terms of the relationship between 

consumers and products. For example, if they own a sports car, certain consumers may see themselves 

as attractive and outgoing. Other consumers might see themselves as wealthy and reckless. 

LITERATURE REVIEW 

According to Consumer Behavior Today, v. 1.0by M. Joseph Sirgy, Don R. Rahtz, and Laura Portolese 

Dias “The consumer’s self-image  plays a significant role in predicting and explaining behavior. 

Consumers have multiple selves, reflecting the many roles they play in their daily lives.  

Professors Frank Alpert and Michael Kamins suggested that self image has something to do with the 

way consumers compare the image of the pioneer brand with their ideal self-image. A pioneering 

brand may be associated with valued personal traits such as authenticity, ingenuity, and trustworthiness. 

In many respects, consumers are likely to have an ideal self-image that includes these valued personal 

traits. If so, then they are most likely to experience ideal self-congruity with a pioneer brand. This ideal 

self-congruity motivates them to The same motive—the need for social consistency—operates in the 

marketplace. That is, we are all motivated by social self-congruity. The degree of match between the 

consumer’s social self-image and the brand-user image., buying products and services that reinforce 

our social self-images. For example, if I believe that I am viewed by others as a nerd, then I’m likely to 

act as a nerd, and I’ll buy things that nerds buy. 

Marketers typically appeal to our social self-images through advertising. Consider pickup trucks, for 

example. Many pickup truck commercials show rugged men driving pickup trucks and hauling all 

kinds of things. The result of this type of advertising repetition is the creation and reinforcement of an 

image of the kind of people who drive pickup trucks. Marketers try to target their advertising to 

consumers who have a social self-image of themselves as rugged men driving pickup trucks and 

hauling all kinds of things. Men who believe that other people see them this way might be motivated to 

buy the advertised truck because doing so would satisfy their need for social consistency. Buying and 

driving the pickup truck would reinforce their belief that others see them and treat them as rugged men. 

This is part of their self-identity. Doing otherwise would be discomforting. People don’t want to do 

things that violate their images in the eyes of others, especially significant others. 

OBJECTIVES 

 

The objective of this research is to find out if the annual personal income of Indian middle class  

women has an impact on their self image. 

Certain aspect related to self image have been taken here like the confidence of women in shopping, 

apprehension in trying new products, influencing the purchase decisions in the family, seeing oneself 

as a strong pillar in one’s family. 

 

Sub objective1.1:- To find out if personal annual income of Indian middle women has can effect on 

the confidence they have when they do shopping for their families. 

Sub objective1.2:- To find out if personal annual income of Indian middle women has can effect on 

their apprehensions in trying new products in the market. 

Sub objective1.3:- To find out if personal annual income of Indian middle women has can effect on 

their influence on the purchase decisions of the family. 

Sub objective1. 4:- To find out if personal annual income of Indian middle women has can effect on 
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whether they see themselves as a strong pillar in their family 

.Objective 2 : To find out if annual personal income of Indian middle class women has an effect 

lifestyle  

Sub objective2.1:- To find out if personal annual income of Indian middle women has can effect on 

the lifestyle aspect related to whether they do most of the shopping for their families. 

Sub objective2.2:- To find out if personal annual income of Indian middle women has an effect on 

the lifestyle factor that a well kept and decorated house adds to their social positive self. 

 

RESEARCH METHODOLOGY 

 
The research done was descriptive in nature.  Data collection method chosen for this study was 

administration of survey . Sample Target  included middle class  women from Lucknow , Delhi 

and Mumbai and Calcutta and Jaipur. Middle class was chose because     According to a report of 

NCAER middle class means a family with a household income between  3.4 lakhs to 17 lakhs. I 

have got the questionnaire filled by women who belong to a family with this annual household 

income. For this I chose the middle class colonies in the respective towns and got questionnaires 

filled by women there. 

 Sample Size: The sample size chosen is 1000. Tool: The research tool used is a questionnaire. 

The research has been carried out with the objective to examine if the working , non-working nature 

and different personal income brackets have an effect on in the self image of middle class women in   

A survey  through questionnaire has been used as the primary data collection method in this study.  

The chosen age groups are 21-40 and above 40 years  in order to find differences among the two 

groups.  

In order to be able to further analyze the data, tables added  to add a visual side to the analysis. To 

do this, the results were entered on  SPSS  in order to conduct proper statistical analysis.  

The women have been grouped in two, the first group comprises of women in the age group of 21-40 

years of age  while the other group comprises of women above 40 years of age . Out of the all the 

questionnaires filled there were 40% women who were in  the 21-40 years age group and 60% are 

above 40 years  of age group. Out  of the women in the 21-40 age group, the income distribution is 

as, 34.8% women have an annual personal income of less than 3.4 lakhs per annum, 21.5% women 

are in the 3.4 lakh up to 6.8 lakh income bracket, 21.2% in the above 6.8 up to10.2 lakhs, 22.5% in 

the above 10.2 up to13.6 lakh income bracket and none in the above 13.6 up to 17 lakh annual 

personal income bracket. 

While on the other side women above 40 years of age have the following break up of annual personal 

income. 65.2% women earn less than 3.4 lakhs per annum, 16.2% earn 3.4 up to 6.8 lakhs per annum, 

13.7 % earn  above 6.8 up to 10.2 lakhs per annum, 5 % earn above 10.2 up to 13.6 lakhs per 

annum and just none earn above 13.6 up to17 lakhs per annum. 

It clearly shows the annual personal income of women in the age group 21-40 is  more than income 

of women above 40 years of age.  

The  statistical analysis features where then used to cross tabulate different variables and see how 

they were connected with each other. In this section of the report, the results of the study are 

presented and analysed. The results are presented according to different  hypothesis framed .In 

presenting and analyzing the results, the age category of 21 to 40 year-old women is commonly 

referred to as the group1 or younger women and above 40 years old women as  group 2.The various 
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hypothesis have been studied as under. 
 

H01. Self image is independent of the personal annual income of Indian middle class women. 

H01.1 The confidence of women in shopping for the family is independent of the annual personal 

income of Indian middle class women. 

H01.2 Not being apprehensive trying new products is independent of the annual personal income of 

Indian middle class women . 

H01.3 The influence women have in the purchase decisions of the family is independent of the 

annual personal income of Indian middle class women. 

H01.2.4 Seeing oneself as a strong pillar in keeping their family happy is independent of the  of 

Indian middle class women 

H02.1 Doing most of the shopping for the family is independent of the annual personal income of 

Indian middle class women. 

H02.2 Well kept and decorated house adding to one’s positive social status is independent of the 

annual personal income of Indian middle class women. 

 

TABLE 01:- Relation between age group and annual personal income of Indian middle class 

women 
Age Group * Personal income of respondents Crosstabulation 

   Personal income of respondents 

Total    less than 3.4 3-4-6.8 6.8-10.2 10.2-13.6 

Age Group 21 - 40 Years:  139 86 85 90 400 

 34.8% 21.5% 21.2% 22.5% 100.0% 

Above 40 Years:   391 97 82 30 600 

 65.2% 16.2% 13.7% 5.0% 100.0% 

Total  530 183 167 120 1000 

 53.0% 18.3% 16.7% 12.0% 100.0% 

ANALYSIS AND INTERRETATION 

H01 Self image is independent of the personal annual income of Indian middle class women . 

H01.2 The confidence of women in shopping for the family is independent of the annual 

personal income of Indian middle class women 

TABLE NO. 1.2  
Cross tabulation between personal income of respondents and self image aspect related to 

confidently doing most of the shopping for my family 

Crosstab 

   SELF IMAGE :I confidently do most of the 

shopping for my family 

Total 

   Strongly 

disagree Disagree Agree 

Strongly 

Agree 

Personal income of 

respondents 

less than 3.4  372 72 64 22 530 

 
70.2% 13.6% 12.1% 4.2% 

100.0

% 
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3-4-6.8  0 42 129 12 183 

 
.0% 23.0% 70.5% 6.6% 

100.0

% 

6.8-10.2  0 1 84 82 167 

 
.0% .6% 50.3% 49.1% 

100.0

% 

10.2-13.6  1 0 15 104 120 

 
.8% .0% 12.5% 86.7% 

100.0

% 

Total  373 115 292 220 1000 

 
37.3% 11.5% 29.2% 22% 

100.0

% 

 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 9.238E2a 9 .000 

Likelihood Ratio 991.268 9 .000 

Linear-by-Linear Association 553.196 1 .000 

N of Valid Cases 1000   

FINDINGS: As per the analysis of Chi-square test the calculated value of Chi-square with 95% level of 

confidence is 0.000 which is less than level of significance i.e. 0.05. The hypothesis is thus rejected.  

INTERPRETATION:-Women who have an annual persona income of less than 3.4 lakhs strongly 

disagree to shopping confidently for their families while just 4.2% women in this age group strongly 

agree to it. With the increase in annual personal income bracket t is seen that 70.5% agree to shopping 

confidently while 86.7% strongly agree to shopping confidently for their families . It is thus seen that 

women whose annual personal is more shop confidently. Table 01 shows that annual personal income of 

women in the less than 40 age group is more than women in above 40 age group. In the 61 and above age 

group none of the women have an annual personal income  in the 10.2-13.6 bracket while just 9% are in 

the 6.8-10.2 income bracket and 85% in the less than 3.4 annual personal income  bracket. These 85% 

women are non working. Showing thereby  that women are more confident shopping if they earn a high 

annual personal income .The 6.8-10.2  lakh annual personal income  there s 49.1% strong agreement  

and 50.3% agreement to shopping confidently for their families. Table 01 shows that women in the 21-30 

and 31-40 age groups are have a percentage of annual personal income which is more than in the above 40 

age group. It shows that women in the less than 40 age group have an annual personal income which is 

comparatively higher than that of women in more than women 40 age group. Although 45% of the 

women in the 21-40 age group have an annual personal income  which is less than 3.4 lakhs annual 

personal income. This so because this age group also includes students which constitutes 2.5% of the less 

than 40 age group. Moreover this age would also constitute women who have just entered job after their 

college with no experience and definitely would be working for a starting salary besides home makers 

who are not working. While women in the 31-40 age group does not constitute students and women who 

are working would not be just college pass outs.  
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H01.2 Not being apprehensive trying new products is independent of the annual personal 

income of Indian middle class women . 

TABLE NO.1.2 
Cross tabulation between personal income of respondents and self image aspect of not  being 

apprehensive trying new products in the market. 
Personal income of respondents * SELF IMAGE: I am not apprehensive  trying new products in the market. Crosstabulation 

   SELF IMAGE: I am not apprehensive  trying new products in 

the market. 

Total    Strongly disagree Disagree Agree Strongly Agree 

Personal income of respondents less than 3.4  369 72 71 18 530 

 69.6% 13.6% 13.4% 3.4% 100.0% 

3-4-6.8  1 43 132 7 183 

 .5% 23.5% 72.1% 3.8% 100.0% 

6.8-10.2  0 1 82 84 167 

 .0% .6% 49.1% 50.3% 100.0% 

10.2-13.6  0 0 18 102 120 

 .0% .0% 15.0% 85.0% 100.0% 

Total  370 116 303 211 1000 

 37.0% 11.6% 30.3% 21.1% 100.0% 

 
Chi-Square Tests 

 
Value df 

Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 9.686E2a 9 .000 

Likelihood Ratio 1.043E3 9 .000 

Linear-by-Linear Association 600.613 1 .000 

N of Valid Cases 1000   

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 

13.92. 

FINDINGS: As per the analysis of Chi-square test the calculated value of Chi-square with 95% level 

of confidence is 0.000 which is less than level of significance i.e. 0.05. The hypothesis is thus 

rejected.  

INTERPRETATION: It is seen that 69.6% women in the less than 3.4 lakhs annual personal 

income bracket strongly disagree to not being apprehensive trying new products while 23.5% 

disagree to it in the 31-40age group. While on the other side 50.3% women in the 6.8-10.2lakh 

annual personal income bracket strongly agree to not being apprehensive trying new products and 85% 

women in the 10.2-13.6lakhs annual personal annual income bracket strongly agree to not being 

apprehensive trying new products. It shows that self image related to apprehension trying products 

decreases as the annual personal income of women increases. Table 01 shows that 22% women in the 

21-40 age group and 23% women in the 31-40 age group have an annual personal income of 

10.2-13.6 lakhs annual personal income bracket while just 9% women in the 41-50 age group , 6% in 

the 51-60 age group and none in the 61 and above age group have an annual personal income of 

10.2-13.6 lakhs income bracket It shows that more women in the less than 40 age group are not 
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apprehensive trying new products while not many women in the above 40 age group are 

apprehensive trying new products. This change in the self image would have an effect on the lifestyle 

of women which would in turn be reflected in their consumption pattern. 

H01.3 The influence women have in the purchase decisions of the family is independent of the 

annual personal income of Indian middle class women. 

 

TABLE NO. 1.3 
Cross tabulation between personal income of respondents and self image aspect related to 

influencing the purchase decisions of one’s family 

Crosstab 

   SELF IMAGE: I influence the purchase 

decisions of my family. 

Total 

   Strongly 

disagree Disagree Agree 

Strongly 

Agree 

Personal income of 

respondents 

less than 3.4  366 43 91 30 530 

 
69.1% 8.1% 17.2% 5.7% 

100.0

% 

3-4-6.8  0 40 131 12 183 

 
.0% 21.9% 71.6% 6.6% 

100.0

% 

6.8-10.2  1 1 79 86 167 

 
.6% .6% 47.3% 51.5% 

100.0

% 

10.2-13.6  0 0 21 99 120 

 
0% .0% 17.5% 82.5% 

100.0

% 

Total  367 84 322 227 1000 

 
36.7% 8.4% 32.2% 22.7% 

100.0

% 

 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 8.582E2a 9 .000 

Likelihood Ratio 913.948 9 .000 

Linear-by-Linear Association 508.626 1 .000 

N of Valid Cases 1000   

. 

 

FINDINGS: As per the analysis of Chi-square test the calculated value of Chi-square with 95% level 

of confidence is 0.000 which is less than level of significance i.e. 0.05. The hypothesis is thus 

rejected.  

INTERPREATION:-82.5% women in the 10.2-13.6 annual personal income bracket strongly agree 
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to influencing decisions in the family while 51.5% women in he 6.8-10.2 annual personal income 

bracket strongly agree to it. On the other side it is seen that 6.6% women with an annual personal 

income in the 3.4-6.8 lakh annual personal income bracket strongly agree and just 5.7 % women in 

the less than 3.4 lakh annual personal income bracket strongly agree to influencing the purchase 

decisions in the family. Table 01 shows that 22% women in the 21-40 age group and 23% women in 

the 31-40 age group have an annual personal income of 10.2-13.6 lakhs annual personal income 

bracket while just 9% women in the 41-50 age group , 6% in the 51-60 age group and none in the 61 

and above age group have an annual personal income off 10.2-13.6 lakhs income bracket It shows 

that more women in the less than 40 age group are not apprehensive trying new products while not 

many women in the above 40 age group are apprehensive trying new products. It implies that the 

women in the less than 40 age group influence the purchase decisions of the family as compared to 

women in the above 40 age group. This change in the two age groups is because of the change in 

annual personal income of the two groups. Women in the more than 40o age group  who have a 

annual personal income of less than 3.4 are seen not strongly agreeing to influencing the purchase 

decisions are compared to women earning an annual personal income in 3.4-6.8 and 6.8 -10.2.  

 

H01.4 Seeing oneself as a strong pillar in keeping their family happy is independent of the  of 

Indian middle class women 

TABLE NO.1.4 
Cross tabulation between personal income of respondents and self image aspect of seeing oneself as 

a strong pillar in keeping one’s family happy. 

Crosstab 

   SELF IMAGE: I see myself as a strong pillar 

in keeping my family happy. 

Total 

   Strongly 

disagree Disagree Agree 

Strongly 

Agree 

Personal income of 

respondents 

less than 

3.4 

 377 81 70 2 530 

 71.1% 15.3% 13.2% .4% 100.0% 

3-4-6.8  0 39 136 8 183 

 .0% 21.3% 74.3% 4.4% 100.0% 

6.8-10.2  0 1 82 84 167 

 .0% .6% 49.1% 50.3% 100.0% 

10.2-13.6  3 0 11 109 120 

 2.5% .0% 9.2% 90.8% 100.0% 

Total  370 121 299 203 1000 

 37.0% 12.1% 29.9% 20.3% 100.0% 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 1.078E3a 9 .000 

Likelihood Ratio 1.162E3 9 .000 

Linear-by-Linear Association 644.192 1 .000 

N of Valid Cases 1000   
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FINDINGS: As per the analysis of Chi-square test the calculated value of Chi-square with 95% level 

of confidence is 0.000 which is less than level of significance i.e. 0.05. The hypothesis is thus 

rejected.  

 

INTERPRETATION:-71.1% women in the less than 3.4 lakhs annual personal income strongly 

disagree to seeing themselves as strong pillars in their families and all these who strongly disagree 

are in the above 40 age group. The less than 40 age group with this annual personal income although 

disagree but not strongly disagree. Showing thereby that low income is not having that much impact 

on the less than 40 age group, probably because 97.2% women in the 3.4-6.8 lakh annual personal 

income agree and 95.5% women in the 10.2-13.6 annual personal income group strongly agree in the 

21-30 age group to seeing themselves as strong pillars. Therefore we can say that a few women with 

less than 3.4 lakhs annual personal income are affected by the self image of other women of their age 

Table 01 shows that 22% women in the 21-40 age group and 23% women in the 31-40 age group 

have an annual personal income of 10.2-13.6 lakhs annual personal income bracket while just 9% 

women in the 41-50 age group , 6% in the 51-60 age group and none in the 61 and above age group 

have an annual personal income off 10.2-13.6 lakhs income bracket. It shows that more women in 

the less than 40 age group are not apprehensive trying new products while not many women in the 

above 40 age group do not see themselves as strong pillars It implies that the women in the less than 

40 age group see themselves as strong pillars as compared to  as compared to women in the above 

40 age group. This change in the two age groups is because of the change in annual personal income 

of the two groups. Women in the more than 40o age group  who have a annual personal income of 

less than 3.4 are seen not strongly agreeing to seeing themselves as strong pillars are compared to 

women earning an annual personal income in 3.4-6.8 and 6.8 -10.2. 

2.1Doing most of the shopping for the family  is independent of the annual personal income of 

Indian middle class women. 

TABLE NO. 2.1 
Cross tabulation between personal income of respondents  lifestyle factor of doing most of the 

shopping for one’s family. 

Crosstab 

   FAMILY FACTOR: I do most of the 

shopping for my family. 

Total 

   Strongly 

disagree 

Disagre

e Agree 

Strongly 

Agree 

Personal income of 

respondents 

less than 3.4  340 140 44 6 530 

 64.2% 26.4% 8.3% 1.1% 100.0% 

3-4-6.8  6 91 85 1 183 

 3.3% 49.7% 46.4% .5% 100.0% 

6.8-10.2  6 66 14 81 167 

 3.6% 39.5% 8.4% 48.5% 100.0% 

10.2-13.6  8 14 20 78 120 

 6.7% 11.7% 16.7% 65.0% 100.0% 

Total  360 311 163 166 1000 

 36.0% 31.1% 16.3% 16.6% 100.0% 
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Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 7.968E2a 9 .000 

Likelihood Ratio 801.844 9 .000 

Linear-by-Linear Association 444.379 1 .000 

N of Valid Cases 1000   

. 

FINDINGS:-As per the analysis of Chi-square test the calculated value of Chi-square with 95% 

level of confidence is 0.000 which is less than level of significance i.e. 0.05. The hypothesis is thus 

rejected.  

INTERPRETATION:-65% women in the 10.2-13.6annualpersonal annual icome group do mot of 

the shopping for their families while 48.5% women in the 6.8-10.2 annual personal income strongly 

agree to it. On the other side 64.2%women in the less than 40 age group strongly disagree and 49.7% 

in the 3.4-6.8 lakh annual personal annual income disagree to doing mostof the shopping for their 

families. 

It has been seen that  22% women in the 21-40 age group and 23% women in the 31-40 age group 

have an annual personal income of 10.2-13.6 lakhs annual personal income bracket while just 9% 

women in the 41-50 age group , 6% in the 51-60 age group and none in the 61 and above age group 

have an annual personal income off 10.2-13.6 lakhs income bracket It shows that more women in the 

less than 40 age group do most of the shopping for their families while not many women in the 

above 40 age group do not do not do most of the shopping for their families It implies that the 

women in the less than 40 age group shop more as compared to  as compared to women in the 

above 40 age group. This change in the two age groups is because of the change in annual personal 

income of the two groups. Women in the more than 40o age group  who have a annual personal 

income of less than 3.4 are seen not strongly agreeing to shopping as  compared to women earning 

an annual personal income in 3.4-6.8 and 6.8 -10.2. 

H2.2Well kept and decorated house adding to one’s positive social status is independent of the 

annual personal income of Indian middle class women. 

TABLE NO. 2.2 
Cross tabulation between annual personal income of respondents and lifestyle aspect related to 

addition of  positivity to social status by keeping a well kept and decorated house. 

Crosstab 

   MODERN OUTLOOK FACTOR: Well kept and 

decorated house adds to my positive social status. 

Total 

   

Strongly 

disagree 

Disagr

ee 

Neither 

Disagree nor 

Agree 

Agre

e 

Strongly 

Agree 

Personal income of 

respondents 

less than 3.4  3 50 377 98 2 530 

 
.6% 9.4% 71.1% 

18.5

% 
.4% 

100.0

% 

3-4-6.8  2 59 0 118 4 183 

 
1.1% 32.2% .0% 

64.5

% 
2.2% 

100.0

% 
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6.8-10.2  1 2 0 77 87 167 

 
.6% 1.2% .0% 

46.1

% 
52.1% 

100.0

% 

10.2-13.6  6 0 0 21 93 120 

 
5.0% .0% .0% 

17.5

% 
77.5% 

100.0

% 

Total  12 111 377 314 186 1000 

 
1.2% 11.1% 37.7% 

31.4

% 
18.6% 

100.0

% 

 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 1.011E3a 12 .000 

Likelihood Ratio 1.103E3 12 .000 

Linear-by-Linear Association 408.525 1 .000 

N of Valid Cases 1000   

 

FINDINGS: As per the analysis of Chi-square test the calculated value of Chi-square with 95% level 

of confidence is 0.000 which is less than level of significance i.e. 0.05. The hypothesis is thus 

rejected.  

INTERPRETATION:-The outlook of women in the less than 40 and more than 40 age roup is quite 

different. It is once seen that the difference  is because of the change in annual personal income of 

the two groups. 

77.5% women in the 10.2-13.6 annual personal income strongly agree that well kept and decorated 

house adds to their positive social self while 52.1% women with an annual personal income of 

6.8-10.2 strongly agree to it . The strong agreement has been changed to agreement for women with 

an annual personal income of 3.4-6.8 that 64.5 5 agree to it while contrastingly 71.1% women with 

less than 3.4 lakh annual personal income neither agree nor disagree to this aspect  while it has been 

seen that  22% women in the 21-40 age group and 23% women in the 31-40 age group have an 

annual personal income of 10.2-13.6 lakhs annual personal income bracket while just 9% women in 

the 41-50 age group , 6% in the 51-60 age group and none in the 61 and above age group have an 

annual personal income off 10.2-13.6 lakhs income bracket It shows that more women in the less 

than 40 age group say that a well kept and decorated house adds to their social positive status while e 

not many women in the above 40 age group do not say this .It implies that the women in the less than 

40 age group have a greater inclination for their social status  as compared to  as compared to 

women in the above 40 age group. This change in the two age groups is because of the change in 

annual personal income of the two groups. Women in the more than 40o age group  who have a 

annual personal income of less than 3.4 are seen not strongly agreeing to the feeling of positive 

social stats by keeping their house decorated  compared to women earning an annual personal 

income in 3.4-6.8 and 6.8 -10.2. 
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CONCLUSION:- 
It can be concluded that there has been drastic change in the self image of Indian middl class women . 

The self image of women who are not earning or earning less is quite different from women who are 

earning and have a high personal annual income.   

There is an increasing number of women entering in the professional world. Most of the women in 

the younger age group have an annual personal income above 3.4 lakhs annually which is not the 

case in the women above 40 years of age. This emerging group of women with a lot of money in 

their purses and a changed self image will definitely change the wave of the market.  

We can conclude that women who have a high personal annual income are more confident, they are 

not apprehensive trying new products, they greatly influence the purchase decisions of their families 

and see themselves as strong pillar in keeping their family happy, Majority of this high income 

bracket lies in the 21-40 age group , so we can say that women in this age group would drive 

consumption. Therefore marketers should should pay special emphasis and decide what all they can 

do to match the changing self image of women. 
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