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ABSTRACT : 
    This study aims to address the reference groups’ concepts; stating their type and influence over the 
consumer’s final purchasing decision on various goods and different commodities.To achieve this goal, a 
questionnaire has been designed and distributed on selected sample of 50 consumers, chosen from 
BLIDA’S province shopping center << FAMILY SHOP>>. 
The study found the presence of a significant relationship between the reference groupe and the 
purchasing decision stage , where the consumer takes his/her decision after consulting his/her family 
member’s , friends or some others. And the statistical results confirm that the reference groups influence 
largely the consumer at the actual purchase there for, the study emphasizes on the on the need of adopting 
the purchasing decision according to the needs and desire of the consumer; 
In the order to activate the procurement process: 
This research also deals with the I need of pouring focus over all reasons why an individual is affected by 
private groups to provide reference information of the goods, and determining the intervenient parties in  
the stages of the purchasing decision and the degree influence on the consumer. 
Key word: reference groups; purchasing decision stages ; Final consumer. 
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