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Abstract 

Consumer behavior is centre of the 

modern marketing, understanding his behavior is 

quite essential for efficient and effective marketing 

management. The consumer behavior suggest how 

individual, groups and organization select, buy, use 

and dispose of goods, services, ideas or experience 

to satisfy their needs and wants. Consumer needs 

and preferences are continuously changing given 

the changes in factors like demographics and 

lifestyles. Rural areas are scattered and it is next to 

impossible to ensure the availability of a brand all 

over the country. 

  The present study is an attempt to examine 

the purchase motivators (viz; Item of necessity, 

symbol of social status, marketing influence, brand 

reputation) for television, washing machine and 

refrigerator in the rural areas of Palacode Taluk. 

All the products are integral part of their homes. 

This study is helpful to the manufactures to identity 

the consumer perception, beliefs, and behavior for 

improving them to introduce new strategies and 

increase in sales. Present paper discusses about 

how to find the modern way for marketing 

implementation and value addition. 

I. INTRODUCTION 

In recent years, rural markets have 

acquired significance, as the overall growth of the 

economy has resulted into substantial increase in 

the purchasing power of the rural communities.  

 

The buying behaviour of consumer has become a 

great necessity in modern marketing system, 

because success or failure ultimately depends upon 

the buying behaviour of the target customers 

considered individually or a group. The character, 

behaviour and attitude of consumer are the 

important dimensions in the decision making 

process. It has now become the central topic of 

modern marketing since the ultimate aim of 

marketing is consumer satisfaction and profit 

making. 

As rapid socio-economic changes sweep 

across India, the country is witnessing the creation 

of many new markets and a further expansion of 

the existing ones. With over 300 million people 

moving up from the category of rural poor to rural 

lower middle class between 2005 and 2025, rural 

consumption levels are expected to rise to current 

urban levels by 2017.  

India is the second largest consumer 

market in the world. The Indian consumer profile 

has been developed and changed in terms of 

education, income, occupation, and reference group 

and media habits. The consumer buying 

preferences are rapidly changing and moving 

towards high-end technology products with 

acculturation. Products which were once 

considered luxury items have become a necessity 

because of the changing lifestyle and rising income 
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levels. With growth in disposable incomes, the 

demand for high-end products such as television, 

washing machine, refrigerator, and air conditioners 

has increased considerably. The Indian consumer 

durables market has undergone a major 

transformation since the liberalization process, 

initiated in 1991. The market size, product 

penetration, the variety and technology of products 

sold, have all experienced a quantum leap. 

Improved product choice and decline in real prices, 

matched by increased consumer incomes have 

driven the market growth rate to dizzy heights. 

Now brands are becoming the most valuable assets 

that businesses can possess. The marketers are 

facing lot of challenges; regarding differentiation 

which is valued by the customers. The aim of 

marketing is to meet and satisfy the wants of 

consumers„ needs and wants. This field deals with 

the behaviour of how individuals, groups, and 

organizations select buy use or dispose of goods, 

service ideas or experience to satisfy their needs 

and desires. 

Consumer Buying Behaviour 

 The consumer buying behaviour can be 

defined as the way in which consumers or buyers 

of goods and services tend to react or behave when 

purchasing products that they like. Buyers tend to 

exhibit different types of buying behaviour when 

they are in the process of purchasing goods and 

services and the behaviors witnessed are influenced 

by the type of product he/she wants to buy. 

Consumer buying behaviours involves a long 

process where the buyer has to identify the product, 

study well its features, the pros and the cons are 

lastly deciding on whether to purchase it or not. 

 To understand more on this let us give a 

definition to each of the different types of 

consumer buying behaviour that are associated 

with different buyers and consumers of products. 

Consumer behaviour is the study of how individual 

customers, groups or organizations select, buy, use, 

and dispose ideas, goods, and services to satisfy 

their needs and wants. It refers to the actions of the 

consumers in the marketplace and the underlying 

motives for those actions. 

Characteristics of Consumer Behaviour  

 Buyer behaviour comprise mental and physical 

activates of a buyer when he wants to buy and 

service to satisfy his needs. 

 Buyer behaviour is very complex and dynamic 

also.  

 It includes both visible and invisible of buyer. 

The visible activates refer to physical activity 

like actually going to the market place, buying 

the product and consuming them. The invisible 

activates on the other hand, refer to mental 

activates like thinking about the product, 

deciding to buy or not to buy that product, to 

buy one brand instead of another etc.  

 It is constantly changing requiring certain 

adjustment. The marketing management which 

fails to make such adjustments, would 

certainly lose its market . 

 An individual buying behaviour is also 

influenced by internal factors such as needs, 

habits, instincts, motives, attitudes etc and also 

by outside or environmental factors such as 

family, social, groups, culture, status, 

positions, economic and business conditions. 

In narrow sense, consumer behaviour is the act 

of a consumer when he is engaged in buying 

and consuming a good or a service. 

Consumer Durable Goods 

 Consumer durable goods refer to various 

devices used in a household kitchen to reduce 

manual human labour content and to remove the 

drudgery in working place and to make household 

activities speedy, tidy and enjoyable. There are, in 

the present day, a large number and a variety of 
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such household appliances like Air conditioners, 

Refrigerator, Television and Washing machine . 

The share of gold ornaments in durables 

expenditure was estimated at nearly 24% in rural 

India compared to about 20% in urban India. 

Refrigerator had a share of over 21% in urban 

India, compared to 9% in rural India. The share of 

motorized two-wheelers was about 12-14% in both 

sectors.  

Post Purchase Behaviour  

Post Purchase behaviour refers to the 

behaviour of a consumer after his commitment to a 

product has been made. It originates out of 

consumer experience regarding the use of the 

product and is indicated in terms of satisfaction. 

This behaviour is reflected in repeat purchases or 

abstinence from further purchase. Post Purchase 

behaviour refers to that behaviour exhibited after 

the purchase decision.  

The goal of consumers„ decision system 

lies in consumption and consumption occurs during 

the post-purchase phase. Thus purchases are only 

``means to an end the end being the attainment of 

benefits from consuming the product or service. 

From marketers perspective, long term success 

flows from having consumers experience 

satisfaction during the post-purchase phase. The 

post-purchase processes account for two major 

activities, consumption and disposition. Trashing, 

saving and selling the product are the three major 

options of product disposition. 

Need for the Study  

The country is witnessing the creation of 

many new markets and a further expansion of the 

existing ones. With over 500 million people 

moving up from the category of rural poor to rural 

lower middle class between 2005 and 2015, rural 

consumption levels are expected to rise to current 

urban levels by 2018. A combination of consumer 

depends upon lifestyles; income, product 

awareness and pricing have been instrumental in 

changing the pattern and amount of consumer 

expenditure leading to strong growth of consumer 

durables industry. Due to demographic; socio -

economic and cultural status of impact the buying 

behaviour of consumers. 

Research Gap in the Literature  

The literature review is a significant step 

in each and every research process. Review of 

earlier studies discloses the works and studies done 

by individual researchers and institutions help to 

establish further the need for the study. The various 

studies related to consumer behaviour, rural market 

and urban market have been conducted by different 

social scientists at micro as well as macro level in 

India and abroad. The present study was covered 

the Consumer Behavior towards consumer durable 

goods. But no study was made in purchase 

Behavior towards consumer durable goods. 

James U. Mcneal, Chyon-Yeh, (2016) 

have searched that examining ―Tolerance for 

Unethical Consumer Behaviour Provides a Key 

Insight to how People Behave as Consumers 

Worldwide. In this study, consumer reactions to 

unethical consumer behaviour scenarios are 

investigated using sample data from Austria, 

Brunei, France, Hong Kong, the UK, and the USA. 

Nationality is found to be a significant predictor of 

how consumers view various questionable 

behaviours. Gender is not a significant predictor, 

while age and religious affiliation are found to be 

significant predictors of consumer ethical 

perceptions. 

Paul Harrison and Robin Shaw, (2014) 

have contributed ―Consumer Satisfaction and 

Post-Purchase Intentions. An Exploratory Study of 

Museum Visitors. This paper examines the 

relationship between consumer satisfaction and 

subsequent intentions in the museum context as 

well as the moderating influence of demographic 



Emperor International Journal of Finance and Management Research ISSN: 2395-5929 

                        Mayas Publication IFS- 1.14 | SJIF-2016-3.343 | SJIF -2017- 4.253 | ISI-0.67 Page 247 

characteristics such as gender, age and education in 

that relationship. The relationship between 

satisfaction and a range of service elements, overall 

satisfaction with the experience and intentions was 

investigated. Museum marketers can profit by 

examining the 'Value chain" of museum experience 

outlined in the model presented, especially the 

greater likelihood of consumers recommending the 

experience to others than making a repeat visit 

themselves, and by investigating segment 

differences beyond those reported here. 

Sudarshan R. and Sridhar, (2013) have 

conducted ―Impact of Consumer Involvement of 

Buying Decision - A Conceptual Frame-Work. 

Consumer involvement refers to the intensity of 

interest with which consumers approach the market 

place. It is related to the consumers„ values and 

self-concept which influence the degree of personal 

importance ascribed to a product or situation 

consumer involvement varies Krishna across 

different individuals, product, brands and 

situations. 

Alet C. Erasmus, Meriam M. (2012) has 

focused on the The Paradox of Progress: 

Inexperienced Consumers„ Choice of Major 

Household Appliances. The results supported the 

initial notion that limited consumer socialization 

may result in, and even necessitate inexperienced 

consumers„ relianceon surrogate indicators of 

quality, such as price, brand name and store image, 

as compensation for lack of appropriate product 

knowledge unfortunately the use of surrogate 

indicators of quality does not necessarily imply 

informed, responsible buyer behaviour.  

Christopher P. Blocker, Daniel J. Flint, 

(2007) has analyzed that The Relationship between 

Satisfaction, Loyalty and Buying Intention 

Perceived by Spanish Consumers. Scale 

development was based on the review of the most 

relevant literature regarding food marketing and 

agribusiness. Data were collected through a 

structured questionnaire. A structural equations 

model was applied to analyze the relationships 

among consumer satisfaction, loyalty and buying 

intention. The results show that a higher 

satisfaction leads to greater levels of loyalty and 

buying intention. 

Scope of the Study  

The study aims at focusing study on 

purchase behavior of consumer durable goods in 

Palacode Taluk. Researcher limits its scope to 

selected consumer durable such as Air 

conditioners, Refrigerator, Television and Washing 

machine .  

Hence, it is necessary to concentrate on 

consumers„ perception, consumers„ pre-purchase 

and post-purchase behavioral activities. There are 

many sides of consumer behaviour that possibly 

need elaboration and how ever this study 

concentrates on individual consumer purchase 

behaviour regarding the purchase of consumer 

durable goods already stated the consumer. 

There have been less focused studies 

analyzing the consumer durable market in the 

background of changing scenario of rural and urban 

markets. And there have been less attentiveness on 

consumer behavior studies. 

Problems of the Study  

The study of behavioral aspect of 

consumers is great importance for marketers and 

this knowledge is applied to find out the consumers 

wants and needs. The study of consumer behaviour 

helps every common man in all its practical sense. 

In a competitive environment one cannot thrust a 

product on the consumers. 

 The reason for studying consumer 

behaviour is to find out the role it plays in the lives 

of many consuming public at large and that as the 

institutions involved in the production and 

marketing of different types of consumable articles, 



Emperor International Journal of Finance and Management Research ISSN: 2395-5929 

                        Mayas Publication IFS- 1.14 | SJIF-2016-3.343 | SJIF -2017- 4.253 | ISI-0.67 Page 248 

equipment, goods and services in general. But for 

such studies it would be difficult to ascertain the 

exact needs of consumers. 

 The consumer has also to take decision 

about when and where to buy the products that he 

needs or wants, how much the consumer wants to 

spend on it, or how much the consumer can afford 

to and how the consumer will pay for it. Some 

purchase decisions are routines and may not require 

these considerations.  

To solve the problems of consumers and 

marketers, there must be continuous studies in the 

field of consumer buying behaviors. Few 

researches have been done in India on the impact of 

consumer buying behaviour and brand equity on 

consumer durables. 

II. OBJECTIVES  

1. To study the buying behaviour for selected 

consumer durables. 

2. To study the effect of brand awareness and its 

importance in decision making. 

Methodology  

The data for the purpose of the present 

study have been collected through primary and 

secondary data. 

Primary data  

Primary data has been collected through 

structured questionnaire from 50 respondents in 

Palacode  Taluk.  

Secondary data  

Secondary data include published data 

such as data from Books, journals, periodicals, 

broachers, Reports, etc. 

 

 

 

 

 

 

 

Result and Discussion 

Table 1: Profile of the Respondents

 

From Table 1, it is evident that 56% of the 

respondents belonged to the age group of upto 30 

years, 56% of the respondents were male, 30% of 

the respondents were graduates, 36% of the 

respondents were self-employed, 50% of the 

respondents family monthly income was less than 

Rs. 15,000, 58% of the respondents were married, 

48% of the respondents belong to medium size 

family. 52% of the respondents belong to rural area 

for taken for this study. 

Table 2: Products Possessed By The Respondents In Their 

Home 

Products 
No  Yes  

N % N % 

Washing Machine 10 20 40 80 

Refrigerator 12 24 38 76 

TV 2 4 48 96 

Air Conditioner 35 70 15 30 
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Table 2 indicates that 96% of the 

respondents are possessed by TV ,76 % of the 

respondents are possessed by own Refrigerator, 

80% of the respondents are possessed by own 

Washing Machines, 30 % of the respondents own 

Air conditioner.  

Respondents Influenced by Others Opinion  

People believe another individual to be 

credible for a variety of reasons, such as perceived 

experience, attractiveness, knowledge, etc. Those 

with access to the media may use this access in an 

attempt to influence the public. 

Table 3: Respondents According To Influenced By Others 

Opinion 

Influenced by 

others opinion 

No of 

Respondents 
% 

Yes 47 94 

No 3 6 

Total 50 100 

From the above table reveals that 94% of 

the respondents were influenced by others opinion 

about durable goods and the remaining 6% of the 

respondents were not influenced by others opinion. 

Sources of Influence in making Purchase 

Decision of Durable Goods 

 Peoples opinions or behaviours can be 

changed as a result of social influences from a 

multitude of resources and individuals. 

Table 4: Sources of Influence on Respondents in Respect of 

Purchase Decision 

Sources of 

Influence 

No of 

Respondents 
% 

Spouse 6 12.5 

Family 

Members 
26 54.17 

Friends 11 22.92 

Relatives 5 10.42 

Table 4 shows that 54.17% of the 

respondents were influenced by the family 

members, 22.92% of the respondents were 

influenced by the friends, 12.5% of the respondents 

were influenced by their spouse, 10.42 % of the 

respondents were influenced by the relatives. 

Hence it is concluded that majority of the 

respondents were influenced by the family 

members. 

Factors influencing the Purchase Decision of 

consumer Durable goods  

The marketing organization must facilitate 

the consumers to act on their purchase intention. 

The organization can use a variety of techniques to 

achieve this. The relevant internal psychological 

process that is associated with purchase decision is 

integration. Consumer durable are normally more 

valued, high priced products and not frequently 

purchased products. The following table presents 

the opinion of the respondents about the factors 

influencing the purchase decision of consumer 

durable goods. 

Table -5 Factors influencing the Purchase Decision of consumer Durable goods 

Factors 
HDA DA M A HA TOTAL 

N % N % N % N % N % N % 

Price 2 4 5 10 10 20 24 48 9 18 50 100 

Colour 3 6 4 8 8 16 18 36 17 34 50 100 

Brand preference 2 4 3 6 12 24 22 44 11 22 50 100 

Offers/discount 2 4 5 10 12 24 23 46 7 14 50 100 

quality 2 4 3 6 11 22 20 40 14 28 50 100 

Size/shape 3 6 4 10 13 26 21 42 8 16 50 100 

Brand image 1 2 3 6 9 18 19 38 18 36 50 100 

From the above table it is clear that 

majority 48% of the respondents are agreed with 

the factor of “Price”,40% of the respondents are 

agreed with the factor of “Quality”, 36% 

respondents are agreed with the factor of “Colour”, 

44% of the respondents are agreed with the factor 

of “Brand Preference” ,46% of the respondents are 

agreed with the factor of “offers & discount”. 
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III. SUGGESTION 

 Demand for consumer durables is more 

volatile since it moves rapidly or evaporates 

quickly in relation to business conditions. 

Marketers separate the current demand for 

durable goods in terms of replacement old 

products and expansion of the total stock 

demand for such goods.  

 Consumers prefer high valued consumer 

durables of well established brands. The 

marketers and manufacturers of the consumer 

durables must try to convert the brand 

consciousness into brand loyalty for their well 

established brands. The consumer behaviour in 

this direction should properly be exploited by 

the manufacturers and dealers to maximize 

their sales.  

 The buyers of consumer durables have largely 

shown their preference to make extensive 

enquiry from the dealers of different brands of 

the products. This trait should be emulated by 

all the buyers in order to avoid post purchase 

dissatisfaction about the quality and 

performance of the products.  

 Concessions in the price, price reductions, 

discounts sell, gifts, etc., have become 

common practices. The buyers of consumer 

durables should try to avail of these benefits, 

whenever they are available however, the 

buyers of such goods should not be lured mere 

by consciousness without considering the 

quality and performance aspects of these 

higher value products. 

IV. CONCLUSION 

The market for consumer durables is 

becoming more competitive now a day. Marketers 

communicate with consumers and try to convince 

through every possible media. Thus, a marketer 

who understands the behaviour of the consumers 

and plan his marketing strategies to suit the needs 

and aspirations of the target market will definitely 

have an advantage over his competitors. They 

expect good satisfaction from the brand they 

purchase. They have inclination to change brand to 

acquire more benefits from the product. It is now 

realized that one of the steps for providing effective 

and responsive government is to ensure greater 

achievement in administration and information to 

the public. 
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