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Abstract 

        Refrigerator is a high value item with high 

technical content. Usually the quality of 

refrigerator is associated with the image of 

manufacturer, their brand image and the 

distribution channel. All the refrigerators available 

in the market are branded.  The promotional 

activities of all the manufacturers are embarked in 

order to educate the consumers about the 

availability, quality of their refrigerators and the 

utility it offers. In turn the consumer comes to the 

decision purchase of a specific brand after long 

deliberation by evaluating the available brands, 

quality of each brand of refrigerator, the price of 

each brand of refrigerator, models and Designs of 

each brand available. So the manufacturer’s of 

refrigerators resort to massive promotion to 

establish their brand image and good will. Due to 

technology improving day by day, there has been 

an increased expectation in the customers mind for 

newer products and improved alternatives for the 

existing ones. Before the invention of refrigerators, 

people found it difficult to preserve their food 

items, but it is not the case now, there are different 

types of refrigerators are available in the market 

for different purposes and preserve different things. 

Producers of most popular brand concede that a 

respectable warranty should cover a reasonable 

period. However, buyers‟ are not unduly 

influenced by lengthy warranty periods. Both 

dealers and consumers agree that most warranty 

terms issued by producers are now favourable to 

buyers. Most consumers concede that normally 

warranty terms are fulfilled both by dealers and by 

companies. Most of the repairs that cropped up 

during the warranty period were minor repairs and 

the dealers are by and large satisfied with the 

service offered by them. 

Key Words:  Brands of Refrigerators, User, User 

Behaviour. 

I. INTRODUCTION 

Marketers by direct or indirect 

prepositions are trying to carve out a niche in the 

minds of consumers. In the recent years, many 

manufacturing companies have diversified their 

business activities to meet both the needs of the 

Households and Industrial users. People have 

become more demanding; they want everything to 

be kept    ready, to full fill his needs Refrigerator is 

one of the appliances the modern man has invented. 

These refrigerators are used for both domestic and 

commercial purposes. Before the invention of 

refrigerators, people found it difficult to preserve 

their food items, but it is not the case now, there are 

different types of refrigerators are available in the 

market for different purposes and preserve different 

things. In case of domestic users, they like to 

preserve vegetables and other things. In case of 

business they may use to preserve anything which 

is perishable in nature which they want to sell in 

fresh. So by this, a refrigerator is necessary for all 

sectors of users but what matters their buying 
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decision are the factors, which the people find it 

important to them, it differs from people.  

Importance of the study:  

In this business world many brand 

refrigerator were produced and marketed. The 

decision whether to buy or not depends upon the 

customers buying motives. Modern marketing is 

consumer oriented and now consumers are the 

decisive force. The present reason has inspired the 

researcher to make out the study about the 

consumer buying behaviour and their pattern in 

choosing the particular brand of refrigerators. 

Statement of the Problem:  

In the market for Household appliances 

consumer is confused about the existence of 

different products with different brand names. In 

the market for household appliances there is a keen 

competition among the marketers in every class of 

products. In case of television there is a stiff 

competition among LG, Samsung, Videocon, 

Whirlpool, Godrej companies. As records 

refrigerator there are a keen competition among 

Videocon, Lg, Whirlpool, Godrej, Samsung etc. In 

recent years, refrigerator has become the most 

sought after household appliance. The opinion 

about the refrigerator has started changing. Now 

manufactures are providing more and more new –

features related to their product. But the consumers 

are insisting to their particular choice of brand. 

Even some don’t know exactly what the features of 

their preferred brands are so essentially we 

confront with a question “what are the reasons 

contributing to such behaviour? Hence this study 

on consumer attitude towards Refrigerators among 

the people of Trichy was undertaken. 

II. OBJECTIVES OF THE STUDY 

1. To examine the consumer behaviour towards 

refrigerator in Trichy city. 

2. To examine the brand preferences of the 

consumer in the Trichy city. 

3. To offer suitable suggestions based on the 

analysis to improve the awareness of the 

brands as well as brand preferences in Trichy 

city. 

4. To know the social-economic condition of the 

consumer. 

Sampling Size & Sampling Method: 

 Data from 100 respondents were collected 

for the study. The random sampling method was 

used to collect the data from the respondents in the 

form of questionnaire. 

Hypothesis Testing: 

 t-test is used to test the hypothesis. The 

following are the hypothesis framed for the study. 

 There is no significant relationship between 

the price and capacity. 

 There is no significant relationship between 

the brand use and influence price. 

Review of Literature 

Kim Hyn-Shin et al., (2002) revealed that 

dimension of product involvement shaped 

consumer attitude. Dimension of involvement like 

fashion, individuality and comfort influenced 

consumer beliefs about product attributes in the 

advertisement. 

  Soloman R., (2002) in his study stated 

that the consumer is said to have the most favorable 

attitude towards LG color television. This 

consumer is one who would like to buy a CTV with 

best quality of picture. In this context of marketing 

implication, it may be pointed out that diagnosis of 

brand strengths and weaknesses on relevant 

product attributes can be used to suggest specific 

change in the brand.  

Sanjaya et al.(2002) reported that, the 

decision for purchasing branded fine rice was 

mostly made by the wives of the family. The 

retailers were ranked as the prime source of 

information about branded fine rice. The monthly 

purchase is the most preferred frequency of 
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purchase, which might be due to the fact that most 

of the respondents were of monthly salaried class 

and they would have planned their purchase 

accordingly along with other provision items. The 

quality and the image of the brand were ranked as 

the major factors for brand preference in the 

purchase of branded fine rice.  

Sudarsana Reddy et al., (2004) 

explained that majority of respondents were aware 

increase the awareness level through print 

advertisement as its main sources of information. 

The brand of Microwaves, mostly purchasing 

decision was taken by the wives, followed by wife 

and husband, both buyers preferred brand of 

products and they were ready to postpone their 

buying if not available. LG had occupied highest 

popularity among the 27 buyers, followed by 

Samsung, Kenstar, Sharp, Whirlpool, Bajaj and 

IFB. Quality was the prime factor influencing their 

buying followed by brand name, price and features 

and after sales service. The authors suggested that 

the marketers should They have to provide quality 

products and build brand name.  

Nagaraja (2004) opined that, buying 

behaviour is very much influenced by experience 

of their own and of neighbor consumers and his 

own family. The involvements of his own family 

members were exerting maximum influence on his 

purchases. Above all, the quality of the product and 

its easy availability were the primary and the vital 

determinants of his buying behaviour. Consumers 

were influenced by touch and feel aspect of any 

promotional activity.  

Bina.J (2005) stated that marketers must 

carefully analyze the factors that enter into 

judgment and decision making and also to acquire 

clear understanding of which family members are 

involved in an acquiring decision and an appeal to 

all important parties.  

Clement Sudhakar et al., (2005) studied 

the influence of peer group in the purchase of car, 

with reference to Coimbatore district, and their 

study identified friends as the most influencing 

peer groups in the purchase of passenger cars. It 

was also found that the influence of friends is high 

for the purchase of small sized and medium sized 

cars.  

Ndjeunga et al., (2005) evaluate the 

preference of consumers in Niger for different tuwo 

characteristics using a random utility-based choice 

experiment, ordered prob it analysis, and tree-based 

partitioning. Data were collected through a 

structured survey administered at four sites. 

Preferences are estimated for three products 

(couscous, fermented tuwo, and non-fermented 

tuwo) made from five pearl millet cultivars. We 

provide relative valuation for different traits by 

type of product. Results show that product taste, 

color, and textural attributes are important, 

especially for tuwo and couscous. Probit and 

partitioning results show that taste and color are the 

first attributes that consumers use to distinguish 

more preferred millet food products from less 

preferred millet food products. This should provide 

some direction for millet breeding programs and 

food processing of millet.  

Analysis of the Data 

Analysis 

Part 

Classificatio

n 

No. of 

Responden

ts 

Percenta

ge 

Age 

20-30 40 40 

31-40 56 56 

41-50 4 4 

Occupati

on 

Employed 26 26 

Business 32 32 

Professional 15 15 

Others 27 27 

Monthly 

Income 

Below 

10000 
24 24 

10001-

20000 
62 62 

20001-

30000 
11 11 

30001-

40000 
3 3 
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Preferenc

e 

Lg 37 37 

Samsung 23 23 

Whirlpool 28 28 

Godrej 12 12 

Influence 

of Brands 

Friends 25 25 

Parents 27 27 

Advertiseme

nt 
48 48 

Price of 

the 

Product 

15000-

20000 
8 8 

20001-

25000 
67 67 

25001-

30000 
14 14 

Above 

30000 
11 11 

Reasons 

for 

Purchase 

Essential 17 17 

Prestige 20 20 

Climatic 

condition 
63 63 

Behaviou

r of the 

Brand 

Brand image 23 23 

Quality 28 28 

Price 49 49 

Pace of 

Purchase 

Manufacture

r 
15 15 

Wholesalers 43 43 

Dealers 42 42 

Warranty 

Period 

LG 34 34 

Samsung 28 28 

Whirlpool 26 26 

Godrej 12 12 

HYPOTHESES TEST - 1: 

 H0: There is no significant relationship 

between price and capacity. 

 H1: There is significant relationship between 

price and capacity. 

t-Test: Two-Sample Assuming Unequal 

Variances 

  Price 

Capaci

ty 

Mean 25 20 

Variance 790 98 

Observations 4 5 

Hypothesized Mean 

Difference 0 

 df 4 

 
t Stat 0.339343936 

 
P(T<=t) one-tail 0.375709387 

 
t Critical one-tail 2.131846782 

 
P(T<=t) two-tail 0.751418774 

 
t Critical two-tail 2.776445105 

  

Te

st 

U

se

d 

Degr

ee of 

Free

dom 

Level 

of 

Signific

ance 

Calculat

ed 

Value 

Table 

value 

Resul

t 

“T

” 
4 5% 

0.33934

3936 

2.77644

5105 

Acce

pted 

As the calculated value is less than the 

table value, null hypothesis is accepted and hence 

there is no significant relationship between price 

and capacity.  

HYPOTHESES Test - 2: 

 H0: There is no significant relationship 

between brand use and influence purchase. 

 H1: There is significant relationship between 

brand use and influence purchase. 

t-Test: Two-Sample Assuming Unequal 

Variances 

  Brand use 

Influence 

purchase 

Mean 20 25 

Variance 201 319.3333333 

Observations 5 4 

Hypothesized 

Mean Difference 0 

 
df 6 

 
t Stat -0.456372084 

 
P(T<=t) one-tail 0.332088121 

 t Critical one-tail 1.943180274 

 P(T<=t) two-tail 0.664176243 

 
t Critical two-tail 2.446911846 

  

Te

st 

U

se

d 

Degre

e of 

Freed

om 

Level of 

Signific

ance 

Calcula

ted 

Value 

Table 

value 

Resul

t 

“T

” 
6 5% 

-

0.45637

2084 

2.44691

1846 

Acce

pted 

As the calculated value is less than the 

table value, null hypothesis is accepted and hence 

there is no significant relationship between brand 

use and influence purchase. 
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III. FINDINGS 

 Majority of the respondent are in the age of 

31-40. 

 64 percent of the respondent are Graduates 

 32 percent of the respondents are doing 

business. 

 62 percent of the respondents having a 

monthly income of 10001-20000. 

 37 percent of the respondents are using “LG” 

brand. 

 48 percent of the respondents purchase 

influenced by advertisement. 

 67 percent of the respondents’ price of the 

refrigerators falls on 20001-25000.  

 63 percent of the respondents’ reason for 

purchased of product in climatic condition. 

 44 percent of the respondents are satisfied by 

using WHIRLPOOL  brand of refrigerators 

 49% of the respondents said that the most 

attractive brand in LG. 

 62% of the respondents purchased the 

refrigerator the House purpose. 

 29% of the respondents purchase the brand on 

the Gift scheme. 

 42% of the respondents are using  145LTs 

 28% of the respondents own this refrigerator 

for the period less than1 year and More than 

2year. 

 45% of the respondent are Satisfied with the 

style of refrigerators 

IV. SUGGESTIONS 

 While installing the refrigerators they face 

difficulty with regard to stand, which is 

required for it.  Most of the company 

manufacturing refrigerators are not involved 

in supplying the stand for it. The company 

should provide it at the time of purchase. 

 Free service and guarantee period to be 

extended. 

 

 All though the respondents accept the present 

price of their preferred brands they are in the 

view that the price should be reduced. 

 Respondents feel the refrigerators consume 

more electricity of which the cost is too 

much. They worry much on the cost of 

electricity than that of the investment on the 

refrigerator. 

V. CONCLUSION 

  The awareness of buyers regarding 

warranty terms and after sales service is increasing. 

It is a good sign both for the consumers and for the 

producers. The producers are put on their guard and 

made to maintain strict quality control and 

consumers are also put on the alert. Producers of 

most popular brand concede that a respectable 

warranty should cover a reasonable period. 

However, buyers‟ are not unduly influenced by 

lengthy warranty periods. Both dealers and 

consumers agree that most warranty terms issued 

by producers are now favourable to buyers. Most 

consumers concede that normally warranty terms 

are fulfilled both by dealers and by companies. 

Most of the repairs that cropped up during the 

warranty period were minor repairs and the dealers 

are by and large satisfied with the service offered 

by them 
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