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ABSTRACT 

Today’s customer faces a growing range of choice in the products and services they can buy. They are marketing 

their choice on the basis of their perceptions of quality, services and value. Company need to understand the determinants 

of customer value and satisfaction. Customer satisfaction is the outcome felt be buyers who have experienced a company 

performance that has fulfilled expectations. Satisfied customers remain loyal longer, less price sensitive and talk favorably 

about the company. To create customer satisfaction company must manage its value chain as well as the whole delivery 

system in a customer centered way. The company’s goal is not only to get customer but even more importantly to retain 

customer. Getting customer’s information is not easy, since their attitude and perception has been changing. It is essential 

for Home Appliances sellers to maintain proper balance between customer and dealers to have smooth marketing. 
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INTRODUCTION 

Consumer Buying Behavior tries to identify the existing market structure for the product such as Refrigerator, 

Washing Machine, and Microwave Oven. Impact of consumer buying behavior as a tool is confirming the concept of 

customer loyalty, brand preference among the three products such as washing machine, refrigerator and microwave oven in 

Vellore District. 

A firm must develop a continuous stream of successful new products and services to remain youthful and 

profitable. The pressure to introduce successful new products is considerably increase by the fact that substantial product 

introductions fail often because the company has inadequate information about what customers really want. With the 

proliferation of technical know-how, the market is floated with several brands of the same article. Each brand has minor 

variations distinguishing it from the others. Stiff competition obliges each producer of articles to try to improve the product 

and to give many additional facilities and other attractions as possible. In this competitive arena the buying behavior 

decides the existence of particular business in long run. 

REVIEW OF LITERATURE 

Lovelock (2010) the book is emphasized on advancements and challenges in services marketing. The book 

discussed role of consumer in designing services, delivering and performing quality service to the consumers for deriving 

customer satisfaction. The book focused on complexity of designing service marketing strategies and establishing service 

standards. Various threats and challenges in designing service marketing strategies have been discussed with required 
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solutions in turbulent marketing situations. 

Narayanan, H. (2010) the book highlighted features of Indian insurance markets, development of insurance 

sector in India, major players in insurance sector and insurance products offered to Indian policyholders. The book also 

provided detail of growth of life insurance and general insurance in India with appropriate statistics. Various phases of 

growth and development of insurance sector are presented in an efficient manner. The comparison of life insurance and life 

insurance is also provided in Indian and global context. The detail of LIC and private players is given in this book related 

to number of life insurance policies, growth in life insurance premium, life insurance density and number of agents in life 

insurance etc. 

The Boston Consulting Group (2010) recently conducted a study on consumer perceptions about insurance 

industry under its major brands entitled “Leveraging Consumer Insight in Insurance”. The study done in mid 2009 focused 

on four major markets France, Germany, Japan, United States and was based on a survey of more than 1000 people in each 

market, along with in-depth workshops and interviews. The consumer attitude towards insurance is the first step in tapping 

full potential of consumers in a marketplace. The second step was to segment consumers on the basis of their perceptions 

about insurance, rather just according to income, wealth, life stage etc. This segmentation should then be enriched with 

insight into purchasing and channel preferences. The various researches are reviewed for the purpose of designing possible 

constructs and are summarized briefly. 

STATEMENT OF THE PROBLEM  

Marketing the products in today’s competitive arena is a tedious work. Existence of many competitors is a big 

challenge to the marketing. In the traditional marketing era there were no competitors, and the produce by them was selling 

easily. But in the 21st century market there is more number of marketers who competing each other for marketing their 

products through various promotional strategies. Sale of Electronic products was easy in the introduction stage, but now all 

the home appliances sellers faces lot of problem to sell its products due to the existence of competitors, who have been 

providing electronic goods at lower prices. 

Another problem is due to similar methods adopted by competitors. It has been that many manufacturers 

simultaneously adopt sales promotion methods and that too during the same period. As such the real benefit that accrues to 

a manufacturer is difficult to assess and moreover the buyers may compare economic benefits before they decide to buy a 

particular brand. Sales promotion will be most valuable in the case of commodities for which there is lack of regular brand 

preference. It is better to avoid sales promotion schemes that are in adequately supported, planned and coordinated. 

OBJECTIVES OF THE STUDY 

• To study the socio-economic profile of consumers of home appliances. 

• To find out the most influencing source of information for the purchase of home appliances. 

• To examine the satisfaction level of customers of different segments. 

• To measure the loyalty level of customers of different segment. 

• To develop a consumer behavior model based on the findings of the study. 
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SCOPE OF THE STUDY 

There have been two general motivations for studying the consumer behavior in the geographical base of Vellore 

district.  The first motivation is its relationship between consumer behavior and product attributes.  The researcher finds a 

very wide scope between products attributes that changes the attitude of the consumers during the purchase of durable 

product.  The second motivation is to distinguish the attitude of the consumers at pre-purchase and post purchase periods. 

The study entirely leans upon consumer preference, information search, purchase decision and post purchase behavior of 

consumers during the purchase of durable products at high cost.  The sequence of behavioral attitudes is of at most 

importance in the research to fix the issues of marketers as well as the consumers. 

RESEARCH METHODOLOGY  

Sample 

A Simple Random Sampling Method is applied to obtain the responses from the consumers of the three products 

microwave oven, washing machine and refrigerator. The researcher circulated 320 questionnaires and obtains 280 

responses only. Out of 280 responses 30 questionnaire are found unusable due to flaws in the responses. Those 30 

responses were eliminated and remaining 250 filled in questionnaires are considered for research. Hence the exact sample 

size of the study is 250. The data were collected from both primary and secondary sources. 

LIMITATIONS OF THE STUDY  

This study is limited to a geographical base of Vellore district covering a limited population of customers.  The 

sample size has been restricted to 500 customers in different parts of Vellore district.  In selecting the brand, a limitation is 

imposed based on the market availability.  The dealer’s opinion consumer behavior and attitude are not considered.  The 

study is entirely depending upon the response of 250 customers.  So, increasing the number of samples and changes in the 

questionnaire may reveal various results. 

The variables and factors involved in the study have been made compact to give more elegance to the research 

taken up.  So any generalization of the results obtained in the study may not hold good for the whole of Tamil Nadu or the 

whole of India.  

ANALYSIS AND INTERPRETATION 

Table 1: Gender Wise Distribution of Respondents 

 Frequency Valid Percent Cumulative Percent 
Male 150 60.0 60.0 
Female 100 40.0 100.0 

Total 250 100.0  
       Source: Primary Data 

From the above table it is ascertained that in the sample unit, a maximum of 60.0% are male consumers and 

44.0% are female consumers.  So it can be deduced that the sample unit comprises of more male consumers and reasonable 

number of female consumers of home appliances and daily consumables. 
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Table 2: Age of Respondents 

Age Groups Frequency Valid Percent Cumulative Percent 
Less than 25 years 25 10.0 10.0 

Table 
26-35 83 33.2 43.2 
36-45 49 19.6 62.8 
46-55 55 22.0 84.8 
Above 55 38 15.2 100.0 

Total 250 100.0  
                         Source: Primary Data 

From the table 2 it is known that 19.6% of respondents are between the age group of 36 to 45, 33.2% are under 

the age group of 26-35, and 22.0% are under the age group of 46-55.  15.2% of the respondents belong to the age group of 

above 55 years. Negligible percentage i.e. (10.0%) is belonging to the age group of below 25 years.  Therefore it is 

understood that the respondents selected for the study are more or less evenly distributed. 

Table 3: Education of Respondents 

Education Frequency 
Valid 
Percent 

Cumulative 
Percent 

Graduate 91 36.4 36.4 
Post graduate 74 29.6 66.0 
Professional 39 15.6 81.6 
Diploma holders 46 18.4 100.0 

Total 250 100.0  
      Source: Primary Data 

From the above table it is noted that 36.4% are graduates, 29.6% are qualified post graduates, 15.6% are 

professionals and 18.4% are the diploma holders.  Hence, it is analyzed that maximum number of home appliances 

customers are the Graduates. 

Table 4: Occupation of Respondents 

Occupation Frequency 
Valid 
Percent 

Cumulative 
Percent 

Professional 14 5.6 5.6 
Government employee 51 20.4 26.0 
Private service 75 30.0 56.0 
Business 43 17.2 73.2 
House wife 67 26.8 100.0 

Total 250 100.0  
  Source: Primary Data 

From the above table it clearly shows that 5.6 % of the respondents are professionals, 30.0 % of them are 

employed in private service, 17.2 % of them are employed in Business, 26.8 % of them are employed in House wife and 

20.4% of the respondents are government employees. So, it has been noted that vast majority of the above respondents are 

Private Service.  

Table 5: Earning Members in the Family of Respondents 

Family Members 
Employed 

Frequency 
Valid 
Percent 

Cumulative 
Percent 

1 member 77 30.8 30.8 
2 members 111 44.4 75.2 
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Table 5: Contd., 
3 members and above 62 24.8 100.0 

Total 250 100.0  
                                       Source: Primary Data 

From the above table it is inferred 30.8 % are single member, 44.4% showing that two members and 24.8% are 

above three members earning in the family.  It is confirmed from the above analysis that families having two earning 

members are the maximum percentage when compare with other variables. 

Table 6: Family Monthly Income of Respondents 

Monthly Family 
Income 

Frequency 
Valid 

Percent 
Cumulative 

Percent 
Up to Rs.10,000 67 26.8 26.8 

Rs.10,001to Rs.20,000 98 39.2 66.0 
Rs.20,001to Rs.30,000 45 18.0 84.0 
More than Rs.30,000 40 16.0 100.0 

Total 250 100.0  
Source: Primary Data 

From the above table it is found that 26.8% of the respondents having a monthly income less than Rs.10, 000. 

There are only 16.0 % of the customers have a monthly income more than Rs.30, 000. From the above analysis it clearly 

states that the maximum of home appliances customers are having a monthly income Rs.10, 001 to Rs.20, 000. 

Table 7: Family Size of Respondents 

Family 
Size 

Frequency 
Valid 

Percent 
Cumulative 

Percent 
2 140 56.0 56.0 

3 and above 110 44.0 100.0 
Total 250 100.0  

Source: Primary Data 

From the above table it is found that 56.0 % are two members in a family and 44.0 % are above three members in 

a family from the above analysis it is concluded that the family with two members are the maximum home appliances 

customers. 

Table 8: Family type of Respondents 

Type of 
Family 

Frequency 
Valid 

Percent 
Cumulative 

Percent 
Nuclear family 120 48.0 48.0 
Joint family 130 52.0 100.0 

Total 250 100.0  
       Source: Primary Data 

From the above table it is revealed, those maximums of 48.0 % of the respondents are belonging to the Joint 

family. Only 52.0 % of the respondents are in Nuclear family.  The above analysis proved that Joint families always prefer 

the home appliances customers. 

SUGGESTIONS 

Consumers are suggested to avoid frequent use of credit cards while purchasing both home appliances since use of 

credit card increases the price of the articles and there are other inconveniences associated with it.  
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Consumers should consider shopping as a pleasant activity.  The head of the family may take the family members 

for shopping.  This will enable the consumers to know more about the home appliances, their availability, their uses etc.  

Moreover when the entire family members do the shopping, they may have an opportunity to share their experience with 

their neighbors, friends or relatives.  Shopping offers some sort of relief to the consumers who are already gripped in a 

tensed mood.  While the entire family members do shopping they get elated with the display of home appliances in the 

stores. The inshore atmosphere also attracts the family members to visit the shop again and again.  It induces them to enjoy 

shopping. 

CONCLUSIONS 

To study about the consumer buying behaviour has intensified due to fast pace of globalization which changed has 

been consistently changing the way consumers are shopping for their daily food and grocery products. As more retailers 

operate in more than on country, they have to pay close attention to the difference in culture, lifestyle, taste, expectations 

and many other factors that determine the differing buying behaviour of customers from various countries. Therefore, the 

study of consumer behaviour is very vital to target all the customers from different geographical areas. 

Globalization, privatization, liberalization and modernization have removed the boundaries of nations. On account 

of these, our markets are filled with innumerable varieties, several models and of brands of global home appliances of 

home appliances. Scientific advancements and technological improvements make the consumers keep abreast of latest 

information about the availability of home appliances in the market. Consumers get information through television, 

newspapers friends/neighbors colleagues, dealers and sales personnel. 
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