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Abstract 
 

The intention of the paper is an attempt to be aware of the factors that impact on the 
behavior of consumer while making purchases decision. The study of when, why, how and 
where people i.e. consumer buy a product. This paper will seek to explore consumer 
behaviour and buying motives relating to the purchase of selected durable goods, and thus 
be helpful for the consumer durables companies to decide and implement their marketing 
strategies. Technological progression in science has offered Man-equipments, machineries 
and apparatus. Which have organized life at ease and enjoyable - television, washing 
machines, refrigerators, microwave ovens; cell phones are some of the contribution of 
science meant for expediting the house hold tasks provides personal comfort information 
and entertainment. The survey population was a convenience sample, the respondents were 
asked about their financial aspects and durables goods they had purchased during last six 
months. They were asked about product selection criteria, source of information about the 
product, buying motives for selecting the product and as well as the main role played by any 
person in purchase of aforementioned goods 
From the Study it can be said that awareness through promotion put great impact in the 
mind of the consumer. Promotion is the factor, which boost the sales. So consumer never 
make buying decision in vague, customers will refer from the information given on the net or 
from the other source to take the purchase decision. 
Key Words : Consumer Durables, Behavior, Decision, Buying motives, Purchase, Promotion 

 
1. Introduction 

 

Consumer behavior can be said to be the study of how individuals make decisions on how to 
spend their available resources (time, money, effort) on various consumption-related items. It is 
believed that consumer or customer make purchase decisions based on receipt of a small 
number of selectivity chosen pieces of information. Thus, it will be very important to 
understand how much information is required by the customer to help him evaluate the goods 
and services offerings. 
 
Consumers do not make purchase decision in vacuum. Their buying behaviors are influenced by 
Cultural, Social, Personal and Psychological determinants. Cultural is the most basic 
determinant of a person‘s wants and behavior. Right from the time of the birth, a child grows up 
in a society learning a certain set of values, perceptions, preferences, behaviors and customs. A 
consumer‘s behavior is also influenced by social factors, such as the consumer‘s reference 
groups, family and social role and status. The characteristics of the Personal factors like buyers 
age and stage of life cycle, occupation, economic circumstances, lifestyle, personality and self 
concept also put great impact on the consumers purchases and last but not the least for the 
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purpose of understanding consumer‘s buying behavior four major psychological determinants 
like motivation, perception, learning, belief and attitude also play a vital role in the decision 
making of the consumers. 
 
Consumer buying habit reflects their personality, income, age, life style and aspiration. 
Consumer constantly seeks out new products that meet their changing needs more closely. 
 
Buying decision is not the most dominant factor because some others factors such as quality of 
product, after sale services, price, legality, distribution, are more important. The others revealed 
facts is that the demographic variable such as age, income level, and occupation are the factors, 
which put greater impact on consumer in decision-making.  
 
Buying Process: Initially consumers tries to find what commodities he would like to consume 
among all the options available to him, the decision-making is subject to a host of internal and 
external factors that bias decisions and over-turn preferences. Thus the customer selects the 
best which promises to be the solution for the problem.  The repeated buying of products leads 
to shopping habits, leading to certain products (particularly, for example, food products) being 
bought almost automatically. Consumers tend to avoid losses and eagerly take advantage of 
promotions and product trials, making the offer of something for ‘free’ irresistible. Even the 
method of payment used to buy a product can have a fundamental impact on the amount 
someone is willing to pay for it. 
 

2. Review of literature:  
 
2.1Pinni Vasantha Lakshmi and M Sakthivel Murugan (2008) in their research article has 
concluded that Joint (syncratic) between husband and wife in decision making was found for 
final purchase decision in all the three TV Refrigerator and washing machine (durable 
products). Most of the purchase sub-decisions were done jointly by husband and wife. There has 
been a major shift from patriarchy to egalitarianism among the families in the society.  
2.2 Choudhary (2009) in his research paper has clearly highlighted that long term relationship 
with customers can be achieved by providing good environment and equally handling any 
grievances about the product by setting up consumer complaint office e.g. Crompton Greaves 
has a SOP of picking up grievance call in first three ring of the telephone.  
2.3 Bhawaniprasad and Kumari (1987) have analysed “Impact of advertising on consumer 
durables markets: A study of Refrigerator consumer”, in this study a ranking /importance of 
refrigerator among other consumer durables is studied. Study of 200 owners of Allwyn 
refrigerator in the twin cities of Hyderabad and Secunderabad and Districts of Nizamabad and 
Karimnagar in Andhra Pradesh indicates that a very positive impact of advertising is found on 
the consumer durables market. 
2.4 Barry L Bayus (1991) Studied “The consumer durable replacement buyer”, and found that 
replacements account for a substantial portion of the sale of consumer durables in the U S. 
Results of replacement of automobiles indicate that “early” replacement buyers are more 
concerned with styling and image and less concerned with costs than “late” replacement buyers. 
Moreover, early replacements have higher income but lower levels of academic achievement 
and occupational status than late replacement 
 

3. CONSUMERS PURCHASE DECISION 
 
A decision is the selection of an alternative from two or more alternatives. Consumer‘s decision 
to purchase the goods from the available alternative is known as ―consumer purchase decision. 
The various options of the consumer may be classified into five main types of decisions. They 
are what to buy, how much to buy, where to buy, how to buy. The participants in the purchase 
decision to make the purchases of their product at different marketing strategies. There are 
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number of reasons why the study of consumer behavior developed as a separate discipline. 
Marketer had long noted that consumers did not always act or react, as marketing theory would 
suggest. 

4 : Seven Steps in Decision Making: from Identification to Implementation 

4.1.  Identify a problem or opportunity 
4.1.1 The first step is to recognize a problem or to see opportunities that may be   
          worthwhile. 
4.1.2 Will it really make a difference to our customers? 
4.1.3 How worthwhile will it be to solve this problem or realize this opportunity? 
 

4.2.  Gather information 
4.2.1 What is relevant and what is not relevant to the decision? 
4.2.1 What do you need to know before you can make a decision, or that will help you  
          make the right one? 
4.2.3 Who knows, who can help, who has the power and influence to make this happen    
         (or to stop it)? 
 

4.3.  Analyze the situation 
4.3.1What alternative courses of action may be available to you? 
4.3.2What different interpretations of the data may be possible? 
 

4.4  Develop options 
4.4.1 Generate several possible options. 
4.4.2 Be creative and positive. 
4.4.3 Ask “what if” questions. 
4.4.4 How would you like your situation to be? 
 

4.5  Evaluate alternatives 
5.5.1 What criteria should you use to evaluate? 
5.5.2 Evaluate for feasibility, acceptability and desirability. 
5.5.3 Which alternative will best achieve your objectives? 
 

4.6.  Select a preferred alternative 
4.6.1.Explore the provisional preferred alternative for future possible adverse 
consequences. 
4.6.2What problems might it create? 
4.6.3What are the risks of making this decision? 
 

4.7 Act on the decision 
4.7.1 Put a plan in place to implement the decision. 
4.7.2 Have you allocated resources to implement? 
4.7.3 Is the decision accepted and supported by colleagues? 
4.7.4 Are they committed to making the decision work? 

 

The size of the consumer market in the country is vast and is constantly expanding millions of 
dollars are being spent on goods and services by millions of people. Consumer preferences are 
changing and are becoming highly diversified. 
 

5: OBJECTIVES OF STUDY 
 

5.1 To study the behavior which they show in making the purchase of white goods.  
5.2 To study the factors which influence the consumers in their buying decision?  
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5.3 Does consumer awareness effect the selling of the product?  
 
6: RESEARCH METHODOLOGY 
 

This study is conducted in Nanded city, Nanded city is the political and administrative city of 
Maharashtra. Directorate of Census Operations in Maharashtra has released an official Census 
2011 detail of Nanded, a district of Maharashtra. As reported in the census of India 2011 
Nanded had population of 3,361,292. Nanded is a potential city for the one who want 
employment, and education etc. 
 
This study was conducted based on the primary and secondary data, which was collected 
through questionnaire which was structured. The sampling was simple convenience, The 
research instrument i.e. questionnaire was given to 250 respondents and out of which 200 
responded and then the data was compiled and computed. The research instrument was 
developed using extensive research materials on behavioral study of the consumers. The 
questions were framed to understand the attitude and behavior of the consumers. The 
respondents were asked to indicate their level of agreement or disagreement with each 
statement using a five point Likert-type scale: 1= strongly disagree, 2= disagree, 3= neither 
disagree/agree, 4=agree, 5= strongly agree. 
 

7: DATA COLLECTION AND SAMPLING 
 

The data was collected near the showrooms of durable goods situated in different places of 
Nanded region. Questionnaire was given to the people who visited the showrooms once for 
making the purchases or for some feedback related to any product. In all 600 questionnaires 
were distributed among the visitor.  

Table-1 

S. 

No Statements/Questions 

Strongly 

Disagre-1 

Disagre

e -2 

Neutr

al -3 

Agre

e -4 

Strongly 

Agree -5  

1 Consumer   makes   brand   choice   by   comparing  alternatives   

on   concrete   products   attribute  or dimension 0 30 38 90 42 

2 Consumer   chooses between   product   categories, which are 

available. 0 20 60 70 50 

3 
Consumer makes comparison between two brands based on 

cost. 0 17 40 110 33 

4 
Consumer makes comparison because of features and utility of 
product 7 20 20 94 59 

5 
Product is compared on the basic of brands, name size warranty 
and convenience 5 22 14 119 40 

6 Reference group influence consumer. 0 24 83 72 21 

7 Culture still plays a vital role in consumption. 13 33 63 39 52 

8 Product enhancement influence consumer. 19 23 49 69 40 

9 
Emotions are the primary drivers while reason plays a second 

fiddle in decision-making. 18 22 48 70 42 

10 After sale service play a major role. 0 4 19 99 78 

11 Consumer  of  today  is  bold  enough  to  make experiments in 

their Purchases 0 13 44 85 58 

12 Awareness through promotion put the great impact on consumer 

mind 0 8 14 122 56 

Compiled and computed by the Researcher 
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Table-2 

S. 

No 
Statements/Questions 

Strong

ly 

Disagr

e-1 

Disag

ree -2 

Neut

ral -

3 

Agr

ee -4 

Stron

gly 

Agre

e -5  

Mean Skew 
STD 

DEV 

1 
Consumer   makes   brand   choice   by   comparing  

alternatives   on   concrete   products   attribute  or 

dimension 

0 30 38 90 42 20.8 0.732 32.434 

2 Consumer   chooses between   product   categories, 

which are available. 
0 20 60 70 50 24 

-

0.605 
29.154 

3 Consumer makes comparison between two brands 

based on cost. 
0 17 40 110 33 28 1.491 42.065 

4 Consumer makes comparison because of features 

and utility of product 
7 20 20 94 59 29.2 1.008 35.937 

5 Product is compared on the basic of brands, name 

size warranty and convenience 
5 22 14 119 40 31.6 1.826 46.005 

6 Reference group influence consumer. 0 24 83 72 21 30 0.342 35.672 

7 
Culture still plays a vital role in consumption. 

13 33 63 39 52 14 
-

0.369 
19.052 

8 Product enhancement influence consumer. 19 23 49 69 40 15.2 0.543 20.322 

9 Emotions are the primary drivers while reason plays 

a second fiddle in decision-making. 
18 22 48 70 42 16 0.491 21.071 

10 After sale service play a major role. 0 4 19 99 78 38.8 0.622 45.447 

11 Consumer  of  today  is  bold  enough  to  make 

experiments in their Purchases 
0 13 44 85 58 26.8 0.138 34.256 

12 Awareness through promotion put the great impact 

on consumer mind 
0 8 14 122 56 39.2 1.410 50.695 

Compiled and computed by the Researcher 
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8: FINDINGS AND SUGESSTIONS 
 

8.1 The first and foremost attribute heralds that  ―consumer makes choices by comparing 
alternatives by concrete product attribute or dimension has scored (20.8). Consumer makes 
comparison between the attributes available in various brands and they choose which were 
best suited to them according to their needs, wants or their preferences, so they make final 
decision before comparing the brands of same products. 
 
8.2 Attribute which says, ―Consumer chooses between product categories ―scored (24). 
Availability of the product matter the most to the consumer because consumer chooses from 
the option available at the store. 
 
 8.3 Attribute shows that ―consumer makes comparison between two brands on the basis of 
cost has scored (28). Consumer wants to make the right purchases according to their budget or 
according to their financial planning. They want to fulfill their needs at the right cost so they 
make comparison between two brands in terms of cost. 
 
8.4 Attribute depicts that ―consumer makes comparison on the basis of feature and utility of 
products scored (29.9). It means that consumer want to make the best and maximum utilization 
of their purchases. Therefore, they choose the product, which are much friendly according to 
their needs and wants. 
 
8.5 Attribute says ― consumer make selection on the basis of brand name, warranty and 
convenience scored (31.6). Brand name of the product is important for the customer because it 
act as an image of the product in the mind of the consumer when they making any selection they 
want to indulge themselves in a right and faithful brand. 
 
8.6 Attribute announces that ― reference group influence consumer scored (30.0). This says 
that consumer is ultimately a human and human is social that cannot live in isolation. Family, 
friends, colleagues, peer groups put great impact on the mind of the consumer, and they 
influenced the buying decision of the consumer. 
 
8.7 Attribute culture plays a vital role in consumption scored (14.0). Culture is the most basic 
fundamental determinant of a person‘s wants and behavior. Right from the time of his birth, a 
child grows up in a society learning a certain set of values, perception, preferences, behavior 
and customs, through a process of socialization involving the family and the other key 
institution. Today we can see lots of importance/ value is given to success and achievement, 
efficiency, pragmatism, material comfort, individualism, freedom etc all these will have a 
bearing on a child growing up and will also be seen in his buying behavior. 
 
8.8 Attribute heralds ― product enhancement influence the consumer has scored 
(15.2).Consumer preferences and liking are changing from time to time so newness in product 
allure them towards the product or influence their buying decision. 
 
8.9 Attribute declares ―emotions are the primary drivers where reason plays second fiddle in 
buying has scored least (16.00). Consumer of today is wise and very much aware from its 
surrounding, before making any purchase he do little bit of homework that what is best 
available in market, which is, best suited him according to his want so usually consumer show 
rational approach in buying certain products. 
 
8.10 Attribute reflects that ―after sales services play a major role in decision making scored 
second highest (38.8). Services, which are attached with the product, give customer a moral 
support that is why customer is influenced by the after sale services in their buying decision. 
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8.11 Attribute presents that , ―Consumer want to experiment new things while buying any 
product ―scored (26.8). Technology get upgraded from time to time and that‘s boost the up 
gradation of the product and it is like a boom for the customer who want to experiment new 
thing in their product weather it is in style, colors, features or in attributes etc 
 
8.12 Attribute exclaim  that ―awareness through promotion put great impact in the mind of the 
consumer has scored highest (39.2). Promotion is the factor, which is said to be the most 
important factor, which boosts the sales. So consumer never make buying decision in vague they  
will refer from the information given on the net or from the other source and also get 
information from the sales persons from the shop before making the purchase 
 

9.0 CONCLUSION 
 

The market for consumer durables is becoming more competitive now a day. Therefore, the 
producer of durable products should understand consumer interest much to find higher sale of 
their products. Overall, it is argued that the study of consumer behavior is rapidly evolving as 
researchers recognize and implement new techniques and Trans disciplinary perspectives to 
understand the nature of purchase and consumption behavior. This wider view attempts to 
study Consumer Behavior: behavior in the light of rapidly evolving lifestyles, values, priorities, 
and social contexts. 
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