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Abstract: 
 This study explores consumer behavior towards home appliances in Kanyakumari District, 
aiming to understand the key factors influencing purchase decisions. By collecting and analyzing primary 

data from a sample of 50 respondents through questionnaires, the research investigates aspects such as 
age, gender, income, educational qualification, brand preference, sources of information, and satisfaction 
levels. The findings reveal that consumers in Kanyakumari District are highly influenced by product 
quality, price, brand reputation, and promotional offers. Most respondents prefer branded appliances and 
rely on both online and offline sources for product information. The study highlights the significance of 
customer service and product durability in consumer satisfaction. Based on the results, the study offers 
recommendations for manufacturers and retailers to align their strategies with consumer preferences, 
ensuring better market penetration and customer loyalty. 
Keywords: Consumer Behavior, Home Appliances, Purchase Decision, Brand Preference, Customer 

Satisfaction, Marketing Strategies, Product Quality, Price Sensitivity, Promotional Offers. 

Introduction 

 All marketing starts with the consumer. So consumer is very important to marketing. 

Consumer decides what to purchase, for whom to purchase, why to purchase, from where to 

purchase, and how much to purchase. In order to become a successful marketing, he must know 

the liking or disliking of the customers. Marketer must also know the time and the quantity of 

goods and services, a consumer may purchase, so that he may store the goods or provide the 

services according to the likings of the consumers. Gone are the days when the concept of 

market was let the buyer‘s beware or when the market was mainly the seller‘s market. Now the 

whole concept of consumer‘s sovereignty prevails. The manufacturers produce and the sellers 

sell whatever the consumer likes. In this sense “Consumer is the supreme in the market”. 

                        Consumers play a very vital role in the health of the economy local, national or 

international. The decisions made by consumers concerning the consumption behaviour affect 
the demand for the basic raw materials, for the transportation, for the banking and for the 

production; they effect the employment of workers and deployment of resources and success of 

some industries and failures of others. Thus marketer must understand this. Today the market 

situation in India is highly competitive across all the product segments. With the continuous 

evolution in the demographics and psychographics of the target consumers, the situation is 

becoming more and more complex. 
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The ever changing customer preferences, rising consumerism, new entrants in the market, and continuously 
evolving technological innovations resulting in product differentiation in the short run which further resulting in shorter 

life cycles for durables particularly and also for other lifestyle products are adding new dimensions to already complex 

situation.The market situation and its outcome are becoming increasingly uncertain. In the light of this scenario, the 

organizations are becoming more and more desperate to hold the customers, to retain the market share and to survive. 

The scenario in the home appliances industry is equally challenging. The leading companies like Samsung, Videocon, 

Sony, LG and others by introducing brands at various price points have effectively segmented the market which has 

resulted in faster market expansion and penetration. Product differentiation and innovative marketing efforts have 

resulted in attracting more and more customers to their brands. In fact the competition in the rural market has assumed 

a battle field dimension and struggles for the survival of the fittest. Therefore in the light of the scenario where the 

marketing environment is changing at a very fast pace and the heightened aggression of the players in the home 

appliances in India, it is most appropriate to conduct a study on various dimensions influencing consumer‘s purchase 

decisions regarding home appliances. 

Statement of the Problem 

 Home appliances are gaining popularity in the present modern world. Many brands and different varieties of 

home appliances are available in the market. To the consumer, products of different brands seems similar because 

products of different brands are available at the same rate, same colour, same design with the same performance. Most 

of the consumers from the study area do not have sufficient knowledge to compare the brands. 

 Some consumers are influenced by the advertisement while some others are influenced by friends, neighbours, 

colleagues, brand image and so on. In this context the researcher has chosen this topic to analysis the brand preference 

of consumers towards home appliances Consumers face a number of serious problems while making their purchase 

decision on brand of home appliance. Some of them are unfair, warranties, misbranding, high pricing, poor quality 
products etc. 

 In the home appliances market, the consumer is confused with the existence of similar products with different 

brand names, and also there is a competition. The demand for home appliances will naturally increase from the 

working women. It reduces the work load of home maintenance for working women. The conventional grinding is no 

longer found in most of the middle class family. Mixie, Grinder, Refrigerator, Washing Machines, Televisions are the 

five items selected for the present study. As for Television there is a stiff competition among Samsung, Philips, Sony, 

Sanyo, LG, Onida, Akai, Videocon, and BPL companies. Regarding Grinders popular brands compete with local 

brands in the market to gain a market share. With regard to Refrigerators there is a stiff competition among Godrej, 

Samsung, BPL, Whirlpool, Kelvinator, LG, Videocon, Voltas etc. The same also holds good, in case of washing 

machines. This study is an attempt to understand the preferences and the reasons for such by the consumer. 

 In regard to the chosen appliances such as Mixie, Grinder, Washing Machine, Refrigerator, and Television, the 
aspects such as consumer preference to brand the factor influencing their preference, the consumer‘s feedback on after 

sales service, preference of products, and the preferred method of purchase have been taken up in the 

analysis. 

Significance of the Study 

 The study of consumer behaviour (CB) is very important to the marketers because it enables them to 

understand and predict buying behaviour of consumers in the marketplace; it is concerned not only with what 

consumers buy, but also with why they buy it, when and where and how they buy it, and how often they buy it, and also 

how they consume it & dispose it. Consumer research is the methodology used to study consumer behaviour; it makes 

place at every phase of the consumption process: before the purchase during the purchase, and after the purchase. 
Research show that two different buyers buying the same product may have done it for different reasons; paid different 

prices, used in different ways, have different emotional attachments towards the things and so on. 

 The study of Consumer behaviour is one of the most important in business education, because the purpose of a 

business is to create and keep customers. Customers are created and maintained through marketing strategies. And the 

quality of marketing strategies depends on knowing, serving, and influencing consumers. In other words, the success of 

a business is to achieve organizational objectives, which can be done by the above two methods. This suggests that 

knowledge & information about consumers is critical for developing successful marketing strategies because it 

challenges the marketers to think about and analyse the relationship between the consumers & marketers, and the 

consumer behaviour & the marketing strategy. 

Objectives of The Study 

To study the factors influencing buying behaviour towards home appliance. 

To know the source of awareness of consumers about various brands of home appliances. 

To identify the brand preference of customers of home appliances. 

To identify the benefits expected by the consumers in home appliances. 
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To know in which reason customers monthly purchase home appliances. 

To identify the payment method used by the customer. 

Research Methodology 

 Descriptive research method has been used for this present study simple randam sampling method was used 

by the research to collect the data. The sources of data were primary data and secondary data. Secondary data are also 

collected. The size of sample is 50 respondents were selected and tools like percentage analysis was used to analyse 
the data. 

Sampling 

 It is the process of selection representative subset of a total population for obtaining data the study of the 

whole population the subset is known as sample. The sample size of the study is 50 were chosen primarily on the basis 

of the simple randam of the researcher. 

 Data collection is one of the most important aspects of research. For the success of any project accurate date 

is very important and necessary. 

Methods of data collection 

Primary data 

Secondary data 

Primary data 

 The primary data is the one which is collected by questionnaire method, for the purpose of specific inquiry of 

study. Such data is original in character and is generated by survey. 

Secondary data 

 The secondary data were collected from books, journals and various documents some data are collected from 

internet. 

Limitation of the Study 

The respondents are limited to Kanyakumari District only. 

Only 50 respondents were selected at random. 

Data Analysis And Interpretation 

Gender 

 Both male and female are more concerned about consumer durables. The table no: 1 shows the gender wise 

classification of respondents. 

Table No: 1 Gender wise classification of the respondents 

Gender No. of Respondents Percentage 

Male 15 30 

Female 35 70 

Total 50 100 

Source : Primary Data 

 The above table shows that 70 percent are female respondents and 30 percentage of the respondents are male. 

Age  

      Age distribution of the respondents are shown in table no:2 

Table No :2: Age wise Distribution of the respondents 

Age group No. of Respondents Percentage 

Below 30 Yrs 11 22 

30-40 Yrs 25 50 

40-50 Yrs 10 20 

Above 50 Yrs 4 8 

Table 50 100 

Source : Primary Data 

 The above table show that 50 percentage of the respondents belong to the age group of 30- 40 years, 22 
percentage of the respondents belong to the age group of below 30 years, 20 percentage of the respondents belong to 

the age group of 40- 50 years and 8 percentage of the respondents were in the age group of above 50 years. 
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Education 

The educational level of the respondents are presented in the table no:3 

Table No: 3: Educational level of the respondents 

Level of education No. of Respondents Percentage 

School education 17 34 

College education 33 66 

Total 50 100 

                                   Source : Primary Data 

 The above table shows that 66 percentages of the respondents are qualified up to college education and 34 

percentage are up to school education. 

Marital Status 

The table no: 4 shows the marital status. 

Table No: 4: Marital Status 

Gender No. of Respondents Percentage 

Married 15 30 

Unmarried 35 70 

Total 50 100 

Source : Primary Data 

 The above table show that 70 percent are unmarried respondents and 30 percentage of the respondents are 

married. 

Occupation 

The occupational status of the respondents is shown in table no: 5 

Table No: 5: Occupation Status 

Occupation Status No. of Respondents Percentage 

Private Sector 20 40 

Public Sector 14 28 

Business Men/Women 16 32 

Total 50 100 

Source : Primary Data 

 The above table shows that 40 percent of the respondents are working in private sector, 32 percent are business 

men /women and 28 percent are government employees. 

Monthly Income 

The table no: 5 shows the Monthly Income of the respondents. 

Table No: 5: Monthly Income of the respondents 

Monthly Income No. of Respondents Percentage 

Upto Rs.20,000 6 12 

Rs.20,000- 30,000 9 18 

Rs.30,000- 40,000 21 42 

Above Rs.40,000 14 24 

Total 50 100 

Source : Primary 

The above table shows that 42 percent of the respondents have a monthly income between Rs.30,000-40,000. 

Problem While Using Newly Purchased Product 

The table no : 6 shows the problem while using newly purchased product 

Table No : 6: Problem while using newly purchased product 

Gender No. of Respondents Percentage 

Yes 15 30 

No 35 70 

Total 50 100 

Source : Primary Data 

 The above table show that 70 percent are No respondents and 30 percentage of the respondents are Yes. 
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Customer Service 

 The table no : 7 shows the customer service while visiting shop 

Table No : 7: Distribution of respondents based on their satisfaction related to customer service 

Ads No. of Respondents Percentage 

Very Good 8 16 

Good 23 46 

Average 14 28 

Very Poor 5 10 

Total 50 100 

Source: Primary Data 

 From the above table shows that 46% of the respondent mentioned that ads are persuaded, 28% of the 

respondent mentioned that ads are fairly induced, 16 % strongly persuaded and 10% of the respondents mentioned its 

not induced. 

Source of Awareness 

 The table No: 8 shows the source of awareness about various brands in home appliances market. 

Table No: 8: Source of Awareness 

Mode of Information No. of Respondents Percentage 

Television 15 38 

Newspaper 12 24 

Books & Magazines 10 20 

Friends & Relatives 7 14 

Internet 2 4 

Total 50 100 

Source: Primary Data 

 The above table that 38 percent of the respondent gets the information about the home appliances through 

Television while 24 percent of the respondents gets the information through Newspaper, only 20 percent respondents 

gets the information from Books & Magazines and 14 percent respondents get the information from friends and relatives 

and 4 percent of the respondents gain the information from Internet. 

Satisfied Level of The Respondents 

 Table no: 9 shows the satisfied level of the respondents. 

Table No : 9 :Satisfied level of the respondents 

Gender No. of Respondents Percentage 

Yes 15 30 

No 35 70 

Total 50 100 

Source: Primary Data 

 The above table show that 70 percent are No respondents and 30 percentage of the respondents are Yes. 

Number of Visit To Make A Purchase Decision 

 The table no: 10 shows number of times the respondents visit the showroom to purchase the product. 

Table No : 10 Number of visit to make purchase decision 

Visits for making decision No. of Respondents Percentage 

1st Visit 8 16 

2-3 Visit 15 44 

3-5 Visit 22 30 

More than 5 Visit 5 10 

Total 50 100 

Source : Primary Data 

 From the above table shows that 44 percent of the respomdent visit 2-3 times before buying any home 

appliances while 30 percent of the respondent finalizes their purchase decision in 3-5 visit and 16 percent respondents 

finalizes their decision in first visit, however, only 10 percent of the respondents visit more than 5 times to finalizes 

their purchase decision. 

Factors Influencing Buying Behaviour of Consumers 

 The table no: 11 shows the factors influencing the buying behavior of the respondents. 
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Table No: 11: Factors influencing buying behavior 

Buying factors No. of Respondents Percentage 

Price/EMI Schemes 17 34 

Quality 6 12 

Technology(Power Saver) 2 4 

Convenience 3 6 

Brand Image 14 28 

After Sale services 8 16 

Total 50 100 

                                 Source : Primary Data 

 The above table shows that 34 percent of respondents influenced by price/ EMI schemes, 28 percent of the 

respondents influenced by brand image, 16 percent of the respondents influenced by after sales service, 12 percent of the 

respondents influenced by convenience and only 4 percent of the respondents influenced by Technology of the products 

.Reason For Product Replacement 

The table no : 12 shows the reason for product replacement. 

Table No : 12: Reason for product replacement 

Reasons No. of Respondents Percentage 

Time Factor 11 22 

Technology 8 16 

Offers 12 24 

Immediate Need 17 34 

Others 2 4 

Total 50 100 

Source : Primary Data 

 From the above table shows, it is noticed that 34 percent of the respondent replaced their Home Appliances 

due to the immediate need while 22 percent respondents replace the product due to Time Factor, 24 percent respondents 

replace for offer while 16 percent respondents replace the old product for buying latest Technology products and 4 

percent respondents have other reasons to replace the product. 

Most Preferred Brand 

         Respondents preference towards various brands home appliances market is shown in table no: 13 

Table No : 13: Brand preference of respondents 

 

Source : Primary Data 

 From the above table shows that 50 percent of the respondents prefer Samsung products, 30 percent of the 

respondents prefer LG products, 10 percent of the respondents prefer Godrej and Whirlpool. 

Benefits You Are Expecting In Home Appliances 

Table No : 14: Benefits you are expecting in home appliances 

Age group No. of Respondents Percentage 

Time saving 11 22 

Easy to use 25 50 

Less consumption of electricity 10 20 

Lowest 4 8 

Table 50 100 

Source : Primary Data 

The above table show that 50 percentage of the respondents belong to the age group of time saving, 22 percentage of 

the respondents belong to the age group of below easy to use, 20 percentage of the respondents belong to the age group 

of less consumption of electricity and 8 percentage of the respondents were in the age group of low cost. 

Number of Brands of Products 

The table no: 15 shows the number of brands of products. 

Brands No. of Respondents Percentage 

Samsung 25 50 

LG 15 30 

Whirlpool 5 10 

Godrej 5 10 

Total 50 100 
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Table No: 15: Number of brands of product 

Brands No. of Respondents Percentage 

Below 3 31 62 

4 to 7 11 22 

Above 7 8 16 

Total 50 100 

                                          Source: Primary Data 

From the above table shows that 62% of the respondents have below 3 brands of products, 22% of the respondents have 

4 to 7 brands of products and 16 % of the respondents have above 7 brands of products. 

Season For Purchase 

The table no:16 shows the season for purchase of home appliances. 

Table No: 16: Season for Purchase 

Seasons No. of Respondents Percentage 

New Year 10 20 

Pongal 6 12 

Diwali 21 42 

Whenever needed 13 26 

Total 50 100 

                                         Source : Primary Data 

 From the above table shows that 42% of the respondents purchase home appliances during Diwali, 26% of the 

respondents purchase whenever they needed, 20 % of the respondents purchase during New Year and 12% of the 

respondents purchase during Pongal. 

Power of Ads 

 The table no: 17 shows the power of ads regarding home appliances. 

Table No: 17 Power of ads 

Ads No. of Respondents Percentage 

Strongly Persuaded 8 16 

Persuaded 23 46 

Fairly Induced 14 28 

Not 

Induced/Motivated 

5 10 

Total 50 100 

                                        Source : Primary Data 

 From the above table shows that 46% of the respondent mentioned that ads are persuaded, 28% of the 

respondent mentioned that ads are fairly induced, 16 % strongly persuaded and 10% of the respondents mentioned it’s 

not induced. 

Habit Of Purchasing New Product 

 The table no: 18 shows the Habit of purchasing new product as per the new update. 

Table No: 18: Habit of purchasing new product 

Gender No. of Respondents Percentage 

Yes 15 30 

No 35 70 

Total 50 100 

                                                           Source: Primary Data 

 The above table show that 70 percent are No respondents and 30 percentage of the respondents are yes. 

Payment Preference 

 The table no: 19 shows the payment mode which is preferred by respondents. 

Table No: 19: Payment Preference 

Payment No. of Respondents Percentage 

Full Payment 17 34 

EMI 33 66 

Total 50 100 

                                                         Source: Primary Data 

 From the above table shows that 66 percent of the respondents are bought home appliances on EMI basis and 
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rest of the respondents are bought appliances by paying full amount. 

Mostly Prefer To Buy Home Appliances 

 The table no: 20 shows the mostly prefer to buy home appliances. 

Table No : 20: Mostly prefer to buy home appliances 

Brands No. of Respondents Percentage 

Festival season 31 62 

Offer/Discount 11 22 

Others 8 16 

Total 50 100 

                                                          Source : Primary Data 

 From the above table shows that 62% of the respondents have festival season brands of products, 22% of the 
respondents have offer/discount time brands of products and 16 % of the respondents have others brands of products. 

Analysis of Hypothesis 

Hypothesis: 

Ho 1 There is significant relationship between age and brand preference of the respondents. 

Chi-Square Test : 

Factors 𝑥2 

value 

Table 

value 

D.F Remarks Result 

Age and Brand Amount 

Respondent 

23.06 16.92 9 Significant 

at 5% level 

Rejected 

        Source: Calculated Data  

 Degree of freedom = (c-1) (r-1) 

 D.F          = 9 

          = (4- 1) (4-1) 

          = (3) (3) 

 The calculated value 23.06 is much greater than the value of 16.92. Hence the alternative hypothesis is 

rejected there is no significant relationship between Age and Brand preference of the respondents. 

Hypothesis 

Ho- 2 There is significant relationship between Income and Brand preference of the respondents. 

Chi-Square Test: 

Factor 𝑥2 

value 

Table value D.F Remark Result 

Income and Brand 

Amount of 

Respondent 

 

20.87 
 

16.92 
 

9 
 

Significant at 

5% level 

 

Rejected 

                     Source: Calculated Data 

              Degree of freedom = (c-1) (r-1) 

               D.F = 9 

 = (4-1) (4-1) 

 = (3) (3) 

 The calculated value 20.87 is much greater than the value of 16.92. Hence the alternative hypothesis is 

rejected there is no significant relationship between Age and Brand preference of the respondents. 

Findings: 

The majority of the respondents 70% are in the group gender of female. 

The majority of the respondents 50% are in the age group of 30-40 yrs. 

The majority of the respondents 60% are in the education group of college level. 

The majority of the respondents 40% are work in private sector. 

The majority of the respondents 42% are have an income between 30,000 – 40,000 to purchase. 

The majority of the respondents 32% are would see the cost of the product while purchasing. 

The majority of the respondents 38% awarded by televisions to purchase the home appliances. 

The majority of the respondents 44% making decision after 2-3 visits for purchase the products. 

The majority of the respondents 34% are would see the price of the product while buying home appliances. 
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The majority of the respondents 34% are replaced their home appliances on the basis of Immediate Next. 

The majority of the respondents 50% preferred Samsung brand of home appliances. 

The majority of the respondents (62%) have below 3 brands of products. 

The majority of the respondents (42%) purchase home appliances during Diwali. 

The majority of the respondents (46%) mentioned that ads are persuated. 

The majority of the respondents (66%) bought home appliances on EMI basis. 

Majority of the respondent 62% prefer festival season to buy home appliances. 

Suggestions 

1. Advertisement in television plays a major source of awareness about the product. So it is suggested to focus more 

on television advertisement. 

2. Marketers should give more attention on cost and latest technology. Because these two factors are preferred by 

most of the respondents.  

3. Easy and attractive EMI schemes shall be implemented to increase the sales. 

4. Safety is a major concern when it comes to home appliances manufacturers could focus on producing appliances 
that have improved safety features, such as automatic shut-off switches and sensors that detect overheating. 

5. Consumers want appliances that are built to last manufacturers could focus on producing appliances that are durable 

and have a linger lifespan, reducing the need for replacements and repairs. 

Conclusion 

 The study on consumer behavior in home appliances revealed that energy efficiency, durability, and brand 

reputation are the top priorities for consumers. Demographic variables such as age, income, and education level 

significantly influence consumer preferences. To succeed, manufacturers must develop energy-efficient products, build 

strong brand reputations, and implement targeted marketing strategies that cater to specific demographic segments. By 

understanding consumer behavior, manufacturers can design and market home appliances that meet the evolving needs 
and expectations of their target audience, driving business growth and success. 
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