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 INTRODUCTION: The concept of marketing and its influential role in the 

transformation of market, consumer and Indian economy are increasingly felt. It is 

pervasive element in contemporary life of every one. Marketing provides an 

opportunity to contribute to society as well as to an individual company. In the context 

present competitive environment marketing has become the key in deciding the success 
and the health of a corporate. Corporates in India have recognized this fact and thus are 

laying a greater emphasis on marketing and consumer behaviour. OBJECTIVES OF 

THE STUDY:1. To review the related literature, to have a better understanding of the 
present study. 2. To analyse the consumer behaviour towards select household 

appliances in Trichy District. 3. To identify the impact of factors influencing consumer 

purchase decisions of household appliances in Trichy District. 4. To give findings, 
suggestions and conclusion. CONCLUSION: The household appliances like 

RiceCooker, Induction stove, Micro oven, Mixer, Refrigerator, WetGrinder were once 

considered as life purchase but now people become more open to the idea of 
exchanging their old appliances for new ones. The relationship between consumer 

behaviour and household appliances can thus be seen as an individual’s purchases and 

use of products and services where these choices constitute part of his life style 
expression and its reflection. 
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INTRODUCTION 

 

The concept of marketing and its influential role 

in the transformation of market, consumer and Indian 

economy are increasingly felt. It is pervasive element 

in contemporary life of every one. Marketing 

provides an opportunity to contribute to society as 

well as to an individual company. In the context 

present competitive environment marketing has 

become the key in deciding the success and the 

health of a corporate. Corporates in India have 

recognized this fact and thus are laying a greater 

emphasis on marketing and consumer behaviour. 

An understanding of the economic, 

psychological and sociological characteristics of the 

consumer and their motives, attitudes cognitions and 

personalities can help to discover new market 

opportunities, to provide a shape segmentation of the 

market and meaningful strategies based on consumer 

response as a major variable. In brief, the 

understanding of consumer preference and emotion 

are important determinants for the success of the 

marketers and all that could vitiate influence the 

decisions relating to the identification of 

opportunities, product policy, channel of distribution, 

pricing, personal selling and promotional strategies. 

Thus the marketing concept is more consumers 

oriented. Hence the study of consumer behaviour is 

basic to all marketing activities.  

 

Consumer Behaviour: 

Consumers’ behaviour is a composition of four 

aspects viz., consumer preference, information 

search purchase decision and post purchase 

behaviour or satisfaction. These aspects are 

explained in detail in the following pages. Define 

consumer behaviour as “those acts of individuals 

directly involved in obtaining, using, and disposing 

of economic goods and services, including the 

decision processes that precede and determine acts”. 

 

 

 

Objectives of The Study: 

1. To review the related literature, to have a 

better understanding of the present study.  

2. To analyse the consumer behaviour towards 

select household appliances in Trichy District.  
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3. To identify the impact of factors influencing 

consumer purchase decisions of household 

appliances in Trichy District.   

4. To give findings, suggestions and conclusion. 

 

Methodology: 

The present study is descriptive in nature and 

adopts the survey method.  A structured non-

disguised questionnaire was used to collect 

information.  

 

Primary data: 

The primary data were collected directly from 

the sample consumers through a well-devised 

interview schedule. Incomplete and inaccurate 

responses were dropped out, only the respondents 

having six household appliances namely Rice cooker,  

induction stove, Micro oven, Mixer, Refrigerator, 

Wet grinder  sample for the purpose of the study. For 

data collection researchers visited the response at 

their homes more than once, because many 

respondents were busy in their work.  

 

Secondary data: 

The secondary data for the study were collected 

from books, journals, research articles, magazines, 

reports, newspapers and websites. The researcher 

also visited the library of Bharathiyar University, 

Coimbatore and Bharathidasan University, 

Tiruchirappalli for the collection of materials.    

 

Product Selection: 

To identify the products for the present study, 

the products used for the study were  

• Rice cooker  

• Induction stove  

• Micro oven  

• Mixer  

• Refrigerator  

• Wet grinder   

 

Sampling Design: 

A sample is a representative part of the 

population. Systematic Random sampling method 

was followed for study. The researcher has decided 

to select a sample size of 700 household responds for 

different brands of product preferred by consumers. 

100 respondents have been selected each Taluk of 

Tiruchirappalli District. Taluk wise classification of 

respondents has been given in following table.

   

 

Breakup of respondents on the basis of Taluk 

 
S.no Name of the Taluk No.of Respondents 

1. Lalgudi 100 

2. Mannachanallur 100 

3. Manapparai 100 

4. Musiri 100 

5. Srirangam 100 

6. Tiruverambur 100 

7. Trichy East 100 

Total 700 

 

Consumers Perception- An Analysis: 

The purchase decision of a product depends on 

the opinion of the consumer of its need at home.  

This opinion regarding the product is shaped by their 

experience, the influence of the friends and relatives 

and the like.  The opinion differs from individual to 

individual.  In this section the researcher has tried to 

find out how the opinions on the purpose of buying 

the selected durables differ among various lifestyle 

segments. The purpose of buying the selected 

durables has been classified as essential goods, 

comfort goods, or luxury goods.  

 

Opinion Regarding The Purpose For Rice Cooker 

At Home: 

To analyse the opinion of the respondents 

regarding the purpose for Rice Cooker at home they 

were asked to state if it was an essential product, a 

luxury product or a comfort product. 

 
Table 1: 

Cluster Cluster 

strength 

Essential product Comfort product Luxury product 

N % N % N % 

Need Recognition 
Cluster  

 
220 

 
45 

 
20.5 

 
110 

 
49.8 

 
65 

 
29.4 

Domestic Purchase 

Cluster 

 

392 

 

89 

 

22.7 

 

174 

 

44.4 

 

129 

 

32.9 

High Technology  
Cluster 

 
88 

 
20 

 
22.8 

 
  30 

 
34.5 

 
38 

 
43.7 

 

From the table -1 it is seen that among the Need 

Recognition Cluster 20.8% of the respondents feel 

that Rice Cooker is an Essential Product, whereas 

49.8% of them feel it to be a Comfort Product and 
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29.4% feel it to be a Luxury Product. Among the 

Domestic Purchase Cluster 22.7% of the respondents 

feel that Rice Cooker is an essential product, whereas 

44.4% of them feel it to be a Comfort Product and 

32.9% feel it to be a Luxury Product. Among the 

High Technology Cluster 21.8% of the respondents 

feel that Rice Cooker   is an Essential Product, 

whereas 34.5% of them feel it to be a Comfort 

Product and 43.7% feel it to be a Luxury Product. 

From the above table it is seen that the Domestic 

purchase and the Need recognition cluster members 

consider Rice Cooker as a comfort product.  But 

according to the High Technology cluster it is a 

luxury product.   

 

Opinion Regarding the Purpose for Induction Stove 

at Home:  

To analyse the opinion of the respondents 

regarding the purpose for Induction Stove at home 

they were asked to state if it was an essential product, 

a luxury product or a comfort product. 

 
Table 2: opinion regarding the purpose for induction stove 

 
Cluster 

Cluster 
strength 

Essential product Comfort product Luxury product 

N % N % N % 

Need Recognition 

Cluster  

 

220 

 

45 

 

20.5 

 

110 

 

49.8 

 

65 

 

29.4 

Domestic Purchase 

Cluster 

 

392 

 

89 

 

22.7 

 

174 

 

44.4 

 

129 

 

32.9 

High Technology  

Cluster 

 

88 

 

20 

 

22.8 

 

  30 

 

34.5 

 

38 

 

43.7 

Source: Primary data  
 

From the table -2 it is seen that among the Need 

Recognition Cluster 20.8% of the respondents feel 

that Induction Stove is an Essential Product, whereas 

49.8% of them feel it to be a Comfort Product and 

29.4% feel it to be a Luxury Product. Among the 

Domestic Purchase Cluster 22.7% of the respondents 

feel that Induction Stove is an essential product, 

whereas 44.4% of them feel it to be a Comfort 

Product and 32.9% feel it to be a Luxury Product. 

Among the High Technology Cluster 21.8% of the 

respondents feel that Induction Stove is an Essential 

Product, whereas 34.5% of them feel it to be a 

Comfort Product and 43.7% feel it to be a Luxury 

Product. From the above table it is seen that the 

Domestic purchase and the Need recognition cluster 

members consider Induction Stove as a comfort 

product.  But according to the High Technology 

cluster it is a luxury product. 

 

Opinion Regarding the Purpose for Micro Oven at 

Home: 

To analyse the opinion of the respondents 

regarding the purpose for Micro Oven at home they 

were asked to state if it was an essential product, a 

luxury product or a comfort product. 

 
Table 3: opinion regarding the purpose for Micro Oven 

Cluster Cluster 
strength 

Essential product Comfort product Luxury product 

N % N % N % 

Need Recognition 

Cluster  

 

220 

 

45 

 

22.3 

 

111 

 

50.2 

 

60 

 

27.1 

Domestic Purchase 

Cluster 

 

392 

 

95 

 

24.2 

 

196 

 

50 

 

101 

 

25.8 

High Technology  

Cluster 

 

88 

 

19 

 

21.6 

 

  51 

 

58.6 

 

18 

 

20.7 

Source: Primary Data 
 

From the table -3 it is seen that among the Need 

Recognition Cluster 22.6% feel Micro Oven to be an 

Essential Product, 50.2% feel it to be a Comfort 

Product and 27.1% feel it to be a Luxury Product. 

Among the Domestic Purchase Cluster 24.2% feel 

Micro Oven to be an essential product, whereas 50% 

of them feel it to be a Comfort Product and 25.8% 

feel it to be a Luxury Product.  Among the High 

Technology Cluster 20.7% feel Micro Oven to be an 

Essential Product, whereas 51.0% of them feel it to 

be a Comfort Product and 20.7% feel it to be a 

Luxury Product. 

 

Opinion Regarding the Purpose for Mixer at home: 

To analyse the opinion of the respondents 

regarding the purpose for Mixer at home they were 

asked to state if it was an essential product, a luxury 

product or a comfort product. 

 
Table  4: Opinion Regarding the Purpose for Mixer 

Cluster Cluster 

strength 

Essential product Comfort product Luxury product 

N % N % N % 

Need Recognition 

Cluster  

 

220 

 

137 

 

62.3 

 

41 

 

18.6 

 

42 

 

19.0 

Domestic Purchase 
Cluster 

 
392 

 
244 

 
62.2 

 
113 

 
28.9 

 
35 

 
8.9 
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High Technology  

Cluster 

 

88 

 

39 

 

44.3 

 

 35 

 

40.2 

 

14 

 

16.1 

 

From the table - 4 it is seen that among the Need 

Recognition Cluster 62.4% of the respondents feel 

that  Mixer is an Essential Product, whereas 18.6% of 

them feel it to be a Comfort Product and 19.0% feel 

it to be a Luxury Product. Among the Domestic 

Purchase Cluster 62.2% of the respondents feel that 

Mixer is an essential product, whereas 28.9% of 

them feel it to be a Comfort Product and 8.9% feel it 

to be a Luxury Product. Among the High Technology 

Cluster 43.7% of the respondents feel that Mixer is 

an Essential Product, whereas 40.2% of them feel it 

to be a Comfort Product and 16.1% feel it to be a 

Luxury Product.  

 From the above discussion it can be seen that  

Mixer is assumed to be an essential product by all the 

three cluster members.  

 

Opinion Regarding the purpose for Refrigerator at 

Home: 

To analyse the opinion of the respondents 

regarding the purpose for refrigerator at home they 

were asked to state if it was an essential product, a 

luxury product or a comfort product. 

 
Table 5: Opinion Regarding the Purpose for Refrigerator at home 

Cluster Cluster 

strength 

Essential product Comfort product Luxury product 

N % N % N % 

Need Recognition 
Cluster  

 
220 

 
189 

 
85.9 

 
 25 

 
11.3 

 
6 

 
2.7 

Domestic Purchase 

Cluster 

 

392 

 

340 

 

86.7 

 

36 

 

  9.2 

 

16 

 

4.1 

High Technology  
Cluster 

 
88 

 
65 

 
73.9 

 
13 

 
14.9 

 
10 

 
11.5 

Source: Primary Data 
 

From the table -5 it is seen that among the Need Recognition Cluster 86% of the respondents feel that 

refrigerator is an Essential Product, whereas 11.3% of them feel it to be a Comfort Product and 2.7% feel it to be 

a Luxury Product.  Among the Domestic Purchase Cluster 86.7% of the respondents feel that refrigerator is an 

essential product, whereas 9.2 % of them feel it to be a Comfort Product and 4.1 % feel it to be a Luxury 

Product. Among the High Technology Cluster 73.6% of the respondents feel that refrigerator is an Essential 

Product, whereas 14.9% of them feel it to be a Comfort Product and 11.5% feel it to be a Luxury Product. 

 

Opinion Regarding the Purpose for Wet Grinder at Home: 

To analyse the opinion of the respondents regarding the purpose for Wet Grinder at home they were asked 

to state if it was an essential product, a luxury product or a comfort product. 

 
Table 6: 

Cluster Cluster strength Essential product Comfort product Luxury product 

N % N % N % 

Need Recognition 

Cluster  

 

220 

 

179 

 

81.4 

 

 33 

 

14.9 

 

8 

 

3.7 

Domestic Purchase 
Cluster 

 
392 

 
282 

 
71.9 

 
88 

 
 22.5 

 
22 

 
5.6 

High Technology  

Cluster 

 

88 

 

59 

 

67.0 

 

20 

 

  23 

 

9 

 

10.3 

Source: Primary data  
 

From the table -6 it is seen that among the Need 

Recognition Cluster 81.4% of the respondents feel 

that Wet Grinder is an Essential Product, whereas 

14.9% of them feel it to be a Comfort Product and 

3.7% feel it to be a Luxury Product. Among the 

Domestic Purchase Cluster 71.9.0% of the 

respondents feel that Wet Grinder is an essential 

product, whereas 22.5% of them feel it to be a 

Comfort Product and 5.6% feel it to be a Luxury 

Product. Among the High Technology Cluster 66.7% 

of the respondents feel that Wet Grinder   is an 

Essential Product, whereas 23% of them feel it to be 

a Comfort Product and 10.3% feel it to be a Luxury 

Product.  From the above discussions it can be seen 

that the respondents of all the three clusters feel Wed 

Grinder to be an essential product.  

 

Impact of Income on Consumer Behaviour & 

Lifestyle Characteristics: 

The next demographic variable considered for 

the analysis is income.  Using the  multivariate 

analysis the impact of income on the lifestyle 

dimensions was analyzed and the  results are shown 

in table - 7. 
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Table 7: Impact of Income on Consumer Behaviour & Lifestyle Characteristics 

Consumer Behaviour 

&lifestyle Characteristics 

Need Recognition cluster Domestic Purchase cluster High Technology Cluster 

F Sig F Sig F Sig 

Frivolous Time 2.266 0.134 3.896 0.049* 0.476 0.493 

Gregarious Approach 0.513 0.475 5.612 0.018* 2.762 0.101 

Meticulous approach 0.102 0.750 0.357 0.550 0.302 0.584 

Peculiarity 0.179 0.672 0.054 0.816 1.556 0.216 

Domestic approach 0.216 0.643 10.288 0.001* 0.451 0.504 

Go-getters 0.040 0.843 4.480 0.035* 0.320 0.573 

Product characteristics 0.697 0.405 5.156 0.024* 0.086 0.770 

Purchase Materialization 0.009 0.926 3.993 0.046* 2.821 0.097 

Quality Conscious 0.058 0.809 3.166 0.076 0.10 0.919 

Perceived notions 0.053 0.817 2.267 0.133 6.993 0.010* 

Degree of freedom=1        * Significant at 5% significance level 
Source = computed for primary data 

 

From the table - 6 it can be seen that income 

does not have any influence on the members of the 

purchase-oriented cluster that is all income group 

members prevail in this cluster. Income has a very 

great impact on the members of the Domestic 

purchase cluster.  There is a significant difference 

between income and usage of leisure time   (F = 

3.896), Level of Gregarious approach (F = 5.612), 

Domestic approach (F = 10.288), information search 

(F = 4.480), Product characteristics (F = 5.516) and 

Purchase materialization (F = 3.993) Being Domestic 

purchase group, their level in the Domestic approach 

is greatly determined by the income of the 

respondents.  Though all the members in this group 

search for the information regarding the products, the 

level of seeking information differs with the income 

within the group. Income does not have a great 

impact on the High technology cluster.  It can be 

seen that income has an impact only on the 

perception factor of lifestyle (F = 6.993) that is the 

Perceived notions changes with change in the income 

level.   

 

Suggestions and Recommendations: 

• The need recognition cluster members are 

people who are very loyal to the shops.  They buy 

only from stores on which they can count on the 

product guarantee.  As they do not keep the products 

for more than 5 years, this cluster is a potential 

segment for the market.  Marketer in this case can 

use promotional appeals, discounts credit periods and 

the like to motivate the consumers in this segment.  

• Domestic purchase cluster members are active 

information seekers.  They tend to shop more 

frequently, visit variety of stores and exhibitions to 

compare the products, style, quality, price before 

they make their final choice.  Hence display of goods 

at stores must match the lifestyle of the consumer’s 

whom the marketer intends to approach.  

• High technology lifestyle cluster are people 

who are very interested in trying new products and 

fashions.  They always want to be the trendsetters.  

This would always lead to make them opinion 

leaders who in turn would influence the buying 

patterns of their peers, friends and relatives.  Hence 

marketers must always keep this segment members 

abreast of the new products introduced.  

• The preference has profound on consumers’ 

purchase behaviour. This gives a clear signal for the 

manufacturer and marketers of popular brands to 

sustain their brand loyalty. The makers of weak 

brands shall strive to find out their reasons for their 

unpopularity and venture on strategies to step up the 

market share in both the explored and unexplored 

areas.  

• To achieve success in the market, it has 

become highly inevitable to produce goods in such a 

manner as preferred by the customer, as he is the 

king around whom the entire marketing activity 

revolves. It can be said that the modern market is 

consumer oriented and any product success or failure 

is determined only by the consumers.   

 

Conclusion: 

This present study concluded that, the consumer 

behaviour have a great impact on the household 

appliances of the clusters. In a consumption 

environment, a person chooses a product or a brand, 

which seems to possess a maximum possibility of the 

definition or elaboration of his life style identity.  

Alternatively, a person makes a choice in a 

consumption environment in order to define or 

actualize his life style, identify it through the 

products or brands chosen.  It can be assumed that 

the individual’s consumption behaviour can be 

predicted from an understanding of how he 

represents his world to himself, if the details of his 

life style system are known. The household 

appliances like RiceCooker, Induction stove, Micro 

oven, Mixer, Refrigerator, WetGrinder were once 

considered as life purchase but now people become 

more open to the idea of exchanging their old 

appliances for new ones. The relationship between 

consumer behaviour and household appliances can 

thus be seen as an individual’s purchases and use of 

products and services where these choices constitute 

part of his life style expression and its reflection. 
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