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Abstract: 

The behavior of today’s consumers has changed due to economic liberalization and economic 

crises. Consumer does not have to buy sub quality and shoddy products. Consumer can dictate 

his terms, and as it was rightly said, “The customer is not only the king but also the queen, the 

prince and the princess.” Customer can choose from a plethora of brands, return the product if 

not approved. Can take a free trial, negotiate and bargain. Customer can reject and accommodate. 

This study is limited to selected areas Nagpur. The sample size for this study was 595 

respondents. The method of data collection adopted for this study was primary through 

distribution of questionnaire and taking personal interviews. The conclusions are based on the 

data collected and thus the conclusions may vary as per the area, number of respondents and 

place as well. 
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Introduction: 

Consumer behavior is a complex, dynamic, multidimensional process, and all the marketing 

decisions are based on assumptions about consumer behavior. An understanding of customer 

buying behavior is critically important to the success of the marketing system in any organization 

- business or non-business. Most consumer purchases are likely to be influenced by 

psychological or sociological factors. That is demographic and economic factors do not 

satisfactorily explain some variations in the personal buying behavior. 

The consumer durable goods industry is functioning in an extremely competitive, difficult and 

fast moving commercial environment. Business leaders of consumer durable white goods 

organizations distinguish their position of having prepared to evaluate timely, precise, reliable 

information and data for the purpose of founding, cultivating and handling customer 

relationships through divisions. 
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Concept of Marketing 

Marketing is the method of receiving the right goods or services or thoughts to the right people at 

the right time, right price and at right place, using the right advertising methods and using the 

suitable persons to deliver the customer service related with those goods, services, or ideas.  

Concept of consumer behavior 

Consumer behaviour is a method of consumer buying behaviour while procuring, consuming, 

assessing, and disposing of products & services. 

To recognize buying behaviour find out as much as about the people, what they buy, when they 

buy it, why they buy it, where they buy it, how often they buy it, how frequently they use it, how 

they assess it after the acquisition, the influence of such assessments on future purchase and how 

they position it. 

Consumer durable goods 

Consumer durables are a group of consumer products that do not have to be bought frequently 

since they are made to last for a long period of time (typically more than three years). They are 

also called durable goods or durables. 

Sampling method: Purposive sampling 

Purposive sampling is a sampling method in which elements are chosen based on purpose of the 

study. 

Sample size: 

The data was collected from Central Nagpur – Central Avenue, Civil lines, Dhantoli, Mahal, 

Ramdaspeth, Sitabuildi areas from 595 customers through questionnaire. 

 

Hypothesis 1: The purchase decision of the laptop depends on brand name, product quality, 

price, design, promotion, service quality, and store environment. 
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Criteria for purchase 

 
Criteria of 
purchase 

Gender Percentage 
Male 

(Purchase 
frequency) 

Female 
(Purchase 
frequency) 

Male 
(Percentage) 

Female 
(Percentage) 

Total 
(Percentage) 

Price 83 110 43 57 100 
Quality/Featu
re/Design 

119 121 49.6 50.4 100 

Brand Image 33 21 61.1 38.9 100 
Recommendat
ions (Personal 
/ Media) 

34 35 49.3 50.7 100 

Ease of 
Purchase 

22 17 56.4 43.6 100 

Total 
(Frequency) 

291 304 48.9 51.1 100 

 

 Value Df Assump. 
Significance 
(2-sided) 

Pearson Chi- 
Square 
 

6.835(a) 
 

4 0.145 

Likelihood 
Ratio 
 

6.869 4 0.143 

Linear-by- 
Linear Association 
 

3.489 1 0.062 

No. of Valid Cases 
 

595  
 

  

Note. 0 cells (0%) have expected count less than 5. The minimum expected count is 19.07.  

 

Since the p-value is 0.145, which is greater than 0.05, the null hypothesis was not rejected. 

Insufficient evidence existed to conclude that the most important evaluative buying criterion 

identified by the laptop consumer was related to the consumer’s gender.  

Conclusion: 

It is observed that consumers durable goods are very vital products and are available for all. In 

the present study due significance has been involved to the factors like assertiveness, level of 
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probability and level of contentment and so on. This study also specifies the level of significance 

attached to the many quality characteristics of the product by the diverse sections of consumers, 

who vary in economic, educational, expressive and other characteristics. The demographic 

variables of the consumers are not intensely related to their quality consciousness of the product. 

Brand loyalty is not adequately found among the consumers durable goods. They assume high 

level of satisfaction from the brand they purchase. They have preference to change brand to 

obtain more benefits from the product. It is now recognized that one of the stages for providing 

actual and responsive government is to confirm greater attainment in administration and data to 

the public.  
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