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Abstract: Television is one of the important human needs as it provides entertainment to 
the audience and valuable information about various aspects of life. We witness a drastic 
change in the TV industry with the advent of latest models, technologies, and various 
features relating to the physical appearance of the TV. Customers consider many factors 
before making a purchase decision in buying a TV. Many companies introduce latest 
models of TV under different brand names. This paper is an attempt to study the consumer 
behavior towards various television brands. The level of satisfaction of consumers varies 
with each brand of the products. Consumers are aware of the market condition and they 
are quality conscious too. 
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1. Introduction 

The television has become an integral part of dwelling in the modern world that it is 
hard to imagine life without television because it provides entertainment to people of all 
ages. Not just for entertainment value, TV is also a valuable resource for advertising and 
for different kinds of programming. The television as we see it and know it today was not 
always this before. TV was first made in 1920's with black and white screen, but later it 
developed into color. Different experiments by various people, in the field of electricity 
and radio, led to the development of basic technologies and ideas that laid the foundation 
for the invention of television with many more features which are perfect to watch and 
looks very much like reality. Television industries in India have seen a dramatic change 
during the past one decade. Many new companies are introducing more models, types, 
technologies and features in television. Customers face a dilemma while selecting a brand 
because they are flooded with substitute’s availability.  

Customers consider many factors when they wish to buy a product especially in case of 
durables. Price, design, appearances, digital function, after sales service, durability, 
warranty, power efficiency, easy availability, free gifts, discounts and goodwill of the 
company etc. are the core factors in the minds of the customers while selecting a 
particular brand. Customers think that the cost they pay should be worth giving. As a 
result of this, manufacturers are now forced to behave like price takers rather than price 
makers. They must find out what consumer want and then translate their desires into 
meaningful product or service. So each and every company has to give their best outcome 
to survive in the market. This research is an attempt to study the consumer behavior 
towards various television brands. Hence, this analysis on consumer behavior towards 
various television brands will provide a clear view of consumers behavior and their ideas.  
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2. Statement of the Problem 

 A thorough knowledge of consumer behavior, preference, attitudes and 
motivations is essential for market segmentation. The analysis of consumer behavior is 
one of the best foundations on which the future of marketing depends. Though there are 
various advertising media that exist and are adopted by companies, advertising through 
television is one of the most important media which helps the firms visualize the feature 
performance and peculiarity about the products and services to the public. This research is 
about the brand awareness, brand satisfaction, brand preference and factors which 
influence the brand preference. 

3. Objectives of the Study 

[1] To study the profile of the respondents and their level of awareness towards various 
television brands. 

[2] To examine preference on television brands and their level of satisfaction among the 
respondents. 

[3] 3.To examine the factors which influences the customer while selecting a particular 
TV brand. 

4. Scope of the Study 

This study is done to find out the consumer behavior towards various television brands. 
The study covers information about the personal profile of the respondents, awareness 
towards various brands, preference, level of satisfaction and the factors that are all 
considered by the customer with regard to the purchase of television. 

Area of the Study 

Salem has been selected as the area of the study. It is considered as one of the major 
cities in Tamil Nadu. It has an area of 11,095 sq.kms. Salem Town area has been covered 
for the research.  

Research Design  

The study is descriptive in nature. It helps to describe the characteristics of certain 
groups, to estimate the proportion of people in a specified population, to make specific 
prediction and to determine whether certain variables are around.  

Descriptive Research 

The type of reach adopted for study is descriptive. Descriptive studies are undertaken 
in many circumstances when the researches is interested to know the characteristic of 
certain group such as age, sex, education level, occupation or income. A descriptive study 
may be necessary in cases when a researcher is interested in knowing the proportion of 
people in a given population who have in particular manner, making projections of a 
certain thing, or determining the relationship between two or more variables.  

Data Collection  

The data were collected from both primary and secondary sources. Primary data were 
collected through Interview method in form of a structured questionnaire. Information 
was collected with respect to factors that were analyzed and presented in form of tables, 
diagrams etc. wherever necessary. The secondary data were collected from research 
reports, books, journals, magazines and websites. 
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Sampling Design  

The study of Consumer behaviour towards television brands was undertaken with a 
sample of 100 respondents. Convenient sampling method and snowball sampling method 
has been used to collect the data from the respondents, from Salem town area.  

5. Limitations of the Study  

[1] The study is limited only to a particular area in Salem Town and therefore, the 
findings of the study cannot be the same for other areas. 

[2] All the findings and observations made in the study are drawn only on the information 
supplied by the respondents’ which is based on their preference, ideas and hence there 
is a chance of bias. 

[3] The response of the respondents may vary depending upon the knowledge and 
awareness. 

6. Review of literature 

Rajashree Bhattcharjee. Research Scholar, Department of Commerce, Assam 
University(2000). They altogether were published on article on Customer Satisfaction and 
preference towards Television Brands. Indian Journal of Marketing on August, 2012. In 
the era of technological advancement, the TV manufacturing companies are introducing 
various new features in their brands.  Today a bundle of brands are available with several 
options such as lower price, higher quality, better performance and world services along 
with power efficiency, digital functions etc.  All these put to pressure on the ordinary 
customers and make it a complex and confusing decision as to what to purchase and how 
to purchase.  It is quite to understand that the generation of information plays a very 
crucial role in the formulation of marketing strategies and its provides a link between the 
customer and the organization.  This is mainly because of the fact the contemporary TV 
market is a complex buyers’ market. 

  Therefore the present study aims at ascertaining the television customer’s 
preference over the various counts of the TV brand they use.  The study also throws light 
on the customers’ purchase behaviour with respect television. Since the study is 
conducted in SALEM only, so the result of the study may not be applicable in other areas. 
By analyzing data the Researcher observed that most of the people were having LG 
Television and least people were having Philips TV brand. Here it can be safely said that 
LG possessed the maximum sales volume in SALEM. 

  Sunil Giri, Assistant Professor, College of Management, Vaishno Devi 
University, Jammu and Kashmir. The TV companies should conduct market surveys at 
regular intervals to know the customer preference and also to know about the current 
market situation if they want to increase their market share.  Price is the major factor by 
which TV customers were highly satisfied in different product differentiation attributes.  
Friends and relatives and advertisements on TV were the main source which influenced 
the respondents to purchase their respective brands of Television.  LG was found to be the 
most popular brand of TV.  

7. About the LG company 

The company was originally established in 1958 as Gold Star, producing radios, TVs, 
refrigerator, washing machines, and air conditioners. The LG Group was a merger of two 
Korean companies, Lucky and Gold Star, from which the abbreviation of LG was derived. 
The current “Life’s good” slogan is a back ground. Before the corporate Name change to 
Lucky, while electronic products were sold under the brand name of Gold Star, The Gold 
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Star brand is still perceived as a discount brand.  In 1995, Gold Star was renamed LG 
Electronics, and acquired Zenith Electronics of the United States. 

Global Operation 

LG Electronics is playing an active role in the world market with its assertive global 
business policy. As a result, LG Electronics controls 110 local subsidiaries in the world 
with around 82,000 executive and employees. 

 LG GROUP 
• LG Philips LCD 
• LG Chemical 
• LG Telecom 
• LG Powercom 
• LG Twins 
• LG Dacom 

Hypothesis Testing -1 

Null hypothesis H0: There is no association between respondents income to factors 
affecting purchase behaviour. 

Alternative hypothesis H1: There is an association between respondents income to 
factors affecting purchase behaviour. 

Chi-square Analysis 

             Row Total x Column Total 
  Expected Frequency     = ------------------------------------------ 
                    Total Frequency 
 

Income 
 
 

Factors 

10000-
15000 

15000-
20000 

20000-
25000 

25000-
30000 

Tot
al 

Price 3 10 7 6 30 

Product 2 4 4 5 19 

Brand Name 5 3 3 13 26 

Service 4 3 4 4 16 

Durability 1 2 2 3 9 

Total 15 22 20 31 100 

Table value: χ2 = (r-1) (c-1) d.f = (5-1) (5-1) d.f  = (4) (4) d.f = 16 d.f =  26.296 

Inference: χ2 calculated value is  <  χ2 tabulated value.  So we Accept  H0 . 

H0: There is no association between respondents income to factors affecting purchase 
behaviour. 

 

Hypothesis Testing -2  
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Null hypothesis H0:There is no association between Occupation and period of 
changing the product. 

Alternative hypothesis H1: There is an association between Occupation and period of 
changing the product. 

 

Chi-square Analysis 

             Row Total x Column Total 
  Expected Frequency     = ------------------------------------------ 
                    Total Frequency 
 

Occupation 
 
 

Period of 
changing the 

product 

Govt. 
Employee 

Private 
Employee 

Self 
Employee 

Others Total 

1-3 Years 2 0 1 1 4 

3-5 Years 5 3 6 5 19 

5-10 Years 22 13 15 4 54 

Above 10 
Years 

3 9 8 3 23 

Total 32 25 30 13 100 

Table value: χ2 = (r-1) (c-1) d.f = (4-1) (4-1) d.f  = (3) (3) d.f = 9 d.f =  16.919 

Inference: χ2 calculated value is  <  χ2 tabulated value.  So we Accept H0. 

H0: There is no association between Occupation and period of changing the product. 

8. Findings 

[1] Secondary supports play an important role in the customers mind and create 
awareness among the customers. The secondary support includes Demonstration, 
Exhibition & Even Sponsors. 

[2] From the survey it was found out that the majority of customers don’t buy consumer 
durables from exhibitions. They just visit the exhibitions to see the co. latest model. 

[3] They want to buy from the showrooms. For them service is important. Beside 
conveniences and other factors service is key factor. 

[4] Also majority of customers do not want any financing scheme for purchasing the 
durables. 

[5] There was heavy rush on weekends so large number of ISD’s were appointed that 
day. Also the live demo calls helps in selling. Exchange offers also generate sale. 

[6] Customers are also now very choosy in buying the product and it is important for the 
company to make loyal customer of their brand. 

[7] In survey we found that LG has captured maximum market share in every category. 
LG dominates CTV, LCD, and Refrigerator, and Washing machine, category. 

[8] LG and Samsung have bottle neck competition in TV and Refrigerator category. 
[9] The product is well aware and it is on top of mind of customer. 
[10] By calculating the display share we found that in most of store LG has 50% display 

share almost all categories. 
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[11] By the actual monthly sale of particular store we came to know the capacity of the 
store and how much product can they sale. 

[12] It helps us to know that weather dealer is capable of being a direct dealer of LG or not 
and it also helps to find out the new dealer who are capable of being the dealer of LG. 

[13] We also came to know while visiting the shops that there was big problem of after 
sale service. 

[14] Many dealers were facing the problem of after sale service because there is no follow 
up calls from LG. 

[15] Demo calls also not done properly 
[16] The top competitor of LG product in Salem is SAMSUNG. 
[17] The Salem area the performance of LG is in better position but the competitor also 

hold closer margin. 
[18] There is high growth of sale in market due to booming in new technology and better 

services. 
[19] Word of mouth plays a vital role in awareness among customer. This is one factor, 

which can plays a good role in promotion of products as well as demonstration given 
by the shop keeper also plays a vital role for customer. 

[20] Customers are also now very choosy in buying the product and it is important for the 
important for the company to make loyal customer of their brand. 

9. Suggestions 

[1] The company should stand unique in its all features so that it can attract more and 
more consumers other than regular consumers. 

[2] 17 percent of the respondent was not satisfied with after sales service because of 
higher charges and poor service. The company should concentrate on effective after 
sales services and to reduce the high costs for service. 

[3] Consumers get information about the brand mostly by advertisements and by word of 
mouth, so that companies should concentrate in giving valuable advertisements and 
increasing its goodwill. 

[4] Consumers are ready to pay reasonable cost to the products which has good qualities 
and features, so companies should make themselves ready to give the best product 
and satisfy the end users. 

10. Conclusion 

Consumers are now well aware and wish to use varieties of products, brands and 
services which are new in the market, fashionable, exclusive in nature, rare and trendy. 
Everyone is unique in his/her tastes and preferences. They all cannot be extraordinarily 
satisfied every second and all the time but they can be managed with best quality. Type of 
buying behavior are classified namely quality conscious, economic conscious and bargain 
conscious. But the consumer preferences and buying decision is made by quality 
conscious only. This research may give information about minds of the consumers. 
Therefore the manufactures have to concentrate more on producing quality goods and 
services. 
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