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ABSTRACT 

The study of brand preference has drawn substantial attention in present years, as a field 

of study and it is fair to say that much has been learned and created. It measure of brand loyalty 

in which a consumer will choose a particular brand in presence of competing brands, but will 

accept substitutes if that brand is not available. The invention of the television was the result 

of the work by many experts, scientists and engineers in the late 1800’s and early 1900’s. Many 

inventors made technological breakthroughs that were used by other inventors to successfully 

make working television systems. The brand preference of consumer durables is largely 

influenced by a number of factors such as advertisement, price, quality, performance, 

demonstration, post-sales service and so on. These factors play a vital role in the decision-

making process and in the brand preference.  In this article, an attempt is made to analyze the 

factors determining the brand preference of Television. 

Keywords: Brand preference, Consumer preference, Factors of Television and Home 

appliances. 

INTRODUCTION  

The modern market can get a little overwhelming at times. New technologies debut 

constantly and customers feel like their old things such as computers, Televisions, videogame 

systems are out-dated quickly. Brand preference reflects a desire to use a particular company’s 

products or services, even when there are equally priced and equally-available alternatives. In 

fact, more often than not, brand preference indicates a desire to seek out a specific product or 

service, even when it requires paying more or expending more effort to obtain it. Brand 

preference is important to companies because it provides an indicator of their customers’ 

loyalty, the success of their marketing tactics, and the strength of their respective brands. One 

of the most commonly used metrics of brand performance and brand strength, brand preference 

characterizes which brand/product/service is preferred under assumptions of equal price and 

availability.  

Preference, in marketing, signifies desirability or selection of an alternative. Brand 

preference can be further seen as a consumer’s predisposition towards a brand that varies 

according to the cognitive, affective and conative effects that the brand has had on the 
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consumer. In simple words, it implies consumer’s biasness towards a certain brand as a result 

of the consumer’s rational, emotional or behavioural responses towards the brand proposition 

and marketing strategy. Understanding the pattern of consumer preferences can be critical for 

a brand’s success. In order to drive preference towards a brand, marketers strategize to improve 

top of mind awareness (TOMA) and to increase the probability that the brand is included in the 

consideration set. But most importantly, to be preferred over others, a brand must beat the 

competition in at least one of the dimensions that define the product category and be as good 

as others in other aspects. In fact, everyone feels the need for owning these appliances. Most 

of new companies which have an established name in the field of business also engage in 

manufacture of new brands of durable goods. However in the present market for household 

appliances there is a stiff competition, especially for appliances such as Television, Washing 

machine, Air conditioner, etc. therefore, knowledge of consumer behaviour of house appliances 

renders immense help for marketing household appliances. 

REVIEW OF LITERATURE  

Pamela L. Alreck, Robert B. Settle, (1999)1 “Strategies for building consumer brand 

preference” The marketer’s principal objective is typically to build a relationship with buyers, 

rather than merely to make a single sale. Ideally, the essence of that relationship consists of a 

strong bond between the buyer and the brand. The choice of an individual strategy or 

combination depends mainly on the nature of the branded product or service. The success of 

the strategy depends heavily on the marketer’s understanding of the preference building and 

bonding process.  

Reham Ebrahim (2016)2 “A brand preference and repurchase intention model: the 

role of consumer experience” Consumer brand preference is an essential step towards 

understanding consumer choice behaviour, and has therefore always received great attention 

from marketers. Technological advancements have helped to increase the similarities between 

brand attributes and product commoditisation. The findings provide insights into the relative 

importance of consumer perceptions on different brand knowledge factors in shaping brand 

preferences. The model therefore offers managers a new perspective for building strong brands 

able to gain consumer preferences.  

                                                             
1 Pamela L. Alreck, Robert B. Settle, (1999) "Strategies for building consumer brand preference", Journal of 
Product & Brand Management, Vol. 8 Issue: 2, pp.130-144 
2 Reham Ebrahim Pages 1230-1259, Published online: 09 May 2016, Journal of marketing, volume 32, 2016. 
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Megha Garg,  Dr. Sudhir Kumar,  Neha Garg,(2014)3 “An Analytical Study of 

Factors Affecting Consumer Buying Preference for Television Brands in Indian Context” With 

the liberalization unfolding since 1991, customers in India are having many brands to select in 

a single product category. Present customer gets confused by the plethora of choices. To 

overcome such confusion, most of the consumers select a group of brands on the basis of their 

preference. The present paper tries to identify the factors influencing the customer preference 

to select a brand and what makes them to derive satisfaction from purchasing their choice 

brands. 

STATEMENT OF THE PROBLEM 

Most homeowners will encounter at least a couple of appliance issues at some point 

during their life. Things break every day and in this article we will list some of the most 

common problems encountered with appliances and how to fix them. Television reception 

problems are normally caused by either a weak signal or an interfering signal. Both types of 

reception problems will exhibit the same effect on your television screen. Unlike analogue 

interference, where you can see the effect, you may not be able to determine that you are having 

reception problems. The main purpose in household appliances is economy, for example with 

the help of the Television one may satisfy their needs and refresh mind.  These appliances 

which were considered as luxuries a decade ago, have become more or less comfort or 

necessaries of life rom. Hence the researcher being curious to know the fact about the reasons 

for the consumers to decide in favours of a particular brand of the major home appliance 

Televisions for their homes, has selected the following research title for her in-depth study “A 

Study on Brand Preference for Home Appliances– Televisions in Pudukkottai District” 

OBJECTIVES OF THE STUDY 

1. To identify the most preferred brand of Television by the consumers of Pudukkottai 

District. 

2. To find the most influencing factors for the purchase of that particular brand of Television. 

3. To bring out the key findings and offer suitable suggestions to strengthen the marketing of 

Television. 

 

 

HYPOTHESIS OF THE STUDY 

                                                             
3 Megha Garg,  Dr. Sudhir Kumar,  Neha Garg,“An Analytical Study of Factors Affecting Consumer Buying 
Preference for Television Brands in Indian Context” IJERMT, May- 2014 Volume 1, Issue 3, ISSN: 2348-4039 
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There is no significant agreement among the consumers is ranking the chosen social 

factors, personal factors, physical factors, utility factors and economic factors which influenced 

them for the purpose of the most preferred brand of Television they process. 

RESEARCH METHODOLOGY 

Type of research: This is a descriptive research, where survey method is adopted to collect 

primary data from the respondents. 

Primary Data: To collect the primary data from the respondents, a structured questionnaire 

was used for primary data collection.  

Sampling procedure: The questionnaire was pretested for its finalisation. In the absence of 

sampling frame, it was decided to apply purposive random sampling method for the selection 

of 100 samples. Based on the previous pilot study made in July 2018, random were fixed based 

on demographic factors of the respondents. The study is restricted to Pudukkottai district only. 

TOOLS OF THE STUDY 

The collected data has been analysed with the help of the following statistical tools. 

Percentage calculation, weighted average method and Chi-square test. SPSS software is used 

for statistical calculations. 

LIMITATIONS 

 The coverage of the study is limited to Pudukkottai district only. 

 The article being a primary one, the exactly and reliability of data on the information 

provided by the respondents. 

 The taste and preference of the respondents are constantly changing. 

ANALYSIS AND INTERPRETATION 

TABLE 1 

EXPECTATION FROM PREFERRED BRAND 

Factors No. of Respondents Percentage  

Recognition 18 18 

Satisfaction 31 31 

Value for money 17 17 

Praise from friends 13 13 

Social acceptance 15 15 

Others  06 06 

Total  100 100 

Source: Primary Data 
The above table clearly indicates an expectation from preferred brand of consumers in 

research area. Generally purchasing power of the consumers mainly depends on the monthly 
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income, nature of work and family decision of the consumers which in turn affects the 

consumption pattern to a large extent. It was found that majority of the consumers 31% for the 

reason of satisfaction; 18% for the reason of recognition; 17% for the reason of value for money 

and very few respondents 6% for the other reasons. 

TABLE 2 

SELECTION OF A BRAND  

Factors No. of Respondents Percentage 

Popularity 18 18 

Discount  07 07 

Brand name 19 19 

Home service 05 05 

Brand image 21 21 

Current trends 10 10 

Convenient  08 08 

Availability  12 12 

Total  100 100 

Source: Primary Data 
It is evident that most of the respondent (21%) selected a product based on their Brand 

image. 19% and 18% of the respondents selected a product based on Brand name and 

Popularity respectively. 12% of the respondents selected a product based on Availability. Only 

5% of the respondents selected a product based on Home service. 

TABLE 3 

AWARENESS ABOUT THE BRAND 

Factors No. of Respondents Percentage  

Television 23 23 

Radio  07 07 

Friends & Relative 16 16 

Print 10 10 

While shopping 17 17 

News Paper 14 14 

Direct Demo 11 11 

Others 2 2 

Total  100 100 

Source: Primary Data 
It reveals that most of the respondent (23%) came to know about the brands through 

TV media. 17% of the respondent came to know about the brands through while shopping. 
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16% of the respondent came to know about the brands through friends and relatives. 14% of 

the respondent came to know about the brands through Newspaper. 2% of the respondent came 

to know about the brands other factors. 

TABLE 4 

ATTRIBUTE OF THE ADVERTISEMENT INFLUENCE 

Factors No. of Respondents Percentage  

Celebrity  42 42 

Slogan 13 13 

Theme  09 09 

Sales promotional offer 15 15 

Creativity  08 08 

Appeal 10 10 

Not influenced 3 3 

Total  100 100 

Source: Primary Data 
It evident that most of the respondents (42%) were influenced by the Celebrities in the 

advertisements. 15% of the respondent were influenced by sales promotional offer in the 

advertisements. 13% of the respondent were influenced by slogan shown in the advertisements. 

10% of the respondent were influenced by appeal of the advertisements. 8% of the respondent 

were influenced by Creativity in the advertisements. 3% of the respondent were not influenced 

by advertisements at all. 

TABLE 6 

RESPONDENTS’ RANKING HOME APPLIANCE - TELEVISION 

Brand of the home Appliance No. of Respondents Rank 
Philips 9 VI 
Onida 15 II 
Sharp 06 VIII 
LG 19 I 

Panasonic 12 III 
Samsung 11 IV 

Sony 10 V 
TCL 04 X 
BPL 07 VII 

Videocon 05 IX 
Hitachi 02 XI 

Any other 00 XII 
Total 100  

Source: Primary Data 
The above table shows how the consumers have chosen the different brands of the home 

appliance Television according to their taste and preference. Among the twelve brands, LG 
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Television was ranked first by the respondents, Onida Television was ranked second and 

Panasonic Television and Samsung Television occupied third and fourth positions respectively. 

Null Hypothesis: There is no significant agreement among the respondents in ranking the 

social factors for the purchase of LG Television. 

TABLE 7 

RANKING OF SOCIAL FACTORS 

Television Brand (LG)  Responses Rank 

Spouse 127 I 

Children  139 IV 

Friends 148 VI 

Relatives 161 VIII 

Parents 156 VII 

Neighbours  140 V 

Sales Representative 131 II 

Colleagues  135 III 

Total 1137  

Source: Primary Data 
Kendall’s co-efficient of concordance (W) is considered a proper measure of studying 

the degree of association agreement among three or more sets of rankings. 

TABLE 8 

CONFIRMATION OF RANK DIFFERENCE IN SOCIAL FACTORS 

Television - Brand (LG) 

K N ∑Rj S W Calculated value X² value at 5% level 

100 8 478.22 121675 0.568311 166.733 14.067 

As the calculated value (166.733) is greater than the table value (14.067) at 5% level of 

significance for the degrees of freedom 7, the stated null hypothesis is rejected. Since the 

respondents applied same standard in ranking the eight social factors, it confirms the 

significance of the ranks assigned for each one of the social factors for choosing the brand LG 

Television. 
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Null hypothesis: There is no significant agreement among the respondents in ranking the 

product factors for the purchase of LG Television. 

TABLE 9 

RANKING OF PRODUCT FACTORS 

Television Brand (LG)  Responses Rank 

Price 224 III 

Mode of operation 231 IV 

After sales service 345 X 

Cost of working 289 VI 

Space requirement 293 VII 

Availability of spares 302 VIII 

Colours 311 IX 

Model  158 II 

Design 245 V 

Features  150 I 

Total 2548  

Source: Primary Data 
TABLE 10 

CONFIRMATION OF RANK DIFFERENCE IN PRODUCT FACTORS 

Television - Brand (LG) 

K N ∑Rj S W Calculated value X² value at 5% level 

100 10 482.5 378621 0.301862 374.66 16.919 

As the calculated value (374.66) is greater than the table value (16.919) at 5% level of 

significance for the degrees of freedom 9, the stated null hypothesis is rejected. Since the 

respondents applied same standard in ranking the ten social factors, it confirms the significance 

of the ranks assigned for each one of the social factors for choosing the brand LG Television. 

Null hypothesis: There is no significant agreement among the respondents in ranking the 

physical factors for the purchase of LG Television. 

TABLE 11 

RANKING PHYSICAL FACTORS 

Factors  Responses Rank 

Advertisement Demo 187 I 

Newspapers 310 V 

Home demo 294 IV 

Visit to show room 266 II 

Dealer contact 291 III 

Incidental and Product happening 315 VI 

Total 1663  

Source: Primary Data 
TABLE 12 
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CONFIRMATION OF RANK DIFFERENCE IN PHYSICAL FACTORS 

Television - Brand (LG) 

K N ∑Rj S W Calculated value X² value at 5% level 

100 6 355.13 582117.33 0.26517 571.23 13.86 

As the calculated value (571.23) is greater than the table value (13.86) at 5% level of 

significance for the degrees of freedom 5, the stated null hypothesis is rejected. Since the 

respondents applied same standard in ranking the six physical factors, it confirms the 

significance of the ranks assigned for each one of the physical factors for choosing the brand 

LG Television. 

Null hypothesis: There is no significant agreement among the respondents in ranking the utility 

factors for the purchase of LG Television. 

TABLE 13 

RANKING OF UTILITY FACTORS 

Factors  Responses Rank 

Usability 314 II 

Durability  256 I 

Usable warranty 331 III 

Maintenance 375 IV 

Movability 409 VI 

Multi usability 389 V 

Endurability 415 VII 

Low power workability 453 VIII 

Total 2942  

Source: Primary Data 
TABLE 14 

CONFIRMATION OF RANK DIFFERENCE IN UTILITY FACTORS 

Television - Brand (LG) 

K N ∑Rj S W Calculated value X² value at 5% level 

100 8 415.66 287651 0.27898 298.47 14.067 

As the calculated value (298.47) is greater than the table value (14.067) at 5% level of 

significance for the degrees of freedom7, the stated null hypothesis is rejected. Since the 

respondents applied same standard in ranking the eight utility factors, it confirms the 

significance of the ranks assigned for each one of the utility factors for choosing the brand LG 

Television. 

FINDINGS  
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Among the brands of Television studied it is found that, the brand LG is the most 

preferred one by the consumers of Pudukkottai District. 

Percentage Analysis: 

 The majority 55.27% of the respondents are having LG television in the age group in 

between 20-30 years. 

 The majority 76% of the respondents having LG television are female. 

 46% of the respondents are graduates. 

 The majority 68.25% of the respondents are in nuclear family 

 48.67 of the respondents’ family monthly income is `20,000 to 30,000 

 31% of the respondents’ for satisfaction of preferred LG brand. 

 23% of the consumers came to know about the brands through TV media. 

 The social factor - spouses of the respondents; product factor - features of the appliance; 

physical factor - Advertisement Demo; Utility factor - Durability are found to be the 

most deciding one for the purchases of LG Television. 

Chi-Square Analysis: 

Factors 
Calculated 

Chi-square value 

Table @  

5% level 

Degree of  

freedom 
Result 

Social factors 166.733 14.067 7 Rejected 

Product factors 374.66 16.919 9 Rejected 

Physical factors 571.23 13.86 5 Rejected 

Utility factors 298.47 14.067 7 Rejected 

RECOMMENDATIONS 

 The Television Company should help the consumer by having different working 

options without repairs and mental worries to the consumers. 

 The price should not be too high for the prospective buyer to procure that brand. 

 Judgment of the spouse (social factor) is also a dominant factor to materialize the 

purchase of particular brand of Television, in addition to the availability of special 

introductory offer or special discount offer or exchange offer.  

 After sales service should be effectively made to retain the customers. 

 New technology after can be introduced to reduce power consumption. 

 An additional service protection plans for more than two years can be providing at 

reasonable price even after warranty and guaranty period. 

 

CONCLUSION 
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In present days there are number of brands of televisions are available in the market 

and they differ in price, quality, clarity etc. Modern technological era it can be said that most 

of the people are prefer to switch over to novelty models. When the television manufacturers 

are given a quality product at reasonable price, the mass sales will be raised significantly. The 

manufactures should be implemented the updated technology as well as the eco-friendly 

concept. People are ready to pay high for such product and view their living style differently 

from others. Certain other supportive factors like Brand name, Brand image, Current trends 

and Availability also affects their decision of purchase. It weighs heavily on the marketer to 

evaluate how a customer made his buying decision towards the brand. 
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