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ABSTRACT: Consumer behavior is center of the modern marketing, understanding his 

behavior is quite essential for efficient and effective marketing management. Customers 

may state their needs, wants but act otherwise. They may not be in touch with their deeper 

motivations. India’s consumer market is riding the crest of the country’s economic boom. 

Driven by a young population with access to disposable incomes and easy finance 

options, the consumer market has been throwing up staggering figures. Marketing 

problem enhancing from the consumers’ behaviour has a greater degree of similarity 

behavioral problems relating to the consumer durables. use of durable goods is becoming 

increasingly popular in recent years in India. Moreover the increased advertisements 

have become yet another influential factor to gear up sea changes among the buying 

behaviour of the rural consumers and hence they begun to have sophisticated lifestyle at 

par with or sometimes much better than the urban consumers. The increase in disposable 

income is due to the dual income of the nuclear families in the rural areas. Apart from the 

steady income gains, the financing options and several other hire purchase schemes are 

found to be major drivers in the Indian consumer industry. This paper analyses the rural 

consumer more money to spend on non-food items, which include consumer durables, and 

other goods, the factors that influence their choice, buying behavior and finally the 

decision making are more important. 
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1. INTRODUCTION 

Consumer behaviour is the study of how individual customers, groups or organizations 

select, buy, use, and dispose ideas, goods, and services to satisfy their needs and wants. It 

refers to the actions of the consumers in the marketplace and the underlying motives for 

those actions. 

Consumer durables involve any type of product purchased by consumers that is 

manufactured for long-term use. As opposed to many goods that are intended for 

consumption in short term, consumer durables are intended to endure regular usage for 

several years or longer before their replacement is required. Just about every household 

contains at least a few items that may be considered to be of consumer durable nature. 

With India being the second fastest growing economy having a huge consumer class, 

consumer durables have emerged as one of the fastest growing industries in India. As 

rapid socio-economic changes sweep across India, the country is witnessing the creation 

of many new markets and a further expansion of the existing ones. The rural sector offers 

huge scope for the consumer durables industry, as it accounts for 70 per cent of the Indian 

population. 
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2. CONSUMER DURABLE INDUSTRY IN INDIA 

A combination of changing lifestyles, higher disposable income, greater product 

awareness and affordable pricing have been instrumental in changing the pattern and 

amount of consumer expenditure leading to robust growth of consumer durables industry. 

A flurry of hi-technology durables are expected to be introduced in the US$ 4.09 billion 

Indian durables market in 2009. Samsung, LG, Haier and Videocon are among companies 

planning new product launches in the coming months. Air conditioner (AC) and 

refrigerator sales spiked 30-35 per cent in April compared to April 2008. 

Durable goods are those which don’t wear out quickly, yielding utility over time rather 

than at once. Examples of consumer durable goods include electronic equipment, home 

furnishings and fixtures, photographic equipment, leisure equipment and kitchen 

appliances. They can be further classified as either white goods, such as refrigerators, 

washing machines and air conditioners or brown goods such as blenders, cooking ranges 

and microwaves or consumer electronics such as televisions. 

3. STATEMENT OF THE PROBLEM 

Rural consuming system and its evolution are different from that of urban 

consumption. Material propensity in the rural India due to the effect of liberalization and 

globalization resulted in increased production and improved transportation and 

communication facilities. Increased rural development investment had increased the 

purchasing power of the rural folks. The increased purchasing power changes the 

dynamics of rural consumption behavior. Thus it is worth to examine how the rural 

consumers are being motivated, how far these determinants offer consumers and how for 

the socioeconomic and cultural factors are influencing the rural consumers. 

4. OBJECTIVES OF THE STUDY 

[1] To assess major factors that influences the purchase involvement of the respondents; 

[2] To study the relationship between price, brand and other related sources of 

information available to the rural consumer and their decision - making. 

[3] To analyze the hurdles of consumer durable goods market and offer strategies. 

5. HYPOTHESIS 

H 0 : There is no difference in the consumers’ attitude towards branded consumer durable 

products in rural markets. 

H a : There is a difference in the consumers’ attitude towards branded consumer durable 

products in rural markets. 

6. TOOLS FOR ANALYSIS 

The collected data were carefully analysed with Chi-Square Test. In addition to 

statistical technique, descriptive analysis have been adopted, wherever necessary. 

7. LIMITATION OF THE STUDY 

The study is confined to a particular region, the data collected from the rural durable 

consumer goods directly. Hence the findings of the study may not be compared with other 

regions. This is a micro level study. 
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8. METHODOLOGY 

For scientific analysis and meaningful interpretation of an economic problem, 

formulation of a suitable methodology is a pre requisite. The study is analytical based on 

collection of data from both primary and secondary. Primary data collected from well 

structured questionnaire, Secondary data is obtained from various published and 

unpublished records, books, journals. 

Sampling Techniques 

The consumers located in the rural areas of Erode district. The sampling unit is limited 

to Erode  district. The researcher selected 40 respondents from three taluks namely, 

Namakkal, Erode  and Tiruchengode. From each taluk two villages were randomly 

selected and from each village 20 respondents were randomly selected. Thus a total of 

120 respondents were selected using multi-stage random sampling technique for 

collecting the required information. 

9. ANALYSIS AND INTERPRETATIONS 

 Table 1.1: Respondents’ Age 

    

Response  No.of % of respondents 

  Respondents  

    

Less than 20 years  17 14.17 

    

21-30 years  21 17.5 

    

31-40 years  40 33.33 

    

41-50 years  27 22.5 

    

50 years and above  15 12.5 

    

Total  120 100 

    

Source: Computed 

A question was administered to sample of respondents describing the age. The 33.33% 

having age group 31-40 years and 22.5% with age group 41-50 years, constituting rural 

market. By and large with 21-50 years of age group, forms the potential market. 

 

Table 1.2: Respondents’ Gender 

 

Response No. of Respondents % of Respondents 
   

Male 72 60 
   

Female 48 40 
   

Total 120 100 
   

Source: Computed 
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Gender wise analysis shows that 60% respondents are male and rest of them are 

females. It means rural ma are being dominated by male folk. 

Table 1.3: Respondents’ Education 

 

Response No. of Respondents % of Respondents 

   

Less than V 07 5.83 

   

Till VII 40 33.33 

   

Till X 29 24.17 

   

Till XII 20 16.67 

   

Graduation 16 13.33 

   

Post Graduation and others 08 6.67 

   

Total 120 100 

   

Source: Computed   

The above table reveals the respondent educational background. It is evident that the 

majority of the respondents are having the education between VII – XII. Which constitute 

the rural market. 

Table 1.4: Respondents’ Monthly Income 

Response No. of Respondents % of Respondents 

   

Less than Rs.2000 13 10.83 

   

Rs.2001-Rs.5000 38 31.67 

   

Rs.5001- Rs.8000 28 23.33 

   

RS.8001- Rs.10000 19 15.83 

   

Rs.10001 – Rs.15000 14 11.67 

   

More than Rs.15000 08 6.67 

   

Total 120 100 

   

Source: Computed   

It is found that monthly income of the respondent ranging between above Rs. 2000 and 

Rs.10000, which is an indication of the respondents affordability of making purchases. 

 

 

 

International Journal of Scientific Research and Review

Volume 8, Issue 1, 2019

ISSN NO: 2279-543X

Page No: 461



Table 1.5: Respondents’ preferences towards various consumer durable goods 

Response No. of Respondents % of Respondents 

   

TV 50 41.67 

   

Washing Machines 07 5.83 

   

Refrigerator 15 12.5 

   

Laptop/PC 10 8.33 

   

Microwave Oven 04 3.33 

   

Air conditioner 05 4.17 

   

Mobile Phones 21 17.5 

   

Water Purifier 08 6.67 

   

Total 120 100 

   

Source: Computed 

Table 1.5 indicates that 41.67% of the respondents own TV, Mobile Phones 17.5%, 

12.5% of the respondents own Refrigerator, 8.33% of the respondents own Laptop/PC, 

6.67% of the respondents own Water Purifier, 5.83% of the respondents own Washing 

Machines, 4.17% of the respondents own Air conditioner and the remaining 3.33% of the 

respondents own Microwave oven. 

Figure -1. Respondents’ preferences for various consumer durable goods 
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Table 1.6: Purchase Influences 

Response 
Very 

often 
Occasionally Total 

    

Price /Discounts 16 10 26 

    

Brand/ Company Name 25 08 33 

    

Celebrity endorsement 14 06 20 

    

Language 15 09 24 

    

Content 12 05 17 

    

Total 82 38 120 

    

Source: Computed    

The result depicts the increasing trend of disposable income in rural areas. Prices 

and discounts are not the sole parameters that drive their purchases. Rural customers are 

increasingly becoming brand conscious. 

 Table – 1.7 Calculation of Chi – Square Value 

 

O  E O-E (O-E)2 (O-E)2/E 

      

16  17.77 -1.77 3.13 0.17 

      

10  8.23 1.77 3.13 0.38 

      

25  22.55 2.45 6.00 0.26 

      

08  10.45 -2.45 6.00 0.57 

      

14  13.67 0.33 0.10 0.00 

      

06  6.33 -0.33 0.10 0.01 

      

15  16.4 -1.4 1.96 0.11 

      

09  7.6 1.4 1.96 0.25 

      

12  11.62 0.38 0.14 0.01 

      

05  5.38 -0.38 0.14 0.02 

      

     1.78 

      

Source: Computed     
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Chi Square = 1.78 Degrees of Freedom = (c-1)(r-1) = 1(4) Chi Square distribution 

table. Accept Ho because 1.78 is lower than 9.488. Thus, we accept the null hypothesis. 

The theoretical value of Chi – square for 4 degree of freedom at 5% level of significance 

is 9.488. From table 1.2 it is clear that the calculated value of chi –square is less than the 

theoretical value and hence the result supports the hypothesis. Thus, we would accept the 

null hypothesis that there is no difference in the consumers’ attitude towards branded 

consumer durable products in rural markets. 

10. MAJOR FINDINGS OF THE STUDY 

[1] Age wise analysis explains the pattern of purchasing in the rural markets where in the 

age group between 21-50 years is dominating, with majority of male respondents. 

[2] Among the durable consumer goods in rural areas Television and Mobile phones play 

a vital role. 

[3] Rural customers are increasingly becoming brand conscious as well as price and 

discounts. 

 

11. MAJOR HURDLES OF CONSUMER DURABLES SECTOR 

[1] Threat from new entrants, especially global companies: The domestic consumer 

durables sector faces threat from newer companies, especially from global ones. 

[2] Rivalry and competition: Presence of a large number of players in the domestic 

consumer durables industry leads to competition and rivalry among companies. 

[3] Potential markets remaining yet untapped: A large segment of the domestic market, 

mostly the rural market is yet to be tapped. 

[4] Threat from substitute products/services: The domestic consumer durables industry is 

plagued by threats from substitute products. Easy accessibility to theatres/multiplexes, 

especially in urban areas has turned off the viewer ship from TV to a large extent. 

12. STRATEGIES TO TAPPING THE RURAL MARKETS 

Indian rural consumer durable market is very vast size and having lot of opportunities. 

To capture the rural markets, the industries which are producing/ marketing the consumer 

durables for that they has the follow the different types of creative strategies to tapping 

the rural markets. 

[1] Modify the product to market it more suitable for the needs/usage conditions of rural 

consumer. 

[2] Develop entirely new products for rural markets. 

[3] To capture durable market share, the organizations has to consider the pull strategy 

and push strategies in rural market. 

[4] To select best pricing method for durables, by considering demand of the product, 

competition, infrastructure facilities, economic conditions of particular rural areas. 

[5] By conducting the campaigns, exhibitions and trade fairs to crate the awareness about 

products and brands. 

13. CONCLUSION 

The market for consumer durables is becoming more competitive nowadays. 

Therefore, the producer of durable products should understand consumer interest much to 

find higher sale of their products. Marketers communicate with consumers and try to 

convince through every possible media. Highly inevitable to produce goods as preferred 

by the customer, as he is the kingpin around whom the entire marketing activity revolves. 

Thus, a marketer who understands the behaviour of the consumers and plan his marketing 
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strategies to suit the needs and aspirations of the target market will definitely have an 

advantage over his competitors. 
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