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Abstract: The aim and object of the study is to examine the important factors influencing the consumer 
buying behavior towards colour television. This study covered the area of Cuttack and Bhubaneswar 
selecting about 440 respondents from different retail malls/ outlets of electronic products. The 
questionnaire consists of two parts: the first part deals with the personal data of the respondents and the 
second part has questions relating to selected variables affecting the buying behavior of the respondents. 
The data so collected had been analyzed by using SPSS software package.  The result shows that the 
demographic factors mostly do not have significant impact on the satisfaction level of the consumers, rather 
the sales promotion benefits received by consumers have direct impact on the satisfaction level. 
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INTRODUCTION 
 

The success of business organization very much depends upon understanding the buying behavior 

of the customers and providing them with the goods and services as per their requirements along 

with the specifications. This understanding is also essential for the estimating the future trend of 

the customers buying behavior and forecasting the demand for the products. Consumer behavior 

can be examined as to how, when, what and why they buy. Consumer behavior can be understood 

as: "The decision process and physical activity individuals engage in when evaluating, acquiring, 

using, or disposing of goods and services." (Loudon and Della Bitta, 1980). Voss and 

Parasuraman in their study observed that purchase preference is mainly affected by the price than 

the quality during the pre-purchase decision. On the other hand, if explicit quality information is 

given then price has no effect on either pre-purchase or post-consumption by the customers. The 

brand image has also an important impact on the buying behavior of the consumers. Russo and 

France (1994) in their study identified a fact that the consumers are sometimes made to adopt into 

immediate purchase environment as created by the super market /malls. In another study, Sinha 

(2003) has identified that the Indian buyers have more emotional value than the functional value 

of shopping. The orientation in terms of social, economic and stores of the product has also an 

important impact on the buying behavior of the consumers. The marketers have been doing 

continuous research on how to attract the mind of the consumers to increase the sale of their 

products. 

 
The traditional thought process of the consumers has changed and this has to be understood by the 

manufacturers and the marketers. .Accordingly, they have to develop the strategy regarding the 
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value to be delivered to the customers. According to Shah (2009), the success of the organization 

lies with the ability to understand and influence the consumer behavior. Therefore, a study is 

needed to understand the consumer behavior before implementing any marketing programs. Any 

improper understanding of the consumer behavior or improper allocation of the resources for this 

purpose will lead the organization into a great loss. The better the organization understands the 

consumer behavior, the more successful the organization will  be in influencing the consumers 

towards its marketing activities. 

 
The consumer behavior framework has different paradigms of thought. So any study should focus 

on various aspects of the consumer behavior such as economical, social, cultural, psychological 

etc. The present study focuses on how these aspects of the consumer affect the buying behavior 

towards colour television.  

 

LITERATURE REVIEW 
 

Sales promotion constitutes an important component of promotion-mix for most of the firms 

(Chandon et al, 1995). Of late, companies have gained a lot of technical and strategic impetus due 

to the increased competition in the market. Sales promotion has gained phenomenal momentum 

even in India since  the early part of the present century. Sales promotion came in handy to any 

market due to variety of reasons. Schultz, et al (1998) identified the following reasons for 

phenomenal growth of sales promotion activities. They are: i) sales promotion produces results; 

ii) sales promotion result occurs quickly and can be felt; iii) sales promotion results are 

measurable; and iv) sales promotion is relatively easy and inexpensive to implement. Due to its 

growing importance, a number of research studies have been conducted by the researchers in the 

areas such as impact of sales promotion on consumer behaviour, impact of various sales 

promotion techniques on sales volume, role of free gifts and cash discounts etc.  The notable 

researchers namely, Singh (1980), Bawa and Shoemaker (1987), Campbell and Diamond (1989), 

Raju, et al (1990), Sinha (2003), Raghubir  (2004), Vecchio (2005), Martinez and Montaner 

(2006) and others examined and analysed the role of sales promotion and its impact on consumer 

behaviour. Most of the studies revealed that sales promotion has a direct and positive impact on 

the consumer behaviour. 

 
Sales promotion is media or non-media marketing pressure applied for a pre-determined, limited 

period at the level of consumer, retailer or wholesalers in order to stimulate trials, increase 

consumer demand or improve product availability (Kotler, 2003). It is also a key ingredient in 

marketing campaign and consists of a diverse collection of incentive tools mostly short- term, and 

designed to stimulate quicker or greater purchase of particular products or services by consumer 

or the trader (Kotler, 2003). According to Churchill and Peter (1995), sales promotion is designed 

to produce quick results that will not only boost sales in the immediate future, but will translate to 

loyal customers in the long run.  

 
Sales promotion consists of short-term incentives, in addition to the basic benefits offered by the 

product, or services to encourage the purchase or sales of a product or service (Kotler et al, 2001). 

Sales promotion cannot be conducted on a continuous basis, because they will eventually become 
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ineffective. This implies that, for sales promotion to be truly effective, it must be short and sweet, 

offered for a limited time and perceived to have value (Ngolanya, et al, 2006). Whereas 

advertising offers reasons to buy a product or a service, sales promotion offers reasons that would 

achieve immediate sales. Sales promotion actually seeks to motivate the customer now 

(Ngolanya, et al, 2006).  

 
The basic objectives of sales promotion is to introduce new products, attract new customers, 

induce present customers to buy more, to help firm remain competitive, to increase sales in off 

season among others. Sales promotion offers a direct inducement to act by providing extra worth 

over and above what is built into the product at its normal price (Sam and Buabeng, 2011). This 

temporary inducement according to them, are offered usually at a time and place where the 

buying decision is made.   

 
Sales Promotions can be classified into three main areas namely; Consumer Market directed, 

Trade Market directed and Retail or Business to Business Market directed. The consumer oriented 

promotions includes Premiums, coupons, loyal reward programs, contest or sweepstakes, bonus 

packs, price offs and rebates or refunds. 

 
Trade market promotions are those sales promotions directed at retailers and wholesalers (Sam 

and Buabeng, 2011). Examples of promotional techniques used include trade allowance which is a 

short term incentive offered to entice a retailer to stock up a product, dealer loader which is also 

an incentive given to entice a retailer to purchase and display a product and lastly the trade contest 

which is a contest to reward retailers that sell the most products (Sam and Buabeng, 2011).   

 
Saxena & Mittal (2016) Consumer behaviour is a complex pattern and sophisticated 

understanding for marketing, but simply defined; study of psychological, social and physical 

actions when people buy, use and dispose products, services, ideas and practices. Consumer 

behaviour elements concern how people make decisions to spend their resources that are time, 

money and effort on items of consumption to satisfy their needs. It involves what they buy, why 

they buy, when they buy, how they buy, how often they buy and use them and how they dispose 

of these items after consumption. The close-ended questionnaire was developed from standard 

questions of relevant literature as a research instrument. The sample size taken for the research is 

of 248 respondents. Results of the experiment indicated that the overall set of independent 

variables was weakly associated with the dependent variable. The consumer behaviour in relating 

to white goods is strongly affected by need, price, alternatives, information available of the 

product; the present research has been selected for an intensive empirical survey of the various 

elements of buying behaviour on white goods in India. Keeping in view the above discussed 

points, the present research paper made an attempt to study the impact of sales promotion on the 

buying behaviour of consumers of two cities of Odisha.  

 

OBJECTIVES OF THE STUDY 
 

Following are the objectives of the study. 

1. To identify the factors affecting the purchase decision of consumers on durable products. 
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2. To find out the impact of sales promotion on the buying behavior of consumers towards 

colour television. 

3. To find the level of satisfaction of consumers while purchasing colour television. 

 

SCOPE OF THE STUDY 

The scope of the study is limited to the buying behavior of the consumers towards colour 

television only. Further, it is also limited to two cities of Odisha namely, Cuttack and 

Bhubaneswar. The shopping malls/retail outlets having electronic products of two cities were 

included in the study to collect information from the respondents. 

 
Research Design  

For the present research work data have been collected from the primary and secondary sources. 

Primary data was collected from respondents through a survey. In the present research work, a 

structured questionnaire was prepared and administered among the customer respondents. 

Secondary data was obtained through various published documents such as research reports, 

books, Journals and periodicals etc.  The primary data was collected by the researchers from 

October 2016 to December 2016. Since this is a survey method of research, data for long period 

of time is not necessary. Only a particular time period data is enough to conduct the research 

work.  

 
Sample Design 

For the present study the sample design is outlined below. 

 
Target Population and Sampling Technique  

   To answer the research questions of the study, the present research work covers two cities of 

Odisha namely Cuttack and Bhubaneswar. Two cities are chosen purposefully keeping in view 

the special characteristics of such cities. They are municipal corporations and cross section of 

people are residing in those cities. Apart from that frequently some kind of sales promotion 

activities are going on and residents of these cities are well aware of such things. A total of 30 

malls/retail outlets of two cities are included in the survey purpose. For the present research 

work stratified random sampling technique is used to select and  include both the malls and the 

respondents. 

 
Sample Size 

More than 100 malls/ retail outlets dealing with the electronic products  are there in Cuttack and 

Bhubaneswar. Out of these only 30 malls/ retail outlets are considered purposefully on random 

basic. Similarly, out of 600 questionnaires circulated among the customers visiting these malls/ 

retail outlets of two cities, 440 questionnaires were found valid with all respects and included   in 

the study. The test of the reliability of the data was done by applying Chronbach’s alpha 

calculation. The value of the Chronbach alpha was found to be 0.764. This score indicates that the 

data set are reliable enough for further statistical analysis.  
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Statistical Tools and Techniques Used 

Finally, the collected data were tabulated, analyzed and interpreted by using the 

statistical tools namely percentage, average, scaling technique etc.  

 
Analysis and Interpretation of Data 

Table -1: Demographic Profile of Sample Respondents.(N=440) 

 

Parameters Description  Frequency Percentage 

Gender  Male 
Female 

378 
62 

85.9 
14.1 

 
 

Age 

Below 30 years 
30-45 years 
45-60 years 

Above 60 years 

194 
180 
34 
32 

44.1 
40.9 
7.7 
7.3 

Education Up to HSC 
Graduate 

Post graduate 
Professional  & 

others 

84 
268 
38 
50 

19.1 
60.9 
8.6 
11.4 

Occupation Government 
Service 

Private Service 
Business 

Professional 
Others 

136 
88 
92 
42 
82 

30.9 
20.0 
21.0 
9.5 
18.6 

Annual Income Less than 2 lakh 
Rs 2-6 lakh 
Rs 6-10 lakh 

Above 10 lakh 

210 
182 
46 
1 

47.7 
41.3 
10.5 
0.5 

 
Family Type Nuclear 

Joint 
274 
166 

62.3 
37.7 

              Source: Field survey. 

 
The table-1 depicts the demographic profile of the sample respondents. The gender-wise 

distribution shows that 85.9% of the respondents are male while remaining  14.1% are female. 

The distribution of age reveals that maximum of 44.1% of the respondents  belong to the age 

group of below 30 years. The data on education of  respondents shows that most of the 

respondents are educated. However, the majority from them i.e. 69.5% are either graduate or post 

graduate. The occupation wise  classification of the sample  data reveals  that 30.9% are 

government service holders. It is closely followed by businessmen with 21%. Further, the 

majority of the  sample   respondents i.e. 47. 7% belong to the income category of less than 2 lakh 

per annum. It is closely followed by 41.3% respondents whose annual income fall in the category 

International Journal of Scientific Research and Review

Volume 6, Issue 11, 2017

ISSN NO: 2279-543X

http://dynamicpublisher.org/118



of 2 to 6 lakh. Finally, the family type distribution of sample respondents shows that majority of 

the respondents are from nuclear family (62.3%) while the remaining 37. 7% are from joint family  

 
Table -2: Buying Behavior of Sample Respondents (N=440) 

 

Parameters Description Frequency Percentage 

Brand Purchased BPL 

LG 

Onida 

Panasonic 

Philips 

Samsung 

Sony 

Videocon 

10 

96 

10 

12 

26 

130 

154 

2 

2.3 

21.8 

2.3 

2.7 

5.9 

29.5 

35.0 

0.5 

Source of information Newspaper 

TV 

Friends 

Internet 

100 

28 

202 

110 

22.7 

6.4 

45.9 

25.0 

Category of retailer Exclusive 

Multi-brand 

Others 

94 

274 

72 

21.4 

62.2 

16.4 

Mode of purchase Cash 

Credit/debit card 

Installment 

318 

94 

28 

73.3 

21.4 

6.4 

Visiting other shops 

before purchase 

Yes 

No 

194 

246 

44.1 

55.9 

Availed benefits of 

Sales promotion 

Monetary 

Non-monetary 

134 

306 

30.5 

69.5 

        Source: Field survey. 

 
The buying behaviour of sample respondents is presented in table-2. The  distribution of sample 

respondents reveals that 35% of the sample respondents have purchased Sony colour TV followed 

by Samsung TV with 29.5%. The least preferred brand by the sample respondents is Videocon. 

When asked about the source of information on various brands, the respondents revealed that they 

mainly got the information from relatives which accounted for 45.9% followed by internet with 

25%. The distribution of sample respondents in terms of retailer selected for purchase of colour 

TV shows that 62.2% respondents selected multibrand retail store for the purchase of the same. 

Similarly, when asked about the mode of purchase, majority of the respondents i.e. 73.3% say that 

they purchased the colour TV by paying the cash. Before purchase of the colour TV, the sample 

respondents constituting 55.9% say that they never visited any other retail outlets for 

purchase/enquiry. Finally, when asked about the receipt of the sales promotion benefits, the data 
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reveals that 69.5% of the sample respondents received non-monetary benefits while the remaining 

30.5% respondents got the monetary benefits. 

 
Table -3: Reasons for opting sales promotion benefits by the Respondents (N=440) 

 

Parameter 

Availing 

benefits of sales 

promotion 

Description Frequency Percentage 

1. Monetary 1.Gifts are not value for money 

2.Gifts are temporary 

phenomena  

3.Monetary benefits are easily 

calculated 

4.Gifts can be bought at a later 

date 

7 

 

9 

 

107 

11 

5 

 

7 

 

80 

8 

                       Total 134 100 

2. Non –

Monetary 

1.An extra item at no 

additional cost 

2. Gifts are exciting than cash 

discount 

3. Family prefers  gift not the 

discount 

4. Got the money’s  worth  

12 

6 

 

64 

224 

4 

2 

 

21 

73 

                        Total 306 100 

       Source: Field survey. 

 
The table-3 presents the availing of sales promotion benefits by the sample respondents. It is seen 

from the table that all the respondents have availed sales promotion benefits either in the form of 

monetary or non-monetary. A close look in to the table reveals that 134 respondents availed 

monetary benefits while the remaining 306 respondents received non-monetary benefits. In the 

non-monetary benefits category, 73% of the respondents preferred it as ‘got the money’ worth’. 

Similarly, in the monetary benefits category, 80% respondents viewed ‘Cash discount’ as the key 

monetary benefit. On the whole, it can be inferred that while purchasing the product consumers 

give importance to the sales promotion benefit extended by the marketers. 
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CONCLUSION 

The foregoing analysis reveals that male customers as well as young and educated ones play an 

important role in purchasing of consumer durable like colour TV. Most of the consumers purchase 

the branded products such as Sony and Sumsung. Further, they also prefer to purchase the product 

from multi-brand retail outlets. It is also noticed that they prefer to purchase the product on cash 

basis. Another important factor for the purchase of colour TV by the sample respondents is the 

availability of sales promotion benefits. In this connection, it can be suggested that in order to 

boost the sale, the marketers should give more importance to the sales promotion extending the 

benefits to the customers.  
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