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Companies undertake marketing activities in order to elicit some kind of response from
buyers. Buying processes can be complex, involving many people over a period of time.
Marketers must exercise care in analyzing consumer behavior. Consumers often turn down
what appears to be a winning offer. As soon as managers believe that they understand their
consumers, buyer decisions are made that appear to be irrational. But what looses like
irrational behavior to a manager is completely rational to the consumer. Buying behavior is
never simple. It is affected by many different factors. Yet understanding it, is the essential
task of marketing management. This paper tries to understand the purchasing behavior of
consumer towards durable products with reference to television.

INTRODUCTION

A company may think that it has developed the perfect
products, one that customers will be queuing up to buy. But
despite putting several years into new product development, it
could find its efforts wasted as buyers reject its products in the
few minutes that it might take them to choose between
competing products. The company may have failed to
understand the complex processes by which buyers make
purchasing decisions. It may, for example have underestimated
the role played by key influences in the decision process and
aimed its marketing effort at those individuals who really do
not count for a lot in the final decision.

LITERATURE REVIEW

One of the most enduring sequences of research effort in
consumer behaviour is the study of external search activity.
Measures of external search generally include a variety of self-
report measures such as the number of information sources
used, the varied nature of information sought, the no. of
alternatives considered and time spent on purchase decision.

In the area of durable goods purchases, studies have
typically sought to determine the amount of search conducted
by consumers prior to purchase as well as to identify the major
influences on such search. A pioneering contribution in this
filed has been made by Westhrook and Fornell (1979)1. The
pre-purchase information search activities of buyers of durable
goods were studied to determine whether distinctive patterns of
information source usage could be identified. A method based
on canonical analysis of retail, neutral and personnel source
usage measures in conjunction with selected explanatory
variables were found to be useful in distinguishing four
different patterns of search.

Trade-offs was evident in the usage of and reliance on
different information sources. The results emphasize the need
for further study of consumer information need and information
gathering abilities. The findings of this study indicate that
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major appliances buyers can be classified according distinctive
patterns of pre-purchase and information source usage. Here
the classification is made on the basis of to underlying and
independent dimensions of source usages; 1. Extent of physical
shopping and 2. Use of neutral sources vis-a-vis personal
sources. The four different segments which emerged are
labeled: 1. Objective shoppers 2. Moderate shoppers 3. Store
intense shoppers and 4. Personal advice seekers. Age and
education of the individual, number of brand alternatives
considered, and working condition of a previously purchased
product are related to segment membership. From the data, it is
evident that trade-offs are made in the usage of and reliance on
different sources; rarely do buyers consult all of the available
sources or uniformly rely on their information context. The
strong relationship of buyer’s age and education as well as
number of brand alternatives initially considered supports the
interpretation of differences among buyers in subjective
information need and ability to gather information. In contrast,
lack of familiarity with product or brand comparison might
explain the limited search which appears to characterize the
“personal advice seekers”.

From a managerial perspective, the identification of
distinctive patterns of information source usage calls for
attention to the fact that different categories of shoppers may
require different retail selling approaches. The study also
reveals that personal advice seekers tend to use less of
objective information from neutral sources. Information search
is a critical component of the purchase decision process for
most consumer durables. Girish N.Punj and Richard Staellin2
postulate a descriptive model of information search. The model
was tested using survey data obtained from a probabilistic
sample of new automobile purchasers.

The results give credence to the hypothesis that there are at
least two components of prior knowledge: specific product
knowledge and general product class knowledge. The former
knowledge search, while the later increase the perceived benefit
to be derived from external search.
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A second major result was the significant negative
relationship between costs of search (both internal and
external) and the amount of search, and the positive
relationship between the amount of search activity and cost
savings. Satisfaction was found to be related to cost savings but
not to external search per se. such a finding is compatible with
the view that search activity is not an end in itself but only a
means for obtaining a good buy.

RESEARCH MOTIVATION

Consumer behaviour plays an important role in the
preparation of the marketing programmes. In this stiff
competitive market, marketer is trying to understand the
behaviour of the customers. The present research plays an
important role in understanding the purchasing behaviour of the
consumers with reference to the information search. This
provides the enormous motivation in the understanding of the
behaviour of the customers with reference to the purchase of
colour televisions.

OBJECTIVES OF THE STUDY

The broad objective of the study is to understand the
purchasing behaviors of the consumers with reference to the
colour television.

The specific objectives of the study are as follows:

1. To study the dominant source of information used
in different stages of the decision making process.

2. To know the number of brands of color TVs in the
evoked set and in the inept sets formed by the
consumers.

3. To study the participants in the decision making
with regard to purchase of color TVs and the
degree of involvement exhibited by them in the
purchase.

4. To find out the importance attached to different
attributes of the product category and to identify
the determinant ones.

5. To examine consumers perception regarding the
usefulness and reliability of different sources of
information.

RESEARCH DESIGN

Here the research design falls into descriptive research
category.

Sources of Information & Data Collection:

As the objective of the study is to understand the nature of
information collection and usage during the purchase of a
durable product, both qualitative and quantitative data were
collected. The data collection has also been made from
secondary sources available in the form of published materials
such as journals, books, business magazine and newspapers
covering the areas of models of buyer behaviour and
information search and various empirical studies in the field of
external information search. This is an attempt to know the
purchasing behaviour of the consumers with reference to the
information search. Therefore, the present study is made to
focus on primary data collection for meeting the research
objectives. The primary data collection consists of three
separate but linked research approaches. In the first approach
the present owners of color TVs are contacted through a semi-
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structured questionnaire. The questionnaire has been so
designed to elicit responses regarding different dimensions of
external information search activity. The items for inclusion in
the questionnaire were selected after extensively survey of the
published literature regarding external search and primary
study of the local markets.

In the second approach, the researcher had to resort to un-
obtrusive method of observational research by being personally
present in the various outlets. This is adopted to gain a
firsthand observation of how the potential customers really
behave in the purchase stage.

Sampling:

The complete lists of buyers of all the brands of color TVs
were obtained from retail showrooms. A random sample of
color TV buyers was taken from the lists using random number
table. The population was defined as all those persons who had
purchased color TV in the cities of Berhampur and
Bhubaneswar in Orissa.

Sample size:

A total of 450 interviews were obtained from the
population. The pre-tested semi-structured questionnaire was
administered to them. After checking for consistency and
accuracy, a total of 400 questionnaires were retained for the
final data analysis. Thus the sample size was fixed on a judge
mental basis keeping in view the descriptive nature of the
study.

Sampling unit:

The questionnaire was personally administered to
individuals identified as the principle decision markers. In most
of the cases, the main earning member is identified as the
principle decision maker. However, in the households where
the housewife is also employed and takes an active part in
household decision making, she is identified as the sampling
unit.

Places of investigation:

For the purpose of survey, two cities of Orissa, i.e.,
Berhampur and Bhubaneswar were identified keeping in view
their commercial and trading importance in the state of Orissa.

Data analysis Technigues:

The data so collected through the semi- structured
questionnaire was first of all transferred to a master table and
then analysis was done. Sophisticated statistical techniques
such as chi-square test, correlation, regression analysis, Likert
scales, cluster analysis and semantic differential mapping were
done for effective analysis and interpretation of the collected
date.

FORMULATION OF HYPOTHESES

This study has been conducted by taking into the
consideration on the following hypotheses. These hypotheses
have really helped in clearly putting down the information
requirements in the form of objectives.

These hypotheses are:
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1. The purchasing behaviour of the consumers with
reference to the information search depends upon the
demographic characteristics of the customers.

2. The number of alternative brands taken into
consideration for purchase influences the extent of
information search behaviour exhibited by the
consumer.

3. A close relationship exists between intensively of
information seeking and introspection time.

4. The most used source of information is influenced by
the demographic characteristic of the customers.

DATA ANALYSIS AND INTERPRETATION

The demographic characteristics of the sample are given
below.

Table-1 Demographic characteristics of the sample

E:).. Demographic variable Size Resp((())zt)jents
Income
i.Lower middle
class(Rs.5000-7500) 80 20
1 — -
ii.Upper middle class
(Rs.7501-9000) 180 45
iii.Upper class
(>Rs.9000) 140 3
2 | Education
i.Graduation or below 188 47
ii.Post-graduation 108 27
iii. Professional degree 104 26
3 | Occupation
i.Govt./Private service 240 60
ii. Traders/ Own business 80 20
iii.Professional 80 20
Age
4 i.Less than 32 years 40 10
ii. 32-60 years 240 60
iii.More than 60 years 120 30
5 | Sex
i. Male 360 90
ii. Female 40 10

Source: Questionnaire (Primary data)
Ownership period of the colour television

The amount of time for which the colour television is
owned, exercises a significant influence on the consumer’s
recall of the information search process. The time gap between
the date of purchase of the colour television and the time when
the respondent took part in the survey influences the
respondents’ memory; regarding the purchase.

Around 19% of the respondents had bought the colour
televisions during the previous one year of conducting the
study. Roughly 25% of the respondents had bought the colour
television within previous 2 years. At the same time 41% of the
respondents had purchased the colour television within the
previous 5 years of conducting the survey. Only 25% of the
respondents claim to have owned the colour television for more
than 5 years. (Refer Table 2 & Graph 1)

Table-2 Ownership period of colour television

Period Respondents (%)
0-lyear 19
1-2 years 41
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2-5 years 25
>5 years 25
Source: Questionnaire (Primary data)
Graph-1
Ownership Period of Colour
Television
>5 years 0-lyear mO-lyear
23% 17%
m1-2vyears
2-5years
2-5years 1-2 years
239 37% o >5 years

Awareness of the features

In a rapidly expanding market for colour televisions, the
consumer’s awareness of features is an indispensable input in
the designing of the communication mix. Awareness about the
features of a product influences the behavior of the consumer in
a significant manner.

The range for the number of attributes recalled was
observed to vary between 0 to 5. Here it is found that the
average no. of attributes recalled was 3.

Table-3 Awareness of the features of colour television

Sr. | Features Respondents’
No. aware (%)
1 No. of programs 11

2 Tuning facilities 7

3 All channel search 5

4 Sound output 12

5 Size 10

6 Colour system 13

7 Picture standard 33

8 Games 6

9 Other features 3

Source: Questionnaire (Primary data)

Graph-2

Awareness of the Features of colour television
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system 10%
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As per the Table-4 and graph no-2, 11% of the respondents
listed no. of programs as a feature in the colour television. 7%
of the respondents recalled tuning facilities as a feature in the
colour television. 5% of the respondents told about the all
channel search of the colour television. Sound output is another
important feature which is recalled by 12% of the respondents.
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Awareness about the market leader

Product knowledge and market awareness are the two
important determinants which have significant bearing on the
purchasing behavior of the consumer. Product knowledge tends
to be generic i.e., it is more about the product category ,where
as market awareness is more often than not tends to be brand
specific.

Interestingly, the purchase decision for a specific brand of
colour television is significantly related to the consumer’s
perception about the largest selling colour television. Most of
the Samsung owners tend to think that Samsung is the largest
selling colour television in India and the same holds good for
other brands as well. Table 4.portrays the details of the
respondent’s views.

Table-4 Perception regarding the largest selling Colour television

Respondents
Sr. No. Brands zfl)ware
1 Sony 31
2 Samsung 30
3 Videocon 15
4 LG 13
5 Onida 11

Source: Questionnaire (Primary data)

Graph-3
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The titanic struggle between Sony and Samsung, for both
claiming to be largest selling colour television, seems to have
tremendous impact on the consumer’s perception about the
no.1 colour television in India. Sony is voted as the best selling
colour television by 31% of the respondents. Samsung is
regarded as the best selling colour television by 30% of the
respondents. The marginal presence to the other brands in the
market is well borne out by response pattern. Only 11% of the
respondents consider Onida to be the largest selling colour
television in India. The narrow difference in margins between
other brands is just a reflection of their market position in terms
of sales.

TESTING OF HYPOTHESIS

In the preceding discussion, the results of data analysis on
various dimensions of information search behaviour of the
colour TV buyers were presented. since the basic purpose of
the present piece of research was to make an assessment of
information search strategies used by the consumers with
regard to a durable purchase, number of external information
sources used and their relative usefulness in facilitating
decision making , an attempt is made in the present chapter to
cross check the findings testing of various hypotheses.

Hypothesis — 1
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Educational Background and time spent in the showrooms

Null hypothesis HO: Educational qualification and the
amount of time spent in the Showrooms are independent.

H1: Educational qualification influences the amount of time
spent in the showrooms.

Table-5 Educational Background and time spent in the

showrooms
Number of Education
hours (Figures in parentheses are percentage)
Spent Upto Post Professio
in the Graduati . nal Total
showrooms on Graduation Degree
Less JL‘?” L1 7268 22 (17) 38(29) | 132(100)
1-2 hours 77(39) 70(36) 49(25) 196(100)
More than
2 hours 37(52) 13(18) 22(30) 72(100)

The calculated Chi-Square value is 14.29 and the table
value of Chi-square at 4 degrees of freedom at 0.05 level of
significance is 9.49. as calculated Chi-Square value is higher
than the table value, the null hypothesis is rejected.

Conclusion: Educational qualification of the consumer
influences the amount of time spent in the showrooms.

Hypothesis-2
Income Level and Time spent in the showrooms

Null hypothesis: HO: Income level and the amount of time
spent in the showrooms are independent.

H1: Income level influences the amount of time spent in the
show rooms.

Table-6 Income Level and Time spent in showrooms

Amount of o _Householhd Category
Time Spent (Figures in parentheses are percentage)
in the Lower Upper
showrooms Middle middle Upper Total
Less gL‘fn V| 1805 | 7062) | 24@33) | 132(100)
T2hours | 49(25) | 82(42) | 65(33) | 196(100)
MOL%H;:” 2| 1315 | 2744) | 3241) | 72(100)

The calculated Chi-Square value is 8.99 and the table value
of Chi-square at 4 degrees of freedom at 0.05 level of
significance is 9.49. As calculated chi-Square value is higher
than the table value, the null hypothesis is rejected.

Conclusion: Income level and the amount of time spent in
the show rooms are independent.

Hypothesis -3
Occupational status and time spent in show rooms.

Null hypothesis: HO: Occupational status and the amount of
time spent in the showrooms are independent.
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H1: Occupational status influences the amount of time
spent in the show rooms.

Table-7 Occupational status and Time spent in showrooms

Amount of Occupation Category
Ti (Figures in parentheses are percentage)
ime Spent Traders/
in the Govt./Pvt. ; Professio
ShOWI0oms Service Business nal Total
man
tessthanl | g7(61) | 33(25) | 32(24) | 132(200)
1-2 hours 141(72) 27(14) 27(14) 196(100)
MoTethan 2 | - sp5) | 20(26) | 22(19) | 72(100)

The calculated Chi-Square value is 14.04 and the table
value of Chi-square at 4 degrees of freedom at 0.05 level of
significance is 9.49. As calculated chi-Square value is higher
than the table value, the null hypothesis is rejected.

Conclusion: Occupational status influences the amount of
time spent in the show rooms.

Hypothesis -4
Gender status and time spent in show rooms.

Null hypothesis: HO: Gender status and the amount of time
spent in the showrooms are independent.

H1: Gender status influences the amount of time spent in
the show rooms.

Table-8 Gender status and Time spent in showrooms

Sex Category
Amount of (Figures in parentheses are percentage)
Time Spentin
the showrooms Male Female Total
Less than 1 hour | 129(98) 3(2) 132(100)
1-2 hours 170(87) 26(13) 196(100)
More than 2
hours 64(89) 8(11) 72(100)

The calculated Chi-Square value is 9.8751 and the table
value of Chi-square at 4 degrees of freedom at 0.05 level of
significance is 5.99. As calculated chi-Square value is higher
than the table value, the null hypothesis is rejected.

Conclusion: Gender status influences the amount of time
spent in the show rooms.

Hypothesis -5

Age of the consumer and the number of information
sources used

Null Hypothesis HO: The correlation between the age of the
consumer and the number of information sources used is zero.

H1: The correlation between the age of the consumer and
the number of information sources is other than zero.

The Sample Pearson correlation co-efficient is ( - 0.033).

T=-0.033 V(400-2) / \(1- (-0.033)2)
=-0.57
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The table value of T at 398 degrees of freedom and at 0.05
level of significance is -1.96. As the calculated T value is lower
than the table value, the null hypothesis is accepted.

Conclusion: The relationship between the age of the
consumer and the number of information sources used is not
significant.

FINDINGS OF THE STUDY

At the close of the study an attempt is made to summarize
the scattered information to form a coherent picture of the
purchasing behaviour with reference to the information search
behaviour.

1. Perception of largest selling brand of colour television:

Product class knowledge and specific brand knowledge are
vital determinants of the purchasing behaviour with reference
to the information search. Sony perceived to be the largest
selling colour television by 31% of the respondents while
Samsung is regarded so by 30 % of the respondents.

2. Brand Recall :

According to the hierarchy of effects model, there is a
sequential relationship between awareness, comprehension,
attitude and action. Therefore, marketers try hard to ensure that
their brand figures in the Top of the mind recall. It is observed
from the study that this brand recall figure is as high as 100 %
for Sony and 98% for Samsung.

3. Brands in the Evoked set:

The present study reveals that 76 % of the respondents have
considered Sony as an alternative and have placed this brand in
their evoked set and  65% of the respondents have considered
Samsung as an alternative in the pre-purchase evaluation stage.
The mean no. of the alternatives in the evoked set is found to
be 2.02.

4. Reasons for the selection of a brand :

Television being a technologically complex product, most
of the buyers does not even attempt to go into the technical
details. However, they go for a brand with a overall good
image. Here, the brand name itself performs the role of a vital
chunk of decisive information. 51% of the respondents opine
that they have gone for the specific brand because of the
presence of the relevant attributes and 20% have expressed that
just the brand name was enough to make the evaluation in
favour of the specific brand.

5. Introspection time:

It is the time lag between the initial identification of the
need for a product and its final acquisition. This is of interest to
marketers as they are ever interested in the compression of this
introspection time. For 64% of the respondents the
introspection time is just one month and for 23%, it is 3months.

6. Buying roles played by different Family members:

With regard to the role of the initiator for the purchase of
colour television, the study indicates that it is not confined only
to the main earner of the household. The housewife who uses
this product to pass her time is found to have played the role of
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the initiator in 46% of cases. The main earner plays the
initiator’s role in 27% of the cases and children in the case of
22% of the respondents.

7. Degree of involvement exhibited by different family
members:

The study indicates that the main earner of the household
and the spouse are the two most important players with mean
scores of 4.13 and 4.02 in a 1 to 5point scale. They are
followed by children with a mean score of 3.51. Being a
consumer durable product the risk attached with a bad purchase
is very high. This is one of the reasons for high involvement
being exhibited while purchasing a colour television.

8. [Exposure to media:

In a friendly competitive environment with large media
spends customers are generally exposed to different types of
advertisements of various products and services incidentally
while watching television, reading newspapers and magazines
or while listening to radio. It is observed that 73% of the
respondents have seen advertisements in the television. 49% of
the respondents have seen advertisements in the newspapers
and magazines.

However, after being conscious of making the purchase in
the near future, the customers while being engaged in
deliberate information collection have turned mostly to sales
personnel followed by magazines, friends, television and
newspapers respectively.

MARKETING IMPLICATIONS

The detailed research study on the purchasing behaviour of
the consumers with reference to the information search of
consumers reveals many interesting findings with implications
to colour television marketers as well as marketers of other
consumer durables. These marketing implications are discussed
below.

1. Brand repositioning strategy:

Customers usually evaluate the brands in one product
category on the basis of two to three major attributes. When
one of the major attributes is not considered by many of them,
in such a situation a marketer can try to educate the potential
customers on the importance of that specific attribute through
its communicational efforts. LG over a period of time by
focusing on eye effects and sound effects in majority of its ads ,
has been quite successful in convincing its target market about
the importance of eye effects and sound system in colour
television. Thus this specific attribute which was neglected by
most of the companies for long ,got a new life as a major
attribute.

2. Product diversification strategy:

The present study indicates that in case of technologically
complex products most of the customers neither want to
understand the technical details nor go for an objective
comparison between the features of different brands. It is so
because information gathering will involve allocation of much
time and effort. In such situations he tends to depend more on
his past experiences with the other offerings of the company
even when the other classes of tproducts are dissimilar to the
product class under considerations. In other words, customers
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go for generalization and expect the present offering of the
company to be equally good. This finding has implications on
product diversification strategies.

3. Showrooms — a vital link:

The present study reveals that the introspection time for a
majority of customers varies from one month to three months.
During this period they make several trips to the different
showrooms to acquire more brand specific information. They
spend around one to two hours inside the showroom with a
very inquisitive mind to know more. Thus, this last link of the
marketing channel assumes significance in terms of its
capability to communicate to customers and influence their
behaviour who are in a state of readiness or arousal to procure
the product. The managerial implication here is to transform
the showrooms from sedate places of storage of articles to a
comfortable place where products are displayed in order and
supported by courteous and willing sales personnel ready to
help the customers. For most of the customers , this is the first
opportunity to interact with the people behind the products,
which he is going to buy and to whom he has to fall back on in
case of some product complicacies. Therefore organizations
have to take care the customers in the showrooms with
qualified and courteous sales personnel. Salespersonnel should
be trained to take care of the customers in the showrooms.
Besides the behaviour and knowledge of the sales personnel,
customers also expect some objective information on product
features and performance indicators from company / brand
literature. Therefore product brochures / catalogues with clear
illustration have to be made available in the showrooms. These
facilities will imply that the organization is professionally
geared up to meet the expectations of the customers. In a stiff
competition market place, these types of impressions provide a
cutting edge of competition to the organization.

4. Dynamics of family decision making:

The present study which has deliberated on the dyanamics
of family decision making with regard to a durable purchase
has thrown open many interesting insights. No longer has the
main earner of the household played the sole role of initiator of
the purchase of durable products. The housewife and even the
children are found to have played the role of initiator in many
cases. It is a clear pointer to the company that they have to take
the dynamics of family decision making into account and
accordingly design their communication strategies. The
marketing implications here is that the roles played by different
family members and the relative enthusiasm or involvement
exhibited by them are to be studied and accordingly marketing
strategies are to be designed.

CONCLUSION

Marketers and marketing scholars have of late realized the
indepth study on the purchasing behaviour with reference to the
information search related to the durable purchases. It is
assumed that such an understanding would lead to the better
designing of marketing mix with each of the components being
suitably modified to meet the customers’ expectations. In the
process, the customer benefits by making better purchase
decisions and the marketer benefits by maximizing the
productivity of their marketing programmes. A survey of the
literature relating to the purchasing behaviour with reference to
the information search reveals that there are different
components and dimensions of external search.

29|Page



Volume-02, Issue-09, September-2017

RESEARCH REVIEW International Journal of Multidisciplinary

Consumers vary a great deal in terms of the nature of the
purchasing behaviour with reference to the information search.
Some classifications are done on the basis of source usage and
the segments are categorized as objective shoppers, moderate
shoppers, store intense shoppers and personal advice seekers.
The prior knowledge of the customers can be divided into
specific product knowledge and general product class
knowledge. It is observed that purchase involvements, attitude
towards shopping and time availability are the variables which
are positively related to external search.

SCOPE AND DIRECTIONS FOR FURTHER RESEARCH:

Of late, the Indian market place is witnessing a
transformation from more or less a monopolistic seller’s market
to a stiff competitive buyer’s market. In this context, so far the
dimensions of consumer decision making and information
search have received very little attention from the Indian
researchers. But in the changed scenario, consumer research is
not an option but is essential for survival and growth of the
organizations. The current study indicates many related areas
which require detail investigations.
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