
 

 

A Study on Buyer Behavior in Durable and Non 

Nondurable Goods in Chennai City 
 

Dr. M. Devanathan, 
 HoD and Assistant Professor, Department of Business Administration,Thiru 

A.Govindasamy Government Arts College,   

Tindivanm – 604001 

Abstract 

In order to ensure satisfaction to the consumers, selecting the appropriate advertising 

strategy and also identification of the target market, understanding the buying behavior 

becomes very significant for designing suitable marketing programs. Consumer is the 

focal point of modern day business enterprises. Consumer behavior can also be viewed 

as the discipline which provides marketing managers with an understanding of what is 

behind the decision to spend money, time, and effort on consumption related items. It 

probes not only what is changed but also why, where, when, and how often. In order to 

promote such an understanding, an attempt is being made in this paper to study certain 

aspects of the buying behavior in durable and non-durable goods and the decision 

making process in Chennai city. 
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1. Introduction 
 

The Chennai Marketing recognizes marketing as the performance of business 

activities that directs the flow of goods and services from producer to consumer. 

Advertising has even been portrayed as "Consumer loyalty building". The showcasing 

procedure starts even before the merchandise go into creation. It does not end with the 

sale but continues till the satisfaction of the customer is obtained. 

 

Consumer behavior is the study of who are the consumers, what do they buy, why do 

they buy, how do they buy, where do they buy, and how often they buy, leads to better 

understanding of consumer behavior. It is a sub category of marketing that blends 

elements from psychology, sociology, socio-psychology, anthropology and economics. It 

attempts to understand the buyer’s decision making [1]. It thinks about the qualities of 

individual shoppers, for example, socioeconomic, psychographics and conduct factors 

trying to comprehend individuals' needs. It likewise attempts to evaluate impacts on the 

buyers from gatherings, for example, family, companions, reference gatherings and 

society when all is said in done. The theories of consumer behavior propounded by 

different scholars as derived from behavioral sciences helps the marketer to understand 

the consumer's behavior in a better manner.  

 

Objective:  

 

 To study the conceptual background with focus on consumer buying behavior 

 To find out the sources of information for purchase of durable and non durable 

goods 
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 To examine the consumer attitude towards durable and non durable goods 

 To learn the socio financial summary of the chosen contributors  

 To find out consumer awareness of brands in consumer durable and non-durable 

products 

 

Importance of the study:  

 

Today the company’s image is built and made know by its customers. Thus the 

success of a firm is determined by how effective it has been in meeting the diverse 

consumer needs, by treating each customer as unique. Consumer is the emperor also 

it is the customer who decides what a industry is. Therefore, a sound marketing 

program should start with a careful analysis of the habit, attitude, motives and needs 

of consumers.  

 

2. Literature review 

 
The literature review could be a vital step in each and every analysis method. Review 

of earlier studies discloses the works and studies done by individual researchers help to 

establish the further study. The various studies related to consumer behavior, rural 

market and urban market have been conducted by different researchers in India and 

abroad. The present study was covered the consumer buying behavior towards consumer 

durable and non-durable goods. 

 

Srivastava and Kumar (2013) analyzed that FMCG (Fast-moving consumer goods) 

sector is a vital contributor to India‘s Gross Domestic Product. It has been tributary to 

the demand of lower and middle financial gain teams in Republic of India. The rural 

Republic of India market is large and also the opportunities square measure unlimited. 

After saturation and cutthroat competition in urban areas, now many FMCG companies 

are moving towards the rural market and are making new strategies for targeting the rural 

consumer. The Indian FMCG companies are now busy in formulating new competitive 

strategies for this untapped potential market. Therefore, a comparative study is made on 

growth, opportunity, and challenges of FMCG companies in rural market. One of the 

most attractive reasons for companies to tap rural consumers is that an individual‘s 

income is rising in rural areas and purchasing power of lower and middle income teams 

is additionally rising and that they square measure desirous to pay cash to boost their 

modus vivendi. This research paper provides detailed analysis about the contribution of 

FMCG industry in growth of Indian rural market and aims to discuss about customer 

attitude towards better buying decision for FMCG products in rural market with growing 

awareness and brand consciousness among people across various socio-economic classes 

in rural market [2]. 

 

Wahida Farzana (2012) this examination is to investigate how customers' mental 

elements (Motivation, observation, and frame of mind) are related with brand value 

(brand dedication, brand affiliation, saw quality, and brand familiarity with) PCs. The 

outcome uncovered that purchasers' inspiration to utilize PC and brand affiliation criteria 

works independently. They think about battery lifetime (brand relationship) as a 

significant element while fulfilling those reasons. Buyers' frames of mind are taken care 

of business by others, particularly by relatives while purchasing high-contribution items. 

Respondents demonstrate a positive relationship between their demeanors with one of 
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the most elevated positioning PC Apple. Like different items, customers' view of picking 

a workstation depends upon various wellsprings of data [3]. 

 

Rajput, Ansir Ali, Sabir Hussain Kalhoro (2014) exhibited in this article significantly 

affects both cost and quality, one thing has been seen during the overview that 

individuals do give more concentration to cost as opposed to quality in light of the low-

pay level. Individuals have more options in items that are the explanation individuals go 

for lower value items. The results clearly indicated that product price has a positive 

relationship with consumer buying behavior but product quality [4]. 

 

Annamalai Solayappan, Jothi Jayakrishnan (2010) their examination demonstrated 

that marked PCs assume an esteemed job in the understudies section. Because of the PC 

world everything is in the hands of the understudies. Everything on the planet is by all 

accounts computerized. Everybody needs a PC to drive a smooth and quick race. 

Particularly, marked PCs will attempt to defend the aggressive race. So, the various 

factors discussed may determine the student to purchase branded computers [5]. 

 

James U. Mcneal, Chyon-Yeh, (2016) have searched that investigative ―easiness for 

Unethical Consumer Behavior Provides an enter imminent to how People Behave as 

Consumers universal. In this examination, customer responses to unscrupulous purchaser 

conduct situations are explored utilizing test information from Austria, Brunei, France, 

Hong Kong, the UK, and the USA. Nationality is seen as a critical indicator of how 

buyers see different sketchy practices. Gender is not a significant predictor, while age 

and religious affiliation are found to be significant predictors of consumer ethical 

perceptions [6].  

 

Peter F. Ducker says, The client figures out what a business it is the client and only 

he, who through being eager to pay for products or administrations, changes over 

financial assets into riches, things into merchandise. What a business thinks it produces 

isn't of first significance. What the client thinks he is purchasing what he thinks about 

worth, is definitive, it figures out what a business is, the thing that it produces and 

whether it will succeed' in this way, the basic requirement of marketing is to study the 

consumer/buyer behavior [7]. 

 

Sudarshan R. what's more, Sridhar, (2013) have directed ―Impact of Consumer 

Involvement of Buying Decision - A Conceptual Frame-Work. Consumer contribution 

submits to the strength of attention with which consumers move toward the market 

position. It is related to the consumers ‘values and self-concept which influence the 

degree of personal importance ascribed to a product or situation consumer involvement 

varies Krishna across different individuals, product, brands and situations [8]. Sturdy 

products are those which don't destroy effectively and in this manner they can be utilized 

for significant stretch time while non-solid merchandise are those which destroy 

effectively. 

 

3. Durable Goods and Non-Durable Goods 
 

Durable and non durable goods are the terms which are used in the context of 

economics. To recognize both the term improved one should identify the variations 

among the two; some of the differences between durable as well as nondurable goods are 

given below [5]. 
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 Durable products are those which don't destroy effectively and along these lines 

they can be utilized for extensive stretch time while nondurable merchandise are 

those which destroy effectively and therefore they'll be used for brief amount of 

your time solely. 

 

 A portion of the instances of strong items are vehicles, books, TV, and so on... 

While a portion of the instances of nondurable merchandise incorporate things 

like petroleum, beauty care products things, cleansers and so forth. 

 

 Durable merchandise are those which don't destroy effectively and hence they 

can be utilized for an extensive stretch of time while non-durable products are 

those which destroy effectively and in this way they can be utilized for a brief 

time frame as it were. 

 

 Durable merchandise can be utilized numerous quantities of times while non-

durable items can be utilized for just a set number of times sometimes just once. 

Try Other Relevant Tools. 

 

Examples of durable goods: It includes automobiles, appliances, furniture, jewelry, 

consumer electronics and sporting goods. 

 

Examples of non-durable goods: It includes food and clothing.  

 

The consumer durable and non-durable products can broadly be classified as shown 

below: 

 
Fig.1 Consumer Durables and Non-Durable Goods 

 

4. Consumer buying behavior models 
Purchaser Behavior is about the conduct of shoppers in various circumstances. The conduct 

that buyers show in scanning for, acquiring, utilizing, assessing and discarding items, 
administrations, and thoughts. Buyer decision making changes with the kind of purchasing 

choice. Unpredictable and costly buys are probably going to include more purchaser 

consultations and more members. The data identifying with shopper conduct must be 
fundamentally founded on an investigation into their buy procedure. There are four sorts of 
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purchaser purchasing conduct dependent on the level of purchaser inclusion and the level of 
contrasts among brands [6]. 

 

Table1.Types of Consumer buying behavior models 

 
 

The above model built thorough an understanding of consumer behavior and buying motives 

[7] [8]. Recognizing the importance of consumer understanding, research into consumer 
motivations, cognizance, beliefs, attitudes, learning, perceptions, emotions, and opinions has 

made great steps particularly in competitive marketing environments. The study of consumer 

behavior is useful in the development of more efficient use of marketing resources and in 
arriving at solution to the problems of marketing management. Now a day’s greater attention is 

given to consumer protection. The knowledge and understanding of consumer behavior can lead 

to both consumer protection efforts and to better understanding of the impact these efforts have 
on consumer.  

 

5. Buying Behavior Process 
 

Consumer Buying Behavior tends to determine what it exactly drives consumers when 

making buying decisions. Buyer behavior involves a mental process as well as physical activity. 
The buying behavior and purchase decisions need to be studied thoroughly to understand and 

analyze critical market variations [9]. Buyer is a riddle, a highly complex entity who wants to 

satisfy his innumerable needs and desires. The five steps involved in the buying process as stated 
below figure, 
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Fig.2. ‘5’ steps in the buying process 

 

6. Research Methodology 
 

This research study is primarily an empirical study on the consumer behavior 

relating to selected consumer durables and non-durables. The information with the end 

goal of the present investigation has been gathered through essential and auxiliary 

information. Essential information has been gathered through organized poll. The 

sources of secondary data include published data such as data from books, journals, 

periodicals, broachers, reports, etc. 

 

Area of the Study: The study was undertaken in Chennai city. 

 

Sample Size: A total of 150 respondents residing in the Chennai city region form the 

sample.  

 

Tools for Analysis: The statistical tools used for the purpose of this study are simple 

percentages, and t-test. 

 

Results and discussion: 

 

Table: 2 Demographical Characteristic of the Respondents 

S.No Respondents' 

Profile 

Particulars Respondents 

1 Gender Male  46 

Female  104 

2 Marital Status Married 94  

Unmarried 56 

3 Age group Lessthan30years 52 

31 to 40years  60 

51 years and 

above  

18 

4 Educational 

Qualification 

Under Graduate 55 

Post Graduate 74 

5 Occupation Home Maker 5 

Business 32 

Professional 43 
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Employed 70 

6 Type of Family  Joint Family  88 

Nuclear Family  

 

62 

7 Monthly Income 

(Rs.) 

20,000 – 40,000 34 

40,001 – 60,000 58 

60,001 – 80,000 36 

Above 80,000 22 

 

Gender plays a vital role in determining behavioral aspects of consumers. In fact 

most of the behavioral studies have identified the significant differences between the 

male and female consumers. It is known that 46 respondents are the males and 104 

respondents are the females. 

 

Table 3: Durable Goods Percentage of the Respondents 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

The above table indicates that maximum of the respondents have Appliances 

(69.3) and Electronics (61.3). 53.3% of the respondents possess Transport while 40.0 % 

and 30.7 % of the respondents possess Machines and Jewelry respectively.  

 

S.No Product Frequency Percentage (%) 

 

1 Appliances 104 69.3 

 

 

2 Electronics 

 

92 

 

61.3 

 

3 Transport 80 53.3 

 

4 Machines 60 40.0 

 

5 Jewelry 46 30.7 
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Table 4: Non-Durable Goods Percentage of the Respondents 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 From table4, this indicates that all of the respondents buy Food items and 

Detergent. 93.3% of the respondents purchase Fruits while 99.3% and 96.7% of the 

respondents buying Cloths and Mineral Water respectively.  

 

Table 5: Root for Decision making by the Respondents 

 

 

 

 

 

 

 

 

S.No Product Frequency Percentage 

(%) 

 

1 Food items 150  

 

100 

2 Detergent 

 

150  100 

 

3 Fruits 140  

 

93.3 

4 Cloths 149  99.3 

 

5 Mineral 

Water 

145  96.7 

 

S.No Product Frequency Percentage (%) 

 

1 Myself 

 

71 35.0 

2 Spouse 

 

87 

  

42.9 

3 Family 

Members 

 

28 13.8  

4 Friends 

 

10 4.9  

 

5 Relatives 

 

7 3.4 
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From the above table, it is understood that in the purchase of durable and non-

durable goods, majority of the respondents made combined decision with spouse. 42.9% 

of the respondents make the decision with spouse for purchasing products.  

 

Table 6:  Sources of Information by the Respondents 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

S.No Product Frequenc

y 

Percentage 

(%) 

 

1 E-Media  

 

27 10.8 

2 Reference Groups 

 

2  

   

0.8 

3 Work Groups 11 

  

4.4 

4 TV Ad 

 

80  32.0 

 

5 Newspaper 53   

 

21.2 

6 Word of Mouth 

 

3  

  

1.2 

7 Print Media 

 

6   

 

2.4 

 

8 Family and Friends 

 

71  28.4 
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From the above table, it is found that in all the eight cases, the major influencing 

media of advertisement is television and the next influencing object were Family and 

Friends.  

 

7. Conclusion 
 

It is concluded from the study that for some respondents, show room location is 

not at all important in case of all products and they also do not give any importance to 

credit facility as they believe in cash purchases. Since brand consciousness is 

predominant among durable customers in Chennai city. The durable marketers should 

concentrate on their brands to increase their characteristic features and innovative 

technology to attract maximum customers. Innovation in case of model, technology, and 

pollution free products will definitely help to increase the market share of that particular 

durable product. To become a successful producer of food products, non-durable 

marketers should think about price, quality and health consciousness of those products.  
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