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Abstract

The present study aims at studying the involvement of consumer on buying decisions and
influencing factors from the people of Manipur. Eight hundred household were interviewed to
collect the information using self designed questionnaire schedule. Out of 800 households, 320
households possess Washing Machine, 340 households possess Refrigerator, 250 households
possess Grinder, 150 households possess Electric Rice Cooker and100 households possess Oven. The
result shows that highly significant was found out from the source of information in buying decision
making. Advertisement plays a vital role in buying decision making. Quality, usefulness, easy
maintenance, price and brand are the main factors that influence the consumers of Manipur in
purchasing durable goods. The study indicates that Husband is main final decider and buyer of
durable goods in Manipur.
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INTRODUCTION

Management is the youngest of sciences and oldest of arts and consumer behavior in
management is a very young discipline. Various Scholar and academician concentrated on it at much
later stage. It was during 1950s that marketing concept developed, and thus the need to study the
behavior of consumers was recognized (Martin, 2001). Marketing starts with the needs of the
consumers and ends with his satisfaction. When everything revolves round the consumer, then the
study of consumer behavior becomes dactoithe essi ty

i nteraction bet ween the individual ' s psychol og
influenced by how those are socially viewed. Bel
psychological makeup and the influence of the othe r ' s . The dual influence h:
the following simplified equation of behavior. B = f (P,E). Consumer behavior (B) is, therefore, the

result of the interaction of the consumer’'s per

them by outside force in the environment (E). Understanding consumer behavior requires that we

understand the nature of these influences. (Rathor, 1990) Different consumers have various needs

and they belong to various levels of age, income and sex education and occupational groups. These
consumers make their choice among the wvarious
decision to purchase goods and services is generally influenced by how those are socially viewed.

Consumer behavior is seen to involve a mental decision process as well as physical activity.
The actual act of purchase is just one stage in a series of mental physical activities that occur during
a time. Some of these activities precede the actual buying while other following it. However, since all
are capable of influence the adoption of product or services, they will be considered as part of
behavior in which we are interested (David et.al. 1993).Decision making is the heart of management
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and requires time to complete it. It requires knowledge of essential information, applications of the
knowledge in life situation and also the willingness to know and to apply. Thus the role of decision
making in management involves knowing and actually applying essential information in the problem
situation of everyday life. There are various types of decisions, some are crucial some are essential
and some are non consequential.(M.A. Varghese et.al., 2011) It is assumed that consumers put
more efforts, required perceive various risk and give more time for information searching to
purchase a product, which costs high and have a property of being more durable. Durable goods are
goods as household appliances, machinery, or sports equipments that are not consumed or
destroyed in use and can be used for a period of time, usually three or more years.

Consumer decision processes vary considerably in their complexity. Most of the decisions
consumers are requested to make probably rather simple ones such as the purchase of staple foods.
However, consumers must make decisions that are comparatively complicated such as when buying
durable goods. Durable goods are tangible goods that are normally of many uses. A Homemaker can
buy convenience foods and others but she cannot blunder around with her equipment. The
equipment in a house consists of articles and appliances that are used to perform various tasks. They
are valued for the work which they can do as well as for the ways in which they reduce the time and
efforts required for many routine tasks (Nickell et.al., 1970)

MATERIALS AND METHODS
Sample

Eight hundred households are taken for collecting Primary data from Imphal West District of
Manipur. It is the most populated district of the state. It has been populated by different groups of
people representing Meitei, Tribal, Bengalis, Nepalis etc. but the Meitei Community is the majority.
Out of 800 household, 320 households possess washing machine, 340 possess Refrigerator, 250
household possess grinder, 150 household possess Electric Rice Cooker and 100 households possess
Oven.

Measure

The method of selecting the households chosen for the study is random sampling method.
The household survey tool used for collecting data was self designed interview cum questionnaire
schedule from the households of Imphal West district possessing WadkMiachine, Refrigerator,
Grinder, Oven and Electric Rice Cooker.
Statistical Analysis

The data was than processed through SPSS and percentage and Chi — square were applied
and interpretation was made accordingly.

RESULS AND DISCUSSIONS

Consumers come to know about the products from various sources such as personal
sources, commercial sources, public sources and experimental sources.

Personal sources consist of family, friends, neighbor, etc. Commercial sources include
salesperson, dealers, packaging, displays etc. Public sources include TV, radio, newspapers,
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magazines etc. and experimental sources include handling, examining using the products. (Kotlar,
1999)

Table. No.1. Sources of information in making purchase decision

Sources W. Machine Refrigerator Grinder Oven E.R. Cooker
A B A B A B A B A B
Personal 90 28.13 | 109 321 |151 |60.4 |36 |36 |111 |74
Commercial 36 11.25 | 15 4.4 30 12 4 4 10 6.7
Public 139 43.44 | 146 429 |9 36 |39 |39 |2 1.3
Experimental | 55 17.18 | 70 20.6 | 60 24 21 |21 |27 18
Total 320 100 | 340 100 | 250 |100 |100 |100 | 150 | 100
Chi—square, | X*=102.367 X* = 147.796 X*=250.816 | X*=41.280 | X*=267.698
P<0.001
df=3

Note: A¢ No. of Respondents, 8Percentage of the Respondents

Table no. 1. Shows that the people of Manipur, the main source of information in making
purchase decision of washing machine (43.4%), refrigerator (42.9%) and oven(39%) are from the
public sources which include TV, radio, newspaper and magazine. The consumers of Grinder (60%)
and electric rice cooker (74%) get the information from personal sources which consist of family,
friends and neighbours. It is observed from the above table.no.1 that the source of information on
which decision of purchase made is highly significant. (P < 0.001)

The findings provide further that public sources such as T.V, Radio, Newspapers and
Magazines etc are the main sources of information to the respondents of grinder and electric rice
cooker

Along similar line Ravichandram et.al, (2004) have shown that advertisement plays a vital
role in influencing the purchase decision of a particular brand of TV. Most of the respondents have
seen that advertisement and get motivated before purchasing TV. Socio — economic factors such as
sex, age education and income influence the brand preference and motivate the buyers to choose
the particular brand. Quality of the product also largely determines the buying market. Advertising
acts as a catalyst, which enhances the sales.
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Table . No.2.Factor that influence the consumers

SI.No | Factors No. of respondents in percentage.
Washing machine | Refrigerator Grinder | Rice Oven
cooker

1 Brand 12.8 13.5 12 14.7 17
2 Price 14.1 15.3 13.2 6.7 8
3 Quality 23.4 21.5 12.4 20.7 25
4 Easy maintenance | 17.2 12.6 18.8 13.3 12
5 Durability 2.8 6.8 8.4 8.7 10
6 Novelty 0.9 0.6 1.2 00 00
7 Guarantee period | 1.9 2.1 5.2 3 5
8 Appearance 0.9 1.8 2.4 4 3
9 Prestige 13 1.5 5 00 00
10 Usefulness 19.1 14.5 16.4 18.7 12
11 Easy to use 5.6 10 8 12.6 8

It is evident from the above table no.2. the three main factor carried out by the consumers
in choosing washing machine are quality(23.4%) usefulness(19.1%) and price(14.1%). Regarding the
refrigerator, the three main factors sought out by the customers are quality, price and usefulness
which consist of 21.5%, 15.3% and 14.5% respectively of the total respondents. The respondents of
Grinders are being influence by the easy maintenance, usefulness and price of product which consist
of 18.8%, 16.4% and 13.2% respectively. Quality with 25% and Brand with 17% are two main factors
of choosing oven by the respondents. The three main important factors that influence the
consumers of Electric Rice cooker are quality, usefulness and Brand which consist of 20.7%, 18.2%
and 14.4% respectively of the respondents. However, a study by Sumedhan, (2001) determined that
the status deriving from the possession of a product is relevant while making purchase decision. All
income and educational groups have almost the same status consciousness while purchase
decisions, but the urban respondents are more status conscious than this rural counterparts. This
leads to the conclusions that in Kerala, status consideration is a prominent factor that induces
people to purchase goods and services.
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This result is found to be consistent with the studies of Zafar. et.al, (2004), where brand and
country of origin (quality, taste and image of the country) are the aspects of product evaluation.
Brand and price are more important than country of origin evaluating low — products for
Singaporean consumer. Where Peet et.al, (1970) have opined that it is important for the homemaker
to keep in mind usefulness durability and quality of the equipment while making the purchase of

equipment.
Table No.3. Final Decider

SI.No Decider No. of respondents in percentage

W R G o] E.Rc
1 Housewife 53.8 42.7 18.4 7 4.7
2 Husband 35 46.5 63.2 55 57.3
3 Children 1.5 1.4 2 24 22.7
4 Any member of the family 9.7 9.4 16.4 14 15.3

Note : W¢ washing machine, RRefrigerator, GGrinder, Q; Oven and E.RgElectric Ric€ooker

The information collected from the respondents are depicted in table no.3 speaks clearly that
Husband is the main decider in purchasing Refrigerator (46.5%), Grinder (63.2%) oven (55%) and
Electric Rice Cooker (57.3%). Majority of the Consumer of Washing Machine in deciding the purchase
is Housewife with 53.8%. Sarguna and Mary,(2009) have observed that the final decision made in
purchasing the mixer, the refrigerator and washing machine is the sample respondent i.e. the
working wife, for television sets it is the children, for two wheeler it is the husbands and for personal
computer it is the family as a whole.

Table No.4. Buyers

SI.No. Buyers No. of respondents in percentage

W R G 0 E.Rc
1 Husband 43.8 37 40.4 33 45.3
2 Housewife 31.9 32.9 34.4 36 38
3 Children 2.4 3.6 4 7 2.7
4 Any member of the family 21.9 26.5 21.2 24 14

Note : W¢ washing machine, RRefrigerator, GGrinder, G; Oven and E.RgElectric Rice Cooker

Buyers are the people who make the people purchase. It is indicated that majority of the
products are being purchased by Husband. i.e. of Washing(43.8%) Refrigerator (37%) Grinder
(40.4%) and Electric Rice Cooker (45.3%).Whereas the housewives are the main buyer of oven (36%)
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of the total respondents in Manipur. The reason behind this could be that in Manipuri society
Father/ Husband is the head of the family.

CONCLUSION

Advertisement plays a vital role for the consumer to get source of information in making
purchase decision. On the other hand consumers collect the information from personal sources such
as family, friends and neighbours where public sources are not available. The present study reveals
that source of information in making purchase decisions is highly significant. The study further shows
that quality, usefulness, easy maintenance, price and brand are the main factors that influenced the
consumers. The present study also determined that husbands are the final decider as well as buyer
of durable goods. The present study would hold great interest to all the segment of people i.e.,
consumers and marketers, especially to the people of Manipur.
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