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Abstract 

Consumer reactions may be a new and a gratifying area for marketers to explore. Brand alternative, that constitutes a very 

important facet of consumer behaviour, refers to the choice of the product of a particular complete out of the on the market brands 

within the market by considering their numerous attributes. Selling is taken into account to be the foremost necessary perform of 

all business organizations, worldwide. It’s modified the character of business in recent years. The most objective of the study is to 

spot the assorted demographic factors and factors influencing consumer’s complete preference that influence the extent of 

satisfaction of the respondents. The statistical tools percentage analysis was applied to appreciate the objective of the study. The 

whole study shows that consumer enduring is much fashionable in between the respondents whether or not their residential 

standing is urban and rural. 
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Introduction 

The consumer sturdy and semi-durable trade in India is 

dynamic and extremely competitive. The Rs.20,000 crore 

consumer goods section of this trade contains a dominance of 

Multi-National companies (MNCs) and might be separate into 

shopper physical science (TVs, VCD/DVD players and audio 

systems) and shopper appliances (also called white goods) like 

refrigerators, laundry machines etc. Over the years, the 

demand for consumer goods has kept pace with rising 

financial gain levels, double-income families, dynamic 

lifestyles, simple accessibility of credit, increase within the 

range of nuclear families, increasing shopper awareness and 

introduction of recent models. Whereas CTVs and 

refrigerators are around for several years, laundry machines 

and DVD/VCD players are setting out to create their presence 

felt in Indian households. 

 

Scope of the Study  
The study is predicted to reveal the customers’ complete 

preference of chosen consumer goods of MNCs. The study 

includes the assessment of the consumer’s degree of influence 

whereas buying consumer goods and it's expected to extend 

the perceived price of a complete by giving it additional price. 

This targets of all the makers are that the consumers, and not 

the retailers/dealers. Understanding their purchase behaviour 

helps to spot the preference, influence of name in their 

purchase selections etc. on the purchase of a specific product. 

This insight can facilitate the makers to adopt new methods 

which might facilitate not solely to draw in new customers 

however additionally to keep up the loyalty of the prevailing 

customers, as within the gift competitive situation the 

consumers are ready to settle on their right product not solely 

supported their wants however additionally on the premise of 

non-public interest shown by the makers on them.  

Many studies are created on shopper behaviour in areas like 

family deciding, shopper discontentment for major house 

appliances, factors touching deciding for electrical appliances 

etc. However, a study on the shopping for behaviour of 

shoppers in Rohtak town in respect to consumer durable 

product of MNCs has not up to now been allotted. So, this 

study titled, “A study on Customers’ complete preference of 

designated consumer goods of MNCs in Rohtak city” aims to 

probe into the preference, purchase, post-purchase analysis 

with relevancy designated house durables/electrical appliances 

and awareness among the shoppers.  

 

Objectives of the Study  
The primary objective of the study is to search out the 

consumer behaviour towards the chosen consumer durables of 

MNCs in Rohtak town. 

 To bring out a general read of the consumer sturdy 

products of MNC.  

 To study the profile of the respondents supported the 

demographic factors and therefore the varied attributes 

concerned in consumer’s whole preference.  

 To ascertain the brands most popular and therefore the 

reasons for specific brand preference.  

To determine the amount of satisfaction of the 

respondents relating to consumer durables of MNCs.  

 To identify the varied demographic factors and factors 

influencing consumer’s whole preference that influences 

the amount of satisfaction of the respondents.  

 

Methodology Used  
Descriptive analysis style has been used. The sampling unit is 

restricted to the Rohtak town. The info has been collected 

from primary and secondary sources. Primary knowledge is 

collected using form with 23 questions. The questionnaire has 

3 elements, the primary half is to check the profile of the 

respondents, the second half is to check the product awareness 
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of the consumer and get details, and therefore the third half to 

study the opinion and satisfaction of the respondents 

concerning the product. So as to have adequate illustration of 

respondents of all ages from 21 yrs to 68 yrs and each gender, 

the researcher approached variety of respondents and collected 

knowledge in a structured manner. Secondary knowledge has 

been collected from previous Dissertations/Research 

Papers/Marketing Journals/ Magazines/ Newspapers/ Text 

Books and Websites. 136 questionnaires were distributed 

while not considering whether or not the respondents are 

victimization MNC products or not; out of these 36 

questionnaires were found to be incomplete, that were 

rejected. Therefore, the sample size for the study is restricted 

to 100 respondents. Share analysis tools are used for the 

Study. 

 

Review of Literature 
Sakthivel Murugan M, Jayashree Krishnan, (2006) [1]. Have 

finished that, in a very fashionable consumer society, 

individuals choose the set of products, services and activities 

that outline themselves, and successively, produce a social 

identity that's communicated to others. As people’s attitudes, 

interests and opinions relating to products and services 

amendment, it's important for marketers to continually 

monitor the social landscape so as to anticipate wherever these 

changes can cause. 

According to Madana Mohan, (2007) [4]. Man has been 

incessantly trying to boost the surroundings to form him a lot 

of and more well-off. Nowadays durable goods are used out 

automatically by all the higher middle categories and on top of 

that vary categories additionally to comfort.  

Harish R. (2007) [6]. has reviewed the studies on, “Emerging 

Trends within the selling of durable goods in India”. He has 

finished that regarding hour of the domestic demand for 

consumer goods is met by native producing, whereas the 

remainder is achieved through imports. LG, Samsung, Philips 

and AIWA are progressing to use India because the sourcing 

hub for his or her worldwide needs of specific products. 

 

Analysis and Result  
Percentage Analysis  

 

Table 1: Demographic Variables of the Respondents 
 

Factors Options No. of Respondents Percentage (%) 

Gender 
Male 67 67 

Female 33 33 

Age 

Up to 35 yrs. 15 15 

36 - 45 yrs. 29 29 

46 - 55 yrs. 46 46 

Above 55 yrs. 10 10 

Marital Status 
Married 88 88 

Un married 12 12 

Occupational Status 

Private Employee 26 26 

Govt. Employee 22 22 

Business 24 24 

Professional 7 7 

Agriculture 8 8 

House Wife 13 13 

Monthly Income level 

Below Rs.5,000 14 14 

Rs.5,000 - Rs.10,000 34 34 

Rs.10,000 - Rs.20,000 35 35 

Rs.20,000 - Rs.30,000 11 11 

Above 30,000 6 6 

Area 
Urban 75 75 

Rural 25 25 

 

It can be inferred from the table – 1 Majority 67% of the 

respondents are male, 46% of the respondents in the study 

belong to the age group of 46-55 years, 88% of the 

respondents are married, 26% of the respondents falls in the 

category of private employees, 35% of the respondents 

monthly income is Rs.10,000 – 20,000, 75% of the 

respondents are residing in the urban area. Therefore, the 

study depicts the views of Rohtak. 

 

Suggestions  
Customers are additional involved regarding the standard than 

the price of the product; they primarily explore for the 

standard within the product; they're able to settle for even 

unbranded product if it's of excellent quality. Thus the makers 

ought to turn out solely quality product that successively 

facilitate them to achieve success within the market; 

additionally facilitate to extend their market share. Some 

customers are tuned in to completed items; they think about an 

improved best-known complete as an improved brand. They 

also don't mind paying further for a branded product. 

Therefore, the businesses manufacturing quality product 

however promoting with less-travelled brands got to allot 

large allow advertising and content so as to make a brand 

image. Booming complete building among the customers also 

can cause the customers suggesting their brands to others; this 

ensures brand loyalty. 

Customers associate a branded product with ‘good quality’. 

To with success promote a complete and to retain client 
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loyalty, the seller should make sure that quality of the product 

is maintained at a high level. Marketers of unbranded product 

should attempt to penetrate the market by rising quality of the 

products and provides wide content. Our Indian firms ought to 

resort to appropriate advertising ways, adapt to the native 

conditions and enhance their complete building skills; 

otherwise their advertising expenditure could convince be a 

giant failure which could lead to more MNCs establishing 

themselves well in consumer goods market. 

 

Conclusion  
The growth within the population of India and also the 

increasing urbanization had attracted the attention of makers 

and marketers of MNC. The Indian market has its own typical 

socio-cultural options. The impact of an oversized variety of 

urban population on the entire market for every kind of 

products is a crucial facet. As way possession of consumer 

goods, carrier leads within the market. The study reveals the 

very fact that a client buys a durable only if he feels the 

necessity for it. Whereas execution his call to shop for he 

considers the opposite aspects of quality, technology, price, 

etc. That is, just in case of want, if the standard obtainable is 

nice if he's happy with technology on that it's bareheaded he 

without delay decides to shop for, so it means that, he doesn't 

get for the sake of the corporate or for the brand. Thus, the 

manufacturer/dealer, through appropriate advertising & 

promotional methods produce awareness, build the client to 

feel that this product is crucial for him, influence him to shop 

for and knowledge the product in wholesome, deeply implant 

the goodness if it, within the client produce repetitive want for 

identical, upgrade the product at the same time and take a look 

at to retain the client forever.  

Thus, no manufacturer/dealer will to any extent further decline 

a client with inferior product in the course of enticing and 

repetitive advertising media alone. The ideas of globalization, 

privatisation, etc., have made-up approach for simple entry of 

MNCs with a large product vary and systematic development. 

The study shows that even a client with family monthly 

financial gain of Rs.10.000 additionally prefers a product of 

MNC. It’s in the main due to increase in getting power 

provided by enlarged incomes and enlarged job opportunities. 

during this situation, if our Indian firms within the same field 

don't awaken, overhaul themselves completely all told 

potential ways that, within the coming back years we are able 

to say additional variety of MNC stores in semi urban and 

rural areas additionally, threatening Indian firms. Thus, it's 

time for Indian firms to try and do the needed at the earliest. 

The study reveals the very fact, that in spite of variety of well-

established Indian firms like Godrej, Videocon, Onida, BPL 

etc., individuals have gone for MNC product. The study 

additionally reveals that customers have most well-liked MNC 

product for his or her quality, complete image, technology 

change etc. Thus, it's clear that their products of Indian firms 

aren’t up to the expectation of the client in their aspects. But 

within the case of icebox around fifty fifth of the respondents 

have chosen Indian brands. The Indian company have proved 

to be far better than MNCs refrigerators. Likewise Indian 

makers of different product can even over rule the MNCs if 

they take necessary care to provide quality things and use the 

advertising and subject matter methods appropriate for our 

society. Overall, the analysis concludes by stating that there's 

an incredible scope for durable goods sector within the 

shopper market, which might properly use by Indian firms so 

there'll be additional scope for development of the economy.  
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