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ABSTRACT

Washing machine i®ne of the widely used hon
equipment which used to wash the cloths. Indianes
of the fast developing countries in the world.
present it is the need to work both in the fan
Therefore to simplify the washing work, the pec
need machine for wasly. In washing machine
number of varieties is there. Indian rural conswg
today not only have a wide variety of brands
choose from, but also the option to buy a machia¢
is just right for them from amongst the several gig
available. Apart from these factors that they sho
consider the various wash programs, the v
mechanism and some convenience features that
machine should have in order to provide

maximum level of comfort.

With this back draft, this article makes an atteray
analyze the brand reference, factor effecting @mdb
preference of washing machines.

Key Words: Washing Machine, Brand preference,
factor effecting on brand preference

INTRODUCTION

“Yesterday's luxurious are today’'s necessari
Household durable gosdvhich were once consider
luxury items have become a necessity because ¢
changing lifestyle, rising income levels, ei
availability of finance, increase in consun
awareness and introduction of new models. Sc
demand for consumer household ahle goods he
increased significantly. Household durable gookis
washing machine, air conditioner, microwave o\
television and refrigerator are no longer considi
luxury items. Household durable goods in India
one of the fast growing and contpige industries o
the country. The growth of this industry is re¢
attributed to the most distinct feature of Ind
economy-population explosion.

Every manufacturer is trying to make their prodt
more popular and thereby try to be successful.all
the manufacturers do not attain success due toad
reasons. One of the most important reason
consumers behaviour. It is very difficult to pracand
understand this obviously, it becomes important
every business to concentrate on consu and their
behaviour.

The primary work of the manufacturers in the ol
days was to concentrate only in the productionsa
But the trend today is totally different as
importance on marketing the business will neve
successful. Rural market ihe key to survival in
India. It is a fact that rural market in India ise
largest potential market. Rural people in consuany
patterns have increased and their Life styles
attitudes have changed. The marketing progran
and policies depends updme-consumers’ perceptic
will facilitate the marketer in determining the e
form, style, colour, package brand etc.
psychological, social and physical behavi
ofpotential consumers as they become awart
evaluate, purchase, consumer and tell rs about
product and services.

A very important aspect of the purchase procefisel
actual activity of making the purchase, which altyu
goes shopping are something that reveals the &
of consumer behavior and perception. This studys.
to focus specially on rural consumers’ bra
preference towards washing mach

STATEMENT OF THE PROBLEM

In recent years, the lifestyle of a large numberuoél
consumers in India has changed dramatically ant
process of change is on. The buying behavic the
rural consumers is influenced by several factorh
as sociceconomic conditions, cultural environme
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literacy level, occupation, geographical locati
efforts on the part of sellers, exposure to metti

In olden days, people engaged the mew of washe
man to wash their dresses. But technoloc
advancement has introduced new means.
introduction of washing machine has simplified
task of washing dresses. Usually washing theirsl
themselves helps in better maintenance of ththes.
But people have no time to wash their dresseser
modern world. Now-alays people are busy round
clock. So they prefer a machine to wash in orde
spend that time either to rest or to earn. It dlas
turned out to be a safer way of wasl. The
manufacturers of different brands of washing mae
project varying features of their products.
consumers are not in a position to identify thed
brand. They are finding it very difficult to selea
right brand. So many consumers are reio buy any
brand recommended by other consumers. Thus
these household goods make life more comfort:
easier and happier. The scenario in the house
durable goods industry is equally challenging.
leading companies like Samsung, Videocon, £
LG and others by introducing brands at variouse
points have effectively segmented the market w
has resulted in faster market expansion and A
important aspect of the study about brand prefer
of rural consumer. This study aims to focusrural
consumers’ brand preferencéowards Washin
machine.

SIGNIFICANCE OF THE STUDY

The manufacturers of different brands of wast
machine project varying features of products.

consumers are not in a position to identify thed
brand. They are fiding it very difficult to select

right brand. At that time, some of the consumees
ready to buy any brand recommended by anc
consumer. Some customers are not to change
behaviour and also their brand preference. T
kinds of consumers witlrand loyalty are ready !
wait for their favored brand, if it is not availahdh the
market. In this critical situation, some manufaets
are producing washing machines by means
technological advancement. They are giving a \
publicity to their poduct and try to withstand ti
competition. Consumers must give at most care v
purchasing these household durable goods becat
its high cost and infrequent purchase. In addito
this they must have good choosing capacity dube:
availability of multiple or various brands in ti

market. So it is significant for the preferenceswhl
consumers towards washing mack

The exact logic for the purchase of a partic
washing machine is highly an uncertain factor. He
the researcher takeup this study to deal with tl
behaviour about beyond preference of wasl
machine users.

SCOPE OF THE STUDY

In the modern age there are plenty of house
durable goods like electric fan, mixer grind
washing machine, refrigerator, air conditio
furniture etc. to make our life more comfortabled.
easier. But the researcher has confined the stoby
washing machine users. point of view and coveral
area of palanpur taluka.

As household durable goods occupy an impol
position in the moda life, an attempt is made to fit
out the brand preference of rural consumers.
study helps to understand the factors, which imibex
the rural consumers to purchase the washing ma

REVIEW OF LITERATURE

For the purpose of this study a lot iterature has

been reviewed, that is, books, journals, magaz

newspapers, thesis etc. Some of the revie

literature has been discussed be

» Janaki, P and Shanthi, P (2013in their study
entitled, “Marketing Stimuli in Purchase of Hot
Appliances Fom Customer Perspectives”, T
findings of the study included that education
income of the respondents are the
socioeconomic variables which have signific
association in all the stages which the bu
undergo while purchasing home applian

» Shahram Jenabi, Seyed Yahya Seyed Dane
and Minoo Yousefi (2013)made a study titled,
“‘Examining the effect of Brand dimensi
(trademark) on home applian. consumers’
behavior Case study: LG brand in Rasht ci
Results showed that aspects of branimensions
have a positive effect on consumers’ behavior
there is significant relationship between these
components. Thus, it is suggested to LG brar
use its competitive advantage, particularly
reputation, identity and brand management,
other aspects of brand (mentioned in this resei
to lead its consumers’ behavior to a posi
direction.
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» Kalaiselvi and Muruganandam (2013)made a
study on, “Consumer Attitude towar
Promotional Schemes and Influence of Branc
Purchasing Home Appliances”,The results
indicate that whatever attractive promotio
schemes may be, “brand name” plays a domi
role in purchasing the home appliances. Maxin
of the respondents have interest in some ol
promotional schemes such as price discc
exchamge scheme, warranty, etc. It is conclu
that whatever attractive promotional schemes
be, “brand name” plays a dominant role
purchasing the home appliances. Maximum ol
respondents have interest in some of
promotional schemes such as priciscount,
exchange scheme, warranty, etc. and
consumers prefer price discount as 1 when
compared to nonjprice schemes. Most of tl
consumers in Erode city, Tamilnadu, India h
replaced their home appliances at Exchange
period and also thegre satisfied with the hon
appliances, purchased at the time of offer pel

» Dr. M. Selvakumae, K. Jegatheesan (201
made a study on “ Brand Preference : A st
with Reference To Washing Machine”,
Shivakashi.The findings of the study In the ne
generation, the technological advancement has
its effect on different field. It is well undersid
from this study that, customers are hig
motivated by TV advertisements, in gett
product awareness. The standard of living of
people of a countrys measured by the produs
they use and consume. In this respect, was
machine which has become an impor
consumer durable product in the Ind
households, tells us of the improvement
standard of living.

OBJECTIVES OF THE STUDY

The objective of the study are as follov

» To know the Demographic profile of washi
machines users.

» To understand thieehaviour of the consumer’s,
case of Non-availability aheir favorite branc

» To determine the consumer’s brand preferenc
washing machine.

» To know the factor affecting on brand prefere
of washing machines in rural area.

» To gives suitable suggestions on the basis 0
findings of the study.

RESEARCH METHODOLOGY

The present study is an empirical research and
based on the survey nhed. This study is descripti\
and analytical in nature based on primary
secondary data.

» Data Collection

Primary data have been collected from t
respondents by using a well structured,-disguised
guestionnaire. Secondary d for the study were
collected from books, journals, research artic
magazines, reports, newspapers and wek

» Sampling size and desic
Total rural area of Palanpur taluka will be ideyitify
as population of this study.

Simple random sampling method was employe:
select the sample respondents. Respondents
chosen whichever use washing machine from
villages of Palanpur taluka in the stL a sample size
of 250 was considered as reasonable. Hence, s
50 respondents from each village. totally
respadents were selected randomly from f{
villages of Palanpur taluka are belc

Table — 1Village wise clasification of sample

respondent:
1 Sejalpura 50
2 Badargad| 50
3 Mervada 50
4 Lalavada 50
Total 250

> Analysis of Data

The primary data collected from the consumers
be analyzed by using MS EXCEL to obtain the res
concerning the objectives of the study. Percent
methodapplied for analyzing the responses of n
consumers of Palanpur Talu

ANALYSIS AND INTERPRETATION

In this section presented demographic Profile
opinion of the Sample Respondents with selectrai
and also Analysis and interpretation data with ofs
table and percentage.

The study has examined the age, sex, eional
status, occupation and monthly income of the fau
and also possession of brand, factor affectingrand
preference and opinion about when non availabott
favorite brand of the responde.
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The following tables shows the Demograp
classifiation and opinion of the responde

TABLE — 2 GENDER WISE CLASSIFICATION
Sr.. Number of

No. Gender Respondents Percentage
1 Male 165 66
2 Female 85 34
Total 250 100

Source: Primary data

It can be observed from the above table that, @
the tdal 250 sample rural consumer respond
66.00 % are male whereas 34.00 % are female. -
It can be seen that, the majority i.e. 66.00 % haf
sample rural consumer respondents are |

TABLE — 3 AGE WISE CLASSIFICATION

Iﬁg. Age (year) Rl\(l;;r;gneégts Percentagt

1 Below 20 73 29.20

2 20 to 30 105 42.00

3 30 to 40 45 18.00

4 40 to 50 15 06.00

5 | Above 50 12 4.80
Total 250 100

Source: Primary data

It can be observed from the above table that, @i

the total 250 sample rural consumrespondents,
42.00 % are of the age group of 20 to 30 y 29.20

% are of the age group of below 20 years, 18.(are

of the age group of 30 to 40 yeaBs00 % are of th

age group of 40 to 50 years ah@0 % are of the ac

group of above 50 years.

Thus, it can be seen that, the majority 42 % of
sample rural consumer respondents are in the
group of 20 to 30 years.

TABLE — 4 EDUCATIONAL STATUS
Number of

NO‘ Education Respondents Percentage
1 Below SSC 13 5.20
2 SSC 20 8.00
3 HSC 21 8.40
4 Graduate 95 38.00
5 | Post Graduate 40 16.00
6 Professional 21 8.40
r Te_chnical/ 17 6.80
Diploma
8 llliterate 23 9.20
Total 250 100

Source: Primary data

It can be observed from the above table that, @!
the total 250 sample rural consumespondents,
38.00 % are Graduatd6.00 ¥ are post-graduates,
9.20 % are llliterate, 8.40 %re Profession and HSC

, 8.00 % are ssc, 6.80 % ~Technical/Diploma and
5.20 % are Below SSC.

Thus, it can be seen that the majority i.e.38.00f¢
the sampleural consumer respondents are gradi

TABLE — 5 OCCUPATIONAL STATUS

S(r)'. Occupation Rl\(leir;gr?é;rit Percentage
1 Goverr!ment 21 8.40
Service
2 | Private Service 29 11.60
3 | Own Business 28 11.20
4 Agriculture 122 48.80
5 | Self Employed 28 11.20
6 Labor 03 01,20
7 Unemployed 11 04.40
8 Student 08 03.20
Total 25C 100

Source: Primary data

It can be observed from the above table that, @
the total 250 sample rural consumer responc
48.80 % are agriculturists, 11.60 % are engain
Private Service, 11.20 %re engaged in busine
activity and self employed, 8.40 are engaged in
government service, 4.40 are unemployed, 3.20
are student and 1.20 &be laboui

Thus, it can be seen that, the majority 48.¢ of the
sample rural acnsumer respondents are agricultur

TABLE — 6 MONTHLY INCOME

Sr. Monthly  Number of

No. income Respondent Percentage
1 Eii.g\goo 88 35.20
2 | R fg-,%%%o 44 17.60
3 R ;51050%00 78 31.20
4 | R ;’52050%00 22 08.80
5 | % Zg%%%oo 13 05.20
6 ég.oz;/;ooo 5 02.00
Total 25( 100

Source: Primary data
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It can be observed from the above table that, @ TABLE — 8 FACTOR AFFECTING ON BRAND

the total 250 sapile rural consumer responde PREFERENCE
35.20 %are below Rs. 5000, 31.20 are from the . Factor Number of Percentage
Rs.15000 to 25000 Inowe group, 17.60 ' are from . Respondent g
the Rs.5000 to 15000 income gro@m30 % are from 1 | Price 63 25.20
the Rs.25000 to 35000 income group, 5.20 % are 2 | Quality 28 11.20
the Rs.35000 to 45000 income group 2.00 % are Design &
of the above Rs.45000 Income Group. 3 color 12 04.80
Warranty and
Thus, it can be seen that, the majorigy35.20 9 of 4 guaranty 31 12.40
the sample rural consumer respondents are fror After sales
Below Rs. 5000 Income Group. S service 23 09.20
Promotional
TABLE — 7 BRAND POSSES BY THE 6 | offer 77 30.80
RESPONDENTS 7 | Durability 09 03.60
Sr.  Brand  Number of e 8 | Technology 07 02.80
No.| posses Respondents Total 25C 100
1 | Samsung 42 16.80 Source: Primary data
2 | LG 98 39.20 It can be observed frortihe above table thi Out of
: the total 250 sample rural consumer respond
3 | Videocon 33 13.20 Opinion about Influencing factor on brand prefeee
4 | Onida 18 07.20 30.80 % respondents Says that promotional of
. 25.20 %are says that price, 12.40 are says that
5 | Godrej 21 08.40 Warranty and guarantyl,1.20% are says that quality,
. 9.20 %are says that after sales service, 4.80 %
6 | Whirlpool “n 08.40 says that design and color, 3.60 % are says
7 | Panasonig 13 05.20 durability and remaining 2.80 % are says °
technology is the affected on brand preferenc:
8 | Other 04 01.60 washing machine.
Total 250 100 Thus, it ca be seen that, the majority i.e.30.8! of
Source: Primary data the sample rural consumer respondents are be

that the most effective factor is promotional offer

It can be observed from the above table that, @ purchasing to washing machi

the total 250 sample rural consumer responc )

39.20 % of the ra consumers considered 1 5 ol e A\gAFLi”N'gY OF FRVORITE
Washing machines, 16.80 % considered Sam Sy

brand, 13.20 % are using Videocon , 8.40 % prede No M7

Respondent:

Opinion

Percentage

Whirlpool and Godrej , 7.20 % are using Onida, £ Trv at another
% are using Panasonic and only 1.60 % are pre Y
. : 1 | shop for same 32 12.80
other brand of Washing machine.
brand
Thus, it can be seen that, the majority i.e.39.2 of | 2 Pl?rsgﬁggee the 23 09.20
the sample rural consumer respondents are pref B 0
LG washing machine. 3 rop the 30 12.00
purchase
4 Purphase another 108 43.20
available brand
5 Dep_end on trader 57 22 80
advise
Total 250 100

Source: Primary data
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It can be observed from the above table Out of
the total 250 sample rural consumer respond
behaviuor in case of non availability of their fawe
brand of washing machingt, is 43.20 ¥ are of the
respondent®urchase another available bran2.80 % are
of the Depend on trader advise, 12.80afé of thery at
another shop for same brand, 12.0@&fé of theDrop the
purchase and remaining 9.20 &be of the responder
postpone the purchase of washing machine.

Thus, it can be seen that, the nmiyoi.e.43.20 ¢ of

the sample rural consumer respondentsPurchase
another available brand in case of ravailability of

their favorite brand of washing machi

FINDINGS

From the study, it is found that the

» the majority i.e 66.00 %of the sample ural
consumer respondents are male.

» the majority i.e. 42 % of the sample rur
consumer respondents are from the age grot
20 to 30 years.

» the majority i.e. 38.00 %of the sample rur¢
consumer respondents are gradu

» the majority i.e. 48.80%of the sample rural
consumer respondents are agricultui

» the majority i.e. 35.20 % of the sample rt
consumer respondents are from the Below
5000 Income Group.

» the majority i.e. 39.20 % of the sample rt
consumer respondents are preferred LG was
machine.

» the majority i.e. 30.80 % of the sample rt
consumer respondents are believe that the
effective factor is promotional offer fi
purchasing to washing machine.

» the majority i.e. 43.20 % of the sample rt
consumer respondents arurchase ¢other
available brand in case of nawailability of their
favorite brand of washing machine.

SUGGESTIONS

> In the study, promotional offer is the top m
factors Influencing on the brand preference
purchasing washing machines. Theref
marketers Isould formulate their marketir
strategies with due consideration for these fa

» The Majority of respondents aRurchase anothi
available brand in case of nawailability of their
favorite brand of washing machine. T
manufacturers can take good Isures to
distribute their brands in all places of Palan

taluka and in particularly to distribute their bde
in rural areas.

» It was found that the majority of the sample rt
consumer respondents are from the Below
5000 Income Group. Hence, it iuggested that
proper steps could be taken by the manufactur
reduce the prices of washing machine. If they
so, it can be expected that more number of Ic
class people may come forward to buy m
products. Turnover of washing machine may
increased.

Majority of the sample respondents preferred
washing machine. So the manufacturers mus
their level best to keep up their reputat

CONCLUSION

Consumer behaviour consists of all human behay
which reflects in making purchase decisiolAn
understanding of the consumer behaviour enabl
marketer to take marketing decisions which

compatible with its consumer needs. One of the |
important areas for marketers to understanc
planning their strategies is how families reachirt
purchase decisions. The present study highlights
various factors affecting on brand preference d&
consumer behaviour towards the brand preferen
washing machine in rural area of palanpur talukee
findings of the study will enable the marke to lay
an emphasis on an effective marketing of prod
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