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Abstract - This critical study is an attempt to analyse the factors influencing decision of consumer in regard to various

durable and non-durable goods. Durable goods are those goods which are not purchased frequently while non-durable

goods are purchase frequently. It is very important to know factors for the company to apply their marketing strategies

effectively. In this study various factors are analysed to know the factors effecting. For the purpose of study primary data

have been collected with the help of questionnaire and various statistical tools have been applied. Our finding suggested

that consumer decisions are influenced by various personal factors.
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l. INTRODUCTION

This is very important in changing and dynamic business
environment to understand the power of retailers and demand
of customer which is growing and expanding day by day in
market. this study tries to examine the relationship of
customer’s demand and retailer’s capability for the success
and survival of business. In today’ competitive world every
customer is targeted by mass marketing companies and
media which may change the way of thinking of customer
through their emotions, wants, needs and level of demand.
Now a day’s businessman are spending lot of money on
conducting research to know the factors influencing
consumer decision making regarding the product or service
choice.

Every marketer must have knowledge and clear strategy
which is totally based upon the various factors or reasons for
consumer why they purchase or repurchase the product and
service and influences their intention of brand preferences.
There are various factors which influences the consumer
decision making process such as personal factors, social
factors and factors related to the product. Factors related to
the product or service are controllable in nature and can be
controlled or understand by companies in term of brand, how
the product is difference from others, but they cannot control
the purchasing power of customer but they need to
understand and must have idea about the purchasing power
of consumer. Marketer must also know the what are the
factors which influences the brand loyalty which may
influence repurchase of product. This study is focused to
understand the various factors which may influence the
consumer decision making. We have considered the social,
personal and psychological factors as independent variable
and consumer purchase as dependent variable.

Social factors: These factors play very important role in
purchasing of an individual. Everyone is surrounded by some
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factors such as culture, social status and many more which
influences. So we need to understand all these.

Personal factors: Personal factors are also very important
because these factors helps to decide what to buy, where to
buy, when to buy, how to buy, how much to buy, these things
are determined by various personal attribute of an individual
like age, sex, education, occupation, life style and
personality.

Psychological factors: Psychological factors are those
factors which are related to an individual mind set. Every
individual takes decision according to their mind set which
is included of motivation, perception, learning attitude and
what they believe and think.

Remaining part of this study includes brief review of
literature followed by hypothesis formed to examine the
impact of various factors on consumer decision making,
second last part show results and discussion and last part
conclude the study.

1. REVIEW OF LITERATURE

This study tries to examine the effect of various individual
related factors which may influence the decisions of
consumer relating to purchase of product and service.
(Wright 2006). During purchase of any product consumer
always worries about available alternatives which are very
less and they have to select from them, this also influences
the decision making of consumer in regard to the product and
services (Solomon 2004). Kotler&Armstrong (2010)
concluded through their study that decisions of consumer are
always affected by their attitude towards particular brand
some time their behaviour is also influenced by other’s
attitude who are related with them somewhere and strategies
of marketer also influences the decision making of
consumer. McKinsey said that the way of communication is
now changed from market to consumer now it became
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consumer to marketer and marketer to consumer so there is
need to understand the demand and need of consumer about
particular brand and their mind-set about the brand and
product (Court et al., 2009). Various studies also suggested
that perception about the employees working in retail store
also influences the consumer decision making (Hu and
Jasper, 2006). Study of (Kinney et al., 2012) concluded that
Indian consumer not only concerned about the price but also
looking for the balance of quality and price both. Consumer
decisions are based upon quality, price, quantity, reliability
and convenience. These factor not only create positive
perception about the product but also helps in improving
bonding between consumer and company (Kacen et al.,
2012).

It is very important that social media is not a single factor
which influences the decision of consumer but also there are
many factors such psychological factors which have great
impact over consumer decisions (Johson W., 2014). Study
conducted by (Walsh, 2016) concluded that now consumer
is comparing the brand with all available brands in global
market so it became important for the marketer to sell those
products which are reliable, authenticate more. Hoyer (1984)
concluded that during repeated purchase of product very less
consumer preferred to take pain during their purchase usually
consumer prefer to purchase product or their choice of brand
is dependent upon their need and decisions are very quick in
regard to purchase.

Based on the above discuss following hypothesis have been
formed-

HI1: consumer’s purchase intention is significantly
influenced by brand name.

H2: consumer’s purchase intention is significantly
influenced by quality of product.

H3: consumer’s purchase intention is significantly
influenced by packaging of product.

H4: consumer’s purchase intention is significantly
influenced by pric.e of product

HS5 consumer’s purchase intention is significantly influenced
by advertising.

1. METHODOLOGY

Design of Research: This study tries to examine the effect
of various factors related to the individual consumer on
consumer’s decision making. For the purpose of study data
have been collected through questionnaire and based upon
descriptive study and survey method.

Data collection tools: Basic tool of collecting data is
guestionnaire which is based upon five-point Likert scale
scale (from 1= "completely disagree” to 5= "completely
agree") is used.
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Data analysis and results:

For testing the hypothesis, we used multiple regression
method as a statistical tool and various other methods are
also applied.

Table 1 Responses of Respondents

Factor Influence Do not influence
Brand Name 78% 22%
Quality of Product | 65% 35%
Product packaging | 45% 55%
Product price 7% 23%
Advertisement 23% 7%

(Computed by Author)
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Above figure describes the responses of respondent. Our
results indicate that consumer decision in regard to the brand
or product is influenced by brand name is 78% while 22%
said that there is no influence of brand name on purchasing.
65% respondent said that quality of product influences their
decision while 35% replied negatively. Product packaging
influences decision by 45% and product price which is very
important element in choice of product influences by 77%
and 23% respondent said that their decision is influenced by
advertising of product.
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Above discussion indicated that our alternative hypothesis is
not rejected because all the factors influences consumer
decisions.

Table 1 Results of Multiple Regression

model B SE Stand. T-value | Sig
Coeff.

Const. 720 114 .001
packaging | .032 .041 .035 5.820 421
Brand 134 .051 134 .678 .020
name

price 074 .041 .099 2.458 .048
advertising | .173 .047 .225 1.760 .001
quality .335 .052 .370 3.514 .002

(Computed By Author)

Above results of multiple regression states the results in
regards to hypothesis. Our first hypothesis that there is
impact of brand name on purchase intention of customer.
Statistical analysis in regard to this hypothesis, beta
coefficient between two variables is 0.134 and the
significance between two variables is 2.45 indicate that there
is positive and significant relationship. Second hypothesis is
describing the relationship of quality of product and
consumer decision making and results indicates that quality
of product influence the consumer intention of purchase and
statistical result supported that beta coeffiecient is .350
between the variables and the level of significance is 6.4
which shows the positive and significance impact of
independent variable and dependent variable.

Third hypothesis explains the relationship of product
packaging and decision making of consumer. Our results
indicate that there is no positive and significance impact of
product packaging and decision making of consumer.
Statistical beta coefficient is .035 and level of significance is
6.778.

Fourth hypothesis describes the relationship of product price
and purchase intention of customer. Our results indicate this
hypothesis is rejected and states that there is no impact of
product price over purchase intention.

Fifth hypothesis explains relationship of advertising and
purchase intention. Statistical results indicate positive and
significance relationship and impact of advertising on
purchase intention of the consumer.

V. SUMMARY AND CONCLUSION

Findings of the study states that there is significant and
positive relationship of various factors including product
price, product advertising, product packaging, product brand
and quality of product. All the selected independent factors
are very important for the individual to decide the purchase.
Further other variables can also be selected as independent
variable to study the relationship with individual buying
behaviour.
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