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Abstract: In this dynamic world the behavior of ceamers varying day to day. This research studyasdd on the consumer’s
perceptions, buying behaviour and satisfaction detconsumers in Indian market. The Indian consumease known for the

high degree of value orientation. India is an atittive market however, the per capita income in lads low and it remains a
huge market, even for luxurious products. Consunteghaviour is difficult and very often not consideteational. The recent

trends which are found in the Indian market are @ddrity influence, online shopping, free gifts andsdounts and also for
popularity of eco-friendly products.
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. INTRODUCTION

With the increased penetration of internet i.eraglihg, e-shoping, online buying and social metha, buying behaviour of
Indian consumers has changed drastically. Accortting2007 report by McKinsey & ColIndia is set to grow into the fifth
largest consumer market in the world by 2025. s #tenario, creating consumer loyalty is now agbgy challenge. These
demographic shifts have also created the needefmtels who can keep pace with change and identifyamd predict future
products demand. The Indian consumer scenarioggtmt has caught the attention of the rest ofwiwdd. What has emerged in
this consumer scenario is the fact that there ishmmore homogeneity in the market than ever befiorethe first time some
patterns have begun to emerge in consumer behavibarindian consumer is also maturing fast angpgrading within product
segments at a pace that consumer companies agglstgito keep up with. The mobile phone categaraiclassic example,
where individuals across segments are constantinpdo the next price level as soon as they masetechnology of their
current cell phone. There is a growing realizatiohay that it is easier to compete in the smatiemts because many of the big
brands and their marketing managers and sales tdanismake the effort to travel there. Anotherfshias been the changing
dynamics of rural migration to urban.

Il OBJECTIVES OF THE STUDY

The major purpose of this study is to recognizedliiferent consumer types & communicate accordin@tudying factors
influencing consumer’s buying behavior was onehef tnajor objectives. To understand buying behavdbeonsumer decision
making process and besides these identifying virategies the marketer can adopt to influence gmswemer buying behaviour.

M. RESEARCH M ETHODOLOGY

This research study is based on the consumer'&ptoas, consumer buying behaviour and satisfacifotihe consumers in
Indian market. It involves the use of “Survey Mathdfor the collection of quantitative data. The refard structured
guestionnaire was used to conduct this study. Tlestipnnaire consisting questions measured genersumers’ knowledge
about different brands, awareness of eco-friendbglpcts, trust in performance of products they aog their willingness to pay
more for those products. The second part of thesttprenaire consisted of a 5-point scale, used foe® and assess factors
influencing consumer buying behaviour and consulmering decision process. The survey scale consistegleven items.
Scores on the scale items varied from a low oél1strongly disagree to a high of 5 i.e. strongjsea, with disagree, neutral, and
agree as interval points. The questionnaire alsludied general demographic questions such as agdgegeducation. The age
group of sample from 15 years to 60 years. Samipke was 80, questionnaires were distributed to raveoiently generated
sample and 69 total questionnaires were returnéd aviesponse rate of 87.25 per cent. The natignafiSample was Indians,
mainly residents of Ahmedabad Gujarat.
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V. PRESENT TRENDS IN M ARKETING STRATEGIES

ONLINE BUYING:

Presently, the most suitable marketing strategigsiGable is online marketing through internet hesmit has been seen that
the Indian consumers are purchasing products otiirmigh various online vendors for example ; @sthCDs/VCDs/DVDs,
cassettes, books, magazines, medicine and eduglati@terial. The popular online shops in India udd: www.flipkart.com,
www.mitra.com, www.homeshop18.com etc.

IMPACT OF CELEBRITY :

Today increasing the use of the visual media bewgmiore popular the use of celebrities in the T\dimédnas increased. It is
not surprising so that using celebrities in adegertients has become common practice. Consumeradikatisements more if
they are admirers of the celebrities in the adsentients. Celebrities may also help reposition prtsdu

QUALITY ORIENTED BRAND STORES:

Indian consumers looking for quality choose expem$irands as they feel that price is an indicat@uality. However, in the
absence of well known brands in selected produmggaconsumers are likely to take cues from welldished retail outlets
hoping that these outlets carry quality productsal@ative outlets play an important role in infheing consumer buying
behavior.

FREE GIFTS, SAMPLES AND DISCOUNTS:

Indian consumer purchasing behaviour is affectettdépbies. Freebies are consumer products giverafseifts for purchasing
selected products above a certain value. To inerdassales volume the sellers use these strategigsoviding discounts, free
other products, guarantees, warranty, discount @agigtc. TVs, washing machines, refrigerators, @adlymade clothes are
some of the product categories in which freebiesgaren to Indian consumers.

GREEN PRODUCTS:

The environmental awareness in India has startiedttafg marketing of products based upon their feemdliness or green
products. In general, Indian consumers are likelgurchase environmentally responsible productspactts. Consumers in India
are taking lead in prompting manufacturers to adegtinologies to produce eco-friendly productsreeg products.

DYNAMIC LIFE STYLE:

The Indian consumers have become much more opesechidnd experimental in their perspective. Therendss an
exponential growth of western trend reaching thdidn consumer by way of the media and Indians wagrldabroad. Foreign
brands have gained wide consumer acceptance ia, Itidiy include items such as; Beverages, Paclad] fReady to eat food ,
Precooked food, Canned food, Personal care prodéatdio/video products, Garment and apparel, Featw Sportswear, Toys
and Gift items .

V. CONSUMER M ARKET : A TRENDY VIEW

Now with the changing consumer perceptions andutiaol of technology, the seller's market is slowhoving towards
becoming the buyers’ market. Since, India’s ecomoliieralization policies were initiated in 1991yedto this many new
enterprises with new product offerings have entéhedindian market and product variety has alsoe@msed manifold. Import
licensing restrictions are being eliminated andftasignificantly reduced and this has led to &rgnge of consumer goods made
available in India. Indian consumers have alwayfgored foreign goods and with the liberalizatitey now have a choice of
foreign products.

Page? of 3
2014, RHIMRJ, All Rights Reserved IS@BU9-7637 (Online)



4<. RESEARCH HUB - International Multidisciplinary Research Journal
2 Volume-1, Issue-4, November 2014

VI. CONSUMER BEHAVIOR WITH RESPECT TO SPENDING ON BUYING

The way Indian consumers are spending their momeyaoious items has changed in recent time. Faaruthdia, per capita
30 days’ consumer expenditure was split up intalf@nd for non-food. Food expenditure includesasrand cereal substitutes,
milk, milk products, vegetables, edible oil anderth Non-food expenditure included fuel and ligintgl clothing, footwear and on
other non-food expenditure. In India, the higherime group spends more amount of their income muryugoods and trendy
products than fact moving consumer products. Thdellaiincome group spends more on consumer expesxitizin the rich.

VII. FINDINGS AND SUGGESTIONS

Consumers undertake difficult buying behavior whéey are highly involved in a purchase and perceaignificant
differences among brands. Consumers are highlyliedowhen the product is expensive, risky, purctiasérequently, and
highly self expressive .Thus consumer will havg@ass through a process of learning, first devetppieliefs about the product,
then attitudes, and then making a thoughtful pwsehzhoice. They need to help consumers learn givoduct-class attributes
and their relative importance, and about what tmapgany’s brand offers on the important attribuiEsey must motivate store
personnel and the consumer’s associates to influtrefinal brand choice. After the purchase, coresg might experience post
purchase dissonance when they notice certain linits of the purchased carpet brand or hear fal®things about brands not
purchased. To counter such dissonance, the masketiéer-sale communications should provide evigeand support to help
consumers feel good about their brand choices.vigéd® is usually more effective than print mediachuse it is a low-
involvement medium suitable for passive learningarkéters can try to convert low-involvement produéhto higher
involvement ones by linking them to some involvisgue.

VIII. CONCLUSION

From the view point of market, people of India cois different segments of consumers, based os,déeatus, and income.
An important and recent development in India’s ewnarism is the emergence of the rural market andenhdor eco-friendly
products for various consumer goods. India is a&fieial market even though the per capita incomindhia is low and it remains
a huge market, even for luxurious products. Thailess should spend on extensive marketing straseduring recession. They
should also indulge in cost cutting, reach thestemers, target markets, build long term relatigpshavailable at all hours, low
cost for inventory, and increase sales promotidreses. Lastly, creating value along with deliverdgight to the customer is
what is most important. We live in a digital eradahus need to keep pace with new trends in thlsmedia. The Internet has
become the first medium in history to allow for quex interaction between networks of people viagbaok and YouTube,
amongst many more. In a frequently varying socigtgre citizens are more proactive and have bettss to information, and
where new norms are created over time, many clyggdkervolve that we need to keep up with for undadshg our citizens.
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