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I. Introduction 

Buyers connect product and seller to consumer in day-to-day life. Buyers play all types of role such as consumer 

and customer. The importance of buyer is more when compared to consumer because purchase is the first process 

takes place, which need to be carefully rendered. If proper product is purchased, the consumer will not face any 

problem with product. This study examines the knowledge of buyers on purchase of products in Dindigul district 

of Tamil Nadu.  

Buying is the most cautious process, which is connected with many careful decisions that should be taken instantly. 

For instance, a person is purchasing a medicine; he should go through many particulars of the package to make sure 

that he is buying a right medicine as prescribed by medical practitioner. Purchase of consuming goods is highly 

sensitive, which may even cause death if consumed wrong.  

 

II. Review of literature 

Buyer is the first person in the consumption chain who will purchase a product and put to use. Companies target to 

retain existing customers and pull in the customers of rivalries [1]. In Morocco, the consumption of luxury good is 

witnessed more than essential good, which is because of their exposure towards international trade and high 

liberalisation. Each person has a purchase intention and there is no way for impulsive buying [2]. Online buying 

process is totally different than conventional buying. For online buying, the seller will fix a strategy to customise 

each product according to a customer's requirement, which is not so possible in conventional selling, so the seller 

should carefully render the service to retain the buyer for a long time [3]. Non-consumable goods are also carefully 

purchased in some countries, especially like China, which considers such products as prestigious [4].  Consumer 

does not directly interact with salesperson but buyer will interact because consumer is the end-user of the product 

that has contact with buyer or customer only unless consumer itself is a buyer [4]. Buyer should focus on purchase 

of green products that are eco-friendly, which saves the environment from lots of pollution and toxic extractions 

[5]. If the seller does not sell a product as per buyer's need, the relationship between seller and buyer would not be 

strong and there is a more chance for product switchover by buyer. The understanding and buyer and seller should 

be more so that seller will offer products and services with good quality and care and the buyer will pay accordingly 

[6]. People nowadays are aware of brand and their purchasing pattern bets altered according to the availability of 

brand. Sometimes, people may postpone their purchase for non-availability of a branded product. Especially 

provision goods purchased by homemakers for cooking and consumption will have more brand domination. If a 

particular product that is purchased every month and not available in a particular month, people will wait for that 

product even for a month instead of switching over to a similar product [7]. Whereas compulsive products does not 

have brand consciousness because people are getting attracted towards a product that is displayed in a shop and buy 

it even if they do not know whether the product is useful [8]. The younger population is more than half in India, 

whose intention on green products is studied by Reference [9], which has showed a significant relationship with 

buying intention, where youths are very concerned on buying green products instead of products that are harmful 
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to the environment [10]. From the lights of the above reviews, it is found that identifying buyers knowledge on 

product purchase is subject to change in between every buyer and the seller should act accordingly. 

  

III. Methodology 

Dindigul district is selected as population of this study because it connects all the major cities of Tami Nadu and a 

district that have lock making, leather, textile spinning, administrative services, agricultural trading, banking, 

agricultural machinery and educational services.. The sample size determined for this study is 200, derived from 

the formula of Reference [11] with a margin of error of 0.069. Primary and secondary data were used where the 

former was collected through survey method using questionnaire and interview schedule and the latter was collected 

through e-papers and newspapers using published and unpublished sources. Descriptive research was used for 

descriptive statistics method.  

 

IV. Results and discussion 

This study took factors that analyse buyers' knowledge on product purchase. The descriptive results were illustrated 

in Table I. 

 

Table I Factors to analyse buyers' knowledge on product purchase 
Factors Respondents % 

Purchase of product with bill Always 12 6.00 

Sometimes 49 24.50 

Never 139 69.50 

Check quality marks in product (ISI, AGMARK, FPO, etc.) Always 33 16.50 

Sometimes 74 37.00 

Never 93 46.50 

Check expiry date Always 26 13.00 

Sometimes 76 38.00 

Never 98 49.00 

Read instructions before using a product Always 27 13.50 

Sometimes 50 25.00 

Never 123 61.50 

Purchase of product within MRP Always 112 56.00 

Sometimes 67 33.50 

Never 21 10.50 

Source: Primary data 

  

In Table I, there are five general core factors found to identify the knowledge of buyers in purchase of products 

especially consumables and medicines. The prime factor that every buyer should take care is bill of any product. A 

bill of any product consists of shop name and address where the product is purchased, date of product purchased 

and description of product with quantity and price. With that bill, any consumer can sue against fraud sellers and 

manufacturers. In this study, only 6% claimed to avail bill on purchase of product, which is very less. Online 

purchases are generating bills compulsorily to avoid any discrepancies.   

Another important factor to focus is checking quality certification marks in any product that has fulfilled the 

standard of quality and that can be consumed with safety. Some of the familiar quality certification marks are ISI, 

Agmark, FPO and Hallmark. Product without certification mark cannot be trusted and admitted as standard product. 

In this study, 16.5% respondents said that they check for quality marks in product. To differentiate vegetarian from 

non-vegetarian product, manufacturers give a symbol with colour. If the colour is green, the product is vegetarian 

and if it is red, then it is non-vegetarian.  

A mandatory factor that should be considered by every buyer is to use product before expiry date. Hence, buyer 

should check the expiry date on any product purchase to make sure, he does not purchase a product that is in 

unusable state. In this study, only 13% respondents accepted that they always check date of expiry on buying the 

product.  

Longevity of product is guaranteed when it is used according to the instructions of manufacturer. This statement is 

suitable for durable and electronic goods. When it comes to consumables, buyer should follow the directions of the 

product usage mentioned in the package for optimal outcome. In this study, only 13.5% respondents found to be 

following the instructions on buying product. 

Maximum Retail Price (MRP) is the maximum price fixed for product, which is the ceiling price for any seller, 

who should sell within that price. People should be aware of buying product that are below or on par with MRP, 

which is possible through price tag. Some unscrupulous sellers replace the actual price tag with their revised price 

tab and exploit all the customers. So people should be aware of such sellers. This factor resulted with more 

respondents responded that they always purchase product within MRP rate. From the results in Table I, most of the 

respondents in all the factors responded that they never consider bill, quality marks, expiry date, instructions and 

MRP while purchasing product. 
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V. Conclusion 

From the lights of results, it is found that buyers of Dindigul district are lacking knowledge of core factors that are 

assigned in this study.  Especially factors like bill, checking quality marks, checking expiry date and reading and 

following instructions of product do not hold even half percentage with knowledge, which will create an entry for 

all sub-standard products in the market. It will spoil people health and exit of all brands that sell the products with 

superior quality. People should stick on with the Latin quote "Caveat Emptor", which means 'Let the buyer beware'. 

Government are undergoing with steps to eliminate sub-standard products in the market but some manufacturers 

who miss from the eyes of government sell their product to the less-knowledgeable people and withstand in the 

market for good profit. It is the duty of buyer to carefully scrutinise the product before they buy. This type of study 

can be further extended to other neighbour districts of Tamil Nadu and comparison studies can be done between 

districts to test the knowledge level of each district. Factors can be focused to particular type of good like electronic 

to know the knowledge of that type in-depth. 
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