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Abstract: This paper elucidates the perception of buying behaviour, factors of product preferences and product 

switch-over among women consumers in Vellore district of Tamil Nadu. To conduct this study, 300 respondents 

from 20 village blocks of Vellore district were selected using stratified random sampling as the technique and 

descriptive sampling as the design. It was resulted that customers consider discounts and supplements more than 

brand and price and they switchover to new products because of unavailability and change in taste and 

preference. It was suggested that there is still a necessity to upgrade the standard of the people in many aspects 

like education, occupation and level of income, which shall help them to compete with the neighboring cities on 

living standards. 
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I. Introduction 

Popular cultures, emerging trends and seasonality have provided unparalleled opportunities for consumers to 

choose between different products and services to satisfy their needs and to express their individuality. Previously, 

the consumer buying behaviour was limited by budgetary constraints and their buying seemed to have a small 

impact on their daily life. The income, access to information and competition empowered the consumers to demand 

the market to meet more of their expectations. Current consumption patterns have changed and evolved among the 

consumers, who are keenly aware of market trends and the information for them is easily accessible through 

different information channels such as newspaper, television and internet. 

The researchers and marketers have presented their views on consumer buying behaviour in numerous ways and 

those studies are dynamic, constantly changing and evolving over the time. However, such studies are limited to 

specific periods of time, products and people. Therefore, a few products have become successful in a particular 

period and/ or in a particular region. Marketing efforts are focused on consumers’ consumption of products, 

services, activities and ideas. It is important to know how the consumer reacts towards price, features and 

advertisements for different products’ in order to ensure a strong competitive advantage. The manner in which a 

consumer buys is also extremely important to the marketers, it is related to the understanding of the set of decisions 

such as when, what, why, how often, and how much a consumer makes over the time. 

The Indian urban woman is considered as a dynamic partner in her family. She is the deciding factor and a 

purchasing agent in the family. She has acquired a place in the society by virtue of her education and employment. 

The Indian manufacturers realize the need and benefits of women consumers and hence they try to communicate 

and convince her through all feasible media. They plan the marketing strategy to attract this segment by satisfying 

their needs and to retain them. Young women, especially college going students and housewives, are under 

homogeneous market segment. The population of women consumers is a growing segment in the consumer market. 

There are two major components of a feasible market segment, money and interest; however, the availability of the 

information about these segments and the attention received from the marketers are limited. The objective of this 

study is to elicit the factors related to preference and switchover of products. 

 

II. Review of Literature 

Every person in an economy is playing a role as buyer at one point of life time. The purpose of an individual buyer, 

who is purchasing provisions for his / her home, shall differ from a buyer, who is purchasing raw materials for 

manufacturing a product. They differ on socio-economic status, shopping behaviour and their personal 

characteristics [1].  The buying behaviour of women is different from men because they are found to be obsessed 

with the products like apparel and cosmetics. For instance, an exploration is made by Reference [2] on the Indian 

female consumers buying behaviour to understand the key factors of branded clothing which are influenced the 

female consumers’ involvement towards stylish branded clothing. The author noticed that there is a complete 

awareness of branded apparels amongst females and their shopping behaviour reflected to buy these products 

occasionally. It is observed that price and income levels are significant but it is further found that status, durability, 
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and celebrity endorsement are insignificant; hence, it is ignored by apparel retailers in their efforts to tap and capture 

the market. A similar study is conducted by Reference [3] to know the effect of perception on female consumer 

buying behaviour in urban India and the role of fashion involvement of affluent female consumers and their apparel 

purchase behaviour are also examined. Price and quality are found as vital factors on product purchase. But this 

study showed that women consumers are not consuming the product or availing the service which has higher price 

and better quality. Another study is conducted and the factors are examined which are associated with the buying 

behaviour of young female students of fashion apparel in Denmark cities namely Aarhus, Copenhagen, Aalborg, 

and Herning [4]. Their purchasing criteria are based on the price, comfort, good design and good quality. The brand 

is not considered as an important factor for buying clothes, rather, it is found that the uniqueness in the design is a 

prime motivation for students and they had self confidence in their own sense of style. But, when Reference [5] 

examined the women consumers buying behaviour and the factors influencing the selection and usage of particular 

product in Nanded city, Maharashtra State, their study stated that majority of women consumers are well aware of 

different brands and characteristics of durable products, which are available in the market and they prefer authorized 

dealers to purchase those durables. Cost consciousness, quality consciousness and awareness of consumer product 

lead to changes in women environment with the help of their increasing education level and the growth in media 

has also contributed to their development.  

An investigation is undertaken by Reference [6] about the relationship between purchasing involvement, influence 

of women in the family and purchase decision making of durable goods in Chennai city of Tamil Nadu State. 

Consumer durables like television, refrigerator and washing machine are chosen for the study. The author assessed 

eight key purchasing involvement factors of women such as prudence, shrewdness, price consciousness, hassle-

free nature, coolness, triviality, apathy and brand insignificance. Based on these involvement personalities, it is 

found that women are more knowledgeable in many of those areas which increased their involvement in the family 

purchase decision making process on durables. The consumer preferences for brand extensions in the Indian market 

are determined by Reference [7] and showed that, there is a significant difference between users and non users of 

brand extensions based on the following four factors namely, cognitive mechanism, quality of the parent brand, 

price of the extended brand and parent brand associations. The reviews stated clearly that the product they select to 

buy decides the buying behaviour of women consumer. The focus of existing reviews is on the buying behaviour 

and brand preference on different products and services.  

 

III. Methodology 

This study is purely descriptive in nature where survey was conducted using questionnaire and interview schedule 

among 200 women consumers in the study area. Using stratified sample method, 20 village blocks of Vellore district 

were selected by collecting 10 sample from each block. Frequency distribution with percentage analysis and 

weighted average method was used for data analysis. 

 

IV. Results and discussion 

A. Demographic status of the respondents 

This study consists of 200 women consumers as respondents, whose demographic status was displayed in Table I 

that consists of age, educational qualification, occupation and income as demographic variables. 

Table I Demographic status of the respondents 
Demographic variables Frequency % 

Age  18 to 25 34 17.0 

26 to 35 61 30.5 

36 to 45 46 23.0 

46 to 55 41 20.5 

55 and above 18 9.0 

Educational  

qualification 

Schooling 78 39.0 

Under Graduation 44 22.0 

Post Graduation 28 14.0 

Professional qualification 4 2.0 

Others  46 23.0 

Occupation Salaried 58 29.0 

Business owner 6 3.0 

Profession  4 2.0 

Others  132 66.0 

Income Less than Rs.5,000 145 72.5 

Rs.5,001 to Rs.15,000 46 23.0 

Rs.15,001 to Rs.25,000 3 1.5 

Rs.25,001 to Rs.35,000 4 2.0 

Rs.35,001 and above 2 1.0 

 

In Table I, the demographic status of women consumers were found from which, 30.5% are in the age group of 26 

and 35, more respondents (39%) were qualified upto schooling and 23% were illiterates and dropouts. Occupation 
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status found that 66% respondents were found in 'others' category, who were illiterates and people who work for 

daily wages. Similarly more number of respondents (72.5%) are earning less than Rs.5,000 per month, which also 

include no income category. 

B. Preferring a product for purchase 

To purchase a product, an individual depends on many factors and is influenced by five factors. Based on the buying 

behavior, a few important factors like brand, quality, price, discount and gifts are selected and ranked by weighted 

average method. Through this method, it is possible to know the respondents preference to each factor and which 

factor is considered as most significant as well, which is found in Table II. 

Table II Product preference ranking 

Particulars 
Ranks 

W W% Rank 
I II III IV V 

Product  

preference  

factors 

Price 44 73 49 28 5 477 18.39 IV 

Quantity 37 50 71 28 15 534 20.57 III 

Brand  114 51 20 10 5 342 13.17 V 

Discount 41 37 27 42 53 630 24.27 I 

Supplement 43 40 30 37 51 613 23.60 II 

Total 2596 100.00  

From Table II, it is found that discount and supplement is more considered by the respondents when purchasing 

a product. Sellers psychologically grab customers through discounts and supplements, which make customers to 

giveup price, quantity and brand. 

C. Switchover from existing to new product 

An instance or an act of changing from one product to another can be called as product switch-over. A consumer 

switch-over from an existing product to the new one due to many reasons like desire of brand switching, increase 

in existing product’s price, defect in the existing product, non-availability of after sales service and no warranty for 

existing product. These reasons are considered as factors that lead to product switchover. These factors are ranked 

to know the reasons for switching over to other product. Table III represents product switchover factors. 

 

Table III Product switchover ranking 

Particulars 
Ranks 

W W% Rank 
I II III 

Product  

switchover 

factors 

Try new version 93 129 78 585 34.38 II 

Increase in existing product's Price 164 96 40 476 27.98 III 

Unavailable 94 72 134 640 37.62 I 

Total 1701 100.00  

From the results of Table III, unavailability is the major reason for switching over to a new product and also to 

try out the new version of existing product, which will be available in a same brand or in a different brand with 

additional features.  

V. Conclusion 

The present Indian economy has no difference in living standards of different class of people in different regions. 

Even the not so wealthy consumers are able to purchase something new, which exhibit their position in the wealthy 

tradition. An instant delight is gained by a consumer by purchasing an expensive item to improve his/ her social 

status. As it is found that Vellore district is getting changed due to multiple influencing factors, where the people 

mostly prefer cash purchases; they approach the authorized service centres at maximum in case of defect in the 

product, checking the quality standards on purchasing a product and expiry date as well. Though there is a 

development in the buying behaviour of the women consumers in Vellore district, there are some factors which still 

need to nurture, so that there is a chance of competing with nearby cities on the basis of living standards of the 

people. It is also found that there is still a necessity to upgrade the standard of the people in many aspects like 

education, occupation, level of income, especially in case of women living in Vellore district. 
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