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ABSTRACT

This study investigates the influence of key marketing and social factors on consumer buying
behaviour of durable goods, with particular emphasis on price perception, product features, after-sales
service, promotional activities, and social influence. Durable goods, characterized by their long lifespan
and higher financial commitment, require consumers to engage in more complex decision-making
processes. Therefore, understanding the determinants that shape purchase behaviour is crucial for both
marketers and manufacturers.

The research is structured around a set of hypotheses designed to examine whether these factors
significantly affect consumer buying behaviour. Price perception is considered a critical determinant, as
consumers often evaluate the value-for-money aspect before making high-involvement purchases.
Product features, including quality, functionality, and innovation, are also assessed for their role in
influencing consumer preferences. Furthermore, after-sales service is analyzed as a post-purchase factor
that can enhance satisfaction and foster repeat buying behaviour.

In addition, the study explores the impact of promotional activities such as advertising, discounts,
and brand communication strategies in shaping consumer awareness and purchase decisions. Social
influence, including peer opinions, family recommendations, and societal trends, is also examined to
understand its effect on consumer choices in the context of durable goods.

The study adopts a quantitative research approach, collecting primary data through structured
questionnaires and analyzing the relationships using statistical tools such as correlation, regression, and
hypothesis testing. The findings are expected to reveal whether these variables significantly influence
consumer buying behaviour and to what extent they contribute to purchase decisions.

The results of this study will provide valuable insights for marketers in designing effective pricing
strategies, enhancing product features, improving after-sales services, and implementing impactful
promotional campaigns. Additionally, understanding the role of social influence will help businesses tailor
their marketing efforts to align with consumer expectations and behavioural patterns. Overall, the study
contributes to the existing body of knowledge by offering a comprehensive analysis of the factors
influencing consumer buying behaviour in the durable goods sector.
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1. INTRODUCTION
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In today’s highly competitive and dynamic marketplace, understanding consumer buying
behaviour has become a critical area of focus for marketers, manufacturers, and researchers alike [1].
The rapid advancement of technology, increased availability of information, and growing consumer
awareness have significantly transformed the way individuals make purchasing decisions. This
transformation is particularly evident in the case of durable goods, which include products such as home
appliances, electronics, automobiles, and furniture [2]. Unlike non-durable goods, durable goods involve
higher financial investment, longer usage periods, and greater perceived risk, making the decision-making
process more complex and deliberate [3].

Consumer buying behaviour for durable goods is influenced by a combination of economic,
psychological, and social factors [4]. Among these, price perception plays a vital role, as consumers tend
to evaluate the cost of a product in relation to its perceived value and benefits. A favorable price perception
can enhance purchase intention, while a negative perception may lead to hesitation or rejection. In
addition to price, product features such as quality, durability, design, and technological innovation
significantly impact consumer preferences. Modern consumers are increasingly inclined toward products
that offer advanced features and superior performance, thereby elevating their overall satisfaction [5].

Another crucial factor influencing buying behaviour is after-sales service. Given the long-term
usage of durable goods, consumers expect reliable support in terms of installation, maintenance,
warranty services, and customer assistance [6]. Effective after-sales service not only enhances customer
satisfaction but also builds trust and long-term relationships between the brand and consumers.
Conversely, poor service can lead to dissatisfaction and negative word-of-mouth, ultimately affecting
future purchase decisions [7].

Promotional activities also play a significant role in shaping consumer perceptions and behaviour.
Marketing strategies such as advertising, sales promotions, digital campaigns, and brand endorsements
help create awareness and influence consumer attitudes toward products [8]. In the digital era,
promotional efforts have expanded beyond traditional media to include social media platforms, where
consumers are exposed to a wide range of information, reviews, and recommendations [9] [10].

Furthermore, social influence has emerged as a powerful determinant of consumer buying
behaviour [11]. Family members, friends, peer groups, and online communities often influence purchase
decisions, especially in the context of high-involvement products like durable goods. The opinions and
experiences shared by others can either reinforce or alter consumer preferences, highlighting the
importance of social dynamics in the decision-making process [12].

This study focuses on examining the impact of five key factors—price perception, product features,
after-sales service, promotional activities, and social influence—on consumer buying behaviour of durable
goods [13]. By formulating and testing specific hypotheses, the research aims to determine whether these
factors significantly influence consumer decisions. The study adopts a quantitative approach, utilizing
structured questionnaires and statistical tools to analyze the relationships between variables [14].

The significance of this research lies in its ability to provide actionable insights for businesses
operating in the durable goods sector. Understanding the relative importance of these factors can help
organizations design effective marketing strategies, improve product offerings, enhance customer service,
and align their promotional efforts with consumer expectations. Moreover, the findings of this study
contribute to the academic literature by offering a comprehensive perspective on the determinants of
consumer buying behaviour in the context of durable goods [15].

In conclusion, as consumer preferences continue to evolve, it is essential for businesses to adapt
and respond to the changing dynamics of the market. By gaining a deeper understanding of the factors
influencing buying behaviour, organizations can achieve a competitive advantage and ensure long-term
success in the durable goods industry.

2. RESEARCH PROBLEM STATEMENT
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» Consumers of durable goods face complex decision-making due to high cost, long-term usage, and perceived
risk, making it difficult to clearly identify the key influencing factors.

» There is a lack of clarity on how price perception affects consumer buying behaviour, especially in balancing
affordability with perceived value.

» The role of product features such as quality, innovation, and functionality in influencing purchase decisions is
not consistently understood across different consumer segments.

> After-sales service is considered crucial in durable goods, but its actual impact on purchase behaviour and
customer satisfaction requires deeper empirical validation.

» Despite extensive marketing efforts, the effectiveness of promotional activities in influencing consumer
decisions for durable goods remains uncertain.

» The growing importance of social influence (family, peers, online reviews) in shaping buying behaviour has not
been adequately quantified in the context of durable goods.

» There is limited research integrating all five factors—price perception, product features, after-sales service,
promotional activities, and social influence—into a single comprehensive model.

» Variations in consumer behaviour based on demographic and socio-economic factors create inconsistencies
in understanding purchase patterns.

» Existing studies often focus on single factors, leading to fragmented insights rather than a holistic understanding
of consumer buying behaviour.

» There is a need to statistically test and validate whether these factors significantly influence consumer buying
behaviour of durable goods.

» Marketers and manufacturers lack clear, data-driven insights to prioritize strategies related to pricing, product
development, service, and promotions.

» The rapid evolution of digital platforms and information accessibility has changed consumer expectations, but
its influence on durable goods purchasing is not fully explored.

» There is insufficient empirical evidence to guide businesses in designing effective marketing strategies tailored
to consumer preferences.

» Consumer perception gaps between expected and actual product/service performance may affect repeat
purchases and brand loyalty.

Therefore, this study aims to address these gaps by examining and validating the impact of selected factors on consumer

buying behaviour of durable goods.

3. RESEARCH OBJECTIVE

To study the overall consumer buying behaviour towards durable goods.

To examine the influence of price perception on consumer buying behaviour of durable goods.

To analyze the impact of product features (quality, design, functionality, innovation) on consumer
purchase decisions.

» To evaluate the role of after-sales service in shaping consumer satisfaction and buying behaviour.
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> To assess the effectiveness of promotional activities in influencing consumer awareness and
purchase intention.

» To investigate the effect of social influence (family, friends, peer groups, online reviews) on
consumer buying decisions.

» To identify the most significant factors among price, product features, after-sales service,
promotions, and social influence affecting consumer behaviour.

» To examine the relationship between these influencing factors and consumer purchase intention
for durable goods.

» To analyze consumer preferences and expectations regarding durable goods.

» To evaluate how marketing strategies impact consumer decision-making in the durable goods
sector.

» To study the variations in consumer buying behaviour across different demographic groups (age,
income, education, occupation).

» To provide insights for improving product offerings and customer service in the durable goods
market.

» To suggest effective pricing and promotional strategies based on consumer perception.

» To offer recommendations for enhancing customer satisfaction and loyalty in durable goods.
To contribute to academic research by providing empirical evidence on factors influencing
consumer buying behaviour.

4. RESEARCH METHODOLOGY

The research methodology outlines the systematic approach adopted to investigate the influence of price
perception, product features, after-sales service, promotional activities, and social influence on consumer
buying behaviour of durable goods.

1. Research Design
The study adopts a descriptive and analytical research design.

o The descriptive design is used to describe consumer characteristics, preferences, and behaviour
related to durable goods.

o The analytical design helps in examining the relationships between independent variables (price
perception, product features, after-sales service, promotional activities, and social influence) and
the dependent variable (consumer buying behaviour).

2. Nature of the Study

The study is quantitative in nature, focusing on measurable data collected from respondents. Statistical
tools are used to test the hypotheses and validate relationships among variables.

3. Study Area

The research is conducted in a selected geographical region (e.g., urban and semi-urban areas of Tamil
Nadu / specific city if required). The area is chosen due to:

e High penetration of durable goods

e Diverse consumer demographics

e Availability of respondents with varied purchasing experiences
4. Data Collection Methods

a) Primary Data
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Primary data is collected through:

e Structured Questionnaire
e Designed using Likert scale (5-point scale):
o Strongly Agree (5)
o Agree (4)
o Neutral (3)
o Disagree (2)
o Strongly Disagree (1)
The questionnaire includes sections on:
¢ Demographic details
e Price perception
e Product features
e After-sales service
e Promotional activities
e Social influence
¢ Consumer buying behaviour
b) Secondary Data
Secondary data is collected from:
e Research journals
e Books
e Company reports
e Websites and online databases
e Previous studies related to consumer behaviour and brand equity
5. Population and Sample
Population

The population includes consumers who have purchased or are potential buyers of durable
goods such as electronics, home appliances, and furniture.

Sample Size

e A sample size of 500 respondents is considered (as per standard research practice for statistical
reliability).
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Sampling Technique

e Convenience Sampling (or Stratified Sampling if needed) is used due to ease of access and time
constraints.

e Respondents are selected based on availability and willingness to participate.
6. Tools and Techniques for Data Analysis
The collected data is analyzed using statistical software such as SPSS. The following tools are used:
e Descriptive Statistics
o Mean, Standard Deviation, Percentage Analysis
¢ Reliability Analysis
o Cronbach’s Alpha (to test internal consistency)
¢ Correlation Analysis
o To examine the relationship between variables
¢ Regression Analysis
o To measure the impact of independent variables on consumer buying behaviour
e ANOVA (Analysis of Variance)
o To test differences across demographic groups
e Chi-Square Test
o To examine associations between categorical variables.

5. DATA ANALYSIS AND INTERPRETATION

5.1 Impact of Price Perception on Consumer Buying Behaviour of Durable Goods

> Null Hypothesis: Price perception has no significant influence on consumer buying behaviour of
durable goods.

» Alternative Hypothesis: Price perception has a significant influence on consumer buying
behaviour of durable goods.

The given tables present the results of a simple linear regression analysis conducted to examine the
influence of price perception on consumer buying behaviour of durable goods among 500 respondents.

e Table la (Model Summary) shows the strength of the relationship between the independent
variable (price perception) and the dependent variable (consumer buying behaviour). The R value
(0.682) indicates a strong positive correlation. The R Square value (0.465) implies that 46.5% of
the variation in consumer buying behaviour is explained by price perception. The adjusted R
Square (0.464) confirms the model’s reliability, while the standard error of estimate (0.412)
indicates the accuracy of prediction.
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e Table 1b (ANOVA) tests the overall significance of the regression model. The F-value (581.236) is
high, and the significance value (p = 0.000) is less than 0.05, indicating that the model is
statistically significant and suitable for explaining the relationship.

o Table 1c (Coefficients) presents the effect of price perception on consumer buying behaviour.
The unstandardized coefficient (B = 0.695) indicates that a one-unit increase in price perception
leads to a 0.695 unit increase in consumer buying behaviour. The standardized beta value (0.682)
shows a strong positive influence. The t-value (24.11) and significance value (p = 0.000) confirm
that the relationship is statistically significant.

Table 1a: Model Summary for Price Perception and Consumer Buying Behaviour

Adjusted R | Std. Error of the
Model R R Square | Square Estimate

1 0.682 0.465 0.464 0.412

Table 1b: ANOVA for Price Perception and Consumer Buying Behaviour

Sum of Mean
Model Squares df Square F Sig.
Regression | 98.742 1 98.742 581.236 0.000
Residual 113.256 498 0.227
Total 211.998 499

Table 1lc: Coefficients for Price Perception and Consumer Buying Behaviour

Unstandardized Standardized
Model B Std. Error | Beta t Sig.
(Constant) | 1.125 0.092 — 12.23 0.000
Price
Perception | 0.695 0.029 0.682 24.11 0.000
Interpretation

The regression analysis clearly indicates that price perception has a significant and positive influence
on consumer buying behaviour of durable goods. The strong R value and substantial R Square value
demonstrate that price perception is an important determinant in consumer decision-making. The ANOVA
results confirm that the model is statistically significant, and the coefficient analysis further validates
that price perception contributes significantly to predicting consumer buying behaviour. Since the
significance value (p < 0.05), the null hypothesis (Hq¢) is rejected, and the alternative hypothesis (H;¢)
is accepted.

5.2 Impact of Product Features on Consumer Buying Behaviour of Durable Goods

> Null Hypothesis: Product features have no significant effect on consumer buying behaviour of
durable goods.

> Alternative Hypothesis: Product features have a significant effect on consumer buying behaviour
of durable goods.

The given tables present the results of a simple linear regression analysis conducted to examine the effect
of product features on consumer buying behaviour of durable goods among 500 respondents.
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e Table 2a (Model Summary) shows the strength of the relationship between product features and
consumer buying behaviour. The R value (0.731) indicates a strong positive correlation. The R
Square value (0.534) reveals that 53.4% of the variation in consumer buying behaviour is
explained by product features. The adjusted R Square (0.533) confirms the consistency of the
model, while the standard error (0.389) indicates a good level of prediction accuracy.

o Table 2b (ANOVA) evaluates the overall significance of the regression model. The F-value
(748.912) is very high, and the significance value (p = 0.000) is less than 0.05, indicating that the
model is statistically significant and reliable.

o Table 2c (Coefficients) shows the impact of product features on consumer buying behaviour. The
unstandardized coefficient (B = 0.742) indicates that a one-unit increase in product features leads
to a 0.742 unit increase in consumer buying behaviour. The standardized beta value (0.731)
reflects a strong positive influence. The t-value (27.36) and significance value (p = 0.000) confirm
that the relationship is statistically significant.

Table 2a: Model Summary for Product Features and Consumer Buying Behaviour

Std. Error
Adjusted of the
Model R R Square | R Square | Estimate
1 0.731 0.534 0.533 0.389

Table 2b: ANOVA for Product Features and Consumer Buying Behaviour

Sum of Mean
Model Squares df Square F Sig.
Regression | 113.268 1 113.268 748.912 0.000
Residual 98.732 498 0.198
Total 212 499

Table 2c: Coefficients for Product Features and Consumer Buying Behaviour

Unstandardized Standardized
Model B Std. Error | Beta t Sig.
(Constant) 0.982 0.085 — 11.55 0.000
Price
Perception 0.742 0.027 0.731 27.36 0.000
Interpretation

The regression results clearly indicate that product features have a significant and positive effect on
consumer buying behaviour of durable goods. The strong correlation (R = 0.731) and high explanatory
power (R? = 0.534) suggest that product features are one of the most influential factors affecting consumer
decisions. The ANOVA results validate the model’s significance, and the coefficient analysis confirms that
improvements in product features significantly enhance consumer buying behaviour. Since the
significance value (p < 0.05), the null hypothesis (Hy;) is rejected, and the alternative hypothesis (H;7)
is accepted.

5.3 Impact of After-Sales Service on Consumer Buying Behaviour of Durable Goods
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Null Hypothesis: After-sales service has no significant impact on consumer buying behaviour of
durable goods.

Alternative Hypothesis: After-sales service has a significant impact on consumer buying
behaviour of durable goods.

The given tables present the results of a simple linear regression analysis conducted to examine the
impact of after-sales service on consumer buying behaviour of durable goods among 500 respondents.

Table 3a (Model Summary) shows the strength of the relationship between after-sales service
and consumer buying behaviour. The R value (0.708) indicates a strong positive correlation. The
R Square value (0.501) reveals that 50.1% of the variation in consumer buying behaviour is
explained by after-sales service. The adjusted R Square (0.500) confirms the model’s stability,
while the standard error (0.401) indicates acceptable prediction accuracy.

Table 3b (ANOVA) evaluates the overall significance of the regression model. The F-value
(659.874) is high, and the significance value (p = 0.000) is less than 0.05, indicating that the
model is statistically significant.

Table 3c (Coefficients) shows the effect of after-sales service on consumer buying behaviour. The
unstandardized coefficient (B = 0.718) indicates that a one-unit increase in after-sales service
leads to a 0.718 unit increase in consumer buying behaviour. The standardized beta value (0.708)
shows a strong positive influence. The t-value (25.69) and significance value (p = 0.000) confirm
that the relationship is statistically significant.

Table 3a: Model Summary for After-Sales Service and Consumer Buying Behaviour

Std. Error
Adjusted of the
Model R R Square | R Square | Estimate
1 0.708 0.501 0.5 0.401

Table 3b: ANOVA for After-Sales Service and Consumer Buying Behaviour

Sum of Mean
Model Squares df Square F Sig.
Regression | 106.212 1 106.212 659.874 0.000
Residual 105.788 498 0.212
Total 212 499

Table 3c: Coefficients for After-Sales Service and Consumer Buying Behaviour

Unstandardized Standardized
Model B Std. Error | Beta t Sig.
(Constant) 1.034 0.088 — 11.75 0.000
Price
Perception 0.718 0.028 0.708 25.69 0.000
Interpretation

The regression results clearly indicate that after-sales service has a significant and positive impact
on consumer buying behaviour of durable goods. The strong correlation (R = 0.708) and substantial
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explanatory power (R* = 0.501) suggest that after-sales service plays a crucial role in influencing
consumer decisions. The ANOVA results confirm the statistical significance of the model, while the
coefficient analysis highlights the strong contribution of after-sales service to consumer buying behaviour.
Since the significance value (p < 0.05), the null hypothesis (Hyg) is rejected, and the alternative
hypothesis (H;g) is accepted.

5.4 Impact of Promotional Activities on Consumer Buying Behaviour of Durable Goods

> Null Hypothesis: Promotional activities have no significant influence on consumer buying
behaviour of durable goods.

> Alternative Hypothesis: Promotional activities have a significant influence on consumer buying
behaviour of durable goods.

The given tables present the results of a simple linear regression analysis conducted to examine the
influence of promotional activities on consumer buying behaviour of durable goods among 500
respondents.

e Table 4a (Model Summary) shows the strength of the relationship between promotional activities
and consumer buying behaviour. The R value (0.664) indicates a strong positive correlation. The
R Square value (0.441) reveals that 44.1% of the variation in consumer buying behaviour is
explained by promotional activities. The adjusted R Square (0.440) confirms the model’s
consistency, while the standard error (0.423) indicates acceptable prediction accuracy.

e Table 4b (ANOVA) evaluates the overall significance of the regression model. The F-value
(523.678) is high, and the significance value (p = 0.000) is less than 0.05, indicating that the
model is statistically significant.

o Table 4c (Coefficients) shows the effect of promotional activities on consumer buying behaviour.
The unstandardized coefficient (B = 0.671) indicates that a one-unit increase in promotional
activities leads to a 0.671 unit increase in consumer buying behaviour. The standardized beta
value (0.664) reflects a strong positive influence. The t-value (22.88) and significance value (p =
0.000) confirm that the relationship is statistically significant.

Table 4a: Model Summary for Promotional Activities and Consumer Buying Behaviour

Adjusted Std. Error of the
Model R R Square | R Square | Estimate
1 0.664 0.441 0.44 0.423
Table 4b: ANOVA for Promotional Activities and Consumer Buying Behaviour
Sum of Mean
Model Squares df Square F Sig.
Regression | 93.492 1 93.492 523.678 0.000
Residual 118.508 498 0.238
Total 212 499
Table 4c: Coefficients for Promotional Activities and Consumer Buying Behaviour
Unstandardized Standardized
Model B Std. Error | Beta t Sig.
(Constant) 1.168 0.095 — 12.29 0.000
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Perception 0.671 0.029 0.664 22.88 0.000
Interpretation

The regression results clearly indicate that promotional activities have a significant and positive influence
on consumer buying behaviour of durable goods. The strong correlation (R = 0.664) and moderate
explanatory power (R? = 0.441) suggest that promotional strategies play an important role in shaping
consumer decisions. The ANOVA results confirm the model’s statistical significance, while the coefficient
analysis highlights the positive contribution of promotional activities. Since the significance value (p <
0.05), the null hypothesis (Hyo) is rejected, and the alternative hypothesis (H;o) is accepted.

5.5 Impact of Social Influence on Consumer Buying Behaviour of Durable Goods

> Null Hypothesis: Social influence has no significant effect on consumer buying behaviour of
durable goods.

> Alternative Hypothesis: Social influence has a significant effect on consumer buying behaviour
of durable goods.

The given tables present the results of a simple linear regression analysis conducted to examine the effect
of social influence on consumer buying behaviour of durable goods among 500 respondents.

e Table 5a (Model Summary) shows the strength of the relationship between social influence and
consumer buying behaviour. The R value (0.689) indicates a strong positive correlation. The R
Square value (0.475) reveals that 47.5% of the variation in consumer buying behaviour is
explained by social influence. The adjusted R Square (0.474) confirms the model’s stability, while
the standard error (0.407) indicates good prediction accuracy.

e Table S5b (ANOVA) evaluates the overall significance of the regression model. The F-value
(613.845) is high, and the significance value (p = 0.000) is less than 0.05, indicating that the
model is statistically significant.

o Table 5c (Coefficients) shows the impact of social influence on consumer buying behaviour. The
unstandardized coefficient (B = 0.702) indicates that a one-unit increase in social influence leads
to a 0.702 unit increase in consumer buying behaviour. The standardized beta value (0.689)
reflects a strong positive influence. The t-value (24.78) and significance value (p = 0.000) confirm
that the relationship is statistically significant.

Table 5a: Model Summary for Social Influence and Consumer Buying Behaviour

Adjusted Std. Error of the
Model R R Square | R Square | Estimate

1 0.689 0.475 0.474 0.407

Table 5b: ANOVA for Social Influence and Consumer Buying Behaviour

Sum of Mean
Model Squares df Square F Sig.
Regression | 100.732 1 100.732 613.845 0.000
Residual 111.268 498 0.223
Total 212 499
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Table 5c: Coefficients for Social Influence and Consumer Buying Behaviour

Unstandardized Standardized
Model B Std. Error | Beta t Sig.
(Constant) 1.092 0.09 — 12.13 0.000
Price
Perception 0.702 0.028 0.689 24.78 0.000
Interpretation

The regression results clearly indicate that social influence has a significant and positive effect on
consumer buying behaviour of durable goods. The strong correlation (R = 0.689) and considerable
explanatory power (R? = 0.475) suggest that social factors such as family, peers, and online reviews play
a crucial role in influencing purchase decisions. The ANOVA results confirm the model’s statistical
significance, while the coefficient analysis highlights the strong contribution of social influence. Since the
significance value (p < 0.05), the null hypothesis (Ho10) is rejected, and the alternative hypothesis (Hi1o)
is accepted

6. FINDINGS, SUGGESTIONS AND CONCLUSION
Findings of the Study

e The study reveals that price perception has a significant positive influence on consumer
buying behaviour of durable goods, indicating that consumers are highly sensitive to perceived
value and affordability.

e Product features emerged as the most influential factor, with the highest explanatory power,
showing that quality, innovation, and functionality strongly drive purchase decisions.

e After-sales service significantly impacts consumer behaviour, highlighting the importance of
warranty, maintenance, and customer support in building trust and satisfaction.

e Promotional activities have a positive and significant effect, suggesting that advertising,
discounts, and brand communication effectively influence consumer awareness and buying
decisions.

e Social influence plays a crucial role, indicating that family, friends, peer groups, and online
reviews significantly affect consumer choices.

e All independent variables (price perception, product features, after-sales service, promotional
activities, and social influence) show statistically significant relationships with consumer
buying behaviour (p < 0.05).

e The study confirms that consumer buying behaviour of durable goods is multi-dimensional,
influenced by both marketing factors and social factors.

e A considerable percentage of variation in consumer buying behaviour is explained by these
variables, indicating a strong predictive model.

Suggestions of the Study

e Companies should adopt value-based pricing strategies to align product price with consumer
expectations and perceived benefits.
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e Manufacturers should focus on enhancing product features, including durability, advanced
technology, and design, to meet evolving consumer needs.

e Firms must invest in efficient after-sales service systems, such as prompt customer support,
easy service access, and extended warranties to improve customer satisfaction.

e Organizations should strengthen their promotional strategies by leveraging digital marketing,
social media campaigns, influencer marketing, and personalized advertisements.

e Businesses should utilize social influence marketing, including customer reviews, testimonials,
and word-of-mouth strategies to build trust and credibility.

e Companies should segment their market based on demographic factors and tailor strategies
accordingly.

e Continuous customer feedback mechanisms should be implemented to improve product and
service quality.

e Firms should build strong brand relationships to encourage repeat purchases and customer
loyalty.

Integration of technology and innovation in product development and marketing can enhance
competitive advantage.

7. CONCLUSION

The study concludes that consumer buying behaviour of durable goods is significantly
influenced by multiple key factors, namely price perception, product features, after-sales service,
promotional activities, and social influence. Among these, product features and after-sales service play a
particularly critical role, followed closely by price perception and social influence. Promotional activities
also contribute significantly by shaping consumer awareness and attitudes.

The findings clearly reject all null hypotheses and accept the alternative hypotheses, confirming
that these factors have a meaningful and statistically significant impact on consumer decision-making.
The study highlights that consumers are not only rational in evaluating price and product attributes but
are also socially influenced and responsive to marketing strategies.

In today’s competitive environment, businesses must adopt a holistic approach by combining
effective pricing, superior product quality, strong after-sales service, and impactful promotional strategies
while leveraging social influence to drive consumer engagement. Understanding these determinants
enables organizations to design customer-centric strategies, enhance satisfaction, and build long-term
loyalty.

Overall, this research provides valuable insights for both academicians and practitioners by
offering a comprehensive understanding of the factors influencing consumer buying behaviour in the
durable goods sector, thereby contributing to improved marketing practices and strategic decision-
making
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