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            ABSTRACT 

  

This thesis report is prepared based on the behavior which is influence the 

consumer buying behavior. We are found out that the relation between the product 

quality & price is the major influence to make the purchase decision for a 

consumer. Not only depends on the price & quality but also buying is behavior 

depending on various components. As for example we can categorize main four 

segments they are Economic Needs, Psychological Variables, Social Influence, 

and lastly Purchase Situation. Buying behavior is also sometimes depending on 

gender type's means males or females purchase decision making method is not 

always same. So it is clear that the sum of total population contribution percentage 

of male or female is influence the buying behavior of that nation's or that place's. 

In economic needs we can include the economy of purchase, convenience, 

efficiency in use, dependability, and income. For psychological variables we are 

included in this research motivation, perception, learning, attitude, trust and 

lifestyle. Thirdly for the social influence here we included family, social class, 

reference groups, culture, & ethnic groups. And the last part is purchase situation 

here we included purchase reason, time, and surroundings. 

In our thesis paper we also included most important five steps which are influence 

the consumer buying process like as, for the first step we considered problem 

recognition, secondly consumers are trying to search the information, then thirdly 

consumers are trying to evaluation of alternatives, at the fourth stage consumers 

are take decision for purchase & the last stage is the post purchase behavior. 

 

Our principal aim for this thesis report is, to find out the regional facts which are 

influence or responsible for vary the consumers buying behavior. For proper study 

of these important facts we can easily find out that, why consumers are purchase 

our products or why not? Also we can learn the effective issues for our 

developments. 
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1.1 INTRODUCTION 

As a developing country Bangladesh is contribute in our textile sector in 

worldwide market very well & we contribute a noticeable condition widely. For 

remaining this situation & contribute National as well as International market at 

the worldwide competition market understanding the proper consumer buying 

behavior is very important. Otherwise it's maybe comes complicated state to make 

the proper marketing plan as well as the needed production plan for the current 

market place nicely.   

 

We all are known that, the suitable marketing is the key reason of a business. 

Without proper marketing we maybe can't contribute worldwide market place. For 

the better marketing of our textile products or whatever it is maybe our textile 

sector is destroyed or maybe can't reach our expectable state easily. For better sell 

of out textile products we must have a proper study of the consumer buying 

behavior. If we can know the facts or factors which are directly or indirectly 

influence the consumer buying behavior or impact on to make a decision for 

purchase a product then it makes very easy to compete the National as well as 

International market. Consumer buying behavior study is maybe helps to reach a 

pick state or our desired stage of our textile sector easily. 

 

By this research we can easily know the current consumer buying behavior factors. 

So, we can easily make our production plan, as well as to produce the suitable or 

demandable textile products by following these components which are highlighted 

in our research paper.  
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The consumer buying behavior is affected by various factors as like as the age of 

the consumer, the culture of that regional place or peoples, the lifestyle of the 

consumer, the economical state of the consumer, the brand, the atmospheric 

condition of that regional area, most importantly the relation between products 

quality & the price, the season, the traditional condition etc which are trying to 

cover all kind of factors in our research paper and trying to find out the specific 

reason. 

 

1.2 Purpose of our research 

1. To understand what consumer behavior is and the different types of consumers  

2. To understand the relationship between consumer behavior and the marketing 

concept, the societal marketing concept, as well as segmentation, targeting and 

positioning  

3. To understand the relationship between consumer behavior and customer value, 

satisfaction, trust and retention  

4. To understand how new technologies are enabling marketers to better satisfy the 

needs and wants of the consumers  

5. To understand how marketers are increasingly able to reach consumers wherever 

consumers wish to be reached  

6. To understand how the world’s economic condition is leading to consumption 

instability 
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2.1 Meaning and Definitions of Consumer Buying Behavior.  

 

The kind of behavior that the buyer does or shows during to buy the product from the seller is 

called consumer buying behavior. 

 

There are different types and sellers in the market and they are of different types. There are 

buyers in the market who will waste time visiting different shops to buy a product, and there are 

buyers who will buy the product quickly without wasting time and there are some shopkeepers in 

the market who are irritable and do not get along well with customers but still There are 

shopkeepers who treat customers cheaply. Customer buying behavior here refers to the customer 

buying behavior that comes from going to the store to buy a product, knowing about the product, 

and making other choices. 

 

Understanding purchasers' purchasing conduct is one of the components that help in 

accomplishing promoting objectives, without this understanding it makes increasing more clients 

troublesome.  

 

Particularly in the present serious world. It likewise enables when clients will purchase more 

from the business. Their purchasing conduct is one of the components which must be 

comprehended for a superior view about the client profile. 

 

According to Frederick Webster- “Consumer buying behavior is all psychological, social and 

physical behavior of potential customers as they become aware of, evaluate, purchase, consume 

and tell other people about products and services.” 
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2.2  Importance of Consumer Buying Behavior. 

 

Understanding purchasers' purchasing conduct is one of the components that help in 

accomplishing showcasing objectives, without this understanding it makes increasing more 

clients troublesome. Particularly in the present serious world. It likewise enables when clients 

will purchase more from the business. Their purchasing conduct is one of the components which 

must be comprehended for a superior view about the client profile. Clients base their purchasing 

choices on both discerning and passionate reasons.  

 

They will take a gander at classification on a levelheaded premise, for example, needing a 

bookkeepers' assessment administration, they at that point choose, particularly for rehash clients 

on the brand. Getting clients to have a passionate connection to a specific brand is one of the 

keys to keeping them steadfast. Too it is one of the key factors in picking up referrals and 

proposals. At the point when a representative is searching for making a promoting methodology, 

it makes it simpler to choose the best procedure when these extremely significant angles about 

the purchasing conduct are changed. 

 

 

 

 

2.3 

The following points speak out the importance of understanding buyer behavior: 

 

 Customer Needs Satisfaction 

 Marketing Mix Development 

 New Market Opportunities 

 Target Market Selection 

 Efficient Resource Use 
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2.3.1 Customer Needs Satisfaction 

Association should offer a showcasing blend that fulfills the promoting needs. Each client 

is searching for fulfillment from a specific item or administration which he is purchasing 

in return for a certain measure of cash. So the purchaser is continually anticipating 

something more from the provider and consequently, the provider must decide on the 

balance between perfect deal and down to earth viewpoint in light of the fact that at last 

every additional assistance gave well beyond the ordinary practice is bringing about 

increment in cost of the item.  

Subsequently, these factors of consumer loyalty must be keenly taken care of so that 

similarly fulfills both the gatherings of exchange, for example, purchaser and merchant. 

 

 

2.3.2    Marketing Mix Development 

Marketing mix development refers to the creation of a particular product or product to 

balance the market of that company or to lead the company to improve, as we can see 

most of the time a product is selling very well for a while but that product suddenly or 

slowly. Destruction occurs in such a way that the product disappears like thin air. 

Because when many better products than others are being sold in the market under 

another name and at a lower price then the consumer's interest in buying that product 

gradually decreases. 

 

Clients' reaction to the promoting blend continues evolving. A superior comprehension of 

the factor that impacts buyers assists associations with creating proper promoting blends. 
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2.3.3  New Market Opportunities 

Unsatisfied necessities propel the client to purchase. By understanding purchaser conduct, 

showcasing can find new market openings. Presently, anybody having a web association can buy 

any item from Taka 5 to take 5 need under 5 minutes. So disappointment of neighborhood seller 

in offering needed help regularly persuade the client to search for various roads which are 

effectively accessible.  

The client presently examines details, quality, and cost of the item before buying an item. On the 

off chance that he is unsatisfied with one vendor, at that point a great many other dealers selling 

the same item are prepared at his doorstep to satisfy his purchasing needs. 

 

 

2.3.4  Target Market Selection 

Conduct is a significant variable for advertise division. By understanding, the purchaser conduct 

association can successfully fragment the market. 

 

 

2.3.5  Efficient Resource Use 

By understanding, purchaser conduct association can utilize advertising assets. They can center 

their advertising endeavors in a significant manner to perform different showcasing obligations 

from and large administration process with more noteworthy productivity. In the event, that 

vender precisely knows the client prerequisites his assets will be spared in a more noteworthy 

degree than without knowing client conduct and his propensity of buying.  

Asset portion and sparing is an alternate subject of study however is pertinent around there 

where purchaser conduct chooses the majority of the deal. With the comprehension of his 

purchasing behavior, assets can be viably used.  

It will be a foolish activity for a business association to disregard purchaser conduct in choosing 

an advertising blend for its item. The significance of purchasing conduct is in this manner past 

carelessness. 
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2.4 Types of consumer behavior:  

Four forms of purchasing or buying behavior are normally observable among consumers: 

 Complex 

 Dissonance reducing 

 Habitual 

 Variety seeking. 

 

2.4.1.  Complex 

This conduct happens when clients get particularly engaged with the buy, and familiarize 

themselves with brands and quality contrasts. 

This behavior normally occurs in three steps: 

(a) Firstly, the buyer develops beliefs about the product. 

(b) Secondly, attitudes or willingness to accept get developed in the buyer. 

(c) Thirdly a well thought out choice is made. 

This applies to costly products about which not much is known to the consumer in the early 

stages. This is probable when a person wants to buy a PC or a Laptop. There are too many 

product features to consider and compare, especially if the buyer is unfamiliar with computers 

and their peripherals. 

Marketers must quickly grasp the fact that the customer is getting highly involved. 

They must try to: 

(a) Support the buyer in his/her information gathering, 

(b) Support customer in the assessment actions by providing complete information on comparing 

product features, 

(c) Highlighting product benefits, 

(d) Promoting the firm’s reputation and 

(e) Try to influence the buyer through mutual friends, the previous buyers. 

Retailers of items in which high association is typical must comprehend customer 

instruction and the way where he/she assembles data on the item. Techniques to help the 

purchaser in helping him/her to find out about item traits and their relative significance, 

and the manner by which the association's image satisfies the customer's prerequisites 

will be required.  
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In such cases, individual gatherings with the purchaser, print media introduced in a 

straightforward structure, and customary projection of advantages should be received by 

the retailer. 

 

 

2.4.2.  Dissonance reducing 

Sometimes, in spite of high involvement, the buyer may find it difficult to differentiate between 

brands. 

High involvement occurs when the product to be purchased is: 

(a) Costly, 

(b) Needed infrequently, and 

(c) The purchase is viewed as a high risk. 

 

The purchaser will head over to gather information, however, on not making a big deal about 

progress with appreciating the information, will choose quickly dependent on cost or client 

comfort. As such, the client doesn't think a lot about the item class.  

After the buy, the client may encounter some lament, on acknowledging progressively about the 

item, and its shaky areas. He/she may catch wind of similar points of interest in different brands. 

This lament is otherwise called 'disharmony', which may grow new convictions and mentalities 

among clients.  

In the event that there is a lot of disappointment, at that point convictions, as opposed to those 

before, may show up in the client. Retailers need to make clients adhere to their brands and 

should play it safe (or disharmony decreasing strides) to ensure that the data they gracefully 

won't bring about a difference in convictions.  

I purchased an amassed PC some time back, after the delayed conversation with companions and 

merchants. The choice to purchase was made essentially based on costs since I was unconscious 

of specialized subtleties. A couple of months after the fact, I understood that keeping up the PC 

turned into an issue. I am currently discovered that I will never purchase or bolster the 

acquisition of an amassed PC. I am additionally irritated with the sales rep who offered it to me 

 

 

2.4.3. Habitual 

For some items, we never think and apply our psyches while making buys. The best model is 

food supplies. We have fixed brands, attempted, and acknowledged through long stretches of the 
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buying experience. At the point when we purchase now we once in a while get included, and we 

pick a similar brand from propensity.  

It is presently known from research that the propensity and low contribution develops out of 

minimal effort and continuous buying. The choice grouping of conviction, disposition, and 

conduct is stayed away from in such cases. Nor is broad data looking for followed.  

There are mixed up perspectives on this kind of conduct this is a type of brand dependability. 

Brand unwavering ness rises up out of significant reasoning and examination of an item includes, 

which is in actuality high contribution. For the situation delineated over, the contribution is 

somewhat low. It is such a propensity, which is prevailing. The purchasing is speedy and 

inactive. The purchasing conduct first beginnings from brand convictions and latent learning.  

Retailers utilize low cost and advancement to make such low contribution propensities. 

Television promotions are compelling gadgets. The 'Pizza Hut' or 'Lux Toilet Soap' are basic 

models. 

 

Experienced retailers have four strategies for attempting to convert low involvement 

products into one of high involvement: 

 

a. For some items, we never think and apply our psyches while making buys. The best model is 

food supplies. We have fixed brands, attempted, and acknowledged through long stretches of the 

buying experience. At the point when we purchase now we once in a while get included, and we 

pick a similar brand from propensity.  

b. It is presently known from research that the propensity and low contribution develops out of 

minimal effort and continuous buying. The choice grouping of conviction, disposition, and 

conduct is stayed away from in such cases. Nor is broad data looking for followed.  

c. There are mixed up perspectives on this kind of conduct this is a type of brand dependability. 

Brand unwavering nests rises up out of significant reasoning and examination of an item 

includes, which is in actuality high contribution. For the situation delineated over, the 

contribution is somewhat low. It is such a propensity, which is prevailing. The purchasing is 

speedy and inactive. The purchasing conduct first beginnings from brand convictions and latent 

learning.  

d. Retailers utilize low cost and advancement to make such low contribution propensities. 

Television promotions are compelling gadgets. The 'Pizza Hut' or 'Lux Toilet Soap' are basic 

models. 
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2.4.4. Variety seeking. 

There are a few items wherein association during purchasing is exceptionally low, yet they 

become huge later, during or after introductory utilization. A few models are sauces. We may  

The procedures delineated by various retailers are-update promoting, or noteworthy nearness on 

racks, or taking clients by value decrease or anticipating uncommon and new characteristics of 

contending items.  

Compaq Computers, a worldwide equipment firm, caught the market by radically decreasing 

costs and keeping up a low-value level for a long time. Decreasing commissions to the base 

conceivable made the low costs. At the point when they had over half of the nation's market they 

returned to ordinary costs.  

The issue is that a retailer needs to keep a nearby watch on the early conduct of the client to 

characterize or classify him/her. When sorted, managing the client must be as per methodologies 

of a standard kind, got as a matter of fact. The client can delineate complex, discord diminishing, 

assortment chasing, and ongoing conduct.  

Most staple goods have next to no brand contrasts and are purchased with a little contribution. 

Individual dress requests some association yet can get ongoing. The expensive item will require 

association, and the purchasing is deliberately thought of. Assortment looking for is regularly 

demonstrative of low inclusion. 
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3.1 Characteristics of Consumer Buying Behavior: 

Consumer Buying Behavior Top 7 Characteristics 

 Bargaining 

 Quality vs. Price 

 Brand or Trademark Consciousness 

 Changing Consumption Patterns 

 Role of Women 

 Credit and Guarantee 

 Complaining 

 

3.1.1 Bargaining 

 Bargaining, it can be said that there is a tradition in the market of Bangladesh and it has been 

prevalent for ages that all the conversations between the buyers and sellers about the product are 

called bargaining and in Bangladesh people love to bargain, like bargaining in their blood. 

Bargaining is the process of arguing from the choice of the product to the end of the purchase of 

the product. If you want to buy a product, if the buyer wants to see how the product is, how the 

service will be given, how long is the guarantee, how many colors are there, in most cases these 

comments are more in the case of electronic products. 

 

3.1.2  Quality vs. Price 

Quality and price are present among the people of Bangladesh in such a way that there is nothing 

more important than this in their life. In the past, when people went to buy a product, the price of 

the product was more important because money was more important at that time, but now the 

time has changed. No matter what the price, people now want to get the best quality of their 

product because at the present time people do not want to face any kind of problem with their 

product. 

 

3.1.3 Brand or Trademark Consciousness 

A brand is the name of the product which is manufactured by a particular company. At present, 

the products of the brand are very popular all over the world and at present the people of 

Bangladesh like the products of the brand very much and tend towards it. Because the price of 

the brand's product is fixed, there is no need to argue about it, and there is no doubt in the minds 

of the customers about its quality because the products of the brand are very standard, so there is 
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no doubt in the minds of the customers about the quality of the brand's products, and it's more 

comfortable than other products. 

 

3.1.4 Changing Consumption Patterns 

People's standard of living is changing with many changes in the present times. Due to the 

increase in the number of educated people, people's lives are improving and their income is 

increasing, as a result of which people's needs, aspirations, and comforts are increasing. As a 

result, the amount of human consumption is increasing. That's why The lower income group and 

higher income group are increasingly buying fridges, tv, cooler, sewing machines, washing 

machines, computers, etc. 

 

3.1.5 Role of Women 

At a time when many things are changing and people's living needs and aspirations are 

increasing, in this case, the daily income to run the family has to be increased so women are 

playing a role in meeting this need. Moreover, the husband, i.e. the man, is busy with work most 

of the time, so all the household chores have to be done by the women, for example, all the 

household items, from food items, are bought and cut from the women's market. But primitive 

women did not just tell their husbands or brothers to shop, they shopped from the market. 

Because earlier women were not allowed to go out of the house but now with the change of time 

the woman is freely shopping from the market and managing her family nicely. 

 

3.1.6 Credit and Guarantee 

Credit and Guarantee have opened up new avenues of trade and commerce in human life. Having 

this facility allows people to shop or purchase everything easily and quickly from the market, 

even with this facility people can buy without fear. This facility has also led to new 

developments in the national and international markets. 

 

 

 

3.1.7 Complaining 

The standard of product quality in the market is changing with the passage of time. Many 

products are sold in the market and in many of these products the buyer is finding problems and 

due to this the buyer is facing many problems, so after receiving the complaint the buyer can 

present their advantages and disadvantages to the concerned authorities and complain and thus 

they can get their compensation. 
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3.2 Consumer Buying Behavior Process. 

Purchaser conduct includes a psychological procedure just as physical action. The purchasing 

conduct and buy choices should be concentrated completely to comprehend, anticipate, and 

dissect basic market varieties. Purchaser is a puzzle, exceptionally complex substance need to 

fulfill his multitudinous needs and wants. 

 

3.3 Consumer Buying Behavior – 5 Steps Involved in Consumer Buying process 
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 Problem Recognition 

 Information Search 

 Evaluation of Alternatives 

 Purchase Decisions 

 Post Purchase Evaluation 

 

3.3.1.  Problem Recognition 

Issue acknowledgment results when a purchaser perceives a distinction of adequate size between 

apparent advantages and genuine advantages got from an item or administration. The purchasing 

procedure begins when the purchaser perceives an issue or need. The buyer started to feel an 

issue as a specific need or want.  

The requirements can be activated either by inward upgrades like yearning, thirst and so forth., 

or by outer improvement, for the most part, alluded to as a sign or prompt. Contingent upon the 

force of the need, the individual will attempt to satisfy the unsatisfied need. 

 

3.3.2.  Information Search 

Data is to think about assistance, traits of administration, costs, and stores, etc. The search might 

be arranged in four classifications pre-buy, continuous, inner, and outer. An excited purchaser 

could conceivably look for more data. On the off chance that the purchasers infer is solid and the 

ideal assistance to fulfill the need is effectively accessible then the person may not scan for more 

data.  

The degree of search action relies on the quality of determining, the measure of data purchaser as 

of now have, the capacity to get extra data, the significance or worth given to social event extra 

data and the fulfillment purchasers get from data search. Purchasers take part in both interior and 

outside data searches. Interior hunt includes the purchaser recognizing choices from their 

memory. For certain low association administrations, it is significant that showcasing programs 

accomplish "head of psyche" mindfulness.  

For high inclusion administrations, purchasers are bound to utilize an outside hunt. A 

compensatory choice includes the purchasers "exchanging off" great and terrible characteristics 

of assistance. The measure of stronghold a purchaser places into looking relies upon various 

factors, for example, the market, number of contenders, contrasts between brands, administration 

attributes, the significance of administrations, and situational qualities. 
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3.3.3.  Evaluation of Alternatives 

Assessment includes those exercises attempted by the purchaser to think about options cautiously 

based on specific models, elective answers for advertising-related issues, and so forth. The 

advertisers are keen on knowing how the purchaser forms data to show up at brand decisions. 

There is no single assessment process utilized by the purchasers or even one buyer in all buy 

choices 

Categories of Evaluation of Alternatives in Product/Services 

The first concept is we assume buyers view a product/service based on certain attributes. 

The second concept is the buyer likely to have a predetermined notion or a set of brand beliefs 

about where each brand stands on each attribute. 

The advertisers must not presume that the notable characteristics are the most significant ones. 

Some of them might be remarkable in light of the fact that the purchaser has quite recently been 

presented to a business message referencing them or has had an issue including them, 

subsequently making these traits "head of the psyche". Besides, non-remarkable traits may 

incorporate some that the purchaser overlooked, however, their significance would be perceived 

when referenced. 

Third, the buyer is likely to develop a set of brand beliefs about where each brand stands or each 

attribute. The set belief held about a particular brand is known as the brand image. 

Fourth, the “buyer is assumed to have a utility function for each attribute. The utility function 

describes how the buyer expects service satisfaction to vary with different levels of each 

attribute. 

Fifth, the consumer arrives at attitude (judgment, preferences) towards the brand alternatives 

through some evaluation procedures. 

Purchasers have been found to apply distinctive assessment strategies to settle on a decision 

among multi-trait objects. Some elective choice procedures utilized by purchasers to assess 

options are-Expectancy model, the Ideal brand model, the Conjunctive model, the Disjunctive 

model, the Lexicographic model, Determinatives model, and so forth. 

 

3.3.4.  Purchase Evaluation 

A purchase decision is a consumer commitment to a product. It is the terminal stage in the 

buying decision process that completes a transaction. In case a consumer is buying a product for 

the first time, then from the behavioral viewpoint, it may be regarded as a trial. The consumer 

will repeat the purchase only where he is satisfied with its performance. 

The actual purchasing process of buyers seeking to build a better understanding of how buyers 

make their purchases. In the decision evaluation stage, the consumer forms preferences among 

the brands in the choice set. The consumer may also form a purchase intention and lean towards 
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buying the most preferred brand. However, factors can intervene between the purchase intention 

and the purchase decision. 

There are certain factors which may come in the way of his/her purchase intention and purchase 

decision: 

(a) The attitude of others –By other, we mean individuals who are near the purchaser and 

their response or demeanor towards the buy aim of the possibility. 

(b) The unanticipated situational factors –These elements may impact the buy expectation, for 

example, move to somewhere else, need given to another buy, and so on. The more serious the 

other individual negativism and the closer the other individual are to the policyholder, the more 

the buyer will amend descending his/her buy aim. The buy goal is likewise impacted by 

unforeseen situational factors. The purchaser frames a buy aim based on such factors true to form 

family salary, anticipated advantages from the administration.  

 

At the point when the purchaser is going to act, unforeseen situational elements may emit to 

change the buy expectation. Along with these lines inclinations and even buy expectations are 

totally solid forecasts of procurement conduct. Numerous buys include certain dangers taking. A 

purchaser builds up specific schedules for diminishing danger, for example, choice evasion, data 

gathering from companions, and inclinations for national brand names and guarantees.  

A purchaser who chooses to execute a buy goal will settle on up to five buy choices brand 

choice, merchant choice, amount choice, timing choice, and installment strategy choice. 

 

3.3.5.  Post Purchase Behavior 

It alludes to the conduct of a shopper after they buy and utilization of items; it begins out of 

customer experience with respect to the utilization of the item and is demonstrated as far as 

fulfillment. This conduct is reflected in rehash buys or end from further buy. On the off chance 

that item use experience shows fulfillment, the rehash buys will happen, in any case not.  

When the purchaser settles on a choice to buy an item or administration there can be a few sorts 

of extra conduct related to that choice, for example, choices on administration use and choice on 

administrations identified with the thing bought. The advertiser's activity proceeds significantly 

after the administration is purchased particularly since he needs to gain so much from the post-

buy conduct embraced by the purchaser. This will be demonstrative of whether the purchaser is 

encountering post buy fulfillment or not.  

Post Purchase Fulfillment The degree of fulfillment experienced by the purchaser after his buy 

will rely upon the connection between his assumptions regarding the administration and 

execution of the administration. After the acquisition of help, a purchaser may distinguish a 

couple. A few purchasers won't need the imperfect administrations though others will be 

apathetic regarding the blemish and some may even consider them to be the as expanded expense 
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of the administration. The purchaser's post buys activities will give vital criticism to the 

advertisers concerning whether he/she is fulfilled or disappointed with the item or administration 

obtained. 

A satisfied buyer will act as an informal word of mouth for the firm whereas a dissatisfied buyer 

will react in an entirely different manner. 

Post-purchase action- The satisfaction or dissatisfaction with the service will determine the 

subsequent performance of the service in the market. If the buyer is satisfied, then he will exhibit 

a higher probability of repeat purchase of the service. The satisfied buyer will also tend to say 

good words about the service. Whereas a highly dissatisfied buyer will not buy the service again 

and spread negative words about service and company. 
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CHAPTER FOUR 

RESULT AND DISCUSSION 
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4.1 Factors Influencing Consumer Buying Behavior 

 

Purchasing conduct is a procedure. Potential clients are exposed to different improvements. The 

client is viewed as a black box as it should be obvious what is happening in his psyche. He reacts 

to the upgrades or inputs and may buy some item or administration important to showcasing the 

board. The model of purchaser conduct is boost reaction model. The reaction might be choice to 

buy or not to buy. 

Under the systems view of buyer behavior, we have-  

 Inputs,  

 Processing,  

 Outputs, 

 Feedback loop.  

The objective of the process is, of course, expected satisfaction or service. 

 

4.2. Here we have some factors that can Influence Consumer Buying Behavior – 
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 Individual Factors 

 Social Factors 

 Cultural Factor 

 Psychological Factors 
 

4.2.1. Individual Factors: 

The behavior of consumers is also influenced by personal characteristics such as: 

 The buyer’s age 

 Occupation 

 Economic situation 

 Lifestyle 

 Personality, and 

 Self-concept. 

4.2.1.1. The buyer’s age 

Individuals change the products and enterprises that they purchase over their lifetime. Tastes in 

food, garments, furniture, and diversion are frequently age-related. Youngsters for the most part 

follow in vogue engine cycles, costly watches, marked shirts, architect shades, sports shoes, and 

so forth. 

For the age groups of the consumers we make 3 categories,   

1. Age group (18 to 29)   

2. Age group (30 to 49)   

3. Age group (50 and above)   

Consumer buying behavior Influence factors, depends on age groups- 
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                                        Age group (18 to 29)                      Age group (30 to 49)           Age group (50 and above)  

                                                            (%)                                                      (%)                                               (%)  

1) Price-                              60%                                                    70%                                                     70%                                                         

2) Quality-                          90%                                                    90%                                                     90%                                           

3) Brand-                             80%                                                   60%                                                      40%                                             

4) Online  Shop-                  60%                                                   30%                                                      10% 

5) Off line Shop-                 40%                                                   70%                                                      90% 

6) Value For Money-          100%                                                 100%                                                    100% 

7) Fashionable-                    90%                                                   80%                                                     60%                                 

 

 

 

4.2.1.2. Occupation 
An individual's occupation influences the merchandise and enterprises purchased. Hands-on laborers will 

in general purchase increasingly rough work garments, while office laborers purchase more tailored suits. 

Advertisers attempt to recognize the word related gatherings that have a better than expected enthusiasm 

for their items and administrations. An organization can even have some expertise in making items 

required by a given word related gathering. Along these lines, program organizations will plan various 

items for brand directors, bookkeepers, designers, legal advisors, and specialists. 

 

 

4.2.1.3. Economic situation 

An individual's financial circumstance will influence their item decision. The accessibility of 

simple credit, for instance, has provoked numerous shoppers to purchase homes, costly vehicles, 

white merchandise, and so forth. Advertisers of salary touchy merchandise, by and large, give 

close consideration to patterns in close to home pay, investment funds, and financing costs. In 

the event that financial pointers point to a downturn, advertisers can find a way to update, 

reposition, and re-value their items—all in a state of harmony with the market signals. 

We cover our research for 30 peoples where every 10 peoples are different categories. Mainly we 

divided two types of criteria. They are,  

1. According to the economical status of the consumers. 

2. And the age groups of the consumers.  

For the economical status we divide 3 categories.  

1. Lower economical status consumers. 

2. Middle economical status consumers. 

3. Upper economical status consumers. 
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Consumer buying behavior Influence factors, depends on economical status- 

 

 

4.2.1.4. Lifestyle 
Lifestyle is the pattern of living that is often expressed in a person’s activities, interests, and opinions. A 

company may choose to target a particular lifestyle group—such as college students—with a particular 

product offering— such as – blue jeans—and use advertising that is in sync with the values and beliefs of 

this group. For example, Airtel used the tagline ‘Har Friend Zaroori Hai Yaar’ trying to woo the youth of 

today. 

 

4.2.1.5. Personality 
Every individual's unmistakable character impacts their purchasing conduct. Character alludes to the 

extraordinary mental attributes that lead to generally predictable and enduring reactions to one's own 

condition. Character is typically portrayed regarding characteristics, for example, – fearlessness, 

amiability, protectiveness, flexibility, and so forth.  

The character can be valuable in breaking down shopper conduct for specific items or brand decisions. 

For instance, espresso advertisers have found that overwhelming espresso consumers will in general be 

high on friendliness Thus, to pull in clients, Starbucks and different cafés make situations in which 

individuals can unwind and associate over some steaming espresso. 

 

            Lower economical (%)                        Middle economical (%)                         Upper economical (%)                                                        

1) Price-                                                         80%                                                    60%                                                     

40%                                                         

2) Quality-                                                     70%                                                    90%                                                     

100%                                           

3) Brand-                                                        20%                                                   50%                                                      

80%                                             

4) Online  Shop-                                             20%                                                   40%                                                      

50% 

5) Off line Shop-                                             80%                                                   60%                                                      

50% 

6) Value For Money-                                     100%                                                 100%                                                    

100% 
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4.2.1.6. Self-concept. 
We for the most part purchase merchandise and ventures that best mirror our mental self-portrait. 

Advertisers of traveler vehicles, engine cycles, marked garments, calfskin items, gems, and so on., 

capitalize on the idea of oneself. 

 

4.2.2. Social Factors 
 

Man is a social creature. His conduct is significantly affected by peers, family members, 

neighbors, and companions. Frequently an item fizzles or prevails in the commercial center 

because of the impact practiced by these individuals. These gatherings practice a solid impact on 

the ways of life and purchasing behaviors of the individuals. The significance of gathering 

impact changes across items and brands. It will in general be most grounded when the item is 

obvious to others whom the purchaser regards.  

Makers of items and brands exposed to solid gathering impact must make sense of how to arrive 

at supposition pioneers—individuals inside a reference bunch who, due to extraordinary 

aptitudes, information, character, or different qualities, apply the effect on others. Numerous 

advertisers attempt to recognize assessment pioneers for their items and afterward direct their 

promoting endeavors toward them. In different cases, promotions can recreate feeling initiative, 

in this manner decreasing the requirement for customers to look for counsel from others.  

Acquisition of items that are purchased and utilized secretly are very little influenced by bunch 

impacts in light of the fact that neither the item nor the brand will be seen by others. Relatives 

can firmly impact purchaser conduct. The family is seen as the most significant purchasing 

association in the public arena, and it has been explored widely. Advertisers are keen on the jobs 

and impact of the spouse, wife, and kids on the acquisition of various items and administrations.  

Spouse wife inclusion differs broadly by item classification. Obviously, purchasing jobs change 

with advancing buyer ways of life. Kids may likewise impact family purchasing choices, for 

example, – purchasing a vehicle. On account of costly items and administrations, spouses, and 

wives frequently settle on joint choices, for example, – purchasing a home. 

 

 

4.2.3. Cultural Factor 
 

These variables incorporate the social legacy of the general public. Each purchaser's convictions, 

ethics, laws, customs conventions, propensities and so forth., structure some portion of the social 

components. MNCs must comprehend the social factor before setting up base in any nation. For 

instance, Mc Donnels can't stand to sell hamburger burger in Bangladesh. 
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The Indian Culture as It Stands Today: 

The Indian society is known to follow conformity to traditions, spiritualism, respect for elders, 

education, etc., but the following change has been experienced in the recent past – 

a. Women have joined the workforce in a big way. 

b. This has led to increased use of luxury and time-saving gadgets etc. 

c. Health and fitness consciousness has been observed, which has led to a large number of gym and 

fitness chains. 

d. There has been a shift from spiritualism to materialism and back to spiritualism and yoga. 

e. There are more nuclear families than in joint families. 

4.2.4. Psychological Factors 
A person’s buying choices are further influenced by four major psychological factors: 

 Motivation, 

 Perception, 

 Learning, and 

 Beliefs and attitudes. 

 

 

4.2.4.1.  Motivation, 

An individual has numerous requirements at a given purpose of time. Some are organic needs—which 

constrain an individual to purchase water, bread, rolls, and so on., to lessen uneasiness emerging out of 

yearning. Others are mental requirements—emerging out of a requirement for acknowledgment, regard 

from others, belongingness, and so on. Clinicians have proposed various speculations laying out human 

conduct molded by ground-breaking needs that force an individual to take fitting activities very quickly.  

An individual has numerous requirements at some random time. As per Abraham Maslow, an individual's 

needs might be orchestrated by a chain of command—physiological, social, love, regard, and self-

completion needs—from the most squeezing to the least squeezing. An individual attempts to fulfill the 

most significant need first. At the point when that need is fulfilled, it will quit being a help and the 

individual will at that point attempt to fulfill the following most significant need. 

For instance, starving individuals (physiological need) won't check out the most recent happenings in the 

workmanship world (self-completion needs), nor by the way, they are seen or regarded by others (social 

or regard needs), nor even in whether they are breathing clean air (security needs). Be that as it may, as 

each significant need is fulfilled, the following most significant need will become an integral factor 

 

4.2.4.2. Perception, 

Recognition is the procedure by which individuals select, sort out, and decipher data to shape an 

important image of the world. Individuals can shape the various impressions of a similar improvement on 



28 
 

account of three perceptual procedures – particular consideration, specific twisting, and specific 

maintenance. Individuals are presented to a lot of improvements consistently 

For example 

the normal individual might be presented to in excess of 1,500 commercials in a solitary day. It is 

outlandish for an individual to focus on every one of these boosts. Specific consideration—the propensity 

for individuals to screen out the vast majority of the data to which they are uncovered—implies that 

advertisers need to endeavor to draw in the buyer's consideration. 

 

 

4.2.4.3. Learning 

At the point when individuals act, they learn. Learning depicts the adjustments in a person's conduct 

emerging for a fact. Learning scholars state that most human conduct is found out. An individual gain 

from past encounters that unbranded things don't last more thus, chooses to follow just marked products. 

He may, in this way, choose to purchase a Parker pen rather than a pen made by neighborhood makers. 

 

 

4.2.4.4 Beliefs and attitudes. 

By the method of doing and learning, individuals procure convictions and perspectives. These, thus, 

impact their purchasing conduct. A conviction is an elucidating believed that an individual has about 

something. Purchasing conduct contrasts enormously with a container of toothpaste, a tennis racket, a 

costly camera, and another vehicle. Advertisers need to deal with the convictions and perspectives of 

clients toward items and set up everything while at the same time attempting to convey esteem/fulfillment 

to their clients. 

 

 

 

 

 

 

4.3 Models of Consumer Buying Behavior 

 
The merchant was capable of the goodness of his involvement in the purchaser's conduct during 

past times. Notwithstanding, inferable from the quick development of populace and innumerable 

things in the market, it has now gotten hard to know the purchaser's conduct. 

 

A few information and the hypotheses relating to conduct are consequently, turn and it requires 

time and cash both. It is anything but difficult to realize that when, how, what, and where from 

the purchaser buys yet for what reason does he purchase is hard to know. Various models or 

speculations have been grown in order to know the rationale of the purchaser for a specific thing. 
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4.4 Consumer Buying Behavior  Top-5 Models are – 

 Economic Model 

 Learning Model 

 Psychoanalytic Model 

 Socio-Psychological Model 

 Organizational Model 

 

4.4.1. Economic Model 

 

Various things exist before a man and he needs to choose one or a few things out of them. 

Subsequently, the arrangement of the issue through balanced methodology is normal. 

This principle is based on – 

(a). A man does efforts to gain more satisfaction from the limited means 

(b). He is known to the optional sources and – 

(c). He does expenses rationally. 

 

The dealers have not perceived this guideline. According to their conclusion, it depends on 

minds and doesn't portray extensively the purchaser conduct. In any case, this standard has not 

lost of hugeness. Mechanical purchasers consistently follow this rule. 

 

 

Secondly, this model or principle is normative and not descriptive at all. It explains that – 

 

(a) Sale will increase in proportion to the price is reduced. 

(b) Reduction in the price of substitutes will sub-due the price of goods proportionately. 

(c) It will be considered that along with the increase in real income, the sale of concerned 

goodwill enhances provided that the item is not of, inferior quality and, 

(d) Sale will rise with the efforts of promotion made for the same. 

 

Be that as it may, the quantum of the offer isn't influenced just by the financial components. This 

standard doesn't tell about the need for the things and their brands. Further, the propensities for 

the customer, his inclinations, thinking and so forth., has no spot in this guideline. It is along 

these lines, said that this rule is suitable just for a specific field and it has no application for every 

other field the same. 
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4.4.2. Learning Model 

This rule depends on brain research and Pavlov an, a Russian Psychologist had set down it. It 

depends on the idea that human conduct at the most is impacted by the learning. Pavlov and has 

clarified this model after trials made on a pooch. 

He used to call his pooch by turning on a ringer while offering food. Long practice had rolled out 

exhaustive improvement in the propensity for canine and he would accompany ringing of a 

ringer independent of food given or not. In this way, this very investigation was made on 

different creatures, and eventually, a man was picked for it. The Upgrade reaction model was 

then evolved and spoken to. 

 

This model is based on four concepts: 

(i) Motive – It is called a necessity or motive. It rises from within and inspires to act. 

(ii) The stimulus is meant by those weak passions that arise from within or from the atmosphere 

and build when, why, and where. 

(iii) The response is meant by the human reaction against the stimulus. This reaction does not 

find uniform in a man always and these are felt on the basis of his previous experience. 

(iv) Re-Stimulus – If the response is proper, a trend of repetition found when the same stimulus 

has appeared. For example, housewives buy each time the same brand of tea leaves until their 

stimulus changes. 

This rule isn't immaculate in itself yet worthwhile when applied in the showcasing. It clarifies 

the need for value in merchandise with the goal that upgrade as to re-purchase the brand is held. 

 

4.4.3. Psychoanalytic Model 

This guideline is additionally founded on brain science and propounded by Fried. He says that 

each youngster comes on the planet with certain common necessities. For example, passion for 

copulation. 

On the off chance that he can't satisfy his enthusiasm and starts to see himself as alone on the 

planet yet at the same time, he relies upon the world. 

He creates different methods for the fulfillment of his needs yet puts a beware of his thought 

processes attributable to liable cognizant and disgrace so that, nothing could happen wrong to the 

social suppositions. Be that as it may, the essential needs despite everything stay inside him. This 

rubbing and weakness make his conduct progressively unpredictable. Attributable to these 

boosts, a man now and then do an offbeat act however he himself even stays obscure to the 

explanation behind such conduct. 
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This hypothesis or model of Fried has been marginally adjusted by his supporters and social as 

additionally bio cognizant was included with it. Therefore, a man comes on the planet not 

exclusively to meet sex-related needs yet a few other fundamental needs moreover. Force, being 

sovereign, security and so forth., are the primary needs out of them. This standard is a significant 

guideline for promoting. It tells that the genuine thought processes of man move him for 

purchasing a thing and from a specific shop. The rationale can render great ideas for 

investigation, ad, and bundling. 

The interests dependent on dread, dreams, and expectations can be used as buy claims. 

 

4.4.4. Socio-Psychological Model 

This model is based on socio-psychology and propounded by Weblon. He says that a major part 

of economic consumption does not inspire from usual necessities or satisfactions and it is 

motivated by the honor in society as man is the social being. His necessities and behaviour are 

changed according to the existing members in a group. 

Weblon says that a section of society prefers comfort and this class is followed by others. For 

example, if a neighbor buys a T.V., his next dweller also buys the same however after some 

days. 

This model is significant when we investigate it from the point of showcasing. It tells that the 

way of life, sub-culture, and the segment of society and a specific network affect people. So as to 

outline a legitimate program for showcasing, it is a must for a dealer to know the interest 

powerful degrees of society for the concerned things. 

4.4.5. Organizational Model 

This model rests on the organization and propounded by Hobbes. It is, therefore, called an 

organizational model of Hobbes. The buyer of an organization does not buy the item for his use 

but for re-production or distribution and seldom buy beyond their organization. 

There are two concepts in vogue about the manner of decision making by the buyers- 

(a) Some sellers buy the best item under influence of the cost, type, service, and quality on the 

basis of their rational motive While. 

(b) Certain sellers buy the items on the basis of their personal motive. 

Such a purchaser really makes buy under the two impacts. He says that a man normally 

continues to keep up his inclinations and for expanding the equivalent. Be that as it may, this 

pattern may wage a war coming about the ill will of a man with another. Each individual goes 

along with others because of the dread of such war and cares for the interests of his own and that 

of the association. This model really takes a shot at the premise of sound determination while 

sending products, rendering administration, fixing cost, and so on. Individual thought processes 

are given less significance in it. 
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4.5 Influences of Personality on Consumer Buying Behavior 

Advertisers are keen on knowing how the character can impact utilization conduct. Accessibility 

of this data will empower them to go for reasonable market division and afterward focus on these 

buyers with fitting correspondence programs. There are sure explicit character characteristics 

that impact customer acknowledgment of new items and administrations. 

Particularly while attempting to break down the feasible market reaction for new developments, 

advertisers are keen on knowing the character characteristics which can be helpful in separating 

between customer trailblazers and non-pioneers. 

 

4.6  Schiff man and Karuk have referred to personality behavior as: 

 Consumer Innovativeness: 

 Dogmatism 

 Optimum Stimulation Level 

 Variety or Novelty Seeking: 

 Social Character: 

 Need for Uniqueness 

 

4.6.1. Consumer Innovativeness: 

Development consistently has a component of hazard, since it will be simple accepters of the 

new items and administrations just if both the advertisers and purchasers are to similarly pick up 

from the correct advancement. Purchaser analysts have created different estimation instruments 

to comprehend the degree of shopper ingenuity, explicitly the character characteristic which 

gives bits of knowledge into the nature and limits of a customer’s: willingness to innovate. 

Ongoing investigates have shown about the positive relationship that exists between buyers of 

online items and the creative utilization of the web. The character of web clients can be depicted 

as individuals who are certain about themselves and in their capacity to control their own future 

and in utilizing the web to search out data, appreciate change and are not terrified of 

vulnerability 
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4.6.2. Dogmatism 

Stubbornness is the character characteristic that will show the level of unbending nature people 

shows when gone up against something which is new to them or towards data which is in 

opposition to their own built-up convictions. 

The individual who is high on opinion will move toward the new protectively and settle on the 

value of the items or administrations. Then again, the individuals who are low on obstinacy will 

eagerly think about new or contradicting convictions. 

Shoppers with a low opinion (liberal) show more acknowledgment of inventive items than to set 

up or conventional other options. While exceptionally fanatical (close-disapproved) purchasers 

show an inclination for set up as opposed to creative item choices. 

 

 

4.6.3. Optimum Stimulation Level 

Shopper specialists have analyzed the connection between character qualities and contrasts in the 

incitement which, thus, might be identified with buyer conduct. Explores have shown high ideal 

incitement levels (OSLS) with customers who show more eagerness to face challenges, attempt 

new items, be inventive, and so on. 

It is likewise proposed OSL mirrors an individual's craving for the degree of the way of life 

incitement. In like manner, on the off chance that buyer's real ways of life are proportional to 

their OSL scores, at that point they are probably going to be very fulfilled. Though if their OSL 

is more than their present reality, they are probably going to be anxious or exhausted, while if 

their (ways of life) or OSL is underneath their present reality, they are probably going to look for 

alleviation. 

This passes on that customers will settle on their selection of items or administrations relying 

upon the OSL. An over-animated individual is probably going to look for rest in a peaceful, 

detached spot or occasion (Examples can be of different Resorts/Vacation stops and so on which 

appear to be solicitations for over invigorated people). 

 

 

4.6.4. Variety or Novelty Seeking: 

 

As the term itself indicates there are certain types of customers seeking variety or novelty in their 

consumption behavior. 
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This variety-seeking behavior can be: 

a. Exploratory purchase behavior (exploring newer brands). 

b. Vicarious exploration (consumer obtains information about new alternatives and contemplates 

about the new option) with caution and reservation. 

C . Use innovativeness (Already using a product in a new or novel way) 

The utilization inventiveness attribute is progressively applicable to items which are innovative 

or electronic items, for example, home apparatuses (home sound system, clothes washer and so 

forth.) in the event of such items there could be sure item models with extra capacities or 

highlights while some different models with just the fundamental highlights. 

Purchasers who are high on assortment looking for are bound to be pulled in to item marks 

which offer novel highlights or have different applications, not at all like shoppers who score low 

on assortment chasing, who may not do as such. 

 

 

4.6.5. Social Character: 

The character quality delineating social character is firmly identified with the socio-social 

condition or sociological examination. Here the reference is of two kinds of character qualities - 

inward directedness (customers who depend on their 'own' instinct or measures or qualities while 

assessing new items) and different directedness (These are shoppers who seek others for 

headings or direction, particularly if there should be an occurrence of new items). The previous 

class of purchasers is bound to be trailblazers. 

The inward coordinated buyers have an inclination for promotions which stress item highlights 

and individual advantages in this way empowering them to self-assess and utilize the item in an 

inventive or novel manner. While other coordinated individuals favor advertisements that pass 

on social acknowledgment and this can impact their buy choices. 

 

 

 

4.6.6. Need for Uniqueness 

One more likely than not run over individuals who look to be one of a kind. Such individuals 

don't prefer to be in adjustment to other's desires or guidelines either in appearance or as far as 

assets. In an investigation attempted to investigate the conditions under which people who are 

high on the Need For Uniqueness make (or don't settle on) unpredictable decisions, it was 

uncovered that these people were progressively open to settling on one of a kind decisions when 

they were not worried about being censored. Thus, it would assist advertisers with carrying out 
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explores to gauge this quality with regards to customer conduct, while presenting new items in 

the market. 

Along these lines knowing about different character characteristics and contrasts is basic for the 

advertiser to plan reasonable market division and other limited-time procedures for their item or 

administration. 

 

4.7 Components of Consumer Buying Behavior. 

Dealings are an integral part of life. We misuse our arranging abilities in our own just as expert life. 

Purchaser complaints and managing them – this was a subject of conversation in deals writing. Such a 

methodology accepted, that there is a success lose circumstance in the purchaser merchant relationship. 

Everything added up to outmaneuvering the purchaser. It was likened to control. Nowadays purchaser 

dealer relationships depend on a success win circumstance. Dealings are in this way focused on 

commonly good consent to both the purchaser and the merchant. It's anything but a one-shot issue. It 

should make ready for a long time. The salesman turns into a consultant. All salespersons must have the 

aptitude of arrangements. 

4.8 There are two components here: 

 Negotiations and 

 Buyer concerns 

 

4.8.1 Negotiations : 

Exchanges occur in the whole deals process. At first, they relate to the scene, the individual who 

will attempt the introduction, and the length of the business call. Early concessions are given to 

fortify the relationship. This may demonstrate costly later. 

 

For example, one can surrender to a shorter exhibit, while the best possible show takes longer. 

Consequently, the concessions in this design influence adversely. A sales rep can build up a key 

partnership with the purchaser. This calls for long dealings reaching out as long as a while. 

Afterward, in the wake of building up collusion, exchanges are done to determine the worries 

4.8.2  Buyer concerns : 

There is characteristic protection from purchase and sales reps ought to be set up to beat this by 

meeting the worries voiced by the purchaser during the business call. 

Most of the buyer concerns are related to: 

 Need 

 Product 

 Source 
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 Price and 

 Time. 

 

 

 

4.8.2.1. Need-Related Concerns: 

A prospect’s need must be recognized by doing the proper homework. Still, it is not uncommon 

to get the stereotype answer ‘I do not need your product, say a credit card now.’ It could be a 

conditioned response which is an excuse not to buy. The real reason for not buying may be non-

affordability, no-time to assess the proposal, or some other reason. 

A propelled form of a clothes washer has numerous points of interest however it makes the 

current machine out of date. A purchaser opposes, and is probably going to state 'my current 

machine is OK'. Potential clients may state 'Even without this propelled rendition we are not 

more regrettable off.' There is a lack of concern identified with need. 

This is an extraordinary test as the obstruction is certified. For what reason should a client be 

dumped with an item that doesn't give him any genuine advantages? We at that point need to 

think as far as making him mindful of the requirement for a superior item, or, more than likely it 

is hard to bring the deal to a close. 

In business selling, one can accentuate that the item being advanced is wise speculation. It ought 

to be called attention to how the item over the long haul is conservative. Office hardware can 

lessen working expenses, e.g., a superior printer. A POS introduced at the money counter can 

improve deals by tolerating card installments. A broker may have a costly product offering in 

stock. One can urge him to have a different line to take into account the clients of moderate 

methods. 

There can be a certified issue, says the issue of overloading. It very well may be proposed to 

have a closeout deal to move the stock. He can be given the item being advanced on credit 

premises. On the off chance that the organization strategy allows, his current stock can be bought 

at an arranged cost, and an appropriate credit can be given to him against his lady request. This 

requires innovative critical thinking. 

 

4.8.2.2. Product-Related Concerns: 

The purchaser now and again opposes the item itself. In this circumstance, we need to 

comprehend what the protests of the purchaser are towards the item. Individuals are chance 

opposed. They need solid items. Purchasers can be guaranteed about the item's quality through 

test reports and supports from fulfilled purchasers. Purchasers may feel that the item mindfulness 

is poor and the item is obscure. 
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One can persuade the purchaser about the item being available with different providers. He ought 

to likewise be guaranteed that limited time backing would result in an expanded interest for the 

item. Purchaser may state that clients known to him are not happy with the item. This is an 

exceptionally legitimate concern. One needs to know the purposes behind being unsatisfied. We 

need to gather data. 

On the off chance that there is deception, one can flexibly the correct data. The purchaser might 

be utilizing an item right now which has not given him any motivation to switch over. It is 

important to fabricate a more prominent measure of want in the purchaser's brain. One needs to 

concentrate on the prevalence of the item over the current item he is utilizing. The item can be 

designed better to suit the purchaser's changing needs. 

 

4.8.2.3. Source-Related Concerns: 

Clients create dependability to their current provider. It at that point gets hard to conquer this. In 

such a circumstance, it is smarter to maintain a strategic distance from the direct analysis of the 

current wellspring of gracefully. The introduction ought to be centered on the issues of the 

clients and their answers. 

Loyalty objection can be handled by: 

 Identifying the problems faced by the customer and offering to solve them 

 Suggest a second line, in addition to the existing line. 

 Indicate the superiority of your product. 

 Asking the customer to put a trial order to judge the merits. 

 Keep in touch with the prospect 

 There may be some perceptions about the salesperson’s company in the prospect’s mind. If 

they are not accurate, they can be dealt with. 

  

4.8.2.4. Price-Related Concerns: 

This is the commonest worry in close to home selling. It requires cautious arrangement. A 

significant expense guise can be utilized to bring up that I am not open to purchasing your item. 

Be that as it may, the cost may not be a significant hindrance to deal, however, it is significant. It 

disturbs numerous purchasers. An expert purchaser looks for the most ideal deal. An effective 

deal depends on getting the correct value quality condition. 

Dealing with Professional Buyers: 

Proficient purchasers consistently call attention to spending confinement. It might be genuine, or 

only a play to test the cost. The sales rep tends to this by excluding certain highlights of the item, 

state vehicles without sound systems, to meet the spending plan. An expert purchaser can 

embrace a 'live with or without it' procedure by putting a money related roof on the request. Here 

the alternative can be a valuable concession. On the other hand, item predominance can be put 
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forth for the purchaser. In the event that the purchaser adheres to his value offer, exchanges can 

be ended. There is then space for face putting something aside for the purchaser by making a 

new offer. Some of the time, a purchaser's value offer is worthy, yet once in a while, it isn't. In 

such a case, a sales rep can make a counteroffer. 

A salesperson must be clear as to what is acceptable and what is not. 

Dealing with Low Price Strategy: 

As a showcasing strategy, the items may be sold in huge volumes by putting a low cost on them. 

Such associations permit sales rep to haggle on the cost by offering different limits. In some 

cases, organizations can approve the salespersons to coordinate the contender's cost. 

Dealing with Price Concerns: 

An item is a group or a bundle and clients look for the entire bundle. Value alone may not make 

any difference. The client will in general gander at cost alone. His consideration ought to be 

coordinated to different highlights of the entire bundle. Cost ought not to be the focal point of a 

business introduction. It ought not to be talked about at the beginning phase. Cost ought to be 

haggled toward the end, alongside conveyance date, bolster administrations, or volume buys. A 

sales rep ought not to be remorseful while providing a cost estimate. The connection between 

cost and quality must be called attention to. A durable item costs not exactly a short-enduring 

one, despite the fact that it is estimated higher at first. Value concessions ought to be given 

methodically and hesitantly. 

4.8.2.5. Time-Related Concerns: 

The general arranging systems depend on the comprehension of purchaser conduct. As a matter 

of first importance, the purchaser's concerns must be foreseen to manage them adequately. A 

sales rep must be clear about the incentive being offered to the purchaser. A salesman must do 

what's necessary schoolwork to meet the purchaser's complaints. He ought to comprehend the 

purchaser's concern so that there is lucidity about the arrangement. 

It ought to be affirmed from the purchaser by repeating the issue. An elective arrangement at that 

point can be advertised. Regions of understanding must be distinguished with the goal that purposes 

of contradiction can be arranged. It isn't fitting to lose your cool while managing genuine purchaser 

concerns. 
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5.1 Conclusion 

The consumer buying behaviors influencing some important criteria included in our research. 

We believe that if we can do proper study about thus important factors then we can make our 

proper production plan as well as the engineering plan. So our research is maybe capable to mark 

thus influencing factors which are responsible for influence the consumer buying behavior. We 

also believe that our research may be very helpful for future to easily learn the consumer buying 

behavior and why maybe the buying behavior is vary continuously by different criteria. Lastly 

we think that, our research is may be helpful for the proper production planning and excellent 

engineering.  

 

5.2 Limitation 

1. For completing our research we make our data, table etc by the help of online conversion 

with the consumers. 

2. Our all research data maybe not always same for all countries as well as different places. 

3. Due to COVID-19 pandemic situation we can't collect lots of data and its makes our 

research data shortest. 

4. With the change of the time, economic condition, trend and situation our all of data of 

this research maybe doesn't work. 
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