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Influence of Promotional Strategies on

Consumer Buying Decision Making Process
(A Critical Study of Select Household Products’ Market of Jodhpur)

Dr. Ashish Mathur* :
Ms. Pragya Priyadarshini Harsha*#*

ABSTRACT

The consumer market consists of all buyers of goods and services for personal or family use. A consumer is the ultimate yser
of a product o service. Consumer behavior essentially refers to how and why people make the pu rchqndmo r'o:d
Marketers strive to understand this behavior so they can better formulate appropriate marketing stimuli fl<:,;-ztr 1"7'1:1 ru ,':
increased sales and brand loyalty. There are a vast number of goods available for purchase, but con sumers :frjnf‘o.;‘. t*az ‘
this volume to the industrial world’s massive production capacity. The science of evaluating and influencing :fmwi
behavior is foremost in determining which marketing efforts will be used and when. To understand consu n:;r b ".zrr
experts examine purchase decision processes, especially any particular triggers that compel consumers to buy a certain
product. This paper is an attempt to study the effect of the various promotional strategies implemented by m;r.ifsfr_ﬁ's to
createan urge or inner drive in consumer’s mind to buy the product of their compan V. ,

Keywords: Buyer decision - making process, promotional strategies, buying motives.

INTRODUCTION

Pet_)ple buy to satisfy all types of needs. These needs,

as identified by Abraham Maslow in the early 1940s,

may be physical or biological, for safety and security,

for love and affiliation, to obtain prestige and

esteem,. or for self-fulfillment. For example,

_connecting products with love or belon ging hasbeen

a Su""—‘CESS for several wildly popular campaigns such

;f'ie fd‘iacél Out and Touch Someone,” "Fly the

re ofykaes, ax.ld "Ge_ntlemen Prefer Hanes." This

: attairm'len(tmﬁ might link products either to the

i Otloveand belonging, or by linking those

i cts with people similar to those with whom
. People would like to associate.

":::_‘ Pr L8 ol .
o geﬁ 15  another intangible need, and those

concerned with status will pay for it. However,
goods appealing to this type of need must be viewed
as high-profile products that others will see in use.
One benefit of targeting this type of market is that the
demand curve for luxury products is typically the
reverse of the standard; high-status products sell
better with higher prices.

Some equate the type of need to be met with certain
classes of goods. For instance, a need for
achievement might drive people to perform difficult
tasks, to exercise skills and talents, and to invest in
products such as tools, do-it-yourself materials, and
self-improvement programs, among others. The
need to nurture or for nurturing leads consumers to
buy products associated with things such as
parenthood, cooking, pets, houseplants, and
charitable service appeals.
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Personality traits and characteristics are also
important to establish how consumers meet their
needs. Pragmatists used to buy what is practical or
useful, and they make purchases based more on
quality and durability than on physical beauty. The
aesthetically inclined consumer, on the other hand,
is drawn to objects that project symmetry, harmony,
and beauty. Intellectuals are more interested in
obtaining knowledge and truth and tend to be more
critical. They also like to compare and contrast
similar products before making the decision to buy.
Politically motivated people seek out products and
services that will give them an "edge," enhancing
power and social position. And people who are more
social can best be motivated by appealing to their
fondness for humanity with advertising that
suggests empathy, kindness, and nurturing
behavior.

Consumers also vary in how they determine the
needs; they want to satisfy while purchasing
products and services. Are they more concerned
with meeting their own needs and buying what they
want to, for their own happiness? Or do they rely on
the opinions of others to determine what products
and services they should be using? This determines,
for example, whether or not they will make a
purchase just because it's the newest, most popular
item available or because it is truly what they need
and/or want. This also influences the way marketers
willadvertise products.

Review of Literature
Batra and Kazmi (2004) concluded in their research
that the purchase decision of certain products is
primarily based on feeling based choice. The
evaluation is simply based on the imagination of
how the product or service will make the consumer
feel while using it. Consumers’ evaluation is likely to
~ be effective when the underlying motives are
~ consummatory. Broadbent (2007) concluded in his
- research that despite claims that advertising creates
. consumer demand, attempts to convince consumers

. ~to buy a new product through advertising will do

© little more than stimulate initial sales. Only

- suiccessful trials and the subsequent repeated buying

o _‘.‘6f__g product will actually lead to the maintenance of

. consumer demand. Sinha (2008) found in her
.I‘fQ??PCh work that the purchase made by consumers
is mainly to satisfy their demands and to solve the
underlying. problem. If a consumer purchases a

—

productinorder to fulfill his basic need, it can be g4
the purchase was necessity driven ang j c: e
zclin_alyzed from this aspect as to what motjy e
rives a consumer to purchase a prog imi

Shove (2009) has argued that in ofder tl(l)ctt;x:clizlllarl}r/
contemporary patterns of consumption, we nlfggnd
consider the everyday practices that constitute N
lives. Perhaps the question should notbe whethosur
not people buy energy or water efficient wasl;ir? ;
machines, but why people feel the need to wash their
clothes so much more frequently than they have ip,
even the very recent past? If the washing of clotheg is
determined by socially constructed ideas of hygiene
and “freshness’ as well as external (and compietelv
incidental) factors like the weather as research
suggests. (Defra 2008), it is as important to
understand how these factors contribute to behavior
as it is the in store promotions that might affect
consumers’ choice of washing machines.

ates or

Consumer Behavior

Consumer behavior involves study of how people
buy, what they buy, when they buy and why they
buy. It blends the elements from psychology,
sociology, socio-psychology, anthropology and
economics. It also tries to assess the influence on the
consumer from groups such as family, friends,
reference groups and society in general.

In Blythe’s (2002) word, “Consumer behavior refers
to the mental and emotional process and the
observable behavior of consumers during searching,
purchasing and post consumption of a product or
service.” Kotler (2008) defines consumer behavior as
study of how individuals, groups, and organizations
select, buy, use and dispose of goods, services ideas
orexperiences to satisfy their needs and desires.

Buying Motives:

Motive is inner urge that prompts a person to
perform some action. It can be a strong desir_e,
feeling, a drive or any emotion which plays a role in
the consumer’s decision to purchase a product ora
service. Based on past research, consumer buying
motives can be categorized from four perspech'.ves.
Firstly, the social influences on consumer motives
such as the culture, sub-culture, social class,
reference groups and families (Peter & Donnell,
2007). Secondly, the situational influences on
consumer motives such as physical features, social
features, time, task features and current conditions
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(Belk, 1975). Thirdly, psychological influences on
consumer motives include product knowledge and
roduct involvement (Peter & Olson, 2005), Fina]ly,
the marketing mix influences on consumer motives
suchas product, price, promotion and place (Peter &

Donnell, 2007).

Factorsinfluencing Buyer’s Decision Process

Group Influences on Consumer Bel.mviour

Culture is a set of basic values, beliefs, norms, and
associated behaviors thatare learned by a member of
society. Culture is something that s learned and that
it has a relatively long lasting effect on the behaviors
of an individual. In some subcultures, the husband
will play adominant role in the purchase decision; in
others, the wife will play a more dominant role.

Social Class is a group of individuals with similar
social rank, based on such factors as occupation,
education, and wealth. Reference Groups are the
temporary groups, that affect a person's values,
attitude, or behaviors E.g., your behaviors around
colleagues at work or friends at school are probably
different from your behaviors around your parents,
no matter your age or stage in the family life cycle.
Opinion leader is a person within a reference group
who exerts influence on others because of special
skills, knowledge, personality, etc. Family is a group
of people related by blood, marriage, or other
socially approved relationship.

Internal Influences on Consumer Behaviour

Personality is a person's distinguishing
psychological characteristics that lead to relatively
consistent and lasting responses to stimuli in the
environment. We are each unique as individuals,
and we each respond differently as consumers. For
example, some people are "optimizers” who will
keep shopping until they are certain that they have
found the best price for a particular item, while other
People are "satisfiers” who will stop shopping when
,t'he}’ believe that they have found something that is
. 800d enough. Lifestyle and psychographics,
ri ESty}-e is a pattern of living expressed through a
-»P?',sﬂﬂs -activities, interests, and opinions and

: Cg?y;hographics‘is a technique for measuring

."';'g‘"':‘::;‘-,':]'it.y_'?“d'_ﬁfeStyles to developing lifestyle
1a-§-stl--f!$?n°h§r’-Motivation: multiple motives,
18 usually have multiple motives for

béhaViom*These can be a combination of

manj
nifest (known to the person and freely admitted)

or latent unknow
nto the ers .
reluctant to admit. personor the person s very

Consumer Buying Process
The marketers are bound to hay

al act of

purchasing is only one stage in the Process and the

process is initiated at the several stages prior to th
actual purchase, Secondly even though we find th;:
purchase is one of the final links in the chain :)f
proc.ess,- not all decision processes lead to purchase.
gﬂiii:\gdal\rzl;l ;ltil c01}1:s_,ume'r may terminate the process
age. Finally not all consumer decisions
always include all stages. Persons engaged in
extensive decision making usually employ all stages
of this decision process. Whereas those engaged in
limited decisions making and routine response
behavior may omit some stages. The consumer
decision process is composed of two parts, the
processitselfand the factors affecting the process.

1. Need/Want/Desire recognition

In the first step the consumer has determined that for
some reason he/she is not satisfied (i.., consumer’s
perceived actual condition) and wants to improve
his/her situation (i.e., consumer’s perceived desired
condition). For instance, internal triggers, such as
hunger or thirst, may tell the consumer that food or
drink is needed. External factors can also trigger
consumer’s needs. Marketers are particularly good
at this through advertising; in-store displays and
even the intentional use of scent (e.g., perfume
counters).

2. Search for Information _ _
Assuming consumers are motivated to satisfy hrs.or
her need, they will next undertake a search for
information on possible solutions. The sources used
to acquire this information may be as .fxmple- as
remembering information from past experience (x.ci.,
memory) or the consumer may expend c§7ns1dera}:))e"
effort to locate information .from outside SOLU'LLb'
(e.g., Internet search, talk \.Vlth others, etc.). [;;1“
much effort the consumer directs tm?'ard searching
h factors as: the importance of
ced, familiarity with available
amount of time available to

depends on suc
satisfying the n
solutions, and the
search.
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3. Evaluate Options '
Consumers’ search efforts may result in a set of

options from which a choice can be madg. It shnu.ld
be noted that there may be two levels to thls.stagu‘. At
tevel one the consumer may create a set ot p()sjﬂalbh‘
solutions to their needs (i.e., product types) w I'u!e at
level two the consumer may be evaluating pa rncu.lnr
products (L., brands) within each solution. For
example, a consumer who needs to replace a
television has multiple solutions to choose from such
asplasma, LCDand CRT television.

4. Purchase
In many cases the solution chosen by the consumer is

the same as the product whose evaluation is the
highest. However, this mayv change when it is
actually time to make the purchase. The “intended”
purcha:.cc may be altered at the time of purchase for
many reasons such as: the product is out-of-stock, a
competitor offers an incentive at the point-of-
purchase (e.g.. store salesperson mentions a
competitor’s offer), the customer lacks the necessary
funds (e.g., credit card not working), or members of
the consumer’s reference group take a negative view
of the purchase (e.g., friend is critical of purchase).

5. After-Purchase Evaluation

Once the consumer has made the purchase they are
faced with an evaluation of the decision. If the
product performs below the consumer’s expectation
then he/she will re-evaluate satisfaction with the
decision, which at its extreme may result in the
consumer returning the product while in less
extreme situations the consumer will retain the
purchased item but may take a negative view of the
product. Such evaluations are more likely to occur in
cases of expensive or highly important purchases. To
help ease the concerns consumers have with their
purchase evaluation, marketers need to be receptive
and even encourage consumer contact. Customer
service centers and follow-up market research are
useful tools in helping to address purchasers’
concems,

Why Consumers Buy: Need Arousing Factors

. Customers make purchases in order to satisfy needs,

- Some of these needs are basic and must be filled by
~everyone on the planet (e.g., food, shelter) while
" others are not required for basic survival and vary
depending on the person. It probably makes more
sense to classify needs that are not a necessity as
deﬁm"‘m fad, iﬁ’many countries where the

standard of living is very high, a larg
population’s income is spent on wa n
rather than on basic needs. For example in,
for a family vacation the mother mav ro a1
reservations but others in the fam;i.

on the hotel choice. Similariy, 2 f,n.' y

snacks at the grocerv store byt his
be the one who selected it from th
understanding consumer
involves not only understand
made but also understanding
influence purchases.

Promotion Strategy
Promotion is defined as
advertising, personal selling
direct marketing (Borden,

Duncan (2005), promotion is
exchange process that commn
and potential stakeholders, ar
Every firm or store must cast i
communicator and promoter.
reports that promotion appears as an iss
create an optimal mix of marketing
tools in order to get a product’s mess
from the producer to the comsume
sales promotions, personal selling and
influence what consumers think a!

using them, and what
including shopping in
purchasing specific brands.

Promotions such as price discounts and buy one g2t
one free are effective promotional tools fes
encouraging consumers to buy more (3 '
and Gerald, 2005). Hung
recommends that plans for pr
top-down strategy built plans wit!
up purchase analysis and that thev &
monitored frequently. Steinberg, Jules |

out that a successful premotion otften ¢ om
good imagination. There are mined findings om

past research that promotion considerations et
have an impact or no impact on custorner mobives i
retail store purchases. It all depends whether the
promotions  support private-labeled or national
brand products. The promotional strategies create 2
value addition as they motivate the buver to buy the
product Consumer motives or goals can be

ues are

represented by the values they hold. Values as
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le's broad life goals that symbolize a preferred
p of behaving (e.g., independent,
mode et honest) or a preferred end-state of
compassio qe’n%‘ of accomplishment, love and
beiﬂg. (e‘g';(;ciili rvco};nilion)- Consumers buy
a“ectwn’} l t will help themachieve desired values;
produclsf:)d“d attributes as a means to an end,
U doﬁﬁdiﬁg the means-end perspective can help
:rke;(‘f“ petter position the prmh;ci and create
ms R rertising and promotion
more effective advertising f

mer Information Processing

The consumer information-processing  approach

aids in understanding consumptive behavior by

focusing on the sequence of mcnt.al activities that
le use in interpreting and integrating their

Consu

environment.

The sequence begins with human perception of
external stimuli. Perception is the process of sensing,
selecting, and interpreting stimuli in one's
environment. We begin to perceive an external
<timulus as it comes into contact with one of our
sensory receptors-eyes, ears, nose, mouth, or skin.
Perception of external stimuli influences our
behavior even without our conscious knowledge
that it is doing so. Marketers and retailers
understand this, and they create products and stores
specifically designed to influence our behavior. Fast-
food chains paint their walls in "hot" colors, like red,
to speed up customer turnover. Supermarkets steer
entering customers directly into the produce section,
where they can smell and touch the food,
stimulating hunger. A hungry shopper spends more
money. In order to function in the crowded
environment, we choose to perceive certain stimuli
w];ule' ":K“Oring others. This process is called
;;:’Ct‘."ﬂ}'. Selectivity lets us focus our attention on
m:{;t‘;;‘lith:lt provide mFanix\g for interpreting our
while m;n or r)n the thmgs 'tha.t are r.clevant t(') us,
pm“%in’mw.'shhlng our lunltﬂfi information-
Coﬂﬁnugli; IV.SOtur(c:e on irrelevant items. Marketers
and grab o ri:“iﬁ:;]g" tf) break through the clutter
p"cbgirlgigdcgim(ﬁ attention, Adve'rtlsmg and
ahost of fcchm‘(‘ S.ntl(. to grab our attention ’thmugh
adsoung <o {ues, like the use of contrast in colors
«Tepetition, and contextual placement.

Objective of the Study
,,‘\n attempt has been made-
. To study * fa .
deciai ¥ the factors responsible for buvers
ecision - making process .
o To study 37 i
- 7 the promotional factgrs affecting
consumer’s purchase bop o

Li 5
3. To find out the

avior

motives influencing the
’:Hnﬁ”rn‘,‘r“'a‘f"}."1'1"71" MOCess T
ll 14 j : } ‘7[1 eSS,

- loidentify the motives

household electronic p

ARSI

s Involved in purehasine

roducts

Research Methodology
Research methodology comprises

g the research
design, sample design, sources of data, selecsion of

) ) e, SRS N
data, various designs and techniques us v
analyzing the data. The methodology used for h

study athand is as under. }

Research Design

The research design used for the research problem in
hand is causal research as the objective is to
determine the effect of promot;on&.i sty
causing buying motive r, i.e. whether there is 2 cause
and effect relationship between variables. In order to
determine cause and effect; it is important to hold the
variable, that is assumed to cause the chan
other variable(s), as constant, and then me s
changes in the other variable(s}. This tvpe of research

influencing the causal relationship, especally when
dealing with people’s attitudes and motivatons.

Sample Design

The sample design adopted for the research pre
in hand is convenience sampung. &
points are also included in sampie design

o
purpose of the study:
$ i fenr i TRV WES
o Sample Size: The sampie size for the Stucy s
200.

b t}"?.‘ Lhuaty

» Sampling Unit: The sample unit of ¢ :....;.;,‘
includes male and female buyers of sewected
household electronic goads.

e Sample Area: The sample &
hand was Jodhpur district o

rea for the shudy in
Rasasthan

‘ ollection:
Methods of Data Collec o .
For the study in hand, both the pnmary and
secondary data was

collected. The sources of
collecting boththedataisasto

Hows:

| 5
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.. Sources of Primary Data: Tl?e primary data for ﬂrtiFlc§, newspapers, magazines, internet
the study was collected directly from target penoc.hc'als, books, reports and publication 0;
respondents through structured questionnaire. fﬁssocxatmns related to consumer d‘drablé
This questionnaire includes the personal industry.
information about the respondents. The
questions asked to respondents were lype. of Tools for Analysis of Data:
promoﬁonal strategies that influence buying Along with the usual statistical tools such as tables
motives like personal selling, advertising for percentages, charts, Chi-square test was ysed fo;
buying a particular product, motives for analyz:pg the data which helps in arriving at Sou_né
selecting the productetc. conclusions.

2 Sources of Secondary Data: The secondary data
for the study was collected from different Results and Analysis

sources such as technical and trade journals,

Table 1: Promotional Measures/Strategies

Product PROMOTIONAL MEASURES/ STRATEGIES Total |
T.V. News Paper Friends & |Personal |Reference |From Shop |None f
(Advertising, |and Magazines |Relatives |Selling groups
e-media) i

- |
No. |% No. |% No. (% No. |% |No. |% No. |% No. |% ‘

Water 55 27.50 |64 32.00 48 |24.00 |6 3.00 {10 5 8 4.00 9 430 {200 !

Purifier _ ’

Inverter |66 33.00 |75 37.50 42 |21 9 450 |5 250 |2 1.00 {1 0.30 i?.ﬁ-‘?. '

Washing |63 |31.50 (74 |37.00 45 |22.50 |10 5.00 |4 2.00 |2 100 |2 100 {200 |

= b !

machine | | |

It can be directly observed from the table that the products is; newspaper and magazines followed by
highest effective strategy for the promotion of these advertising on electronicmedia T.V.

electronic consumer durables for all the three
Table 2: Buying Motive influenced buyer by promotional measure factor

—)

Product |Buying Motive that influences buyer to buy by Promotional measures !

Goodwill |Power Quality |Guarantee{Services |Advertisement|Entertainment Easily |None is ‘

Saving and available :

Aspect now P

pec knowledge ' —-—’“"""*;

No. {% No. |% No. |% No. | % No. |% No. |% No. Yo No. [% |Ne- __,_.—-\ |

13T 1100 12N

Water |55 (2250 |16 |B00 |51 [maofs (150 [0 (50 [7 a0 |1 7% |F [N T

Purifier i

_— e T E U A

Inverter |13 (2150 |63 |7150[@3 im0 (3 |50 [ im0 o 3o [z oo |0 [PRT o

P aamuns 2l LU
Washing 148 12400 |54 |27.00 [57 (2850 {8 |4.00 |5 250 |5  [250 |9 15| e |
Machine {
N

Ch' sqr = 66.563; df = 16; Results = Highly significant (p < 0.001)

il
.wﬂ&ﬁéﬁ
RBRERPREL, 08 1 e
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- oa

ple indicates that quality is the main
.o tabie ¢ . yor savi >
mfl t ved by goodwill and power saving, the
- owed bY 8

epect of promotional strategy. While
- P-i < on third and other motives lag far

The ab

at the main motive behind
lectronic product is quality
, < followed by need of the go_ods and
of €09 dwill of the goods. Regarding other
memmrkb(ﬁ’ under study, customers give least
factors ta eto ruarantee, services, advertisement,
wag’ht{‘se .nd knowledge etc.

overall it can be :<md th
yrchasing @ partlcular e
purce =

b square test also shows that purchase of a
e duct is not independent of motive

jcular pro ; ;
behind purchasing particular electronic good.

SUGGESTIONS

The following suggestions and recommendations
are concluded after the detailed empirical analysis in
the study so that marketers can understand the
ccm.mmés’ behaviour and their buying motives
whichwould definitely provide fruitful insightsand
results to the consumer durable companies in
achieving their overall organizational objectives:

+ More concentration must be on technical
aspects of the product and innovative features
should be offered from time to time as these
household electronic products are totally based
ontechnology which changes ata very fast pace.

»  Aggressive brand promotion strategies should

be implemented by the companies in order to
create a distinctive and unique brand image of
their products in the minds of consumers.

icn‘:“;gji!:eih shoul.d concentrate more on
aftre)r e efse :v guahty ar}d effectiveness of their

ol sorsions ?ftes and its network as the after

ik ces offered by the companies are least
erred by the consumers in selecting a
ga:‘ﬁcularbrand,

mrz::; a:i I;\led_ia adverti.sing should be given

informati};nasf drEgardmg' dissemination of
durable prodnu tpromotxon of consumer
informatio are hlcgtsﬂ asr fthe;g sources of
. formfoﬂnationsearch}fp eferred by consumers

the
dealers should be encouraged through

push strategy by the companies so that they can
play a major role in dissemination of
information and promotion of products.
Companies should plan and implement their
advertising and sales promotion strategies
which are focused on women, as role of women
in the family in deciding the products which are
generally used by them like washing machine
and refrigerator is more significant.
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