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< ABSTRACT ’ Today the market situation in India is highly competitive across all the product segments. With the continuous evolution in

the demographics and psychographics of the target consumers, the situation is becoming more and more complex. The
ever changing customer preferences, rising consumerism, new entrants in the market, and continuously evolving technological innovations
resulting in product differentiation in the short run which further resulting in shorter life cycles for durables particularly and also for other lifestyle
products are adding new dimensions to already complex situation. In a consumption environment, a person chooses a product or a brand, which
seems to possess a maximum possibility of the definition or elaboration of his life style identity. Hence it becomes necessary for the companies to
create a high level of awareness among the consumers to exhibit the unique feature in their products and to capture the market. This study
highlights the consumers' level of awareness towards the household appliances available in the market.
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Introduction

The marketing scenario in the world today is changing very rapidly.
The boundaries of nations are disappearing for exploiting the
opportunities of business. Technological changes are taking place at
the flash of an eye and standards are undergoing changes in time.
Buying habits of the consumers are fast varying and so are the fortunes
of various organizations. An organization with an excellent track
record suddenly finds its products obsolete, its unparallel consumer
base eroded and its financial resources depleted. In order to sustain in
such an environment, an organization needs to anticipate the changes
in the behaviour of consumers. In today's business environment time is
not only a scarce resource, but also a competitive weapon. The
marketer must move faster, quicker and swifter to thrive in these
turbulent times. Companies have to react with speed to competitive
moves of the rivals. The marketing of products is becoming a more
and more complex process in the context of globalization,
liberalization, and privatization and modernization policy of the
Government. Hence it becomes necessary for the companies to create a
high level of awareness among the consumers to exhibit the unique
feature in their products and to capture the market. This study
highlights the consumers' level of awareness towards the household
appliances available in the market.

Objectives

The present paper is based basically on primary data. This paper

attempts

* To analyze consumers level of awareness towards the distinct
features of the household appliances available in the market.

» To analyze the significant difference in the level of awareness
towards household appliances available in the market among the
demographic variables of the consumers

Methodology of the study

Data: Primary data was used and the data were collected through the
issue of questionnaire.

Sampling Technique: Convenient sampling method

Sample size: 500 consumers were chosen for the study.

Study Area: Coimbatore City, Tamilnadu

Period of study: April 2016 to March 2017

Tools Used: Percentage Analysis, ANOVA and t-test

Discussion of the study

Table 1 states the consumers' level of awareness towards various
household appliances available in the market. The level of awareness is
measured using 12 factors which determines the attraction of
consumers towards household appliances. From the study it is clear
that with regard to Product Segmentation, majority of 38.6 percent of
the consumers have moderate level of awareness; with regard to Price
range, majority of 36.6 percent of the consumers have high level of
awareness; with regard to good quality, majority of 32.8 percent of the

consumers have high level of awareness; with regard to warranty
period, majority of 36.8 percent of the consumers have moderate level
of awareness; with regard to Availability of after sales service, majority
of 37.2 percent of the consumers have high level of awareness; with
regard to Maintenance and service charges, majority of 34.4 percent of
the consumers have low level of awareness; with regard to Availability
of products in the market, majority of 33.4 percent of the consumers
have low level of awareness; with regard to Brand extension, majority
of 40.2 percent of the consumers have low level of awareness; with
regard to price of accessories and repairs, majority of 35.2 percent of
the consumers have low level of awareness; with regard to Technology
adopted and product model, majority of 31.6 percent of the consumers
have high level of awareness; with regard to Unique functions,
majority of 34.6 percent of the consumers have moderate level of
awareness; with regard to Eco friendly features, majority of 44.8
percent of the consumers have moderate level of awareness.

ANOVA and t-test have been applied to test the significant difference
between the demographic variables taken for the study and the level of
awareness towards household appliances available in the market at 5%
level of significance. The demographic variables taken for the study
are age, gender, educational qualification, occupational status, Family
income per month, number of members in the family, marital status,
Type of family and number of earning members in the family of the
consumers.

Ho: “There is no significant difference in the Level of Awareness
towards household appliances available in the market among the
demographic variables of the consumers”

Table 2 and Table 3 shows that at 5% level of significance, the
significant values of Educational Qualification, Occupational status,
Number of members in family, Number of earning members in family,
gender and Type of family are .032,.017,.003,.000,.000 and .010. As
the significant values are less than 0.05, the null hypothesis is rejected
and the result shows that there exists significant difference in the level
of awareness of the consumers towards towards household appliances
available in the market.

Conclusion

It is considered a priority for marketers to know the reasons behind the
purchasing intentions of consumers towards household appliances.
From this study it is clear that consumers level of awareness towards
brand extension, price of accessories are low. So the marketers can take
keen interest in highlighting their brands towards brand extension and
its availability of accessories. Research has also indicated that
consumers give importance to quality and eco friendly while
purchasing household appliances. Marketers could use this finding
towards improving their quality as well as eco friendly features in their
products. Products that show more quality could be beneficial to
consumers. Marketers should also design such strategies so that
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