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INTRODUCTIONTOTOPIC

CONSUMERBUYINGBEHAVIOR

Consunerbuyingbehavioristheprocessbywhichanindividual,groupora

societydecideswhichproducttheywantchoosewhichwillsatisfytheirneedsor

wants.Thewholeprocessinwhichconsumerselects,buys's,usesand

disposestheproductisonowasconsumerbuyingbehavioritplaysany

importantroleinthesuccessorfailureofanyproduct.

Marketingsuccessorfailureofacompanydependsontargetconsumers’

individualand

groupreactionsexpressedintheform ofbuyingpatterns.

Sincecustomeristhereasonwhyanyorganizationexists,itisnecessaryto

understandthe

customerandstudythepatternofhisbuyingbehaviour.



StagesoftheConsumerBuyingProcess

Theprocedureofbuyerpurchasingincludes6phases.Allbuyerchoicesdon't

generallyincorporateeveryoneofthe6phases.

The6phasesare:

1.Problem Recognition(awarenessofneed)—Itisthecontrastbetweenthe

idealstateandtherealcondition.Itspeakstoashortfallinthecollectionof

items..

2.Informationsearch:thiscanbeoftwosortsoutsideorinteriorasfollows

o Internalsearchbasedonyourmemory.

o Externalsearchontheoffchancethatyouneedmoredata.

Companionsandfamilymembers(verbal),opensourcesandsoon..

3.EvaluationofAlternatives--needtobuildupmodelsforassessment,

includesthepurchaserneedsordoesn'tneed.Rank/weightoptionsorresume

search.Advertisersattempttoimpactby"framing"options.

4.Purchasedecision--Pickpurchasingelective,incorporatesitem,bundle,

store,techniqueforbuyandsoon.

5.Purchase--Mayvaryfrom choice,timepassbetween4and5,item



accessibility.

6.Post-PurchaseEvaluation:inthislaststageconsumerdecideswhetherheis

satisfiedordissatisfiedwiththepurchaseonthebasesofpreviouspurchaseor

whethertheproducthasmettheexpectationsornot.Thislaststepplaysa

importantrolebecauseitdecidesthetheconsumerwillrepurchasethesame

productfrom thecompanyornot,ithelpsincustomerretentionandwhetherthe

consumerswillgivepositivefeedbackornegativefeedback.

COMPANYPROFILE

RELIANCE

"GrowthhasnolimitatReliance.Ikeeprevisingmyvision.Onlywhenyoucan

dream it,youcandoit."

DhirubhaiH.ABCOM(H)ni

FounderChairmanRelianceGroup

December28,1932-July6,2002

RELIANCEGROUP



TheRelianceGroup,foundedbyDhirubhaiH.ABCOM(H)ni(1932-2002),is

India'slargestprivatesectorenterprise,withbusinessesintheenergyand

materialsvaluechain.Group'sannualrevenuesareinexcessofUSD27billion.

Theflagshipcompany,RelianceIndustriesLimited,isaFortuneGlobal500

companyandisthelargestprivatesectorcompanyinIndia.

Backwardverticalintegrationhasbeenthecornerstoneoftheevolutionand

growthofReliance.Startingwithtextilesinthelateseventies,Reliancepusueda

strategyofbackwardverticalintegration-inpolyester,fibreintermediates,

plastics,petrochemicals,petroleum refiningandoilandgasexplorationand

production-tobefullyintegratedalongthematerialsandenergyvaluechain

RelianceIndustriesLimitedisIndiasbiggestprivatesectorconglomerate(and

secondbiggestgenerallyspeaking)withayearlyturnoverofUS$35.9billion

andbenefitofUS$4.85billionforthefinancialyearfinishingoffwithWalk2008

creationitoneofIndia\'sprivatepartorganizations,beingpositionedat206th

position(2008).ItwasestablishedbytheIndianindustrialist

DhirubhaiABCOM(H)niin1966.ABCOM(H)nihasbeenapioneerinpresenting

moneyrelatedinstrumentslikecompletelyconvertibledebenturestotheIndian

financialexchanges.ABCOM(H)niwasoneoftheprimarybusinesspeopleto

attractretailspeculatorstothesecuritiesexchanges.

SubsidiariesofReliance

 ReliancePetroleum

 RangerFarmsLimited

 RetailConceptsandServices(India)PrivateLimited



 RelianceRetail

RELIANCEFRESH

APKAFRESHAPKEPADAOSME

ReliancefreshistheretailchaindivisionofdependenceventuresofIndia,whichis

goingbyMukeshABCOM(H)ni.Dependencehasgoneintothisfragmentbyopening

newretaillocationsintoprettymucheverymetropolitanandterritorialterritoryof

India.Dependenceintendstoput25000croresinthefollowing4yearsintheirretail

divisionandplanstostartretaillocationsin784urbancommunitiesthenationover.

Thedependencenewmarketchainisin\'s25,000croreadventureanditintendsto

includemorestoresacrossvariousg,andintheendhaveaskilletIndiaimpression

constantly2011.Thesupermartswillsellnewfoodsgrownfrom theground,

staples,goods,newsqueezebars,anddairyitemsandwilldonadifferentwalledin

areaandgracefullychainfornon-veggieloveritems.Plus,thestoreswouldgive

directworkto5lakhyouthfulIndiansandroundaboutopeningsforworktoamillion

people,aspertheorganization.Theorganizationadditionallyhasplanstoprepare



understudiesandhousewivesinclientcareandqualityadministrationsforlow

maintenanceoccupations.

DATACOLLECTION

Datacollectiontechniqueusedinthiswassurveymethodonthesamplesizeof50

consumers.Theyweregiventhequestionnaireandwasaskedtofillthem ontheir

experiences.Thetechniqueusedtoselectthesamplesizewasrandom sampling

technique

PRIMARYDATACOLLECTIONMETHOD

Inessentialinformationassortment,informationisgatheredbyanindividual

himself/herselfutilizingstrategies,forexample,meetingsandsurveys.Thekey

pointhereisthattheinformationgatheredisspecialtotheindividualandhis

explorationand,untilitisdistributed,nobodyelseapproachesit.

SECONDARYDATACOLLECTIONMETHOD

 Magzine

 Internet

 Newspaper



 Wikipidea

 Quora

ResearchMethodology

Typeofresearch

Thetypeofresearchusedinthisprojectisdiscriptivetypeofresearch.The

researchis

basedonfactsfoundduringthesurvey.Thedataistotallyuncontrollableand

independent.

PrimaryData

Essentialinformationofresearcharegatheredfrom directassets(clientof

Dependencenew)throughquestionnaire.

SecondaryData

AuxiliaryInformationwhichareutilizedforresearchtoknowthehistoryextent

ofRetailindustryaregatheredfrom effectivelyaccessibleassetslikenetand



differentsources.

Universe

UniverseofthisexaminationisdependencenewclientofDelhi.

Samplingtechnique

Irregularexaminingisutilizedforlookintoventure.Ihavegivenequivalent

weightagestomyallrespondentandpickedthem arbitrarilywithnoone-sided

likesexualorientation,age,salaryculture.

Samplesize

50respondentshaschosenastestsizeforinquireabout.

Datarepresentationtechniqueandtools

SectionsoutlineandPiediagram hasutilizedforportrayal.

ANALYSISOFFINDINGS

1.ONTHEBASISOFGENDER

GENDER NO.OFRESPONDENTS

MALE 15

FEMALE 35

TOTAL 50



HENCETHEREARE
MALE30%
FEMALE70%

2.ONTHEBASISOFAGE

AGE NO.OFRESPONDENTS
15-30 30
30-45 15
45-60 5
ABOVE60 0
TOTAL 50



HENCETHEREARE

60%PEOPLEFROM 15-30AGEGROUP
30%PEOPLEFROM 30-45AGEGROUP
10%PEOPLEFROM 45-60AGEGROUP

3.ONTHEBASISOFTHEIRSHOPPREFERENCE

NAMEOFSHOPINGPLACES NO.OFRESPONDENTS
RELIANCEFRESH 25
BIGGBAZAAR 15
LOCALMARKETS 8
OTHERS 2
TOTAL 50



HENCE:
50%PEOPLELIKERELIANCEFRESH
30%PEOPLELIKEBIGGBAZAAR
16%PEOPLELIKELOCALMARKETS
4%PEOPLELIKETOSHOPFROM OTHERSPLACES

4.ONTHEBASISOFSHOPPINGPREFERECE

SHOPPINGPREFERENCE NO.OFRESPONDENTS
QUALITY 10
BRAND 5
PRICE 5
ONESTOPSHOP 30
TOTAL 50



HENCE:
20%PEOPLESHOPONTHEBASISOFQUALITY
10%PEOPLESHOPONTHEBASISOFBRAND
10%PEOPLESHOPONTHEBASISOFPRICE
60%PEOPLELOVEONESTOPSHOPPING

5.ONTHEBASISOFPROMOTIONINFLUENCE

YES 30
NO 20
TOTAL 50



HENCE:
60%OFPEOPLEAREINFLUENCEDBYADVERTISEMENT
40%OFPEOPLEARENOTINFLUENCEDBYADVERTISEMENT

6.ONTHEBASISOFUNDERSTANDINGPROMOTIONSCHEME

YES 15



NO 30
SOMETIMES 5
TOTAL 50

HENCE:
30%OFPEOPLEUNDERSTANDPROMOTIONALSCHEME

60%OFPEOPLEDOESN’TUNDERSTANDPROMOTIONALSCHEME
10%OFPEOPLEONLYSOMETIMESUNDERSTANDTHESCHEME

7.ONTHEBASISOFTHEIRSATISFACTIONFROM THESTORE

EXCELENT 11
GOOD 14
FAIR 21
POOR 4



TOTAL 50

HENCE:
22%PEOPLEAREEXTREMELYSATISFIED
28%PEOPLEAREMODERATELYSATISFIED
42%PEOPLEAREFAIRLYSATISFIED
8%PEOPLEARENOTATALLSATISFIED

8.ONTHEBASISOFEFFECTIVENESSOFADVERTISEMENT

PRINT 10
TV 10
MOBILEPHONE 30
TOTAL 50



HENCE:
20%PEOPLEPRINTTYPEOFADVERTISEMENTISEFFECTIVE
20%PEOPLETHINKTVISEFFECTIVEFORADVERTISEMENT
60%PEOPLETHINKMOBILEPHONESAREEFFECTIVEFOR
ADVERTISEMENT

9.ONTHEBASISOFHELPFROM CSA

YES 15
NO 30



SOMETIMES 5
TOTAL 50

HENCE:
FOR30%OFPEOPLECSAWEREHELPFUL

FOR60%OFPEOPLECSAWERENOTHELPFUL
FOR10%OFPEOPLECSAARESOMETIMESHELPFUL

FINDINGandSUGGESTION

FINDING



1-Themaximum numberofconumersarewomen

2-Themaximum numberofconsumerareyoung.

3-Greaterpartcustomersliketobuyallproductsfrom reliancefresh.

4-Clientslikeonestopshopping.

5-Advertisementisthegreatestmethodtopullingintheclient.

6-Itisnoteasyforsomeconsumertounderstandthepromotionalscheme.

7-Thegreaterpartofclientisn'tcompletelyhappywithstore.

8-Mobilephoneisthemostidealroutefordrawingintheclient.

9-Deficienciesofskilledworkers

SUGGESTIONS

Moreadvancementplanoughttobeutilizedtoenterthe



market.
Skilledrepresentativesoughttobehigherinlightofthe

factthatforthemostpartclientsareyouthful.
Promotionplanoughttoinsuchmannerthatclientcan

seewithoutanyproblem.
Serviceofstoreoughttogiveinsuchmannerwhichfull

theneedoftheclient.

LIMITATIONS

Thetaskhasafewconfinementssinceitiscompletelyfoundedonendeavorsof

people.Peoplegroupsmightbethoughtlessandmaynotofferrightresponsetothe

inquiries,onaccountofsuchasignificantnumberofreasons.Itistotallybasedon



personaleffortsofindividuals.

 Itiscompletelyfoundedonclosetohomeendeavorsofpeople

 Languageisoneofthemostexceedinglyterribleissue,aportionofthe

shopperscan'tgetEnglish.

CONCLUSION

Astheenvironmentandneedsofconsumerarerapidlychangingitisvery

importantforthecompanytocopeupwithchangingenvironmentandconsumer

needs.Thecompanywhocaneasilyadaptthesechangesandrespondtothem



quicklyissurvivinginthecompetition.Itisveryimportantforthecompanyto

createabrandpersonalitybecauseconsumerusesaproductasifitstheirfriend

becauseitsatisfiesthephysicalaswellasemotionalneedsofconsumer.Hence

itsisveryimportantforacompanytocreateitsbrandpersonalitysothat

consumercanconnectandcompanycanenjoycustomerloyalty.Herethe

consumerbuyingbehaviorplaysavitalrolebecauseittellsthevariousaspects

ofconsumerbuyingprocessandisveryimportantforthecompanytomodify

theirmarketingmixaccordingtotheconsumerbuyingbehaviorsothattheycan

attractmaximum customer.Overall,itisarguedthatthestudyofconsumer

behaviourisrapidlyevolvingasresearchersrecognizeandimplementnew

techniquesandtransdisciplinaryperspectivestounderstandthenatureof

purchaseandconsumptionbehaviour.Consumerbuyingbehaviorand

behaviouraloutcomeoftheconsumerisstudiedtomakethefuturepredictions

andmakethesignificantchanges
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Questionnaire



NAME-

GENDER-

AGE -

MONTHLYINCOME-

1-Howofferdoyoushop

Daily()week()fortnightly()onceinmonth()

2-Whatdoyoumostlyshopforatmentionedstore

Vegetables()Grocery()cosmeticproduct()Allproduct()

3-Whichstoredoyoushop?

RelianceFresh()BigBazaar()other()Localmarket

4-Preferenceofshopping

Quality()Brand()Price()onestopshop

5-Doadvertisementandpromotioninfluenceyourshoppingdecision

Yes() No()

6- ArePromotionschemeeasytounderstand

Yes()NO()sometime()

7- HowlikelyareyoutorecommendRelianceFreshtoafriendorrelative?

Would yousssaythechancesare?



Excellent() Good() Fair()Poor()

8-ArethePriceofReliancefreshislowerthantheothercompetitor

Yes()No() Equal()noidea()

9- Whichform ofadvertisementdoyouthinkismosteffective?

Print() TV () Mobilephones()

10- Didyougethelpfrom CSAwhenasked?

Yes() No() sometime()


