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ABSTRACT 

According to Kotler (1996), “Customer satisfaction and company 

profitability are closely linked to product and service quality. Higher levels of 

quality result in greater customer satisfaction, while at the same supporting higher 

price and lower cost. Here, the researcher studied about customer satisfaction in 

durable goods. Durable goods are becoming a basic need rather than a luxury. 

Every customer has certain wants and a strong desire to satisfy them. The 

customer purchases certain goods under the impression that the goods would 

satisfy his wants. Customers are king for every business. In this purpose the 

researcher like to know, how the customers are satisfied in the durable items. The 

primary data collected from the selected area in the Tiruchirappalli town at Tamil 

Nadu for this study. The researcher selects 65 respondents as a sample size in the 

total population.  

Keywords: Customer, Durable Goods, Satisfaction, Business, Sample size 

INTRODUCTION 

Satisfaction is the effect of consumption of goods and services. However, 

the human satisfaction cannot be looked upon as a terminal issue, but it must be 

placed on a continuum, due to the psychological implications. The satisfaction is a 
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psychological factor and it is difficult to measure because it is entirely based on 

the consumers’ needs and wants. So the manufacturer takes into account many 

factors like consumer’s needs, desire, income, education, etc. to make the product 

attractive and acceptable to its consumers. In other words, every individual, at 

every moment of time, is dissatisfied to some degree or other. In the present age of 

liberalization and market economy, the management process needs more apt and 

appropriate market information to spear head the marketing operations such as 

introduction of new products and penetration of new markets to retain the 

customer base. For customer-centered companies, customer satisfaction is both a 

goal and marketing tool. It is not only a decisive component in framing the 

marketing strategy, but also an inseparable part of the industry as far as its 

existence is concerned. Satisfaction is a person’s feeling of pleasure or 

disappointment resulting from comparing a product’s perceived performance (or 

outcome) in relation to his or her expectations. If the performance falls short of 

expectations the customer is dissatisfied. If the performance matches the 

expectations the customer is satisfied. If the performance exceeds the expectations 

the customer is highly satisfied or delighted (Reich, 1996). Effective marketing 

focuses on two activities: retaining existing customer and adding new customer. 

Customer satisfaction measures are critical to any product or service of any 

company because customer satisfaction is a strong predictor of customer retention, 

customer loyalty and product repurchase. Customer satisfaction measures how 

well a company's products or services meet or exceed customer expectations. 

These expectations often reflect many aspects of the company's business activities 

including the actual product, service, company and how the company operates in 

the global environment. Customer satisfaction measures are an overall 

psychological evaluation that is based on the customer's lifetime of product and 

service experience. 

India is the second largest consumer market in the world. The Indian 

consumer profile has been developed and changed in terms of education, income, 
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occupation, and reference group and media habits. There is a shift in consumer 

brand preference for durables products for the past decade with the influx of 

modern technology. The consumer buying preferences are rapidly changing and 

moving towards high-end technology products with acculturation. Products which 

were once considered luxury items have become a necessity because of the 

changing lifestyle and rising income levels. With growth in disposable incomes, 

the demand for high-end products such as television, washing machine, 

refrigerator, and air conditioners has increased considerably. It is also facilitated 

by the easy availability of finance and prevalence of nuclear families. Increasing 

in demand for consumer durable in the market the fall in prices as Indian 

consumers are continue to attach a high degree of importance to value for money. 

The consumer is brand-conscious, but not necessarily brand-loyal, and might even 

pick up a reliable private label if it offers good price and quality values. 

Consumer durable goods refer to various things used in a household kitchen 

to reduce manual human labour content and to remove the drudgery in working 

place and to make household activities speedy, tidy and enjoyable. There are, in 

the present day, a large number and a variety of such household appliances like 

Air conditioners, Refrigerator, Television, Washing machine and, Wet Grinder. To 

make life more enjoyable and entertaining, people also own audio and video 

players, home theatres and music systems. The researcher selected durable goods 

like Air conditioners, Refrigerators, Television, Washing machine and 

Automobiles for this research study. 

 

LITERATURE REVIEW 

The literature review is a significant step in each and every research process. 

Review of earlier studies discloses the works and studies done by individual 

researchers and institutions help to establish further the need for the study.  

Ravi Kumar, K & Hareesh, K (2017) conducted ‘A study on perception of 

rural consumer on durable products - A study with reference to Coimbatore 
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district,’ In this study most of the rural consumers possess mixer grinder, 

television and cell phone. Hence the rural marketers have more scope to penetrate 

the market for other durables. Family members constitute as an important factor in 

purchase decisions. Rural consumers may not be the same in the changing market 

environment. Hence they have to be thoroughly studied to have better knowledge 

on rural marketing and work out appropriate marketing strategies for the success. 

James U. Mcneal, Chyon-Yeh, (2016) have searched that examining 

Tolerance for Unethical Consumer Behaviour Provides a Key Insight to how 

People Behave as Consumers Worldwide. In this study, consumer reactions to 

unethical consumer behaviour scenarios are investigated using sample data from 

Austria, Brunei, France, Hong Kong, the UK, and the USA. Nationality is found to 

be a significant predictor of how consumers view various questionable behaviours. 

Gender is not a significant predictor, while age and religious affiliation are found 

to be significant predictors of consumer ethical perceptions. 

Chandu Ravi Kumar & Swamy, N.D.N (2015) conducted a study on 

consumer satisfaction towards TVS motors with a special reference to Guntur city. 

The study reveals in India the two wheeler industry has acquired new heights 

during the last five years with heavy competition and inception of the state of the 

art and changes in technology. The owners of two wheelers have now a wide 

choice of models. In India, generally in urban areas, twowheeler is used for 

various purposes of connecting work like visiting people, carrying loads, outdoor 

jobs like selling etc. In Rural areas it enables people to travel more frequently to 

nearby towns for their daily needs. In other words, it has also become a valuable 

support for increasing productivity and profits, as well as for personal 

transportation. Two wheelers in usage are of three types mopeds, Scooters & 

motor cycles. 

Krishna Mohan Y. and Naidu, (2015) have identified - An Evaluation of 

Consumer Awareness in Rural Markets. This paper deals with the extent of 

awareness in rural markets of India. It presents the - Gold available in this steadily 
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growing market which has been going great guns since the 1980‘s and now bigger 

than the urban market for both FMCG‘s and durables, the former with 53 per cent 

share and the latter with 59 per cent of total market. 

Paul Harrison and Robin Shaw, (2014) have contributed Consumer 

Satisfaction and Post-Purchase Intentions. This paper examines the relationship 

between consumer satisfaction and subsequent intentions in the museum context 

as well as the moderating influence of demographic characteristics such as gender, 

age and education in that relationship. The relationship between satisfaction and a 

range of service elements, overall satisfaction with the experience and intentions 

was investigated. Museum marketers can profit by examining the “Value chain” of 

museum experience outlined in the model presented, especially the greater 

likelihood of consumers recommending the experience to others than making a 

repeat visit themselves, and by investigating segment differences beyond those 

reported here. 

Sudarshan R. and Sridhar, (2013) have conducted - Impact of Consumer 

Involvement of Buying Decision - A Conceptual framework. Consumer 

involvement refers to the intensity of interest with which consumers approach the 

market place. It is related to the consumers’ values and self-concept which 

influence the degree of personal importance ascribed to a product or situation 

consumer involvement varies Krishna across different individuals, product, brands 

and situations. 

Alet C. Erasmus, Meriam M. (2012) has focused on the - The Paradox of 

Progress: Inexperienced Consumers’ Choice of Major Household Appliances. The 

results supported the initial notion that limited consumer socialization may result 

in, and even necessitate inexperienced consumers’ reliance on surrogate indicators 

of quality, such as price, brand name and store image, as compensation for lack of 

appropriate product knowledge unfortunately the use of surrogate indicators of 

quality does not necessarily imply informed, responsible buyer behaviour. 
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Christopher P. Blocker, Daniel J. Flint, (2007) has analyzed that - The 

Relationship between Satisfaction, Loyalty and Buying Intention Perceived by 

Spanish Consumers. Scale development was based on the review of the most 

relevant literature regarding food marketing and agribusiness. Data were collected 

through a structured questionnaire. A structural equations model was applied to 

analyze the relationships among consumer satisfaction, loyalty and buying 

intention. The results show that a higher satisfaction leads to greater levels of 

loyalty and buying intention of the consumers. 

Dick & Basu (1994) developed a conceptual framework of brand loyalty 

based on relative attitude and repeated patronage. According to them, attitude used 

to evaluate an object/ brand position on a continuum favorable, so brand attitude 

range from high to low. An individual customer may have a positive or negative 

attitude toward a brand, but in rare situation customers may patronize a brand for 

which they have negative attitude. 

 

OBJECTIVES OF THE STUDY 

o To study about socio-economic background of the selected respondents for 

user of durable goods in Tiruchirappalli Town. 

o To analyze the overall customer satisfaction towards selected durable goods 

in Tiruchirappalli Town. 

 

STATEMENT OF THE PROBLEM 

 Customer satisfaction has been one of the top tools for a successful 

business. Customer satisfaction is defined as an overall evaluation based on the 

total purchase and consumption experience with the good or service over time 

(Fornell, Johnson, Anderson, Cha & Bryant 1996). With marketing, customer 

satisfaction also comes along with it which means it ascertains the expectation of 

the customer on how the goods and services are being facilitated by the companies. 

Actionable information on how to make customers further satisfied is therefore, a 
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crucial outcome (Oliver 1999.)  In this research, the researcher studied about 

overall satisfaction of selected durable goods in Tiruchirappalli town.  

 

RESEARCH METHODOLOGY 

 A researcher framed the research work is simple way for a study about 

customer satisfaction level in selected durable goods. In this analysis, the 

researcher used descriptive method for collecting and analyzing the data. 

Area of the Study 

The study is conducted from selected areas in Tiruchirappalli Town like, 

Srirangam, Thillainagar, Cantonment, KK Nagar, Junction, etc…, 

Sources of Data 

 The validity of any research is based on the data primary data of research 

but at the same time the researcher gets clear idea from the secondary data of the 

research. In this purpose the researcher used both primary (well framed 

questionnaire) and secondary data (books, journals, websites, etc..,)  

Sample Design 

 The researcher used simple random sampling method used for selecting the 

sample from total population. First, the population divided into cluster sample 

method after the researcher applied simple random for every cluster unit. 65 

samples have been selected areas of Tiruchirappalli District. 

Hypothesis for the Study 

H1: There is no significant association between marital status of the respondents 

and their overall satisfaction of durable goods in Tiruchirappalli Town 

H2: There is no significant difference between age of the respondents and their 

overall satisfaction of durable goods in Tiruchirappalli Town 

 

Statistical Tools for the study 

o Frequency analysis  

o Chi-square test 
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o ANOVA test  

o Mean score 

 

ANALYSIS AND INTERPRETATION 

 

TABLE – 1: GENDER WISE CLASSIFICATION OF THE RESPONDENTS 

Sl.No Gender No. of Respondents Percent (%) 

1 Male 46 70.8 

2 Female 19 29.2 

Total 65 100.0 

Source: Primary Data 

The above table reveals that, ‘Gender wise classification of the 

respondents’. In this analysis, majority (70.8 percent) of the respondents are Male 

category. Remaining respondents (29.2 percent) are female category. 

 

TABLE -2: AGE WISE CLASSIFICATION OF THE RESPONDENTS 

Sl.No Age No. of Respondents Percent (%) 

1 20-30 years 7 10.8 

2 31-40 years 30 46.2 

3 41-50 years 20 30.8 

4 Above 51 years 8 12.3 

Total 65 100.0 

Source: Primary Data 

The above analysis shows that, ‘Age wise classification of the respondents’. 

Here, nearly half (46.2 percent) of the respondents are comes under the age group 

of 31-40 years. One-third (30.8 percent) of the respondents are belongs to 41-50 

years of age group. Only 10.8 percent of the respondents are comes under the age 

group of 20-30 years of age in this research. 
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TABLE -3: MARITAL STATUS WISE CLASSIFICATION OF THE 

RESPONDENTS 

Sl.No Marital Status No. of Respondents Percent (%) 

1 Married 46 70.8 

2 Unmarried 19 29.2 

Total 65 100.0 

Source: Primary Data 

The above table reveals that, ‘Marital status wise classification of the 

respondents. In this research, majorities (70.8 percent) of the respondents are 

married and remaining 29.2 percent of the respondents are unmarried category. 

 

TABLE – 4: OPINION ABOUT FACTORS INFLUENCING THE 

OVERALL SATISFACTION OF THE DURABLE GOODS WISE 

CLASSIFICATION 

Sl.No Variables SDA DA N A SA Total 

1 
Good value of 

the Product 

5 

(7.7%) 

8 

(12.3%) 

5 

(7.7%) 

35 

(53.8%) 

12 

(18.5%) 

65 

(100%) 

2 
Re-purchase 

the same brand 

9 

(13.8%) 

11 

(16.9%) 

4 

(6.2%) 

35 

(53.8%) 

6 

(9.2%) 

65 

(100%) 

3 
Refer the brand 

to others 

6 

(9.2%) 

4 

(6.2%) 

5 

(7.7%) 

20 

(30.8%) 

30 

(46.2%) 

65 

(100%) 

4 
Friendly 

employees 

11 

(16.9%) 

8 

(12.3%) 

6 

(9.2%) 

24 

(36.9%) 

16 

(24.6%) 

65 

(100%) 

5 
Knowledgeable 

employees 

4 

(6.2%) 

6 

(9.2%) 

5 

(7.7%) 

11 

(16.9%) 

39 

(60%) 

65 

(100%) 

Source: Primary Data 
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The above table shows that, the opinion about factors influencing the 

overall satisfaction of the durable goods wise classification in Tiruchirappalli town. 

Here, the researcher selects major five variables for this study. First, named ‘Good 

value of the product’ this is agreed by 53.8 percent of the respondents and 7.7 

percent of the respondents are strongly disagreed the statement. 

Next one, ‘Re-purchase the same brand’ this statement strongly disagreed 

by 13.8 percent of the respondents and 53.8 percent of the respondents are agreed 

the same. 

‘Refer the brand to others’ this statement strongly agreed by 46.2 percent of 

the respondents and 6.2 percent of the respondents are disagreed the statement. 

One-third (36.9 percent) of the respondents are agreed the statement 

‘Friendly employees’ and 9.2 percent of the respondents are neutral in this 

variable. 

Majority (60 percent) of the respondents are strongly agreed the statement 

‘Knowledgeable employees’. The same statement strongly disagreed by 6.2 

percent of the respondents. 

 

TABLE – 5: OVERALL MEAN SCORE OF THE VARIABLES 

Sl.No Items 

Good 

value of 

the 

Product 

Re-

purchase 

the same 

brand 

Refer the 

brand to 

others 

Friendly 

employees 

Knowledgeable 

employees 

1 Mean 3.63 3.28 3.98 3.40 4.15 

Source: Primary Data 

The above table shows that the overall mean value of the factors affecting 

overall satisfaction of durable goods users in Tiruchirappalli town. The low mean 

value scored by ‘Re-purchase the same brand’ in this factor achieved 3.28 as a 

mean value. The highest mean value (4.15 mean) earned by ‘Knowledgeable 

employees in the show room’. 
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TABLE -6: CHI-SQUARE TEST 

There is no association between marital status of the respondents and their overall 

satisfaction of the durable goods users 

 

Marital Status 

Overall Total 

Low High 

 
Married 4 42 46 

Unmarried 9 10 19 

Total 13 52 65 

Chi-Square Tests 

 Value Df Asymp. Sig. 

(2-sided) 

Exact Sig. 

(2-sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-Square 12.569a 1 .000   

Continuity 

Correctionb 
10.268 1 .001 

  

Likelihood Ratio 11.585 1 .001   

Fisher's Exact Test    .001 .001 

Linear-by-Linear 

Association 
12.375 1 .000 

  

N of Valid Cases 65     

The above table reveals that, there is no significant association between 

marital status of the respondents and their overall satisfaction of the durable goods. 

Hence, the calculated value is less than the table value (0.001<0.05). 

Research Hypothesis: There is a significant association between marital status of 

the respondents and their overall satisfaction of the durable goods. 

Null Hypothesis: There is no significant association between marital status of the 

respondents and their overall satisfaction of the durable goods. 

Statistical Tools: Chi-Square test used for this study 
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Findings: Here, the research hypothesis is accepted and the null hypothesis is 

rejected. So the calculated value is greater than the table value (001<0.05).  So, 

there is a significant association between marital status of the respondents and 

their overall satisfaction of the durable goods. 

 

TABLE -7: ONEWAY ANOVA TEST 

There is no significant difference between age of the respondents and their overall 

satisfaction of durable goods in Tiruchirappalli town 

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Between 

Groups 

(Combined) 22.215 1 22.215 58.692 .000 

Linear 

Term 

Unweighted 22.215 1 22.215 58.692 .000 

Weighted 22.215 1 22.215 58.692 .000 

Within Groups 23.846 63 .379   

Total 46.062 64    

The above table reveals that, there is no significant difference between age 

of the respondents and their overall satisfaction of the durable goods. Hence, the 

calculated value is less than the table value (0.000<0.05). 

Research Hypothesis: There is a significant difference between age of the 

respondents and their overall satisfaction of the durable goods. 

Null Hypothesis: There is no significant difference between age of the 

respondents and their overall satisfaction of the durable goods. 

Statistical Tools: ANOVA test used for this study 

Findings: Here, the research hypothesis is accepted and the null hypothesis is 

rejected. So the calculated value is greater than the table value (000<0.05). So, 

there is a significant difference between age of the respondents and their overall 

satisfaction of the durable goods. 
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RESULTS AND DISCUSSIONS  

o Majority (70.8 percent) of the respondents are Male category. The retailers 

suggest the manufacturer for offering the special schemes and discounts for 

female customers. Its help to increase sale. 

o In this research, majorities (70.8 percent) of the respondents are married. 

Offer new technology for the youngsters for more shopping. 

o Nearly half (46.2 percent) of the respondents are comes under the age group 

of 31-40 years. To make acquainted the tele-sale and door delivery for 

above 50 years of age group. This scheme helps to attract the elders. 

o Majority (60 percent) of the respondents are strongly agreed the statement 

‘Knowledgeable employees’. ‘Re-purchase the same brand’ this statement 

strongly agreed by only 9.2 percent respondents. here, the researcher like to 

suggest the retailer and manufactures to offer price discounts and gave first 

priority to the existing customers of the brand. This is help to retain the 

customers.  

o H1: There is a significant association between marital status of the 

respondents and their overall satisfaction of the durable goods. 

o H2: There is a significant difference between age of the respondents and 

their overall satisfaction of the durable goods. 

o Consistent advertisements may be made to attract the consumers. The 

manufacturers have to give reliable information to the consumers. 

o Interest gratis installment methods would help to increase the sales of the 

manufacturers. 

o Service during warranty period is mostly availed by the consumers and if 

done properly they are satisfied. But some of them have not availed the 

facility. Hence, door service may be tried for those who want it. 
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o Quality and brand name are two important factors, which are considered 

purchasing durable goods. Hence, companies have to provide quality 

products and they have tried to build brand name. 

o Product improvement is very important in consumer’ durable goods. If the 

firm continuous to make the product, it may be required to the 

improvement in its production or distribution so as to yield adequate returns. 

 

CONCLUSION 

Nowadays, every citizen easy to bought the durable goods in the market as 

per his needs, wants, taste and preferences. At the same time many number of 

competitors offering many brands with different quality, price, additional features, 

etc…, only one motive for every manufacturer is achieve the customers’ 

satisfaction for their products. The present study deals with overall satisfaction of 

durable goods users in Tiruchirappalli town area. Satisfaction of the customers is 

beginning from magnetism of the product. So, the manufacturer and retailers are 

jointly satisfying the customers throughout market. It is certified that the customer 

satisfaction concept is an unpredictable one in any kind of marketing but this study 

has attempted its best to reveal the same. 
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