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Abstract
The Home Appliance industry is going through an unpredict-
able situation due to corona virus. Customers’ preferences are 
also changing from time to time. Authors have discussed vari-
ous variables and their impact on the consumer purchasing de-
cision and revealed how much brand influences the consumer 
compared to other factors while purchasing appliance prod-
ucts. Corona virus outbreak is continuously hitting the Indian 
economy and directly impacting the Appliance Industry. This 
research work also aims to address the change in consumer 
habits before and after corona virus. The convenience sampling 
method is used in this research to collect the sample data. The 
help of Quantitative methods does interpretation of research. 
From the end of December 2019, the COVID-19 pandemic be-
gan to spread around the world. Its spread harmed all sectors 
of the world, posing a new challenge to the Indian entrepre-
neurship ecosystem. It had an impact on the enterprise’s via-
bility and growth. Entrepreneurs must deal with social isolation, 
working from home, travel restrictions, and a lockdown to pre-
vent the corona virus spread. Some businesses have had to 
close temporarily, while others have had to conduct small-scale 
operations. As a result, innovators must be visible in all aspects 
of entrepreneurial endeavors. This epidemic’s carriers must be 
defeated. Businesses must find ways to survive and thrive.
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Introduction
Among developing economies, the demand for 

appliance products is increasing every year. Own-
ers are outsourcing the manufacturing operation to 
lower the production cost and improve productivity. 
Many brands are investing in R&D to become suc-
cessful in the market and to know consumer behavior. 
Indian appliance industry contributes majorly to the 
country’s economic growth. This industry includes 
mechanical and electrical devices used for household 
work. Many companies in the appliance industry are 
famous worldwide and competing to manufacture 
and sell. The Home appliance industry is divided into 
two sectors: Large and Small domestic appliances. The 
large appliance industry includes large products which 
we used in our daily life like refrigerators, washing ma-
chines, stoves, air conditioners, water purifiers, etc [1]. 
The second type of sector includes small appliances 
like food processors, hairdryer, toasters, coffee-mak-
ers, etc. In India, home appliances developed at a 
steady rate, powered both by large and small applianc-
es. The industry has an enormous untapped demand 
for appliances, such as air conditioners (AC), washing 
machines, and refrigerators. The appliance industry’s 
main growth factors are increased affordability, more 
energy-efficient products, and better services. Suppose 
India’s company wants to achieve commercial success 
in the market for electronic home appliances. In that 
case, its managers must understand consumer behav-
ior because consumers are the most important part of 
any industry [2]. Consumer buying decision tells how 
well company is successful in attracting the customer 
and fitting into the market. There are many reasons 
for the impact of consumer’s decision-making process. 
Many factors, such as friends, family, and society, in-
fluence consumer buying decisions. However, it is not 
easy to understand consumer behavior. Research has 
shown that customer behavior, even for field experts, 
is hard to predict. Due to the extraordinary situations 
of corona virus, all industries are facing unpredictable 
changes. Corona virus is also impacting the home ap-
pliance industry. The sales of appliance products are 
reduced due to the lockdown. Consumers are target-
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ing to buy products differently than before due to this 
pandemic.

Literature Review
Dr. Sai Ganesh and Naveen Kumar, G. (2017) study 

consumer perceptions and buying behavior towards 
selected home appliance products in Bangalore rural 
districts [3]. According to this research from the last 
three decades, marketing today faces many obstacles 
because identifying customers is a thorough under-
taking because each buyer has different preferences 
and different expectations, while customer satisfac-
tion has become an important part due to evolving be-
haviors from time to time. Various variables can influ-
ence consumers, such as age, family life span, beliefs, 
personality, history, and traditions, as specific criteria 
have been introduced to determine the customer’s 
preferences and dislike for buying goods. The research 
focuses on home appliances commonly used in Ban-
galore’s rural districts; products include washing ma-
chines, air-conditioners, refrigerators, television, and 
mixer grinders. The research assesses place-wise cus-
tomer purchasing behavior against home appliance 
goods in rural districts of Bangalore [4]. 

Shrirang Altekar, Anil Keskar (2014) study reveals 
the factors impacting consumers’ buying decisions. 
This study evaluates the factors influencing consum-
er decision in three steps – Introduction, Influenc-
ing, and Decision-making WRT (concerning) some 
consumer durables. Study results also reveal that 
although advertisement plays a primary role during 
the launch process, the family plays an important role 
in selecting the brand, affecting its choice and deci-
sion-making about its choice. This study also reveals 
that the spouse is the predominant influence item 
for home appliances, while children are the domi-
nant component for electronic products within the 
household particular; more research is recommend-
ed to consider factors influencing the preference of 
retail modes, individual shops, and whether income 
plays a deciding role in the decision-making process 
concerning the same. The sampling technique was 
used for ease [5]. 

Prof. Nisha S. Tatkar (2016) studied the populace’s 
varying tendencies and their impact on the home 
appliances market. This paper reflects on how home 
appliances can operate through increasing per capita 
income to sharpen the financial gains by relying on 
the incentives associated with expanded disposable 

income. It will be an observational analysis for discov-
ering evidence based on the secondary data.

Rehman Ebrahim, Ahmad Ghoneim, Zahir Irani 
& Ying Fan (2016). This study aims to provide deep 
knowledge of brand preference development by ex-
plaining the following questions: The effect of the 
multiple brand knowledge factors on customer brand 
preferences. Another thing that is explained in this 
study that how brand experiences impact customer 
preferences. This study also explains how the custom-
er brand experience and brand preference motivate 
the customer’s repurchase intention [6]. 

S. Vijayalakshmi, V. Mahalakshmi, and S. Magesh 
(2013) study consumer buying behavior towards se-
lective electronic home appliances in Hyderabad city. 
Without home appliances, the modern home is unfin-
ished, particularly in big cities and other urban areas. 
In this research, researchers are trying to find the buy-
ing behavior of customers in Hyderabad city. Products 
like Television, Microwave, Washing Machine, Air 
Cooler, and Refrigerator are taken in this study.

M. Țichindelean (2015); the objective of this pa-
per is to determine the compatibility of the customer 
personality with the established brand personality 
increases their brand preference. The paper was or-
ganized in two parts to accomplish this purpose; the 
first section includes a general literature analysis of 
the behavior theory of the consumer and its motivat-
ing factors, and a more detailed one about the defini-
tions of customer and personality of the brand. The 
second section explains the methods of analysis used 
to attain the purpose of the paper. This research sup-
ported the hypothesis that an association between 
customers’ personality and the brand identity they 
perceive is positively associated with their products’ 
preferences [7]. 

Dennis D. Lapid (1994); this study’s motive is to 
assess the impact on the appliance industry’s perfor-
mance, structure, and competitiveness from recent 
experiences with the trade policy reform. The analysis 
also explores the linkages between market structure 
changes and changes in business performance and 
competitiveness. Because of the increased compet-
itive pressure from imports, the industry’s efficiency 
and profitability are expected to improve under the 
trade reform. The study also measures export earn-
ings, production, and production output. Therefore, 
to conduct this research, the appliance industry is 
divided into four sectors: 1-Audio-Video appliances, 
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2-Cooking, heating 3-Refrigerators, Air Conditioners, 
4- Miscellaneous appliances.

Research Gaps
The analysis of literature represents an essential 

step in the research process. In India, the lifestyle of 
people is changing rapidly due to growing urban-
ization and various other factors. A review of earlier 
studies reveals various factors that affect consumer 
behavior; wherein many researchers conducted vari-
ous types of research at the micro and macro levels 
about consumer behavior, growing urbanization, and 
factors affecting purchasing decisions. This research is 
an attempt to analyze the brand’s impact on custom-
er decision-making. Recently, due to the corona virus 
pandemic, many unexpected changes are happening 
in the market, so special attention is provided in this 
research to analyze the factors that impact consumer 
purchasing decisions [8]. 

Objectives of Study
• To study which factor affects the most between price 

and brand while making a purchasing decision?
• To analyze whether consumers prefer to purchase 

appliance products online or from electronics 
shops before and after corona virus.

• To define and quantify the behavioral aspects of 
individual brand purchasing habits during a pan-
demic.

• To compare the influential parameters to which 
consumer attracts towards the brand in the pan-
demic.

• To offer findings and suggestions to the appliance 
industry experts.

Scope of the Study
This research limited the comparison of some im-

portant factors of consumer behavior and consumers’ 
changing behavior before and after the corona virus 
pandemic. This research is performed in a short time, 
so the number of respondents is limited in number [9]. 

Research Methodology
Various methods are adopted to conduct this re-

search. Research is performed with the help of prima-
ry and secondary data. For primary data collection, a 
well-structured online survey is performed to collect 
data from rural and urban respondents. The survey 
is divided into three parts: First part of the question-

naire includes demographics questions. The second 
part consists of consumer behavior information. The 
third part consists of questions about the change in 
consumer buying behavior before and after the coro-
na virus pandemic. The design of the questionnaire is 
done after review and understanding the various re-
search papers. Secondary data is collected from books, 
magazines, research articles, and websites.

Quantitative Approach
To gain the demographic details insights simple 

probability method is used. For a better understanding 
of the survey responses, the SPSS tool is used to inter-
pret the questionnaire. Various suited methods are ap-
plied according to the nature of the question. Knowing 
the factors that influence the purchase decision, fac-
tors that consumers considered before final selection, 
and factors that consumers consider after the corona 
virus pandemic, a multi-response frequency method 
is used. Bayesian estimates of the coefficient method 
are used to understand the important factor between 
Price and Brand. For gaining insights into the behav-
ior of consumers before and after corona virus pan-
demic descriptive statistics method is used [10]. 

Sample Design
A sample is a representative part of the population. 

The probability method of convenience sampling was 
followed to select the sample respondents. The sam-
ple size of 77 household respondents has been select-
ed from various parts of India, from urban and rural 
areas. There is a total of 60 (78%) from urban and 17 
(22%) from rural (Table 1). Most respondents’ age is 
below 25 years (Table 2), and the income of most of 
the respondents is below 30,000 (Table 3).

Table 1
Place of Living

Place of Living Percentage
Urban 78%
Rural 22%

Table 2
Age of Respondents

Age of  Respondents Percentage
Below 25 70.1%
25-30 23.4%
31-40 1.3%
Above 40 5.4%
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Table 3
Income of Respondent

Income of Respondent Percentage
Below 20,000 35.1%
20,000-30,000 37.7%
30,000-40,000 11.7%
40,000-50,000 2.6%
Above 50,000 13.0%

Variable Selection For Factors Influencing To 
Make Purchase Decision For Appliance Products
• Family
• Friends/Colleagues
• Internet Reviews
• Past Brand Experience
• Newspaper/Magazine
• Social Media

Variable Selection For Preferring A Particular 
Product
• Brand name
• Affordable price
• Quality
• Latest technology
• After-sales service
• Warranty
• Easy availability

Survey Data
Authors have analyzed various factors that influ-

ence the purchase decision, and consumer considers 
before the final selection. The authors analyzed the 
most important factor between Price and Brand while 
considering the new appliance product [17]. In this 
research, the authors explained the changing behavior 
of consumers after the coronavirus pandemic. So this 
study gives relevant results to prove the objectives of 
the research. The sample size of the respondent is 77 
for this study [11]. 

Change In Habits Of Consumers Before And After 
Corona Virus Pandemic.

Findings and Recommendations
According to the analysis of the results, major find-

ing reveals that from sample data 65 out of 77 respon-
dents choose past brand experience as an influencing 
factor to purchase home appliance products. All the 
factors past brand experience make 29.3% impact fol-
lowed by internet reviews 25.2% (Table 4). Some other 
factors also impact the purchase decision that includes 

family, friends/colleagues, and social media [12]. It 
also reveals that nowadays, newspaper ads make very 
little impact on consumer purchasing decisions. For 
the final selection of appliance products, the product’s 
quality impacts 22.5% for preferring any product fol-
lowed by Brand name 20.4%, affordable price 16.5%, 
and latest technology 15.4% (Table 5). With the help of 
Bayesian estimates of coefficient, more people are like-
ly to buy a product with a known brand despite high 
prices (Table 6). Fewer customers prefer to buy low-
price and unknown brand products (Table 7). Even if 
unknown brands give products with a warranty, peo-
ple are not interested in buying that product. People 
want to choose affordable and good quality products 
with a known brand. So, between Price and Brand, 
people usually choose a brand [13]. 

Table 4
Influencing Factors

Influencing Factors N Percent
Family 40 18.0%
Friends/Colleagues 37 16.7%
Internet Reviews 56 25.2%
Past Brand Experience 65 29.3%
Newspaper/Magazine 6 2.7%
Social Media 19 8.1%
Total 222 100.0%

 
Table 5
Factors Impacting Final Decision

Parameter N Percent
Brand Name 58 20.4%
Affordable Price 47 16.5%
Quality 64 22.5%
Latest Technology 44 15.4%
After Sales Service 20 7.0%
Warranty 35 12.3%
Easy Availability 17 6.0%
Total 285 100.0%

Table 6
Preference between High Price and Known Brand

Parameter For High Price and 
known brand

Posterior 
Mean

Variance

Strongly Disagree 0.000 .000
Disagree 3.000 .289
Neutral 3.500 .031
Agree 3.697 .026
Strongly Agree 4.154 .067
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Table 7
Preference between Low Price and Unknown Brand

Parameter For Low Price 
and Unknown Brand

Posterior 
Mean

Variance

Strongly Disagree 3.884 .020
Disagree 3.560 .034
Neutral 3.000 .122
Agree 3.000 .427
Strongly Agree 0.00 .000

Corona virus has changed many customers’ tra-
ditional habits; nowadays, more people prefer to 
buy appliance products online than before (Table 
8). Expenditure on home appliance products is re-
duced a bit after corona virus. Entrepreneurs are 
presented in Table 9 [16]. This study also revealed 
the main factor that attracts customers towards 
home appliances during a pandemic is the easy 
reachability of the product, 38.6% of customers 
consider easy reachability as a major influencing 
factor after the corona virus pandemic, followed by 
brand name31%. Price Preference Before and Af-
ter Corona virus Pandemic presented in Table 10. 
Some customers prefer to buy affordable products 
and attract attractive advertisements during the 
lockdown (Table 11) [14]. 

Table 8
Online Purchasing Before and After Corona virus Pandemic

Prefer to buy Home Appliance 
Online

Before 
Corona

After 
Corona

Strongly Disagree 13.0% 6.5%
Disagree 14.3% 3.9%
Neutral 39.0% 33.8%
Agree 24.7% 41.6%
Strongly Agree 9.1% 14.3%
Total 100.0% 100.0%

Table 9
Expenditure on Home Appliances Before and After Coronavirus 
Pandemic

Expenditure on Home Appliances Before 
Corona

After 
Corona

Very High 5.2% 10.4%
High 13.0% 24.7%
Neutral 67.5% 59.7%
Low 11.7% 5.2%
Very Low 2.6% 0.0%
Total 100.0% 100.0%

 Table 10
Price Preference Before and After Corona virus Pandemic

Price Preference Before 
Corona

After 
Corona

Very High 7.8% 11.7%
High 27.3% 22.1%
Neutral 46.8% 42.9%
Low 16.9% 22.1%
Very Low 1.3% 1.3%
Total 100.0% 100.0%

Table 11
Influencing Factors during Corona virus Pandemic

Influencing Factors during Corona N Percent

Easy Reachability 61 38.6%
Brand Name 49 31.0%

Low Price 32 20.3%
Attractive Advertisement 13 8.2%

Other 3 1.9%
Total 158 100.0%

So, recommendations for the appliance industry 
are, they need to focus on the quality of the product and 
services they offer, before launching any new product, 
they should come up with strong marketing strategies 
to make it successful before launch and internet reviews 
play a major role to make a product focus, so the com-
pany should focus more on that side [15]. 

Conclusion
Consumer behavior plays an important role in 

making any purchasing decision. This research ana-
lyzed various factors and changing habits that make an 
impact on consumer’s buying decisions. The research 
analysis and interpretation reveal that the product’s 
brand image and quality play an important role in pur-
chasing decisions. Companies should focus more on 
consumer behavior, such as customer attitude, prefer-
ence, psychology, and taste. Before implementing GST, 
the government believed that it would undoubtedly 
positively impact all sectors, both from the govern-
ment’s and consumers’ standpoint. Another goal was 
to improve the overall system’s transparency. Howev-
er, based on the preceding analysis, we can conclude 
that GST does not positively impact all sectors from 
consumers’ perspectives. However, it will undoubtedly 
help make the system clearer and more transparent, 
generating more government revenue than the previ-
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ous taxation system. According to the preceding dis-
cussion, it makes the indirect taxation system trans-
parent; however, the implementation of GST does not 
benefit all sectors of our economy; in fact, and it harms 
some of them. Initially, GST increased the tax burden 
on ordinary citizens as well as small business owners. 
Some goods and services became more expensive as a 
result of GST.
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