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ABSTRACT

10 how a customer thinks, feels,
stom.er detf:’r.mmes whether or not they are satisfied with their purchase.
e their decision ¢ make ad,
rm'g which the customer can influence whether or not other customers
It's human nature to extol th

Post-purchase behaviour refers
This is the stage at which q cu
How they feel will influenc
purchase is also a period du
purchase from the marketer.
social media or in person, Occasionally,
just spent their money,

this paper is to examine the fac

goods is compared.

Key words: Post-purchase behaviour,
a recent purchase,

L.INTRODUCTION

Consumer behaviour is the examination of an individual's,
organization's, or group's behaviour in order to ascertain how
they acquire, select, use, and dispose of goods, services,
experiences, or ideas in order to meet their needs and desires
(Philip kotler et.al. 2009). It combines psychological,
sociological, social anthropological, marketing, and economic
concepts. It aims to comprehend how emotions influence both
individual and group purchasing behaviour. It aims to gain a
thorough understanding of an individual's various
characteristics, such as demographics and behavioural
variables, in order to ascertain his or her needs. Additionally, it
atempts to sway the consumer through the influence of groups
such as friends, family, reference groups, and society.
Consumer behaviour is the study of how consumers {nake
Purchasing decisions or how they allocate their available
fesources, such as money, effort, and time, to consumption-
related jtemng, Not only is the study interested in what
consumers purchase, but also in why they purchase it, when,
where, and how they purchase it, and how frequently they
Purchase it. Consumer behaviour research occurs at each stage

of the “onsumption process, that is, prior to, during, and
following the purchase,

2.STATEM ENT OF THE PROBLEM

Post-purchage behaviour refers to the stage of the decision-
"€ process during which the consumer expresses his or
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Consumers —
behaviour research, electronic an
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and behaves after making a purchase.

ditional purchases Srom the brand. Post-
n

e virtues of a recent purchase, whether on

' post-purchase behaviour when it comes
the post-purchase behaviour of the two types of

Durable goods, customer experience, influence of
d white durable goods.

perceived performance lives up to his expectations. And he
will be delighted if the product's performance exceeds his
expectations. The cost of acquiring a new customer is
greater than the cost of retaining an existing customer for a
marketer. As a result, a marketer's primary objective should
be to satisfy the customer. A negative word of mouth
spreads more quickly than a positive one. If a customer is
satisfied, he or she will tell others about the product, which
helps generate new business. Simultaneously, he will
inform additional people if he is dissatisfied. As a result,
marketers should monitor and solicit feedback from
consumers on a regular basis. The purpose of this article is
to examine the various factors that influence a consumer's
post-purchase behaviour.

3. REVIEW OF LITERATURE

Day and Ash (1979) investigated the factors that contribute
to consumer dissatisfaction and their complaining behaviour.
Consumer durables were categorised into 63 distinct
categories. It was discovered that the reasons  for
dissatisfaction and subsequent actions varied

across  product  categories. Cmmming
reasons, a greater emphasis was placed
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product involvement expressed high satisfaction.

Batra and Kazmi (2004) examined whether the purchase
process has an effect on consumers' po§t-purchas;
behaviour. Satisfaction was found to be a function of bot

the initial performance expectation for the product and its
perceived performance,

Hitesh (2010) concluded that a competitive market offers
both opportunities and threats to both consumers and
producers. It has become critical to enhance core products
through value addition in order to increase custon?er
satisfaction in a similar price range. Not only can quality
improvements stimulate replacement demand or demand
for a second piece in households, but so can improvements
in customer service following the sale.Tam, (2011)
examined the moderating effect of purchase importance in
the customer satisfaction formation process and in loyalty
intentions. A Survey was conducted and results showed that
perceived performance has a stronger influence on

satisfaction when purchase importance is low, whereas

satisfaction seems to be influenced both by disconfirmation

and perceived performance when purchase importance is
high.

According to Ramsy & Skov
scientific study, much remains unknown about the effects of
brands on perception. The study's findings contribute to our
understanding of the relationship between emotions, valence,
attention, and consciousness, particularly how brands

(2014), despite decades of

Corporations
Municipalities
Grama Panchayats
Total

A pilot study was conducted to ensure that the research
questions and methods chosen Were appropriate,
refinement and validation were done by conductin
Reliability, Content validity, Face validity,
validity, and Normality

Scale
g tests of
Convergem

Table

2 Factors Affecting Post p
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4. OBJECTIVE OF THE STupy

The objective of the study is tg 4
behavior of consumers ijp re
differentiating between E]
Goods. The objective included the
influencing the post purchase beha
ranking in the order of importance
between Electronic and White Durab|

S. RESEARCH METHODOLOGY‘? .

This is a type of descriptive study. The .
study is to ascertain the facts regardin
consumer behaviour regarding durable

The study makes use of both primary
Primary data are gathered from rand
of household consumers. The study en
sampling and non-probabilistic sampling
and Panchayaths are selected using a |
technique. The households were ch

probabilistic sampling technique. The
analysis is a single household consumer

b
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three districts in Kerala.
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After sale service aft i
¢r warranty period PPB23 | Taking feedback from consumer to improve
Resale valoe service quality
PPR24 Regret about the purchase

fhe measurement model of post purchase behaviour to te

: . 3% . 4 st ": CO tru

he convergent va}hdny is considered here. The following plrrchas:sbeh;lvi:: o SR M G S
wpotheses are being tested. r

H,: Construct PPB1 to PPB24 has significant effect on Post
purchase behaviour

Table 3 Model fit Indices for CFA - Post purchase behaviour with respect to electronic goods
& OF [ P | Normedyz | GFl | AGFI | NPl | Tt | CFl | RMR | RMSEA

Post purchase

4 e 278.966 | 150 | .000 | 1.860 | 961 | 922 | 968 | 971 | 984 | 029 | .039

Table 4 Model fit Indices for CFA - Post purchase behavior with respect to white goods

Zi DF P Normed 32 GF1 AGFI NFI TLI CF1 RMR RMSEA

Post purchase
behaviour 976.210 180 | .000 5.423 .864 | .773 | 920 | .897 | .933 | .048 .090

Il of the attributes had a substantial effect on the latent 6.2 Classification of variables into significant and
constructs. The value of the fit indices indicates that the insignificant factors

' af:g:;;i:;"\;ﬁte: fgzc;:e data reasonably: well, both for The coefficients of regression of extracted constructs are
i & : shown in Tables 5 and 6. These coefficients are used to

determine the validity of hypotheses. Significant variables
are those with a regression coefficient greater than 0. 4..

Table 5 The regression Coefficients -Post purchase Behavior-Electronic goods

Constract ression ; Vai e
i e [ B
PPBI 0.776 24.542 <0.001 60.2 :
PPB2 0.805 26.377 <0.001 64.5
PPB3 0.728 21.916 <0.001 53.1
PPB4 0.354 8772 <0.001 12,5
PPBS 0.415 10.470 <0.001 172
PPB6 0.595 16.248 <0.001 354
PPB7 0.409 10.298 <0.001 16.7
PPB8 0439 11.166 <0.001
PPBY 0.606 16.656 <0.001
PPBI0 0.541 14.356 <0.001
PPBI1 0.813 26.926 <0001 7
Post purchase behayiour PPBI2 0.816 27138 b % 2 R
PPBI3 0.447 I BE DS ) ot
PPBI4 o799 | 2591 L A
PPBIS o0ss2 1 WBBR L~
PPBI6 0765 | AW
WEEE ./ VIS _ 018 L .
M 05 :41 4."’1 5
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PPB23 0.697 20.422 —
r PPB24 0.031 wror - :

As shown in Table 5, PPB1, PPB2, PPB3, PPBS5, PPB6,
PB7, PPBS, PPBY, PPB10, PPB11, PPBI2, PPB13, PPB14,
PPB15, PPB16, PPB17, PPB19, PPB20, PPB22, and
PPB23 all have a regression coefficient greater than 0.4,
indicating that these constructs have a significant effect on

Table 6 The regression Coefficients - Post purchase Behavior-White goodg\

consumers'  post-purchase beha 5

electronic goods The regressioi};_é.
constructs PPB4, PPB18, PPB2], a;
0.4. As a result, these seven constr
impact on post-purchase behavior,

As illustrated in Table 6, a

coefficient greater than 0.4, A

TN
Factors/ Latent Variables (Dependent S et Regression i
2 . (Independent : A
Variable) g Coefficient :
Variable)
PPBI 0.759 <0.001
At 0.793 001
A 0.798 0.001
diie 0.852 0,001
hEeR 0573 .001
s 0412 <0.001
il 0.510 001
i 0609
ik 0.479 001
bk 0.706
=Rl 0.780
Post purchase behaviour AR 0.738 <0001f>
PPB ™
@ 0.719
PPB14
0.735
PPB15
0.542
PPB16
0.798
PPB17
B i | 0.840
PPB18
0.657
PPB19
0.743
PPB20
0.794
PPB2]
T
PPB22
| TRt
PPB23
| T e 0.800
e — ] PPB24 .
e

constructs haye 5 regression

S B
aresult, each of thege Constructs haye sizable imp e

for white goods,

-
R
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igure 1 depicts a el at Was used to test electronic goods.

Figure 1 Post purchase behavior with respect to electronic goods

63 Ranking of Sigpiﬁcant Factors Affecting Post behavior post-purchase. These variables are ranked to
purchase Behavior of  Consumers —Electronic determine which one has the greatest influence on

Goods consumer behavior following the purchase of electronic
Confirmatory Factor Analysis identified 20 independent gotes Th e ranks assigned to cach significant factor are
shown in Table 7.

variables that have a significant effect on consumer

Table 7 Ranks of Significant Factors Influencing Post Purchase Consumer Behavior for Electronic goods

Attachment to the brand PPB1 0.776 60.2
Believe that no other alternatives PPB2 0.813 66.2
Like to buy same brand again PPB3 0.728 53.1
Positive feeling about selected brand PPB5 0415 172
Supplier response to complaints PPB6 0.595 354
Maintenance Cost PPB7 0.409 16.7
Reliability of advertisement PPB8 0439 19.3
Performance of the product PPBY 0.606 ;gg
Sesvice during warmanty period PPBI10 0.541 y
Resale value PPBI11 0.799 63.8
[ After sale servi W  ppB12 | 0816 66.5
| After sale service after warranty pert ey G o
Want 1o scll if dissatisfiod L T SR
| Return/Exchange policy of the seller I e 0552 e b :
Able to use the product very well PR i s T 0.765 SRS R CRT
| Easy 10 dispose off B SR R A i 2
| Greater perceived performance =g PPBI9 | T 0587 S s TR
| Retuming the product - T PPB” TEE0 620 late
| Boycotting & Brand switching : - e e : 646
\LCO"? laining to the relevant govt./non govt. bodies_ e e i G
Taking feedback from consumer to improve service gt 15 i L .

it

uu_{"' L

.,l L -
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6.4 Ranking of Significant Factors Affecting Post behavior post-purchase. These variables are

Purchase Behavior of

Confirmatory Factor Analysis revealed that all 24 : Susrichaes; tgzr;ilﬁn;?rn?g:::::chg: av::ltel S
independent variables have a significant effect on consumer 2 & ,
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Figure 2 Post purchase behavior with respect to White goods

Consumers ~-White Goods to determine which one has the greatest |

Table 8 Ranks of Significant Factors Influencing Post Purchase Consumer Behavior for White 200d :

: Regression
Construct (Independent Variable) Coefficient

Attachment to the brand PPBI 0.759
Believe that no other alternatives PPB2 0.793
Like to buy same brand again PPB3 0.798
Want others to realize the name of the brand ‘| PPB4 0.806
Positive feeling about selected brand PPBS5 0.573
Supplier response to complaints PPB6 0412
Maintenance Cost PPB7 0.510
Rehability of advertisement PPBS§ 0.609
Performance of the product . PPB9 0.479
Service during warranty period PPB10 0.706
After sale service after warranty period | PPBII 0.780
Resale value PPB12 0.738
Want to sell if dissatisfied \W 0'719
Retum/Exchange policy of the seller m 0'735
Able to use the product very well \m 0'542

Easy 10 dispose off (=] -

Greater perceived performance NEB1S 0.798

Warn friends against seller EPBI7 0.852

|_Returning the product

|_PPB17 | ;
\& 0.657

Boycotting & Brand switchin PPB19 0.743
Complaining to the ulla‘\ipﬂzo 0.794

et about the purchase

6.5 Comparison of Pggq purchase Be

Electronic Goods

Tables 7 and 8 detail h,
purchase behavior fo,

Complaining to the relevant YL/DON govt. bodies | PPB2] 0.59
Taking feedback from MW PPB27 0.840

€ various facyo

PPB23 0.800
PPB24 0.814 ¢
havior |, ; -
and White Gogu, etween respectively, as well as the ranks ¢

_ Signiﬁgant variable. In the case of elect
'S Influencing pogy.  Most influential factor affecting the

electronic ang white goods,  Purchase behavior is the 0.816
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maficr sale service after warranty period."

o fluence include: 'Belief that t;yerr; aredn 0 (33::: :;‘t(:Ors }hat
to this product’, ‘return/exchange policy’, ‘resahmat:\,e's
achment to the brand’, and ‘higher er:a’ ue',
ormance’. However, the most influential factpor izl‘tlﬁd
s of white g°°d.s is 'greater perceived performan Y
which has a regression coefficient of 0.852. 'Complain?e’
to relevant government/non-government bodies’. ' ett!ng
~dback/suggestions from consumers', and 'Wanti’n gothmg
o recognize the brand’ are some of the additionalgfa ters
hat influence post-purchase behavior. by

ONCLUSION

o conclude, marketers of both electronic and white goods
must ensure that the product's perceived performance meets
consumer expec?ations. Similarly, marketers should
.ntinue to solicit suggestions and feedback from
consumers in order to improve their services. They must
‘motivate satisfied customers to share their positive
experiences and delve deeper into brand offerings.
Marketers have a responsibility to act as brand advocates
by contacting dissatisfied consumers and transforming their
experience into one that results in a profitable relationship.
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