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ABSTRACT: 

Two centuries of British rule ensured 

that we developed an inferiority 

complex over our culture, education and 

products because of this Indian feels 

that they are inferior than the foreigners 

which leads to attract towards western 

culture. The market size of consumer 

goods in India is estimated to grow from 

US $30 billion in 2011 to US $74 billion 

in 2018. Indian consumer evaluate 

foreign product based on technology, 

price, quality, status, esteem and other 

factors (such as consumer 

ethnocentrism, price relativity with the 

competing brands and family, friends). 

This research analyse about consumer 

attitude and purchasing behaviour of 

different consumer regarding FMCG, 

gadgets products. This dissertation work 

interpret behavioural factors, 

purchasing power, group influences, 

personal preferences, economic 

condition and marketing campaign 

towards various FMCG and gadget 

product of National And International 

Market. This research carried out in 

southern region of Tamil Nadu with 

sample size of 1450 of respondents 

using national and international 

products in equal proportionate rate. 

Both parametrical and non-

parametrical test has been deployed to 

find out the hypothesis variance of 6 

factors in which the research is 

confined. 

INTRODUCTION: 

One thing that we have in common is 

that we all are consumers. In fact 

everybody in this world is a consumer. 

Every day of our life we are buying and 

consuming an incredible variety of 

goods and services. However, we all 

have different tastes, likes, dislikes, and 

adopt different behaviour patterns while 

making purchase decisions. The term 

consumer buying behaviour refers to the 

behaviour that consumers display in 

searching for purchasing using 

evaluation and disposing of products and 

services that they exact will satisfy of 

how individuals make decisions to send 

their available resources (time, money 

and effort) on consumption related 

items. It is also concerned with all 

persons involved, either directly or 

indirectly, in purchasing decisions and 

consumption activities including brand-

influencers and opinion leaders. 

Research has shown that consumer 

behaviour is difficult to predict, even for 

experts in the field. Consumer determine 

the actual market scenario whether there 

is the demand for the product or not 

.These factors can be determine only 

through identifying the consumer’s 

preference, attitude and behaviour 

towards the purchase of the product 

.Indian consumer when comes to buying 
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product relay on quality and technology 

oriented product, the consumer is more 

concerned about the brand image of 

product than its shelf life. The quality, 

shelf life, brand of product where Indian 

consumers relatively pay high for the 

same product in India. Because of huge 

market MNC are coming down to India 

.Policy of government has influenced 

the multinational companies initially 

India has restrictive policy in FDI but it 

has been changed during financial 

liberalization of the country where it 

makes continuous effort to attract 

foreign investment the reasons as to why 

consumers in emerging markets 

particularly India prefer foreign brands 

over local brands and it also proves that 

consumption is carried out for reasons 

such as symbolic consumption, 

materialism and depiction of high status 

and image. According to recent survey 

by FICCI, India’s rapid economic 

growth has set the stage for fundamental 

change among the country’s consumers. 

There is discernible shift in consumer 

preference in favour of higher-end and 

technologically superior branded 

products. The demand is being spurred 

by increasing consumer awareness and 

preference for new models so this 

research investigated between two –

MNC product and Indian product. It has 

been analysed with various parameter 

behavioural factors, purchasing power, 

group influences, personal preferences, 

economic condition and marketing 

campaign. 

BACKGROUND STUDY: 

FMCG goods are popularly known as 

consumer packaged goods. Items in this 

category include all consumables where 

people buy at regular intervals. The 

most common in the list are toilet soaps, 

detergents, shampoos, toothpaste, 

shaving products, shoe polish, packaged 

foodstuff, and household accessories 

and extends to certain electronic goods. 

These items are meant for daily of 

frequent consumption and have a high 

return. The fast moving consumer 

goods (FMCG) segment is the fourth 

largest sector in the Indian economy. 

The market size of FMCG in India is 

estimated to grow from US$ 30 billion 

in 2011 to US$ 74 billion in 2018Food 

products is the leading segment, 

accounting for 43 per cent of the overall 

market. Personal care (22 per cent) and 

fabric care (12 per cent) come next in 

terms of market share. In the recent 

years, many of the foreign firms have 

increased their exposure In the FMCG 

companies like Hindustan Unilever, 

Godrej Consumer Products, Britannia 

Industries etc, motivated by their robust 

financial performance and attractive 

valuations. The reason is quite simple. 

Irrespective of how the economy is 

performing, the demand for consumer 

goods, daily necessities like food and 

toothpastes, remains stable. During 

difficult times, people will reduce 

spending on discretionary items such as 

cars and air-conditioners but continue to 

buy basic essentials. 

Consumer electronics or home 

electronics are electronic (analogue or 

digital) equipments intended for 

everyday use, typically in private 

homes. Consumer electronics include 

devices used for entertainment (flat 

screen TVs, DVD players, video games, 

remote control cars, etc.), 

communications (telephones, cell 

phones, e-mail-capable laptops, etc.), 

and home-office activities (e.g., desktop 

computers, printers, paper shredders, 

etc.). In British English, they are often 

called brown goods by producers and 

sellers, to distinguish them from "white 

goods" such as washing machines and 

refrigerators. Consumer electronics 

stores differ from professional audio 
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stores in that the former sells consumer-

grade electronics for private use, 

whereas the latter sells professional-

grade electronics designed for use by 

audio engineers and audio technicians. 

Electronics industry has traversed a long 

journey but is far from reaching its 

zenith. Despite significant growth in 

consumption volumes, the country is yet 

to make its mark in high volume 

manufacturing.  Gadgets Total 

production of electronics hardware 

goods in India is estimated to reach US$ 

104 billion by 2020. The 

communication and broadcasting 

equipment segment constituted 31 per 

cent, which is the highest share of total 

production of electronic goods in India 

in FY13, followed by consumer 

electronics at 23 percent. Competition 

between International product and 

Indian product was created based on 

quality, value and durability. This leads 

India to start make in India were most of 

the manufacturing was encouraged to do 

in India. But heavy comparison is made 

between Indian electronics and global 

electronics 

OBJECTIVE OF STUDY: 

 This study analyse buying 

behaviour of individuals towards 

the purchase of  International 

and domestic product 

 To find out the various factor 

that influences the individual 

buyer towards the purchase of 

international and domestic 

product 

 This study help to find out the 

purchasing power of individual 

buyer towards these product in 

south region of Tamil Nadu 

 This study influences various 

marketing campaign tools that 

stimulate towards the purchase 

of domestic and multinational 

product in Tamil Nadu region 

 It analyse the economic status of 

public towards the procurement 

of product belongs to domestic 

and multinational product 

 To study the reference group that 

significantly influence an 

individual to buy domestic and 

multinational product 

 

LITERATURE SURVEY: 

FRANK M.BASS AND W.WAYER 

TALARZYK (1972) on their study “An 

attitude model for the brand preferences 

reported the attitude measurement based 

upon beliefs and relative importance of 

product specific attributes. This study 

states that attitude theory has 

considerable potential as a basis for 

consumer choice behaviour. But this did 

not dealt with cause and relationship 

between attitude change and change in 

preferences. 

SHIMP AND SHARMA (1987) 

developed CETSCALE to measure the 

consumer ethnocentrism and in a study 

of American consumer. They showed 

negative correlation with attitude of 

foreign product and positive correlated 

towards negative product. 

KYANAK AND KARA (2002) 

investigated the product country images, 

lifestyle, and ethnocentric behaviour of 

Turkish consumer. They found that 

Turkish consumer has different 

perception of the product attribute of the 

product coming from countries of 

different levels of socio economic and 

technology development. The study 

revealed that there were several lifestyle 

dimensions apparent among the Turkish 

consumer, which h were closely related 

to ethnocentric basis. 

LEE AND SIMON (2006) analysed 

how consumer perception of product are 
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marketed by consumer appeals of multi-

national firms and by the country of 

origin effects .They present finding 

derive from country of origin effects, 

corporate images and its brand image 

and purchase intention survey conducted 

in Almaty, Kazakhstan, consider being 

developed countries and transition 

economics. The finding suggested that 

the attitude of consumer towards country 

of origin and corporate image exert a 

great deal of influence on their 

perception of product quality and 

purchase behaviour ,the effect of certain 

company image appeals on the purchase 

behaviour and moderated by socio-

economic and national cultural 

characteristic.   

ROBERT A .OPOKU AND 

PATRICK.A.K AKORI (2009) on 

their study “the preferences gap: 

Ghanaian consumers ‘attitude towards 

local and imported products in 

developing country market’. Ghanaian 

consumer holds “made in Ghana “ label 

in low regards relative to foreign brands 

,superior quality and consumer taste are 

the 2 most important reason for 

Ghanaian consumer preferences and 

suggestion for future research on 

country of origin effect and the 

consumer in developing countries are 

also discussed. 

ATTIYA KANWAL (2011) on his 

article “consumer preference of 

international brand over local brand” 

consumer evaluates the product based on 

intrinsic and extrinsic. If a consumer is 

satisfied with a product, He will buy it 

again, become loyal and develop a 

relationship with the brand price and 

quality plays a vital role is selection of 

brand by the consumer. The sample was 

taken from Islamabad and Rawalpindi. 

Simple random sample sampling was the 

technique used and data was collected 

through questionnaire, calculation were 

then analysed and interpreted using 

percentage of respondents and frequency 

distribution. It was stated finally that 

local companies need emphasis on the 

quality of their product in advertisement 

and their advertisement need to be more 

targeted and up-bear attract younger 

market segments 

DR. RAMESH SARDAR (2012) on his 

article”Brand preference of passenger 

car in Aurangabad district” this paper 

focused on an industry where brands, 

marketing knowledge and distribution 

network have been important 

determinants in the growth and survival 

of firms. This study was useful for 

general public as even manufacturer and 

dealers can understand the dimensions 

reflecting brand preferences of 

passenger cars and impact of all these 

factor on customer satisfaction.. 

ZEENAT ISMAIL, SARAH 

MASOOD AND ZAINAB 

MEHMOOD (2012) on their article 

“Factor affecting consumer preferences 

of International brands over local 

brands” explained that consumer 

preferences of global brands instead of 

local ones. From the analysis it was 

concluded that consumer associate the 

price and quality of the product. A brand 

priced too low is generally perceived as 

a low quality product. Similarly, a 

product priced too high may not be 

affordable by many. Other factor that 

have impact on the consumer 

preferences are consumer ethnocentrism, 

country of origin, social status, price 

relatively with the competing brand and 

family and friend. 
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MURALI K.MANTRALA AND 

SHAOMING ZOU (2012) on their 

study Are Indian consumer brand 

conscious? Insight for global retailers” 

this paper is to asses Indian consumer 

brand conscious by examining their 

brand knowledge, purchase behaviour 

and perception of foreign brand. It 

provides key input for the global retailer 

to harness the growing consumerism in 

India. 

 

RESEARCH METHODOLOGY: 

METHODOLOGY 

This section describes about the 

research type chosen for this study. 

There are many ways to classify 

research design, which is mostly based 

on the nature of the research. The main 

objective of this study is to evaluate 

Indian products vs MNC product. 

Hence, the characteristic of this study is 

closely associated with exploratory 

research, which describes the view of 

targeted population. Data were collected 

through primary and secondary source 

of information. Primary data were 

collected through questionnaire method 

adopting survey and Interview 

techniques and secondary data was 

collected through journal, magazines, 

and internet. This research data was 

collected through a structured 

questionnaire. 

HYPOTHESIS: 

H0: There would be no significant effect 

on consumer attitude towards foreign 

brand 

H1: There would be significant effect on 

consumer attitude towards foreign brand 

PROFILE OF THE SAMPLE  

Sampling 

Convenience sampling is one of the 

types of non-probability sampling. The 

population size is large. So this 

sampling method is used which is easy 

to collect the data. We took the selected 

south region of Tamil Nadu. 

Sample Size 

It refers to the number of data to be 

gathered for research study, from the 

given population.  The total sample size 

is 1,450 (based on costumer, youngsters 

and from common people). Totally 35 

questionnaire was prepared. The factor 

used in the questionnaire to collect data 

are behavioural factors, purchasing 

power, group influences, personal 

preferences, economic condition and 

marketing campaign towards various  

FMCG and gadget product of National 

And International Market 

STATISTICAL TOOLS & 

TECHNIQUES  

The data obtained have been coded and 

statistical tools such as Parametric and 

non-parametric. Parametric method such 

as chi-square, ANOVA and non-

parametric test such as rank correlation, 

sign test has been used and interpreted 

using statistical package for social 

sciences (SPSS-19.0). 

 

FINDINGS: 

 Majority (55%) of the 

respondent reveals that they 

prefer western products in terms 

of quality than the local product. 

 Age group of 24-34 prefer to buy 

western product as they get 

social recognition when 

compared to local product. 

 Majority of respondent prefer to 

buy western products as they 

incorporate latest technology in 

terms of fashion and design. 

 Age group of 35-55 prefer local 

product based on upon their 

economic status, so the person 

comes under this age group 

focus on the product which has 

affordable price. 

 Majority(64%)of respondent 

feels that Brand  recognition is 

more in western product when 

compared to local product 

 52% of the respondents 

(youngster) are very passionate 
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towards the purchase of prefer  

western product  

 Most of the respondents believe 

that foreign products have lesser 

price when compared to local 

product. During the past years 

(1980-2010) including fixation 

of tax. 

 75% of the  respondents believe 

that price variation are not much 

when compared to local products 

with foreign products during the 

year (2011-2016) 

 95% of the respondents reveals 

that purchasing range of the 

DOMESTIC product has been 

considerable reduced after the 

introduction of GST. This is 

because domestic manufacturer 

can’t afford previous price 

(before the existence of GST) in 

which GST provide tax 

relaxation in terms of bulk 

purchase and high sophisticated, 

luxury product and not for the 

domestic and single unit firm.  

 61% of the respondents prefer 

foreign products than the 

domestic product in which the 

foreign product provides fast 

solution in terms of medical, 

health care and cosmetics. 

 Majority( 60%)of the 

respondents  feels that  durability 

is more in MNC product when 

compared to domestic product 

 

RANKING GIVEN BASED ON 

PREFERENCE: 
 

PARAMETERS 

 

MNC 

PRODUCT 

 

DOMESTIC 

PRODUCT 

Purchasing 

power 

4 2 

Group 

influences 

2 3 

Personal 

preferences 

1 5 

Economic 

condition 

5 1 

Marketing 

campaign 

3 4 

SUGGESTIONS: 

The research brings out various findings 

in terms of comparing several 

dimensions of MNC and domestic 

product. Through this research it was 

suggested to improve the quality and 

durability of domestic product to 

compete with the global product. It was 

also suggested Indian government to 

reduce goods and service taxes for 

single unit of  dealing homogeneous 

product and small traders in which 

imposing general tax for the small 

traders who were not able to afford the 

tax imposition  have commonly imposed 

and practiced by bulk producers and 

dealers. Through this research a huge 

demand and preference for the MNC 

product in terms of medical, health care 

and cosmetics are high in number in 

which these product provide fast 

solution and great high recognition were 

the local product fail to do, the domestic 

producer who needs to improve their 

standard of policy to compete with the 

MNC product to provide quick relief so 

that the public may have trust upon the 

local product. Finally the local product 

can stand in the market only if they 

implement latest technology in order to 

compete and survive in the market. 

 

CONCLUSION: 

Most of the people prefer to buy MNC 

product based on value that is a product 

is rated high by seeing its benefits when 

compared to price. MNC were able to 

deliver an aspirational middle class 

lifestyle to families on the Indian budget 

.the impact of consumer affinity towards 

global product on their responses to 

brand analyses differ among the global 

brand and local brand where global 

brand is preferred more .global 

marketers has carefully examined their 

consumer by globalization related 

consumer psychological character in 

their segmentation and positioning. So 

International Journal of Pure and Applied Mathematics Special Issue

3154



the consumer tends to prefer MNC 

product in terms of quality, prestige, 

corporate social responsibility, 

innovation and attractiveness when 

compared to Indian product.  
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