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Abstract

A research was conducted in Vadodara, Gujarat, India to study the
psychology of people while purchasing cheap products as compared to
costly products. As aresult, two representative products were selected
and buying behavior of respondents was studied towards these two
products. It was found that the mental process for both the products is
quite different.
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Introduction

The risk of purchasing a costly product in terms of monetary cost and
mental cost is higher as compared to a cheaper product. A person is
more cautious when purchasing a costly and non-routine product. This
is because if the product does not perform on the expected lines; the
consumer is dissatisfied in terms of monetary loss as well as the mental
inconvenience. His risk taking appetite is less as compared to a product
he purchases and uses on a daily basis and such product is less costly.
Thus, it is seen that a consumer's approach towards purchasing a
product having high involvement compared to a product with low
involvement is different.

In this research, an attempt has been made to study how the buying
behavior of a consumer is different for two different categories of
products he uses. For this purpose, product involvement for two
categories of products was studied and analyzed.

Involvement can be defined as perceived relevance of the object on the
basis of needs, values and interests (Zaichkowsky, 1985). It is to be
understood that involvement is of the consumer and not the product
even though, it may be called product involvement. Itisrecognized as
interaction between product and the individual.

Literature Review

Sherif and Cantril introduced the concept of involvement in the year
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1947 in the area of psychology. If involvement can be
defined based on stimulus, products can be categorized by
marketers into different product involvement categories and
markets can be segmented on the basis of product
involvement (Grunig, 1989; Taylor & Joseph, 1984). One
of the ways of identifying whether product involvement is
high or low is to find out the perceived risk and return from
the purchase. In case of high involvement products,
consumer perceives high risk and also high levels of
satisfactions are achieved if the purchase is as per his

perceived benefits. On the other hand if a wrong purchasing
decision is made, it involves huge amount of risks in terms of
costs, time and satisfaction. Hence, for high involvement
products, consumer spends lot of time gathering information
about the product. He inquires about its price and compares
it with its features in detail. He also asks for feedback and
experiences of others who have used the same or a similar
kind of product.

Every researcher has tried to introduce their own definition
oftheterm. Accordingly, the term has evolved over time.

Table I;: Summary ol Resgarch in the area ol Involvement.

. : Author/ i - o
Sr. Year Title Contribution
Rescarcher
- Sherit and Cantril ; Sherit & o L Involvement as a major component in attitudes and attitude
| 1947 . The peychaligy o cgiminvolvement
Hovland: Sheril elal - = change
. . . Proposed lwo delmitions of mvolvement. General and
2 1964 Freedman lovolvement, Discrepancy and Change _]”. R ;
) - particular interest in an issue
- - The Impaer of Television Advertising: TV advertising results in low involvement conditions while
3 1965 Tlerbert C. Kimgman . - C ; e .
= Learning witheut Involvement print results in high imvolvement conditions
What is involvement? [Tow do we measure it? Tow do we
- . Invalvement: A Paleniially Important wanipulate mvolvement i the laborslory? Linil we can
4 1979 Androw Milchell . S S A - ’ . . L
Mediator Of Consumer Behavior answer these questions, the quantity and quality of empirical
vescarch on the subject will romain lmied
- . questioning the coneept ol involyement The degree w which different levels of myvolvement are
5 1479 Jolm L. Lastovicka . ) e T e )
defined product classes related to levels of acquisition behavior is examined.
Six-fold classitication of involvement including both high and
f 1921 Harold H, Kassarjian Low Involyement: A Sccond Look low product involvement and alse high and low mvolved
personality types
Involvement Beyvond The Purchase Process: An empirical study which explores self-concept expression
7 1982 Deter H Bloch Conceptual [ssues And Empirical s a possible motivator of enduring involvement was put
Investigation forward
I an effort to bring more empirical cesearch to invoelvement,
these authors sugested studying copmilive aclivily and three
Ga o an Consumer Involvement in a laboratory indicators were developed to accomplish this, These
8 932 Sherrell and Shimp o : PO M e i g - Y
setling indicawns were: "subjective state.™ "sellinsight accuracy,
andd, the amount ol ime That subjeets required to complele a
decision task
) - Message response involvement as situationul states
. . . . Operationalizing Involvemeant As Depth And 2E [ ; e "
o 1953 Rajeev Datra, Michael L. Ray oo L= characterized by the depth and quality of the cognitive
- Quality OF Cognitive Response - ) i
' responscs cvoked by the message
Paper identifies and discusses five distinet concepts which
. - have all been labeled "mvalyement”, The coneepls of cgo
. _ e . Consumer lnvolvemeant: Detinitional [ssues Lo _ . R :
1] 1954 James A, Muncy, Shelber D, [Hunt ) A involvement. commitment, communicition involvement,

’ ’ and Rescarch Thrections . ) \
purchase importance, and response involvernent are discussed
is they relate to this evolving body of knowledge

0% . The Murkeling Characierisics OF Hava bath hehavioral invelvement and cgo-nvelvement muy
L1 1954 Raberr N. Stone : : = 4
Involvement be used to undarstand marketing phenomena
. - Involvement with a product can be high while commitment to
5 e LEGO Involvement and Brand Commitment: L P e g
2 1954 Mark H. Travlor : . N brands is low, or product involvement can be low when
i N Necessurily Lhe Same . o
’ comunitment to a brand is high
literalure his heeome reple with papers that ane overly
) . _ concerned with defining this hypothetical construet,
13 1954 Michael L. Rothsehild Perspectives on lovalvement: Current organizing concepls and revicwing past work, This paper
) Prohlems and Puture Dircetives B & P ¥ g S pape
tliseusses problems related o oan abumdanes of such work and
suggests some other directions for researchers to take
Wohile There appears 1o be general sgreement thal invelvement
varies by individuals and circumstances and that it is
14 9% lohm H Anl Conceptualisation and Operationalisation of | somehow related 1o "importance” or "interest”, there 18 by no
‘ , i ; S
Involvement means any agreement exactly what involvement is, its
bounds, and in general a thorough conceptualization of the
coneepl
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Involvement, Familiarity. Cognilive Involvenent, Faniliaricy, and cognitive differeotiation are
15 1085 George M. Zmkhan, Ay Diﬁ'eve?ltiutiuu. And _f\dver_tisig,;__-_ _Recall: A three measurcs ol mdividual dillerence whi;lj were
Muderrizoglu Test Of Convergent And Discriminant hypothesized to be related to consumers’ ability to recall
Validity elverlizing mosssmes
There is maore than one kind of consumer involvement,
o - Depending on the anleecdents ol invelvement eonsequences,
. Gilles Lawrent and Jean-Noel Lo - AR :
16 194 Kapferer Measuring Consumer Involvement Protiles on consumer behavior ditfer. The authors theretore
- recommend measuring an invelvement pealile, rather than a
gl invelvement fevel
21 item bipolar adjective scale frumed, the Personal
17 1035 Judith Lynne Zaichkowsky Measuring the Involvement Construet Involvement Inventory {PIT), was developed to capnure the
coneepl ol invalvement for products,
A unidimenstonal conception ol inyvelvement is wlilived wo
) ) o A Thearctical Analvsis OF Two Recent develop a general model of involvement. The two scales are
18 1989 Banwari Mittal 4 reconciled with this medel, and subscales are identified in
Measures OF Involyement . . Py
eaeh which would measure involvement as w unified
construct.
e concepualization of the Personal Involverent Inventory
The Personal Lnvolvement lnventory: wis i funln,:.xL—Ii‘cl:'nnf?sur: :rpplic:ibl‘g.‘ [ 111.\'U|\-'C11'|;.:n1 \JL.'iLl'I
[ 1954 Tudith Lynne Zai Reduction. Revision, and Application W pFOdFuIS “ ith a.d\fel‘tl.\em.;lltﬁ. ﬂ“.d w l_th Fm_J chase SITuations.
Advertisine I h:ls .:mpnn:l':\l work to develop this TSI Wits mainly
= villidated with respeet to produet categories. PLLwas reduced
to [0 items,
Endurimg irveelvement may actually have o posilive eMeel on
evoked set size. Studies the conceprual reasoning underlying
10 19ud Richard L., Divine, Thomas I, Page, 'I_'hc LMTeel o F_I-Inrluring Invalvement on !hc hypothesived rcl_ali(mships_bcm-ccn enduring

. Ir Fvokud Sel Sive mvolvermenl, shoppings enthusiasm and cyvaloed sel
then present the results of a study that directly tests these
hypothesized velationships,

A2 L-iem Likerlype "Consequences of Involvement”
questionnaive (C10) was developed o measure the level of
31 1996 Carmen Carcia, Julio Clea. Vicenie f\.'ic:.'isln'iﬂli Invalvement From s involvement with pn.lduuls. lJnIikL: (JIhL:I' seales, e C10)

- TPonsoda ¥ Derek Scott Consequences attempts to measure involvemenr fiom its consequences.
vather than requesting Lhe subjeet w dircetly rawe his or her
state of involvenment
Propesed and provided initial support for a new subscale for
the CIP; ome designed to measure Imporlmee, @ construet not

an 1996 Kenneth C. Sehoeider and William C. | An Tmportance Subscale for the Consumer To“' e.Jl.L.oE"r?FaasTe}cl.}aylt]mF slcaler.l Th_e |lelzlmlnlnsTfp_ bet‘“i-een
22 Rudsers Invalyement Profile (CIT sl an l.h.. rermining CIP subsea o dusigne: L
= R measure varous mvelvoment anlecedents (de.. Interest-
Pleasure, Sign, Risk Probability and Risk Impaortance) is then
diseussed.
Poor brand management has been held responsible tor brands
. with which congumers have low levels of involvement, that
5 s Low Tnvolvement Brands: is the Brand . ) ) M . g
23 1957 Gl MeWillim Manase o is, consumers do nol consider them imporianl n decision-
anager to Blame! = i . S
making terms, and in consequence appear unthinking and
cven uncaring ahoul their chotees.
The constructs of pereeived tisk and product involvement
have been noted to share several similarities in the consumer
An Tnvestigation OF The Relationship behavior Titerature hut diversity in the eoneeprualization and
24 1947 Ulpal M. Dholikia Bulwien Perecived Risk And Product operation lation of these consiroets has led wamMiciing
Involvemen and contfusing findings. Using consistent definitions of the
twir constructs, this article invesligales the relationship
between their components
Several studies have examined the relationship between PT
uned BLL but few empirical investigations have been conducied
23 2001 Pascale (5. Quester: Amal ) TI_1e Product [1}\-‘_0lvemem-'_Bra_nd Laovalty to validate the nori_on emgr_ging trom the literature than P_[
Karunaratna and Ai Lin Lim Link: An Cmpirical Lxamination precedes BL. In this empirical study, two products associated
with either low or high involvement are used to examine this
issne
24 3003 Natalic Termox and Nichol: Muasuring (_'11._1‘r15u111|:r Invarlvemeni: A1 Emprieally mvestigaled consumer involvemenl with o
MeClaren the Automahile Involvement Scale product class.
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product intangibility is positively associated with perceived
. . . . . risk and the intangibility construct encompasses three
. . Hovw mitangbnlity afleels pereeived sk the : : s b : .
o - Michel Laroche, Jasmin Bergeron, s LR dimensions: plysical intangibility, mental intangibibivy, and
27 2003 e - moderating role ot knowledge and L 4 L ) N
Christine Goutaland P = generality. The purpose of this research is to test which
- dimensiom ol the inlangibility comsiroet 15 the mest correlated
with perceived risk
There is » need for studies on consumer involvement
spanning over varied cultures and contexts, Further, exclusive
. . [ studies examining the relationship between demographics and
- anaT . Consumer Involvement in Product Choice — . .g . P ) - rapy
28 2007 G Sridhar . . consumer invelvement are very few. Stdy was conducted to
A Demograplic Analysis . . \ .
= CRATTING ||'I|J mlii]'l(ﬂlﬁl'l'l]__‘. hl:]\\"ifl&ll COTE=UTICT 'I'I'I\"Ul\"t:'lT'IL;lIl <'|T|i|
five key demographics family life cycle, age, sex. income and
neeupation
The Effects of Payment Mechanism and . . .
- . pthay B “, . Study of eiTect of payment mechanism and shopping situation
5 “nnT : . Shopping Siwution on Purchasing [nienlion - o Do
29 20007 Ming-Chuan Pan < . . N om purchasig micnlion s moderaled by the product
= the Moderaring Effect of 'roduct o = -
involvement
Invalvement
; ] . L Investigate the moderating role of product involvement in
5 ’ The maderating clleets of product . o \
30 2008 Fui Xue . = . predicting the eMeets ol sell-concept and consumption
invalvement on situalional brand choiee L o L .
situation on consumers” situational decision making,
. Compare the pereetved risk level between Tnternel and sune
. . -, Acsurvey of the eeet of consumers : ) . : o
N Mansour Samadi and All Yaghoo b- S o Lo shopping. and revisit the relationships among past positive
il 2009 A = perceived risk on purchasing inrention in E- . P . .
Mejadi hopping experience, perceived risk level, and foture purchasa intention
bl = e . .
PN within the lntemet shopping environiment
examine which variubles intluence product involvement
. S . Factors influeneing produet involvement among voung people. This paper aims to explore five
12 2000 Tacob Haorik, Tali Te'eni -Harari - Bl ONe 3 g people. | P o
ATOTE YOUTE CONSITETS wariuhles: age, subjective produer know ledpe, muenee of
parents, influence of peers, and product catepory
B literalore review of the coneepl ol brand personality
and its relationship to consumer brand preference and
purchase intention, T he study also cmphasived eMeel of brand
5 - How Brand Personality atfects Products with | personality on high and low invelvement products preference
i3 2011 Plavini Punyatova e o E v .
¢ different Involvemant Levels and purchase. The paper also talks about how famous
endorsers and strong brand argument can improve brand
personality of low and high involvement products
respectively.

Purchasing Intention

Purchasing intention is a psychological process of decision
making. (Engel,1990). Consumers are motivated by the
fulfillment of demands to search relevant information
according to personal experience and external environment.
A consumer, before purchasing a product, starts to collect
information about the product. This information is
evaluated and comparisons are made. Based on the
comparisons, the final buying decision is arrived at. This
process is called the consumer decision process.
“Purchasing intention is the probability of customer's
willingness to purchase.” (Dodds.,1991). Higher the
perceived value more will be the purchasing intention.
Purchasing intention can be studied through the various
shopping situations a consumer prefers for different
products and also the payment mechanisms he likes for
products with different involvement levels.

Research Objectives

e To study the buying behavior of consumers towards
different categories of products by studying product
involvement.

e Toanalyse the factors that affect product involvement of
respondents in Vadodara.
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e To study purchase intention in terms of shopping
preference for high involvement and low involvement
products.

e To study preferred payment method for high and low
involvement products in Vadodara.

Research Methodology

This study was conducted by collecting and analyzing
primary data from 300 respondents in Vadodara, Gujarat.
Stratified sampling method was used to select respondents.
The population was divided into three strata; service
persons, business persons and professionals. A structured
questionnaire was developed to collect data and test
hypothesis. Equal number of respondents was selected
from each stratum.

A pilot study was conducted to identify products with high
involvement and low involvement. This was done through a
small questionnaire with ten products. 60 Respondents
were asked to show their product involvement for each
product through ranking. They were asked to give 1 as the
highest rank and 5 as lowest rank, with respect to the
statements provided to them. Based on the responses, car
was selected as high involvement product (Mean=2.13) and
noodles as low involvement product (Mean=4.34).
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A descriptive research design was followed to study
consumer behavior for high and low involvement products.
Data was collected in the form of structured questionnaire
with 30 questions on Likert Scale from 300 respondents in
Vadodara city. Sample units comprised respondents
belonging to service, businessmen and professionals in
equal proportion. The questions were framed to test various
factors that affect product involvement. Respondents were
asked to give their agreement on different statements
regarding the respective productonascaleof 1to 7. “1” was
taken as “very strongly disagree”, while “7” was taken as
“very strongly agree”. Based on the data obtained, mean
values and significance was calculated to find out the
reliability. The data was collected in April 2011 and later on
analysed.

Hypothesis

H1: Product involvement for all types of products is
same.

H2: There is no preference for a specific shopping mode
for high and low involvement products.

H3: There is no preference for a specific payment mode
for high and low involvement products.

Data Analysis

The primary data collected for the purpose of this research
revealed the following attributes of the respondents in
terms of their demographic features as well as their
purchasing intention for the two products selected.

Samples were selected on the basis of their occupation. 33%
ofthe samples belonged to service class, while 33% samples
were businessmen and remaining were professionals.
Similarly, 36% samples were of the age group between 20
years and 30 years while 3.5% samples were of the age
above 60 years. In terms of education, 37.5% samples were
postgraduates, 28.5% samples were graduates, and 27.5%
were professionals like doctors, and lawyers, etc. The
samples selected belonged to different income classes. Out
of the respondents surveyed, 24% were in the income class
of Rs.2 Lacs to Rs.3 Lacs, 19.5% were having annual
income of Rs.5 Lacs or more, 19% respondents earned
between Rs.4 Lacsand Rs.5 Lacs. As far as the gender of the
respondents is concerned, 56% were males and remaining
44% were females.

H1: Product involvement for all types of products is
same

The first step in this research was to establish that product
involvement is not the same for every type of product in
Vadodara. This was done using a model tested in Spain and
England by Carmen Garcia, Julio Olea, Vincente Ponsoda, y
Derek Scott in their article titled “Measuring Involvement

www.pbr.co.in
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from its Consequences” in the year 1996. In this research,
Zaichkowsky's PII (Personal Involvement Inventory) was
modified from a simple 9 item Likert Scale which used only
two factors, into a Spanish version having five factors. The
Spanish modification of Zaichkowsky's RPIl (Revised
Personal Involvement Inventory) was named as CIQ
(Consequences of Involvement). As per the modified
version, there are five factors which are-

o Affective Link (AL). High involvement with a product
implies some identification with it; some sort of affective
link. The product is considered to be important in the
subject's daily life and he/she shows a special interest in it
(Krugman, 1965; Park and Mittal, 1985; Zaichkowsky,
1987).

e Search and Information Processing (SIP). High
involvement also implies an active search of additional
information on the product and a deeper processing of this
information. As a result, a change in the quantity and the
quality of the knowledge on the product would be
expected (Howard and Jagdish, 1969; Macquarrie and
Munson, 1992).

e Purchase Purpose (PP). High involvement is also
related to purchase purpose, as people prefer to buy those
products which they have high involvement with (Clarke
and Belk, 1978; Zaichkowsky, 1985)

e Social Interaction (SI). A high involvement also implies
greater related social interaction, with the person trying to
meet other people to talk about the product (Macquarrie
and Munson, 1992).

o Social Relevance (SR). People having high
involvement with a product try to extrapolate their own
personal interest and view the product as also important
for others.

To test consumer involvement, a series of statements were
put to respondents and they were asked to convey their
agreement on each statement. To check the internal
consistency of the data, Cronbach Alpha was found out. In
this, research, we got Cronbach Alpha of 0.87 for Car and
0.82 for Noodles.
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Table 2 : Table Showing Product Involvement for Car & Noodles in Vadodara

Vadod
Factor Product aco f_lra -
Mean | S.D. | t- Value Sig.
L . Car 2271 093
Affeetive Link Noodl 515 0.8 27,78 0.012
Noodles A3 .
, . , Car 238 1.04
Scarch & Information Processing Nood] s13 1 0% 32.17 0.002
NOoOdles . .
Ce 212 1.27
Social Interaction \I‘" m iToe| 2563 | oot
NOOULCS . U
C 1.95( 1.15
Social Relevance \IE" m Toor] 2945 | 000
NOOULCS R & .
Car 2491 1.69
Purchase Purpose Noodl 1571 096 33.72 0.003
NOOULCS . .
Car 2.24 | 1.02
rerall 37.71 L0
Overa | Noodles 521 | 0.87 77 0.00

(S.D. = standard deviation, Sig. = Significance)

Based on the results of pilot study, a structured questionnaire
was developed to use the model described earlier. The
results showed that mean values for car were found to be
distinctly higher as compared to the ones for noodles for all
the factors. Highest involvement for car was found in the
case of the factor “Social Interaction”. Involvement for
noodles was found to be lowest for the same factor “Social
Interaction”. Table No.2 suggests that product involvement
for car was significantly higher than noodles. The overall
mean for all factors taken together was 2.24 for car and 5.21

for noodles once again hinted that product involvement was
not same for car and noodles. To further test the hypothesis,
t-test was conducted and as can be seen from the results in
Table No.2, the values were highly significant for all the
factors. Hence, based on the data collected and analysis, the
hypothesis that product involvement for all types of product
is same is rejected and alternate hypothesis is accepted.

H2: There is no preference for a specific shopping mode for
high and low involvement products.

Table 3. Table Showing Mean Rank for Shopping Mode for High Involvement & Low
Involvement Products in Vadodara

(S.D. = standard deviation, significance at 5%)

Based on the findings of the research and hypothesis 1, it
was established that car was high involvement and noodles
was low involvement product. It was further found out
whether shopping modes for both the product categories was
same or different. It can be seen from Table No.3 that
shopping mode for both the products were found to be
similar. For both products, physical outlet was found to be
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Shopping Mode | Product P rt:eren;i/n Mean S.D. Vatl-ue Sig.
Physical Outlet Car 242 80.6_7 1.18| 045 1 8.7_% 0.000
Noodles 230 | 76.67 1.08 | 039 15.623| 0.000
Internet (Onling Car 44 | 14,67 22| 0.63 7.721 | 0.034
Shopping Outlet) | Noodles 28| 933 251| 051 11.82] 0.000
TV Shopping (Tele | Car 14| 467 261 036 5232| 0.041
Shopping) Noodles 42 14| 241 057| 0814| 0532

the most preferred. In case of high involvement product
(Car), 80.67% respondents preferred physical outlet, while
in case of low involvement product (Noodles) 76.67%
respondents preferred physical outlet. However, there was a
difference in terms of second choice; the opinion was
different for both the products. For high involvement
product, internet was found to be second preferred shopping
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mode (14.67%), while for low involvement product, TV
Shopping was the second preferred shopping mode (14%).
The reason for similarity in preference of shopping mode
was found to be the absence of or lesser prominence of other
shopping modes in India. The data was found to be
significant except for low involvement product in terms of
TV shopping (t-value 0.813, p=0.532). Thus, based on the
data collected and results obtained, it can be said that

Volume 7, Issue 5, November 2014

physical outlet is the most preferred mode for purchasing
both categories of products. Hence, the hypothesis that
there is no preference for a specific shopping mode for high
and low involvement products is rejected and alternate
hypothesisisaccepted.

H3 : There is no preference for a specific payment mode for
high and low involvement products.

Table 4.Table Showing Mean Rank for Payment Mechanisms for High Involvement &
Low Involvement Products in Vadodara

Preference t- .
Payment Mode Product N N% Mean | S.D. Value Sig.

i Car 54 18.00 148 | 038 17376| 0.000
Cash/Cheque -

Noodles 226 75.33 1.16| 0.47] 15238 | 0.000

1 ~ il

Credit Card! Debit Card C_ar 52 17.33 214 | 0.65| 11.252 0.000

Noodles 74| 24.67 1,22 059 12432] 0.000

) Car 194 64.67 1,12 043 22492 | 0.000
Installment System N

Noodles 0 0 0 0 0 0

(8.D. = standard devialion)

It is clear from Table No.4 that respondents had different
preferences for payment modes when it came to purchase of
a high involvement product like car and a low involvement
product like noodles. In case of car, 64.67% respondents
preferred installment system while purchasing (Mean =
1.12) while only 17.33% respondents preferred credit card
or debit for making payment for purchasing a car. 18%
respondents preferred to pay for car by cash or cheque. Itis
to be noted that those people who preferred to purchase car
by installment system had to pay partly by cash/cheque as
down payment. Hence, 18% respondents who preferred to
purchase car by cash/cheque said they made entire payment
through this mode. In case of a low involvement product
like noodles, the preference was different with none of the
respondents opting for installment which is understandable.
75.33% respondents preferred to pay cash for purchasing
noodles while remaining 24.67% preferred credit/debit
card. The data was further tested and as can be seen from the
above Table No.4, the results were highly significant. Thus,
it can be said that preference for payment mode does not
remain same for all types of products. Hence, the
hypothesis was rejected and alternate hypothesis was
accepted.

Findings & Conclusion

It was found that car was a high involvement product and a
noodle was low involvement product. In case of all the five
factors, product involvement for car was found to be high as
compared to noodles. Even though product involvement
was found to be different for car and noodles, there was
similarity in preference for shopping for both the products.

www.pbr.co.in

Physical outlet was found to be the most preferred shopping
mode. However, for high involvement product like car
respondents found internet to be second most preferred
mode. Incase ofnoodles, TV shopping was rated as second
most preferred. Thus, there was a difference in the opinion
as far as the second most preferred shopping mode was
concerned. The reasons for preference of physical outlet
was across the counter delivery in case of noodles and also
the waiting time for the product which is more in other cases
like internet or TV shopping. In case of high involvement
product like car also, the reason was the across the counter
availability of the product and also live demo of the product
like test drive. One more factor for preference of physical
outlet was the fact that bargaining for discounts and other
non-cash rewards was possible in physical store. When it
came to payment mode, installment was the most preferred
form for car because of its high price as also because of
taxation benefit to businessmen and professionals. Those
respondents who preferred cash to purchase car preferred
this mode because of excess cash available to businessmen.
In case of noodles, cash was the most preferred form because
of low price as well as habit. Credit/debit cards were
preferred because of rewards and also convenience in
carrying them.

Thus, it can be concluded from the statistical results and the
data analysis that buying behavior of consumers towards
high involvement products is different from low
involvement products. The preference for shopping mode is
same, however, the reasons were found to be different.
Whereas, the payment mode was found to be significantly
different for both the categories of products.
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