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Abstract - Consumers are unique in themselves; they have needs and want which are varied and diverse from one another; 
and they have different consumption patterns and consumption behaviour. The way in which different people behave in a 
particular situation depends on various factors. These factors can be age, gender, income, education, taste and other factors. 
The behaviour of a consumer is influenced by these factors while involved in a purchase process. The factors that influence 
consumer behaviour can be classified into internal factors (individual’s factors) and external (environmental factors). The 
external factors do not influences the purchasing decision process of consumer directly. The study the focus on the different 
factors that influences consumer behaviour for selected FMCG product in rural hamirpur district of Himachal Pradesh. 
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I. INTRODUCTION 
 
Every body of us is consumer. Consumer behaviour 
is the study how individuals groups and organization. 
We need a variety of goods and services right from 
birth to death, it only because of marketing we can 
have whatever we need. The study of consumer mind   
Behaviour deals with the attitudes and perception of 
consumer. Therefore, a customer is defined in terms 
of a specific firm while the consumer is not (Loudon 
and Bitta, 1993). . If a marketer understands 
consumer behaviour, he becomes able to predict how 
consumers are likely to react to various informational 
and environmental cues to shape their marketing 
strategies accordingly (Singh, 1991).  
Factors Influencing Consumer Behaviour 
The factors that influence consumer behavior can be 
classified into internal factors (individual’s factors) 
and external (environmental factors). The external 
factors do not influences the purchasing decision 
process of consumer directly. 
a) Individual Factors  
The individual factors that affect consumer behaviour 
are unique to each person. These factors include 
perception, motivation, learning, values, attitude, 
personality, and selfconcept (Lamb, Hair and 
McDanial, 1996).  
 
Social Factors  
Social factors include all effects on buyer behaviour 
that result from interactions between consumer and 
external environment (i.e. reference groups, family, 
social class, culture, and sub culture). Reference 
groups can be either primary groups or secondary 
groups. Reference groups have key role to play in 
making an individual aware about products and 
brands (Schiffman and Kanuk, 1997). 
 
FAST MOVING CONSUMER GOODS 
The FMCG are applied, consumed, and substituted 
within a short period of time while being purchased. 

It can differ between an hour, a day, a week, a month, 
and up to a year (Smith, 2011). In addition to the 
products which have a quick turnover, and relatively 
low price (Mahesh & Dharod, 2009). 
 
Review of Literature 
Dr. Surinder Singh Kundu in his study on(2013) 
“Customers’ Perception towards the Fast Moving 
Consumer Goods in Rural Market: An Analysis” 
found 36 factors that affect the purchase of FMCG 
products. The rural buyers differ in their 
demographic, cultural, social, psychological, 
promotional and self concept factors. Dr. Tauseef 
Ahmad study (2011)on “The Impulse Buying 
Behavior of Consumes For The FMCG Products In 
Jodhpur” found various factors which effect the 
customer buying behavior in FMCG sector. He 
analyzed various factors which are like sales and 
promotion, placement of products, window 
merchandising, effective price strategy  on customer 
impulse buying behavior. Muhammad Sajid Rasool et 
al. study on(2012) “Impact Of Advertisement On 
Consumer Behavior Of FMCG In Lahore City” found 
the perception and awareness of consumers on 5 
brands of FMCG i.e. on toothpaste in Lahore city of 
Pakistan. They found that consumers change their 
brand of toothpaste because they want to try new 
brand. Consumer’s behavior remains same because of 
culture, when culture traditions trends will change 
then consumers change their choices. Sulekha & Dr. 
Kiran Mor study on (2013)“An Investigation of 
Consumer Buying Behavior for FMCG: AnEmpirical 
Study of Rural Haryana” examined the factors which 
are considered by the rural consumers of Haryana’s 
four district i.e. Panipat, Jind, Kurukeshtera and 
Gurgaon  for the purchase of FMCG products. 
Retailers in rural area know the facts that rural 
consumers listen to them and due to this they created 
interest of consumers in their products. Ankit Katiyar, 
and Nikha Katiyar, (2014) “An Empirical Study of 
Indian Consumer Buying Behavior of FMCG 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-7, Jul.-2018 
http://iraj.in 

An Investigation of Personal and Social Factors Influences Consumer Behaviour for Selected FMCG 
 

32 

Products (With Special Reference Of Bathing Soap)”,  
in past few decades in India there is rush in sales  for 
FMCG products and more people are experimenting 
and trying new products. This study covers various 
factors which influence buying decisions of 
consumers that want to purchase FMCG product 
(bathing soap.) 
 
Research Objectives 
The main research objective of this study is to 
analyse the factors that influence the consumer’s i.e. 
male and female consumer for selected FMCG 
(bathing soap, shampoo toothpaste and cream).  
  
II. RESEARCH METHODOLOGY 
 
The study conducted is an empirical enquiry. This 
research paper attempts to identify personal and 
social factors that influence the male and female 
consumers towards the selected FMCG (bathing soap 
shampoo toothpaste and cream). The study is based 
on primary data as well as secondary data.  Primary 
data was collected through the structured questioners 
from Barsar block of Hamirpur District H.P. and 
secondary data was collected from books, journals, 

periodicals, articles, internet, etc. In this study the 
research method is used descriptive research the 
responded were selected on the basis of non random 
sampling and convince sampling. Which mean that 
the customers who were willing to answer the 
questionnaire were selected.  
 
Statistical analysis: - 
To prove the hypothesis by Statistical analytical test 
after applying Likerts scale Interpretation the 
frequency was analyzed with one way ANOVA 
Likert Scale= Rank 5 is good that means is holds 
more significance ie. Strongly agree on attribute and 
benefits towards hair care product selection and rank 
is decreasing its expectancy. Strongly Agree (SA) 
Score (5), b) Agree (A) Score (4) c) Neutral (N) 
Score (3) d) Disagree (DA) Score (2), e) Strongly 
Disagree (SDA) Score (1) 
 Data Analysis and Results 
Ho = Hypothesis is, that there is no significant 
difference between Personal factors that influences 
Male and female respondents for purchase of FMCG 
product in barsar block of Hamirpur district: 
 

 

 
Source: Questionnaire 

 Table no. 1.Personal Factors Influencing Consumer Behaviour in Purchase of FMCG Products male respondents of Barsar Block 
 
Table no. 1 shows that different personal factors that influence consumer behaviour in Purchase of FMCG 
products for male respondents. Most of the male respondents i.e. 37% of the male respondents are considering 
the factor of life style very important while purchasing FMCG product.  
 

 
Source: Questionnaire 

Table no.2 Personal Factors Influencing Consumer Behaviour In Purchase Of FMCG Products Female respondents of Barsar Block 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-7, Jul.-2018 
http://iraj.in 

An Investigation of Personal and Social Factors Influences Consumer Behaviour for Selected FMCG 
 

33 

Table no.2 reveals   that different personal factors that influence consumer behaviour in Purchase of FMCG 
products for female respondents. Most of the female respondents i.e 37% of the female respondents are 
considering past experience very important and important factor  while purchasing FMCG product.   

 

 
Table no.3 Anova on likert scale data: 

 
The results are concluded based on the p-values and a 
significance level of 0.05. It shows that that there is 
significant difference between personal factors that 
influences Male and female respondents for purchase 
of FMCG product in Barsar block of Hamirpur 
district. Therefore, null hypothesis is rejected and 

alternative hypothesis is accepted because F value is 
greater than F crit. 
Ho = Hypothesis is, that there is no significant 
difference between Social factors that influences 
Male and female respondents for purchase of FMCG 
product in barsar block of Hamirpur district 
 

 
Source: Questionnaire 

Table no.4 Social Factors Influencing Consumer Behaviour In Purchase Of FMCG Products male respondents of Barsar Block 
 
Table no.4. indicate that different social factors that influence consumer behaviour in Purchase of FMCG 
products for male respondents. Most of the male respondents’ i.e. 40% of the male respondents are considering 
the factor like family members influence very important and important (30%) while purchasing FMCG product. 
 

 
Source: Questionnaire 

Table no.5 Social Factors Influencing Consumer Behaviour In Purchase Of FMCG Products female respondents of Barsar Block 
 
Table no 5. Reveals   that different social factors influence consumer behaviour in Purchase of FMCG products 
for female respondents. Most of the female respondents i.e. 38% of the female respondents are considering 
shopkeeper very important factor while purchasing FMCG product.  
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Table no.6 Anova on likert scale data: 

 
The results are concluded based on the p-values and a 
significance level of 0.05. It shows that that there is 
significant difference between social factors that 
influences Male and female respondents for purchase 
of FMCG product in Barsar block of Hamirpur 
district. Therefore, null hypothesis is rejected and 
alternative hypothesis is accepted because F value is 
greater than F crit. 
 
FINDINGS & CONCLUSION  
 
The study conducted on male and female respondents 
of Barsar block of Hamirpur district shows that 
different personal and social factors that influence 
consumer behaviour in Purchase of FMCG products 
for male respondents. Most of the male respondents 
i.e. 37% of the male respondents are considering the 
factor of life style very important while purchasing 
FMCG product. Maximum female respondents i.e 
37% of the female respondents are considering past 
experience very important and important factor  while 
purchasing FMCG product.  . Most of the male 
respondents’ i.e. 40% of the male respondents are 
considering the factor like family members influence 
very important. Most of the female respondents i.e. 
38% of the female respondents are considering 
shopkeeper very important factor while purchasing 
FMCG product. In this study the focused on gaining 
insight into the personal and social  factors which 
influence the purchase of FMCG products by male 
and female respondents.. Rural consumers are 
illiterate as per the census definition, but he is not 
unintelligent. Therefore these factors will help FMCG 

companies to understand the factors that are 
considered by male and female consumers. 
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