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ABSTRACT 

This research paper is entitled “A study on consumer buying behavior and brand preference towards 

microwave ovens in Coimbatore city”. A well knowledge of brand is the important factor for every 

consumer’s preference and satisfaction. Certain factors like quality, price, colour, capacity, models, size 

and shape are create more consumers awareness on the product. Cooking is the application of heat to 

food. Every job of the cooker is not to heat the food but to heat the cooking vessel which in turn heats 

and cooks the food.In India has an increasingly affluent middle class population that on the back of 

rapid economic growth, has made the country consumer electronic industry highly dynamic. In the late 

1960s, Americans were actually aware of the future. Just a year after the release of the epic film 2001: a 

space odyssey, the 1969 moon landing seemed to suggest that even the most imaginative fictions could 

become true. The ensuing need to introduce modern gadgets into the home coincided perfectly with the 

introduction of microwave ovens. 
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INTRODUCTION 

In the modern world both men and ladies are going for employment for live with comfort. The 

technologies are fast growing day by day and it leads to more expectation in the mind of consumer. All 

the Kitchen appliances, the microwave ovens have more useful to prepare various dishes and more 

convenient and comfortable. Microwave is a type of Electro Magnetic Radiation (EMR) is a light 

waves, television waves and so on, and a microwave oven is a cooking device that uses microwaves to 

heat foods by stimulation of water molecule. There are four available category of microwave oven 

models they are, solordom, convection, grill, solo etc. Each models functioned differently on the usage. 

Capacity of medium, large, compact sizes are available. 

REVIEW OF LITERATURE 

Dr. Percy Le Baron Spencer (1946) is to discover the microwave ovens. It was during a radar-related 

research project around 1946 that spencer a self-taught engineer with the Raytheon corporation, noticed 
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something very unusual. He was testing a new vacuum tube called a magnetron, when he discovered 

that the candy bar in his pocket had melted. Then he tested another experiment, in that he made a 

success to discover microwave ovens. He had invented a microwave as arevolutionize cooking 

technique and to form the basis of a microwave ovens in multimillion dollar industries. 

Seem Meet(2009), in his study on the “tips of cooking meet in microwave ovens”, he found that the 

trick to use right cooking meat in the microwave oven, is not safe to use plastic containers. It is true, 

certain plastic have chemical to prepare plastic vessels in the microwave and these chemicals can get 

into our food. Specific containers are available for cooking food in the microwave. He prefer to the 

society that Tupperware is good for cooking meet in microwave, so we don’t have to worry about the 

chemicals. He tried to cooked different food like chicken, beef etc., in the ovens. He never tried to cook 

pork at home. Seem suggest that always keep clean our kitchen and keep cooler during the hot summer 

season.  

Litton 1960 bought Studebaker’s franklin manufacturing assets, which had been manufacturing 

magnetrons and building and selling microwave ovens similar to the radarange. Litton then developed a 

new configuration of the ovens a wide shape is now common. The magnetron feed was also unique. 

This resulted in an oven that could survive a no load condition indefinitely. The new oven was shown 

at a trade show in Chicago, and helped begin a rapid growth of the market for home microwave ovens. 

By the late 1970’s the technology had improved to the point where prices were falling rapidly. Often 

called “electron oven” in 1960 the name becomes standardized as microwaves. At current estimate he 

mentioned 90% of American household own a microwave ovens. 

 

STATEMENT OF THE PROBLEM 

There are many company’s microwave ovens, in fact a few companies brand are able to establish their 

own market and earn profit. Eventhough a number of companies brands are not able to survive in the 

market with no competitions. So that consumer is preferred to purchase a few companies microwave 

ovens brand for their kitchen purpose. Unavailability of spare parts of this brand is the main problems 

when it will be in damage or repair. This study is to differentiate on commercial microwave ovens with 

industrial ovens. Peoples are more familiar with using commercial ovens in their kitchens rather than 

seeing large industrial ovens. 

 

OBJECTIVES OF THE STUDY 

 Socio economic characteristics of the microwave ovens of different consumer. 

 Various factors influencing the consumer’s choice of microwave ovens. 

 More consumer satisfaction and brand preference towards microwave ovens. 

 Many problems faced by the consumer of microwave ovens. 

 Various suggestions to the manufacturer, to improve the marketing strategies of microwave 

ovens. 

 

DRAWBACKS OF THE STUDY 

 Sample size has been restricted to 300 respondents due to time constraints. 

 A consumer has different feelings about many phenomena from time to time. 
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 Questionnaires method is adopted and the study is limited to the data collected. 

 Consumer view point is onlystudiedbut manufacturer, dealers and agents views have not been 

studied. 

 The study confines only in the Coimbatore city and therefore the findings do not relate to other 

area. 

 

RESEARCH METHODOLOGY 

 Methodology is a way to systematically to solve the research problems. 

 

DATA COLLECTION 

Primary data collected through first information from the mouth of the consumers by using the 

questionnaire methods.Secondary data collected from various indian and international journals, 

magazines, websites and related books, newspapers, banners and catalogs etc. 

 

SAMPLING SIZE 

Sample size of 300 respondents has been selected in Coimbatore city through convenience sampling 

method. 

 

ANALYTICAL TOOLS 

The statistical techniques used for analysis of the consumer satisfaction are: 

 Simple percentage 

 Chi-Square test 

 Garrett ranking techniques 

HYPOTHESIS 

In this study, a certain null hypothesis were framed and tested for each objective of 

microwave oven brand separately. The hypothesis testing will result in either accepting or 

rejecting the brand. 

 

DATA ANALYSIS AND INTERPRETATION: 

Chi-square distribution of testing the null hypothesis and framed the data of socio economic 

factors with brand and brand models. 
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SOCIO ECONOMIC FACTORS WITH BRAND NAME 

Table-1 

Association between age and the brand 

Chi-square value 55.42 

Degree of freedom (r-1)(c-1) = 15 

Level of significant 5 % 

Table value 24.996 

Not significant/ Significant S 

Null Hypothesis Rejected 

Table value is less than the calculated value. Thus null hypothesis is rejected 

Table-2 

Association between gender and the brand 

Chi-square calculated value 10.43 

Degree of freedom (r-1)(c-1)=5 

Level of significant 5 % 

Table value 11.07 

Not significant/ Significant NS 

Null Hypothesis Accepted 

Table value is more than the calculated value. Thus null hypothesis is accepted 

Table-3 

Association between marital status and the brand 

Chi-square calculated value 0.18 

Degree of freedom (r-1)(c-1)=5 

Level of significant 5 % 

Table value 11.07 

Not significant/ Significant NS 

Null Hypothesis Accepted 

Table value is more than the calculated value. Thus null hypothesis is accepted 

Table-4 

Association between educational qualification and the brand 

Chi-square calculated value 194.42 

Degree of freedom (r-1)(c-1)=15 

Level of significant 5 % 

Table value 24.996 
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Not significant/ Significant S 

Null Hypothesis Rejected 

Table value is less than the calculated value. Thus null hypothesis is rejected 

Table-5 

Association between occupational status and the brand 

Chi-square calculated value 132.06 

Degree of freedom (r-1)(c-1) =20 

Level of significant 5 % 

Table value 31.410 

Not significant/ Significant S 

Null Hypothesis Rejected 

Table value is less than the calculated value. Thus null hypothesis is rejected 

Table-6 

Association between Monthly income and the brand 

Chi-square calculated value 4.60 

Degree of freedom (r-1)(c-1)=15 

Level of significant 5 % 

Table value 24.996 

Not significant/ Significant NS 

Null Hypothesis Accepted 

Table value is more than the calculated value. Thus null hypothesis is accepted 

 

GARRETT RANKING TECHNIQUES 

Formula Percentile score: P=100(R-0.5)/N 

R=Rank 

N=No:of items 

Ranking performance of reason for purchasing the brand of respondents 

Factors Total 

Score 

Mean score Rank 

 

Quality 16379 54.59 I 

Price 16012 53.37 II 

Capacity 15205 50.68 IV 

Colour 13953 46.51 VII 
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It is evident that most of the respondents gave top priority to quality as main reason behind selecting 

the microwave ovens. 

 

FINDINGS 

To be find that a majority of married female consumer were earning under their monthly income of 

Rs5000 to Rs10000 were prefer LG brand of convection models for their house hold cooking in 

Coimbatore city. 

 

SUGGESTIONS 

To recommended the manufacturer that, firstly they be alert  quality consciousness if they do so, 

definitely sales level will improve. And various programmes, schemes and recognize the consumer 

loyalty by providing them discounts, exchange offers and free gifts etc.  

 

CONCLUSION 

It is conclude that the LG branded microwave ovens with convection model is very fast moving brand 

and prefer to buy its best quality at reasonable price. It can be created a good confidence on preparing a 

tasty dish and maintains the consumers taste and preference and satisfactions in Coimbatore city.  
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Credit facilities 15538 51.79 III 

Service & Guarantee 14017 46.72 VI 

Size & Shape 14763 49.21 V 
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