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Abstract  

The purpose of this study was to analyze the effects of culture, social, personal, psychological, product and price variables on 
buying decision of FMCG products in Hazaribagh city. The method used for this study was a conclusive survey method using 
questionnaires to collect data from 75 customers by an accidental sampling method. Data of respondents were measured using Likert 
Scale that ranged from 1 (strongly disagree) to 5 (strongly agree). A multiple linear regression model was used to predict the effects of 
culture, social, personal, psychological, product and price variables on purchasing decision. The results showed that the six variables 
simultaneously significantly affected the purchasing decision of FMCG products at Hazaribagh city. The six variables contributed 
82.5% of the variation in FMCG products purchasing decision. It was found that culture, social, personal, psychological, and product 
variables positively influenced the purchasing decisions, while price variables did not significantly influence the purchasing decision. 
Culture variable was the most dominant variable influencing purchasing decision of FMCG products in Hazaribagh city.  
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1.0 Introduction  

FMCG market is grown at 5 6% in 2020. FMCG’s urban segment grew by 8%, whereas, its rural segment grew 5% in the 
quarter ending September 2019, supported by moderate inflation, increase in private consumption and rural income. Indian online 
grocery market is estimated to exceed sales of about Rs. 22,500 crores (US$ 3.19 billion) in 2020, a significant jump of 76% over the 
previous year1. 

 
However, in the last few years, the FMCG market has grown at a faster pace in rural India compared with urban India. Semi-

urban and rural segments are growing at a rapid pace and FMCG products account for 50 per cent of total rural spending. The retail 
market in India is reached to US$ 1.1 trillion by 2020 from US$ 840 billion in 2017, with modern trade grown at 20 per cent per 
annum, which is likely to boost revenues of FMCG companies. Revenues of FMCG sector reached Rs 3.4 lakh crore (US$ 52.75 
billion) in FY18 and reached about US$ 103.7 billion in 2020. The sector witnessed growth of 16.5 per cent in value terms between 
July-September 2018. The FMCG sector is grown at 9 per cent in 2019. Rise in rural consumption to drive the FMCG market. It 
contributes around 36 per cent to the overall FMCG spending.   

 
There are various factors that influences the consumer behavior of rural people in India but some of them has been 

considered very prominent in making purchase decisions of any product or services. The process of consumer decision-making in 
general, includes five stages, i.e., introduction of need, information search, alternative evaluation, purchase, and purchase evaluation. 
The factors that influence consumer buying behavior may include cultural, social, personal, and psychological. Some attributes that 
affect purchase decision includes prominent factors are price of the product, quality of the product, warranty of the product, 
advertisement, brand of the product etc.   

 
The objective of this paper is to identify the factors which are influencing consumer’s purchase decision of FMCG products 

in Hazaribagh City and to analyze the effect of culture, social, personal, psychological, product and price factors on the buying 
decision. The remainder of this paper is organized as follows: Section 2 presents review of literature, Section 3 depicted methodology, 
Section 4 discussed the empirical results and Section 5 presented concluding remarks of the paper. 
 
2.0 Review of Literature 

Furaiji, Łatuszyńska, &Wawrzyniak, (2012)2 has done an empirical study of the factors influencing consumer behavior in the 
electrical appliances market. The research leads to a deeper understanding of the effect on customer purchasing behavior of different 
factors. It analyses the relationship between various independent variables in the electrical appliances industry, such as economic, 
financial, medical, psychological, and marketing mix influences, and consumer behavior (as of dependent variable). The research aims 
to establish the factors affecting consumer preferences and actions in Iraq’s market for electrical appliances. The data used to examine 

                                                             
1 https://www.ibef.org/industry/Fmcg-presentation 
2Furaiji, F., Łatuszyńska, M., &Wawrzyniak, A. (2012). An empirical study of the factors influencing consumer behaviour in the electric appliances 
market. Contemporary Economics, 6(3), 76-86.  
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factors influencing the purchasing decision-making processes of customers were collected through a questionnaire conducted in Basra, 
a city in southern Iraq in December 2011. The study’s key results revealed that, generally, the range of independent variables is 
weakly linked to the dependent variable. However, the in-depth analysis showed that aspects of social factors, physical factors, and 
advertisement combination are strongly linked to customer purchasing behavior. Such analysis enable seller to explore the rules for 
the decision-making of consumers. 

 
Rani, P. (2014)3 explored the factors influencing consumer behavior. Buying behavior was affected through many factors and 

characteristics affect the individual in what he is and the consumer in his decision-making process, shopping habits, buying behavior, 
the brands he buys or the retailers that he goes. Consumer’s buyer behavior is influenced by cultural, social, personal & psychological 
factors. The study concluded to act as a consultant that will work to acquire customers for a good consumer-oriented business service 
provider. Conditions can be rendered optimal by keeping in mind factors affecting and the target of consumer satisfaction can be 
accomplished. Customer buying behavior study is a gateway to market success.  

 
Wahyuni&Ginting (2017)4 investigated the impact of product quality, price, and distribution on purchasing decisions on the 

Astra motor products in Jakarta. They found that the product quality has little important and meaningful impact on buying decisions. 
The lowest determining measure is P2 because a Honda vario’s quality is poor than its rivals. The product provided is not competitive 
than its rivals that causes customers hesitant to buy it. Its attribute has an important and optimistic impact on customer choices when 
purchasing Honda Vario 125-F1 goods in terms of demand. The price given according to respondents is in line with the rating 
provided by the respondents. There is no important impact of distribution factors on customer buying decisions. The P1 or place is the 
least influential factor for purchasing decisions. 

 
3.0 Research Methodology 

This study was conducted at Hazaribagh district of Jharkhand. The method used was a conclusive research method to explain 
the causal relationship between the tested variables. Samples were selected accidentally at different grocery retails of Hazaribagh 
because of large population, limited time available and cost. Accidental sampling is a sampling technique based on chance, that 
anyone who by chance met with investigators can be used as a sample. 75 respondents were selected accidentally for this study.  The 
respondents are regular visitor of that stores. The primary data obtained by distributing questionnaires to the respondents. The data 
were measured using a Likert scale in a closed question (where, 1= strongly disagree, 2 = disagree, 3= neutral, 4 = agree & 5 = 
strongly agree). The variables used for cultural factors (X1) are culture, sub-culture & social class ; the variables used for social 
factors (X2) are reference groups, family & opinion leaders; the variables used for personal factors (X3) are age, occupation, lifestyle 
& personality; the variables used for psychological factors (X4) are motivation, learning & perception ; Product variables (X5) are 
brand, packaging design & attributes; Price (X6) variables are Price of the product & pieces and purchasing decision (Y) variables are 
information search, evaluation, behavior). In this study, a multiple regression analysis was used to predict the influence of independent 
variables (X) consisting of cultural factors (X1), social factors (X2), personal factors (X3), psychological factors (X4), Product 
variables (X5), Price (X6) on the dependent variable (Y), the purchasing decision of FMCG products in Hazaribagh City. 

Y = b1X1 + b2X2 + b3X3 + b4X4 + b5X5 + b6X6 (standardized) 
 
4.0 Data Analysis 

No Multicollinearity detected in the regression model used for this study & normality was checked before applying multiple 
regression analysis. The residual data had a normally distribution. In this regression analysis, the significant F value is 0.000. The 
significant F-value in ANOVA table shows that the combination of variables significantly predicts the dependent variable. 

 
Table 1: Regression Model Summary Table 

Model Multiple R R-Square Adjusted R -
Square 

Standard error 
of the estimates 

1 0.851 0. 844 0.825 0.324 
 

 
 

 
 

                                                             
3Rani, P. (2014). Factors influencing consumer behaviour. International journal of current     research and academic review, 2(9), 52-61. 
4Wahyuni, S., &Ginting, M. (2017). The impact of product quality, price and distribution on purchasing decision on the Astra motor products in 
Jakarta. Arthatama, 1(1), 18-26. 
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Table 2: Regression Coefficients Table 
Variables Coefficients Standard Error t- stat P-Value 
Intercept 0.243 0.192 1.415 0.160 
X1 0.524 0.038 7.324 0.000* 
X2 0.113 0.042 2.456 0.024* 
X3 0.086 0.037 1.671 0.141 
X4 0.156 0.042 3.405 0.001* 
X5 0.043 0.038 1.789 0.206 
X6 -0.075 0.052 -2.007 0.213 

Significant at 5% level of significance, Calculated by SPSS 23.0 
 
In table 1, the value of multiple R is 0.851. While adjusted R Square shows the ratio of interdependence. The Value of 

adjusted R Square is 0.825 which is multiply by 100.  It that means 83.5% of the variance in the dependent variables can be predicted 
through independent variables. Thus, it implies that the taken variables like cultural factors (X1), social factors (X2), personal factors 
(X3), psychological factors (X4), Product variables (X5), Price (X6) combined all together can predict 82.5% variation in purchasing 
decisions of FMCG goods at Hazaribagh district. 

 
 The objective of the regression in this study is to find such an equation that could be used to find the impact of predictors on 
dependent variable. The specific regression equation takes the following form: 
Purchasing Decision = bଵCultural factors  + bଶ Social factors  + bଷPersonal factors +  bସPsychological factors  + bହProduct +     
bPrice  +  errorଵ 
Where b , bଵ, bଶ , bଷ, bସ, bହ&b are coefficients of respective parameters. 
So, from above results the equation becomes, 
Purchasing Decisions = 0.243 + 0.524 ܛܚܗܜ܋܉ ܔ܉ܚܝܜܔܝ۱   + . ܛܚܗܜ܋܉ ܔ܉ܑ܋ܗ܁ ܛܚܗܜ܋܉ ܔ܉ܖܗܛܚ܍۾ 0.086 +   +  
. ܛܚܗܜ܋܉ ܔ܉܋ܑܗܔܗܐ܋ܡܛ۾ + . ܜ܋ܝ܌ܗܚ۾  - .ૠ ܍܋ܑܚ۾ . 
 

The coefficients of five variables are positive which implies their direct relationships with purchasing decisions. on the other 
hand, the negative coefficient value of the price variable indicates that the increase in price has negative effect on buying decision of 
FMCG products. 
 
5.0    Conclusion   
Out of six variables, five variables are positively influencing the purchasing decisions of the people in Hazaribagh district. Those five 
variables are cultural factors (X1), social factors (X2), personal factors (X3), psychological factors (X4) & Product variables (X5). 
The sixth variable which is price is affecting negatively to the purchasing decisions of FMCG products. The effect of cultural factors, 
social factors & psychological factors is significant on purchasing decisions whereas the effect of personal factors & product is 
insignificant. Similarly, the negative effect of prices on purchasing decisions of people in Hazaribagh city is not significant. Thus, it is 
advisable to FMCG companies to focus on cultural factors (X1), social factors (X2) & psychological factors (X4) for their 
promotional activities. 
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