CHAPTER - I
1.1 INTRODUCTION OF THE STUDY
          Consumer buying behaviour refers to the decision-making processes and actions of individuals or groups when selecting, purchasing, using, or disposing of products and services to satisfy their needs and desires. It is influenced by a multitude of factors, including personal preferences, cultural background, social influences, economic status, and psychological motivations. In recent years, the home improvement and construction industry has witnessed a notable surge in demand, driven by rising urbanization, growing disposable incomes, and an increased emphasis on interior aesthetics. Within this sector, the tiles market has emerged as a significant segment, catering to both residential and commercial requirements. Tiles Mart, as a retail entity specializing in a wide array of tiles, has positioned itself as a prominent player, offering a diverse selection of products ranging from ceramic and porcelain tiles to vitrified and designer tiles.
          Understanding consumer buying behaviour towards Tiles Mart is crucial in the current competitive landscape, where customer preferences are rapidly evolving. This study aims to analyze the factors that influence consumer decisions in choosing Tiles Mart over other competitors. These factors may include product quality, pricing strategies, brand reputation, customer service, product variety, promotional efforts, and store ambiance. Furthermore, the study delves into how external influences such as peer recommendations, advertisements, online reviews, and in-store experiences shape consumer perceptions and ultimately impact their purchasing decisions.
          By examining these aspects, the research seeks to uncover key trends, preferences, and expectations of consumers shopping at Tiles Mart. Additionally, demographic factors such as age, gender, occupation, and income levels are considered to understand market segmentation and tailor marketing strategies accordingly. The objective is not only to gauge customer satisfaction but also to identify areas for improvement in service delivery and product offerings. As consumers today are more informed and have higher expectations, businesses like Tiles Mart must continuously adapt to stay relevant and maintain customer loyalty.
          The findings of this study are expected to provide valuable insights into consumer mindsets, purchasing triggers, and post-purchase behaviours. This information will aid Tiles Mart in refining its business model, enhancing the customer experience, and boosting sales performance. Moreover, the study will help in forecasting future buying patterns, enabling strategic planning and inventory management. In an industry where aesthetic preferences and design trends play a pivotal role, understanding the subtle nuances of consumer behaviour becomes even more critical.
What are the benefits of consumer buying behaviour towards tiles?
· Understanding Consumer Preferences: This study helps Tiles Mart gain deep insights into the preferences of its customers regarding tile types, designs, sizes, and colors. By understanding what appeals most to different segments, the company can better align its offerings with market expectations. 
· Improved Marketing Strategies: Through the analysis of consumer responses to advertisements, promotions, and branding, the study enables Tiles Mart to develop more effective marketing strategies. 
· Enhancing Customer Satisfaction: The study reveals the key factors that contribute to customer satisfaction, such as product quality, pricing, and service experience. By addressing these areas based on real consumer feedback, Tiles Mart can enhance the overall shopping experience. 
· Product Development and Innovation: Consumer insights from the study help identify gaps in the current product range and inspire innovation. Tiles Mart can introduce new styles, textures, or features that better meet evolving customer expectations. 
· Pricing Optimization: Understanding how different customer groups perceive pricing allows Tiles Mart to adopt more strategic pricing models. The study helps identify price-sensitive and value-driven segments, making it easier to strike a balance between affordability and profitability. 
· Identifying Market Segments: This study aids in segmenting the consumer base by demographics such as age, income, profession, and purpose of purchase. With clearer segmentation, Tiles Mart can offer targeted product lines and personalized service. This focused approach increases the relevance of their offerings to each customer group.
· Enhancing Store Layout and Experience: By understanding how consumers interact within the store environment, the study guides improvements in layout, signage, and product display. A more intuitive and comfortable shopping experience encourages longer visits and more purchases. 
· Boosting Sales and Revenue: The alignment of product offerings, pricing, and service with customer expectations directly contributes to increased sales. As customers feel their needs are better understood and met, they are more likely to make purchases and return in the future. 
consumer buying behaviour towards tiles advantages
1. Better Understanding of Customer Needs: This study enables Tiles Mart to gain a clearer picture of what customers truly want in terms of design, quality, price, and variety. By understanding these needs, the company can better match its offerings to customer expectations. This leads to more personalized services and improved customer experiences.
2. Informed Business Decisions: The data collected through this study supports evidence-based decision-making in areas like product selection, pricing, and promotions. Rather than relying on assumptions, the company can act on real consumer insights. This reduces the risk of misjudgments and enhances strategic planning.
3. Strengthened Competitive Advantage: By identifying unique preferences and buying patterns, Tiles Mart can develop strategies that differentiate it from competitors. Offering products and services aligned with consumer demand helps the business stand out in a crowded market. This advantage supports long-term business sustainability.
4. Effective Resource Allocation: The findings help Tiles Mart allocate resources more efficiently by focusing efforts on high-performing products and services. Marketing budgets, inventory investments, and manpower can be directed to areas that yield the most benefit. This reduces waste and improves operational productivity.
5. Improved Customer Retention: Through a better understanding of post-purchase behaviour and satisfaction levels, the company can implement measures to retain existing customers. Enhancements in after-sales service and consistent product quality encourage brand loyalty. Loyal customers often lead to repeat business and positive referrals.
6. Accurate Market Segmentation: The study supports detailed market segmentation by identifying various customer groups based on their buying habits, demographics, and preferences. This allows for more targeted marketing and product development strategies. 
7. Predicting Future Trends: Consumer behaviour insights reveal patterns that help predict future buying trends and shifts in demand. Anticipating these changes allows Tiles Mart to stay ahead in the market and adapt accordingly. 
8. Enhancement of Brand Image: Understanding what consumers value most enables Tiles Mart to refine its brand positioning. A brand that consistently meets or exceeds customer expectations builds a strong and positive reputation. This boosts customer trust and elevates the overall image of the business.
INDUSTRY PROFILE
          The tile industry is a significant segment within the broader construction and building materials sector, which has experienced rapid growth in recent years due to increasing urbanization, rising income levels, and evolving consumer preferences. Tiles are widely used in both residential and commercial projects for flooring, wall cladding, and decorative purposes, owing to their durability, aesthetic appeal, and ease of maintenance. As construction activities expand globally and locally, the demand for various types of tiles—including ceramic, porcelain, vitrified, and digital tiles—continues to rise.
          India is one of the world’s largest producers and exporters of tiles, with a robust manufacturing base and a strong presence in both domestic and international markets. The Indian tile industry, in particular, has shown consistent double-digit growth over the past decade, driven by factors such as increasing real estate development, government initiatives like "Housing for All," and a shift in consumer lifestyles that favor modern and elegant home designs. States like Gujarat, Andhra Pradesh, and Rajasthan are known as key hubs for tile manufacturing, contributing significantly to both employment and industrial output.
          Technological advancements have also played a critical role in shaping the tile industry. The introduction of digital printing, automated manufacturing processes, and environmentally sustainable practices has enhanced product quality, reduced costs, and opened new design possibilities. In parallel, consumer awareness regarding design trends and brand choices has increased, making it essential for tile manufacturers and retailers to focus on quality, variety, innovation, and customer engagement. Additionally, with the rise of online platforms and digital marketing, the traditional buying journey has evolved, prompting tile retailers to adapt their sales and service models.
          Retailers like Tiles Mart operate within this dynamic industry landscape, catering to a growing and increasingly discerning customer base. Tiles Mart offers a wide range of tiles suited for various applications and budgets, often combining local preferences with global trends. The company competes not only on price but also on product variety, showroom experience, and customer service. With the market becoming more customer-driven, understanding consumer buying behaviour is critical for companies like Tiles Mart to sustain growth, remain competitive, and foster long-term customer relationships.


1.4 STATEMENT OF THE PROBLEM
          In today’s highly competitive and rapidly evolving tile market, understanding consumer buying behaviour has become more important than ever. Despite the availability of a wide range of tile products in terms of design, quality, price, and brand, retailers like Tiles Mart often face challenges in accurately predicting customer preferences and purchase decisions. Factors such as changing lifestyle patterns, growing brand awareness, influence of digital media, and increased consumer expectations have made the buying process more complex and less predictable.
          Tiles Mart, like many other retailers, must constantly adapt to meet customer demands while maintaining profitability and market relevance. However, a gap often exists between what consumers expect and what is being offered. Issues such as limited understanding of consumer priorities, ineffective promotional strategies, and poor service experiences can negatively impact customer satisfaction and loyalty. Without a clear insight into the behavioural patterns of consumers—including what motivates them to choose a particular tile, how they perceive value, and which factors influence their final decision—Tiles Mart may struggle to retain customers and expand its market share.
1.5 OBJECTIVES OF THE STUDY
· To identify the major factors influencing consumer buying decisions with respect to tile products offered by Tiles Mart, such as price, quality, design, brand reputation, and service.
· To study the demographic profile of consumers and analyze how variables like age, income, occupation, and lifestyle impact their tile purchasing behaviour.
· To examine the role of promotional activities and advertisements in shaping customer awareness, perception, and buying intent towards Tiles Mart.
· To assess customer satisfaction levels regarding product variety, quality, pricing, and the overall shopping experience at Tiles Mart.
· To understand post-purchase behaviour and brand loyalty, including the likelihood of repeat purchases and customer recommendations.
· To provide practical suggestions and strategies for Tiles Mart to improve customer engagement, increase sales, and enhance overall customer satisfaction.

[bookmark: _Hlk199674845]1.6 SCOPE OF THE STUDY
          This study focuses on understanding the various factors that influence consumer buying behaviour specifically related to Tiles Mart. It examines how customers perceive, evaluate, and choose tile products offered by the company. The research includes an in-depth analysis of customer preferences, motivations, decision-making processes, and post-purchase satisfaction.
          The scope of the study is limited to consumers who have purchased or intend to purchase tiles from Tiles Mart, either for residential or commercial purposes. It covers key behavioural elements such as price sensitivity, brand perception, product quality, store environment, promotional influence, and service quality. Demographic factors such as age, gender, occupation, income, and lifestyle are also considered to understand buying behaviour across different customer segments.
          The study is geographically limited to the specific location or branch of Tiles Mart under consideration and may not reflect the behaviour of consumers in all regions. However, the insights gained can serve as a representative sample to understand broader trends and patterns in tile purchasing behaviour. The findings are intended to assist Tiles Mart in aligning its marketing strategies, product offerings, and service practices with customer expectations to improve customer satisfaction and business performance.
1.7 LIMITATIONS OF THE STUDY
          Although this study aims to offer a comprehensive understanding of consumer buying behaviour towards Tiles Mart, it is important to recognize certain limitations that may influence the scope, accuracy, and generalizability of the findings. These limitations arise due to constraints related to geography, time, methodology, and respondent factors.
          Firstly, the study is geographically restricted to a particular branch or region where Tiles Mart operates. As a result, the findings may not fully capture consumer behaviour across all markets or cities where the brand has a presence. Differences in culture, income levels, infrastructure development, and regional preferences may cause consumer behaviour to vary significantly, limiting the broader applicability of the results.
          Secondly, the study primarily depends on primary data collected through structured questionnaires and interviews. The effectiveness of this data collection method can be impacted by respondent bias, misunderstanding of questions, or lack of interest in providing accurate responses. Some participants may respond with socially desirable answers rather than their true opinions, which can affect the objectivity of the study.
          Another limitation is the sample size and composition. Due to time and resource constraints, only a limited number of respondents could be included in the research. This small sample size may not be statistically representative of the entire customer base of Tiles Mart, potentially skewing the analysis. Furthermore, the study may not have captured insights from all customer segments, such as interior designers, contractors, or corporate buyers, who often play a crucial role in the tile-purchasing process.
          The timeframe of the study is also a limiting factor. Consumer behaviour is dynamic and can be influenced by seasonal demand, economic fluctuations, changes in fashion trends, and evolving consumer preferences. Since this study captures behaviour within a specific period, it may not reflect long-term patterns or sudden market changes. For example, factors like a real estate boom or inflation can drastically shift buying priorities over time.
          Additionally, the study does not deeply explore competitors’ strategies or macroeconomic conditions that may influence consumer decisions. Factors such as changing technology in tile manufacturing, global supply chain disruptions, or marketing activities of rival brands can have an impact but are outside the direct scope of this research.











[bookmark: _Hlk199674985]CHAPTER – II
2. REVIEW OF LITERATURE
          A review of literature is a critical component of any research study, as it provides insights into previous studies, theoretical frameworks, and findings that help in understanding the subject in depth. In the context of this study on consumer buying behaviour towards Tiles Mart, reviewing existing literature helps identify various factors influencing customer decisions, preferences, and market trends in the tile and construction materials industry.
2.1 Consumer Buying Behaviour
Consumer buying behaviour has been a widely studied subject across marketing and behavioural sciences. According to Schiffman and Kanuk (2007), consumer behaviour is the study of individuals, groups, or organizations and the processes they use to select, use, and dispose of products or services. Their research highlights the importance of psychological, personal, and social factors in influencing purchase decisions. Kotler and Keller (2016) emphasize that understanding buyer decision processes—need recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behaviour—is key to formulating effective marketing strategies.
2.2 Factors Influencing Buying Behaviour
Solomon et al. (2013) argue that product attributes such as quality, price, brand, packaging, and after-sales service significantly affect consumer decisions. In the context of durable goods like tiles, quality and durability are top priorities, especially for homeowners and contractors. A study by Rani (2014) states that demographic factors such as age, income, education, and occupation have a direct impact on consumer preferences and decision-making styles.
2.3 Role of Branding and Store Image
A study by Keller (2008) revealed that strong brand equity influences customer trust and loyalty. Retailers that invest in branding and maintain a positive image are more likely to retain customers and attract new ones. According to Das (2015), in the retail sector for construction materials, store layout, staff behaviour, in-store experience, and variety of choices greatly influence customer satisfaction and buying behaviour.
2.4 Tile Industry and Consumer Trends
The Indian tile industry has grown substantially over the past two decades. According to the Indian Council of Ceramic Tiles and Sanitaryware (ICCTAS), the rise in real estate, urbanization, and lifestyle changes has led to increasing demand for stylish, durable, and cost-effective tiles. Research by Sharma (2018) indicates that consumers today are more design-conscious and seek tiles that reflect personal taste, quality, and functionality. His study also emphasized the role of online research and peer recommendations in the decision-making process.
2.5 Purchase Decision in the Tiles Segment
A study conducted by Mehta and Singh (2020) focused on tile retail stores and found that customers tend to rely on product quality, pricing flexibility, customer service, and availability of variety before making a purchase. They concluded that retailers who personalize service and provide expert consultation tend to build stronger relationships with consumers. Similarly, Verma (2019) highlighted the importance of understanding regional preferences in tile designs and colour schemes to cater to local tastes effectively.
2.6 Gaps in the Existing Literature
While several studies have explored consumer buying behaviour in general retail and construction sectors, very few have specifically addressed customer behaviour in tile retail businesses such as Tiles Mart. There is limited research focusing on how regional culture, service quality, and store presentation impact customer decisions in this specific product category. Moreover, with increasing online influence and changing retail formats, updated studies are needed to reflect current consumer expectations.








CHAPTER – III
3. RESEARCH METHODOLOGY
             Research methodology is the blueprint of the study that outlines how the research is conducted, what data is collected, and how it is analyzed. It provides the structure and process through which the objectives of the study are achieved. In this study, the research methodology focuses on understanding consumer buying behaviour towards Tiles Mart, identifying influencing factors, and analyzing customer preferences and satisfaction levels.
3.1 Research Design
The research design adopted for this study is descriptive in nature. Descriptive research is used to describe characteristics of a population or phenomenon being studied. It is suitable for understanding patterns, attitudes, and behaviours of consumers visiting Tiles Mart, and for identifying the factors that influence their purchasing decisions.
3.2 Area of the Study
The study was conducted with reference to a selected branch or region where Tiles Mart operates. The chosen location reflects a representative market in terms of consumer diversity, demand for construction materials, and retail presence.
3.3 Sampling Method
A convenience sampling method was used for selecting respondents. This non-probability sampling technique allows data collection from a group of customers who were easily accessible and willing to participate. Though it may not fully represent the population, it is effective for exploratory purposes and time-bound research.
3.4 Sample Size
The total sample size for this study was 100 respondents, comprising individual customers, homeowners, contractors, and interior designers who have purchased or considered purchasing tiles from Tiles Mart.
3.5 Sources of Data
Primary Data
Primary data was collected directly from respondents using a structured questionnaire. The questionnaire included both close-ended and Likert scale-based questions to assess buying behaviour, preferences, and satisfaction levels.
Secondary Data
Secondary data was gathered from company records, industry reports, journals, academic literature, and online resources to provide background information and support the analysis.
3.6 Research Instrument
The main research instrument used was a questionnaire, which consisted of various sections related to demographic profile, buying preferences, influencing factors (such as price, quality, brand, service), and satisfaction with Tiles Mart.
3.7 Tools for Analysis
The collected data was analyzed using simple statistical tools such as percentages, frequency distributions, and graphical representations (bar charts, pie charts). These tools helped in interpreting the responses clearly and effectively.
3.8 Period of the Study
The study was conducted over a period of one month, during which data was collected, processed, and analyzed. The timeline was structured to allow sufficient interaction with customers and ensure relevant data capture.
3.9 Limitations of the Methodology
Although the methodology was carefully designed, certain limitations exist. The use of convenience sampling may lead to sample bias, and responses may be influenced by individual interpretation or external conditions. Time constraints also limited the number of respondents.





CHAPTER – IV
4. DATA ANALYSIS AND INTERPRETATION
[bookmark: _Hlk199675692]AGE GROUP OF THE RESPONDNENTS
	[bookmark: _Hlk199675769]AGE
	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	18 – 25
	12
	12%

	26 – 35
	28
	28%

	36 – 45
	34
	34%

	46 – 55
	16
	16%

	Above 55
	10
	10%

	Total
	100
	100%



INTERPRETATION: 
From the above data, it is evident that the majority of the respondents (34%) fall within the 36–45 age group, followed by 28% in the 26–35 age group. This suggests that middle-aged individuals are the primary buyers of tiles, likely because they are at a stage in life where home construction or renovation is a common priority. The lower percentage of respondents in the 18–25 and above 55 categories indicates that younger individuals and senior citizens are less involved in tile-related purchase decisions. This data helps Tiles Mart focus its marketing and product strategies on the 26–45 age bracket, who form the core of its consumer base.







[bookmark: _Hlk199675851]TABLE – 4.2
GENDER OF THE RESPONDNENTS
	GENDER
	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	Male 
	62
	62%

	Female
	38
	38%

	Total
	100
	100%


[bookmark: _Hlk199675932]
INTERPRETATION:  
The data shows that 62% of the respondents are male, while 38% are female. This indicates that male consumers are more involved in the tile purchasing process at Tiles Mart, either as direct buyers or decision-makers. This could be due to the traditional association of men with construction-related purchases, although female participation is also significant. The findings suggest that while marketing strategies can be more male-targeted, attention should also be given to the preferences and influence of female customers, especially in areas such as aesthetics, color selection, and interior design.











[bookmark: _Hlk199676058]CONCLUSION
          This study on consumer buying behaviour towards Tiles Mart provides an in-depth understanding of the factors that influence customers when purchasing tiles. The analysis revealed that product quality, price, design options, and brand reputation play pivotal roles in shaping consumer preferences. Most consumers prefer tiles that offer durability and aesthetic appeal at a reasonable price, emphasizing the importance of balancing quality with affordability.
          Demographically, the majority of customers fall within the 26 to 45 years age group, reflecting that individuals in this segment are more likely to engage in home improvement and renovation activities. This age group is typically more informed and willing to invest in better quality products. Additionally, the male segment accounts for a larger share of buyers, which aligns with traditional purchasing roles in construction-related decisions, although female consumers also significantly influence choices, especially concerning design and style preferences.
         The study also highlights the crucial impact of promotional activities, store environment, and customer service on consumer satisfaction and loyalty. Customers appreciate knowledgeable staff, a variety of tile options, and a pleasant shopping experience. Promotional offers and advertising help in creating awareness and motivating purchases, but personalized services and after-sales support are equally important in building trust and encouraging repeat business.
          Despite these positive findings, the study identifies several challenges faced by Tiles Mart. Rapid changes in consumer tastes, increased competition, and the growing influence of online platforms require the company to continuously adapt its marketing and operational strategies. Consumers today often research extensively online before making offline purchases, making it necessary for Tiles Mart to maintain a strong digital presence and offer seamless integration between online and offline channels.
          Moreover, the findings suggest the need for better segmentation and targeted marketing to cater to diverse customer needs. Tiles Mart can benefit from customized solutions tailored to different income groups, lifestyle preferences, and regional tastes. Offering more eco-friendly and technologically advanced tile options could also tap into the emerging trends towards sustainability and innovation in construction materials.
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