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Abstract:  

With the advent of new technology, a revolutionary change is occurred in the watch market of 

India. The brand watch market has been emerged with global competitors with their style and 

fashion watches in India. The various activities that is to be performed are prescribed on the 

basis of time factor in the present scenario. With the arrival of new technology, a radical change 

has occurred in the watch market in India. The primary data have been collected with the help of 

structured questionnaire. Secondary data for the study were collected from the journals, research, 

articles and websites. The tools of data collections are simple percentage analysis and chi-square 

analysis are used in this research. The main aim of the study is to know the preference level and 

buying behavior of the customers and to analyze the key attributes which contribute towards the 

selection of wristwatch. 

Key Words: Brand watch, Preference and Customers buying behavior. 

 

Introduction: 

The watch industry in the current scenario is booming and attaining a rapid growth in India. 

Different brands with different technology and designs have entered into the market which raised 

the competitiveness in the industry. With the advent of new technology, a revolutionary change 
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is occurred in the watch market of India. The brand watch market has been emerged with global 

competitors with their style and fashion watches in India. The various activities that is to be 

performed are prescribed on the basis of time factor in the present scenario. With the arrival of 

new technology, a radical change has occurred in the watch market in India. 

 Watches have become almost a necessity for human beings, to whichever economic class 

they belong. While purchasing a watch the price is consider to be the most important factor as 

well as appearance also become the important factor to be considered.\ 

 

REVIEW OF LITERATURE 

Review of literature is necessary as it familiarizes the researcher with concept and conclusions 

already evolved by earlier analysis. Revathy (2009)
1 

conducted a study on “Working capital 

management at Titan watches limited in Hosur”. In this, the findings of the study are the 

management of working capital is concerned with the problem that arises in attempting to 

manage current assets, current liability and their interrelationship between them.  

AnujHanda(2010)
2 

made a “Study of Indian wristwatch industry and marketing strategy 

of titan watches”. The findings of this research shows that most of the consumers prefer Titan 

watches for their attractive designs and good quality. However, there is a misconception about 

pricing of Titan products among the consumers and they concluded that Titan company can 

sponsor events similar to fashion shows in which all latest designs launched are displayed.  

ShanthiRangasamy(2011)
3 

in his study “Marketing strategy and brand awareness of 

quartz wristwatches-with special reference to Titan industries limited”. This research tries to 

examine the present marketing strategy of TITAN and to suggest an improved system for 

widening the market base and also to increase the sales volume. The sampling method adopted is 

non-probability convenience sampling. To analyze the data and interpret the results, various 

statistical tools like simple percentage analysis, chi-square test and ANOVA-one way are 

applied.  

Belli PK and Dhanya(2012)
4
 made a study on “Customer satisfaction for Fastrack 

watches”. The findings of the study reveals that majority of respondents are aware about the 

various range of products provided by Fastrack watches through advertisement and they 

concluded that on growing influence of globalization on the Indian watch industry, a number of 

global manufacturer are coming into the Indian watch industry. 
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K. Anitha and DR.M.UmaMaheswari(2013)
5 

conducted a study on “Customer 

satisfaction towards titan watches with reference to Erode District”. The study helps to gain 

knowledge about the different types of Titan brands. In this study both primary and secondary 

data has been used. The simple percentage analysis, chi-square analysis and weighted average 

tools has been used in this study. The findings of the study reveals that Titan watches are a fast 

moving product and the important factors for its quality, attractiveness, designs and latest new 

models. 

Anitha N Halamata(2013)
6 

Conducted a study on “Consumer behavior and brand 

preference of Titan watches-An empirical study with reference to Haveri District Karnataka”. In 

this the analysis says that consumer satisfaction is necessary to know the opinion of different 

consumers to implement the most effective marketing policy of the firm. The findings of the 

study are that consumers of Titan brand watches are highly satisfied the customers having pride 

in owning and wearing the most sophisticated highly reliable and superior performance watch. 

AratiBiradar (2014)
7 

made a study on “Market study of Fastrack and Casio watches”. 

The findings of the study are that market performance of two brands of watches namely, Casio 

and Fastrack are presented in the report. They concluded that at the end of advertisement of each 

brand are presented and their position in the market is determined. 

M.HameedUnissa(2015)
8 

in his study “A study on customer satisfaction towards 

Fastrack watches”. The objective of the study is to know the level of satisfaction among the 

customers and to evaluate the customer opinion towards the Fastrack watches. The findings of 

the study found that Fastrack is one of the preferable brand among both the genders as the 

industry provide watches with better design to both of them. 

Praveen Kumar L(2015)
9 

Conducted “A study on customer satisfaction of Fastrack 

watches in Mysore”. The findings of the study say that company should ensure the availability of 

all models and outlets of Fastrack. The company must satisfy their loyal customers by providing 

them special offers. Finally, a study conducted to know about the satisfaction level of the 

customers of Fastrack watches.  

Dr.Josephine Lourdes De Rose(2015)
10 

made a study on “A review on the factors 

contributing to the selection of a wristwatch using conjoint analysis”. The findings of the study 

are conjoint analysis displays the key levels under each of the attributes and they concluded that 

watches become almost a necessity for human beings to whichever economic class they belong. 
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Statement of the problem: 

A watch is an important thing in our daily life. We are in an age where smart phones can be used 

to view the local time as well as world timings and so the mechanical branded watches have 

slowly become less of an object of function and is considered more as much of a status symbol 

than as a device to tell time. The other factor to be considered the fake watches which is more 

attractive with the different styles and colors with the cheap rate. This shows that the consumer 

attitude in buying behavior towards brand watches has been changed from past to the present. 

 

In the presence study a set out has been made to identify: 

1.  The key attributes that contribute to the selection of a wristwatch. 

2. What is the role of brand image on their usage?  

3. what are the buying behavior of the customers?   

 

Objectives of the study: 

 In order to find out the solutions to the problems raised above, the following objectives 

have been framed for the research study, 

 1. To know the socio-economic profile of the customers. 

 2. To know the preference level and buying behavior of the customers. 

 3. To analyze the key attributes which contribute towards the selection of wristwatch. 

 4. To analyze the role of brand image on consumer behavior. 

 

Framework of analysis: 

The main intention of the study is to find out the preference and buying behavior about branded 

watch, the primary data were formulated and consolidated into master table. In this research, the 

statistical tools were used like simple percentage, chi-square and ANOVA has been analyzed in 

the customer preference and buying behavior towards branded watches. The interferences have 

been made by comparing the calculated chi-square value with the respected table. The result has 

been tested at five percent level and the ANOVA table has been analyzed using both five percent 

level and one percent level. The test has been applied to process the data and interpretation. 

 

 

Suraj Punj Journal For Multidisciplinary Research

Volume 8, Issue 12, 2018

ISSN NO: 2394-2886

Page No: 288



Hypothesis: 

In tune with the objectives of the study, the following null hypothesis have been framed to test 

their association with the personal variables. The null hypothesis are: 

 Age and level of preference of respondents has been influenced on the various branded 

watch. 

 Area and level of preference of respondents has been influenced on the various branded 

watch.  

 Gender and level of preference of respondents has been influenced on the various 

branded watch.  

 Marital statusdoes not influence the level of preference of respondents on the various 

branded watch.  

 Educational qualification does not influence the level of preference of respondents on the 

various branded watch.  

 Occupation does not influence the level of preference of respondents on the various 

branded watch.  

 Type of family and level of preference of respondents has been influenced on the various 

branded watch. 

 Monthly family income and level of preference of respondents has been influenced on the 

various branded watch. 

 

Summary of the findings: 

Socio-economic profile: 

An attempt has been to identify the work of the socio-economic profile of the respondents has 

been evaluated by using simple percentage analysis and the results are summarized in the 

following table shown below. 

S.NO FACTORS NO OF 

RESPONDENTS 

PER CENT 

1 AGE   

 Up to 15-21 years 82 32.8 

 22- 30 years 87 34.8 
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 31-40 years 49 19.6 

 Above 40 years 32 12.8 

2 AREA   

 Rural 92 36.8 

 Urban 111 44.4 

 Semi-urban 47 18.8 

3 GENDER   

 Male 99 39.6 

 Female 151 60.4 

4 MARITAL STATUS   

 Married 108 43.2 

 Unmarried 142 56.8 

5 EDUCATIONAL 

QUALIFICATION 

  

 Up to HSC 10 4.0 

 Undergraduate 102 40.8 

 Postgraduate 72 28.8 

 Professional 31 12.4 

 Mphil 27 10.8 

 Phd 8 3.2 

6 OCCUPATION   

 Agriculture 38 15.2 

 Business 29 11.6 

 Government employee 16 6.4 

 Private employee 45 18.0 

 Professional 51 20.4 

 Student 71 28.4 

7 TYPE OF FAMILY   

 Joint 62 24.8 

 Nuclear 188 75.2 
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8 MONTHLY FAMILY INCOME   

 Up to Rs. 15000 78 31.2 

 Rs. 15001 – 25000 78 31.2 

 Rs. 25001 – 40000 59 23.6 

 Above 40000 35 14.0 

 

Of the above table total 250 respondents, 82 (32.8%) respondents belong to age group of Up to 

15-21 years, 87 (34.8%) respondents belong to the age group of 22-30 years, 49 (19.6%) 

respondents belong to the age group of 31-40 years and the remaining 32 (12.8%) respondents 

belong to the age group of above 40 years. Thus, it is concluded that majority of the respondents 

fall in the age group of 22-30 years. From the above table, out of 250 respondents, 92 (36.8%) 

respondents belong to Rural area, 111 (44.4%) respondents belong to Urban area, 47 (18.8%) 

respondents are in Semi-urban area. Hence, the majority of the respondents belong to urban area. 

From the above table shows that, out of 250 respondents, 99 (39.6%) respondents are male and 

151 (60.4%) respondents are female. Hence, it is concluded that, majority of the respondents are 

female. From the above table shows that, out of 250 respondents, 108 (43.2%) respondents are 

married and the remaining 142 (56.8%) respondents are unmarried. Hence, the majority of the 

respondents are unmarried. It can be inferred that, out of the total 250 respondents, 10 (4.0%) 

respondents up to HSC, 102 (40.8%) respondents are undergraduate, 72 (28.8%) respondents are 

postgraduate, 31 (12.4%) respondents are professional, 27 (10.8%) respondents are Mphil and 

the remaining 8 (3.2%) respondents are Phd. Hence, it is concluded that majority of the 

respondents belong to Undergraduate. It is observed that from the above table, out of 250 

respondents, 38 (15.2%) respondents are agriculture, 29 (11.6%) respondents are business, 16 

(6.4%) respondents are government employees, 45 (18.0%) respondents are private employee, 51 

(20.4%) respondents are professional and the remaining 71 (28.4%) respondents are students. 

Hence, the majority of the respondents are students. It is observed that from the above table, out 

of the total 250 respondents, 62 (24.8%) of the respondents belong to Joint family and the 

remaining 188 (75.2%) of the respondents belong to Nuclear family. Thus, it can be concluded 

that the majority of the respondents belong to nuclear family. Out of 250 respondents, 78 

(31.2%) respondents are up to Rs.15000, 78 (31.2%) respondents are earning Rs.15001-25000, 
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59 (23.6%) respondents are earning Rs.25001-40000 and the remaining 35 (14.0%) respondents 

are earning above 40000. Thus, it is concluded that most of the respondents are up to Rs.25000. 

Chi-square: 

The chi square test is an important test among the several tests of significance developed by 

preference. Chi-square, symbolically written χ
2
 is a statistical measure used in the contexts of 

sampling analysis for comparing a variance to a theoretical variance. It can also be used to make 

comparison between theoretical population and actual data when categories as used. By 

comparing a calculated value with the table value of χ
2
 for degrees of freedom at given level of 

significance. 

 

Variables Chi-Square Value D.F Table value 5 percent Level 

Age 12.485 9 16.918 

Area of residence 3.179 6 12.591 

Gender 6.785 3 7.814 

Marital status 17.181 3 7.814 

Educational 

Qualification 

37.181 15 24.99 

Occupation 32.125 15 24.99 

Type of family 2.972 3 7.814 

Monthly family income 15.647 9 16.918 

 

Out of 250 respondents, 82 (32.8%) of the respondents age group up to 15-21 years. Of them 25 

(30.5%) have low level of preference, 43 (52.4%) have medium level of preference and 14 

(17.1%) have high level of preference on watches. 87 (34.8%) of the respondents age group in 

the second category belong to 22-30 years. Of them 15 (17.2%) have low level of preference, 52 

(59.8%) have medium level of preference and 20 (23.0%) have high level of preference on 

watches. 49 (19.6%) of the respondents age group in the third category belong to 31-40 years. Of 

them 4 (8.2%) have low level of preference, 32 (65.3%) have medium level of preference and 13 

(26.5%) have high level of preference on watches. 32 (12.8%) of the respondents age group in 

the fourth category belong to above 40 years. Of them 6 (18.8%) have low level of preference, 

19 (59.4%) have medium level of preference and 7 (21.9%) have high level of preference on 

watches. The percentage of customers who have high level of preference is high among 22-30 

years of age group customers while low level of preference is high among customers with up to 

Suraj Punj Journal For Multidisciplinary Research

Volume 8, Issue 12, 2018

ISSN NO: 2394-2886

Page No: 292



15-21 years. Hence, it is found that customers 22-30 years of age are with high level of 

preference. As the calculated χ
2 

value (12.485) is lesser than the table value (16.918). Therefore, 

it is concluded that there is no significant association between age of the respondents and their 

level of preference. Hence, null hypothesis is accepted. Out of 250 respondents, 92 (36.8%) of 

the respondents belong to the rural area. Of them 21 (22.8%) have low level of preference, 54 

(58.7%) have medium level of preference and 17 (18.5%) have high level of preference on 

watches. 111 (44.4%) of the respondents in the second category belong to urban area. Of them 

21 (18.9%) have low level of preference, 66 (59.5%) have medium level of preference and 24 

(21.6%) have high level of preference on watches. 32 (18.8%) of the respondents in the third 

category belong to semi-urban area. Of them 8 (17.0%) have low level of preference, 26 (55.3%) 

have medium level of preference and 13 (27.7%) have high level of preference on watches. The 

percentage of customers who have high level of preference is high among urban area while low 

level of preference is high among rural area. Hence, it is found that customers of urban area are 

with high level of preference. As the calculated χ
2
 value (3.179) is lesser than the table value 

(12.591). Therefore, it is concluded that there is no significant association between area of the 

respondents and their level of preference. Hence, null hypothesis is accepted. Out of 250 

respondents, 99 (39.6%) of the respondents belong are male. Of them 14 (14.1%) have low level 

of preference, 58 (58.6%) have medium level of preference and 27 (27.3%) have high level of 

preference on watches. 151 (60.4%) of the respondents in the second category belong to female. 

Of them 36 (23.8%) have low level of preference, 88 (58.3%) have medium level of preference 

and 27 (17.9%) have high level of preference on watches. The percentage of customers who have 

high level of preference is high among male respondents while low level of preference is high 

among female respondents. Hence, it is found that customers of male respondents are with high 

level of preference. As the calculated value χ
2
 (6.785) is lesser than the table value (7.814). 

Therefore, it is concluded that there is no significant association between gender of the 

respondents and their level of preference. Hence, null hypothesis is accepted. Out of 250 

respondents, 108 (43.2%) of the respondents are married. Of them 9 (8.3%) have low level of 

preference, 72 (66.7%) have medium level of preference and 27 (25.0%) have high level of 

preference on watches. 142 (56.8%) of the respondents in the second category belong to 

unmarried. Of them 41 (28.9%) have low level of preference, 74 (52.1%) have medium level of 

preference and 27 (19.0%) have high level of preference on watches. The percentage of 
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customers who have high level of preference is high among married respondents while low level 

of preference is high among unmarried respondents. Hence, it is found that most of the 

respondents are married with high level of preference. As the calculated value χ
2
 (17.181) is 

greater than the table value (7.814). Therefore, it is concluded that there is a significant 

association between marital status of the respondents and their level of preference. Hence, null 

hypothesis is rejected. Out of 250 respondents, 10 (4.0%) of the respondents are educated up to 

HSC. Of them 1 (10.0%) have low level of preference, 5 (50.0%) have medium level of 

preference and 4 (40.0%) have high level of preference on watches. 102 (40.8%) of the 

respondents in the second category are educated to undergraduate. Of them 29 (28.4%) have low 

level of preference, 60 (58.8%) have medium level of preference and 13 (12.7%) have high level 

of preference on watches. 72 (28.8%) of the respondents in the third category are educated to 

postgraduate. Of them 17 (23.6%) have low level of preference, 42 (58.3%) have medium level 

of preference and 13 (18.1%) have high level of preference on watches. 31 (12.4%) of the 

respondents in the fourth category are educated to professionals. Of them 3 (9.7%) have low 

level of preference, 20 (64.5%) have medium level of preference and 8 (25.8%) have high level 

of preference on watches. 27 (10.8%) of the respondents in the fifth category are educated to 

Mphil. Of them 0 (.0%) have low level of preference, 17 (63.0%) have medium level of 

preference and 10 (37.0%) have high level of preference on watches. 8 (3.2%) of the respondents 

in the sixth category are educated to phd. Of them 0 (.0%) have low level of preference, 2 

(25.0%) have medium level of preference and 6 (75.0%) have high level of preference on 

watches. The percentage of customers who have high level of preference is high who are 

postgraduate holders while low level of preference is high among who are undergraduate 

holders. Hence, it is found that most postgraduate holders are highly preferred. As the calculated 

χ
2 

value (37.181) is greater than the table value (24.99). Therefore, it is concluded that there is a 

significant association between educational qualification of the respondents and their level of 

preference. Hence, null hypothesis is rejected. Out of 250 respondents, 38 (15.2%) of the 

respondents are Agriculture. Of them 7 (18.4%) have low level of preference, 23 (60.5%) have 

medium level of preference and 8 (21.1%) have high level of preference on watches. 29 (11.6%) 

of the respondents in the second category are Business. Of them 6 (20.7%) have low level of 

preference, 14 (48.3%) have medium level of preference and 9 (31.0%) have high level of 

preference on watches. 16 (6.4%) of the respondents in the third category are Government 
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employee. Of them 1 (6.2%) have low level of preference, 9 (56.2%) have medium level of 

preference and 6 (37.5%) have high level of preference on watches. 45 (18.0%) of the 

respondents in the fourth category are Private employee. Of them 10 (22.2%) have low level of 

preference, 26 (57.8%) have medium level of preference and 9 (20.0%) have high level of 

preference on watches. 51 (20.4%) of the respondents in the fifth category are Professional. Of 

them 2 (3.9%) have low level of preference, 35 (68.6%) have medium level of preference and 14 

(27.5%) have high level of preference on watches. 71 (28.4%) of the respondents in the sixth 

category are Students. Of them 24 (33.8%) have low level of preference, 39 (54.9%) have 

medium level of preference and 8 (11.3%) have high level of preference on watches. The 

percentage of customers who have high level of preference is high who are Professionals while 

low level of preference is high among who are Students. Hence, it is found that most 

Professionals are highly preferred. As the calculated χ
2 

value (32.125) is greater than the table 

value (24.99). Therefore, it is concluded that there is a significant association between 

occupation of the respondents and their level of preference. Hence, null hypothesis is rejected. 

Out of 250 respondents, 62 (24.8%) of the respondents are joint family. Of them 11 (17.7%) 

have low level of preference, 33 (53.2%) have medium level of preference and 18 (29.0%) have 

high level of preference on watches. 188 (75.2%) of the respondents in the second category 

belong to nuclear family. Of them 39 (20.7%) have low level of preference, 113 (60.1%) have 

medium level of preference and 36 (19.1%) have high level of preference on watches. The 

percentage of customers who have high level of preference is high among joint family while low 

level of preference is high among nuclear family. Hence, it is found that most of the respondents 

are joint family with high level of preference. As the calculated value χ
2
 (2.972) is lesser than the 

table value (7.814). Therefore, it is concluded that there is no significant association between 

type of family of the respondents and their level of preference. Hence, null hypothesis is 

accepted. Out of 250 respondents, 78 (31.2%) of the respondents monthly income is up to 

Rs.15000. Of them 25 (32.1%) have low level of preference, 40 (51.3%) have medium level of 

preference and 13 (16.7%) have high level of preference on watches.78 (31.2%) of the 

respondents in the second category monthly income are from Rs.15001-25000. Of them 9 

(11.5%) have low level of preference, 51 (65.4%) have medium level of preference and 18 

(23.1%) have high level of preference on watches.59 (23.6%) of the respondents in the third 

category monthly income are from Rs.25001-40000. Of them 12 (20.3%) have low level of 
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preference, 35 (59.3%) have medium level of preference and 12 (20.3%) have high level of 

preference on watches.35 (14.0%) of the respondents in the fourth category monthly income are 

from above 40000. Of them 4 (11.4%) have low level of preference, 20 (57.1%) have medium 

level of preference and 11 (31.4%) have high level of preference on watches.The percentage of 

customers who have high level of preference is high among Rs.15001-25000 monthly income of 

the customers while low level of preference is high among up to Rs.15000 monthly income of 

the customers. Hence, it is found that Rs.15001-25000 monthly income of the customers are with 

high level of preference. As the calculated χ
2 

value (15.647) is lesser than the table value 

(16.918). Therefore, it is concluded that there is no significant association between monthly 

income of the respondents and their level of preference. Hence, null hypothesis is accepted.  

Suggestions: 

The survey of consumers has revealed the like and dislikes and taste regarding wristwatches and 

preference level and buying behavior in relation to branded watches. They have some of the 

following suggestions. 

 There should be some more attractive festival offers and gifts should be given on 

purchase of branded watches 

 The most of the respondents feel that the price range of branded watch is too high, there 

should be reduction in prices, which can be affordable for the customers to buy the 

branded watches. 

 The service for the wristwatch should be improved. 

 The branded watch has to introduce the new models frequently to the market in order to 

match with customers buying behavior. 

 The customers are preferring thin and sleek appearance type of watch that are to be 

introduced frequently in the market. 

 Now-a-days, there is no use of wristwatches because of the smartphones. 

Conclusion: 

Watches have become almost a very necessary for all the human beings, to whichever 

commercial class they belong. Now-a-days, a plenty of different brands of wristwatches are 

available in the market. The customers in the different forms of age groups and in the different 

income groups consider the various features like price, quality, appearance, design, water 
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resistivity and brands. While purchasing a watch “price is considered as the highest importance 

than the other attributes when selecting the wristwatch and the appearance is the next important 

factor they considered when selecting a wristwatch”. 

Finally, they concluded and said that the performance of branded wristwatches is not only 

amazing but they are also highly satisfactory. The branded companies can achieve their further 

success by improvement from the suggestions of the customers.  
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