


Consumer Buying Behaviour: Awareness and Purchase Problems among College Students

[bookmark: _GoBack]Abstract:
Consumer buying behavior is a complex phenomenon influenced by psychological, sociological, and cultural factors, particularly among college students who are in a transitional stage marked by increased independence and financial limitations. The present study aimed to assess the consumer buying awareness and problem faced during purchase among college students, with specific reference to their awareness, purchasing difficulties, and online shopping experiences. A survey research design was adopted and a structured questionnaire was administered to a randomly selected sample of 60 undergraduate students (both boys and girls) from the College of Community Science, University of Agricultural Sciences, Dharwad, Karnataka. The findings revealed that all students were aware of basic consumer rights, while just over half were aware of consumer courts as a redressed mechanism. A substantial proportion of students reported difficulties during the purchasing process, mainly due to unclear or misleading product information, unreliable reviews and ratings, and inadequate customer support, especially in online shopping contexts. Although online purchasing was prevalent and students actively gathered information through digital platforms and peer advice before making purchase decisions, the lack of personalized recommendations emerged as a major source of dissatisfaction. The study highlights a clear gap between consumer awareness and effective consumer experience, emphasizing the need for improved information transparency, reliable support systems, and enhanced personalization in online retail platforms to better address the expectations of college students.
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Introduction
Consumer buying awareness refers to the extent to which individuals are informed about their rights, responsibilities, and available mechanisms for protection while purchasing goods and services. In recent years, increasing market complexity, rapid technological advancement, and the expansion of online shopping platforms have made consumer awareness an essential component of informed decision-making (Kotler and Keller, 2016). Awareness of consumer rights, product information, pricing, quality standards, and grievance redressal mechanisms empowers consumers to protect themselves against unfair trade practices and exploitation (Nagaraju and Thejaswini, 2018). Among different consumer groups, college students represent a significant and dynamic segment due to their growing purchasing power, frequent market engagement, and high exposure to digital media.
College students are in a transitional phase of life where they experience increased independence in decision-making while simultaneously facing financial constraints and limited purchasing experience (Moschis and Churchill, 1978). Their buying behavior is influenced by multiple factors such as peer influence, social media, online reviews, advertisements, and personal perceptions (Schiffman and Wisenblit, 2019). With the widespread use of smartphones and easy access to e-commerce platforms, students increasingly rely on online sources for information gathering prior to purchase. However, despite increased awareness and access to information, students often encounter several problems during the purchasing process, including misleading product information, difficulty in comparing alternatives, lack of personalized recommendations, unreliable reviews, and inadequate customer support (Reynolds and Maya, 2013; Li et al., 2015).
Studies have highlighted that while young consumers may be aware of consumer rights in theory, their practical knowledge of consumer courts and grievance redressal procedures remains limited, which restricts effective utilization of these mechanisms when problems arise (Selvaratnam et al., 2013; Quafi, 2023). Furthermore, dissatisfaction during purchase, particularly in online shopping, can negatively affect consumer confidence and future buying behavior. Therefore, understanding the level of consumer buying awareness and the nature of problems faced during purchase among college students is crucial for designing consumer education programs and improving market practices. In this context, the present study attempts to examine consumer buying awareness and the problems encountered during purchase among college students, with special reference to their online and offline purchasing experiences.
Objectives 
1. To study the purchasing behavior of college students
2. To assess the awareness on consumer rights among college students 
3. To identify problems faced by college students during purchase of goods
Materials and Methods
 	Exploratory research design was used to conduct the study. A total of 60 students from colleges of Community Science, University of Agricultural Sciences, Dharwad (Karnataka) were selected as the sample for the research. Random sampling technique was used for the selection of sample. A self-structured questionnaire was developed to assess purchasing behavior of college students. Demographic information on age, gender, education, monthly income, expenditure per month and information on consumer behavior was collected. For the collected data, frequency and percentage distribution was calculated and analyzed according to the objectives of the study.
Results 
 General information of the students
According to the data provided in the Table 1, majority (66.70%) of the students were in the age group of 18-20 years followed by 23.33 percent of students age was above 20 years and 10 percent of students were below 18 years. Among the respondent's, 55.00 per cent were females and 45.00 per cent were male students. More than half (53.33%) of students have mentioned their monthly pocket money was below 5000 rupees followed by 25.00 per cent and 21.77 per cent students, pocket money to be between 5000-8000 rupees and above 8000 rupees respectively. It also observed that 68.90 percent of the students stated their expenditure per month was below 4000 rupees followed 26.10 per cent between 4000-6000 rupees and only 5.00 per cent of the students spent above 6000 rupees per month.
Table 1. Frequency and percentage distribution of students based on their general information                                                                                          N=60

	General information
	Frequency
	Percentage

	Age (in years)
	<18
	6
	10.00

	
	18-20
	40
	66.67

	
	>20
	14
	23.33

	Gender
	Boys
	27
	45.00

	
	Girls
	33
	55.00

	Pocket money
	<5000
	32
	53.33

	
	5000-8000
	15
	25.00

	
	>8000
	13
	21.77

	Expenditure per month
	<4000
	42
	68.90

	
	4000-6000
	16
	26.10

	
	>6000
	2
	5.00



Awareness about consumer rights 
It is clear from table 2. Showed that all the students were aware of consumer rights and 60.00 per cent were aware of right to basic needs right to safety and right to information and 40.00 per cent were aware of right to choose, right to representation and right to consumer education. Further 51,67 per cent of students were aware of consumer courts that works for consumer’s grievances where 48.33 per cent were not knowing about these courts. None of the students have ever filed a case in the consumer court.
Table 2. Frequency and percentage distribution of students based on their awareness about consumer rights                                                                                                    N=60
	Awareness about consumer rights
	Frequency
	Percentage

	Consumer rights you are aware of
	Yes
	36
	60.00

	
	No
	23
	40.00

	Are you aware of consumer court that works for consumers grievances
	Yes
	29
	48.33

	
	No
	31
	51.67

	If yes, have you ever filed a case in the consumer court
	Yes
	0
	0.00

	
	No
	60
	100.00



Problems faced during purchase
Table 3. showed that problem faced during purchase half of the students faced difficulty while purchasing and other half of the students didn’t experience difficulties. Factors affecting purchasing decision the most around 34.40 per cent of students mentioned that factors like product reviews and rating affected their purchase decision followed by shipping and delivery option for 27.90 per cent, brand reputation 19.70 per cent and price of the product 18.00 per cent. Frustrates most about online shopping half (50.80%) of the students mentioned difficulty in finding customer support frustrate them in online shopping followed by hidden or unexpected fees, inaccurate product images are factors mentioned by 45.90 per cent and 3.30 per cent respectively. Further most lacking in online shopping experiences about 39.30 per cent of them personalized recommendations followed by 24.30 per cent of students’ experienced virtual on options for clothing/accessories, 23.30 per cent of them experienced clear size - fit information and 13.10 per cent of students experienced interactive customer reviews. Among complicated return policies 58.34 per cent of the students reported no complicated return policies and 41.66 per cent of the students reported complicated. According to the deal with a product that doesn’t meet your expectation, about 41.66 per cent of the student’s expectation initiate a return and refund followed by 33.34 per cent of them accept it and don’t take any action, 25.00 per cent of them reported contact customer support for assistance and none of the students reported post a negative review on the website.  
Table 3. Frequency and percentage distribution of students based on their problems faced during purchase                                                                                                    N=60
	Problems faced during purchase
	Frequency 
	Percentage 

	Did you face difficulty while purchasing goods?
	Yes 
	30
	50.00

	
	No 
	30
	50.00

	What affects your purchasing decision the most
	Price of the product
	11
	18.00

	
	Product reviews and rating
	21
	34.40

	
	Brand reputation
	12
	19.70

	
	Shipping and delivery option 
	17
	27.90

	
	Others 
	-
	-

	What frustrates you the most about online shopping
	Hidden or unexpected fee
	28
	45.90

	
	Difficulty in finding consumer support
	31
	50.80

	
	In accurate product image 
	1
	3.30

	What aspect do you find most lacking in your online shopping experiences
	Personalized recommendation
	24
	39.30

	
	Clear size and fit information
	14
	23.30

	
	Interactive customer reviews
	8
	13.10

	
	Virtual try-on options for clothing/accessories 
	14
	24.30

	Have you ever abandoned a purchase due to complicate return policies
	Yes 
	25
	41.66

	
	No 
	35
	58.34

	How do you usually deal with a product that doesn’t meet your expectations
	Initiate a return and refund 
	25
	41.66

	
	Contact customer support for assistance 
	15
	25.00

	
	Post a negative reviews on the website
	-
	-

	
	Accept it and don’t take any action
	20
	33.34

	
	Others 
	-
	-



Discussion 
All the students were aware of commoner rights and 51.67 per cent of students were aware of consumer courts that works for consumer grievances (table 2). The reason could be that, in present scenario almost every individual uses smartphone and have easy access to get any kind of updated information regarding any aspect, including the consumer buying behavior. In a study by Selvaratnam et al., (2013), similar results were found, the study stated that consumer socialization was observed to be in appreciable levels among the respondents of their study.
 	Half (50.00) of the students faced difficulty while purchasing goods, which can be possible because of the false or unclear information they get from different sources like from their friends, online platforms etc. Similar findings were observed in a study by Reynolds and Maya (2013), in which it was mentioned that majority of the students of their study faced difficulties in purchasing product because of the unclear product information which didn't provide them exact details regarding the features, benefits or specifications of the product. Further 34.40 per cent of students mentioned that factors like product reviews and ratings affected their purchase decision and 50.80 per cent of students mentioned difficulty in finding customer support that led to frustration in them to do online shopping (Table 3). According to Quafi (2023) factors like age, life cycle stages, motivation and perceptions affects the consumer buying behavior and also the surrounding of the consumer, play a major role for influencing the buying decision
Majority of students expressed that personalized recommendation experience is the aspect, lacking in online shopping. Similar findings were noticed in a study by Li et al., (2015) which mentioned that there was a negative relationship between personalized recommendation and online shopping experiences.
 Conclusion
The findings indicate that while students demonstrated a satisfactory level of awareness regarding consumer rights and consumer courts, notable challenges persist in their purchasing experiences, particularly in online shopping. The widespread use of smartphones and easy access to information appear to have enhanced consumer awareness and socialization; however, this increased exposure has not necessarily translated into informed or hassle-free purchasing decisions. A considerable proportion of students experienced difficulties due to unclear or misleading product information, unreliable reviews and ratings, and inadequate customer support, leading to frustration and uncertainty during purchase. These challenges highlight the influence of external factors such as information sources, perceptions, and the surrounding consumer environment on buying behavior. Moreover, the lack of effective personalized recommendations further reduced the quality of online shopping experiences among students. Collectively, the results suggest a gap between consumer awareness and practical consumer empowerment, emphasizing the need for clearer product communication, trustworthy information systems, responsive customer support, and improved personalization to enhance students’ overall online purchasing experience.
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