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	In general, consumers purchasing behavior is not only divergent but also situational. For the durable products like Television, the consumer behavior has diverse dimensions. Basically, the TV Marker has an enormous market potential.  However, recent research indicates that consumers, specifically those under the age of 45 years are getting more aware about new technologies that in turn have led to the development of new media consumption patterns. The consumers within the aforementioned age bracket are not interested in the old general Television sets, which only allow one to watch scheduled “linear” TV broadcast (Solomon et al., 2014).
	On the contrary, the said TV consumers are interested in the new generation TV models that are in most cases digital and which allow them to make use of internet-based on-demand TV. There adoration for the internet-based on-demand enabled TV sets is that it enables them to not only stream, but also download, as well as, watch recorded TV broadcast. In overall, it can be argued that the decision to purchase a TV set is mainly influenced by its features. 
On the other hand on the basis of the typical factors that influence consumer behavior such as situational factors, personal factors, in addition to social factors, once it gets to the purchasing of TV, the latter has the greatest impact. Ownership of the trending TV model is associated with a certain status within a particular reference group (Solomon et al., 2014). People within the earlier mentioned age bracket prefer keeping in pace with the prevailing trends thus a greater percentage of them try by the all means despite their economic status, to be part of the present generation digital television models.  In that perspective, situational and personal factors do not greatly affect the purchasing of TV as compared to the social factors.     
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