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Abstract: 

The present investigated was conducted at Dadri, GautamBuddh Nagar, UP. Out of 

50respondents this data has been collected from research area. 13% peopleopinion is 

aboutRTE food is easily available now days in the market. 14% consumers purchasethe food 

onthe basis of their taste. About 8% people buying that food because their family preferand 

likethe ready to eat food and 1% people are those who are buying thatfood to influence by 

otherand 10% also those were convenient from other users. Mostly around 15% consumers 

werethose always buying consuming the RTE food for saving their cooking and preparation 

time.Intheendrest0%peoplenilduetothenodata. 

On the oOther hand, there were few respondents out of 100% those have valid reason based 

ontheirpast consumption experience to purchase ready to eat (RTE) food. Firstly,there 

wasaround 4% people those were unable to buy RTE food due to thelack of their awareness 

andknowledge also. Approximately 6% consumers were those who dislike the RTE products 

dueto any valid reason. Around 26% people were not able to buy the RTE food products due 

tothehighpriceofproduct.Nearby20%consumersdisliketheproductsduetheirlowquality. 

4%consumerswereunabletobuytheRTEfoodproductsduetotheunavailability.Approximately 

34% people dislike the products because according to them, Ready To Eatfood‟ are 

toomuch? healthconsciousbecausethose areavailableintheformof extra fat,extra fibers, etc. 

Few? 6% consumers are those who haven’t any valid reason to buy RTE foodproducts. 

Keywords  :Keywords:Ready to Eat food, Satisfaction, Awareness, Brand preference, 

frequency of consumption,. 

Introduction: 

Food has always been an integral part of the society.Overtheperiod,Indiahasbeenwitnessed to 

be influenced by the Western Culture and so does creeps in Ready-to-Eat (RTE);Food 

Packages which provide any personan ability to wear anapron to be a master chef 

innotime.Withthechangingstyleoffoodconsumptionandthebenefitsavailedthroughtheuse of 

Comment [DAM1]: RTE food is healthy or not? 

Comment [DAM2]: Do you mean less than 6%? 



 

 

Ready-to-Eat food has resulted in a subsequent rise in the RTE market. Ready-to-Eatfood is 

food that is offered or exposed for sale without additional cooking or preparation,which is 

packaged on the premises where they are being sold and are ready for consumption.Canned 

foods, convenience foods, fast foods, frozen foods, instant products, dried foods,preserved 

foods, etc. all come under Ready-to-Eat foods. Demographic variables and socio-economic 

characteristics of the consumers are also important variables, which decide 

theconsumptionpatternoffoodproducts inthefamily. 

Indian cooking and lifestyle have undergone tremendous changes for the last 15 

years.Thereare many majorkey factors impacts this change are 

includinge,liberalizationpolicy,dualincome,separatelivingofcouples,iInnovativekitchenapplica

tions,mMediaproliferationetc. Thecooking style and eating habits in India varies drastically 

from southern part of India 

tonorthernpartofIndia.Healthconsciousconsumersaremostlywelleducatedandcanaccessto 

different information available on the internet, magazines, TV shows, and word-of-

mouthinformation by their society people. More than male, the female consumers shown 

muchinterest in knowing the level of calories, ingredients and certain product approval 

certificatesin choosing the products. This shows a good sign of healthy generationin India, 

especially intheagegroupof20-40. 

MaterialandMethod: 
 

 SelecionSelection of district – There are 75 districts in Uttar Pradesh. Out of which 

GautamBuddha Nagar district was selected. As it ishaving 144,200 hectares of land, 

having a . Whichpopulationofis 2,290,880according tothedataofyear2023. 

 Selectionof tehsil – Thereare3tehsilsintheGautamBuddhaNagardistrictnamely 

Dadri,Sadar and Jewer.Out of which Dadriwas select purposively due 

tothemaximumconsumptionofreadytoeatfood. 

 Selection of ward – There are about 25 wards in the Gautam Buddha Nagar 

district,amongthese5%wardswereselectedontherandomlybasis. 

 Selection of respondents – At this stage of selection 10% which is about 

50respondentswereselectedrandomlyfromthe 

allcategoriesofsizeofconsumerssothatameaningfulstudycanbecarriedout. 

ToolsandTechniquesofAnalysis: 
 

CoorelationCorrelation– 
 



 

 

Ifx&yarethetwovariablesofdiscussion,thenthecorrelationcoefficientcanbecalculatedusingt

heformula- 

The linear correlation coefficient defines the degree of relation between two variables and 

isdenoted by “r”. It is also called as Cross correlation coefficient as it predicts the 

relationbetween two quantities. Now let us proceed to a statistical way of calculating the 

correlationcoefficient. 

 

 
 

Here, 

n=Numberofvalues orelements 

∑x= Sumof1stvalueslist 

∑y=Sumof2ndvalueslist 

∑xy=Sumoftheproductof1stand2ndvalues 

∑x2=Sumofsquares of1stvalues 

∑y2=Sumofsquaresof2ndvalues 



 

 

Fig.1-Reasonsforpurchasing RTE 
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ResultandDiscussion: 
 

TableNo.1:No.1:ReasonforbuyingbehaviourRTEfood. 
 
 

ReasonsforpurchasingRTEfoods No. of 
respondents(
N=50) 

EasilyAvailable 13 

Taste 7 

Liked byfamilymember 4 

Influencedbyothers 1 

Convenientforuse 10 

Savetimeforpreparation 15 

Anyother 0 

 
 

Fig.1 
 

Shows the majority ofrespondents i.e. 30% purchased RTE food save time whereas 

26%purchasedforitseasilyavailability,20%purchasedforconvenientuseandvery8%purchased 

for their family members,few 2% purchased by the influence of relatives andfamily. 
 



 

 

TableNo.1andFig.1: 
 

According to the table and figure structure, it shows about the reason to buy RTE food 

byconsumers.Outof50respondentsthisdatahasbeencollectedfromresearcharea.13%people 

opinion is about RTE food is easily available now days in the market. 14% 

consumerspurchase the food on the basis of their taste. About 8% people buying that food 

because theirfamily prefer and like the “„ready to eat foo”d‟ and 1% people are those who are 

buying thatfood to influence by other and 10% also those were convenient from other users. 

Mostlyaround 15% consumers were those always buying consuming the RTE food for saving 

theircookingand preparationtime.Inthe endrest0%peoplenilduetothenodata. 

TableNo.2:Reasonsfornotpurchasingof RTEfoodsbyconsumers– 
 
 

ReasonsfornotpurchasingRTEfoods No. of 
respondents(
N=50) 

Lackofawarenessofproductsavailablein 
tThemarket 

2 

Disliketheproduct 3 

HighPrice 13 

Low quality 10 

Notavailable intheshops 2 

Healthconscious 17 

Anyother 3 



 

 

Fig.2-ReasonsfornotpurchasingRTE 
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TableNo.2andFig.2- 
 

Therewerefewrespondentsoutof100%thosehavevalidreasonbasedontheirpastconsumption 

experience to purchase ready to eat (RTE) food. Firstly,there was around 4%people those 

were unable to buy RTE food due to thelack of their awareness and 

knowledgealso.Approximately6% 

consumerswerethosewhodisliketheRTEproductsduetoanyvalidreason. Around 26% people 

were not able to buy the RTE food products due to the high priceof product. Nearby 20% 

consumers dislike the products due their low quality. 4% consumerswere unable to buy the 

RTE food products due to the unavailability.Approximately 34%people dislike the products 

because according to them, “Ready To Eat food” are too muchhealth conscious because 

thoseare available in the form of extra fat, extra fibers,etc. Few6% consumersarethose 

whohaven’tanyvalidreasontobuyRTEfoodproducts. 

Conclusion: 
 

The results show that changing lifestyle i.e. more stressfuland hectic lives due to longworking 

hours is a significant contributing factor in the growth of ready meals sector. Thereasons 

provided by the respondents, mainly working women, were that they purchase readymeals to 

avoid thehassles ofcookingin theirbusyschedule.Toconclude,with thechanging 

Comment [DAM3]: Dislike or Health conscious 
people don’t prefer to buy RTE? 

Comment [DAM4]: Few or less than 6%? 



 

 

pattern of the consumers lifestyles, quick and easy to prepare food has become more of 

anecessity than a luxury, hence making the ready meals industry one of the major sectors 

inIndia. Understanding the consumer behaviour would help the firms in formulating 

strategiesto cater to the needs of the consumer and thereby increase their market share. 

Consumer’staste and preference were found to change rapidly especially in a dynamic 

environment.Keeping in view the importance of consumer pattern, an attempt was made to 

study thebuying behaviour of consumers towards ready to eat food products, brand preference 

of 

theconsumers,factorsinfluencingbrandpreferenceandalternativepurchaseplansoftheconsumers. 
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