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Consumer purchasing patterns in the Coimbatore district of Tamil Nadu with regard to 

milk products: A Review 

 

 

Abstract: 

Milkandmilkproductsplayavitalroleinfastmovingconsumergoods(FMCG).Milkproduc

tshaveverylowshelflifeandarepronetodeterges,ifpropercareisnottakenwhilepasteurizing,proces

sing,packagingandhandling.Hence,consumersdesirelocalbrandmilkproductsthannationalbrand

sorothers,duetoitsmoreavailability,lesspreservativesandlongershelftime.Itisawell-

knownfactthatmostoftheconsumersstillprefertraditionalwaysfortheconsumptionofmilkandmilk

products.So,theawarenessaboutpackedmilkproductsislowerinthesedaysastheseproductsaremos

tlyrestrictedwithurbanconsumers.Whereas,manyconsumersfeelpackedmilkproducts are not 

safe to consume. So, the main focus of this review was to analyze the buying behavior of 

consumers towards Aroma milk products. The review was to done to determine the perception 

and attitude of consumers towards buying Aroma milk products which helped to understand the 

value of the product in consumer’s point of view. 

Introduction 

 Indiahasbeenshowingatremendousmilkproductionoverthese40yearsandnowindeed,itha

stheworld’ssubstantialdairyindustryintermsofmilkproductionwiththeestimationoftotalmilkout

putas165milliontonnesduringtheFinancialYear2016-17 (National Dairy Development 

Board)holdingmorethan16%contributiontotheWorld’stotalmilkproduction.Ofthis,UttarPrades

histhemassivecontributorof17.6%andTamilNaduclenchesninthpositionbycontributing5.03%.T

heIndianGDPexhibitsadeclinephaseinagricultureandlivestocksectorfrom34.2percentand4.82pe

rcentin1980-81to17.46percentand4.43percentin2015-

16(NationalDairyDevelopmentBoard),whereastheshareoflivestockhasbeensubscribinganincre

aseinIndianagriculturalGDPfrom13.88percentin1980-81to27.25percentin2012-

13(NationalAccountsDivision).GettingthetagofWorld’slargestmilkproducer,Indiaalsoclutches

theproudofbeingthelargestconsumerofdairyproducts.Theconsumptionofdairyproducts’hasbeen

exponentiallygrowingduetoitsrichnutritionalqualitiesinthecountry,andinregardswiththefactsan

dfigures,India’smilkproductionwillfurthergrowataCAGRofaround14%between2015-



 

 

16and2021-

22.Backedviastrongdomesticdemandformilk,India’spercapitaavailabilityleansat289.4gramsin

FY2017(NationalDairyDevelopmentBoard). 

TheIndiancooperativeregionismakinganappearanceasoneoftheworld’slargestandengagi

nganimportantroleinthousandsandthousandsofruralhouseholdsbyimprovingtheirsocioeconomi

ccharacteristicsbyholdingadistinctiveareawithinthecountryforitsexcessiveemploymentcapacity

andformakingsuretheavailabilityofnutritious,yetlesscostly,foodforIndia’sever-

growingpopulace [13-

15].Over10milliondairyfarmershaveoccupied96,000localdairycooperatives,promotingtheirpro

ducestooneineveryof10milkproducers’cooperativesunionscausedtoturnoverwiththesupportof1

5statecooperativemilkmarketingfederations.Ourcountryhasbeenpractisingdairybusinessasrural

cottageindustryovertheseyearsandattheendof19thcentury,semi-

commercialdairyfarmshavecommencedonlythroughthestatusquoofdairyfarmsinmilitaryareasa

ndcooperativeunionsthroughoutthecountry [16-

20].GiventhatIndependence,enterpriseshaveshownaspeedydevelopmentwithahugewidevariety

ofpresent-

daymilkandmilkproductfactories,wheretheIndianorganizeddairieshavebeencorrectlyengagedin

anordinarycommercialmanufacturingofpasteurizedbottledmilkforIndianDairyproducts. 

OnanoteabouttheIndianDairyIndustry,theyhavemovedtothestrengthofaproducer-

ownedandprofessionally-

managedcooperativesystem,inspiteofthefactsthatamajorityofdairyfarmersareilliterateandsprint

ingsmallandmarginaloperationsandapartfromotherthings,sellingmilkistheirsolesourceofincom

eformanyfarmers.Witnessinganimpressiverapidgrowthofmorethan5%perannumoverthelastthr

eedecades,IndianEconomyisprovidingbetterrostrumforMNCsandforeigninvestorstoexplorethe

fullpotentialofourdairyindustry.Workingonwiththeobjectiveofmanagingthenationalresourcesi

nordertoenhancetheentirenation’smilkproduction,theIndustryhasbeeninvolvedinupgradationof

milkprocessingusinginnovativetechnologies.Carryinganincrediblerecordthroughsubsequentin

creaseatexponentialratesinmilkproduction,IndianDairyIndustryhasaugmentedwiththeviabilityi

nincreasingtheproductionlevelatperanimallevelamongthedairyunits. 

Characterizedbyhighfragmentationanddominatedbytheunorganizedsector,thedairyindu

strycomprises70millionamongtheruralhouseholdsandtheeverraisingmountindomesticdemandf

ordairyproductsandalargedemand-

supplygapwouldmakeIndia,anetimporterofdairyproductsinthewell-



 

 

nighfuture.AsIndia’smilkproductionismainlydominatedbysmallandmarginalland-

holdingfarmersandlandlesslabourers,whoinaggregateown70%ofthenationalmilchanimalherd,e

videncesdairyingasasubsidiarysourceofincomeandoccupation,makingarelieftogeneratesufficie

ntincomeforbreakingthevicioussubsistenceintheagricultural-debtcycle. 

TheIndianeconomy’ssustainedgrowthandaconsequentriseinpurchasingpoweroverthela

sttwodecadesresultedintheemergenceofendnumberofdairyplantswiththeabilitytoaffordfluidmil

kanddiversifieddairyproducts.Astheconsumer’stasteandpreferencesarechangingdaybyday,the

marketscenarioisalsochangingdaybyday.Ourcountry’sconsumptionpatternfordairyproductsisq

uiteuniqueassomeoftheWesternCountrieswhicharegrowingovertheyearsduetoincreasedincome

levels,migrationtourbanareasandchangesindemographiccharacteristics. 

Now,everycornerinIndiademandsqualityandaffordabledairyproduce. 

TheDairyindustriesaresteppingaheadforbetterqualityproductswithacquiredtechnologieswithso

mequiteinnovationsfortheirproductsandbettermarchinginthemarket.Productionofmilkisconfine

donlytoruralareas,butthedemandisfoundinallareas.Hence,toharmonizeabiasedsupply,fluidmilk

andvalueaddedmilkproductshavebeeninitiatedbythedairy.About45%oftheentirenation’smilkpr

oductionisingestedasliquidmilkandtheother47%isfurtherprocessedasvariedtraditionalproducts

ascurd,cheese,butter,buttermilk,ghee,khoa(partiallydehydratedcondensedmilk),paneer,chhana

(CottageCheese)andicecreams.Only8%ofthemilkisusedintheproductionofwesternproductslike

milkpowders,processedcheeseandprocessedbutter.Theseproductsarefurtherbrandedandsupplie

dthroughoutthenationtomeettheconsumerdemands.Themilkproductsandthepercentageofproces

singovertheentiremilkproductionaregivenbelowinTable1. 

Table1.India’sMilkProductMix 

S.No MilkProducts Percentage(%) 

1. LiquidMilk 46.0 

2. Khoa 6.5 

3. Curd 7.0 

4. Butter 6.5 

5. Ghee 27.5 

6. Milkpowders 3.5 



 

 

7. Paneer 2.0 

8. Others(FreshCream,IceCream) 1.0 

(Source:OfficeoftheEconomicAdvisor,MinistryofCommerceandIndustry,GOI-2017) 

Global Scenario on Milk Production 

ThedatareportedbyUSDA(Table2)designatesthattheproductionisgrownconsistentlyatan

annualrateofabout4.2percent. 

Table2WorldMilkProduction 

S.No Country Production(inMillionTonnes) 

1. India 165.4 

2. UnitedStates 90.4 

3. China 39.9 

4. Brazil 32.9 

5. RussianFed. 31.1 

6. Germany 30.7 

7. Pakistan 29.7 

8. France 24.0 

9. NewZealand 18.5 

10. Turkey 15.6 

(Source:USDA,EconomicResearchService,FAO,FAOSTATDatabase-2017) 

Indian Scenario on Milk Production  

India’sMilkproductionandpercapitaavailabilityovertheyearsarepresentedinTable3 

Table3MilkProductionandPerCapitaAvailabilityinIndia 

Year 
Production 

(Milliontonnes) 

PerCapitaAvailability 

(gms/day) 

1991-92 55.6 178 

1992-93 58.0 182 

1993-94 60.6 186 

1994-95 63.8 192 



 

 

Year 
Production 

(Milliontonnes) 

PerCapitaAvailability 

(gms/day) 

1995-96 66.2 195 

1996-97 69.1 200 

1997-98 72.1 205 

1998-99 75.4 210 

1999-2000 78.3 214 

2000-01 80.6 217 

2001-02 84.4 222 

2002-03 86.2 224 

2003-04 88.1 225 

2004-05 92.5 233 

2005-06 97.1 241 

2006-07 102.6 251 

2007-08 107.9 260 

2008-09 112.2 266 

2009-10 116.4 273 

2010-11 121.8 281 

2011-12 127.9 290 

2012-13 132.4 299 

2013-14 137.7 307 

2014-15 146.3 322 

2015-16 155.5 337 

2016-17 165.4 355 

(Source:NationalDairyDevelopmentBoard,Gujarat) 

 ThoughIndia’snetimportondairyproducts,especiallymilkpowderwasdefeatedbyOperati

onFlood,themilkproductionhasrecordedasubstantialincreaseinmilkproductionofabout100milli

ontonnes,whichhasalmostdoubleditslevelfrom1991.Thishasshownademand-

sidedevelopmentbyincreasingthepercapitaavailabilityupto177percentandalsosupply-



 

 

sidepromotionscreatedahugedemandamongconsumersforvalue-

addedproductsandextensivedairydevelopmentprogrammes.HighlydecentralizedIndia’smilkpro

duction,supplyandmarketingupdatesthat55%ofthefluidmilkproductioninconsumedbytheprodu

cerhousehold.Oftheremaining,15-

16%entersorganizedmarketsthroughoutthecountrycomprisingboththeprivatesectorandcooperat

ivesandtwo-thirdissoldininformalmarkets. 

State-wiseMilkProductioninIndia 

Morethan90%ofthenation’smilkproductionisconcertedwith14statesamongthatUttarPrades

hranksfirstfollowedbyRajasthan,AndhraPradesh,GujaratandPunjabinwhichonly20percentisinc

orporatedbyOrganizedDairysector,includingbothGovernmentsupporteddairycooperativesandp

rivatedairysectors.Thoughthesesectorsareexpandingtheirprocessingcapacitiesanddistributionn

etwork,onlyafewdairycooperativesandprivatedairiesmarkethaveawidernationalpresencebeyon

dthegrowingdemandforfluidmilkandothervalue-addedproducts. 

 Belowisthelistofhighest13milkproducingstatesinIndiaovertheyears.Thesestatesaltogeth

erholdsashareof40%intheaggregatemilkproductionoftheworld. 

Table4State-wiseMilkProductioninIndia    (‘000tonnes) 

Year 01-02 03-04 05-06 09-10 11-12 15-16 16-17 

AllIndia 84406 88082 97066 116425 127904 155491 165404 

AndhraPradesh 5814 6959 7624 10429 12088 10817 12178 

Bihar 2664 3180 5060 6124 6643 8288 8711 

Gujarat 5862 6421 6960 8844 9817 12262 12784 

Haryana 4978 5221 5299 6006 6661 8381 8975 

Karnataka 4797 3857 4022 4822 5447 6344 6562 

Kerala 2718 2111 2063 2509 2716 2650 2520 

MadhyaPradesh 5283 5388 6283 7167 8149 12148 13445 

Maharashtra 6094 6379 6769 7679 8469 10153 10402 

Punjab 7932 8391 8909 9389 9551 10774 11282 

Rajasthan 7758 8054 8713 12330 13512 18500 20850 



 

 

TamilNadu 4988 4752 5474 6787 6968 7244 7556 

UttarPradesh 14648 15943 17356 20203 22556 26387 27770 

WestBengal 3515 3686 3891 4300 4672 5038 5183 

(Source:NationalDairyDevelopmentBoard,Gujarat) 

Processing 

Withmorediversifiedproducts,India’sdairysegmentisgrowingwiththemajordemanddriv

ersasraisingincomelevel,migrationtoruralareas,householdswithdualincomeandotherdemograp

hicshiftsfortheproductssuchascheese,butter,yogurt,dairywhitener,ghee,paneer,icecream,milkp

owder,flavoredmilkandethnicsweets.AsperthestudyconductedbyRabobank,themarketsharehas

raisedfrom20-30percentforvalue-addedproductsfromfiscalyear2012-13to2017-

18.Yogurtandprobioticdairyshowsanincreasingdemand,duetoitsnutritiousmanneramongthehea

lthmentiscustomers.AspertheNationalDairyDevelopmentBoard,approximately43millionlitresp

erdayistheprocessingcapacityofthecooperativesectorwhereasincaseofprivatesectorisnotavailab

le.However,thetotalregisteredprocessingcapacityis73millionlitresperdayfortheprivatedairysect

or. 

Milk Marketing 

 TheGovernmentofIndiaestimatedthatnearlyhalfthecountry’smilkproductionismajorlyc

onsumedbythehouseholdsandisnotmarketed,whichiseitherconsumedinunprocessedfluidformor

convertedintheformofbutter,ghee,paneerandcurd.Apartfromthese,only15%oftheproducedmilki

sprocessedandmarketedoutsidethehouseholdasfluidmilkorprocessedproductsmanufacturedbys

tructuredcooperativesorprivatefirmswhichisprevalentthroughoutruralandurbanIndiaandtypical

lyinvolvesachainofintermediariesprocuringmilkdirectlyfromtheproducersforretaildistribution

withinsmallareas. 

IndianDairyCooperatives 

PriortoIndependence,theIndiannetworkoffarmer-

owneddairycooperativeswasorganizedusingthe“AnandModel”whichwasoriginatedintheStateo

fGujaratthathasbeenthemostsuccessfulcooperativemovementsandalsothekeyearlydriverofdairy

developmentinIndia.Withatotalmembershipofabout15.1milliondairyfarmers,thedairycooperati

vesholds22Statemilkmarketingfederations,183districtmilkproducerunions,andnearly1,56,000v

illage-

levelcooperativesocieties(NDDB,2011).Atpresentavailabledatarecordsthatthereare263coopera



 

tivedairyplantswiththetotalprocessingcapacityofabout43millionlitersoffluidmilkperdaywiththe

accordanceofStatesofGujarat,Maharashtra,Karnataka,andTamilNaduaccountingforlargeshares

ofcooperative-ownedprocessingcapacity. 

PrivateDairyProcessing 

Investmentindairymarketingandprocessingfacilitieswererestrictedtothecooperativesect

orwithfewexpectationspriorto1991,whichlaterwasdelicensedtoprivateinvestmentwithoutprope

rforgoingapproval,leadingtotheexpansionoftotheexpansionofprivateinvestmentinthesector.The

yarenowexpandingfasterthancooperatives,wheredataspecifiedthatabout765privateorganizingp

lantswereestablishedduring2011,withthetotalcapacityof73millionlitresandaboutmorethan70pe

rcentarefromthecooperativecapacity.Thoughtheprivateandcooperativesectorshandlesequalshar

esofmilkoutput,onlyprivatesectorhavebeenforwardforlargeamountofinvestmentandinnovation

sonSincetheprivateandcooperativesectorsnowhandleroughlyequalsharesofmilkoutput,thesedat

asuggestalargeamountofexcesscapacityhasbeendevelopedbyprivateinvestment.Thecontributio

ntowardsprivatecapacityaremajorlytakenoverbyNorthernstateofUttarPradesh,theWesternstate

ofMaharashtra,butwithsubstantialcapacityintheothermajormilkproducingstatesofPunjab,Andh

raPradesh,MadhyaPradeshandTamilNadu. 

 

Figure1FluidMarketingChannelsinIndia 

 

Constraints 

Cooperative 
Sector

8%
Private Organized 

Sector
7%

Consumer in 
household / not 

traded 
49%

Small scale 
vendors

36%



 

 

 Inthepresentstudy,torank,theconstraintsfacedbythesamplerespondentspurchasingthepr

oductfromretailstoreswerestudiedusingGarrett’srankingtechnique.Ashalatha (1998) 

deliberated the factors influencing the performance of BAMUL milk with a sample of one 

hundred respondents and therefore the factors like door delivery, clean packing, quality, sanitary 

preparation, time-saving, and responsibility, sensibleworth for cash, freshness and desired flavor 

were thought-about as necessary 

constraints.Sehrawatetal.(1999)ruledastudyonassessingtheissuesconfrontedbyentrepreneursto

facilitateputtinginofpropertyexportunitsandsearchingforthelinkbetweenentrepreneursfreelance

variableswithproblemsencountered.Thestudyresultedwithmanyseriouspromotingissueslikeina

dequateaccessibilityofexportdata,cheaperorsuperiorcompetitivesubstitute,identificationofmeg

a-

marketsorpotentialmarketsforexports,highvalueofpackagewhereasstrangenesswithexportactivi

ties,lackofmarketintelligence,lackofsubtletechnologyofpackagingforexport,qualityspecificatio

n,competitionfromalreadyestablishedandbiggerunits,cumbersomeprocedurecardinalandexport

wereseriousissues.GowsamiandSingh(2000)appraisedthesellingissuesandprospectsofhorticul

turalcropswithintheNorth-

EasternhillregionofIndia,comprisingthestatesofArunachalPradesh,Assam,Manipur,Meghalaya

,Mizoram,Nagaland,andTripura.Areaandproductivityofhorticulturalcrops,enactmentofmarketl

egalization,marketintelligenceandmarketperformancewerethekeyaspectsexaminedthroughoutt

hesurvey.TheNorth-

EasternregionofIndiahasamplescopeforincreasingthehorticulturalsectorandalsothemainissues

wereinadequatemarketintelligence,lackofadequatemarketinfrastructure(suchastransportationn

etwork,storage,andprocessingfacilities)andextensionandlackofeconomicmarketlegislationandr

egulation.Bagheletal.(2005)resultedthekeyissuesintimatedbyfarmersonadoptionofvermin-

composttechnologywereshortageofwater,attackbyants,marketingproblemsandstorageissues,w

hichwereexperiencedby13.5%,39%,79%and13.5%oftherespondentsinterviewedrespectively. 

 AccordingtothestudyconductedbyJaswinderandKalra(2006)inPunjab(India)toestabli

shtheissuesassociatedwithorganicfarming,manyrespondentsarepredictingtodiscontinueorganic

farmingduetoweedproblem,lackofawarenessconcerningorganicfarming,non-

availabilityofvermicompost,andbreachingofagreementsbythefarmersweretheissuesfacedbythe

companies.Mathew(2007)conveyedanoverviewabouttheIndiancoconutindustryandexplainedt

herootcauseofthecurrentproductioncrisisandalsoindicatedthatlowrateofreturnsfromthecoconut

holdingsandthededucedinput-



 

 

outputrealization,especiallyintraditionalgrowingcoconutstates,werethebiggestobstaclesforthec

ompetitivenessofIndia’scoconutsectorandmeasureswereexploredtorevitalizetheindustry.Kamr

uzzamanetal.(2009)managedastudyontechnologyutilizationbehaviorofpaddygrowersinGujara

tstate.Thestudyconcludedthatthefarmershadlessadoptionoftechnologywhichwasamajorconstra

int. 

Consumer 

 Consumer as an individual who consumes goods whether it is manufactured by business 

unit or designed by nature such as air, water, etc. and the utilities offered by the business 

organizations like hospitals, religious, educational and other voluntary organization, etc. and even 

government organizationsSchiffmann and Kanuk (1992). 

Nagendra(1994)definedconsumerasapersonwhoboughtgoodsorservicesforownuseandneedsan

dnotforsale.CravensandWood(1996)referredconsumeraspeoplelivingtogetherinfamiliesandc

ertainkindofhouseholds,purchasingandutilizingproductsinordertosatisfytheirpersonalneedsand

wants.Solomon (2008) defined consumer as an individual who selects, purchases, uses or 

dispose of products and services, ideas or experiences to satisfy their needs and desires.

 Levyetal.(2008)definedacustomerasanindividualwhoconsumedgoods,andservicesofm

anufacturersorretailers.Kotleretal.(2009)describedconsumersincludingfromtheindividualbein

gtoallthehouseholdswhoobtainedgoodsandservicesespeciallyforpersonalconsumptionandnon-

businessuse. 

ConsumerBuyingBehavior 

 Inthepresentstudy,consumerbuyingbehaviorwasreferredtomakeadecisionrelatedtothec

onsumers’buyingofmilkproducts.Walters(1974)definedbuyingbehaviorasaprocesswhereinthe

individualsdecideonwhether,what,where,when,howandfromwhomtopurchasetheirwantedgood

sandservices.Markin(1982)meantbuyingbehaviorashumanactivitiesintheconsumptionrole.Th

eactofindividualandorganizationdirectlyinacquiringandusingproductsandservicesincludedinth

eprocessofdecisionmaking.Thisincludesproblemrecognition,searchforalternatives,evaluation,a

ndassessmentofoptions,andthedecisiontobuy,postpone,orsearchfurtherandpost-

decisionevaluation.GuptaandSingh(1989)statedthatconsumerbehaviorreferredtotheselection

ofspecificbrandofaproductoutoftheavailablebrandsinthemarketbyconsideringtheirvariousattrib

utessuchassize,texture,material,taste,hardness,brand,price,nameanddistribution. 

 AccordingtoIyer(1990),consumer’sbehaviorreferredtotheselectionofspecificbrandofpr

oduct,outoftheavailablebrandsinthemarketbyconsideringtheirvariousattributes,price,name,and



 

 

distribution.VarsneyandGupta(2000)arguedthatbuyingbehaviorasahumanactivityintheconsu

mptionrole.Theactofindividualandorganizationdirectlyinacquiringandusingproductsandservic

esincludedintheprocessofdecisionmaking.Thisincludesproblemrecognition,asearchofalternativ

es,evaluation,andassessmentofoptions,decisiontobuy,postpone,orsearchfurtherandpost-

decisionevaluation.Narayanan(2007)foundinhisstudythatmostofthepeoplewerewillingtobuyp

re-

packedonesbecauseitwouldbeeasierforshoppingwhenpackedinparticularweights.Ontheotherha

nd,somepeoplearewillingtokeepthefruitsandvegetablestobekeptoftensothattheycanpickandcho

osethequantityandqualitythattheyrequire.KotlerandArmstrong(2008)characterizedthefactors

influencingconsumerbehaviorintocertainspecificvariablesaspersonal,social,cultureandpsychol

ogical.Stallworth(2008)definedconsumerbehaviorasasetofactivitiesthatinvolvesthepurchasea

nduseofcertaingoodsandserviceswhichresultedfromtheconsumer’semotionalandmentalneedsa

ndbehavioralresponses.Enis(2008)definedconsumerbuyingbehaviorasaprocessthroughwhicht

heinputsandtheiruseleadtosatisfactionofneedsandwants,throughcertainprocessandactionsandh

asnumerousfactorsasapartthatarebelievedtohavesomelevelofeffortovertheconsumer’spurchasi

ngdecisions.Aryaetal.(2009)examinedthetemperamentoftheconsumerstopayapremiumworthf

ororganicproductsinKathmanduValleywhere180samplerespondentsweresurveyedthroughsemi

-

structuredquestionnairesandtoresearchtheconsumer’sperceptionandtheirdispositiontopaymone

yfororganicproducts.Thestudybroughtoutthateveryrespondentswerewillingtopayaworthpremiu

m,howevertheextentofsatisfactorinessvariedconsiderablyandintotalof58%oftheconsumersare

willingtopay6-

20%pricepremium,whereas13%werewillingtopayupto50%pricepremium.Almost39percentoft

herespondentsfelttheadditionalvaluefororganicproductsisaffordable,while27percentconsidered

itastoohigh.Also,thisstudyrecommendedthattheconsumptionoforganicproductsisincreasing,ont

heoppositehand,developmentandinnovationsincertification,processing,labeling,andpackagings

quaremeasureneededtospiceupthedemandfororganicproducts. 

 Kumar(2010)referredtoconsumerbuyingbehaviorbecausethebuyingbehaviorofultimat

econsumers,eachpeople,andhouseholds,whobuygoodsandservicesforprivateconsumption.

 KotlerandKeller(2011)outlinedconsumerbuyingforbehaviorbecausethestudyoftheway

sinwhichbuyingandtakingawayofgoods,services,conceptsorexperiencesbytheindividuals,grou

psandorganizationssoastosatisfytheirneedsandwants.Thedecisionprocessandphysicalactivitype

oplehaveinteractioninonceevaluating,acquiring,victimisationordisposingofgoodsandservices.



 

 

Cosmin(2012)conductedastudyamongtheconsumersoforganicfoodinRomaniaduringwhichhec

alculablethatalmostalloftherespondentshaveapositiveperspectivetowardsorganicfood.Peopleha

vinglargerconcernforhealthandenvironmentandhavingahigherlevelofknowledgeaboutorganicf

oodhaveahigherpurchasefrequency.Thisstudyprovidedapreliminaryanalysisoftheplannedtheor

eticalmodeloutlinedorganicfoodconsumption.Variablesperspective,concernforhealth,environ

mentalconcernanddataconcerningorganicfoodshaveapositiverelationshipwithpurchasefrequen

cy.Thesevariablesaresmartpredictorsofthepurchasefrequencyoforganicfood. 

ConsumerExpectation  

 Inthispresentstudy,expectationsarereferredtoasconsumers’preferredvaluetoberelatedtot

hefreshcutvegetables.SchiffmanandKanuk(1992)statedthatcustomers’expectationwasusually

basedonpopularity,pastexperienceorpre-

conditioned“set”.Praveenetal.(2001)explicitthatlowerexpectationstypicallycausebiggersatisfa

ction,peoplenormallyandparticularlywhoaresensitivetothegapbetweenperformanceandexpecta

tions,havetheinducementtoandactuallydo“strategically”lowertheirexpectations.

 Kotler(2005)opinedthatcustomers’expectationwassometimesexpertise,wordofmoutha

ndadvertising.WeitzandLevy(2007)opinedthatconsumerexpectationsarebasedoncustomers’in

formationandknowledge.

 Nirmala(2008)foundoutthatmajorityoftherespondent'sexpectationsfromthebrandwere

goodtasteandqualityasitwasthemajorfactorinfluencingtheirpurchasedecisionofabrand.Number

offlavorsasinotherbrandswastheexpectationtohavethebrandatareducedprice.About26.66percen

twereexpectingtohaveadifferentrangeofpacksizes.Praveenetal.(2010)foundoutthattheextentof

beliefinkarma,operatinglargelythroughitsimpactonlong-

runorientation,doesmoderate(decrease)theeffectofdisconfirmationsensitivityonexpectations.T

hesefindingssuggestthatitisimportanttotailoradvertisingmessagesbymatchingthemwithcustome

rexpectationsandtheirculturaldeterminants. 

WongandDioko(2013)interpretedthatcustomerexpectationmoderatethemediatingeffectofperc

eivedvaluewhileperceivedvaluefullymediatesthemoderatingeffectofcustomerexpectations.The

resultssuggestbothmoderatedmediationandmediatedmoderation.Overall,thisstudydemonstrate

sanewwayofassessingtheeffectofcustomerexpectationsandabetterunderstandingoftheperceived

valueandcustomersatisfaction.Implicationsfortheoryandpracticeingamingandmarketingstudies

aredelineated.HurkensandLopez(2013)showedthatthewayconsumersformexpectationsandho

wthesereacttopricevariationshaveimportantimplicationsintermsoftheimpactofterminationcharg

esonretailcompetition. 



 

 

ConsumerPerception 

 Inthepresentstudy,theperceptionwasdefinedastheprocessbywhichconsumersinterpretth

eirviewsaboutthefreshcutvegetables.Narayanan(1990)explainedperceptionasapsychologicalp

rocesswherebypeopleselect,organizeandinterpretsensorystimulationsintomeaningfulinformati

onabouttheirenvironment.Robbinson(1999)definedperceptionastheprocessbywhichindividual

sorganizedandinterpretedtheirsensoryimpressionsinordertogivemeaningtotheenvironment.Atti

tudes,motives,interest,experiences,andexpectationsinfluencedtheperceptionoftheindividuals.A

swathappa(2004)definedperceptionasaprocessbywhichindividualsorganizedandinterpretedthe

irsensoryimpressionsinordertogivemeaningtotheirenvironment. 

Kotler(2005)definedperceptionastheprocessbywhichanindividualselects,organizesandinterpre

tsinformationinputstocreateameaningfulpictureoftheworld.Perceptiondependsnotonlyontheph

ysicalstimulibutalsoonthestimuli’sreactiontothesurroundingfieldandonconditionswithintheindi

vidual.Thekeypointisthatperceptionscanvarywidelyamongindividualsexposedtothesamereality

. Reddy(2005)definedperceptionasofhowonewouldseetheworldaroundhim/her. 

Robbins(2005)definedperceptionastheprocessbywhichindividualsorganizeandinterprettheirse

nsoryimpressionsinordertogivemeaningtotheirenvironmentandstatedthatattitudes,motives,inte

rests,experience,andexpectationsinfluencedtheperceptionofindividuals.Munnavar(2005)inhis

studyofmerchandisingstrategiesforenhancingthesalesonperishablesinFoodWorldstatedthatthee

xpectationofthecustomersformedamajorpartinframingthestrategiesforthecasefirm.Theresultsh

owedthatmajorityofcustomerswantedtheavailabilityoffreshgreenleafyvegetablesduringevening

times.Murugananthi(2005)statedthatquality,taste,andpricewerethefactorsconsideredimportan

tforpreferringinaparticularbrandofmasala(spice)products. 

Ravi(2008)definedperceptionasthefeltexperienceaboutvariousattributesofproductsorservicesb

ythecustomerfromthepointofviewofexpectations,requirements,andconvenience. 

  

ConsumerPreference 

 Inthisstudy,consumerpreferencewasanalyzedwithreferencetothechoiceoftheconsumerr

egardingthepurchaseoffreshcutvegetables.Elling(1984)explainedthattheconsumerspreferencea

sthatoftheconsumerwhich,whentheproductpreferredbyhimwasnotavailablewiththedealers,mad

ehimwalktoanotherdealerforthesameproduct. 

AccordingtoSinghandPrabhakar(1989),itisanattempttocreateauniqueimagefortheirproducts,

whichenablesthemtoachieveanadvantageovertheircompetitors’products. 



 

 

AccordingtoPrithvi(1998),consumerpreferencewaswhatthebuyerdecidedinfavorofonebrandor

product,whatmotivatedhimorhertoselectanalternativeandwhoinfluencedhimorhertobuythebran

dorproduct. 

SanjayandAbdul(2002)observedthatpurchasingdecisionofbrandedricewasdonebyhousewives

andretailerswerethemainsourceofinformation.Mostoftheconsumerspreferredtobuy10kgpacksr

atherthan25kg.Thequalityandimageofthebrandwererankedasmajorfactorsforbrandpreferencein

purchasingofbrandedrice. 

Kotler(2005)explainedthattheconsumer’ssatisfactionordissatisfactionwoulddecidetheconsum

er’spreferencefortheproductandifhewassatisfiedwiththeproductandthenhewouldexhibitahigher

probabilityofpurchasingitagain. 

JabirAlietal.(2010)foundoutthatpreferencesoftheconsumersclearlyindicatedtheirpriorityforcl

eanliness/freshnessoffoodproductsfollowedbyprice,quality,variety,packagingandnon-

seasonalavailability.Theconsumers’preferenceofmarketplacelargelydependsontheconvenience

inpurchasingatthemarketplace.Fruitsandvegetablesaremostlypurchaseddailyortwiceaweekduet

otheirperishablenature,whereasgroceryitemsarelessfrequentlypurchased. 

Sharma(2012)definedconsumerpreferencesasthesubjectivetastesofindividuals,asmeasuredbyt

heutilityofvariousbundlesofgoods. 

Marketing 

 Problemsinmarketingofcardamomasdecliningpricesofcardamomandharassmentintheta

xassessmentofsmallgrowers.Cheatingandexploitationbymiddlemen/localtradersasanotherprob

leminthemarketingofcardamominKarnataka.Theyalsostatedthattoattainsuccessintheinternation

almarket,itisveryessentialthatresearchactivityistakenuponflavorperseverance,colorretention,an

dpackaging,etcGnanamuruganandSatheeskumar(2013). 

Hameedu(2014)reportedthatfarmersarenotawareofthenewmethodsinthemarketingofcardamo

m.Farmersselltheirproducts(cardamom)immediatelyafterdrying,withoutsortingorgrading.Buts

omeproducers,however,storeforsomeperiodtowaitforthehighprice.VishalandAnupam(2015)s

aidthatmarketingasadisciplinehasevolvedoveraperiodoftimewherethetraditionalconceptimpart

sthatgoodswereproducedtobesoldtothecustomersandthemodernmarketingstatesthatgoodsarepr

oducedaccordingtotheneedsanddemandofthecustomers. 

MarketPromotion 

 Televisionadvertisementshaveledtoincreasedsalesinonlyhalftheinstancestested,intheca

seoftradepromotions,only16%instancesstudiedacross65productcategorieshaveresultedinincre



 

 

mentalsales,whichledthemtoconcludethatmanycompaniescouldimproveprofitabilitybyrestrain

edexpensesonadvertisementsandpromotions.Thetraditionalnotionsofmarketersofcontinuallyrai

singexpenditureonadvertisementtopromotetheirbrandandincreasesalesaresomeofthemythsthatt

heyhavearguedagainst.Theyalsoadvocatedgreaterusageofempiricalstudiesontheeffectivenessof

advertisementstojustifythecontinuedexpenditureAbrahamandLodish(1990). 

Heath(2000)arguedthatmostresponsesofconsumerstoadvertisementsarelowinvolvementproces

singinnatureandprovidesaTheoryofLowInvolvementProcessingofadvertising,whichoperatesth

roughtherepeatedprocessingofelementsatlowattentionlevelsleadingtothegradualestablishmento

fmeaningfulbrandassociationinconsumers. 

Pauwels(2007)interpretedfromhisstudythat,therearedifferentialeffectsforleadingbrandsversuss

mallerbrands.Specifically,smallerbrandpromotionscanoftenbenefittheircompetitors,whileleadi

ngbrandsbenefitthemselvesthroughpromotions.However,becausedifferentpromotionactivitiesc

anbetiedtodifferentsearchgoalsforconsumers,itislikelythatdifferentpromotiontypes(featuringve

rsusdiscounting)mayinteractwiththetypeofbrand(marketleaderornon-

marketleader).Weexpectthesalesofthefocalbrandtobepositiveinfluencesfromthepresenceofthe

marketleaderinanadjacentshelflocation. 

Keller(2010)foundoutthatifsomeonelivesinalargerfamilyandismarketmaventhatiswellinforme

daboutseasonalsalesandsharestheinformationwith16othersrespondtomanydifferentdeals.Value

-

addedpromotionsarefavoredbyfashionfollowerswhohaveprimaryschooleducation.Poorlyprone

customersareloyalandinterestedinfashionandtrends.Peoplehighlypronetosalespromotiontechni

quesofferingeconomicbenefitsareinvolvedinfashionandmarketmaven. 

Sharma(2012)revealedthatmarketingpromotionsweresignificantlycorrelatedwithpurchasebeh

aviorandsatisfactionofthecustomers.Therewasalsoasignificantrelationshipbetweenproduct,peo

ple,physicalevidencewithpurchasebehaviorandoverallcustomersatisfactionofthecustomers. 

Sinhaetal.(2016)statedthatinternetmarketing,alsoknownasdigitalmarketing,webmarketing,onl

inemarketing,searchmarketingore-

marketing,isreferredtoasthemarketing(generallypromotion)ofproductsandservicesovertheInter

net.I-

MarketingisusedasanabbreviatedformforInternetMarketing.InternetMarketingisconsideredtob

ebroadinscopebecauseitnotonlyreferstomarketingontheInternetbutalsoincludesmarketingdone

viae-

mailandwirelessmedia.Digitalcustomerdataandelectroniccustomerrelationshipmanagement(E

CRM)systemsarealsooftengroupedtogetherunderinternetmarketing.InternetMarketingtiestoget



 

 

herthecreativeandtechnicalaspectsoftheInternet,includingdesign,development,advertising,ands

ales. 

MilkandMilkProducts 

 ConsumerattitudeandperceptiontowardsabrandedmilkproductinSriLanka.Theresultssh

owedthatconsumerstendedtopurchasetetra-

packconsideringtheattributesincludedinvalueandpackagesubsetsmainly,includingpurity,size,c

onvenience,appearance,andinformationallabelingetc.However,consumersdidnotbelievethatite

nhancedcertainattributesincludedin“foodsafety”and“nutritional”subsets.Thestatisticaloutcome

showedthatage,gender,levelofeducationandincomehadasignificantimpactonthisbehaviorKariy

awasam 

andWeerahewa(2006).A.Alwisetal.(2009)didananalysisregardingthefactorsinfluencingconsu

mptionoffreshmilkamongconsumersofSriLankaandrevealedthattasteandnutritionalcontenthave

positive(stimulating)impacttowardstheconsumersandconverselyhealthproblems,pricelevel,and

product´savailabilityhavenegative(dissimulating)impactonconsumerdecisiontopurchasefresh

milkinSriLanka.Kilic 

andTiryaki(2009)analyzedbetweenpackedandunpackedmilkpreferencesinSamsunprovinceof

Turkey.Theresultsindicatedthatbetter-

educatedhouseholdhead,higherincomehouseholds,youngerandfemalehouseholdheadandpeople

whoconsumedmorepackedfluidmilkthandidothersalsoagreedwith“unpackedmilkisnothealthy”.

Moreover,consumerswhoagreedwithstatement“priceofpackedmilkisexpensivecomparedtounp

ackedmilk”werelesslikelytoconsumepackedfluidmilkthandidothers.Bulsara(2010)reportedtha

tIndianEconomyhasbeenwitnessingsignificantchangesinlastfewyearsintheretailsector.Themaj

ortechnologicaladvancestransformedbusinesspractices.Theemergenceofnewformatsandchangi

ngcustomerpreferencesprovidedanopportunityforpeopletoserveandgetservedbetter.Aayazand

Ghafoor(2011)conveyedastudyamongst120consumersofpackedmilkin3citiesofPakistan.Thest

udyresultedthatconsumersmostlydistinguishpackedmilkrelativelybetterduetoitsvariousqualitya

ttributes.Theestimatedorderedlogisticregressionmodelrevealedthatyounger,marriedandmaleco

nsumersirrespectiveofeducationlevelhadgreaterpreferencesforpackedmilk. 

Yayar(2012)analyzedbetweenpackedandunpackedfluidmilkconsumptionandpreferenc

eamongstTurkishhouseholdsusingconsumersurvey.Empiricalresultsindicatedthatthebetter-

educatedhouseholdheads,higherincomeandlargerhouseholds,andhouseholdswithchildrenunder

sevenyearsofageconsumedmorepackedmilkthanothers.Asimilarresultwasfoundforunpackedmi

lkconsumption,exceptforanegativeeffectofeducation,workingwifeandincome.JustineandJyoti



 

 

(2012)foundoutthathealth,availability,andeducationfromdemographicfactorspositivelyinfluen

cetheconsumer’sattitudetowardsbuyingorganicfood.Overallsatisfactionofconsumersoforganicf

oodismorethaninorganicfoodbutthesatisfactionlevelvariesduetodifferentfactors.Sivasankaran

andSivanesan(2013)foundintheirstudy,thatquality,packaging,price,availability,andadvertise

mentwerethefactorsthataffectedthepreferenceofbrandedmilkinruralandurbanareasandaffectedt

heconsumptionpattern.Ahmed 

andAmin(2014)conductedaresearchtoassesstheimpactofpackagingonproductpurchase.Accord

ingtothefindingoftheresearchstudy,itwasobservedthatthepackagingwasthemostimportantfactor

.ItwasfurtherconcludedthatthepackagingelementslikeitsColor,Packagingmaterial,DesignofWr

apperandinnovationweremoreimportantfactorswhenconsumersmakinganybuyingdecision.Fina

lly,ithasalsobeenconcludedthatthePackagingisoneofthemostimportantandpowerfulfactors,whi

chinfluencesconsumer’spurchasedecision. 

MousaviandJahromi(2014)inhisresearchinShirazcitywith193samplesusingaquestionnaire.Th

eresultsofthestudyindicatedthatpackagingelementssuchascolor,contextimageandpackagingmat

erial,styleofwriting,coverdesign,printedinformationandinnovationhadapositiveandsignificantr

elationshipwithconsumerbuyingbehavior.Sumathi(2015)conductedastudyonconsumer’sperce

ptiontowardsdifferentbrandsofpackagedmilkinwhichheconcludedthat“despitethetechnological

advancementresultinginseveralvarietiesofpackagedbowlsofmilkinmarket,thereisastrongfeltnee

dforthemarketingmanagerstofocusoncreatinghighdegreeawarenessamongconsumersregardingt

heirproductrange”.ElangovanandGomatheeswaran(2015)foundintheirstudyinTamilNadutha

tpeoplepreferredretailoutletsforpurchasingbrandedmilkandmilkproductsandalsomostoftheresp

ondentswereinfluencedbythefamilymembersforthepurchaseofaparticularbrandofmilk. 
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