AstudyonconsumerAwarenessregardingNon-DairyProducts

Abstract

The focus of this paper is to explore how a well-known cooperative organization in the
dairyindustry can increase customer awareness of non-dairy products. The study comprised
104participants,anddatawascollectedthroughaquestionnaire. TheresultsshowthatAnandCityresi
dentshave a positive attitude towards non-dairyproductsofferedbythe
cooperativeorganisation. Toincreasesales,thecompany'spromotionalstrategiescanbeimproved.R
eady-to-eat,ready-to-cook,andready-to-
servefoodproductshavebecomeincreasinglypopularduetochangesineatinghabitsandculinarytec
hniquesbecauseofurbanisation,culturalshifts,andsocietaldevelopment.
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Introduction

India's eating habits and culinary techniques have undergone a significant change in the
lastseveralyearsbecauseofurbanisation,culturaldevelopment,andsocialtransformation.Peoplech
oose simple, quick, and time-saving cooking methods and foods because of the pressure
oftheirbusylives.Becausetherearemanyquickfoodsonthemarketandbecausepeoplerespondtoite
msthatarefreshandsimpletoprepare,modernpeople'slifestylesandbehaviourstowardsready-to-
eat (RTE), ready-to-cook (RTC), and ready-to-serve (RTS) products have changed.Due to
their convenience, RTE, REC, and RTSsnacks have seen the fastest growth
inpopularityamong consumers over thepast five years.

Thesefoodproductsattractedmoreconsumerinterestbecauseoftheirallure,reasonableprice,flavou
r, appearance, texture, etc. They are also known as fast food because they are simple
toprepare and eat. It frequently consists of prepared snacks, frozen meals, bread,
spaghetti,breakfastcereals, fruit snacks,sauces, processedmeat,protein bars,etc.

Incontrasttoreadytocookfooditems,whichrequiresomepreparationslikeheatingorboilingbefore
consumption, ready to eat food goods are packaged foods that may be enjoyed
rightawaywithoutanycooking.Whilepreparedfoodsthatserveasamaindishanddonotneedanyfurth
eraccompanimentsareknownasreadytoservedishes. Today'sready-to-eat/serve,ready-to-
cookproductsarewidelyavailablesincetheyarethemostaccuratesubstituteforour



everydaydiet.Young peoplearemorelikelytospend theirmoney onready-to-eatandready-to-
cookproducts.



Young customers, who are easily targeted by RTE, RTC, and RTS manufacturing
companiesdue to the convenience level, texture, and pleasant flavour over the entire shelf life
of theproducts, are driving up demand for these foods. As a result, ready-to-eat and ready-to-
cookfoodproductsarebecomingincreasinglypopularamonglindianandglobalconsumersinplaceof
conventional cookingmethods.

Objectives

» ToinvestigatehowconsumersseeRTE, RTS,andRTCfoodproducts.
= ToresearchcustomerpurchasingpatternsforNon-dairyproducts.

= Todeterminetherespondents'brandawareness,issues,anddegreeofsatisfactionwiththeirp
urchases of Non-dairy products.

= Toidentifythevariablesaffectingconsumers'decisionstobuyNon-dairyproducts.

ResearchMethodology

e DataCollection
This study makes use of primary data. The respondents filled out a questionnaire to
obtainprimarydata. There are closed-ended questions on the survey.

e Samplesize
Thesamplesizetakeninthiswas104students.

e Areaofstudy
Theareaoftheresearchwasconfinedto AnandCity Gujarat

e Toolsforanalysis
Thenumerousinstrumentsusedfordataanalysisinclude:
Proportional
analysisLikert-scale
evaluationAnalysingrankc
orrelation

Results and Discussion

GenderofRespondent
Numerous studies indicate that men in families tend to make more purchasing decisions

thanwomen. Thefollowing table includesthe gender classification oftherespondents.
Tablel:Gender-wiseclassificationofrespondents

Gender No.ofrespondents Percentage

Female 52 50
Male 52 50
Total 104 100




mFemale

m Male

Source: Primary

dataFig 1: The numbers of respondents from both

genderTable2:Demographic Characteristics

Characteristic

Data

Area

Rural:47.1%
Urban:52.9%

Age

Below?20:23.1%
20-30:75%
Morethan30:1.9%

Courseofstudy

Undergraduate:57.7%
Postgraduate:39.4%
Ph.D.:2.9%

Discipline

DairyTechnology:29.8%
FoodTechnology:43.3%
Engineering:3.8%
Agriculture:1%
Medical:10.6%
Commerce:1.9%
MBA:6.7%

Science:3%

Familyoccupation

Agriculture:36.5%
JOB:44.4%
Business:19.1%

Source:Primarydata

Thedataprovidesinsightsintoaspecificpopulation,revealingapredominantlyurbandemographic

(52.9%) with a significant portion aged 20-30 (75%). In terms of education, amajority are
undergraduates (57.7%), followed by postgraduates (39.4%), and Ph.D. holders(2.9%). The
distribution of disciplines shows a diverse range, with food technology (43.3%)and dairy
technology (29.8%) being the most prevalent. Family occupations are varied, with
asubstantial percentage engaged in jobs (44.4%), followed by agriculture (36.5%) and

business(19.1%).




Fig 2:AwarenessaboutNon-DairyProducts

Non-DairyProducts

Source:Primarydata
39%oftherespondentswerefullyaware,while55%weremoderatelyawareofthenon-dairyproducts.Only
6%reported being unaware.

Fig 3:Source'sofkKnowledgeofNon-DairyProducts
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Thegraphreportsstatethesource'sknowledge:60.60%ofrespondentswerefromthemselves,44.20
% were from Brand Store, 39.40% were from friends, and 19.20% were from
familymemberswhocametoknowaboutNon-
dairyproductshyarenownedcooperativeorganisationinthedairy sector products. Only 1%
wereunawareof Brand's non-dairy products.



Fig 4:LevelofPurchasetheNon-DairyProducts
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Source:PrimaryData

Thegraphshowsthat87.5%ofcustomersboughtReadytoEat,44.25%boughtReadytoCook,and37.
5%Dbought Readyto ServeNon-dairy products.

Table3:Percentageofpeoplewhopurchasednon-dairyproducts

Percentageofpeoplewhohavepurchasednon-
Store dairy products from a well-known
cooperativeorganisationinthedairysectorataspeci
ficstore
AmulParlour 79.80
D-Mart 44.20
Jio-Mart 10.60
ProvisionStore 26.00

Source:PrimaryData

According to Table 3, Amul Parlour was the preferred store for approximately 79.80% of
therespondents. The second most preferred store was D-Mart. Around 26% of the
participantspurchased non-dairy products from a renowned cooperative organization in the
dairy sectorfromProvision Store.Furthermore, 10%of therespondents bought productsfrom
Jio-Mart.



Fig 5: AwarenessofReady-to-CookNon-dairyproducts
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Theobservationtableandgraphdemonstratethat58.65%ofpeoplearemoreawareofFrenchfries,51.
92%ofpeoplearemoreawareofAloo Tikki,50%ofpeoplearemoreawareofPotatoWedges, 51.92%
of people are more aware of Veg Burger Patty, 39.42% of people are
moreawareofVeggieStix,51.92%ofpeoplearemoreawareofCheeseOnionParatha,and57.69%ofp
eople aremore aware of Amul Thin Crust4 CheesePizza.



Fig 6:Frequency of

Purchasing Non-Dairy
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The above chart displays the frequency of purchase of ready-to-cook non-dairy
products.According to the chart, French fries, Aloo Tikki, and Amul Thin Crisp 4 Cheese
Pizza are themost popular products, with respondents purchasing them once a month. The
reasons forbuying these products include their delicious taste, brand reputation, high quality,
ofpreparation,andtime-

€ase

savingbenefits. Theseproductsarealsopopularbecausetheyareeasytocookand

taste,freeing up timefor other activities.

provideaperfect



Fig 7: AwarenessofReady-To-EatNon-DairyProducts
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The data presented in the observation table and graph indicates that 60.5% of individuals
aremore familiar with Peanut Butter, while 61.53% have a greater awareness of Tomato
Ketchupand Salted Chips. Furthermore, 56.73% are more familiar with Masala Chips,
55.76% withCreamand Onion Chips, and 46.15%withCheesyBurst Puffles.



Fig 8: FrequencyofPurchasingReady-To-EatNon-DairyProducts
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The chart above displays how frequently respondents of a renowned cooperative
organizationin the dairy sector purchase ready-to-eat non-dairy products. According to the
chart, PeanutButter, Tomato Ketchup, Masala Chips, Fiery Peri Peri, and Tango Tomato puffs
are all itemsthatarepurchased onceamonth.

When asked about their reasons for buying ready-to-eat non-dairy products, respondents
citedbrandtrust,taste,andqualityasthetopthreereasons. Theyalsomentionedthattheseproductsarec
onvenienttoeatasasnackandsavetime,whilestillbeingdelicious.Otherreasonsincludegoodflavour
, high quality, satisfyingcravings, andoverall enjoyment.



Fig 9: AwarenessofReady-To-ServeNon-DairyProducts
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The observation table and graph demonstrate that 76.92% of people are more aware of
Pav,75.96%aremoreawareofBread,71.15%aremoreawareofPizzaBase,and69.23%aremoreawar
eof Bun.

fig 10:FrequencyofPurchasingReady-To-ServeNon-DairyProducts
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The chart above displays the frequency of purchasing ready-to-serve non-dairy products,
asreported by the respondents. According to the chart, pav, bread, pizza base, and buns are
allbought onceamonth.



The respondents stated several reasons for buying ready-to-eat non-dairy products from
therenownedcooperativeorganizationinthedairysector. Thesereasonsincludetrustinthebrand,tast
e, and quality of the products, trust in the hygiene of the production process,
convenience,affordability,andoverallgoodquality. Theproductscanbeusedinvariouseverydaydis
hesasan ingredient or consumed with other foods, and the respondents also had an attitude of
tryingnew things.

Conclusion

A survey was conducted in Anand where 104 respondents completed a questionnaire-
basedsurvey.Thesurveyaimedtoassesstheawarenessofnon-
dairyproducts,whichwasconductedthrough consumer awareness campaigns by a renowned
cooperative organization in the
dairysector.TheanalysisofthesurveyindicatedthatmostrespondentswerefamiliarwithNon-
dairyproducts. The survey also revealed that 87.5% of the respondents purchased Ready to
Eat,44.25% purchased Ready to Cook, and 37.5% purchased Ready to Serve Non- dairy
products.With the availability of numerous fast-food options in the market, peoplehave
adjusted theirlifestyles and behaviours towards consuming ready-to-eat, ready-to-cook, and
ready-to-serveproducts. They prefer foods that are fresh and easy to prepare. The survey
mainly focused onthe ready-to-eat, ready-to-cook, and ready-to-serve food categories. These
categories includedpackaged food that is intended for immediate consumption and requires
little preparation incontrasttoready-to-cookfoods, whichrequirerelativelylittlefurther work
toprepare.
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