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Abstract
The study of consumer behaviour investigates and develops methods 
to quantify, forecast and influence the of behaviour consumer.The 
study of consumer behaviour investigates and develops methods 
to quantify, forecast and influence the of behaviour consumer.As 
attention shifted from product to the consumer, new focus led 
researcher to picture the consumer first and how the consumer 
would behave for any changes in product or for any choices 
offered. In board rooms and marketing conferences, consumers 
were discussed more than products. Building a strong brand is 
the need of the hour as the consumer today is more occupied 
and devotes lesser time in making decisions. The present study, 
therefore, revolves around the behaviour of the consumer for 
branded food products in urban and rural areas and to highlight the 
differences in the perception of the consumers in these areas. The 
respondents for the purpose of the study are drawn from Ambala 
District of Haryana. The study will help the manufacturers to 
make meaningful conclusions on the basis of observations made 
in the study.
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I. Introduction
Consumer behavior includes the “what-where-why-when and 
how” of the purchase and experience process.As success and 
failure of marketing depends on target consumers, individuals 
and group reactions expressed in the form of buying patterns one 
must understand consumer behavior. Understanding consumer 
behaviour and “knowing consumer” is never simple. Consumers 
may ‘say’something else but ‘do’something other. They may not 
be in touch with their inner motivations. They may respond to 
influences that change their minds at the last minute. The modern 
marketing concept spells out the real significance of consumer 
behaviour.                        
The field of consumer behavior covers a lot of ground. It is the 
study of the process involved when individual or groups select, 
purchase, use or dispose of products, services, ideas or experiences 
to satisfy needs and desires. Consumers take many forms. Needs 
and desires to be satisfied range from hunger and thirst to love, 
status or even spiritual fulfillment.According to Walter and Paul, 
“Consumer behaviour is the process whereby individuals decide 
whether, what, when, where and how and from whom to purchase 
goods and services.”
Marketing research is often concerned with behaviour the of the 
consumers. If the behaviour of the consumer towards a company 
or its product is unfavourable, the Company will not be able 
to sustain itself for too long. It is therefore, in the interest for 
company to ensure that people have a favourable behaviour for 
its products. However, this by itself is not enough. The company 
must also understand preferences of the consumers. Thus, a study 
of behaviour becomes very relevant to marketing researchers.
More and more firms have come to realize that one of their most 

valuable assets is the brand name associated with their products 
or services. In the world of increasing complexities, all of us, as 
individuals and as business managers, face more choices with less 
time to make them. Thus building a strong brand is necessary for 
simplifying consumer decision making and for reducing risk. A 
brand is a name, term, sign, symbol or design used to identify the 
products of one firm and to differentiate them from the products of 
the competitors. A brand or a trade mark is an integral part of the 
symbol appearing on the product. A buyer identifies the product 
with the brand name and seller gets a chance to earn goodwill 
in the market.
Brand represents product image, quality or value. Brand influences 
the buyer in making his buying decisions and reduces his searching 
time in finding products with desired features. A brand generally 
suggests that quality and standard of the product.  Thus, it helps 
a consumer in purchasing a good quality product.
So what is the behaviour of consumers towards brands? How many 
number of consumers like branded food products and why? From 
where do they want to purchase the products? Who takes decision 
for buying these products? To get the answers of these questions 
is the main objective of the present research?

II. Survey of Literature
In this part, work done in the past regarding consumer behaviour, 
awareness, purchase behaviour, brand preference and factors 
influencing brand preference has been reviewed. A number of 
studies have been made by various researchers in the past to study 
the behaviour of consumers.                          
Yeung and Joe (2001) explained that food safety has become a 
major issue of public concern, encouraging the UK government 
and the food industry to take steps to rebuild consumer confidence. 
In this context, the paper draws on review of research literature to 
develop a conceptual framework to identify and review the factors 
influencing consumer perception of food safety related risks and 
the likely impact on purchasing behaviour. 
Verdurme and Viaene(2003) in their study developed a model that 
suggested differences between premium branded and generic GM 
food products regarding the information of attitude and purchase 
intentions.
Ramasamy(2005) reported that, the buying behaviour is vastly 
influenced by awareness and attitude towards the product. 
Commercial advertisements over television was said to be the 
most important source of information, followed by displays in 
retail outlets. Consumers do build opinion about a brand on the 
basis of which various product features play an important role 
in decision making process. A large number of respondents laid 
emphasis on quality and felt that price is an important factor while 
the others attached importance   to image of manufacturer.
Kubendran and Vanniarajan (2005) studied that, the change in 
consumption pattern was due to changes in food habits. If income 
and urbanization increase among consumers, the percentage of 
income spent on consumption increased. The urban consumer’s 
preferred mostly branded products compared to rural consumers. 
The most significant factors influencing buying decisions were 
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accessibility, quality, regular supply, door delivery and the mode 
of payment.              
Narang (2006) opined that, a buyer does not stick to one brand in 
case of food purchasing. They should be able recall different brand 
names when they go for purchase. Repetitive advertising can be 
used to promote brand recall. The product should be associated 
with style and trend, so that it appeals to the youth and the brand 
name should be developed as a fashion statement. Promotional 
schemes such as discounts and free offers with purchase were 
suggested to increase rates.
These studies indicate the increasing role of consumers towards 
the particular product.The present study examine as to what extent 
the consumers in rural area are aware of branded food products.

III. Statement of the Problem
Consumer behaviour certainly is an off-shoot of marketing. 
Marketing and consumer behaviour are so closely related that the 
study of consumer behaviour becomes necessary. Viewing it from 
another angle, consumer behaviour study and consumer research 
are important allies of the marketer. They are the engine that propel 
ideas, gives a forecast of the market and lead to innovations. 
The more diverse the market, the more is the need for consumer 
behavior studies. It is accepted that consumer behaviour prediction 
is indeed important & complex and requires serious effort. It is 
also accepted that a study of consumer behavior is essential for 
making marketing plans.

IV. Objectives of the Study
The present study has certain objectives which are as under:-

To understand the behaviour of the consumers towards 1. 
branded food products.
To study brand preference and factors which contribute to 2. 
the choice of a particular food brand.
To examine consumer’s overall awareness of various brands 3. 
available in the market.

V. Research Methodology
The present study is based on questionnaire administered on the 
rural and urban consumers of Ambala District of Haryana. 150 
respondents from the rural and 150 from the urban population were 
drawn on random basis. Preliminary discussions were held with 
the local consumers and the marketers about the consumption of 
branded food products as well as about the brands available and 
preferred in the study area to gather information on the products 
to be selected for the study. Based on the discussions, the most 
commonly available and used products in the study area were 
selected.

VI. Collection of Data
To study the objectives, required data were collected from primary 
as well as secondary sources.

A. Primary Data
The data required for the study were collected from the 
respondents by personal interview method with the help of pre-
structured questionnaire. Different types of questions are used in 
questionnaire like open ended questions, closed ended questions, 
placing variables in rank order, multiple choice questions etc.The 
questionnaire consisted of:
Part I: General information like name, age, education, occupation, 
income type of area, family particular etc.
Part II: Specific information included the information regarding  

behaviour of consumers regarding branded food products, 
factors influencing the purchase of branded food products, brand 
awareness, sources of information for brand awareness, frequency 
of purchase, nature of purchase decision, place of purchase, 
influencers of purchase decision, brand preference, factors 
influencing to prefer particular brand and alternative purchase 
plans of the consumers.

VII. Secondary Data
Secondary data on location, demography and regarding population 
of the study area were collected from published sources.
Statistical Analysis
The data collected for the study was processed on Likert Five 
Point Scale wherever possible and analyzed by using suitable 
statistical techniques discussed as under:

A. Tabular Analysis
 Percentage analysis was used to study the socio economic 
characteristics like age, education, occupation, income level, 
consumer awareness towards branded food products, sources of 
information for brand awareness, frequency of purchase, nature 
of purchase decision, place of purchase, influencers of purchase 
decision and alternative purchase plans of the consumers.

B. Ranking Technique
 Ranking technique was adopted for the studying brand preferences 
and factors influencing for preference of a particular brand. Rank 
Correlation Method is used where consumers are asked to assign 
ranks to different variables and then calculations are made on the 
basis of ranks assigned.

C. Percentage Method
Percentage method was used on the basis of data collected from 
rural and urban respondents. This percentage level shows the 
behaviour of the consumers towards their particular food brand.
The food brand that has maximum percentage of respondent’s on 
the basis of their liking and preferences was assigned rank I, then 
the percentage, less than the maximum percentage was assigned 
rank II. As well as percentage level of respondent’s decreases, as 
well as the rank assigned also decreases. Thus this percentage level 
shows which brand has maximum preferences or which brand has 
more favourable behaviour of the consumers. 
 The Ordinal Scale is used for measuring the behavior of consumer 
towards branded food products. The task of ordering or ranking, 
results in an ordinal scale, which defines the relative position of 
consumers according to some attributes or variables. Different 
types of Rank Order Rating Scales are also used to study the 
behavior of consumers.

VIII. Limitations
The scope of the study is limited due to its applicability in one 
district only.Consumers sometimes do not exhibit their true attitude 
and data regarding their families. The behaviour of the consumers 
is changing fast and hence cannot be truly predicted.

IX. Analysis and Interpretation
To understand the behaviour of consumers, socio-economic 
characteristics of the consumers were studied. They are the 
important variablesas they decide the consumption pattern of food 
products in the family. Generally it is believed that, as the income, 
age and education of the consumers increase, the expenditure 
on consumption of food products also increases. The following 



IJMBS Vol. 4, ISSue 2, AprIl - June 2014 ISSN : 2230-9519 (Online)  |  ISSN : 2231-2463 (Print) 

w w w . i j m b s . c o m 44   InternatIonal Journal of ManageMent & BusIness studIes

Table-1 presents the socio-economic pattern of the selected sample.

Table 1: General Information of Selected Samples
Gen. Inf. Categories     No. of Responders          Percentage

Rural Urban Total Rural Urban Total
Age Below 15yrs.(AG1) 11 24 35 0.073 0.160 11.67

15-30yrs.        (AG2) 48 46 94 0.320 0.307 31.33
30-45yrs.        (AG3) 47 42 89 0.313 0.280 29.67
45-60               (AG4) 30 28 58 0.200 0.187 19.33
60 & Above   (AG5) 14 10 24 0.093 0.067 8.00

Education Below Matric 25 13 38 16.67 8.67 12.67
Matric 34 18 52 22.67 12.00 17.33
Graduation 35 35 70 23.33 23.33 23.33
Post-Graduation 46 40 86 30.67 26.67 28.67
Post-Graduation Plus 10 44 54 06.67 29.33 18.00

Occupation Industrialist 03 06 09 02.00 04.00 03.00
Business 33 50 83 22 33.33 55.33
farming 48 12 60 32 08.00 20.00
Services 42 54 96 28 36.00 32.00
Any Other (Student) 24 28 52 16 18.67 17.33

Income 0-10,000 34 12 46 22.67 08.00 15.33
10,000-20,000 49 27 76 32.67 18.00 25.33
20,000-30,000 40 35 75 26.67 23.33 25.00
30,000-40,000 17 42 59 11.33 28.00 19.67
40,000 & Above 10 34 44 6.67 22.67 14.67

Above table presents the general information of selected samples 
rural area and urban area of Ambala district. It could be inferred 
from the table that the maximum number of respondents i.e., 31.33 
per cent of them belonged to the age group AG2 (15-30 years). 
29.67 per cent of the respondents were from group (30-45years)
i.e., AG3 whereas 19.33 percent belonged to the age group of 45 
to 60 years (AG4). Besides, 11.67 per cent of them belonged to the 
age group AG1 i.e.below 15 Years. Few respondents i.e. (8.00%) 
were above 60 years and belonged to the age group AG5.
Maximum number of the selected respondents i.e.28.67 per 
cent of the respondents were post-graduates and 23.33 per cent 
of them belonged to graduation level. Very less percentage of 
the respondents were of below matric level (12.67%). It was 
also observed from the table that17.33 percent of responds are 
matriculate and18 percent of the respondents were belonged to 
post- graduation plus level.
Most of the respondents belonged to business families (55.33%) 
and 32per cent of them were of service families. 20 percent of 
respondents belonged to the farming while 17.33 per cent of them 
were students. However, only 3 percent respondents were of them 
were industrialists.
A sizable number of respondents (25.33%) belonged to income 
group of (10,000-20,000), 25.00 per cent belonged to income 
group (20,000 –30,000). Further, 19.67 per cent fell into income 
group (30,000-40,000). A small percentage (14.67 per cent) 
belonged to 40,000 & above income level.

X. Specific Information Relating to Consumer 
Behaviour
The responses of the consumer about the branded products were 
tabulated and analyzed to understand their behaviour.

A. Awareness of Consumers Towards Brand
The following table and the diagram shows the awareness of the 
consumers towards the brands appears to be 100 per cent.

Table 2: Awareness About Brands
Area   No of Respondents Percentage
Rural 150 100%
Urban 150 100%

Graph 1 show that all the respondents of rural area and urban area 
were aware of the brands available in food products. It seems that 
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the people in rural and urban areas both have good awareness 
about brand of products.

2. Consumer's Behaviour Towards Product Purchase 
Frequency 
Table 2 represents Product Purchase Frequency which influences 
the consumer behaviour towards branded food products.

Table 3: Product Purchase Frequency
Product No of Respondents % %
Purchase 
Frequency Rural Urban Rural Urban

Weekly once 33 35 22.00% 23.33

Fortnightly 28 29 18.67% 19.33

Monthly Once 44 39 29.33% 26.00

Quarterly 20 29 13.33% 19.33

Occasionally 25 18 16.67% 12.00

Graph-2

The above Table and graph shows that a maximum percentage of 
respondents (29.33%& 26% in rural and urban areas respectively) 
purchases the branded food products once in a month. Further, 
22% of the respondents in rural areas and 23.33% in urban areas 
purchase these products once in a week. 18.67% in rural areas 
and 19.33% respondents in urban areas purchase these products 
fortnightly and the 19.33%of respondents in urban areas buy the 
branded products quarterly. In rural areas 13.33% purchase the 
branded food products quarterly. Some respondent’s i.e.16.67% 
in rural areas and 12% respondents in urban areas purchase the 
branded food products occasionally.

C. Behaviour of Consumers Towards Sources of 
Information
The behaviour of the consumers towards the sources of information 
including display, newspaper, magazine, TV, radio, friends etc. 
has been presented in Table 4 below:

Table 4: Source of Information
 Source of 
Information No of respondents        Percentage

Sources Rural Urban Rural Urban
Retail Shop 
Display 19 21 12.67% 14.00%

Newspaper & 
Magazine 41 42 27.33% 28.00%

TV/Radio Ads 58 55 38.67% 36.67%
Friends & 
Relatives 17 23 11.33% 15.33%

Other 15 9 10.00% 6.00%

Graph 1
The above table and graph show the different sources of information 
which influences the consumer behaviour towards branded food 
products. It is apparent that maximum percentage of respondents 
(38.67%, 36.67%) in both areas get the information from TV/Radio 
advertisements, then 27.33% in rural areas and 28% respondents in 
urban areas get information from retail shop display. In comparison 
with all of these a few number of respondents have the sources 
of information from friends / relatives and respondents of 10% 
in rural area, 6% in urban area have other sources of information 
other than all if these.

D. Behaviour of Consumers Towards Brand Loyalty 
The Table 5 shows the brand loyalty among the consumers. The 
opinions of the respondents are divided on this aspect.  In rural area 
23.33% of respondents recommend the brand to others while in 
urban area 14.67% respondents. In rural area 22% of respondents 
while in urban area 27.33% of respondents purchase the same 
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brand even in case of absence of that brand. In rural area 19.33% of 
respondents while in urban area 21.33% of respondents purchase 
wait for that brand in case of non-availability. In rural area 18% of 
respondents while in urban area 14% of respondents purchase the 
same brand even if prices increase. 17.33% of rural respondents 
and 22.67% of urban respondents as mentioned in Table 5 confirm 
the use of the branded products.  
        
Table 5: Brand Loyalty
Brand Loyalty No of respon-

dents
       Percentage

Rural Urban Rural Urban

 Confirm to use 
Brand

26 34 17.33 22.67

Recommend the 
Brand to Other 

35 22 23.33 14.67

Purchase Brand 
even if Price in-
creases

27 21 18.00 14.00

In Absence of 
Sales Promotion

33 41 22.00 27.33

Non availabil-
ity wait for that 
Brand 

29 32 19.33 21.33

Graph-4

E. Factors Influencing the Behaviour of Consumers 
Towards Brands 
There are various factors which influences the behaviour of 
consumers towards brandsare interpreted as under:
It has been shown with the help of table and graph below that 
in rural area maximum number of respondents (30.67%) are 
influenced by advertisements while in urban area maximum 
number of respondents (27.33%) are influenced by Quality. Table-6 
shows that in rural area 21.33% of respondents by Quality while in 
urban area 26% of respondents are influenced by advertisements. 
Packing influenced 19.33% respondents of rural area while 18% 

respondents of urban area. Further, 12% respondents of rural area 
and 16% respondents of urban area are influenced bybrand image. 
There are some other factors also which influenced the 16.67% of 
rural area respondents and 12.67% of urban area respondents.

Table 6: Factors Influencing Brand Preference

Factors 
influencing 
brand preference

No of respondents Percentage

Rural Urban Rural Urban

Quality 32 41 21.33 27.33
Brand Image 18 24 12.00 16.00
Packaging 29 27 19.33 18.00
Advertisement 46 39 30.67 26.00
Any Other 25 19 16.67 12.67

XI. Conclusion
The following conclusions can be drawn on the basis of above 
analysis and discussions:

The present study reveals that 84% of the consumers have 1. 
positive behaviour towards branded food products. 
Consumers prefer those brands of food products, which are 2. 
of reasonable price, good quality and satisfy their needs and 
wants.
The behaviour of consumer is influenced by T.V. 3. 
advertisements, of the competitive substitute available in 
the market.
More than  90% of the consumers are well aware of all the 4. 
brands available in the market.It appears that the factors like 
low price of competitive brand, bad results provided by the 
present product, non-availability of the present brand in near 
market etc. are the major factors that affect the behaviour of 
consumers towards branded food products.
Qualities like reasonable price, easy availability of the product, 5. 
matching consumers’ needs etc. are the most demanding 
expectations of the consumers

To sum up, it can be stated that the consumers have consumers 
in general have a positive behaviour towards the brandedfood 
products, they are using in their daily life. Besides other factors 
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listed above, sometimes, emotional attachment of the consumer 
towards a particular brand stronglyinfluences his decision to 
purchase a particular product of a particular brand.
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