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Abstract - There is nobody in the world that is left out of the class of consumers. The consumer hood Continues till one’s 
last breath in the world. The consumer purchases a variety of goods and services to satisfy his wants and he is always 
influenced in his purchasing activities by some considerations which lead him to select a particular commodity or a 
particular retail store in preference to others. So, consumer buying is more complex. Consumer purchases are likely to be 
influenced by physiological, psychological and sociological factors.  
The commodities and services are brought by the consumer to satisfy his basic needs, for comfort, pleasure, recreation and 
happiness. Every individual has physiological need such as hunger, shelter, thirst, etc., which have to be satisfied for 
survival. The psychological factors like status prestige and social factors like friends, neighbors, job and relatives influence 
their purchasing activities. People bear certain beliefs and attitudes towards certain types of goods, brands of commodities 
and retail outlets based on their previous experience. When there is a need, they are able to discover some new commodities 
capable of satisfying their needs. Before the commodities and brands are selected, these commodities must compete 
successfully against alternatives in the market.  
The selection of a particular commodity becomes important for consumer since there are wide varieties of consumer goods 
in the market. Again selection of a particular commodity depends on income of the consumer and necessity of the product to 
the individual. Before the selection of the commodity purchased, an individual requires information regarding the various 
sources of supply of the commodity, its brands, relative merits and demerits, uses and value of their characteristic features 
and services offered. The common sources through which individual gathers information are from advertising media 
(television, radio and news papers), friends, retailers in the locality, displays in shops and food labels. India is one of the 
largest food producers of the world with the organized sector accounting for food output worth US $34827 million; only a 
small percentage of its farm produce is processed into value-added products. For instance, even though the country is the 
second largest producer of fruits and vegetables, hardly two per cent of the production is processed. This underlines the 
enormous scope for investing in the processed food sector in the areas of infrastructure, packaging and machinery. India, in 
fact, needs US $28 billion of investment to raise its food processing levels by 8-10 per cent.  
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I. STATEMENT OF THE PROBLEM 
               
Packaged food became inevitable commodity in our 
day-to-day life. In these days almost all items are sold 
in readymade forms in packets, food items are no 
more exception. They can be bought even from a 
grocery shop in a remote village. And they are also 
accepted by the consumers in several ways. 
                
Packaged food is the food like ready-to-eat food, rice 
mixtures, instant mixtures, soups, curry soups, snack 
food, etc. named and established in India by the 
Defense Food Research Laboratory (DFRL), Mysore. 
It was est. on 28th Dec 1961 under Defense Research 
and Development Organization (DRDO) to fulfill the 
needs of varied foods Indian army, Navy, Air force 
and Paramilitary forces. Their aim is to design and 
engineer light weight convenient packaged food with 
longer shelf-life under varying climatic conditions. 
Later on it had taken several growth stages and 
became the centric source plan for packaged food 
business in India. 
 
The major concern of this research is to study the 
impact of branded packaged foods on rural 
customers. Rural Indians buy small packs, as they are 

perceived as value for money. There is brand 
stickiness, where a consumer buys a brand out of 
habit and not really by choice. Brands rarely fight for 
market share; they just have to be visible in the right 
place. Even expensive brands, such as Priya pickles, 
Good Day Biscuits, MTR masala, Bambinos 
pulihogare, Lays snacks etc. are doing well because 
of deep (massive) distribution; many brands are doing 
well without much advertising support. 
 
Socio-economic changes (lifestyle, habits and tastes, 
economic status) Literacy level, Infrastructure 
facilities (roads, electricity, and media) Increase in 
income, Increase in expectations are the major 
reasons for improvement of business in rural area. 
The traditional food choice of a consumer is 
frequently changing due to certain changes occurred 
in internal influencing factors like customer culture, 
convenience, etc. It became necessary to the 
packaged food companies to know the attitude of 
rural customers’ and changing of their food choices. 
Factors influencing the willingness to pay for 
packaged food are another most important factor to 
the packaged food companies. And it became 
essential to packaged food companies to know the 
impact of sales promotions on rural consumers. 
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So, the research is determined to study the impact of 
branded packaged foods on rural customers.  
 
II. LITERATURE REVIEW 
  
Balaji Sathya Narayanan (2007)1  stated that the 
Indian rural market with its vast size and demand 
base, offer a huge opportunity that companies can’t 
afford to ignore. To expand the market share more 
and more, companies are foraying into India’s rural 
markets. Among those that have made some headway 
are HLL, Coca- Cola, Britannia, LG, Philips and 
Colgate Palmolive to make a few. 
Ramana Rao (1997)2  observed that the boom in rural 
areas is caused by such factors as increased 
discretionary income, rural development schemes, 
improved infrastructure, increased awareness, 
spending private TV channel coverage and emphasis 
on rural market by companies. 
Sayulu and Ramana Reddy (1996)3 suggested that 
rural market offers a very promising future. But this 
market has certain characteristics that hinder 
marketers from exploiting the opportunities. These 
include low literacy level, ignorance of right 
consumers, in difference to quality standards and lack 
of cooperative spirit. 
 
III. NEED FOR THE STUDY 
                
There are many researches on consumers’ attitude to 
food products. Most of them paid attention to some 
kind of products like milk products or nutrition. Some 
of them researched and compared attitude of 
consumers’ of rural to urban. But there is a paucity of 
focusing on specific food like branded packaged food 
(BPF) products to figure out the specific characters 
affect consumers attitude especially in rural market. 
 
IV. OBJECTIVES OF THE STUDY 
                   
The primary objective of the present research is to 
study the “Impact of branded packaged foods on rural 
customers ". The following are the specific objectives 
of the study. 

 To study the awareness of rural customers 
regarding branded packaged foods;  

 To find out the popular branded packaged 
food products available in rural markets; and 

 To analyze the impact of promotion mix of 
Branded Packaged Food (BPF) products on 
rural customers 

 
V. METHODOLOGY 
 
Hypotheses 
H0: There is no impact of packaged foods on rural 
customers. 
H1: The price and validity of packaged foods are 
affecting on customers buying behavior. 
 
Sample design 
                   
Sample size : 100 Customers 
Sample Unit : Rural customers of Y.S.R. District 
Sample Technique   : Convenience sampling 
 
Database 
The data for study will be collected both the primary 
and secondary sources. a well defined questionnaire 
will be distributed to the customers together required 
information data will be also collected through books, 
journals and will be collected from websites. 
 
VI. SCOPE OF THE STUDY 
            
Place-wise the study is limited to Y.S.R District and 
focused on branded packaged food items 
experiencing high sales in Y.S.R District. The rural 
market of India is fascinating and challenging and it 
offers a large scope on account of its sheer size and it 
is growing steadily. Economic reforms in India have 
brought about major changes in the whole market 
environment. With these changes, rural market will 
become an important play ground for our marketers. 
This research aims at to investigate the rural food 
culture and changes occurred in recent past and the 
impact of branded packaged foods on rural 
customers. The survey has conducted through the 
structured questionnaire with each individual 
customer of selected sample. 
 
Sources of awareness 
Now a day’s there are various communication 
channels are available in the market like Broadcast 
media, News papers, Window display, Word of 
mouth, etc. In order to know how the customers are 
aware of BPF products the data was gathered from 
the customers through survey. The results are as 
shown in Table 4.7. 
 

Sources of awareness 
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Source: Survey Report/ Primary data 
 

Sources of awareness 

 
Source: Survey Report/ Primary data 

 
It was observed from the Table that, in case of BPF 
products the majority of the respondents said 
Broadcast media as the major source of information 
(65%) for brand awareness, apart from this, 
newspapers (18%), window display by retailers 
(10%) and friends/relatives (7%) were also the major 
sources of information for brand awareness.  

Influencing factors to buy BPF products 
 
Before going to buy a product the customers can take 
different aspects in to consideration like Price, Taste, 
Quality and Validity of the product, etc. in order to 
know the influencing factors to buy BPF products the 
data has gathered. The results are included in Table. 

Influencing factors to buy BPF products 

 
Source: Survey Report/ Primary data 

 
Influencing Factors to buy BPF products 

Source: Survey Report/ Primary data 
 

From the gathered data it was noticed that, while 
purchasing BPF products majority of the respondents 

(48%) said that the Price is the foremost influencing 
factor. Second factor was Quality (25%) reasonable 
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Life-Span was ranked as third factor (12%) and rest 
of them (15%) said that Taste. 
Brand awareness of consumers about BPF 
products 
In market most of the branded companies are 
producing BPF products to capture the market. 

Especially the companies like MTR, ITC, Parle, 
Aachi, Priya and Swasthik are mainly focusing on 
producing the BPF products. Hence an attempt is 
made to find out the brands which the customers are 
aware of. The results are recorded in Table. 
 

 
Brand awareness of consumers about BPF products 

 

 
Source: Survey Report/ Primary data 

 
Brand awareness of consumers about BPF products 

 
Source: Survey Report/ Primary data 

 
Brand awareness of consumers about BPF products is 
presented in Table 4.12 and Fig. 4.12. It could be 
seen from the table that majority of the respondents 
were aware of Priya brand (30%), followed by MTR 
brand (25%), ITC brand (17%), Aachi brand (11%), 
Swasthik brand (9%) and Parle brand (7%) 
Preferable items of BPF products 

In market most of the branded companies are 
producing BPF products. The big companies like 
MTR, ITC, Parle, Aachi, Priya and Swasthik are 
producing the variety of BPF products. Hence an 
attempt is made to find out the preferable items in 
BPF products. The results are recorded in Table. 

 

 
Source: Survey Report/ Primary data 

Table 4.13: Preferable items of BPF products 
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Preferable items of BPF products 

 
Source: Survey Report/ Primary data 

 
It was noticed from Table  that, maximum number of 
respondents (44%) preferred Food masalas followed 
by 21% of respondent were preferring Sweets, 11% 
of respondents were preferring Biscuits and similar 
percentage (8%) of respondents were preferring 
Chocolates, Ice-Creams and Milk products 
respectively. 
 
VI. LIMITATIONS OF THE STUDY 
 

 As time was a constraint this study is 
restricted to only 100 customers. 

 Some of the customers were not interested to 
give their valuable feedback about packaged 
foods. 

 The survey is restricted to Y.S.R. District 
only. 

 
VII. FINDINGS  
 

 Influence of media to create awareness about 
the brands in the study area showed that, 
Broadcast media as the major source of 
information (65%) for brand awareness 
followed by newspapers (18%), window 
display by retailers (10%) and 
friends/relatives (7%). 

 The brand awareness of consumers about 
BPF products showed that, majority of the 
respondents were aware of Priya brand 
(30%), followed by MTR brand (25%), ITC 
brand (17%), Aachi brand (11%), Swasthik 
brand (9%) and Parle brand (7%). 

 It was inferred that majority of the 
respondents (32%)  purchased BPF products 
Daily, 28% of customers are purchasing 
Weekly, 24% of them are purchasing 

Whenever they need and rest of them are 
purchasing on Monthly basis.  

 Maximum number of respondents(44%) 
preferred Food masala followed by 21% of 
respondent were preferring Sweets, 11% of 
respondents preferred Biscuits and equal 
percentage (8%) of respondents were 
preferring Chocolates, Ice-Creams and Milk 
products respectively. 

 
VIII. SUGGESTIONS 
 

 BPF products are impulse purchase products 
and generally funs eat foods. Consumer buys 
such products only if it catches his eye at the 
outlet. So players/manufacturers need to 
stress on attractive packaging and sales 
promotion. Further, study also indicated that 
those firms which resorted to advertisements 
through mass media, particularly television 
and newspapers could get better share in the 
market. This calls for the attention of other 
competing firms in the business to improve 
their sales promotion activities by making 
use of such mass media to improve their 
business. 

 Brand loyalty is an important factor in such 
BPF products. It is very difficult to induce 
the consumers for brand switching. Any new 
firm entering into the market should study 
these things very critically. The quality 
aspects coupled with competitive price may 
lead to change of brands. The innovative 
firms should keep these points in mind while 
entering into such type of business.  

 Study of alternative purchase plans of BPF 
products suggested that majority of the 
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residents of Y.S.R District are brand loyal as 
they either go to other shops in search of the 
particular brand or they postpone their 
purchases until they get their required 
brands. Hence, supply chain management of 
the popular brands should be such that the 
product of these brands should be readily 
available in all the retail outlets. 
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