ANNEXURE 1V

Table 1. Distribution of the ¢ by reasons for purchase of selected packaged foods
s.no Reasons for purchase Yes No Mean SD
N % N Yo
i ...since you do not have time to cook a meal. 711 3161 154 | 634 131 0.46
2 ...sinee they are d ded by your family meimbers. 132 | 587 93 | 413 1.58 0.49
3 ...when the maid is on leave. 241 1071 201 | 893 1.10 0.30
4 m es;xsoe you like to try new products and varieties in your 13 | se2 1z | 498 1.50 .50
5 ...since you do not like cooking. 251 11.1 41 200 | B39 L1l 0.31
6 ...since you like shopping at a grocery / department store. 351 156 | 190 | 844 1.15 0.36
7 ..b of their adverti 47 1 2091 178 | 79.1 120 040
8 ...Since they are easily ible and avaijabl 791 3511 1461 649 1.35 047
9 ...because of their attractive packaging. 341 151 191 | 849 1.15 0.335
10 b of the co i factor tated with the use of
the products. 129§ 573 96 | 427 1.57 0.49
11 ab ?g:ie they prove to be very useful when traveling/ going 521 231 1131 769 123 042
12 b of the hygiene and taste of the product 651 289 160 | 711 128 045
Table 2. Distribution of ¢ ption pattem ch according to age of the respondents
. Ed
C pattern clusters
Age Beginners Sporadic Dependable Tetal
[ s consunters
Young N 38 13 21 72
Per 2 317 34.2 375 33.6
. N 47 10 21 78
Young middte Percentage ~ 392 263 375 364
. N 27 12 13 52
Middle aged Percent 22.5 316 332 243
N 8 3 1 12
Ol Percentage 6.7 79 18 5.6
Total N 120 38 56 214
Percentage 160.0 100.0 100.0 106.0
Table 3. Distribution of ption pattern ch ding to education level of the respondents.
C pattern clusters
Education Sporadic Dependable Total
Beginners consumers consumers
8SC N 20 5 4 29
Percent 16.7 132 7.1 13.6
N 75 20 23 118
Graduates Percentage 62.5 526 311 551
Post graduates N 13 3! 15 39
: Per g 10.8 289 268 182
. : N 12 2 14 28
Professional degree holders Tercentage 150 33 250 31
Total N 120 38 56 214
Percentage - 100.0 100.0 1000 100.0
Table 4. Distribution of consumption pattern clusters according to profession of the respondents
) . (& ¥ pattern cl
Profession Beginners Sporadic | Dependable Total
Working N 34 17 30 81
Percentage 283 447 536 379
. N 86 21 126 133
Non-working
Percentage 7.7 553 46.4 62.1
Total N 120 38 56 214
Percentage 1600 100.0 1606 1006




Table 5. Distribution of consumption pattern clusters according to family type of the respondents.

Consumption pattern clusters

Total A

Fanily type Begi Sporadie Dependable
e cons s
Single N 3 5 4 17
- Percentage 67 132 7.1 79
N 62 21 43 126
Nuclear
Percentage 517 553 76.8 589
. N 50 12 9 71
Joint
Percentage 417 316 16.1 332
Total N 120 38 56 214
Percentage 100.0 1000 100.0 1600
Table 6. Distribution of consumption pattern clusters according to family size of the respondents.
Consumption pattern clusters
Family size Besi Sporadic | Dependable Total
eginners
consumers
Small N 30 10 29 69
Percentage 25.0 263 518 322
] N 77 23 25 125
Medium
Percentage 64.2 60.5 446 584
N 13 5 2 20
Large
Percentage 10.8 132 36 93
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0
Table 7. Distribution of consumption pattern clusters according to family life dycle stage of the respondents.
. Consumption pattern clusters
Life cycle stage Beginners Sporadic | Dependable Total
constumers
Singles N 3 s 4 17
Percentage 6.7 132 7.1 79
Bei N 18 4 8 30
egIners Percentage 15.0 105 143 14.0
. N 49 12 25 86
o
oung parent Percentage 40.8 316 44.6 402
N 30 9 11 50
Teen parent
Percentage 250 237 19.6 234
Adnithood N 4 § s 2
t
oo paren Percentage 1.7~ - 158 107 121
Contact N 1 2 2 5
niracting Percentage 08 53 36 23
Total N J120 - 38 56 214
Percentage 100.0. 1000 1000 100.0




Table 8. Distrit of ption pattern clusters according to socic jc-status of the respond
. Consumption patterr clusters
Socio economic status Besinners Sporadic | Dependable Total
. = COnSUMErs [: 5
Low N 31 8 6 45
Percentage 258 21.1 107 210
N 64 22 30 116
Middte,
Percentage 533 519 536 542
N 25 3 20 53
High
Percentage 208 211 357 24.8
Total N 120 38 56 214
Percentage 100.0 1000 100.0 1000
Table 9. Distribution of consumption pattern clusters according to CFSO of the respondents.
..., Consumption pattern clusters
Low N 50 16 21 87
Percentage 41.7 42.1 375 40.7
. N 70 2 35 127
High Percentage 58.3 57.9 62.5 593
Total N 120 38 56 214
Percentage 100.0 1000 100.0 160.0
Table 10. Distribution of consumption pattem clusters according to ELFSO of the respondents.
Consumption pattern clusters
ELFSO Beginners Sporadic‘ Dependabl: Total
Low N 60 14 24 98
Percentage 50.0 36.8 429 458
, N 60 24 32 116
High “Percentage 500 632 57.1 542
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 160.0
" Table 11. Distribution of consumption pattern clusters according to EFSO of the respondents.
C ption pattern ck
EFS0 - Beginners Sporadic‘ l‘)ependablae Total
Low N 65 23 34 122
Percentage 542 60.5 60.7 570
) N 55 15 2 92
High . Percentage 458 395 . 393 43.0
- Total N 126 38 56 214
Percentage 1000 1000 100.0 100.0




Table 12. Distrit of consumption pattern clusters according to IFSO of the respondents.
Consumption pattern clusters
1FS0 . Sporadic | Dependable Total
Beginners consumers consumers
Low N 73 27 32 132
Percentage 60.83 71.1 571 61.7
. N 47 11 24 82
High Percentage 392 289 429 383
Total N, 120 38 56 214
Percentage 100.0 100.0 100.0 100.0
Table 13. Distribution of consumption pattem clusters according to PCFSO of the respondents.
Consumption pattern clusters
PCFSO Beginners Sporadic Dependable Total
consumers consumers
Low N 61 17 21 99
Percentage 50.8 447 375 46.3
High N 59 21 35 115
Percentage 49.2 553 62.5 53.7
Total N 120 38 56 214
Percentage 100.0 160.0 100.0 " 1000
Table 14. Distribution of ption pattern cl according to QCFSO of the respondents.
C ptien pattern cl
QCFSO Beginners Sporadic | Dependable Total
Low N 32 16 24 72
Percentage 26.7 42.1 429 336
] N 88 - 22 32 142
High Percentage 733 579 57.1 66.4
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0
Table 15. Distrib of ption pattem cl according to VFMFSO of the respondents.
Consumption pattern clusters
VFMFSO Beginners Sporadic | Dependable Total
consumers consumers
Low N 33 3 9 53
Percentage 317 158 16.1 248
. N 82 32 47 161
High Percentage 683 84.2 839 75.2
Total N 120 38 56 214
. Percentage 100.0 100.0 - 100.0 100.0




Table 16. Distribution of ¢ tion pattern ¢l

1Y

according to green orientation lifestyle of the respondents.

Consumption pattern clusters
Green orientation lifestyle . Sporadic Dependable Total
Beginners
¢ ers consumers
Low N 57 23 33 13
Percentage 475 60.5 589 528
High N 63 15 23 101
i
Percentage 52.5 395 41.1 47.2
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0
Table 17, Distribution of ption pattern clusters according to innovative orientation lifestyle of the respondents.
Ci ption patfern cl
Innevative orientation Jifestyle ' Sporadic Dependable Total
. Beginners . <
Low N 47 24 16 87
Percentage 39.2 632 286 40.7
High N 73 14 40 127
i
Percentage 60.8 36.8 714 .593
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0
‘Table 18. Distribution of consumption pattem clusters according to nutrition orientation lifestyle of the respondents.
C pattern cl ]
Nutrition orientation lifestyle ) Sporadic Dependable Total
Beginners
consumers consumers
Low N 52 21 37 110
Percentage 433 553 66.1 514
High N 63 17 19 104
‘ Percentage 56.7 44.7 339 486
Total N 120 38 56 214
Percentage - 100.0 100.0 100.0 100.0
Table 19, Distribution of ption pattern cl according to service role orientation lifestyle of the respondents.
C 7 pattern ch
Service role orientation lifestyle . Sporadic | Dependable Total
Beginners
. consumers consurmers
Low . . ) N 47 16 24 87
- . Percentage 392 42.1 | 429 40.7
. N 73 22 32 127
High
) L 1 V_Perce‘nta%e . . 60.8 519 57.1 59.3
Total N 120 38 56 - 214
P'ercexylage 100.0 100.0 100.0 100.0




Tabte 20. Distribution of consumption pattern clusters according to socially outgoing lifestyle of the respondents.

* Cons tion pattern clusters
Socially outgoing lifestyle Begi Sporadic Dependable “Total
eginners consumers consamers
Low N 46 19 32 97
Percentage 383 50.0 57.1 453
) N 74 19 24 117
High
Percentage 61.7 500 429 547
Total N 120 38 56 214
Percentage 100.0 100.0 1000 100.0
Table 21. Distribution of consumption pattern clusters according to trend conscious lifestyle of the respondents.
Consumption pattern clusters
Trend conscious lifestyle ) Sporadic Dependable Total
i Beginners
. s consumers
Low N 41 21 20 82
Percentage 342 553 357 383
N 79 17 36 132
High
Percentage 658 M7 64.3 617
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0

Table 22. Distribution of consumption pattemn clusters according to openness to change personality trait of the respondents.

Consumption pattern clusters
Openness fo change personality trait R S di D dabl Total
Beginners * +
consumers consumers
Low N 48 20 21 39
Percentage 40.0 52.6 375 41.6
High N 72 18 35 125
Percentage 60.0 474 625 58.4
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0
Table 23. Distribution of consumption pattern clusters according to reasoning personality trait of the respondents.
. Consumption pattern clusters
Reasoning personality trait Besi Sporadic Dependable Total
egimners consumers consumers
Low N .8 29 35 151
Percentage 125 76.3 62.5 70.6
High N 33 9 21 63
Percentage 27.5 237 375 294
Total N 120 38 56 214
Percentage 100.0 - 1000 160.0 100.0

Table 24. Distribution of consumption pattern clusters according to rule consciousness personality trait of the respondents.

Consumption pattern clusters
Rule consciousness persor‘lallty trait Beginners Sporadlc‘ Dependable Total
Low N 39 7 23 69
Percentage 323 184 41.1 322
. N 81 31 33 145
High Percentage 67.5 81.6 589 678
Total N 120 38 56 214
by 1000 100.0 100.0 100.0




Table 25. Distril of tion pattern clusters according to social boldness personality trait
Consumption pattern clusters
Social boldness personality trait _ Sporadic Dependable Total
Beginners
consumers c S

Low N 67 16 36 119
Percentage 55.8 42.1 643 556

High N 53 22 20 95
Percentage 442 57.9 357 444

Total N 120 38 56 214
Percentage 1000 100.0 1000 1000

Table 26. Distribution of consumption pattern clusters according to vigilance personality trait of the respondents.

Consumption pattern clusters

Vigilance personality trait Beginners cs‘)g::;::::s [z‘e’g:::?el:;e Total

Low N o0 26 34 150
Percentage 75.0 68.4 60.7 70.1

§ N 30 12 2 64
High Percentage 250 316 393 299
Total N 120 38 56 214
Percentage 100,0 100.0 100.0 '100.0

Table 27. Distribution of consumption pattern clusters according to market belief that when in doubt, it is safe to go with one’s

nsual brand of RES.
‘When in doubt, it is safe to go with one's usual brand of G patte‘m L Total
RES Begi Sporadic | Dependable otal
eginners
conswmers consumers

Disagree N 57 8 19 34
Percentage 415 211 o338 393

Neateal N 13 11 3 27

eu :

Percentage 10.8 289 54 126

N 50 19 34 103

Agree

Percentage 41.7 50.0 60,7 48.1

Total N 120 33 56 214
Percentage 100.0 100.0 100.0 100.0

Table 28. Distribution of consumption pattemn clusters according to the market belief that when one is in doubt about a brand of

RES it is always safe to go with a Indian brand.

When one is in donbt about a brand of RES it is always

Consumption pattern clusters

sfnfe to go with a Indian brand. Beginners czg;’; :’:eifs 2:3:32?:’:;& Total

Disagree N 32 11 25 - 68
—~  Percentage 26.7 289 44.6 31.8.

N 10 6 3 19

Neutral Percentage 83 158 54 89
N 78 21 28 127

Agree Percentage 65.0 553 50.0 593
Total N 120 38 56 214
Percentage 1000 100.0 100.0 100.0




Table 29. Distribution of consumption pattern clusters according to market belief that the best brands of RES are the ones that

are purchased the most

The best brands of RES are the ones that are purchased

Consumption pattern clusters

i Total
the most Beginners _Spomd": [l)ependable
Disagree N 27 0 10 37
Percentage 223 0.9 17.9 173
N 9 8 & 17
Neutral
Percentage 7.5 211 12} 79
N 84 30 46 160
Agree
Percentage 70.6 789 821 74.8
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0

Table 30. Distribution of consumption pattem clusters according to market belief that all brands of RES are basicall,

y the same

Consumption pattern clusters

All brands of RES are basically the same Beginners .Spcmdic Dependable Total
Disagree N 69 9 31 109
Percentage - 5715 237 554 50.9

N 4 9 4 17

Neutral

Percentage 33 23.7 7.1 79

N 47 20 21 88

Agree Percentage 392 526 315 411
Total N 120 38 56 214
Percentage 100.0 106.0 100.0 106.0

Table 31. Distribution of consumption pattem clusters according to market belief that Jarge size packets of RES are cheaper

than small-size packets.

Large size packets of RES are cheaper than small-size C pattern clusters Total
. : M i o1al
packets. Beginners Sporadic Dependable
CONSUIRETS [ S
Disagree N 24 4 9 37
Percentage 20.0 10.5 16.1 17.3
N 6 2 0 8
Neutral
Percentage 50 53 0.0 37
A N 90 32 47 169
Eree Percentage 750 842 839 790
Total N 120 38 56 214
Percentage “100.5 100.0 1600 100.0
Table 32. Distribution of consumption pattern clusters according to the market belief that RES being a new concept are'more
expensive.
Consumption pattern clusters
RES being a new concept dre niore expensive. ) Sporadic Dependable
Beginners N
- consumers consumers
Disagree N 3. 3 5 39
Percentage 25.8 79 8.9 18.2
N 6 6 1 13
Neutral -
Percentage 50 158 18 6.1
A N 83 29 50 162
3
& Percentage 69.2 76.3 893 757
 Total N 120 38 56 214
Percentage 100.0 100.6 100.0 100.0




Table 33. Distribution of ct

ption pattem clusters according to the prices of RES will settle down as time goes by,

o ‘ Consumption pattern clusters
The prices of RES will settle down as time goes by. Sporadic Dependable Total
Beginners
CONSUMErS
Disagree N 24 3 4 31
Percentage 200 7.9 7.1 145
N 11 5 4 20
Neutral
Percentage 9.2 13.2 7.1 93
N 85 30 48 163
Agree
Percentage 70.8 789 857 76.2
Total N 120 38 56 214
Percentage 1000 1000 100.0 100.0
Table 34. Distribution of consumption pattem clusters according to the market belief that RES having synthetic ingredients are
lower in quality than those having natural ingredients
RES having synthetic ingredients are lower in quality Consumption pattern clusters Total
than these having natural ingredients Beginners Sporadic Dependable
s consumers
Disagree N 24 3 4 31
Percentage 20.0 7.9 7.1 14.5
N 1 5 4 20
Neutral
Percentage 92 132 7.1 93
N 85 36 48 163
Agree
Percentage 70.8 789 85.7 762
Total N 120 38 56 214
Percentage 100.0 100.0 1000 100.0
Table 35. Distribution of consumption pattern clusters according to the market belief that discount coupons received during the
previous purchase represent real savings for the customers.
Discount coupons received during the previous Consumption pane-m clusters Total
purchase/ etc, represent real savings for the TS, Beginners Sporadic Dependable
Disagree N 67 7 25 99
Percentage 558 . 184 446 463
Neatral N 9 10 11 30
et Percentage 75 263 196 140
N 44 21 20 85
Agree -
. Percentage 36.7 ‘553 35.7 39.7
Total N 120 38 56 214
Percentage 100.0 1000 1000 100.0

Table 36. Distribution of consumption pattern clusters according to the market belief that within a given store, higher prices of
RES 1+

y indicate higher quality.

Within a given store, higher prices of Consumption patte.rn clusters

RES generally indicate higher-quality. Beginners _S porad;:s ’ Dependable Total

Disagree N 36 10 16 62
Percentage 36.0 263 28.6 29.0

Neutral N 18 8 - 7 33
Percentage 15.0 211 12.5 154

Agree N 66 20 33 119
Percentage 550 52.6 589 556

Total N 120 38 56 214
Percentage 1000 1000 100.0 1000




Table 37. Distribution of consumption pattern clusters according to the market belief that when you buy heavily advertised RES
you are paying for the label not for higher quality

‘When you buy heavily advertised RES you are paying Consumption p atte.m Clusters Total
for the label not for higher quality Beginners Sporadie | Dependable
: = consumers consumers
Disagree N 54 6 16 76
Percentage 4590 158 286 0355
N 15 5 2 22
Neutral
Percentage 125 132 36 103
N 51 27 38 116
Agree
Percentage 425 711 619 54.2
Total N 120 38 56 214
Percentage 100.0 1000 | 10600 - 160.0
Table 38. Distribution of ption pattern clusters according to the market belief that the department stores that are

constantly having sales don't really save you money.

The department stores that are constantly having sales Consumption pat!e:m clnsters

don't really save you money. Beginners Sl)“"ldl‘:a Dc:ﬁ:::fe‘:: Total

Disagree N 23 2 20 45
Percentage 192 53 357 210

Neutral N 15 18 3 36
Percentage 125 474 54 168

Agree N . 82 18 33 133
- Percentage 633 474 589 62.1

Total N 120 38 ' 56 214
Percentage 100.0 1000 - 100.0 100.0

Table 39. Distribution of consumption pattern clusters according to the market belief that a store character is reflected in its

window display
Consumption pattern clusters
A store character is reflected in its window display ) Sporadic Dependable Total
Beginners
consumers consumers
Disagree . N 51 15 o 91
Percentage 425 39.5 44.6 425
) N T3 3 8 29
Neutral
Percentage 10.8 211 14.3 136
A N 56 15 23 94
1=
£ Percentage 46.7 395 41.1 43.9
Total N 120 38 56 214
Percentage 100.0 1000 100.0 100.0




Table 40. Distribution of consumption pattern clusters according to the market belief that locally owned grocery stores provide

more personalized services.

Locally owned grocery stores provide more personalized

Consumption pattern clusters

sonices. Begnners | Stos | Depndalie’)  Tou!

Disagree N 28 9 14 5
Percentage 233 237 250 238

N i1 6 5 2

Neutral Percentage 92 15.8 39 163
Agree N 81 23 37 141
Percentage 615 60.5 66.1 659

Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0

Table 41. Distribution of consumption pattemn clusters according to the market belief that salespeople in big department stores
are more knowledgeable about the various products then the sales personnel in local grocery stores

Salespeople in big department stores are more

Consumption pattern clusters

knowledgeable about the various products then thesales | o . Sporadic | Dependable Total
! eginners
personnel in local grocery stores
Disagree N 24 5 15 44
Percentage 200 132 268 20.6
N 14 8 4 26
Neutral
Percentage 11.7 211 7.1 121
A N 2 25 37 144
ee
- HE Percentage 683 658 66.1 73
Total N 120 38 56 214
Percentage 1000 100.0 100.0 100.0

Table 42. Distribution of consumption pattern clusters according to the market belief that credit and retumn policies are most

lenient at farge department stores.

Credit and retarn policies are most lenient at large

Consumption pattern clusters

department stores. Beginners Sporadic | Dependable Total
CONSUIRCTS S
Disagree N 24 6 7 37
Percentage 2090 158 125 173
Neutzal N 4 1 2 7
uf
euira Percentage 33 26 36 33
A N 92 31 47 170
e
£e - Percentage 767 816 839 194
Total N 120 38 56 2i4
- * - Percentage - 1000 1000 © 160.0 100.0
Table 43. Distribution of con‘sﬁmption pattern clusters according to the attitade towards ihe‘advantages of RES.
Consumption pattern clusters
Advantages Begi Sporadic | Dependable Total
cgmners consumers consumers
Neutral N 2 3 4 9
Percentage 1.7 79 7.1 42.
- N 118 35 52 205
Positive .
Percentage 983 92.1 029 95.8
Total N 120 38 56 214
Percentage 100.0 1006 100.0 100.0




Table 44. Distribution of consumption pattem clusters according to the attitude towards the characteristics of RES

. Consumption pattern clusters
Characteristics ) Sporadic Dependable Total
Beginners
[ CORSHINETs
Negative N 2 0 0 2
Percentage 17 00 0.0 0.9
Neutral N 23 14 25 62
Percentage 19.2 36.8 4.6 29.0
Positive N 95 24 31 150
Percentage 792 63.2 554 70.1
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0
Table 45. Distribution of consumption pattem clusters according to the attitude towards the economy aspect of RES.
Consumption pattern clusters
Economy Beai Sporadic | Dependable Total
eginners
consumers CONSUIMErS
Negative N 68 2 32 122
Percentage 56.7 579 57.1 570
N 17 10 4 31
Natural
Percentage 142 263 71 145
N N 35 6 20 61
Positive
Percentage 292 158 357 285
Totat N 120 38 56 214
Percentage 100.0 1000 1000 1000

Table 46, Distribution of

ption pattern clusters according to the attitude towards the health and hygiene aspect of RES.

Consumption pattern clusters

Health and hygiene ) Sporadic | Dependable Total
Beginners
consumers consumers
Negative N 4 3 4 1
Percentage 33 79 7.1 5.1
N 63 17 35 115
Neutral
Percentage 52.5 447 62.5 53.7
Positi N 53 18 17 88
'ositive
Percentage 442 474 304 41.1
Total N 120 38 56 214
Percentage 100.0 100.0 100.0 100.0
Table 47. Distribution of consumption pattemn clusters according to the attitude towards the utility aspect of RES.
~ -~ Consumptich pattem clusters
Sporadic Dependable
Utility B ) Total
Negative N 6 2 14 22
"""" Percentage 50 53 250 103
Neateal N M 21 27 92
o Peroentage 36.7 553 482 430
Posit N 70 15 15 100
osttive Percentage 583 395 268 467
Total N 120 38 56 214
Percentage 100.0 100.0 -100.0 100.0




Table 48. Distribution of ¢ tion pattern <l according te the overall attitude towards RES.

i

Consumption pattern clusters
Overall attitude ) Speradic | Dependable Total
] Beginners . consumers
Neutral N 33 19 30 87
Percentage 317 50.0 536 40.7
i N 82 19 26 127
Positive
Percentage 683 500 46.4 59.3
Total N 120 38 56 214
Percentage 1000 100.0 100.0 100.0

Table 49, Distribution of consumption pattern clusters according to the financial risk perceived in the purchase and
consumption of RES.

) o Censumption pattern clusters

Financial risk Beginners ‘Sporad::s I::g::dable Total

Low N 13 6 0 19
Percentage 10.8 158 00 89

i N . . 40 13 16 69

Medium “

Percentage 333 342 286 322

High N 67 19 40 126
Percentage 558 50.0 714 589

Total N 120 32 56 214
' Percentage 100.0 100.0 100.0 100.0

Table 50. Distribution of ption pattern ol according to the functional risk perceived in the purchase and

consumption of RES,

Consumption pattern clusters
Functional risk | o Beginnexfs »Spuradic; I:;lé::;ael;l: Total
Low N 19 7 - 15 41
Percentage 158 184 26.8 192
N 51 19 13 83
Mederate e -
Percentage 42.5 50.0 23.2 388
High , . N _ 56 12 28 90
o Percentage 417 316 50.0 421
Total N 120 38 56 214
. Percentage 1000 1000 | 1600 100.0

Table 51. Distribution of consumption pattern clusters according to the physiological risk perceived in the purchase and

consumption of RES,

B . Ci fon pattern ¢l s -
Physiological risk Beei Speradic Dependable Total
gimers consumers

Low -~ N° N e 50 6 18 C 74
Percentage 41.7 158 32.1 34.6

Moderate N 16 8 13 .37
Percentage 13.3 21.1 . 232 173

High N 54 24 25 103
Percentage 450 632 46 - 48.1

Total -N 120 38 56 214
Percentage 100.0 1008 100.0 100.0




Table 52. Distribution of consumption pattern dusters according to the psychological risk perceived in the purchase and

consumption of RES.

Consumption pattern clusters
Psychological risk adi Total
y i Beginners ‘Spm adic Dependable

Low N 15 7 15 37
Percentage 125 184 268 173

N 23 14 11 48

Moderate

Percentage 19.2 36.8 19.6 224

. N 82 17 30 129

High

Percentage 683 44.7 536 60.3

Total N 120 38 56 214
Percentage 100.0 160.6 100.0 106.0

Table 53, Distribution of consumption pattern clusters according to the social risk perceived in the purchase and

consumption of RES.
Consumption pattern clusters
Social risk Sporadic | Dependable Total
Beginners consumers

Low N 48 20 31 99
Percentage 40.0 526 554 463

) N 27 10 16 53
Moderate Percentage 223 263 286 248

) N 45 8 9 62
High Percentage 375 211 16.1 290
Total N 120 38 56 214
Percentage 160.0 100.0 100.0 100.0

Table 54. Distribution of consufnpﬁon pattern clusters according te the overall risk perceived in the purchase and

consumption of RES.

Consumption pattern clusters

Overall risk Beginners Sporadic | Dependable Total
b consumers

Low N 7 4 7 18

Percentage 58 105 12.5 84

Moderate N 35 17 27 99
Percentage 458 447 482 463

High N 58 17 22 97

- Percentage 483 44.7 393 453

Total N 120 38 56 214
Percentage 100.0 1000 "160.0 100.0




Table 35. Distribution of

of ready-to-eat soups by the problems faced by them

Probl in ready soups Never ti Always Descriptive
Sane | Statements N Y N e N Yo Mean 13
1 Tt is difficult to open the seal of the ’ ’
selected packaged foods. 162 72.0 30 133 22 9.8 1.34 0.66
2 Even 1f the instructions on selected
packaged foods are followed they do 13 582 67 29.8 16 7.1 146 0.63
not lead to the desired end product.
3 Selected packaged foods gives w | 1| st | mr o3 13 | 126 | 047
uap odor on being op
4 The final prepared product is not as
appealing as the one depicted on the 132 58.7 47 20.9 33 156 1.54 0.76
packet
3 Selected packaged foods once opened
do not taste good when prepared after 111 49.3 55 244 48 213 171 0.81
few days of storage.
6 The taste of the selected packaged
foods differs when prepared on gas 134 59.6 34 15.1 46 204 1.59 0.82
stove and microwave,
7 Selected packaged foods give 155 | 689 | 54 | 240 5 22 | 129 | 0.50
p aroma when prepared.
8 S"’i".“‘ed P“;’;‘fed foods gives 176 | 756 | 39 | 173 5 22 | Ln | o47
9 The quantity of salt in the food is more. 168 4.7 33 14.7 13 5.8 127 0.56
10| Thedesired food productisnoteasily | 157§ 564 | 76 | 338 | 11 | 49 | 146 | 059
available in all the grocery stores.
i1 The prepared food product is bland. 130 57.8 73 324 il 49 144 0.59
12 The prepared food product is spicy 170 75.6 40 17.8 4 1.8 1.22 0.46
13 The prepared food product is oily. 187 83.1 16 7.1 11 4.9 1.18 0.50
14 it is difficult to access the quality of
selected packaged foods before its 93 413 51 227 70 31.1 189 0.37
purchase.
15 The quantity of food provided in
selected packaged foods is less for its 50 40.0 68 302 56 24.9 1.84 0.81
cost. -
16 The claimed ingredients like added
vegetable, com etc are found only in 71 316 32 142} 11 493 2.18 0..90
small quantity .
17 The non-availability of selected )
packaged foods in single serving size is 94 41.8 86 38.2 34 15.1 172 0.72
a problem,
18 Very small size letters, 173 76.9 20 8.9 21 9.3 1.28 0.64
19| Specification of some unusual 3 | s02 | 75 | 333 | 26 | 16 | 159 | 070
ingredient names
20| Teminology (the words used in the 159 | 707 | 37 | 164 | 18 | s0 | 134 | o063
tabeling)
21 Inappropriate color contrast between
the background of the food packet and 167 74.2 38 169 2 4.0 1.26 0.52
the instructions
22 Unit of the measures 147 65.3 39 173 28 124 144 0.71
23 Quality marks and certifications (IS1 :
mark, AGMARK, FPO mark) 165 733 34 15.? 15 6{7 1.29 0..59
24 Date of manufacturing 174 773 31 13.8 9 40 1.22 0.51
25 Best before date 182 80.9 24 10.7 [ 36 1.19 048
26 Quantity and list of each ingredients 181 80:4 30 13.3 3 1.3 1.17 041
27 Instructy to use 211 93.8 2 9 i 4 1.02 0.17
28 Price 203 90.2 7 31 1 4 18 1.07 0.32
25 Net Weight 205 91.1 4 1.8 5 2.2 1.07 8.32
30 Manufactured by 164 729 45 20.0 5 22 1.25 0.49
31 Marketed by 154 68.4 51 22.7 9 4.0 1.32 0.55




Table 36. Distribution of the consumers of ready-to-use paste by the problems faced by them

Problems in ready pastes Never Always Descriptive
S.ne | Statements N %o N % N %o Mean 3D
1 it is difficult to open the seaf of the < <
selected packaged foods, 69 55.2 43 34.4 12 9.7 1.53403 067
2 Even if the instructions on selected
packaged foods are followed they do 94 75.8 26 21.0 4 32 1.2742 | 051543
not lead to the desired end product.
3 Selected P“;‘;*‘ged foods gives 4 L soz | 30 | s1s | 11 | 89 | 140 0.66
----- or on being opened
4 The final prepared product is not as
appealing as the one depicted on the 88 7.0 26 21.0 10 8.1 13710 0.63
packet
5 Selected packaged foods once opened
do not taste good  when prepared 72 38.1 30 24.2 22 17.7 1.59 0.77
after few days of storage.
6 The taste of the selected packaged
Toods differs when prepared on gas 104 839 9 73 1 89 1.25 0.61
stove and microwave.
7 Selected packaged foods give . '
unpleasant aroma when prepared. 96 774 15 121 13 16.5 1.33 0.66
& ffi“;“"d ""fa“s‘:f"d foods gives s | 847 | 4 {1z | s | a0 | 119 049
¢ Zf:g“a"“‘y of salt n the food is 81 | 653 | 37 | 208 | 6 | 48 | 130 |ossis
10 The desired food product is not easily gl 653 15 282 3 65 141 061
available in all the grocery stores.
11 The prepared food product is bland, 107 86.3 12 9.7 5 4.0 1.18 0.48
12 The prepared food product is spicy 82 66.1 36 29.0 6 4.8 1..38 0.58
13 The prepared food produet is oily. 91 73.4 27 21.8 6 48 1.31 0.56
14 It is difficult to access the quality of
selected packaged foods before its 85 68.5 8 65 31 25.0 1.56 0.87
15 The quantity of food provided in
selected packaged foods is less for its 57 46.0 44 353 23 185 173 076
cost.
16 The claimed ingredients like added
vegetable, corn ete are found only in 97 782 10 | 81 17 13.7 1.35 0.71
small quantity
17 The non-availability of selected ‘
| packaged foods in single serving size 66 532 46 37.1 - 12 9.7 1.56 0.67
is a problem. .
18 Very small size letters. 79 63.7 34 274 11 8.9 1.45 0.65
19| Specification of some unusval 70 | 565 | 40 | 323 ] 14 | 113 ] 154 | o6
ingredient names i
20| Lerminology (the words used in the 82 | 661 | 33 | 266 | o | 73 | 14 062
abeling) :
21 Inappropriate color contrast between
the background of the food packet 108 87.1 11 89 5 4.0 1.17 047
and the instructi
2 Unit of the 88 710 26 210 10 8.1 1.37 0.63
23 Quality marks and certifications (ISI
mark, AGMARK, FPO mark) 101 815 9 13 14 113 1.29 0.66
24 Date of facturing 83 669 36 29.0 5 40 1.37 0.62
25 Best before date 80 64.5 38 30.6 6 48 1 140 0..58
26 Quantity and list of each ingredients 110 88.7 8 6.5 6 4.8 1.16 048
27 Instructions to use ! 116 93.5 7 5.6 1 3 1.07 0.29
28 Price 111 89.5 10 8.1 3 24 113 0.40
29 Net Weight 112 90.3 9 73 3 24 1.12 0.39
30 Manufactured by 92 74.2 29 23.4 3 24 1.28 0.50
31 Marketed by 82 66.1 36 29.0 6 4.8 1.38 0.58




Table 57, Distribution of the consumers of ready-to-eat meals by the problems faced by them

Problems in ready meals Never Someti Always Descriptive
Sno | St N % N % N Yo Mean SD
1 1t 1s difficult to open the seal of the
selected packaged foods, 30 §3.6 13 232 13 232 1.0 0.83
2 Even if the instructions on selected
packaged foods are followed they do 28 50.0 16 286 12 214 1.71 0.81
not lead to the desired end product.
3 Selected P“g‘{;“ged foods gives 34 1607 | 14 {2501 8 | 143 ] 153 0.74
J or on betng opened
4 The final prepared product is not as
appealing as the one depicted on the 20 357 17 304 19 339 198 0.85
packet
5 Selected packaged foods once opened
do not taste goed when prepared after 17 304 11 19.6 28 50.0 220 0.89
few days of storage.
[ The taste of the selected packaged )
foods differs when prepared on gas 33 589 9 16.1 14 250 1.67 0.86
stove and microwave.
7 Selected packaged foods give
unpleasant aroma when prepared. 30 336 13 B2 13 B2 170 0.83
8 Setected packaged foods gives 4 607 | 12 214 | 10 | 170 157 | o7
unpleasant taste
® | Mhe quantity of saltin the foodis 35 |62s | s | 89 | 16 | 286 | 166 | 0.90
10 The desired food product is not easily
available in all the grocery stores. 24 429 10 17.9 22 393 1.96 0.91
11 The prepared food product is bland. 31 554 13 232 12 214 166 0.82
12 The prepared food product is spicy 32 57.1 16 28.6 8 143 1..57 0.74
13 The prepared food product is oily. 28 500 i1 19.6 17 304 180 0.89
14 Tt is difficult to access the quality of
selected packaged foods before its 21 373 7 125 28 50.0 213 6.93
15 The quantity of foed provided in
selected packaged foods is Jess for its 16 286 9 16.1 31 554 2.26 0.89
Ccost. .
16 The claimed ingredients like added
vegetable, com ete are found only in 25 | 446 9 16.1 22 393 1.94 0.92
small guantity
17 The non-availability of selected
packaged foods in single serving size 23 41.1 9 16.1 24 42.9 202 0.92
is a problem. ]
13 Very small size letters. 39 69.6 8 14.3 9 16.1 146 0.77
19| Specification of some 31 {554 ] 13 )22 12 |24 1.66 0.82
ingredient names
20| Tenminology (the words used in the 9 [ 696 | 9 | 161 | 8 | 143 | 145 | o
eling)
21 ITnappropriate color contrast between
the background of the food packet and 43 76.8 3 54 10 17.9 141 0.7%
the instructions
22 Unit of the 40 71.4 3 54 13 23.2 1.51 0.86
23 Quality marks and certifications (ISI
mark, AGMARK, FPO mark) 42 75.0 7 125 7 125 1.37 .71
24 Date of manufacturing - 43 768 8 143 5 39 1.32 . 0.64
25 Best before date 41 73.2 9 16.1 6 10.7 137 | 068
26 | Quantity and ist of each ingredients 48 85.7 2 3.6 6 10.7 1.25 0.64
27 Instructions to use 50 89.3 1 13 5 8.9 1.20 0.58
28 Price 49 87.5 2 3.6 5 89 1.21 0..59
29 Net Weight 49 87.5 1 18 6 | 107 1.23 0.64
30 Manufactured by 44 78.6 7 12.5 5 89 “1.30 0.64
31 Marketed by 43 76.8 [ 14.3 5 89 1.32 0.64




Table 38. Distribution of consumers by preferences

8.No Preference checklist Yes Can’t say No Mean SD

N % N Yo N Yo

H Package food should be made

economical? affordable 1921 853 18 80 15 6.7 278 | 006

2 Package food should be made in more

number of flavors 185 822 22 98 18 8.0 2741 0.39

3 P'ackage food should be made in more 150 344 21 93 14 62 278 | 0.4
sizes{large or small)

4 Package food shouid be made nutritions 203 90.2 1 49 11 4.9 2.85 0.48

5 Package food shouid be made from 208 924 1 3 58 4 18 200 | 0.34

natural ingredients

6 ‘The instructions on a Jabel should be

- 193 85.8 17 7.6 15 6.7 279 | 0.54
written in easy language

7 The instructions on a label should be

written in Hindi 113 50.2 43 200 | 67 29.8 220 0.87

8 Insquions should be written in bigger 164 729 2 98 39 173 255 0.77
Jforu size
9 Packaging of packaged food should be

made easy to open 168 747 26 116 31 138 2.60 6.71

10 Packaging of packaged food should be

105 46.7 23 102 97 43.1 203 ) 0.94
made transparent

11 Packaging of packaged food should not

b 102 453 50 222 73 324 2.12 0.87
e glossy

12 Packaging of packaged food should be

reusable /multipurpose 130 ¢ 578 3 164 581 258 232 0386

13 Packaging of packaged food should be

Ecofriendly 198 8§.0 . 17 16 10 44 | 2.8356 0.48

14 . | Labeling should contain instructions for
possible health effects due to . 196 87.1 17 161 12 53 2.81 0..50
consumption

15 Labeling should contain instructions for
storage specifications, forboth before | 505 1 914 151 67 s{ 221 288| 03m
and after opening the P 2 -

foods

16 Labeling should contain instructions for
special considerations for special . . . Ao
groups like children, pregnant women, 204 1 907 15 6.7 6 27 288 | 0.39
and elderly in terms of permissible
consumption amount ete.

17 Labeling should contain instructions if
the product can be consumed by people

suffering from diabetes, blood pressure 2041 907 16 71 5 22 288 | 0.38
etc. ’
Which of the packaging material do you
prefere :
18 Plastic packaging ) 98 436 18 80 109 484 1951 0.96

19 Glass packaging 85 378 18 30 122 542 1831 06.94




S.No Preference checklist Yes Can’t say No Mean SD
N Yo N Y N Yo

20 Metal packaging 37 164 25 111 163 724 144 0.76

21 Paper packaging 131 582 15 6.7 79 35.1 2231 0.94
Which of the following information on the selected packaged foods should be made most prominent so as to locate
them easily

Min Max Mean S.D

22 Price . 1.00 10.00 2.18 1.95

23 Date of manufacturing and expiry 1.00 10.00 359 1.78

24 Weight 1.00 10.00 421 2462

25 Serving size 1.00 10.00 449 2.341

26 Nutritional infox;mation 1.00 10.00 519 2.0t

27 Quality certification mark 1.00 10.06 5.80 2.209

28 Instructions m\use 1.00 10.00 647 2,539

29 | List of ingredients 200 18.00 6.89 189

30 Quantity of each ingredi;ani 3.00 10.00 695 202

3 Batch no 1.00 10.00 9.12 1.980




