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Abstract: The Food and Beverage service industry is one of the most vibrant service industries within India 

with over 25% yearly growth. Although predominantly concentrated in the unroganised space, with the advent 

of foreign and Indian chains. The organised market is likely to expand quite rapidly. Food expenditure 

constitutes the majority of our consumption basket and with an increasing young population. Amongst the 

various segments within this sector a large portion is governed by packaged food and beverages industry.Indian 

entrepreneurs have alsocapitalized on the opportunity and it is likely for more organised chains to emerge in the 

next decade. It has also given due importance to persons belonging to different categories of age. This paper has 

tried to analyze the relationship of packaged food and beverages with to age, gender and monthly disposable 

income. 
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I. INTRODUCTION  

 

The packaged food & beverages industry is greatly influenced by the ever changing consumer demand and 

preference. Due to rapid urbanization and higher disposal of incomes, Indian consumers are now becoming 

more brand conscious in all dimensions. This is in-depth study and analysis of feasible market trends, 

demographics and consumer behavior. This research paper is to analyze the potential customer of ready to eat 

or consume packaged food & beverages in terms of demographic and monthly disposable income, in Assam. 

Research starts with designing questionnaire. Purpose of study is to identify target audience can be categorized 

and the audience with highest potential was selected. Finding of research was drawing based on hypothesis 

testing for the three categories under study. Changing demographics and increase in disposable income is 

primarily taken into consideration.This Sector is taken into study as the F&B service market is worth INR 

204,438 crore, growing at compound annual growth rate (CAGR) of 23-24% and has touched INR 380,000 

crore in 2017 .The food & beveragesservice market is dominated by unorganised segment and although it will 

decline significantly over the next 4-5 years, it is likely to remain more than 60% of the market 

 

II. OBJECTIVES OF THE STUDY  

1. To study the association of different age groups towards packaged food & beverages.  

2. To study the association of gender towards packaged food & beverages.  

3. To study the association of monthly disposable income towards packaged food & beverages 
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III. REVIEW OF LITERATURE  

According to Kotler (2008), consumer behavior is the study of how people buy, what they buy, when they buy 

and why they buy. It is a subcategory of marketing that blends elements from psychology, sociology, socio 

psychology, anthropology and economics. It attempts to understand the buyer decision-making process, both 

individually and in groups. It studies characteristics of individual consumers such as demographics, 

psychographics, and behavioral variables in an attempt to understand people needs. He also stated that it also 

tries to assess influences on the consumer from group such as family friends, reference groups, and society in 

general for example while consumers purchase the shoe, then they go for family decision, comfort, satisfaction, 

price and quality. 

Vibhuti, Tyagi and Pandey (2014) has analyzed the buying decisions of the respondents in respect of select 

FMCG products viz. chocolate Bar, Milk, Edible oil, Bath Soap & Shampoo. They had used nine Factors like 

Price, Availability, Quality, Taste, and Attractiveness of the Packages, Quantity, Ingredients Brand and 

Influence by Media. The basis of decision making was measured on 3 point likert scale as Most Important, 

Important & Not Important. In respect of Chocolate Bar, Taste was considered to be the most important factor 

while Availability & Media Influence as consider as next important factor. In case of Milk, Quality was 

considered to be the most important factor and Ingredients i.e. Fat content was considered to be the next 

important factor.In case of Edible Oil, Quality was  considered to be the most important factor, while Taste and 

Packing were next important factors. In case of Bath Soap, Availability, Brand and Media Influence were 

considered to be most important factors, while Ingredients was next important factor. In case of Shampoo, 

Brand was considered to be the most important factor while Quality and Ingredients was considered to be the 

next important factors. It was also found that in sales promotion cash discount, free gifts, gift vouchers and 

hampers were highly influential tools. However the contest/coupons were the least influencing factor. 

Regarding media influence on the buying decisions, Television was found to be highly influencing media the 

next were Newspapers and Magazines, surprisingly internet and Hoardings were considered to be least 

influencing medias. 

 

Salmon, (2008). A reference group is used by an individual as a framework of personal identification or to 

identify and/or classify others .Groups that have direct influence on an individual are called as membership 

groups. Groups with indirect influence are then called as non-membership groups. Hawkins, Best and Coney 

(1989) conclude that most of us belong to a number of various groups and perhaps would like to belong to 

several others. 

 

HareemZaib, (2011) Examines the Pakistani women of the consumer purchasing behavior and to understand the 

key factor of branded clothing which influence the consumption of female participation trend toward branded 

clothing. A survey was conducted in a general way the consumption of female aged between 13-19 to obtain 

empirical evidence by using questionnaire and statistical techniques. The total of 320 respondents completed 

the questionnaires. The results have shown that the status of brand, the brand attitude, paying premium of 

branded clothing, and the self-concept and the reference group has been found to have positive effects on 

women consumer buying behavior while increasing consumer participation of clothing to the mode. This paper 

develops understanding female consumer buying behavior related to Pakistani environment and highlights the 

factors that strongly influence the consumption participation in clothing to the mode. However that research is 
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totally conducted in Pakistani context and it is applied in Pakistan related to our research work because authors 

examined the female consumer buying behavior and involvement regarding branded product. Authors used 

effective and well-organized methodology by using the questionnaire for quick response by the participants. 

 

According to Martin and Bush, (2000) noted that Teenager influence each other’s when they adopt particular 

life styles, building loyal buying model that continue with them all over their mature life and have 

comparatively greater payments power. 

IV. RESEARCH METHODOLOGY  

 

In order to study consumer buying behavior on packaged food & beverages, research has made on different 

categories of consumers. Information is collected through 120 respondents from Assam by questionnaire 

method. Stratified random sampling is used for collection of data. For testing hypothesis chi square test is 

applied.  

 

V. FACTORS MEASURED FOR THE STUDY 

 

To study consumer buying behavior on packaged food & beverages following factors are considered.  

 

1. Age group: Information collected through questionnaire from 120 respondents is classified according to 

their age. Respondents are classified in to three different age groups. Respondents of age 18 years to 30 years 

are classified as “Young respondent”; age 31 to 40 years is classified as “Medium age group” and age 41 years 

and above is classified as “Elderly age group”. It is divided equally as 40 respondents for each category. 

 

2. Gender: Information about gender is collected from 120 respondents is classified in to two groups namely 

“Male” and “Female”. It is divided equally as 60 respondents for each category. Further, it is divided as 20 

male and 20 female for each category of age. 

 

3. Monthly disposable Income: Information about annual income is also collected through questionnaire from 

120 respondents. Respondents are classified in to three different age groups. Respondents having annual 

income less than 5 lacs is classified in to “Low income group”, respondents of annual income from 5 lacs but 

less than 10 lacs is considered as, “Middle income”.  Out of the total 120 respondents, 25 are from “High 

income” (i.e. above 10 lacks) group, 49 are from medium annual family income group (i.e. 5 to 10 lacks) and 

remaining 46 belong to low annual income group ( i.e. 3 to 5 lacks).  

 

Hypothesis One: 

H0: There is no impact of age on consumer behavior towards packaged food & beverages.  

H1: There is an impact of age on consumer behavior towards packaged food & beverages.  

 

Hypothesis Two: 

H0: There is no impact of gender on consumer behavior towards packaged food & beverages.  

H1: There is an impact of gender on consumer behavior towards packaged food & beverages.  

Hypothesis Three: 
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H0: There is no impact of monthly disposable income on consumer behavior towards packaged food & 

beverages.  

H1: There is an impact of monthly disposable income on consumer behavior towards packaged food & 

beverages.  

 

 

Results of Chi-square test  

Sl.no  Null Hypothesis  Degree of 

Freedom  

Calculated 

Chi-square  

Table Chi-

square Value 

(5% l.o.c.) 

Result of 

Test  

1  There is no impact of age 

on consumer behavior 

towards packaged food & 

beverages.  

4  14.073  0.03 Accepted 

2  There is no impact of 

gender on consumer 

behavior towards packaged 

food & beverages.  

2  13.219  0.02  Accepted  

3  There is no impact of 

monthly disposable income 

on consumer behavior 

towards packaged food & 

beverages.  

4  10.744  9.49  Rejected 

 

Above table indicate results of chi-square test for testing of null hypothesis.  

 

Null Hypothesis H1: There is animpact of age on consumer behavior for packaged food & beverages. To test  

null hypothesis chi-square test is applied. Results of test are given on the above table. Chi-square calculated 

value is (14.073) is less than chi-square table value (0.03) at 5% level of significance. Therefore test fail to 

accept the null hypothesis. Hence there is an impact of age on consumer behavior for packaged food & 

beverages.  

Null Hypothesis H2: There is an impact of gender on consumer behavior for packaged food & beverages. To 

test null hypothesis chi-square test is applied. Chi-square calculated value is (13.219) is less than chi-square 

table value (0.02) at 5% level of significance. Therefore test fail to accept the null hypothesis. Hence, there is 

an impact of gender on consumer behavior for packaged food & beverages.  

Null Hypothesis H0: There is no impact of monthly disposable income on consumer behavior for packaged 

food & beverages. To test this null hypothesis chi-square test is applied. Chi-square calculated values is 

(16.401) is greater than chi-square table value (12.5) at 5% level of significance. Therefore test is fail to reject 

the null hypothesis. Hence,there is no impact of monthly disposable income on consumer behavior for 

packaged food & beverages.  

 

VI. FINDINGS OF THE STUDY: 

From the above study findings are as follows:  
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1. Consumer buying behavior has an association with age. Preference for packaged food & beverages is not 

equal across all age groups.  

2. Consumer buying behavior has an association with gender. Preference for packaged food & beverages is not 

equal for men and women.  

3. Consumer buying behavior has no association with monthly disposable income. Preference for packaged 

food & beverages is equal for all the categories of income groups. 

 

VII. CONCLUSION: 

To conclude the researcher would like to state that irrespective of any age or gender the packaged foods and 

beverages are equally consumed by the respondents. But there is a difference among people having different 

monthly disposable income. Hence, the packaged food and beverages industry has a greater scope in relation to 

price and consumption analysis. 

 

References  

Solomon ,M.R.(2011). “Consumer Behaviour”, Prentice Hall PTR, New Delhi 

Soloman, M. R. ,Bamossy, G., Askeguard, S. And Hogg, M.K. (2006).“Consumer Behaviour: A European 

Pesspective”, Pearson Education Limited, Essex. 

Sharma,S. And Singh,R.(2011). “Advertising Planning and Implementation”, PHI learning .New Delhi. 

Wells,W.D.; and Prensky, D,.(1996). “Consumer Behaviour”, John Wiley & Sons, New Delhi 

Schiffman,L.G. and Kanuk,L,L.(2007). “Consumer Behaviour”- its origine and strategis applications. New 

Jersey: Person Prentice Hall. 

Schiffman,L.G. and Kanuk,L,L.(2007). “Consumer  Decision Making and Beyond Consumer Behaviour”. New 

Jersey: Person Prentice Hall. 

Krech, D. And Cretchfield, R.S.(1948) “Theory and Problems of Social Psychology”, New York: Mcgraw- hill, 

New delhi. 

Dissertation 

Peetz,A.(2004). “A Study of sports celebrity endorsement advertisement”, Curtin University of Technology & 

School of Marketing. 

Journals 

Baker,M,J.(2002). A composite Model of Buyer Behaviour. Journal of CustomerBehaviour,Vol 1.No.1. pp-85-

109 

Aakar ,D,A.; And Jacobson, R.(1994). The financial information content of perceived quality.Journal of 

Marketing Research, Vol.31,No.3.pp-191-201 



www.ijcrt.org                                   © 2018 IJCRT | Volume 6, Issue 1 February 2018 | ISSN: 2320-2882 

IJCRT1802298 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org 2276 

 

Arnold,j.;Stephen ,J. And Eileen F.(2004), Hermeneutics and Consumer Research. Journal of Consumer 

research, Vol56.No.15 pp-55-70. 

Kapferer,k.;Jean.N.; and Laurent,G.(1993), Further evidence on the consumer Involvement Profile: Five 

Antecedents of Involvement, Journal of Psychology and Marketing, Vol. 28. No.6. pp-47-55. 

Smith ,D.C.; and Whan.P.C.(1992). The effect of brand extension on market share and advertising efficiency, 

Journal of marketing Research. Vol.29. No.9.pp-96-113 

DeMooij; marieke; and Hofstede,G.;(2010). The Hosfstede Model: Applications to Global Branding and 

Advertising Strategy and Research. International Journal of Advertising.Vol.29. No1 pp85-110. 

Hofstede ,G.;andMinkov,M.(2011) The evaluation of Hofstede’s Doctrine. Cross CulturalManagement: An 

International Journal. Vol.18. No.1pp10-20. 

Pellemans, P.A. (1971).The consumer decision-making process.European Journal ofMarketing.Vol. 5, No.2, 

pp.8-21. 

Migliore,L.A.(2011). Relation between big five personality traits and Hofstede’s Cultural dimensions.Cross 

Cultural Management: An International Journal. Vol20. No.3.pp-38-54. 

 


