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 HYPOTHESIS 3  

 

 H0 – price has a significant no impact on the selection of brand 

  

 H1-   price has a significant  impact on the selection of brand 
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DATA  ANALYSIS AND INTERPRETATION   
 

 

 

 

 

INTERPRETATION  

72% of respondents are aware about amul  

20% of respondents are aware about amul the couple of a year ago  

And 5% and 3% of respondents are aware about amul recently about a year ago  
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INTERPRETATION  

 

35% of respondents are from Gujrat   

27% of respondents are from Maharastra  

20% of respondents are from Madhaya Pradesh 

And other respondents are  comes from different different state like U.P , Rajasthan , Delhi, Noida  

  

 
 

INTERPRETATION  

50% of the respondents are between 21 – 24 

30% of the respondents are between 24 – 29 

10% of the respondents are between 14 – 21 

10% of the respondents are between 29 – 41  
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INTERPRETATION 

59% consume amul milk  

21% consume amul butter  

10% consume amul paneer 

 

 
 

 

INTERPRETATION 

84% seen any recent amul advertisement  

15% not seen any recent amul advertisement  
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INTERPRETATION 

37% respoundents favourite thing is quality   

31% respoundents favourite thing is teste 

22%  respoundents favourite thing is price 

8%  respoundents favourite thing is easy availability  

 

 INTERPRETATION 

92 %influence to purchase amul product  

7.5% not influence to purchase 
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INTERPRETATION 

93.4% thinks amul is better then other brand  

7% not thinks amul is better then other brand  

 

 

 

INTERPRETATION 

95% purchase purpose is self use  

5% purchase purpose is selling use  
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INTERPRETATION 

93% respondents satisfied with amul product 

7% respondent are not satisfied with amul product  

  

INTERPRETATION 

71% have visit amul parlour  

28% have not visit amul parlour  

 

 

 

http://www.ijcrt.org/


www.ijcrt.org                                                             © 2023 IJCRT | Volume 11, Issue 3 March 2023 | ISSN: 2320-2882  

IJCRT2303300 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org c682 
 

 
 

 

INTERPRETATION 

95%  recommend amul product to other 

 

5% not recommend amul product to other   

 

 

Findings and Result  

 
 Amul is still the market leader at the respective area because of high demand from the end customers 

due to brand name.  

   

 Amul provides good quality products in low price as compared to other brands. 
 

 According to the response 59% consume amul milk  and 21% amul butter.  
 

 It has been found that the brand preference for the retailers is depending upon the margin  

            provided by the company to them, high margin means high demand from the retailer’s      

 

 Also a good scheme or offer, packaging and availability influence the retailers to sale the  
            product.  

 

 Promotional activities are very beneficial to penetrate the market because it creates  
           awareness to the customers and the demand for the product increases. The existin retailers 

           of Amul have experienced the increase in demand and more sales through their stores                                                     

after the promotional campaigns of Amul. 

  

 Amul has a very effective distribution channel but due to high demand and less supply  
            retailers continuously facing the problem of unavailability of stock. 

 

 Region behind amul branding in consume mind because of that quality and test  

 

 Amul brand influence to purchase dairy products.  

 

http://www.ijcrt.org/


www.ijcrt.org                                                             © 2023 IJCRT | Volume 11, Issue 3 March 2023 | ISSN: 2320-2882  

IJCRT2303300 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org c683 
 

Conclusion 

 
Amul means different things to different people in every aspect. 

  

To a consumer – Assurance of having wholesome  

 

As per the survey conducted it was concluded that most of the people purchase Amul Milk and  

Butter and dhai because of its brand equity. It was also concluded that product awareness is low while 

contributing towards purchase. As I conclude this project that I would like to tell that Amul has great potential 

and with the help of this research.  

 

Astrictive amul is their test, quality,  price easy availability. 

 

People satisfy with amul product   

 

It is found that Amul has a strong brand value in the market and it increases rapidly through  

its advertising 
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