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ABSTRACT 

               The beverages industry is probably the widest and deepest base compared to the others. 

This industry is dominating by many players in the market. The new entrants in this sector made the 

company to strive for their own market share. Innovation & differentiation made a product to stand 

out in the market.  
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Introduction: 

               The beverages industry customer base is probably widest and deepest base in the world. 

According to Beverage Digest, it has an astounding 85% consumer base in the world. The 

beverages industry is dominated by the carbonated drinks competitors. In fruit juice the intense 

rivalry with Parle agro, Pepsi and Coco-cola for past few years. Cavinkare, Dilate & many other 

new entrants share the market share. 

According to DRINK TECHNOLOGY INDIA FAIR, as the beverage industry looks to 

the future, India is the country that offers the greatest potential, even more so than China. Right 

now, India accounts for about 10% of global beverage consumption. That makes beverage 

consumption in India the third largest in the world, after the United States and China. The market 

has not even been properly tapped. The situation is similar in the case of bottled and packaged 

juices and water and PET packaging. Given its size, the Indian market is still in its infancy. 

And hence Parle agro private limited as 100 years old family owned concern is loosing it 

market share to its new entrants. It is need of the hour for the company to read the mind of its 

customer to know the reason for losing its share. But to capture the market and to succeed over 

the competitors in the long run, several obstacles must be overcome. The field of marketing in 

this industry has always been a fascinating one and creative throwing up a number of challenges 

to the companies with respect to make volume sales.  

mailto:sundaresalingam@kongu.ac.in
mailto:ashokmgmt@gmail.com


International Journal of Research in Management                                                                                 ISSN 2249-5908 

Issue2, Vol. 1 (January-2012) 
 

 Page 48 
 

To market Parle Argo‟s product they are trying hard to push due to competitive situation. The 

new entrants offer and percentage offered to the retailer is very high when compared the Parle. To 

market Parle product, Marketers have to create impulse to push their product in the market. 

By analyzing the reason for customer behavioral changes and tries to develop an insight about 

the attitude of customer, they purchasing cause and the importance to increase the market share or 

to grab the lost market share in the industry. 

 Objectives of the study: 

  PRIMARY OBJECTIVES 

              To study and analyze the behavioral changes exhibited by the customers towards frooti, 

Chennai. 

  SECONDARY OBJECTIVES 

●        To prioritize the product based on the movement in the retail. 

●        To show major bottleneck for sale. 

●        To find the features that attract the customer and reason for which loyal customer 

started shifting their brands. 

Limitations of the study: 

●     This study was confined to the specific geographic locality in Chennai city. 

Hence it does not applicable to the population. 

●     Due to business busy the customers sometimes forget important issues. 

●     The view expressed by customer differs from each other according to their 

perspectives at the point of time when the survey was conducted. Hence the 

interpretation differs from one respondent to other respondent. 

●     The suggestions are based on the findings as well as personal judgment. So the 

suggestions may be either right or wrong. 

●     Time and cost constraints were also involved in conducting the survey to a 

larger population. 

 Customer Behavioural Changes: 

Consumer behaviour is the study of when, why, how, and where people do or do not buy a 

product. It blends elements from psychology, sociology, social anthropology and economics. It 

attempts to understand the buyer decision-making process, both individually and in groups. It studies 
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characteristics of each consumer such as demographics and behavioral variables in an attempt to 

understand people's wants. It also tries to access influences on the consumer from groups such as 

family, friends, reference groups, and society in general. 

Customer behavior study is based on consumer buying behaviour, with the customer playing 

the three distinct roles of user, payer and buyer. Relationship marketing is an influential asset for 

customer behaviour analysis as it has a keen interest in the re-discovery of the true meaning of 

marketing through the re-affirmation of the importance of the customer or buyer. A greater 

importance is also placed on consumer retention, customer relationship management, personalization, 

customization and one-to-one marketing. Social functions can be categorized into social choice and 

welfare functions.  

Literature review:    

      Wolfgang Olga & Samir Chacour pinned in the magazine Industrial Marketing Management 

under the title Measuring Customer-Perceived Value in Business (volume 30), delivering 

superior value to customers is an ongoing concern of management in many business markets of 

today. Knowing where value resides from the standpoint of the customer has become critical for 

suppliers. In this article, the construct of customer-perceived value is first assessed through a 

literature review. Then a multiple-item measure of customer value is developed, and our 

approach is illustrated by the marketing strategy development project of a major chemical 

manufacturer in international markets. The article finally discusses how the customer value 

audit can be linked to marketing strategy development and provides guidelines for managerial 

actions. 

Customer satisfaction is a fundamental marketing construct in the last three decades. In the past, it 

was unpopular and unaccepted concept because companies thought it was more important to gain 

new customers than keep the existing ones. However, in this present decade, companies have gained 

better understanding of the importance of customer satisfaction (especially service producing 

companies) and adopted it as a high priority operational goal. 

This study for investigation the overall customer satisfaction of the mobile telecoms industry in 

Nigeria, factors influencing satisfaction(Dr. Eniola Samuel under the title Customer Satisfaction in 

the Mobile Telecommunications Industry in Nigeria).Even as customer value research in business-

to-business markets burgeons, scholars still circumscribe its progress to studies performed in 

domestic, Western markets and call attention to the ongoing lack of consensus for how to model 
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customer value. To advance the validity and usefulness of this emerging core construct in marketing, 

this study investigates the measurement equivalence and modeling of customer value perceptions 

with business managers across five culturally-diverse countries. Analyses draw clarity to the 

divergent modeling of customer value in the literature by exploring alternative measures and model 

specifications within structural equations modeling (SEM) and partial least squares (PLS). 

Comparisons of eight models show several valid and invalid conceptualizations reported before in 

the literature and generate guidance for managers and scholars modeling customer value in various 

research contexts.( Business Research journal under the title Modeling customer value perceptions in 

cross-cultural business markets by ChristopherP.Blocker). 

 Research methodology: 

        The type of research design used in this study is descriptive research design.  It includes 

surveys and fact-finding enquiries of different kinds. The major purpose of descriptive research 

is a description of state of affairs, as it exists at present. It is also concerned with the 

relationships, practices, beliefs  and the trends that are developing. 

                          The collection of data is considered to be one of the most important aspects in 

the research methodology. Both primary and secondary data is used in this study in order to meet 

the requirements of the purpose. 

                        Primary data was collected by using Structured Questionnaire. The structured 

questionnaire consists of both open-ended and closed-ended questions. The primary data has 

been collected through the questionnaire by means of personal interview. The main parts of the 

questionnaire is 

 Personal information & Purchase behaviour of customer. 

 Customer expectation. 

 Prioritizing the product. 

 Measuring the satisfying reason. 

   Since it‟s a difficult part to consider the population of customers, part of the population was taken 

for the study.  

 The size of the sample is 200. 

                         The collected data was analyzed and interpreted using Statistical Package for Social 

Sciences (SPSS). 

file:///D:\My%20Documents\ps\qp\redir.aspx
file:///D:\My%20Documents\ps\qp\redir.aspx
file:///D:\My%20Documents\ps\qp\redir.aspx


International Journal of Research in Management                                                                                 ISSN 2249-5908 

Issue2, Vol. 1 (January-2012) 
 

 Page 51 
 

For the analysis of data, the statistical tools employed are, Percentage analysis, Cross tabulation, 

Chi –square test, Factor analysis. 

Chi – square test 

                The Chi-Square Test procedure tabulate a variable into categories and computes a chi-

square statistic. This goodness-of-fit test compares the observed and expected frequencies in each 

group to test that all categories contain the same proportion of values or test that each category has a 

user-specified proportion of values. 

Statistical test 

                        Chi-square test            =    ∑  ( O-E )
2
 / E 

                        Degrees of freedom   =     ( R-1 ) ( C-1 ) 

Where,             O  =  Observed frequency 

         E   =  Expected frequency 

         R   =  Number of rows 

          C   =  Number of columns 

WEIGHTED AVERAGE 

        Weighted average calculation is an important tool in descriptive statistics and mathematics. 

If all quantities are weighted equally or give equally, while calculating the weighted average, it is 

equal to the arithmetic mean. It comes in handy when you have to combine the averages of two 

different sets of values and get an overall average value.  

FRIEDMAN TEST 

    The Friedman test is the nonparametric equivalent of one sample repeated measure design or 

two-way analysis of variance with one observation per cell. Friedman test the null hypothesis 

that k related variables come from the same population. For each cases, the k variables are 

ranked from 1 to k. the test statistics is based on these ranks. The procedure involves each row 

(or block) together then considering the value of rank by columns. 

 

Results: 

Personal information & Purchase behaviour of customer: 

              From table 1 it is clear that, 59 percent of the respondents are running their business 

on contract basic run their shop. The outcome of response shows that most of the institutional 

buyers are running their business based on the contract basis. Amount purchased by 33 % of the 
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respondent is less than 10 thousand and table 2, show the frequency of purchase by the customer 

is every 15 day rated by 70 out of 200. Out of 200 respondent 79 rate that their mode of purchase 

is cash and carry. More than 44.5% of respondents voted that they are doing business with parle 

agro for 5 to 10 years.   

   

 TABLE 1  

 

AMOUNT 

PURCHASE 

 

Particulars Percentage 

< 10k 33.0 

10K - 20k 30.0 

20k - 30k 21.5 

> 30k 15.5 

Total 100.0 

YEARS OF 

BUSINESS 
 

< 5yrs 5.5 

5 - 10 yrs 44.5 

10 -15 yrs 29.0 

15 - 25 yrs 9.5 

> 25 yrs 11.5 

Total 100.0 

Type of 

ownership 

 

Contract 59.0 

self owned 14.0 

Organization 

owned 

27.0 

Total 100.0 
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TABLE 2 

 

Particulars Cash & 

Carry 

Bill to 

Bill Credit 

Total 

 

every week 13 6 25 44 

every 15 

days 
31 19 20 70 

every 30 

days 
17 11 25 53 

> 30 days 18 9 6 33 

Total 79 45 76 200 

 

 

Customer expectation: 

                Table 3 clearly shows the customer expectation on incentive and offers give to them, 73 

percent of the   respondents feel that they need  cooler for the displaying the products of frooti. 61.25 

% of respondents evidence that tetra packets are more value adding to their business. Regarding 

incentives scheme 85 % of them doesn't agree with incentive scheme offered by frooti of parle agro. 

44% of  respondents rated that product reach their shelf has the expiry date falls between 1 to 2 year.  

 

Prioritizing the product: 

        From table 4, it is clear that frooti tetra is having more weight which adds more weightage to 

the business. Whereas company should take care in LMN product which does less value to their 

business. 
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Table 3 

 

AVAILABILITY 

OF COOLERS 

  

Particulars No of 

Respondent Percentage 

Yes 53 26.5 

No 147 73.5 

Total 200 100.0 

PRODUCTS 

ADDING 

VALUE TO 

BUSINESS 

  

Tetra 122 61.0 

pet bottles 49 24.5 

Pouches 29 14.5 

Total 200 100.0 

INCENTIVE 

SCHEME 

OFFERED BY 

PARLE AGRO 

  

yes 30 15.0 

No 170 85.0 

Total 
200 100.0 

EXPIRY DATE 

ON 

AVAILABILITY 

  

> 2 yrs 23 11.5 

1 - 2 yrs 88 44.0 

< 1 yr 89 44.5 

Total 200 100.0 
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Table 4 

 

Rank Weight 

1 6 

2 5 

3 4 

4 3 

5 2 

6 1 

Weighted Average  using 

the rank and weight 

above 

 

Frooti tetra 1121 

Frooti pet 612 

Appy tetra 1046 

Appy pet 507 

Lmn tetra 714 

Lmn pet 200 

 

Chi-square analysis: 

        Chi –square test is done between two variables to find their relationship and how that has 

effect on customer behaviour. Table 5 shows that, customer feel difference in the frooti which has an 

advantage. But this result that company should care more on the customer behavioural pattern like 

incentives and offer schemes. This will increase sales.  

 

Table 5  

 

Particulars   Maa Mazza Slice Delight 

Difference No 32 12 15 9 

  Yes 36 46 36 14 

Total   68 58 51 23 
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FRIEDMAN TEST: 

        From table 6, the asymptotic significance is less than 0.05 level of significance. at least one of 

the variables differ from each other. Hence we accept the hypothesis there is a significant difference 

between the rating given and purchase of Parle`s product. 

        From the rank table, the major reason for consuming Parle`s product is quality with highest rank 

of 5.98. Most of the consumers disagreed with Parles incentives scheme. 

 

Table 6 

 

REASON FOR PARLE PURCHASE 
 

Parle`s Quality 5.98 

Parle`s price 5.16 

Parle`s incentive 2.25 

Parle`s offer 5.09 

Parle`s payment 2.25 

Parle`s good delivery 5.09 

Parle`s good availability 5.09 

Parle`s cooler governance 5.09 

Test Statistics 
 

N 199 

Chi-Square 631.722 

Degree of freedom 7 

Asymp. Sig. .000 

  

Conclusion: 

This study has thrown light on the change on customer behavior towards Parle Products. It has 

also given the clear idea which areas or cause company need to concentrate. This study is also 

evidence the porter`s new entrant threat how well act on the 80 year concern in the beverage 

industry. This study also helps to show the company should pay attention to do a study on 

transportation model which even reduce the expiry goods to prevail in the market and comparing 
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how preference of consumer had changed over a period of time etc, could be done as detailed 

study.    

      . 
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