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ABSTRACT:
Food purchase behaviour of consumers had significantly changed due to an increase in the per capita disposable income, awareness on health and food safety, urbanisation, changes in lifestyle and family structure. Convenience food products formed a range of food for households, being easy to use without any terminal processing. Consumer is the base for any marketer. Hence the present study aims to estimate the perception of consumers about convenience food products and also identify the factors discriminating the user and non-user of convenience food products. Coimbatore city and three convenience food products namely, Gulab jamoon mix, Payasam mix and Badham mix were purposively selected for the study. Totally 225 consumers who consumed any one of the selected three products were selected randomly. Rank Based Quotient and Discriminant analysis were used to find the factors influencing the purchase of convenience food products and the result showed that he respondents rated “saves time” was most important factor in purchasing convenience food
products. Monthly income and family type were the main discriminating variables between the user and non-user of convenience food products.
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INTRODUCTION
India is world’s third largest producer of agricultural wheat and rice products, sugar, oil and pulses and the products, largest producer of milk, second largest producer processes for converting them into an edible form. It also of rice, wheat and sugar and third in cotton. Food includes processed foods, like biscuits and bakery products, processing refers to the set of methods and techniques used confectionery, dairy products, breakfast foods, meat and fish

food industry accounted for 6.3 per cent of GDP, 13 per cent of the country’s exports and involves six per cent of total industrial investment in the country. Processed food exports and value added agricultural produce will be viewed faster growth 

areas. Rabo India Finance has projected the growth of the Indian food processing industry to Rs. 11,500 billion by 2014-15.
Food purchase behaviour of consumers in most emerging economies such as India has significantly changed



due to an increase in the per capita disposable income, global interaction, information and communication technologies, urbanisation, education and health awareness, movement of households towards higher income groups, changes in lifestyle and family structure (Vepa, 2004; KPMG, 2005; Kaushik, 2005; Kaur and Singh, 2007; Pingali, 2007).
Convenience foods are defined as the foods that have already undergone some processes required during cooking so that the actual time and energy required was reduced facilitating the home maker to a large extent. In other words convenience foods are very convenient for people who cannot spend much time in food preparation as well as people with little or no culinary skills. Convenience food products formed a range of food for households, being easy to use without terminal processing and women found it very convenient to use. The sweet preparation included Gulab jamoon mix, Payasam mix, Badham mix, Purfi mix; the snack mixes included bajji mix, vada mix, bonda mix, murukku mix and the preparations with rice includes puliodarai mix, tomato rice mix, lemon rice mix, bisi bela bath mix and coconut rice mix. Middle income and urban consumers also spend a greater part of their income on upgrading and diversifying their diet towards high value products like fruits and vegetables, eating out more often and
eating more processed and convenience food items (Landes et al., 2004).With the emergence of the supermarket and hypermarket culture, consumer preference for packaged food products has increased significantly in the recent years (Stewart-Knox and Mitchell, 2003; Silayoi and Speece, 2004; Wellset al., 2007). The desire for convenience and an increase in the number of working women are some of the important factors driving a strong growth of packaged food products (Goyal and Singh, 2007).With expanding demand for foods (convenience foods, packaged, branded), awareness about health and food safety is also rising. There will be demand for processed foods at every price point from low-end to high-end products. Consumer is the base for any marketer. So, understanding the pulse of the consumer will help the marketer in strategy formulation. A marketer should well understand the consumer perception and the factors that are influencing the purchase decision. This paper seeks to estimate the perception of consumers about convenience food products and factors discriminating the user and non-user. Hence, the present study was proposed with the specific objectives of to analyse the consumer perception towards convenience food products, to identify the factors influencing preference for particular brand of convenience food products and to identify the factors discriminating the user and non-user of convenience food products.

METHODOLOGY
Purposive sampling method was used in selection of the study area, food products and respondents. Coimbatore city and three convenience food products namely, Gulab jamoon mix, Payasam mix and Badham mix were purposively selected for the study. Forty five retail outlets in Coimbatore city were selected randomly. In each retail outlet, five consumers (consumers who used any one of the four products considered for the study) were selected randomly and thus the sample size of consumers was 225. Since the study pertained to use of convenience food products, only women consumers were selected as respondents. For collection of primary data, a separate well-structured interview schedule was prepared for consumers based on the objectives of the study. The data required for the study were gathered by personal interview from the selected respondents. The collected data were tabulated, analysed and the results are presented.
RANK BASED QUOTIENT (RBQ) :
Rank based quotient was used to analyse the data pertaining to reason for preferring particular brand by the respondents.
RBQ =Rank based quotient
	Fi	=  frequency of the consumers for the ith rank.
N	=  number of consumers contacted for factor  identification
n	= the maximum number of ranks given for various  factors
The factor with highest RBQ score was ranked first and considered as the most important factor indicated by the sample consumers.
SCALING TECHNIQUE :
The sample respondents were asked to indicate whether they Strongly agree, Agree, Neutral, Disagree, Strongly disagree with the statements prepared to study the perceptions regarding convenience food products. The views of the sample respondents were recorded and score was given to each factor, and the mean score was calculated. The mean score was used to infer the consumer perception about convenience food products.The sample respondents were asked to indicate the factors influencing the purchase of convenience food products in a five-point scale; most important, important, neutral, unimportant, and most unimportant. The views of the respondents were recorded and the score was given to each factor and the mean score was calculated. The mean score was used for simple comparison of factors influencing the purchase of convenience food products.

DISCRIMINANT ANALYSIS :
The respondents’ demographic factors like family type, number of educated members in the family, number of working persons in the family and income of the family were taken as independent variables and user or non-user of convenience food products were taken as dependent variables and a Discriminant analysis was done to identify the discriminating factors that influence the consumption of convenience food products :
Z = 0 + b1X1 + b2X2 + b3X3 + b4X4
where,
Z = 1,Consumer of convenience food product and 0, otherwise b1 to b4 =parameters to be estimated.
0 = constant
X1 - Family type of the respondent (Joint family – 1, Nuclear family – 2)
X2 – Number of educated members in the family
X3 – Number of working persons in the family
X4 – Monthly income of the household (Rs. / Month)
The discriminant function was estimated for convenience food products.
ANALYSIS AND  DISCUSSION
The findings of the present study as well as relevant discussion have been presented under following heads :
RESPONDENT PROFILE :
The general characteristics of the sample respondents included the age, educational status, occupation, family type, family size, number of educated persons in the family, working members in the family, monthly income of the family and influence of family members on the purchase. The data on the general characteristics of the respondents were analysed to understand their buying behaviour.
Majority of the respondents (72.89 %) belonged to the nuclear family. Most of the family had two working persons in the family. In majority of the families, influence of children was observed in decision-making regarding the purchase of convenience food products.
CONSUMER BUYING BEHAVIOUR :
The details on consumer perception, factors influencing the preference of particular brand and factors discriminating the user and non-user of convenience food products, quality consciousness, satisfaction level of sample respondents etc., were considered for studying the buying behaviour of consumers.
The source of information will helpful to identify the media for communication. The respondents were asked to indicate about the source through which they got the
	
	


information regarding various brands of convenience food products. The data were analysed and the results are presented in Table 1.
	Table 1 : Source of information about brands of convenience food

	products

	Sr.	Overall
	Source of information	Percentage
No.	(n=225)

	1. Retail shop display	208	88.89
2. TV, Radio advertisement	185	82.22
3. News paper, magazine	144	64.00
4. Friends, relatives,	125	55.55
neighbors


It could be inferred from Table 1 that the retail shop display was the major source of information about brands of convenience food products for 88.89 per cent of the respondents, which was closely followed by TV advertisement. In all the categories of retail outlets, display at retailer shop was the source of information for majority of the respondents.
Factors influencing the purchase of convenience food products :
The sample respondents were asked to indicate about the factors influencing the purchase of convenience food products. The responses were measured on a five point scale with score of one for “most important” and five for “most unimportant”. The results are presented in Table 2.
	Table 2 : Factors influencing the purchase of convenience food

	products

	Sr. No.	Factors influencing the purchase	Mean score (n=225)

	1.	Saves time	1.31
3. Reduces the workload	1.63
4. Good taste	1.73
5. Reasonable price	1.76
6. Easy availability	1.82
7. Advertisement	2.78
8. Package attractiveness	2.78
9. Preferred flavour	3.69
10. Peer group influence	3.78


From Table 2, it could be concluded that “saves time” was considered as the most important factor which influenced the purchase of convenience food products among the respondents, other factors like “reduces the workload”, “good taste”, “reasonable price” and “easy availability” were considered as important factors for preferring convenience food products. “Advertisement” and “package attractiveness” were considered being the neutral factors for the purchase of convenience food products by the respondents.
Consumers’ perception about convenience food products :
The consumers were asked about their perception regarding various convenience food products. They were asked to indicate their opinion in a five point scale ranging from strongly agree (1) to strongly disagree (5) and their opinion was analysed. The results are presented in Table 3.

	Table 3 : Consumers’ perception about convenience food products

	Sr.	Mean score
Statements
No.	(n=225)

	1. Convenience food mix are safe for health	3.768
2. Convenience food mix saves time	1.86
3. We can totally rely on convenience food	2.86
products
4. Eating convenience food is a symbol of status	3.66
5. Convenience food mix are delicious	2.01
6. Convenience food mix are tastier than	3.00 homemade


The consumers were neutral with regard to whether they can totally rely on convenience food products and “convenience food mixes are tastier than home made”. The consumers did not agree with the statements “eating convenience food is a symbol of status” and “convenience food mixes are safe for health”. The consumers view that “they are delicious” are favourable for the firm. Since consumption of convenience food mix did not connate status symbol, it will be consumed by consumers across income categories.
Reason for preferring particular brand :
The respondents were asked to rank the reasons preference of particular brand over another. The results are presented in Table 4.
The sample respondents ranked on the first criteria for preferring a particular brand. Since the products under study were food products, the consumers were very much keen about the quality of the products. The firm could print the quality certifications on the pack to attract consumers. They had given second rank to the taste, that the respondents


	Table 4 : Reason for preferring particular brand
	

	Sr. No.	Particulars	Mean score (n=225)
	Rank

	1.	Quality	86.28
	I

	2.	Taste	75.58
	II

	3.	Price	71.50
	III

	4.	Brand image	60.58
	IV

	5.	Package	56.50
	V

	6.	Flavour	52.00
	VI

	7.	Colour	49.53
	VII

	8.	Keeping quality	34.20
	VIII


expected ‘home made taste’ from the branded convenience food products. So, the firm could consider these aspects while formulating the strategies. They had given third rank to the price. This indicates the price consciousness of the respondents. Price is also a major reason for preferring branded item so the firm should also consider this factor while formulating the pricing strategies for their products.
Preferences of the consumers towards product attributes clearly indicate their priority for cleanliness/freshness of food products followed by price, quality, variety, packaging and non-seasonal availability (Ali et al., 2010).
Factors discriminating the user and non-user of convenience food products :
The respondents’ demographic factors like family type, number of educated members in the family, number of working persons in the family and income of the family were taken as independent variables and user or non-user of convenience food products were taken as dependent variables and a Discriminant analysis was done to identify the discriminating factors that influence the consumption of three convenience food products and the results are presented in Table 5.
The Wilks’ Lambda was 0.501 for the Discriminant function for convenience food products and it was significant at one per cent level of probability. It could be inferred that the discriminating power of the function was high. Among the variables, the income of the household had the highest contribution in discriminating the user and the non-user. The

	Table 5 : Discriminant co-efficients for independent variables
	
	

	Sr.
	Variables	Co-efficients	Mean difference
No.
	Co-efficients* mean difference
	Percentage to 3.301

	1.	Family type (X1)	0.458	2.096
	0.9600
	29.09

	2.	Number of educated members in the family (X2)	0.426	0.941
	0.4008
	12.16

	3.	Number of working persons in the family (X3)	0.409	1.401
	0.5720
	17.44

	4.	Monthly income of household (Rs. /month) (X4)	0.570	2.400
	1.360
	41.31

	5.	Constant	-10.758
Total
	3.301
	100.00


Number of observations	=	225	Wilks’ Lambda	=	0.501
User group centroid	=	1.111	Non-user group centroid	=	-0.889



mean income of user and non-user was 6.259 and 3.858, respectively. The difference was found to be statistically significant at one per cent level. Based on the results, it could be concluded that monthly income and family type were the main discriminating variables between the user and non-user of convenience food products

SUMMARY AND CONCLUSION :
The retail shop display was the major source of information for majority of the respondents. The sample respondents ranked quality as first criteria for preferring particular brand followed by taste and price. The respondents rated “saves time” was most important factor in purchasing convenience food products. Monthly income and family type were the main discriminating variables between the user and non-user of convenience food products.
The sample respondents ranked quality as first criteria for preferring particular brand. Since the products under study were food products, the consumers were very much keen about the quality of the products. Any firm could print the quality certifications on the pack to ensure the quality of their products. The firms could use retail shop display for creating awareness among respondents since that was the major source of information for majority of the respondents. The firms could also use print media for communication since majority of the respondents were literate. The company could formulate strategies that attract children to increase the sales of their products. Because in majority of families children influenced the purchase decision of the four convenience food products covered in the study.
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