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Abstract: 

As one of the largest segments in the food processing sector in India, the bakery industry offers huge 

opportunities for growth, innovation, and job generation. The study aim to understand the perception of 

customers towards Atul Bakery and it’s product in Bilimora. The main objective of the research study is to 

know factors affecting purchase decision from Atul Bakery and most preferred category of product of Atul 

Bakery. The data is collected through a structured questionnaire from 102 randomly selected customers. 

The data in this research study has been analyzed through various statistical tools such as One sample T 

test. The collected data are analyzed using statistical software like SPSS and MS office Tools. The research 

concluded that the majority customers are aware of Atul Bakery and its products. 

Keywords: Customer perception. 

1.Introduction: 

Customer perception is, “A marketing concept that encompasses a customer’s impression, awareness 

and/or consciousness about a company or its offerings.” Customer perception refers to the process by 

which a customer selects, organizes, and interprets information/stimuli inputs to create a meaningful 

picture of the brand or the product. It is how a customer see's a particular brand with whatever he or she has 

been able to understand by watching the products, its promotions, feedback etc. It is the image of that 

particular brand in the mind of the customer. Customer Perception decides how much a product sells and 

how a company is perceived. 
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2.Literature Review: 

1.Harish Jadhav, Dr. Pravin Chavan (2019): “An Analytical Study on Consumer Buying Behavior for 

Bakery Products”. The objective of the study is to ascertain the level of brand awareness for Bakery and 

study factors influencing the selection of Bakery brand. The study is descriptive and diagnostic in its 

nature. The study was conducted in Kolhapur City. Total 225 respondents have filled the questionnaire and 

it was sample under the study. For analysis MS office Excel and SPSS 20.0 was used. An exploratory 

factor analysis result indicates that consumer preference is an outcome of customer’s opinion about the 

affordability of the product. Bakery food consumption is an impulse purchases decision. Accessibility as 

well as affordability is important in determining the customer preference for the bakery products. 

2. Dr. Virender Khanna (2016): “A study on consumer’s behavior towards bakery products in Delhi/NCR 

region”. The objective aims to measure the consumers’ attitude towards the marketing problems of bakery 

products and study the consumer behavior towards bakery products. Both the secondary as well as the 

primary data have been used in the study. The sample size of the customers is 500 which are top ten 

bakeries of Delhi NCR region. It deals with the comparative study of each of the items under four 

components of marketing mix namely; product, price, place and promotion. The mean value for each of the 

items used in the questionnaire has been measured and a comparison has been made through graphs to look 

for the item which is contributing higher in the problems related to marketing of bakery products as per the 

consumers’ attitude. The study reveals the fact that among all the four components of the marketing mix, 

pricing is the least affecting factor which causes problems in the marketing of the bakery products, as per 

the consumers’ attitude towards marketing problems of bakery products. 

3. Prof.Nitinchandra S, Ms.Namita Hunswadkar (2018): “A study on customer satisfaction with 

reference to Vinayak Bakery and Its Competitors at haliyal”. The objective is to understand consumer 

perception regarding Vinayak Bakery Products and to analyze the different strategies adopted by the 

bakeries (competitors) at Haliyal. Sample size for the survey conducted is 50. For primary data, interaction 

with the customers for filling up the survey form was done. For analysis, Chi-Square Test, Factor Analysis, 

Binomial Test, Descriptive (Frequencies) was used. The outcomes are there was a close relationship 

between the occupation of the consumers and their preference to the Brand of Vinayak Bakery and it was 

found that out of all 50 samples selected every one of them has visited Vinayak Bakery at least once in 

their life time.  

4. Aleksandar Mariü , Slavko Arsovsk( 2010): “ The levels of customer satisfaction as one of the goals 

of quality of organization in the bakery industry. The main objective is measuring customer satisfaction is 

monitoring the attitudes and perceptions of consumers about the quality of products and services company 

and the choice of adequate feedback system of consumer experiences. The analysis of the study was done 
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through ACSI- American customer satisfaction index which helped on evaluating the level of customer 

satisfaction . 

5. E. Lakshmi (2017): “Consumer Preference and Quality of Bakery Product – Bread”. The aim of the 

study is to evaluate the quality parameters of raw ingredients used in bread baking and identify the 

consumer preference in the quality of bread. The consumer preference of bread was evaluated by 

questionnaire method. 22 bakery outlets were covered by census method in 18 areas of Chennai city. For 

analysis, Percentage, Likert scale, one way anova and Kolmogorov-Smirinov test (K-s Test) were used. 

Results are that bakery products especially bread once considered as a therapeutic diet or tea-time snack 

has now become an essential daily component of an average Indian house–hold. Taste was highly 

important criteria n purchasing bread in 70.7% respondents.  

3.Research Objective: 

 To study the customer’s perception towards Atul bakery products. 

 To determine the factors affecting purchase decision from Atul Bakery. 

 To identify the most preferred category of product of Atul Bakery. 

 

4.Research Methodology: 

The problem statement for the study is to study the customer’s perception towards Atul bakery products. A 

descriptive was adopt to conduct this study where data was collected through structure questionnaire. The 

sampling size was 102.One sample T test was used . 

5.Data Analysis: 

Data analysis has been performed using SPSS and has been represented in the form of tables for better 

understanding using MS office package. Statistical test namely One sample T test has been used.  

Demographic Variable Frequency  Percentage 

Age Below 20 32 31.4 

 21 – 30 57 55.9 

 31 – 40 9 8.8 

 Above 40 4 3.9 

Gender Male 43 42.2 

 Female 59 57.8 

Occupation Business 18 17.6 

 Profession 11 10.8 

 Employed 2 2.0 
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 Student 59 57.8 

 House Wife 12 11.8 

Size of Family Up to 2 members 1 1.0 

 3 – 6 69 67.6 

 6 – 8 20 19.6 

 More than 8 

members 

12 11.8 

Recommendation Yes  79 77.5 

 No 2 2.0 

 Maybe 21 20.6 

 

 

 

 

Graph 
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From the above chart and table respectively in the age wise; 31.4 % of respondent belongs to the age below 

20; 55.9% of the respondent belongs to the age group of between 21-30; 8.8% of the respondent belongs to 

the age group of between 31-40 ; 3.9% of the respondent belongs to the age group of above 40 

From the above chart and table respectively; out of 102 respondent;42.2% of the respond are male whether 

57.84% of the respondent are female. 

 

From the above chart and table respectively in the occupation wise; 17.65% of the respondents are 

businessman; 10.78% of the respondent are profession; 1.96%  of the respondents are employed; 57.84% of 

the respondent are students; 11.76% of the respondent are housewife. 

 

From the above chart and table respectively;0.98% of the respondent is having upto 2 members in the 

family; 67.6% of the respondent are having 3-6 members in the family; 19.61% of the respondent are 

having 6-8 members in the family; 11.76% of the respondent are having more than 8 members in the 

family. 
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From the above chart and table respectively 77.5% has choose yes ,1.96% has choose No, 20.6% has 

choose May be . 

 

 One sample T- test. 

Statement Statement of 

Hypothesis 

Significanc

e value 

Results Interpretation 

Influence on 

people 

towards the 

price of atul 

bakery 

H0: There is no 

significance influence 

on people towards the 

price of Atul Bakery 

product. 

 

H1: There is  

significance influence 

on people towards the 

price of Atul Bakery 

product. 

 

0.011 H0: 

Rejected 

 

H1: 

Accepte

d 

The significance 

value is 0.011 

which is less than p 

value 0.05, thus 

null hypothesis is 

rejected and can be 

interpreted that 

there is a 

significant 

influence on people 

towards the price of 

Atul bakery product 

price 

expectation 

H0: There is no 

significance 

Agreement of 

respondent that price 

of product are as per 

their expectation. 

 

H1: There is 

significance 

Agreement of 

respondent that price 

of product are as per 

their expectation. 

 

 

0.007 H0: 

Rejected 

 

H1: 

Accepte

d 

The significance 

value is 0.007  

which is less than p 

value 0.05, thus 

null hypothesis is 

rejected and can be 

interpreted that 

there is a 

significant 

Agreement of 

respondent that 

price of product are 

as per their 

expectation 

does it 

provide 

suitable 

budget 

product 

H0: There is no 

significance 

Agreement of 

respondent that they 

are getting product 

suiting to their budget. 

 

H1: There is 

significance 

Agreement of 

respondent that they 

are getting product 

suiting to their budget. 

 

 

0.018 H0: 

Rejected 

 

H1: 

Accepte

d 

The significance 

value is 0.018 

which is less than p 

value 0.05, thus 

null hypothesis is 

rejected and can be 

interpreted that 

there is a 

significant 

Agreement of 

respondent that 

they are getting 

product suiting to 

their budget. 
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quality of 

atul 

influence on 

purchase 

decision. 

H0: There is no 

significance 

Agreement of 

respondent that 

quality of atul 

bakery products 

influence on 

purchase decision. 

 

H1: There is 

significance 

Agreement of 

respondent that 

quality of atul 

bakery products 

influence on 

purchase decision. 

 

 

0.094 H0: 

Accepted 

 

H1: 

Rejected 

The significance value 

is 0.094 which is 

greater than p value 

0.05, thus null 

hypothesis is accepted 

and can be interpreted 

that there  

is no significance 

Agreement of 

respondent that quality 

of atul bakery products 

influence on purchase 

decision. 

 

 

quality 

consideration 

while 

purchasing 

bread 

products 

H0: There is no 

significance 

Agreement of 

respondent towards 

consideration of 

quality for  bread 

while purchasing 

from Atul bakery. 

 

H1: There is 

significance 

Agreement of 

respondent towards 

consideration of 

quality for  bread 

while purchasing 

from Atul bakery. 

 

0.160 H0: 

Accepted 

 

H1: 

Rejected 

The significance value 

is 0.160 which is 

greater than p value 

0.05, thus null 

hypothesis is accepted 

and can be interpreted 

that there  

is no significance 

Agreement of 

respondent towards 

consideration of 

quality for  bread 

while purchasing from 

Atul bakery. 

 

quality of 

atul as 

compare to 

other 

bakeries 

H0: There is no 

significance 

Agreement of 

respondent that Atul 

bakery products are 

best as compare to 

other bakeries. 

 

H1: : There is 

significance 

Agreement of 

respondent that Atul 

bakery products are 

best as compare to 

other bakeries. 

 

0.158 H0: 

Accepted 

 

H1: 

Rejected 

The significance value 

is 0.158 which is 

greater than p value 

0.05, thus null 

hypothesis is accepted 

and can be interpreted 

that there  

is no significance 

Agreement of 

respondent that Atul 

bakery products are 

best as compare to 

other bakeries. 
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prefer to 

buy from 

nearby store 

H0: There is no 

significance 

Agreement of 

respondent that they 

prefer to buy from 

nearby store. 

 

H1: There is 

significance 

Agreement of 

respondent that they 

prefer to buy from 

nearby store. 

 

0.010 H0: 

Rejected 

 

H1: 

Accepted 

The significance value 

is 0.010 which is less 

than p value 0.05, thus 

null hypothesis is 

rejected and can be 

interpreted that there is 

a significant 

Agreement of 

respondent that they 

prefer to buy from 

nearby store. 

 

 

does 

atulbakery 

has enough 

branches 

H0:  There is no 

significance 

Agreement of 

respondent that Atul 

bakery has enough 

branches . 

H1: :  There is 

significance 

Agreement of 

respondent that Atul 

bakery has enough 

branches . 

 

  

0.001 H0: 

Rejected 

 

H1: 

Accepted 

The significance value 

is 0.001 which is less 

than p value 0.05, thus 

null hypothesis is 

rejected and can be 

interpreted that there is 

a significant 

Agreement of 

respondent that Atul 

bakery has enough 

branches . 

 

 

packaging 

of Atul 

Bakery is 

better than 

others 

H0: There is no 

significance 

Agreement of 

respondent that 

packaging of Atul 

Bakery is better than 

others 

H1: There is 

significance 

Agreement of 

respondent that 

packaging of Atul 

Bakery is better than 

others 

 

0.049 H0: 

Rejected 

 

H1: 

Accepted 

The significance value 

is 0.049  which is less 

than p value 0.05, thus 

null hypothesis is 

rejected and can be 

interpreted that there is 

a significant 

Agreement of 

respondent that 

packaging of Atul 

Bakery is better than 

others 

 

people want 

to buy good 

product 

rather than 

its brand 

image 

H0: There is no 

significance 

Agreement of 

respondent that 

people want to buy 

good product rather 

than its brand image. 

H1: There is 

0.368 H0: 

Accepted 

 

H1: 

Rejected 

The significance value 

is 0.368 which is 

greater than p value 

0.05, thus null 

hypothesis is accepted 

and can be interpreted 

that there  

is no significance 
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significance 

Agreement of 

respondent that 

people want to buy 

good product rather 

than its brand image. 

 

 

Agreement of 

respondent that people 

want to buy good 

product rather than its 

brand image. 

 

variety of 

products to 

attract 

customer 

H0: There is no 

significance 

Agreement of 

respondent that Atul 

bakery has variety of 

products to attract 

customers. 

 

H1: There is 

significance 

Agreement of 

respondent that Atul 

bakery has variety of 

products to attract 

customers. 

 

0.170 H0: 

Accepted 

 

H1: 

Rejected 

The significance value 

is 0.170 which is 

greater than p value 

0.05, thus null 

hypothesis is accepted 

and can be interpreted 

that there  

is no significance 

Agreement of 

respondent that Atul 

bakery has variety of 

products to attract 

customers. 

 

 

brand 

image of 

atul bakery 

H0: There is no 

significance 

Agreement of 

respondent about the 

brand image of Atul 

bakery 

 

H1: There is 

significance 

Agreement of 

respondent about the 

brand image of Atul 

bakery 

 

0.016 H0: 

Rejected 

 

H1: 

Accepted 

The significance value 

is 0.016  which is less 

than p value 0.05, thus 

null hypothesis is 

rejected and can be 

interpreted that there is 

a significant 

Agreement of 

respondent about the 

brand image of Atul 

bakery. 

 

prefer Atul 

Bakery 

because of 

its varieties 

H0: There is no 

significance 

Agreement of 

respondent about 

customer preferring 

Atul bakery because 

of its varieties. 

 

 

H1: : There is 

significance 

Agreement of 

respondent about 

0.461 H0: 

Accepted 

 

H1: 

Rejected 

The significance value 

is 0.461 which is 

greater than p value 

0.05, thus null 

hypothesis is accepted 

and can be interpreted 

that there  

is no significance 

Agreement of 

respondent about 

customer preferring 

Atul bakery because of 

its varieties. 
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customer preferring 

Atul bakery because 

of its varieties. 

 

 

 

 

price of atul 

bakery 

products 

are less 

than other 

bakeries 

H0: There is no 

significance 

Agreement of 

respondent that the 

price of Atul bakery 

products are less 

than other bakeries 

 

H1: There is 

significance 

Agreement of 

respondent that the 

price of Atul bakery 

products are less 

than other bakeries 

 

0.003 H0: 

Rejected 

 

H1: 

Accepted 

The significance value 

is 0.003  which is less 

than p value 0.05, thus 

null hypothesis is 

rejected and can be 

interpreted that there is 

a significant 

Agreement of 

respondent that the 

price of Atul bakery 

products are less than 

other bakeries. 

 

satisfied 

with the 

Atul 

Bakery 

services 

and 

product. 

H0: There is no 

significance 

Agreement of 

respondent with the 

Atul Bakery services 

and product. 

 

H1: There is 

significance 

Agreement of 

respondent with the 

Atul Bakery services 

and product. 

 

 

0.087 H0: 

Accepted 

 

H1: 

Rejected 

The significance value 

is 0.087 which is 

greater than p value 

0.05, thus null 

hypothesis is accepted 

and can be interpreted 

that there  

is no significance 

Agreement of 

respondent with the 

Atul Bakery services 

and product. 

 

 

 

6.Conclusion: 

Completing this study research found that , majority respondent are aware of Atul Bakery and its products. 

Majority of the respondent perceived that product of Atul Bakery is good as compare to other bakeries. 

Respondent preferred high quality purchasing bakery and food products.Majority of the respondent 

purchase products from Atul Bakery because of it’s good quality and taste provided by Atul Bakery.Some 

of the respondent perceived that price of product of Atul Bakery is high and because of high price 

customers are not able to purchase . 
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