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Abstract : Food is always considered as the love language of the world. The Food industry is ever growing and always evolving 

embracing its versatility. Whenever one thinks of food, the question of its attributes takes up major importance. One such attribute 

of food is quality, which has been fairly compromised when the food industry underwent fast commercialization resulting in 

compromised quality. That is when the branding of the food products took up the major precedent as an answer to these questions. 

This study explores the customers perspective when choosing the food products and if their preferences has impacted on the 

branded versus unbranded debate. For the purpose of the study 150 respondents were selected using purposive sampling technique 

city in the Coimbatore city. Statistical tools such as Percentage analysis, and Chi – square tests were used to determine the degree 

of importance the customers give for branded versus unbranded food products. Thus, the study gave the final verdict that the 

customers are more inclined towards the branded food culture as they gave them a sort of assurance towards the quality of the 

products since people are becoming more health conscious nowadays.  

Index Terms: Branded, Unbranded, Food products, Branding 

I. INTRODUCTION 

Food is a primal and essential, part of our lives. Access to good quality food has been a man’s main endeavor from the earliest 

days of human existence. Safety of food is a basic requirement of food quality. The Food safety implies acceptance and safety 

levels of contaminants, adulterants, naturally occurring toxins or any other chronic basis. Food quality can be considered as 

complex characteristics of food that determines its value or acceptability to customers. Brand is considered as a marketer’s tool 

for creating product differentiation.  Brands differentiate products and represent the promise of value.  Brands incite beliefs, evoke 

emotions and prompt behavior1.  People buy products, but which products they buy and how they make a buying decision have a 

lot to do with how they feel about the brand. The techno-economic environment has made the consumers more conscious of their 

rights.  They are trying to gather as much as information as soon as possible before making a decision regarding the purchase of 

goods and services.  But nowadays brands play a major role in the choice of consumers in deciding about the products they 

buy.  Due to the spread of high literacy, the awareness of branded items has also increased and to some kind of malpractices, the 

quality of unbranded products is too low that they result in various types of health hazards at a whole.  Therefore, the concept of 

brand has given an acknowledgment about the quality of products what they buy.  And the producers also should be with the ides 

of branding and manufacturing of food products as the ultimate thing to be considered as “customers are the kings” and they 

ultimately decide the feasibility of the product in the market.  In the Indian retail market branded products have acquired the major 

part of the share. But as far as food products are concerned many branded items were not available before 20 years. For products 

like Pickle, Wheat flour, Ghee, Pappads, Spices and Masalas, and Rice 

Salt, etc., many people still used home-made unbranded products as they believe in authenticity over popular name tags called 

brands. This study aims to compare and contrast the customers preferences and where their stance stands while choosing food 

products for their day-to-day needs.  

  

                                                           
1 https://hbr.org/2015/11/the-new-science-of-customer-emotions 
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II. STATEMENT OF THE PROBLEM: 

From the earlier times, the house wives all over the world preferably in India, were using various kinds of food items in 

their day-to-day cooking. In initial times, the ingredients are actually self-prepared by the house wives, so that the original flavor 

and the taste of the items remain unchanged.  But as the time goes by, due to the fast advancements, the people at house, even 

preparing all the ingredients like spices & masalas etc., at home.  Moreover there are lot of companies have come into the market 

which are now preparing the quality food items under their brand names and they also give the guarantee of product’s quality,  

quantity, taste and even the health quotient , so that people can buy the products  with confidence and feel satisfied, though the 

prices of these branded products are considerably high, the people prefer these products because of the guarantee provided by their 

brands, as recent population mainly concentrates on the quality and the taste of the product rather than the price of the product. 

But there are certain persons who mainly concentrate on the price of the product, then its quality. The main preference on food 

items is considered by its quantity and price and those are called branded food items. The unbranded items prepared by the house 

wives, which are very healthier and hygienic and less costly than some branded products. Most of the people buy unbranded 

products, because of its fewer prices, or its quantity is more or even they are available nearby. 

The study taken compares the customers or consumers preference in selecting branded or unbranded food items and their 

increasing preference towards the branded items and the reasons for the change in their preference and attitude towards the 

unbranded products, and the evolution of branded and unbranded items into the market on the whole. Most of the Indian customers 

have become more health conscious, hygiene conscious and quality conscious and they have started buying only branded food 

products in the recent 15- 20 years. 

III. OBJECTIVES OF THE STUDY: 

1. To study about the consumers preference and attitude towards the branded and unbranded food products.  

2. To study about the reasons for switching over from unbranded to branded food products.  

3. To study about the satisfactory level regarding the quality of branded food products.  

IV. LIMITATIONS OF THE STUDY: 

1. The universe being large, the study was restricted to residents residing in Coimbatore city alone.  

2. The result may not be very accurate because of it is the response of 150 consumer. 

 

V. RESEARCH METHODOLOGY: 

In order to analyse the consumer’s preference of branded and unbranded food products in Coimbatore city    

150 respondents were selected. The respondents include house wife, profession, part time job, employees, etc.  

i. SAMPLE DESIGN: 

Some of 150 respondents were selected from Coimbatore city using Purposive sampling.  

ii. DATA COLLECTION: 

The study has used primary data, which has been collected using the questionnaire. Secondary data have been taken from 

magazines, journals, books and various websites.  

iii. AREA OF STUDY: 

The study covers the area of the Coimbatore city.  

iv. PERIOD OF STUDY: 

The data were collected during the period July-August 2021. 

v. STATISTICAL TOOLS: 

The data has been analysed using 

1. Percentage analyses 
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2. Chi-square test 

VI. LITERATURE REVIEW: 

1. Janonis et al (2007), have defined “Brand Identity” as a concept, including brand uniqueness, purpose, value and 

individuality. It provided an opportunity for the company to achieve competitive advantages on the basis of the unique 

brand identity. The brand identity builds upon the inner value of the brand. The author have analyzed different brand 

identity models and reached the conclusion that the multidimensional structure of the brand identity has 6-12 elements. 

After going through different literature, they found that efficient brand positioning fills the gap between the brand’s 

identity and perceived brand image.  

2. Anita (2007), has made a study on “Consumer Preference for Fast Foods”, she has stated that Indian Consumer are 

passionate about fast food outlets as they offer fun and change. She identified the three important dimensions i.e., product, 

service delivery and quantity dimension which significantly influence the consumers. Consumers gave more weightage 

for taste and quality followed by hygiene and ambience.  

3. Yeon Ho Shin et. al (2020) in their paper titled ‘Applying an extended theory of planned behavior to examine state-

branded food product purchase behavior: The moderating effect of gender’ examines the use of an model of theory of 

planned behavior in order to investigate the factors that lead the consumers purchase of branded food products. Variables 

such as attitude, subjective norms, behavioral control, health consciousness were examined along with the role of gender 

on consumer’s purchasing was examined. The results of their study implicated that the customer’s attitude and other 

attributes significantly predicted their intention to purchases branded products, though the variable of health 

consciousness did not earn significant effect.  

VII. FINDINGS OF THE STUDY: 

General findings of the study reveal that, 

 Majority of the respondents are females. 

 Most of the respondents belong to the age group 25-30. 

 Majority of the respondents are married. 

 Most of the respondents are Under Graduates. 

 Majority of the respondents are House wives. 

 Most of the respondents have monthly income between 5001-10,000. 

 Majority of the respondents have 3-4 members in a family. 

 Most of the respondents have monthly Budget for the provision between Rs.2000-5000. 

 Majority of the respondents are aware of the branded products through advertisements. 

 Most of the respondents have below 5years of cooking experience. 

 Majority of the respondents who decides the brand of the products are wives. 

 Majority of the respondents who is brand conscious are wives. 

 Majority of the respondents who decides Budget provision are wives. 

 

       Findings About the Brands of The Food Products Which the Respondents Prefer to Buy Regularly: 

 Majority of the respondents are purchasing Idhayam gingelly oil.  

 Most of the respondents are purchasing VVD coconut oil. 

 Most of the respondents are purchasing Aachi pickle. 

 Majority of the respondents are purchasing Aashirwad wheat flour. 

 Most of the respondents are purchasing Ayyappa Ghee. 

 Most of the respondents are purchasing Popular papads. 

http://www.jetir.org/
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 Majority of the respondents are purchasing Sakthi spices and masalas products. 

 Majority of the respondents are purchasing Tata salt. 

 

       Findings About the Respondents Using Whether Branded or Unbranded Food Products Before15     

       Years: 

o Majority of the respondents have more than 15 years of experience in cooking. 

o Majority of the respondents were using Unbranded Gingelly oil, Coconut oil, pickles, rice, Wheat flour, Ghee, Papads, 

Spices and Masala Powders, and Salt before 15 years. 

        Findings About the Respondents Satisfaction Level on The Nature of The Branded Food Products: 

o Majority of the respondents are Satisfied with the Price of the Branded food precuts, Availability of the Branded food 

products, Variety of the Branded food products, Flavors of the Branded food products, Quantity of the Branded food 

products. 

o Most of the respondents are Highly satisfied with the Taste, Nutrition value and the Quality of the Branded food 

products... 

 

Findings of the Chi Square Tests: 

o There is no significant relationship between the Gender and the Knowledge about the Branded food products.   

o There is a significant relationship between age and knowledge about the Branded food products.   

o There is no significant relationship between the Marital status and the Knowledge about the Branded food products.  

o There is no significant relationship between the Educational Qualification of the respondents and the Knowledge about 

the Branded food products.  

o There is no significant relationship between the Occupation of the respondents and the knowledge about the Branded 

food products.  

o There is a significant relationship between the Monthly income and the Knowledge about the Branded food products.  

o There is a significant relationship between the Number of Family Members and the Knowledge about the Branded food 

products.  

o There is a significant relationship between the Monthly Budget of the Respondents and the Knowledge about the 

Branded food products.  

VIII. SUGGESTIONS FOR THE STUDY: 

Suggestions are the recommendations for action on the basis of the findings of the study.  

 The price of the Branded food products may be considerably reduced, so that the people from low- income groups can 

also afford to buy the Branded food products. 

 The Branded food products can also be made available in small quantities. 

 There should be awareness about the availability of the Branded food Products among the people hailing from different 

localities, especially Rural areas. 

 The usage of chemicals and preservatives should be considerably reduced in the Branded food Products. 

 The Branded food products must be made available in Nearby shops, so that it reaches the customers easily. 

 Free samples can be given for the introduction of the Branded food products along with other fast-moving products, so 

that it increases the popularity of the product in the market easily. 

 Many good qualitied Unbranded food products can be Branded so that people buy the products with satisfaction of 

buying a branded product and without any fear about its quantity, quality etc., it also earns nice recognition in the market 

for such products. 
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 The unbranded food products can be made even more trust-worthy by getting them registration under FSSAI and other 

standard marks. 

IX. CONCLUSION: 

The Consumer behaviour or preference varies from one person to person. In the present market, there are varieties of 

Branded food products and also Unbranded food products, each consumer has his/her own choice in buying the products. Some 

consumers may prefer Branded food products while some go for Unbranded food products. Thus, the study enables to know that 

the consumers prefer the Branded food products more than the Unbranded food products. The preference for the Branded food 

products may be due to the Quality, Flavour, Hygiene and Nutritional Value etc., offered by the Brands of the food products. 

 From this study, it can be concluded that the consumer’s preference is not stable and it varies due to different reasons. In 

the fast-moving world, the consumers prefer Branded items for food, drinks, clothes and almost all kinds of things they buy as 

they are easily available and more trustworthy because a brand endorses it. Therefore, in order to meet the consumers, need, the 

business sectors come with innovative ideas and new techniques. It enables to attract a greater number of consumers and keep the 

business in existence. Therefore, it can be concluded that Consumer’s behaviour is influenced by the Changing trend, Education 

and Standard of living of the people preferably.  
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