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ABSTRACT

Decades ago, produces were being purchased andhsitddoriginal form that too at the point of pradion or
nearby cities. With the increase of establishmehtmetros, big township and markets around the <itbe new

establishment of small townships, a need wasddtlve supply system in packed format.

With the above said thoughts this study is dondatdwani city of Nainital district in Uttarakhantase, which is
located in the foothills. The packed juice indussygrowing with a good pace and this can also tedppeople of this
region to manufacture and market the juices offthiégs which can be grown in this area. This stidg been carried out
particularly with reference to the various favombisual and verbal attributes for the locallyimtion of fruits of the

region which will amount to increase of prospeotsmhance the productivity of fruits and therelyréasing their income.
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INTRODUCTION

Decades ago, produces were being purchased andhsitddoriginal form that too at the point of pradion or
nearby cities. With the increase of establishmehtmetros, big township and markets around the <itbe new
establishment of small townships, a need wasdettaive supply system in packed format. Further gygpeared a charm
in society to have consumable material in a deggratked manner and within the capability of pusdra. It therefore
attracted the manufacturers initially to mega conipg and thereafter to small scale industries toghtheir products in
such a manner that it attracts the consumer ngt with the quality of the produce but also with tlabel the content
posses with the increasing era of advertisemeherthrough the print media or subsequently withesly growth of
electronic media, the labeling or the packagingestbto play a vital role in the consumability bétproduces. This change
increasingly also have impact on the fruit juicedarcts which not only consumed by the inhabitahts® locality but can
also be carried away while on journey or can blizat at a distance place i.e. out of the permaloaattion while being

on travel or staying at any other place.

Fruit juice is not only an energetic solution bigoafulfills the requirement of liquid in the absenof water. In
emergent need or where is no other means of foddvaailable the fruit juice to some extent can nteetrequirement of
human body. In the routine life, generally the dadsof friiut juices have increased tremendousty.view of this
increasing trend of people to have more attractionsing fruit juices instead of soft drinks, theoguctivity and their
charming packaging have become a compulsion ofrtheufacturers in order to attract the majority ofigsumers. With
the recent trend, particularly in the booming ageug has been noticed to have a produce nicelygugek product. To

some extent with the packaging of a product haslaégome a status symbol.

Now a days the whole of the world is running fastards the packed food with the enhancement ofriéos

and reliability on the packed food products inchglfruit juices, the market of packed fruit juidssncreasing manifold
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day by day. At the first glance, the packaging tidcontents printed on the package attracts theurner. The credibility
of the manufacturer, its advertisements and feddbacthe society contributes to buildup confidenéehe consumer.
Though many of the research scholars or personsected with food juice production have enlightetieel marketability
as well as consumption behavior of fruit juicesnany parts of the country as well as to most ofcinentries, to have a
study of fruit juice consumability with specificfegence to the packaging in Haldwani town is thsid®f the study.
The Haldwani town being located at the foothillastyood supplier of food products from hilly arbasstill there is great
charm of fruit juices in general masses particylarla the packed fruit juice material. As sucltstsiudy has been carried
out with a view to understand their trend with pleckaging standards and also the reliability onpheked fruit juice
material. Choosing Haldwani for this study is bessaaf the location of the city which had surrougdaf villages engaged
in agriculture with orchards having fruits grown time lowland area as well as fruits which are grawrhill areas.
The locality of the city is also of mixed pattere.ipeople belonging to lowland and as also a denable number of

persons migrated from hill districts of Uttarakhastdte.
LITERATURE REVIEW

The manufacturers in order to let their presendetéethe customer in the shelves keep on changinthe
packaging of their product. Sometime they make gharin their lids, or they change the shapes af bwdtle or the color
combination of the labels or the font style of theiand as the result of which more unique andvative packages can be
seen to attract their target segments in the mavkbtle redesigning of a product companies must takimate care as
these changes can work tremendously favorabldh@antand can put them in a win-win situation or tbey also put them
in a bad shape losing out their sales as well aftgiility. Since the packaging of any producteels about the quality of
it, this also impacts the buying behavior of a oostr and hence it becomes one of the importanbifant product’s

Success.

As the people have become more aware about theriamee of the fruits and the nutritional valuesytet from
different kind of fruits, the packed juice industrnylndia has shown a tremendous growth in theiptsvdecade and it has
grown about CAGR 25-30% (FnB news March18,2015)s ghowth in the fruit juice industry is mainly dte change in
Indian packed food consumption habit. The consuméndia is now more conscious about their heaithich have also
helped the packed fruit juice industry to grow asubstantial rate. The reason behind increaseencéimsumption of
packed juices could also be seen as the impabeimtrease of the deposable income of a housetitidthe additional
increment in the number of earning members in dlyams the women have also started to contriboitéhé total income
of a household. With this there is one more red®iinthat there is a shift of consumers from cadied drinks to
non-carbonated ones and particularly to somethiagis good for health with lots of nutritional ual, this consumer shift

have also helped the fruit juice industry to groarenrapidly.

Today the hectic schedules and the demand to #tdafe given a chance to the consumers to leh tledy on
the packed processed food items. The new techredagid the distribution system have helped consutoereach to
these food items.

While talking about packed fruit juice market wenddivide it into three categories namely fruit dgijuices and

nectar depending upon the fruit content. Out o$éhtne majority of sales come from fruit drinks.

In this paper the word packaging is used to desdtib primary packaging of the product, with whigmsumers
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get across in the market. It does not mean fronpuoikaging of a secondary for its transportatich stipment process.

Therefore in this study we have tried to identifiie’ impact of packaging of fruit juices, on buyibghavior of
customers”. This study is concerned with the custsnof Haldwani region in Uttarakhand. In this paperelation is
developed between the term packaging and customg@ndbehavior. The study started from certaindestwhich were
known but were yet meaningless, gradually the st#génding and establishing relationship betweantdrs inclining
towards each other was reached. An attempt hasrbade to reach to a logical, effective, productwel reliable result.

On the basis of this blue print, the actual studyhd be conducted.

OBJECTIVES OF THE STUDY
e To understand the impact of various visual atteluhat affects the consumer’s purchase decision.
e To understand the impact of various verbal attebuhat affects the consumer’s purchase decision.

e To find out the interrelationship of demographictéas (such as age and gender etc.) with the viemglverbal

attributes in buying behavior.
METHODOLOGY

In this study the qualitative research method eduss it is one of the best methods to measurd sample, with
in-depth focus on the customer. In this study epgitry research method is being used. The dataisrstudy is solely a
primary data, which is collected from various patkeuit juice users of Haldwani. In order to colletata we have used
judgment sampling through a semi structured questioe, to understand the various factors in pusehdecision.
The kind of questions askeddpen-ended questions, which means that it allows the respondents to answer in their own

words.

ANALYSIS AND INTERPRETATION
Buyer's Demographic Information

Studied Query: Gender of respondents

ResponseMost of the respondents were male, this showsstilathe dominance of them in this area and even i

purchase decision for household goods.
Studied Query: Age of respondent of respondent

ResponseMostly people purchasing fruit juices were of mgldige group this means that this age group is more

conscious and is purchasing mostly.
Studied Query: Marital status of respondent
ResponseMostly people who purchase juices are from the @dgroup.
Studied Query: No. of dependents of respondent

ResponseMost of the respondents were not having more thandependents this tells that the consumption of it

at a time will not be more that 800ml.

Studied Query: Education of respondent
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ResponseThe educational level in this area is in bettemast of the respondents are graduate or post gexdua
who can easily understand thenefits from the juices.

Studied Query: Nature of Job

ResponseThe respondents in this area earn their livelihntwdugh main through business and services both and

few are also engaged in more than one way of egrnin
Studied Query: Income of respondent
ResponseMost of these people earn in between 20k to 50k.
Details Regarding Visual Attributes of Respondents
Studied Query: How important is color combination of a pack whileying

Response:Most of the respondents told that they prefer a packagihighwhas different color combinations
rather than simple one packages.

Studied Query: Would you like to buy juices in plastic bottles?
ResponseMost of the people who purchase juices do notitike the plastic bottles as a packaging.
Studied Query: Would you like to buy juices in can?

Response:Respondents do not like at all the can packagingufoes as for the purpose of reusing after opgnin
the container is a tedious job for them.

Studied Query: Would you like to buy juices in tetra-pack?
ResponseMost of the respondents prefer to use tetra padkissnost convenient to use and store.
Studied Query: Do you want any change in the style of pack?

Response:Respondents said that they are satisfied with thieent packages available in the market although

they would like to have new packaging if it is mamnvenient than the available one in the market.
Studied Query: Would you like to buy the juice when package is samushed in transportation?

ResponseMostly respondents do not like the crushed packsaofsportation as these people also prefer hygieni
products which they think are not.

Studied Query: How much you prefer packages which clearly tellghibe variant?

Response:Consumer prefer the packages with the picture septation about the juice of the fruit on the
package as there could be some fruit which is reewonsumer then he/she is comfortable to understaradher only

having a written information about the fruit.
Buyer's Information Regarding Verbal Attributes
Studied Query: How much brand name is important for you?

Response:Consumers associate themselves with a brand agdpteéer to buy only those brands with which
they are associated.
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Studied Query: Do you look for manufacturing date?

ResponseMost of the customers in this area rely on thellestawhile making a purchase.

Studied Query: Do you look for expiry date?

ResponseMany of the respondents said that do not pay mttehtion as they rely on retailers.

Studied Query: Do you notice the declaration regarding preseresfv

ResponseOnly a few respondents give attention about thegxatives that are there used in fruit juices.
Studied Query: To me standard mark is of high importance

ResponseMany of the respondents are not aware about stdizdéion marks used; hence they do not give much

attention to it.
Studied Query: Do you look for the variant- juice/beverage/drink?

Response:Fruit juice customers look for a variant as theyehgaome clarity in the differences of a beverage,

drink and juice.
Studied Query: How important is list of ingredients for you?
ResponseOnly a few customers look for the list of ingred&n
Studied Query: Do you look for the nutritional benefits statedtbe pack?

ResponseThe respondents do not see the pack to look fonthetional benefits, as in this regard belieftio¢

customer work regarding the nutritional benefitytiget from the fruit juice.
Studied Query: How important are the instructions for recyclalilif pack?
ResponsePeople are least bothered regarding the recydiabiiithe pack.
Studied Query: Do you look for the maximum retail price (MRP)?
ResponseThe respondents are much sensitive regarding tbe pf the product.
Studied Query: Do you look for the storage pattern of opened pack?
ResponseThe respondents are bothered about the storagearpaftter the pack of a juice is opened.

Table 1: Demographic Profile of Respondents

S. No Demographic Variables | Number of Respondents | Percentage
1. Gender of Respondent
a. Male 32 69.56
b. Female 14 30.44
2. Age of Respondent of Respondent
a. 10-25 07 15.21
b. 26-40 21 45.65
C. 41-60 12 26.08
d. above 60 6 13.04
3. Marital Status of Respondent
a. Married 31 67.39
b. Unmarried 15 32.60
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c. Divorced 0 0.00
4,

a. None 19 41.30
b. 1-2 17 36.95
c. 34 9 19.56
d. more than -4 1 2.17

5 [ EducationofRespondent |

a. Below high school 3 6.52

b. Intermediate 8 17.39

C. Graduate 27 58.69

d. Post-graduate 8 17.39
6. [ = NareofJob 000000000

a. Business 18 39.13

b. Service 16 34.78

C. Agriculture 7 15.21

d. Others 5 10.86
7. [ IncomeofRespondent |

a. 10k-20k 15 33

b. 21k-40k 21 45.65

C. 40k-60k 7 15.21

d. more than 60k 3 6.52

Table 2: Visual Attributes of Respondents

Number of respondents

17

Percentage

Number of respondents

36.9 3

5

Percentage

Number of respondents

LA

10.8

Percentage

Number of respondents

3

7 L ClaityabouttheVariant |

5

Number of respondents 2 5 7 13 19
Percentage 4.34 10.86 15.21 28.2 41.33
Number of respondents 7 6 8 11 14
Percentage 15.21 13.04 17.3 23.9 30.43
Number of respondents 27 13 7 3 0
Percentage 58.70 28.26 15.21 652 000

9 22

Percentage

6.52

15.21

10.86

19.56 47.83

Table 3: Rating of Verbal Attributes of Respondents

Number of
respondents

Percentage

Impact Factor

(JCC): 3.9876

NAAS Rating.97
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Number of 12 9 13 5 7

respondents

Percentage 26.08 19.56 28.26 10.86 15.21
3. | Always Look for Expiry Date

Number of 11 10 12 4 9

respondents

Percentage 23.91 21.73 26.08 8.69 19.56
4, | Notice the Declaration Regarding Preservatives

Number of 14 9 12 4 7

respondents

Percentage 30.43 19.56 26.08 8.69 15.21
5. To Me Standard Mark is of High Importance

Number of 11 13 7 7 8

respondents

Percentage 23.91 28.26 15.21 15.21 17.39
6. Always Look for the Variant- Juice/Beverage/Drink

Number of 7 17 13 6 3

respondents

Percentage 15.21 36.95 28.26 13.04 6.52
7. Always Look for list of Ingredients

Number of 8 13 15 4 6

respondents

Percentage 17.39 28.26 32.60 8.69 13.04
8. Always Look for Nutritional Benefits

Number of 7 16 12 3 8

respondents

Percentage 15.21 34.78 26.08 6.52 17.39
9. Always Look for Declaration Regarding Added Color

Number of 9 13 11 7 6

respondents

Percentage 19.56 28.26 23.91 15.21 13.04
10. Always Look for Instructions for Recyclability of Pack

Number of 1 12 13 11 9

respondents

Percentage 26.08 28.26 23.91 19.56
11. Always Look for Maximum Retail Price (MRP)

Number of 2 4 13 16 11

respondents

Percentage 4.35 8.69 28.26 34.74 23.91
12. Always Look for Storage Pattern of Opened Pack

Number of 5 9 12 13 7

respondents

Percentage 10.86 19.56 26.08 28.26 15.21

CONCLUSIONS

Based on the above study it can be concluded tieatbtand factor remains one of the vital factor tioe

customers of the fruit juices. The visual factoefphin creating a brand identity, and a brand whielp to recognize the

product play a pivotal role in the purchase of adpict. These factors remain strong componentseptbduct in this

study to allure customers and increase the satheoproduct. The customer of this region prefebuy a tetra pack, so

whatever packs a company want to bring in the maskeuld be of that. The study suggests that custato not pay

much attention to the verbal attributes of the pricpart from few ones. The maximum retail pricene of the factor for

which the customers are very sensitive, the consum@ferring quality packed juice products arestemncerned about

the price, though it may be higher as compare herdruit juices. Otherwise also the rare fruitpiiproducts have higher
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market prices. Further no significant differences fmund in the responses of demographic fact@esdenders, age and

marital status so the companies should not pay rattefmtion on that, but the attributes like incoofighe respondents,

educational level have shown that people use tffereint variants of juices according to their ligirand nutrient

requirements. This research has also given a doopkidy the changes to be born in the packagiaglaveling of fruit

juices as people have advocated for the convenfentges in the product.
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