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“Through God's words we gain an understanding that God is the one who gives the gift of 

knowledge- that is an understanding or awareness of something. Only in this way can all 

creative power extend outward” 

Nirmala College for Women came into being in the year 1948, takes the pride of 1
st
 

women’s college established in Coimbatore.  The college has now emerged as one of the 

premier institutions of learning, propagating higher values of education to achieve the goal 

“Knowledge Purifies, Charity Enhances”.   

The department has seen various mile stones leading a pride way to success.  The 

and B.Com PA in the year 2013 are notable mile stone. The department strives for the 

development of the concept of true education and intellectual integrity.  

This Journal is a collection of articles which gives insights to the value of knowledge 

and the path to gaining it. This enhances the research skills to discover various means he or 

she can contribute to the business world. Realizing the imperative need for the research 

scholars and to meet the requirements for completion of their research work of many 

universities a modest opportunity is created and for effective citation and review purposes 

this journal is published for the academic community. 

We thank all the authors for the overwhelming response and valuable suggestions to 

bring out this volume. They deserve special thanks for their co-operation in bringing out this 

volume gracefully in time.  

Head and Staff Members  
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B.Com department established in the year 1995 was converted to B.Com (CA) course in the 

year 2007 with its momentous achievements.  PG Department of Commerce in the year 2003 
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___________________________________________________________________________ 

ABSTRACT 

 

The  use  of  digital  marketing,  internet  marketing,  social  media  marketing  

increases  day  by  day  with advancement in the field of technology. The digital market plays 

an important role in increasing the sales of different products and services. Apart from that, 

it too lays down the impact on the mind of the customer so as to purchase the product. In this 

research, the researcher has aimed to examine to the impact of digital marketing on customer 

buying behavior in Coimbatore. For this, around 105 respondents were selected randomly in 

Coimbatore who influenced to buy a product through digital marketing advertisement. 

Questionnaire is framed in a good structure for data collection. The collected details were 

subdued into tables and graphs by using percentage analysis and mean score analysis. The 

results found that female have purchase more and satisfied with the products.  

Keywords : Digital Marketing, Consumer Buying Behaviour, Internet Marketing, Impact 

___________________________________________________________________________ 

INTRODUCTION 

Using internet, websites, social media, apps, and digital technology become a part of 

day to day life of every person. Through digital and social media, a customer is able to 

acquire information for purchase and consume product and share experience with friends, 

relatives and others. So enterprise must carry out marketing activities through social media, 

websites/blogs and apps. Digital market helps corporate to reach target customer via different 

channels like E- marketing, E- commerce, social media, websites, interactive marketing. 

Marketer can conducted online survey so as to get the required information from customer 

and analyse the response and correspondingly take action based on response of customers to 

meet their needs. Digital Marketing is new form of marketing and opportunities for enterprise 

to communicate the potential customers. Digital market uses internet and IT to make better 

traditional marketing tool. 

REVIEW OF LITERATURE 

The author Anjali (2017) aimed to examine the impact of digital marketing on 

customer buying behavior in Punjab, India, who found that the customers aware about the 

digital media and have more interested to purchase goods through this channel. According to 

the researchers SamreenLodhi and Maria Shoaib (2017) alleged in their case study that 

conducted in Karachi at Pakistan with aimed at Impact of E-Marketing on Consumer Buying 

Behaviour. They found that print media, network marketing, goods & services advertisement, 

fast moving consumer goods, social media, online shopping plays an important role in the 

success of e-marketing. E-marketing has reached to the point where it becomes compulsory 
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for companies to adopt it if they want to stay in the business world. With the high usage 

of internet customers demand and choices fluctuated very quickly and that is why e-

marketing has been adopted in today‘s advertisement agencies and sectors. With the use of e-

marketing companies market their product or services throughout the world.  

According to Al & Al (2014) that online shopping not only effecting ease of use, and 

enjoyment but also by other factors like product feature, characteristics, and trust towards 

online marketing. Further, the researcher e-marketing starts from 19
th

 century, e-marketing is 

to transfer goods and services from seller to consumer through electronic media by different 

methods. It overtakes television, radio, and newspaper advertisement. According to different 

business journals of America, internet advertisement is quicker than traditional one described 

by Howard, October (2011). The authors Bakshi & Dr. Surender Kumar Gupta  (2015) 

explained that with dramatic increase in online advertisement company started to do or spend 

more on e-marketing rather than traditional one. A study conducted by Krishnamurthy and 

Sin (2014) alleged that E-marketing cybernetic societies have changed consumer, society and 

corporate sector to information, social networking and educational sector. Social networking 

sites have huge target market and audience with huge amount of spectators and users 

throughout the world. They mostly get information of product and services that have been 

marketed online through Facebook, YouTube videos and other social networking sites found 

by the author Elisabeta Ioanăs (2014). 

STATEMENT OF THE PROBLEM 

Nowadays, the purchase behavior of the consumers is entirely differs from traditional 

one. In traditionally, all the purchases based on account of the feeling of hard touch and eye 

view of the product. But now, most of the purchases are based on views online and assuming 

the size in our own and accept to purchase it. Sometimes, the size may vary whatever we 

except, the quality may vary, design may vary and product may vary. So, the problems faced 

by the consumers while purchase products through online continuously. Most of the people 

do not able to correct it due to their inconvenience and more commitment in their work 

schedule. So, the study emerged and to examine what extend the impact of digital marketing 

influence the purchase behavior of the consumers in Coimbatore.    

OBJECTIVES OF THE STUDY 

 To find out the socio-economic status of the online consumers in Coimbatore.  

 To examine the impact of digital marketing technique among the consumers on their 

buying behavior intention.  

 

RESEARCH DESIGN 

Descriptive research design has been used in this research. Questionnaire is the 

primary tool for data collection. 105 online buyers have been selected and studied with the 

help of percentage analysis and mean score analysis. Coimbatore is purposively selected for 

this research due to the peoples more purchase behavior.  
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DATA ANALYSIS 

This section has been divided into two heads viz., socio-economic status of the online 

buyers and impact of digital marketing on buying behavior of the consumers.  

Section 1 : Socio-Economic Status of the Respondents 

 The following table shows the socio-economic status of the respondents.  

No. Socio-Economic Status No. of Respondents % 

1 Age   

  Upto 30 Years 36 34.3 

  31-40 Years 49 46.7 

  Above 40 years 20 19.0 

 Total 105 100.0 

2 Gender   

  Male 45 42.9 

  Female 60 57.1 

 Total 105 100.0 

3 Educational Qualification   

  School Level 12 11.4 

  UG level 27 25.7 

  PG level 34 32.4 

  Professional 32 30.5 

 Total 105 100.0 

4 Occupation   

  Business 11 10.5 

  Govt. Employee 28 26.7 

  Private Employee 36 34.3 

  Students 22 21.0 

  Home Maker 8 7.6 

 Total 105 100.0 

5 Period of purchase through online   

  Upto 4 Years 36 34.3 

  5-8 years 49 46.7 

  Above 8 Years 20 19.0 

 Total 105 100.0 

 

The above analysis shows as follows : 

 Majority of the respondents belong to 31-40 years age category. 

 Most of the respondents are female.  

 Maximum of the respondents educated till PG level. 

 Most of the respondents are working in Private Employee. 
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 Majority of the respondents are having the habit of purchasing products through 

online for 5-8 years.  

Section 2 : Impact of Digital Marketing 

 In this section, the researcher has explained about the impact of digital marketing 

among the consumers who interested to purchase products through online.  

Table 2 : Influenced digital media 

No. Digital Channel No. of Respondents % 

1 Social Media 29 27.6 

2 Websites / Blogs 18 17.1 

3 Multimedia Advertising 11 10.5 

4 E-Mails 38 36.2 

5 Others 9 8.6 

 Total 105 100.0 

 

 It is observed from the above table that most of the respondents are influenced the 

digital marketing through E-mails followed by Social Media.  

Table 3 : Kind of Product prefer to buying through digital channel 

No. Kind of Products No. of Respondents % 

1 Convenience Goods 33 31.4 

2 Shopping Goods 29 27.6 

3 Speciality Goods 43 41.0 

 Total 105 100.0 

 

 It could be noted from the above analysis that majority of the respondents have 

purchased speciality goods from online.  

 

Chart 1 : Kind of Product prefer to buying through digital channel 
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Table 4 : Opinion towards change the attitude of Consumer from Digital Marketing 

No. Opinion  No. of Respondents % 

1 Strongly Agree 59 56.2 

2 Agree 21 20.0 

3 Neutral 13 12.4 

4 Disagree 8 7.6 

5 Strongly Disagree 4 3.8 

 Total 105 100.0 

 

 It could be noticed from the analysis that most of the respondents are strongly agreed 

the digital marketing have changed their attitude on purchase of products through online.  

 

 

Chart 2 : Opinion towards change the attitude of Consumer from Digital Marketing 

Table 5 : Satisfaction towards Products Purchased through Online 

No. Opinion  No. of Respondents % 

1 Highly Satisfied 31 29.5 

2 Satisfied 23 21.9 

3 Neutral 20 19.0 

4 Dissatisfied 14 13.3 

5 Highly Dissatisfied 17 16.2 

 Total 105 100.0 
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 It brings from the above table that most of the respondents are highly satisfied with 

purchase products through online.   

 

Chart 3 : Satisfaction towards Products Purchased through Online 

Table 6 : Frequency of Purchase Products through Online 

No. Opinion  No. of Respondents % 

1 Frequently 45 42.9 

2 Sometimes 51 48.6 

3 Rarely 9 8.6 

 Total 105 100.0 

 

It could be noticed from the analysis that most of the respondents are sometimes 

purchase products through online.  

FINDINGS AND RECOMMENDATIONS 

 It is found from the analysis that majority of the respondents belong to 31-40 years 

age category, female, educated till PG level, working in Private Employee, having the 

habit of purchasing products through online for 5-8 years.  

 Most of the respondents are influenced the digital marketing through E-mails 

followed by Social Media. 

 From the research, it is found that majority of the respondents have purchased 

speciality goods from online. Also, convenience and shopping goods are available 

with good quality and trusted one. So, the online consumers have to initiate to 

purchase other products and enjoys with save money and time.  

 It is found from the analysis that most of the respondents are strongly agreed the 

digital marketing have changed their attitude on purchase of products through online. 

It is recommended to the policymakers that they may give attractive digital 
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advertisement with delivery of good quality products that may increase the 

satisfaction of the online consumers.  

 It is found from the study that most of the respondents are sometimes purchase 

products through online because of their official commitment, they are not able to find 

out which product is necessary to purchase or not. So, it is suggested to the online 

consumers that they have to check clearly before purchase a product through online 

and don‘t deceive the attractive digital marketing.    

 

CONCLUSION 

It is one of the important research that to examine the impact of digital marketing on 

changing the attitude of buying behavior of the online consumers. From the research, it is 

found that majority of the respondents are interested to purchase products online, because of 

save money and time.  
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A STUDY OF PREFERENCE TOWARDS THE MOBILE WALLETS AMONG THE 

STUDENTS IN COIMBATORE CITY 

A.ANGELCHRISTINA 

Assistant Professor, Department of Commerce (CA), Nirmala College for Women, 

Coimbatore 18. 

___________________________________________________________________________ 

ABSTRACT: 

Few years back mobile wallet was something majority in India did not hear about but its use 

saw a huge leap in last couple of years with the surge of smart phones, high speed internet 

connectivity using 3G and 4G and the lucrative offers mobile wallets provide. This research 

paper is an attempt to study the preference towards mobile wallet among the students 

studying in Coimbatore city. 

KeyWords:Mobile Wallet, Preference,Connectivity. 

__________________________________________________________________________ 

INTRODUCTION: 

A digital wallet also known as "e-Wallet" refers to an electronic device or online 

service that allows an individual to make electronic transactions. This can include purchasing 

items on-line with a computer or using a smart phone to purchase something at a store. 

Money can be deposited in the digital wallet prior to any transactions or, in other cases; an 

individual's bank account can be linked to the digital wallet.  

 

An online wallet is a software or web service that allows users to store and control 

their online shopping information, such as logins, passwords, shipping address and credit 

card details. It also provides a method for consumers to purchase products from online 

retailers. 

Mobile payment (also referred to as mobile money, mobile money transfer, and 

mobile wallet) generally refer to payment services operated under financial regulation and 

performed from or via a mobile device. Instead of paying with cash, cheque, or credit cards, a 

consumer can use a mobile to pay for a wide range of services and digital or hard goods.  
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TYPES OF E-WALLETS:  

 

Open wallets-  

Open wallets are part of Open System Payment Instruments and can be used for 

purchasing goods and services including financial services and also allow customers to 

withdraw cash at ATMs/BCs. Such type of wallets can only be jointly launched with a bank.  

 

 

 
 

Closed wallets-  

Closed wallets are the part of Closed System Payment Instruments which can be used 

for buying goods and services from the entity which issued that payment instrument. 

Example is- Amazon pay balance.  

 

 

 
 

Semi Closed wallets-  

Such type of wallets are part of payment instruments which can be used for 

purchasing goods and services only from selected merchants. Cash withdrawal or redemption 

cannot be performed using semi closed wallets. Examples are-Paytm wallet, SBI Buddy 

,Citrus wallet etc 
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e-WALLET COMPANIES: 

After analyzing pros and cons of demonetization and looking at awareness of general 

public, many companies have launched their e-wallets in the market with different terms and 

conditions to gain competitive advantages.  

1. Paytm 

Paytm is the most popular e-wallet in the market today having a user base of 20 

million or probably more. It was launched in 2010. Majority of stores accept payments 

through Paytm. It can be used for booking tickets for buses, cabs, fights, hotel rooms etc. In 

addition to all this, it can be for recharging mobile phones, DTH services etc. 

2. Oxigen 

Oxigen is among one of the larger payment solution provider. It uses a 6 digit one 

time password for making your payment secure. This code is sent on your registered mobile 

number. Additionally, this mobile wallet is integrated with NPCI that allow instant money 

transfer to and from more that 50 banks. This feature is approved by RBI. It includes services 

like money transfer, bill payment, bookings and many more. 

3. Freecharge 

This mobile wallet was introduced in 2010. It has gained popularity in recent past and 

claims to have 20 million registered users. With this app also, customers can make payments 

of DTH, utility bills, prepaid and postpaid bills, bookings etc.  

4. PayU Money 

PayU has mobile wallets over 4000 merchants which includes prestigious companies 

like-Goibibo, Zomato, Snapdeal and Bookmyshow, to name a few. It is a key company of 

Naspers Group. PayUMoney gain competitive advantage by offering advanced payment 

gateway solution to various online businesses by making use of progressive technology. 

STATEMENT OF THE PROBLEM : 

 

Mobile wallets are changing the traditional ways of making and receiving payments, 

doing shopping, paying bills etc.  

 

i. Lack of awareness in digital resources. 

ii. Proper information is not reach on time. 

iii. Transportation. 

iv. Medical emergency, Unemployment etc. 

 

OBJECTIVES : 

 

 To study the preference towards the usage of mobile wallets among the students in 

Coimbatore city.  
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 To examine the factors influencing adoption of mobile wallets.  

 To examine the factors refraining the usage of mobile wallets.  

 

RESEARCH METHODOLOGY : 

Research methodology is the specific procedures or techniques used to identify, 

select, process, and analyze information about a topic. In a research paper, 

the methodology section allows the reader to critically evaluate a study's overall validity and 

reliability. like descriptive  

 

REVIEW OF LITERATURE: 

 Anuradha, V. and Durga R. 2016:An Empirical Study on The Usage of Mobile Phone 

Among Small Vendors In Tiruchirapalli. Journal of Management, 7(2), pp.502-509. 

 Sardar R.,2016 : Preference Towards Mobile wallets Among Urban Population of 

Jalgaon City, retrieved from 

http://www.iaeme.com/jom/issues.asp?JType=JOM&VType=3&IType=2  on 28 th 

August 2017. 

 

CONCLUSION: 

After discussing many aspects, it is analyzed that youngsters are becoming more 

aware and responsible towards digital payments and are contributing in some or the other 

way towards growth and success of making India digital. In spite of many security issues, 

people are inclined towards e-payments because of its convenience, ease of use, quick service 

and availability. 

REFERENCES : 
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A STUDY ON CONSUMER SATISFACTION TOWARDS SHOPPING ONLINE 

WITH SPECIAL REFERENCE TO FLIPKART 

ANNIE PATRICIA. A 

I Mcom ,  Department of Commerce, Nirmala College for Women, 

Coimbatore -641018. 

___________________________________________________________________________ 

ABSTRACT 

Online shopping is where consumers directly purchase goods or services from a seller 

in real-time, without any intermediary service, over Internet. It is a form of e - commerce. An 

online shop, e-shop, e-storerecalls the physical comparison of buying products or services in 

a shopping center. This process is called online shopping. This study has been taken to find 

the satisfaction of customers purchasing products through Flipkart. The tool used in this 

study is Percentage Analysis. It is found that customers have positive attitude towards 

shopping through Flipkart. 

 

KEYWORDS:  Flipkart, Satisfaction, Customer, Online. 

 

 

INTRODUCTION 

Flipkart is the leader of electronic commerce in the fast growing Indian market 

founded in 2007 by SachinBansal and BinnyBansal. The company first focused on books 

only. The company now focuses on goods such as electronics, books and other accessories. 

Consumers can access the site online or through the application in their mobile phones. In 

few words, Flipkart is an interesting and rapidly growing company that will become more 

prominent in the future. 

 Flipkart is an eminent marketplace and extensive website.This application allows the 

sellers to sell their diverse products on this well-known marketplace once they have 

registered. It also promots small and big sellers to sell their products on a big online shopping 

plaza. 

 

REVIEW OF LITERATURE 

Motley (2003) corroborates the idea of matching service performance with customers‘ 

expectations. He notes that the mission of a business is the creation of satisfied clients who 

tend to favour the organization through time by patronizing the services being delivered by 

the business. He goes further to mention that, businesses can achieve this aim by 

understanding what satisfies and dissatisfies their customers or clients. 

Clarke (2001) has put forward the argument that, ― a business that focuses exclusively 

on customer‘s satisfaction runs the risk of becoming an undifferentiated brand whose 

customers believe only that it meets the minimum performance criteria‖. 

 

OBJECTIVES 

 To find out the demographic profile of the respondents. 

INTERCONTINENTAL JOURNAL OF MARKETING RESEARCH REVIEW
ISSN:2321-0346 - ONLINE  ISSN:2347-1670 - PRINT -IMPACT FACTOR :6.613
VOLUME 7, ISSUE 9, SPECIAL EDITION I, SEPTEMBER 2019   

An Open Access, Peer Reviewed, Refereed, Online and Print International Research Journal
www.icmrr.org                                         12                                icmrrjournal@gmail.com



 

 To find the satisfaction of customers purchasing products through Flipkart 

 

 

RESEARCH  METHODOLOGY 

 

 Research Design         : The researcher has adopted descriptive research study  

 Source of Data: 

 Primary Data  

The primary data is been collected from the respondents  by structured 

questionnaire method. 

 Secondary Data  

The secondary data for the study is collected from books, journals, articles, 

magazines and websites, etc,… 

 

 Sample Size                : A sample of 50 was taken for this study. 

 Sampling Technique : The sampling technique used for this study is Simple Random 

   Sampling.                             

 Area of Study             : The area chosen for the study covers the Coimbatore city. 

 Tools Used                  : The tools used for the study is Percentage Analysis. 

 

ANALYSIS AND FINDINGS  

 

ANALYSIS : PERCENTAGE ANALYSIS  

 

TABLE 1-THE GENERAL PROFILE OF THE RESPONDENTS 

PERSONAL FACTORS 
 

NO. OF PER 

  
RESPONDENTS CENT 

    GENDER MALE 20 40 

    

    FEMALE 30 60 

    

  MARITAL STATUS MARRIED 15 30 

    

    UNMARRIED 35 70 

    

  EDUCATIONAL SCHOOL 7 14 

QUALIFICATION     

  GRADUATE 13 26 

      

  POST GRADUATE 10 20 
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  PROFESSIONAL 8 16 

      

  OTHERS 12 24 

      

OCCUPATION STUDENT 30 60 

      

  BUSINESS 10 20 

      

  SALARIED 10 20 

      

NO. OF MEMBERS IN THE LESS THAN 2 10 20 

FAMILY     

  3-4 30 60 

      

  5-6 7 14 

      

  ABOVE 6 3 6 

      

NO. OF EARNING 

MEMBERS 1 10 20 

IN THE FAMILY     

  2 35 70 

      

  3 5 10 

MONTHLY FAMILY 

INCOME LESS THAN 25 50 

  RS.25000   

      

  RS. 25000- 15 30 

  RS.50000   

      

  RS. 51000 – RS. 10 20 

  75000   

  ABOVE RS. 75000 5 10 
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TABLE-2: ATTITUDE OF THE RESPONDENTS TOWARDS ONLINE SHOPPING  

        SPECIALLY THROUGH FLIPKART        

                

ATTITUDE  SDA DA N A SA 

PREFERS 

PURCHASE 

THROUGH 

FLIPKART 

NO. OF 

RESPONDENTS 

6 12 7 15 10 

PERCENT 12 24 14 30 20 

FLIPKART 

SHOPPING IS 

ATTRACTIVE 

NO. OF 

RESPONDENTS 

4 7 6 17 16 

PERCENT 8 14 12 34 32 

FLIPKART 

GIVES 

INFORMATION 

ABOUT 

PRODUCTS 

NO. OF 

RESPONDENTS 

7 8 5 14 16 

PERCENT 14 16 10 28 325 

FLIPKART 

PRODUCTS 

HAVE 

POSITIVE 

IMPACT 

NO. OF 

RESPONDENTS 

5 7 9 18 11 

PERCENT 10 14 18 32 224 

SATISFIED 

WITH THE 

PRODUCTS OF 

FLIPKART 

NO. OF 

RESPONDENTS 

4 8 8 17 13 

PERCENT 8 16 16 34 26 

 

FINDINGS 

 Majority (60%) of the respondents are female. 

 Majority (70%) of the respondents are unmarried. 

 Majority (26%) of the respondents are graduates. 

 Majority (60%) of the respondents are students. 

 Majority  (60%) of respondents have 3-4 members in their family. 

 Majority  (70%) of the respondents have 2 earning member in their family. 

 Majority (50% ) of the respondents have monthly income less than  Rs. 25,000. 

 Majority  (30%) of the respondents agree purchasing through Flipkart. 

 Majority  (34% ) of the respondents agree that the Flipkart shopping is attractive. 

 Majority (32%) of the respondents have strongly agreed that Flipkart gives relevant 

information about Products. 

 Majority (36%) of the respondents have agreed that Flipkart products has a positive 

impact. 

 Majority (34%) of the respondents agree that they are satisfied with the quality of the 

products from Flipkart. 
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CONCLUSION 

 

Shopping online have proved to be a boon to its users. It saves time and energy and 

is user-friendly. This study examined, "The impact of Flipkart on youngsters". Technology 

help youngsters to shop more faster and easier through online. Additionally, satisfaction is 

more important when purchasing a product through Flipkart. On the whole, shopping through 

Flipkart have a positive impact and it has induced more youngsters to purchase their desired 

products at  desired time. The study brought out the fact that satisfaction about the quality of 

the products and the factors that influence to buy the product. 
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ABSTRACT 

Food items which are chemical free are called as organic food. They should not 

contain any pesticides, drugs, preservatives. Now a day’s people are concern with organic 

foods and they are spending for food as it’s a matter of health. In India Madhya Pradesh , 

Rajasthan and Maharashtra and Uttar Pradesh have the organic certificates to issue the  

food products among various countries. The main objectives of this study are to find out the 

satisfaction of the consumers and factors influence to buy the organic foods and their 

production. There are of 50 respondents. Statistical tools used are percentage and Rank 

Correlation analysis. 

Keywords: Organic foods, Safety, satisfaction, Agriculture. 

INTRODUCTION 

The Term ―Organic‖ refers to the way agricultural products are grown and 

processed.Organic food is food produced by methods that comply with the standards 

of organic farming .Organizations regulating organic products may restrict the use of 

certain pesticides, drugs, preservatives in the foods.  Food items which harvest in organic 

farms have the more vitamins, minerals, proteins, calcium and iron. Organic products are 

grown under a system of agriculture without the use of any chemicals fertilizers and 

pesticides with an environmentally and socially responsible approach. The government of 

India has implemented National Programme for Organic Production (NPOP). With these 

recognitions, India organic products duly certified by the accredited certification bodies of 

India are accepted by the importing countries. 

OBJECTIVES 

1. To Know The Consumer Satisfaction towards Organic Food Products. 

2. To Analyse The Factors Influencing The Consumer To Buy The Products. 

REVIEW OF LITERATURE 

K. Ratheesh Kumar (2017)
1
, “A Study On Consumer Satisfaction Towards Organic 

Food Products With Special Reference To Coimbatore City”, Availability Of Organic Input 

And Output Is Critical For Improve Of Organic Forming In The Country. Development Of 

Efficient Marketing System Is The Need Of The Hour For Strengthening The Organic 

Production In India. This Paper Made A Humble Attempt To Understanding The Consumer 
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Perception About Organic Product And Marketing In Coimbatore City. The Results 

Concluded That Most Of The Consumer Especially In Urban People Prefer Organic Food 

Product. Marketing Of Organic Product Is So Poor In Study Area So The Demand For 

Organic Product Is Increases But Supply Is Very Low. The Major Reasons Are Organic 

Producer Are Low, Adequate Market Facility Is Not There, Few Number Of Shops, Lack Of 

Awareness, And So On. Therefore If Farmer As Well As Government Give Interest To 

Organic Farming Easily Enhancing Good Marketing System In Tamilnadu. 

K.Karthika And Dr.Senthilkumar (2019)
2
,“Factors Influencing And Purchase 

Intention Of Organic Food Products In Dharmapuri Town”Multitude Of Factors Such As 

Concern For Use Of Growth Hormones, Chemical Additives In Feed, Animal Welfare, 

Human Health Issues And Environmental Impacts Have Led To The Steady Increase In The 

Consumption Of Organic Meat Worldwide. The Purpose Of The Study Was To Investigate 

The Factors That Influence The Purchase Intention Towards Organic Food (Wong 2017). The 

Term Organic Refers To Vegetables, Cereals, Pulses That Are Produced Through The Use Of 

Natural Fertilizers. Even Though There Is A Growing Consciousness For Health, Well-

Being, Consumers Are Still Hesitant To Consume Organic Products As They Are Not Aware 

Of The Availability Of Organic Food Products And The Belief That Organic Products Are 

High Priced And Not Purely Organic. (Anish, 2016). The Adoption Of Organic Production 

And Processing Is Highly Determined By Market Demand. Therefore This Is Reflected In 

Consumer‘s Awareness And Satisfaction Towards Organic Food Products. This Research 

Result Indicated That The Main Reason For Purchasing Organic Food Products Is An 

Expectation Of A Healthier And Environment Friendly Means Of Production. 

 

RESEARCH METHODOLOGY 

Research Design: Descriptive Research Design 

Source of Data 

1. Primary Data: The Primary Data Were Collected  Based On The Structured 

Questionnaire 

2. Secondary Data: Secondary Data Of The Study Have Been Collected From 

Books, Journals, Magazines, Articles And Websites. 

3. Sampling Techniques: The Sampling Techniques Used For The Study Is The 

Simple Random Sampling. 

4. Sampling Size: The Sample Size Used For The Study Is 50 Respondents. 

5. Area Of Study: The Study Was Conducted In Coimbatore City. 

6. Tools Used For The Study:  

 Percentage Analysis. 

 Rank Correlation. 

ANALYSIS AND FINDINGS 

Analysis 

 Percentage Analysis 
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S.No Particulars No Of 

Respondents 

Percentage 

1. Gender: 

        Male 

        Female 

 

10 

40 

 

20% 

80% 

2. Age Group: 

        15-20 

        21-25 

 

25 

25 

 

50% 

50% 

3. Educational Qualification: 

        Post Graduate 

       Under Graduate 

 

45 

5 

 

90% 

10% 

4. Occupation: 

         Student 

         Homemaker 

         Employee 

 

35 

10 

5 

 

60% 

20% 

10% 

5. Income: 

          8000-12000 

          12001-16000 

          16001-20000 

 

35 

5 

10 

 

60% 

10% 

20% 

6. Marital Status: 

          Married 

         Unmarried 

 

10 

40 

 

20% 

80% 

7. Type  Of Family: 

         Nuclear 

         Joint Family 

 

25 

25 

 

50% 

50% 

8. Family Members: 

          2-4 

          4-5 

          5-7 

 

20 

10 

20 

 

40% 

20% 

40% 

9. Are You Aware Of Organic 

Food Products: 

           Yes 

           No 

 

 

40 

10 

 

 

80% 

20% 

10. Have You Ever Purchased 

Organic Food Products: 

           Yes 

 

 

50 

 

 

100% 

11. Where Will You Purchase 

Organic Food Products: 

          Retail Shops 

          Malls 

          Showroom 

 

 

40 

5 

5 

 

 

80% 

10% 

10% 

12. How Long Do You Use The 

Organic Foods: 
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           Everyday 

           Week-End 

           More Than 6 Months 

10 

30 

10 

20% 

60% 

20% 

13. How Much Do You Spend 

On Buying These Products: 

            1500-2000 

   2000 And Above 

 

 

45 

5 

 

 

90% 

10% 

14. How Could You Know 

About The Organic Food 

Products: 

    Advertisements 

              Others 

 

 

 

30 

20 

 

 

 

60% 

40% 

 

 Rank Correlation 

 

Factor 

Rank 1 2 3 4 5 Total Rank 

Score 

Rank 

Score 5 4 3 2 1    

 

Quality 

No Of 

Respondents: 

15 20 5 5 5 50   

Score 75 80 15 10 5 185 3.7 1 

Availability 

 

No Of 

Respondents 

10 25 5 5 5 50   

Score 50 100 15 10 5 180 3.6 3 

 

Price 

No Of 

Respondents: 

10 5 10 20 5 50   

Score 50 20 30 40 5 145 2.9 5 

 

Offer 

 

No Of 

Respondents 

15 10 15 5 5 50   

Score 75 40 45 10 5 175 3.5 2 

 

Brand 

Image 

No Of 

Respondents: 

15 10 15 10 - 50   

Score 75 40 45 20 - 170 3.4 4 

 

 FINDINGS 

 Findings from Percentage analysis 

 Majority (80%) of respondents are female 

 Majority 50% of respondents have the age group of between 15-20&21-25. 

 Majority (90%) of the respondents are Post graduate 

 Majority (60%) of the respondents are Students. 

 Majority (60%) of the respondents earn their monthly income between 

rs.8000-12000. 

 Majority(80%) of the respondents are unmarried. 
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 50% of respondents belong to nuclear family and another 50% of respondents 

belong to Joint family. 

 Majority (100%) of respondents have 2-4 &5-6 family members. 

 Majority (80%) of the respondents are aware of organic foods. 

 Majority (100%) respondents have purchased organic foods. 

 Majority (80%) of the respondents have purchased through retail shops. 

 Majority (60%) of the respondents will purchase the organic foods every 

week-end for their consumption. 

 Majority (90%) of respondents will spend rs.1500-2000 to purchase it. 

 Majority (60%) of respondents came to know about organic foods through 

advertisements. 

 Findings from rank correlation 

Average score of 3.7 have been given for the 1
st
 quality. 

 

 

CONCLUSION 

An organic food is one of the most upcoming trends emerging in today‘s world.  A 

growing interest in organic agriculture and organic foods has promoted numerous studies 

comparing the aspects of organic food consumption. Food safety is one of the most important 

issues influencing factors, satisfaction and attitude towards the buying behaviour. Organic 

food consumption has made an outstanding performance in the recent years and has the 

potential to have a sale to its peak. The respondents are satisfied with the quality, brand 

image, availability, and price that are good for consumers. Majority of respondents are not 

facing any problems in consuming the organic foods and the products. 
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___________________________________________________________________________ 

ABSTRACT 

Perception not only creates the experience of the product, it allows us to act within that. This 

Project is a Study on Dealer’s Perception on ITC Products.The Objective of the Study is to 

deal with the services offered by ITC, and to know the grievances  of the dealers if any, and 

to suggest measures to improve the services of ITC products. The Study was conducted in 

Coimbatore City. A Questionnaire was prepared containing appropriate questions and was 

distributed to 150 respondents. The Tools used for the study is Percentage Analysis, Chi- 

Square and Weighted Average Method. Respondent’s types of business & Diversification of 

ITC products move in the same direction together it is one of the way to improve the dealers 

services towards ITC. 
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___________________________________________________________________________ 

INTRODUCTION 

―Marketing consists of the performance of business activities that direct the flow of 

goods and services from the producer or supplier to the consumers or end-users.‖A dealer 

acts as a principal rather than as an agent. The dealer's profit or loss is the difference between 

the price he pays and the price he receives for the same goods. Perception is the sensory 

experience about products and involves both the recognition of environmental actions in 

response to these products. To retain existing customer as well as to increase client 

relationship and to provide full assistance to the way investment, expansion and entrance in 

the market.Objectives of the study is to analyze all the product properties from dealers view, 

to find the behavior and service given by the sales person to the dealers and their satisfaction 

level with all the ITC products. 

 

STATEMENT OF THE PROBLEM 

―A Study on Dealers‘ Perception of ITC products with reference to Coimbatore city. 

ITC deals in variety of products with a good brand image in the industry now; it is facing stiff 

competition from different brands in the market. While comparing previous 5 years, it was 

found that there is a small lack in market share. Also it is very essential to increase dealers 

relationship with the company, the dealer‘s feedback will vary from year to year. So, the 

research has been done to know perception of dealers. 
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OBJECTIVES OF THE STUDY 

 To study the dealers‘ perception towards the services offered by ITC. 

 To know the grievances of the dealers, if any. 

 To suggest measures to improve the services of ITC products 

 

REVIEW OF LITERATURE 

Sun Q Sridhar N and O'Brien,*6.This study aboutconsumer perception of product value is 

central to all stages of the process of bringing products to markets, from design and 

manufacture to distribution and retail. As a result, product strategy needs to respect 

customer needs in order to achieve or retain competitive advantage in providing innovative 

and differentiated products. India has attracted a large number of international brands. This 

paper examines the visual associations and the correlation between various product stimuli 

in the decision making process of Indian consumers from the perspective of consumer 

cognitive psychology and psychoanalysis.  

John G Knight, David K Holdsworth, Damien W Mather,*7.This study reveals about 

resistance to importation of genetically modified (GM) foods in rich countries has deterred 

governments in many food-exporting countries from approving the planting of GM food 

crops for fear of damaging export markets for conventional food. Apart from governments 

that have actively imposed barriers to entry, another level of resistance can arise from food 

distribution channel members deciding not to import foods which they believe consumers in 

their markets will not want. GM foods fall in this category in some markets, particularly in 

Europe. In China and India, the two most populous consumer markets, pragmatic 

considerations appear likely to overcome neophobia regarding this technology, provided that 

benefits are adequately communicated to consumers. 

RESEARCH METHODOLOGY 

Research is a systematic and logical enquiry having its aim as the discovery of new facts or 

the verification of existing ones.  Research is an organized systematic database. Critical 

objective scientific enquiry or investigation into a specific problem undertaken with the 

purpose of finding answers for solution to it. 

SOURCES OF THE DATA 

Primary Data 

Primary data collection technique was used for the research. The primary data was 

collected from the customers with the help of well-structured questionnaire. 

Secondary Data 

Relavant Information gathered from Magazines, Newspapers and Project reports and formed 

the Secondary Data. 

Area of the study 

The survey was conducted in Coimbatore city. 
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