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ABSTRACT

Consumer attitudes towards Aavin products in Sivagngai Town, Sivagangai District, Tamilnadu. This study
helps to suggest suitable recommendation to improve the consumer’s attitudes towards Aavin products in
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Sivagangai town. The following are the main objectives of the study to find out the consumer preference towards
Aavin Products to find out the satisfaction of the respondents regarding various aspects of Aavin products to analysis the different
aspects of consumer perspectives of the availability of Aavin products. The present study is based on the both primary and secondary
data. The primary data has been collected through a well structured questionnaire. The sample size taken for the study is 150 fixed
arbitrarily. To study detail percentage is calculated on different basis, percentage is calculated on the basis of age, sex, education,
monthly income and chi-square test. Aavin products is one of the major quality food items. The research indicated that the majority
of the Aavin consumers fresh products including milk, the motto of Aavin is “To serve the public” with rewarded quality of products

and with good quality at a reasonable price.

INTRODUCTION

Milk is an essential item used by the people as vegetarian diet.
More consumption of milk depends not only on its factors but
also on the availability of children and also by practice of taking
coffee, tea etc. The chief factors which influence of the consump-
tion of milk are availability level of income of people and prices.
Milk is not only an essential item but also most frequently and
commonly used by the people. The milk and dairy products mar-
kets has been driven by trends evident in the wider food market.
Health remains a major consideration and activity has focused
on the introduction established products with improved health
profiles. Functional to make gains. Furthermore as consumer
are taking a greater, interest in products provenance, attention
has been focused on organic and regional products.

DAIRY PRODUCTS IN INDIA - OVERVIEW :

India is the largest producer of milk in the world and dairy
farming is the single largest contributor to India’s GDP, apart
from being the biggest source of employment. Dairy farming is
a critical part of the Indian economy as its importance stems
from the three important factors. First of all it provides income
for small and marginalized farmers, second milk and its prod-
ucts are a critical part of our diet, and third dairy farming com-
plements other forms of agricultural activity. As far as cow’s
milk production is concerned USA rank first, followed by India,
China, the Russian Federation. Brazil and Germany respectively.
Dairy development in India has been most spectacular in re-
cent years while chief contributing factors to their achievement
is the “ANAND PATTERN” of dairy cooperative. Considered as
a whole it consist of three very important elements, milk pro-
duction procurement and marketing, India is the second largest
producer of milk in the world and has highest cattle population
in the world.

v The country is the largest milk producer all over the world
around 100 million MT

v 1/5% of the world bovine population.

v Milch animals (45 percent indigenous cattle , 55 percent
buffaloes, and 10 percent cross bred cows)

v Immensely low productivity, around 1000kg/year (world
average 2038 kg/year)

v Large number of un productive animals, low genetic poten-
cy, poor nutrition and lack of services are the main factor for
the low productivity.

v There are different regions - developed, average, below
average (eastern states of Orissa, Bihar and North East re-
gion) in the dairy industry.

DAIRY DEVELOPMENT IN TAMILNADU

Dairy development activities in Tamilnadu started earlier in
1920. The first co-operative dairy was set up in Chennai city
during the year 1927. The state dairy development department
in state was established in the year 1958. The first modern dairy
plant in the capacity to handle 50,000 liters per day pasteur-
ized milk was established in the year 1963 at Madhavaram near

Chennai with the aid from New Zealand. The state department
for dairying started milk procurement through organized vil-
lage co-operatives in the year 1962. Prior to the inception of
Sivagangai Dairy milk and milk products were distributed to
the Sivagangai town consumers by the Sivagangai co-operative
milk supply union limited, which was established in 1943, with
the functional assistance from the United Nations International
Children’s Emergency Fund (UNICEF) the Tamil Nadu Dairy
Development Corporation took over the activities of the Siva-
gangai District Co-operative milk products union limited. It was
started functioning from 13™ April 1983. The main objectives of
the Dairy Development Department first to assure a remunera-
tive price for the milk produced by the milk products societies
through assessable, steady second well organized market sup-
port, third distribution of milk, fourth milk products at reason-
able prices to the consumers.

STATEMENT OF THE PROBLEM

Dairy industry in India is a fast growing a expanding one. Stud-
ies Consumer’s attitude and satisfaction on various product of
Aavin will definitely help in future growth and development
in the right direction. The researcher proposes to undertake
a study on wide topic, which embraces in its fold the number
of products produced and marketed by the Tamil Nadu Dairy
Development Corporation under the brand name “Aavin”. This
study proposes to find out the attitude of consumer towards
Aavin products such as milk, butter, ghee, milk powder, flavored
milk. Today India ranks first in the world production, irrespec-
tive of the lifestyle, income status, religious, and the status of the
society to which the people belong milk and milk product have
become necessity, Hence the present study has been undertak-
en keeping this aspect in view. Hence this is the topic “Consumer
attitude towards Aavin Products in Sivagangai Town”.

OBJECTIVES OF THE STUDY
The following are the objectives of the study.

v To analyze the different aspects of consumer perspective of
the availability of Aavin products.

v To find out the consumer preference towards Aavin prod-
ucts.

v To find out the consumer attitudes towards opinion regard-
ing the quality of Aavin milk.

OPERATIONAL DEFINITION CONCEPT

Consumer
A consumer is a person who buys things or uses services.

Consumer Behavior

Those acts of individuals, goods, and services, including the de-
cision process that proceeds and determines these acts.

Milk

Milk may be define as the normal secretion of the mammary
glands. Milk consists of fat, lactage, protein and vitamin. Milk is
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a perishable and by hygienic food in the world.

Product

Product is defined as a set of tangible and intangible attributes
including packaging, colour, price, manufacture’s prestige, and
retailer’s prestige and manufactures and retailers services
which the buyer may accept.

METHODS OF DATA COLLECTION

The present study is based on both primary and secondary data.
The study is mainly based on primary data. The primary data re-
quired for this study has been collected from the consumer and
Aavin Products Vendors. The primary data has been collected
through a well-structured questionnaire. The secondary data
required for this study has been collected from various books,
journals and magazines related with milk production.

SAMPLING METHODS

The universe consists of various categories of people with re-
spect of age, income and education. The complete details of
the universe are not available and hence convenient sampling
methods are used for this research.

SAMPLE SIZE

For the purpose of this study 150 respondents were selected
and data was collected through questionnaire. For the purpose
of selection of respondents, convenient technique was adopted
to study in detail, the consumer attitude towards Aavin prod-
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Source : Primary Data

Inference :

Reference to the personal profile of the consumer in the above
Table 1 show that the 60 per cent of the respondents belong to
the female category, to the age of the group majority in 41 to 60
years, 32 per cent graduate level, 38.67 per cent of the respond-
ents belong to family size less than 3 members and 46.67 per cent
of the respondents belong to the Government Employee and fol-
lowed by Business / Profession People and 38.67 per cent of the
respondents belong to income level Rs.10,000 to Rs.15,000.

SOURCE OF GETTING AAVIN MILK PRODUCTS

According to taste and convenience, a consumer can select a
particular source. So it is necessary to analyse the consumer’s
preference towards the source of getting Aavin milk products
which is explained in Table 2.

ucts by the simple statistical tools such as average, percent- TABLE - 2
age of calculated on different basis of age, sex, education and SOURCE OF AAVIN MILK PRODUCTS
monthly income and chi-square test. S No. of Communicative
No Source Reépondents Frequency Frequency
AREA OF THE STUDY 1 Aavi 92
For the study “Consumer attitude towards Aavin Products in .| From Aavin 61.33 61.33
Sivagangai Town” respondents was interviewed. The area cov- (From I?Iavin
. . . e as we
ered for the study was Sivagangai Town, Sivagangai District. 2. | as private 37 24.67 86.00
vendors both
PERIOD OF THE STUDY source)
The primary data was collected during month of December F Privat
2012 to April 2013. 3. | Ventors o |21 14.00 100.00
ANALYSIS OF DATA Total 150 100
TABLE - 1 Source : Primary Data
GENERAL PROFILE OF THE RESPODENTS
No. of Inference :
Factors Classification Respondents Frequency Itis observed from Table 2 that out 150 respondents maximum
Mal 60 40,00 0f 92 (61.33 per cent) of them source Aavin product from Aavin
Gender ale : followed by 37 (24.67 per cent), 21 (14.00 per cent) of them
Female 90 60.00 from Aavin as well as Private vendors and Private vendors).
Below 20 15 10.00
20 to 40 45 30.00 CONSUMPTION PATTERN OF THE RESPONDENTS
Age 0 : There is a vast gap between the actual consumption and the
41 to 60 60 40.00 suggested level of consumption. The product of milk is very low
Above 60 30 20.00 in relation to the population pressure. The following Table 3
literate 25 16.67 shows the .cons.umptlon pattern of the respondents (morning)
to buy Aavin milk and products.
Upto School 1 3 21.33
Educational TABLE - 3
Qualification Graduate 48 32.00 CONSUMPTION PATTERN OF THE RESPONDENTS
Professional |18 12.00
: More than 1
Others 27 18.00 Income 200 ml [500ml |1 liter liter Total
Less than 3 Less th
members 58 38.67 R(Z_S5S()0(E)m 12 18 - - 30
Family Size 3106 147 31.33 Rs.5000 - |g 24 08 40
Rs.10,000 )
Above 6
members * 3000 Rs.10,000 -1 _ 20 16 |10 46
Rs.15,000
Occupati Government !
pation Employee 70 46.67
- Above - 12 10 |12 34
Private 31 20.67 Rs.15,000
Employee ’
. Total 20 74 34 22 150
Business / 35 23.33
Profession ’ Frequency |13.33 |49.33 |22.67 |14.67 100
Unemployed |14 9.33

Source : Primary Data

82 IJSR - INTERNATIONAL JOURNAL OF SCIENTIFIC RESEARCH




Research Paper Volume 12| Issue: 6 | June 2013 « ISSN No 2277 - 8179

Inference : Availability
The above Table 3 shows the consumption pattern of respond- 4. | inRequired 335 (136 |72 |30 |10 [583 |3.87 VI
ents in the morning 13.33 percentage of respondents consume. Quantity
200 ml milk products, and 49.33 percentage consume 500 ml, Corretc't 225 1208 |48 [52 |11 |544 |3.63 X
22.67 percentage consume 1 liter and 14.67 percentage of the Quantity
respondents consume above 1 liter of Aavin milk. 6. | Quality 440 (84 |45 (28 |12 [609 |4.06 111
Good
Table Value Shows in Chi-Square analysis 7. Packaging 260 | 160 |90 | 40 |8 558 | 372 IX
Calculated Value X? =50.851 Availability
8. | Under one 340 144 (69 |30 |8 591 | 3.94 v
Degree of freedom =9 roof
Level of Significant =5% Saving in
Table Value -16.9 9. %hopping 280 | 160 |96 [36 [4 [576 |3.84 Vil
: ime
Result = Accepted .
Attractive
10. | Advertisement | 260 [ 184 |84 {36 |6 [570 |38 X1l
Since the Calculated Value X?>= 50.851 is less than the tabulated 11. | Good Will 245 (96 [54120 (9 |624 |416 I
value (16.4) the null hypothesis. H is accepted and alternative
hypothesis H, is rejected. Hence, it is concluded that there is no 12, | Regular 130 | 328 |48 |20 |16 |542 |3.61 XII
P 0, . . Supply
significant relationship between monthly income of consumer

and consumption pattern on Aavin Milk products in a month.

PURCHASING PATTERN OF AAVIN MILK PRODUCTS

Every facts of business including creativity of products, are a
variable essential in marketing. This is particularly so when the
manufacture concerned in a competitive situation of the buyer’s
market. A continuous effort to develop new products is need so
that steady earnings are assured creativity is required in prod-
uct development. The following table 4 shows the purchasing
pattern of Aavin milk product from Aavin is given.

TABLE - 4
PURCHASING PATTERN OF MILK PRODUCTS FROM AAVIN
(CATEGORY WISE)

S [BMIKNOCOT s | Frequency [ Gommunicative

1. | Butter 75 50.00 50.00

2. | Ghee 30 20.00 70.00

3. |Flavoured | 4g 12.00 82.00

4. |SkimMilk | g 5.33 87.33
Ice Cream

5. | Milk 7 4.67 92.00
Powder

6. |Curd 5 3.33 95.33

7. | Cheese 4 2.67 98.00

8. |Yoghourt |3 2.00 100.00
Total 150 100

Source : Primary Data

Inference :

It can be inferred from table 4 that the 75 respondents (50 per
cent) of consumer buy Butter, 30 (20 per cent) respondents
procurement of Ghee and followed by Flavoured milk and Skim
Milk Power 18 (12 per cent).

SATISFACTION LEVEL

The satisfaction level of the respondents have been measured
by the likert’s five point’s scale such as Highly Satisfied (HS),
Satisfied, Neutral, Dissatisfied and Highly Dissatisfied.

TABLE - 5

SATISFACTION LEVEL

S | Factors HS |SAT [N |DS |HDS | Total X‘{feiglgte Rank
Reasonable

1. | Reas 260 [180 |78 |32 |11 |561 |374  |vi
Location is

2. |Loaationis 1410 1104 |48 20 [16 |598 {398 |

3. | Hygienic 435 (96 |45 |28 |10 |614 [409  |u

While applying liker type scale of find out the rank level of satis-
faction. The following weight are allotted. (HS : Highly Satisfied
-5, SAT : Satisfied - 4, N : Neutral - 3, DS : Dis- Satisfied - 2, HDS
- Highly Dis-Satisfied - 1)

Inference :

Table 5 shows that the overall satisfaction is highly for good-
will, quality and hygienic. It is evident from the analysis that the
overall satisfaction is high for goodwill, quality and hygienic.

FINDING AND CONCLUSIONS

This study is based on both primary and secondary data. Prima-
ry data were collected from Sivagangai Aavin Milk Vendors and
Consumers based on the feelings and opinions of the consumers
and vendors, the following findings have been generated by the
researcher. The main findings of this study is given below.

v 60 per cent of the consumers are female.

v 40 per cent of the respondents are 41 to 60 age group

v From the study, it is found that the majority consumer 32
per cent are degree holders

v 38.67 per cent of the consumers are family size in less than
3 members

v Majority of the consumers are government employee 70
(46.67 per cent)

v The consumers have monthly income between Rs.10,000 to
Rs.15,000

v 61.33 per cent of the sample respondents purchased Aavin
products in Sivagangai Town.

v The consumers purchase 500ml pack of Aavin milk.

v 50 per cent of the respondents are purchasing batter butter
of Aavin product.

v First rank of the respondents are to buy Aavin milk and
products its good will and followed by quality and hygienic.

v The consumers expect no price fluctuation from the Tamil-
nadu dairy department

v The consumers are regular users of Aavin milk and prod-
ucts.

SUGGESTIONS
Based on the findings of the study for the following suggestion
are offered the improvement of sale.

1. The Dairy Development Board should give importance to
reduce the distance problem.

2. To avoid competitions, the market price should be reduced.

3. Quality of milk and milk products has to be increase to the
standard of foreign companies.

4. Free gifts may be offered for improving the sales.

5. The depot salesman are selling milk at a higher price than
the price printed on the packing. They should be strictly
warned and punishment should be given to such salesman.

6. Effective measure should be taken for making milk and milk
products available at all time (round the clock).

7. Develop an improved production, processing and market-
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ing infrastructure.

8. More funds should be allocated for the dairy sector.

9. The can promote their products by effective advertising, im-
proved quality and keeping a check on the price.

10. Adoption of updated technology will open havenless for in-
troducing new products.

11. To achieve food safety in milk and milk products, advanced
testing facilities and purity certification methods should be
adopted.

12. Continuity in distribution of milk is essential so that the
customer will not switch over to other brands.
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CONCLUSION

It is clear that Sivagangai district is equipped with rich infra-
structure like industries, education institutions and excellent
tourist centers. The study was made on consumer’s attitude to-
wards Aavin milk products in Sivagangai town. Aavin milk and
products is one of the major food items. In traditional medicine
around the world milk is used to treat a wide variety of health
problems. The research indicated that the majority of the milk
consumers prefer fresh Aavin milk. There is the high demand
for Aavin milk and products in Sivagangai town and it is a posi-
tive sign for local and national brands. The motto of Aavin is
“To serve the public” with rewarded quantity of milk and with
good quality at a reasonable price. The organisation is having a
co-ordinal relationship with primary co-operative societies its
member, staff of the union and the consumers.
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