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ABSTRACT 
The objective of modern marketing is to make profits through satisfying and delighting the consumer’s need and wants. Hence, the marketers have to understand 

the real needs, wants, beliefs and attitudes of the consumers towards their products and services. Today, network marketing is a multi-billion dollar business, and 

a large number of driving forces of the 21
st
 century economy. Many business leaders now regard net work marketing as the business for future. But the marketing 

method was misunderstood as a get rich-quick scheme; it is also too common for network marketers worldwide to answer the legality and soundness of their 

business. In this paper, an attempt is made to analyze and compare the consumer behavior on the basis of demography for the post-purchase evaluation and 

semi-urban consumerism with regard to different consumer Protection Acts, consumer satisfaction levels of FMCGs. 

 

KEYWORDS 
FMCGs, consumer satisfaction levels, demography, ideal score, least score. 

 

INTRODUCTION 
onsumer behavior is comparatively a new field of study. It is an attempt to understand and predict human actions with regard to purchase decisions. This 

subject has assumed growing importance under consumer oriented marketing. Customer satisfaction is an important element in the process of evaluating 

the performance of markets. At a low level of customer satisfaction, the buyer’s state being adequately regarded in buying situation for the sacrifice they 

have made, customer are likely to abandon the company and even bad mouth it. A customer who is fairly satisfied may find it easy to switch, when a better offer 

comes along. At the higher levels of satisfaction, customers are likely to repurchase and even speak well of the company and its products. Higher levels of the 

satisfaction create an emotional bond with the company, not just a rational preference. 

Research study reveals that, completely satisfied customers are six times more likely to repurchase the products than the very satisfied customers. In a 

comparative economy with increasingly rational buyers, a company can only win by creating and delivering superior value involving five customer capabilities, 

such as: 

• Understanding customer value 

• Creating customer value 

• Delivering customer value 

• Capturing customer value 

• Sustaining customer value 

Today’s customers are becoming harder to please. They are smarter, more price conscious, more demanding, less forgiving and collect information about many 

more competitors with equal or better offers. Therefore, the real challenges is not to have only satisfied customers- several competitors do that- but to have 

delighted and loyal customers. Otherwise, companies will suffer from high customer churn i.e. high customer defection.  

 

OBJECTIVE OF THE STUDY 
In the above backdrop, an attempt is made to make comparative study to undertake an in-depth enquiry into buying behavior of urban, semi-urban and rural 

consumers with regard to FMCGs, in terms of the consumption patterns, buying motives, factor influencing the buying behavior, brand preferences, level of 

satisfaction etc. for different consumers and to suggest measures for effective and efficient marketing practices in the light of the findings. The sub -objective of 

the study include: 

• To analyze the consumption patterns with regard to select fast moving consumer goods (FMCGs) in the sample area. 

• To investigate into the motives of the different  consumers and  their brand preferences  

• To examine the post-purchase behavior of sample  consumers in terms of their levels of satisfaction and consumerism and 

• To suggest measures for effective marketing practices to be adopted  in the light of the findings of the study. 

 

RESEARCH UNIVERSE AND METHODOLOGY 
With reference to the selection of the research universe the state of odisha has been selected with specifications to the compulsions of the geographical 

territory, linguistic boundary, and administrative settlement commonness.  Odisha is an Eastern Indian state, the state boundaries are on the Bay of Bengal Sea. 

South- Andhra Pradesh, West –Chhatisgarh and Jharkhand, North- West Bengal having a total area of 1,55,707 Square Kilometers with total population of 

36,706,920 ( as per Indian census survey-2001) , population density 236 per Square Kilometers, Sex Ratio 972 literacy rate of 63.61%. The state is comprising of 

30 districts (Administrative Divisions) and 58 Sub-Divisions.  

 

 

 

 

 

 

C
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SAMPLING PLAN 

In support to the objective of the research there is a primary research through questionnaire administration method in the field through stratified random 

sampling method covering the state through regional, geographical, economic, cultural, lingual and settlement wise and to analyze the data. 

Area  Questionnaire served Response  Percentage of response 

            Urban Population 

Bhubaneswar – East Odisha 

Bramhapur- South Odisha 

          Semi-Urban Population: 

Nabarangpur 

Koraput 

Padampur 

Athagarh 

          Rural Population: 

Saptasajya - Dhenkanal District 

Ghatagan - Keonjhar District 

Chandol -  Kendrapara District 

Banthapalli – Ganjam District 

Total  

 

60 

60 

 

25 

25 

25 

25 

 

25 

25 

25 

25 

320 

 

56 

53 

 

20 

17 

21 

16 

 

14 

23 

20 

10 

250 

   

 

43.60 

 

 

 

 

29.60 

 

 

 

 

26.80 

100 

 

 

 

LIMITATIONS OF THE STUDY 
• The survey is restricted to selected districts of Odisha. 

• The sample is limited; it may not represent the view of all the consumers. 

• The study conducted for the period of 3 months i.e July 2010 to September 2010 and not conducted for the extended period of time. 

 

POST- PURCHASE EVALUATION 
This post purchase evaluation of the customers serves three important purposes: 

• To broaden the set of experiences stored in memory; 

• To provide a check to understand how well the customer is selecting the products; and 

• To make adjustment in future purchase decisions. 

The interaction between consumer expectations and actual product performance produces either satisfaction or dissatisfaction. So, satisfaction or 

dissatisfaction is not an emotion, but the evaluation of an emotion. Research studies reveal that, several determinants, which influence satisfaction, include 

demography variables, personality variables, expectations and other factors. Various problems faced by the consumers and their dissatisfaction with regard to 

various marketing practices and product attributes of FMCGs have led to consumerism. Consumerism is a movement, which seeks to protect and augment the 

rights of the consumer in relation to various marketing practices of FMCG companies. This movement should influence the attributes of marketing people to 

share social responsibilities and responsiveness to consumer problems on the one hand, and to untidily resist the unfair trade practices of the businessmen by 

the consumers, on the others. 

Broadly this paper attempts to: 

• Analyze the level of satisfaction with regard to various products attributes and other general attributes such as availability, range of products etc. 

• Examine the post-purchase behavior of consumers in terms of consumer’s complaint behavior etc. Further, an attempt is also made to analyze the levels of 

the consumerism in terms of levels of awareness with regard to various Consumer Protection Acts and customer grievance redressal mechanism etc., 

among the consumers on the basis of demography. 

In order to measure the levels of satisfaction with regard product attributes and general attributes, a five point scale, viz. Extremely satisfied, Satisfied, Neither 

satisfied nor dissatisfied, Dissatisfied, Extremely dissatisfied, is being used. 

CUSTOMER SATISFACTION WITH REGARD TO FMCGS 

To measure the satisfaction levels of consumers with regard to FMCGs the following product-related attributes are identified: quality, quantity, price, taste, 

freshness, nutritional value ,flavor and packaging etc, while general attributes included: availability, range of products, regularity of supply, cold storage facility, 

proximity of retail shop etc. For the purpose of quantification of the responses of semi-urban consumers, weights have been assigned as +3,+2,+1, 0 and -1 for 

the responses “ extremely satisfied”, “ satisfied”, “ neither satisfied nor dissatisfied”, “ dissatisfied”, “ extremely dissatisfied”, respectively. Final scores for each 

feature are calculated by multiplying the number of responses by the weights of corresponding responses. The resultant weighted scores of these features 

provided by the respondents are shown in Table-1 

CALCULATION OF CONSUMER SATISFACTION IDEAL AND LEAST SCORES 

PRODUCT ATTRIBUTES 

Ideal scores are calculated by multiplying the number of respondents in each category with +3 and product with total number of attributes. 
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Ideal score of various categories of consumers: 

Urban     8 x 3 x109=2616 

Semi-urban    8x 3 x 74=1776 

Rural    8x 3 x 67=1608 

Least scores are calculated by multiplying the number of respondents in each category with 

 -1 and the product with number of attributes in the question. 

Urban      8 x -1 x 109=-872 

Semi-urban     8 x -1 x 74= -592 

Rural     8 x -1 x 67= -536 

GENERAL ATTRIBUTES 

Ideal score 

Urban    5x 3 x 109=1635 

Semi-urban    5 x 3 x74=1110 

Rural    5 x 3 x 67=1005 

Least score    

Urban 5 x -1 x 109= -545 

Semi-urban    5 x -1 x 74= -370 

Rural    5 x -1 x 67= -335 

 

TABLE-1: CONSUMER SATISFACTION (AGGREGATE SCORE ON THE BASIS OF DEMOGRAPHY) WITH REGARD TO FMCGS 

Sl. No Items  Aggregate scores on the basis of demography 

Urban  Semi-urban Rural  

 Product Attributes    

1 Quality  224 140 126 

2 Quantity  209 151 119 

3 Price  224 165 128 

4 Taste  238 157 117 

5 Freshness  185 147 140 

6 Nutrition value 196 139 120 

7 Flavor  198 142 131 

8 Packing  213 141 139 

 Total scores 1687(64.49) 1182(66.55) 1020(63.43) 

 Ideal scores 2616 1776 1608 

 Least scores -872 - 592 -536 

 No. of respondents 109 74 67 

 General Attributes     

1 Availability  193 173 144 

2 Range of products 209 160 141 

3 Regularity of supply 224 141 130 

4 Cold storage facility 237 155 144 

5 Proximity of retail shop 206 157 135 

 Total scores 1069(65.38) 786(70.81) 694(69.05) 

 Ideal scores 1635 1110 1005 

 Least scores -545 -370 -335 

 No. of respondents  109 74 67 

Source: Compiled from field survey 

 
 

 
Note: The calculated values of aggregate scores of different income groups are shown in Annexure A, B and C respectively. 
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An examination of Table-1 reveals that on the whole, consumers are satisfied with the product attributes as well as general attributes on a comparatively better 

scale. Interestingly, there was no negative score in both the categories of factors. On the whole, the level of satisfaction is high among semi-urban respondents 

with total score of 66.55% of ideal score for product attributes and similarly for general attributes it is 70.81% of ideal score, while it is 64.49% and 63.43% for 

urban and rural group with regard to product attributes. Similarly it is 65.38% and 69.05% for general attributes with reference to urban group and rural 

population respectively. Thus, it is clear that level of satisfaction for semi-urban population for both products attributes and for general attributes it is higher as 

compared to others. For urban population the level of satisfaction for product attributes is higher and general attributes are lower. Similarly, for rural consumers 

the level of satisfaction for the product attributes it lower and for general attributes it is higher. 

CONSUMERISM 

Various problems facing the consumers and their dissatisfaction with the producers with regard to their practices lead to consumerism. This is a movement, 

which seeks to protect and augment the rights of the consumer in relation to the marketing people like producers, middlemen, retailers etc. It aims at educating 

the consumers and in reducing the distribution costs. As it was rightly observed “marketing is not an end in itself. It is not the exclusive province of business 

management. Marketing must serve not only business but also the goals of society. It must act in concert with broad public interest”. 

In the words of Buskirk and Rothe (1970), consumerism is organized efforts of course seeking redress, restitution and remedy for dissatisfaction they have 

accumulated in the acquisition of their standard of living. This movement should influence the attitudes of marketing people to share social responsibility and 

responsiveness to consumer’s problems, on one hand, and to untidily resist the unfair trade practices of businessmen by the consumers, on the other. The role 

of Government in solving the consumer problems cannot be over emphasized. It has been very responsive to consumer needs and has enacted various laws 

from time to time to protect the consumer’s interest. In the light of these developments in the matter of consumerism,  consumers of sample area were asked 

to indicate on three point scale, viz., a) fully aware b) aware to some extent, and c) not aware, as to what extent they were aware of the laws that sought to 

protect their interests. The responses of the consumers about the extent of awareness of different legislations related to consumer goods are presented in 

Table-2. It is evident from Table-2, the responses of sample consumers, that consumers’ movement has not made any dent in the sample areas. Majority of 

consumers’ indicated their ignorance with regard to a majority of Acts. It is due to ignorance, illiteracy and consequently lack of knowledge of various consumer 

protection laws that the semi-urban consumers are exposed to unfair trade practices. Added to this, there are a number of loopholes in actual implementation 

of these laws and many of these laws are becoming archaic, since they could not keep pace with the prevailing market situation. 

TABLE-2: CONSUMERS’ AWARENESS LEVELS OF DIFFERENT CONSUMER PROTECTION ACT 

Legislation Aware % Aware to some extent % Unaware % Total % 

ISI Certificate Act,1955 19 7.6 31 12.40 200 80.00 250 100 

Ag Mark 39 15.6 23 9.2 188 75.2 250 100 

Prevention of food Adulteration Act 37 14.8 46 18.4 167 66.8 250 100 

The Standard Weights and Measurement Act,1956 49 19.6 33 13.2 168 67.2 250 100 

Packaged Commodities (Regulation)  Order, 1975 51 20.4 27 10.8 172 68.8 250 100 

The Display of Prices Order 1963 69 27.6 41 16.4 140 56.00 250 100 

The Agricultural Produces ( Grading & Marketing) Act, 1937 29 11.6 53 21.2 168 88.4 250 100 

The Drugs Act,1940 and Drugs Control Act of 1954 14 5.6 25 10.00 211 67.20 250 100 

The Consumer Protection Act,1986 36 14.4 29 11.6 185 74.00 250 100 

The Essential Commodities Supply Act,1955 11 4.4 32 12.8 207 82.8 250 100 

Source: Compiled from field survey 

 

 
MAJOR COMPLAINTS OF CONSUMERS WITH REGARD TO FMCGS 

The important problems that are faced by the consumers, which are identified for the purpose of study, are: a) poor quality b) Higher price c) short weighment 

and measurement d) poor package e) damage f) higher prevalence of duplicate brands etc. The major complaints regarding food items faced by the various 

consumers are presented in Table-3. An analysis of the complaints with regard to FMCGs reveals that on the whole, higher price was a major complaint with 

24.40% of the sample respondents reporting to it, closely followed by 22.80% for poor quality.  The third major factor is poor package with 16.00%.  

 

TABLE-3: MAJOR COMPLAINTS WITH REGARDS TO FMCGS 

Complaints Types of consumers 

Urban Semi-urban Rural Total 

f % f % f % f % 

Poor Quality 31 28.44 19 25.68 7 10.45 57 22.8 

Higher Prices 22 20.18 21 28.38 18 26.87 61 24.4 

Short weighment and measurement 11 10.09 15 20.27 12 17.91 38 15.2 

Poor Package 19 17.43 12 16.22 9 13.43 40 16.00 

Damage 5 4.59 4 5.40 6 8.95 15 6.00 

Prevalence of duplicate Brands 16 14.68 1 1.35 10 14.93 27 10.80 

Others 5 4.59 2 2.70 5 7.46 12 4.80 

Total 109 100 74 100 67 100 250 100 

Source: Compiled from field survey 
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ACTION TAKEN BY CONSUMERS TO RESOLVE CONSUMER PROBLEMS 

In the light of these consumer problems with regard to select packaged consumer products, the customers were asked to express the steps taken by them to 

seek relief, though it is difficult to develop precisely the alternative steps that consumers can take to get relief, the researchers have identified 5 important 

alternatives. This is depicted in Table-4 

 

TABLE-4: TYPES OF ACTION TAKEN BY THE CONSUMERS TO RESOLVE THEIR MISTREATMENT AS CONSUMERS 

Type of Action Types of Consumers 

Urban Semi-urban Rural Total 

f % f % f % f % 

Returned the goods 19 17.43 23 31.08 12 17.91 54 21.6 

Asked for compensation 21 19.27 8 10.81 9 13.43 38 15.2 

Replacement with new Goods 17 15.60 11 14.86 18 26.86 46 18.4 

Filed legal case 13 11.92 5 6.76 2 2.99 20 8 

Others(can’t do anything) 39 35.78 27 36.49 26 38.81 92 36.80 

Total 109 100 74 100 67 100 250 100 

Source: Compiled from filed survey 

 

 
The study has classified the consumers into three groups, the basis of the action taken by them to seek relief: 

• Upset-action- Consumers who experienced dissatisfaction and took action; 

• Upset- no action- Consumers who were dissatisfied, but did nothing about it and 

• No upset- consumers who had not experienced dissatisfaction with retailers during last one year. 

In the present study, the proportion of upset- no action consumers with 36.80%, followed by the upset-action consumers with63.20%. It is also evident that the 

type to which consumers belonged in the light of the above three types was influenced by their socio-economic back ground. Thus, it is the indifferent attitude 

of consumers, to a large extent, on one hand, and the ignorance of the marketers’ responsibilities under the various laws and the concept of modern marketing, 

on the other, which is further complicating the consumer-marketer relationships in the areas. 

 

SUGGESTIONS 
In the light of the above findings the following suggestions are offered: 

• For the improvement and development of urban, semi-urban and rural marketing, a holistic approach aiming at removing all weak links of the marketing 

chain is essential. Marketing research programmes should be oriented to develop an orderly and efficient marketing system. 

• FMCGs sold in semi-urban markets and rural markets should be focused on pricing rather than brand building and positioning as done in urban area. 

• Region specific consumer profiles should be developed to understand the characteristics of target market. 

• There is need to explore the local markets such as hats, weekly bazaars, stalls, demonstrations and melas etc. and  to improve them slowly in all areas. 

• Price is the criteria for purchasing decision, as it should be within their budgeted limits. Semi-urban and rural consumers are not guided by brands that 

have low functionality and high image. The semi-urban buyers are still unwilling to pay for value additions. 

• Companies that took the trouble to understand the needs and peculiarities of consumers on the demographical background of consumers have tasted the 

success. In the coming years more and more companies are going to take the IT route to make the markets more accessible and this should open up new 

business opportunities. 

• Retailers should take steps to minimize the amount of consumer dissatisfaction. They should solicit customer suggestions for improvements in products 

and services. Speedy and courteous redressal of customer complaints and grievances will create confidence of consumers in retailing. 

• Proper disclosure of the terms of the credit and price information will go a long way in building up confidence on the retailers and will ultimately lead to 

good customer-retailer relationships. 

• The malpractices of the retailers are the greatest constraints in the development of markets. The retailers should try to improve fair business practices. 

They should insist that the products they purchase should be of standard quality and producers offer guarantee to the customers. 

• The entire size, design, image and layout should contribute to attain the retailing goals. Layout of the shop, placement of goods, the manner of display, the 

décor, the lighting arrangements etc. should be made on suit the consumer requirements. 
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• The products offered by the retailers should fit into the living system of people. For certain products, point of purchase (POP) display with pictorial 

presentation will prove very effective. 

• Products can no longer be indifferent to the hardships faced by either the retailer or the consumer. They should strengthen the hands of retailers in 

extending services to the consumers. The producers should take contingence of the peculiar aspects of marketing and modify their strategies accordingly. 

• Low priced products will be more successful in semi-urban and rural  area. The package of the product should be strong and able to withstand rough 

handling. Durability of the product is of special interest to semi-urban consumer. 

• The brand names of the products sold in semi-urban and rural markets should be easy to remember and pronounce. 

• There can be cooperative effort on the part of manufacturers of consumer goods in  areas in the matter of distribution in terms of channels of distribution 

and physical distribution. 

• A low unit price package is desirable in selling in the rural markets in order to bring down the prices of goods. 

• It is essential that the sales representatives of the manufacturers make regular visit to stores. 

• The distribution process can be effective and efficient only when the consumer exercises his wisdom, alertness, awareness in the process of buying. 

Consumer is the king. Therefore, the consumer should be very alert and effective and then efficiency will follow in good shopping. 

• The Radio and TV should devote time for talks and pictures on various consumer problems, consumer protection laws and consumer education in local 

languages. 

• Consumer shopping behavior should not be without guidance. The consumers should insist on information with regard to the product, price, quality and 

quantity etc. They should not purchase off-brands and inferior quality of goods. 

• Overuse of credit purchase is lowering the purchasing power of consumers because of higher prices and sometimes, interest on dues. Therefore, 

consumers as far as possible should try to purchase goods for cash only. 

• The Government’s role lies primarily in developing the infrastructure network of roads in the  areas, financing and technical assistance in setting up of retail 

outlets and distribution of consumer goods. 

• The governments’ role is equally important in conducting market surveys, compilation of statistics and their publication for the benefit of industry, 

business and public. 
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ANNEXURES 
 

ANNEXURE-A: CALCULATION OF LEVEL OF SATISFACTION WITH REGARD TO FMCGS OF URBAN RESPONDENTS 

Factors Level of satisfaction 

Extremely satisfied satisfied Neither satisfied nor dissatisfied Dissatisfied Extremely dissatisfied Scores 

 +3 +2 +1 0 -1  

Product Attributes       

Quality 53 29 14 6 7 231-7=224 

Quantity 41 37 17 9 5 214-5=209 

Price 45 39 14 8 3 227-3=224 

Taste 57 32 9 5 6 244-6=238 

Freshness 37 29 24 11 8 193-8=185 

Nutrition value 39 34 19 9 8 204-8=196 

Flavors 42 30 21 7 9 207-9=198 

Packing 38 41 19 9 2 215-2=213 

General attributes       

Availability 31 37 29 9 3 196-3=193 

Range of product 37 29 22 17 4 213-4=209 

Regularity of supply 42 35 29 2 1 225-1=224 

Cold storage facility 45 39 24 1 0 237-0=237 

Proximity of retail Shop 39 43 10 10 7 213-7=206 

Source: Compiled from field survey 
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ANNEXURE-B: CALCULATION OF LEVEL OF SATISFACTION WITH REGARD TO FMCGS OF SEMI-URBAN   RESPONDENTS 

FactF 

ffd 

Factors  

Level of satisfaction 

Extremely satisfied satisfied Neither satisfied nor dissatisfied Dissatisfied Extremely dissatisfied scores 

 +3 +2 +1 0 -1  

 Product Attributes       

Quality 29 23 11 7 4 144-4=140 

Quantity 35 19 13 2 5 156-5=151 

Price 39 21 7 6 1 166-1=165 

Taste 37 20 9 5 3 160-3=157 

Freshness 31 24 11 3 5 152-5=147 

Nutrition value 27 21 17 8 1 140-1=139 

Flavors 29 20 17 6 2 144-2=142 

Packing 30 16 21 5 2 143-2=141 

General attributes       

Availability 39 26 6 1 2 175-2=173 

Range of product 36 21 13 1 3 163-3=160 

Regularity of supply 29 24 10 7 4 145-4=141 

Cold storage facility  28 30 11 4 1 155-1=154 

Proximity of retail shop 36 17 15 5 1 157-1=156 

Source: Compiled from field survey 

 

ANNEXURE-C: CALCULATION OF LEVEL OF SATISFACTION WITH REGARD TO FMCGS OF RURAL RESPONDENTS 

Factors Level of satisfaction 

Extremely satisfied satisfied Neither satisfied nor dissatisfied Dissatisfied Extremely dissatisfied scores 

 +3 +2 +1 0 -1  

Product Attributes       

Quality 27 20 9 7 4 130-4=126 

Quantity 23 19 14 9 2 121-2=119 

Price 28 17 11 10 1 129-1=128 

Taste 21 24 9 7 6 123-6=117 

Freshness 31 18 12 5 1 141-1=140 

Nutrition value 25 21 9 6 6 126-6=120 

Flavors 29 18 11 6 3 134-3=131 

Packing 33 11 19 3 1 140-1=139 

General attributes       

Availability 29 23 12 2 1 145-1=144 

Range of product 31 19 11 5 1 142-1=141 

Regularity of supply 30 16 11 7 3 133-3=130 

Cold storage facility  29 25 8 4 1 145-1=144 

Proximity of retail shop 23 29 10 3 2 137-2=135 

Source: Compiled from field survey 
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