VoLUME No. 4 (2014), I ssue No. 12 (DECEMBER) | SSN 2231-5756

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A.,
Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],
Index Copernicus Publishers Panel, Poland [HililICVAIIEIGHSI08 & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 3770 Cities in 175 countries/territories are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

http://ijrcm.org.in/




VoLUME No. 4 (2014), I ssue No. 12 (DECEMBER) | SSN 2231-5756

CONTENTS

Sr. TITLE & NAME OF THE AUTHOR (S) Page

1. IMPACT OF INFORMATION SYSTEMS SUCCESS DIMENSIONS ON SYSTEMS EFFECTIVENESS: A CASE OF 1
SUNPLUS ACCOUNTING PACKAGE WITHIN THE ZIMBABWE UNION CONFERENCE OF THE SEVENTH-DAY
ADVENTIST CHURCH

DR. B. NGWENYA, R. CHISHIRI & F. NCUBE

2. CAPACITY BUILDING THROUGH INFORMATION TECHNOLOGY INITIATIVE IN ENVIRONMENTAL CONCERN 5
OF UTTARAKHAND ENVIRONMENT PROTECTION AND POLLUTION CONTROL BOARD (UEPPCB)
AMIT DUMKA & DR. AJAY GAIROLA

3. |STRESS MANAGEMENT IN PRESENT SCENARIO: A CHALLENGING TASK 12
ABHA SHARMA & DR. AJAY KUMAR TYAGI

4. |CORPORATE SIZE AND CAPITAL STRUCTURE: AN EMPIRICAL ANALYSIS OF INDIAN PAPER INDUSTRY 20
DR. A. VIJAYAKUMAR & A. KARUNAIATHAL

5. |APPLICATION OF KNOWLEDGE MANAGEMENT PRACTICES IN SMALL ENTERPRISES 25
T. 5. RAVI

6. A STUDY ON CUSTOMER PREFERENCE AND ATTITUDE TOWARDS DATA CARD SERVICE PROVIDERS WITH 28
REFERENCE TO COIMBATORE CITY
B. JANANI & T. M. HEMALATHA

7. THE SIGNIFICANCE OF EMPLOYEES TRAINING IN THE HOTEL INDUSTRY: A CASE STUDY 33
S. KALIST RAJA CROSS

8. |ASTUDY ON CUSTOMER SATISFACTION TOWARDS HEALTH DRINKS PRODUCTS (WITH SPECIAL REFERENCE 37
TO COIMBATORE CITY)
S. HARIKARAN

9. DATA MINING PRACTICES: A STUDY PAPER 41
B.AYSHWARYA

10. |ASSESSING THE ORTHOPEDICALLY HANDICAPPED CUSTOMERS’ (OHC) ACCEPTANCE OF MOBILE BANKING 44
ADOPTION THROUGH EXTENDED TECHNOLOGY ACCEPTANCE MODEL
UTHARAJA. K & VINOD KUMAR. G

11. |AFINANCIAL ANALYSIS OF INDIAN AND FOREIGN STEEL INDUSTRIES: A COMPARISON 48
M. BENEDICT & DR. M. SINDHUJA
12. |TRENDS OF FDI IN INDIA 52

DR. M. K. PANDEY & ANUMEHA PRIYADARSHNI

13. |[CURRENT e-CRM PRACTICES IN INDIAN PRIVATE SECTOR BANKS AND THE NEED FOR STRATEGIC 55
APPROACH
WASEEM JOHN & SUHAIL JAVAID

14. |SECURITY ISSUES IN e-COMMERCE 60
DR. SARITA MUNDRA, DR. SADHANA ZANZARI & ER. SURABHI MUNDRA

15. |STUDY ON INVESTOR’S PERCEPTIONS TOWARDS ONLINE TRADING WITH REFERENCE TO 64
MAYILADUTHURAI TOWN
DR. C. BALAJI

16. |IMPACT OF DEBT CAPITAL ON OUTREACH AND EFFICIENCY OF MICROFINANCE INSTITUTIONS: A SURVEY 69
OF SOME SELECTED MFIs IN TANZANIA
HARUNI MAPESA

17. |RURAL CONSUMER ATTITUDE TOWARDS ONLINE SHOPPING: AN EMPIRICAL STUDY OF RURAL INDIA 74
MALLIKA A SHETTY

18. |MICRO INSURANCE: A PRODUCT COMPARISON OF LIC & SBI LIFE INSURANCE 79
LIMNA .M

19. |AN INTERDISCIPLINARY APPROACH TO EMPLOYABILITY IN INDIA 82

HARI G KRISHNA

20. |AN OPINION-STUDY ABOUT 5-S PRACTICES TOWARDS IMPROVING QUALITY & SAFETY AND MAINTAINING 87
SIMPLIFIED WORK ENVIRONMENT
K.BHAVANI SELVI

REQUEST FOR FEEDBACK & DISCLAIMER o1

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT .

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME No. 4 (2014), | ssue No. 12 (DECEMBER) | SSN 2231-5756

CHIEF PATRON

PROF. K. K. AGGARWAL
Chairman, Malaviya National Institute of Technology, Jaipur
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India)
Chancellor, K. R. Mangalam University, Gurgaon
Chancellor, Lingaya’s University, Faridabad
Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON

LATE SH. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana
Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR.
AMITA
Faculty, Government M. S., Mohali

ADVISORS
DR. PRIYA RANJAN TRIVEDI
Chancellor, The Global Open University, Nagaland
PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR

PROF. R. K. SHARMA
Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR,

DR..BHAVET
Faculty, Shree Ram Institute of Business & Management, Urjani

EDITORIAL ADVISORY BOARD

DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT "

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME No. 4 (2014), | ssue No. 12 (DECEMBER) | SSN 2231-5756
DR. SAMBHAVNA
Faculty, I.L.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P. J. L. N. Government College, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity
University, Noida

PROF. A. SURYANARAYANA
Department of Business Management, Osmania University, Hyderabad
DR. SAMBHAV GARG
Faculty, Shree Ram Institute of Business & Management, Urjani
PROF. V. SELVAM
SSL, VIT University, Vellore
DR. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
DR. S. TABASSUM SULTANA
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad

SURJEET SINGH
Asst. Professor, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt.

TECHNICAL ADVISOR.

AMITA
Faculty, Government M. S., Mohali

FINANCIAL ADVISORS
DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS
JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT
SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT "

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 4 (2014), I ssue No. 12 (DECEMBER) | SSN 2231-5756

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of
Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking;
Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science;
Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting
Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic
Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial
Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation;
Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public
Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax
Accounting; Advertising & Promotion Management; Management Information Systems (MIS); Business Law; Public Responsibility & Ethics;
Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; Labour Relations & Human Resource Management;
Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office Administration/Management; Operations Research/Statistics;
Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; Human Rights & Duties; Public
Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic
Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers &
Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database
Structures & Systems; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks;
Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal
Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:

DATED:
THE EDITOR
IJRCM

Subject: ~ SUBMISSION OF MANUSCRIPT IN THE AREA OF.

(e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify)

DEAR SIR/MADAM

Please find my submission of manuscript entitled ‘ ' for possible publication in your journals.

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it
under review for publication elsewhere.

| affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s).

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our
contribution in any of your journals.

NAME OF CORRESPONDING AUTHOR:

Designation:

Affiliation with full address, contact numbers & Pin Code:
Residential address with Pin Code:

Mobile Number (s):

Landline Number (s):

E-mail Address:

Alternate E-mail Address:

NOTES:

a)  The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from
the covering letter, inside the manuscript.

b)  The sender is required to mentionthe following in the SUBJECT COLUMN of the mail:
New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/
Engineering/Mathematics/other, please specify)

c)  Thereis no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript.

d)  The total size of the file containing the manuscript is required to be below 500 KB.

e)  Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance.

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission
of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal.

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised.

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email
address should be in italic & 11-point Calibri Font. It must be centered underneath the title.

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods,
results & conclusion in a single para. Abbreviations must be mentioned in full.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT v

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 4 (2014), I ssue No. 12 (DECEMBER) | SSN 2231-5756

5. _: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by
commas and full stops at the end.

6. _: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and
single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every
page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited.

7. _: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each
heading.

8. _: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.

9. _: The main text should follow the following sequence:
INTRODUCTION

REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES

HYPOTHESES

RESEARCH METHODOLOGY
RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

SCOPE FOR FURTHER RESEARCH
ACKNOWLEDGMENTS

REFERENCES
APPENDIX/ANNEXURE

It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS.

10. _: These should be simple, crystal clear, centered, separately numbered & self explained, and titles must be above the table/figure. Sources
of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

11. _:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right.

12. _: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following:

4 All works cited in the text (including sources for tables and figures) should be listed alphabetically.
4 Use (ed.) for one editor, and (ed.s) for multiple editors.
4 When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.
4 Indicate (opening and closing) page numbers for articles in journals and for chapters in books.
4 The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working
papers, unpublished material, etc.
o For titles in a language other than English, provide an English translation in parentheses.
4 The location of endnotes within the text should be indicated by superscript numbers.
PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES:
BOOKS
o Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
i Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.
CONTRIBUTIONS TO BOOKS
4 Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther &

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.
JOURNAL AND OTHER ARTICLES

4 Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics,
Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India,
19-22 June.

UNPUBLISHED DISSERTATIONS AND THESES

i Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

i Always indicate the date that the source was accessed, as online resources are frequently updated or removed.

WEBSITES

4 Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT vi

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 4 (2014), I ssue No. 12 (DECEMBER) | SSN 2231-5756
A STUDY ON CUSTOMER SATISFACTION TOWARDS HEALTH DRINKS PRODUCTS
(WITH SPECIAL REFERENCE TO COIMBATORE CITY)

S. HARIKARAN
ASST. PROFESSOR
DEPARTMENT OF COMMERCE
RATHINAM COLLEGE OF ARTS & SCIENCE
COIMBATORE

Health is man’s precious possession. It influences all his activities and shapes his destiny. An understanding of health is the basis of all health care. Health is
wealth. This indicates the importance of health. Health, intact is a key to education, success, good citizenship and happy life. Without good health and individual
cannot perform efficiently. A healthy individual is like a pillar of a society. The health of an individual by keeping himself free from disease helps in stopping the
spread of disease in one’s own community and neighborhood or society. The study of consumer preferences on health drinks gains importance to know the
buyer behavior of health drink users. The consumer is price determining factor or decisive force in the market. So the producer should understand what exactly is
expected from him by the consumers who are highly sensitive and reactive. The above proposition implies that there is an imperative necessity on the part of the
manufacturers to supply tastier drinks at competitive prices but at the same time should see that the quantity or standard is not deteriorated.

KEYWORDS

customer satisfaction, health drink products.

INTRODUCTION

onsumer is the king in modern marketing. Consumer behavior and attitude helps to determine technique and strategies by the marketers for attaining

great competition advantage in the market. Consumer behavioral changes make “Yesterday’s luxurious today’s necessaries”. The modern and

competitive world people must do heavy work both mentally and physically. So that they require energy and stamina for that they want nutritious and
health drinks. Health is man’s precious possession. It influences all his activities and shapes his destiny. An understanding of health is the basis of all health care.
Health is wealth. This indicates the importance of health. Health, intact is a key to education, success, good citizenship and happy life. Without good health and
individual cannot perform efficiently. A healthy individual is like a pillar of a society. The health of an individual by keeping himself free from disease helps in
stopping the spread of disease in one’s own community and neighborhood or society. The study of consumer preferences on health drinks gains importance to
know the buyer behavior of health drink users.

IMPORTANCE OF THE STUDY

The study of consumer behavior becomes indispensable as the success or failure of products depends upon the consumer. The present study attempts to know
the buyer behavior of health drink users. The investigation throws light on the preference of health drink users. An attempt has been made by the researcher to
know the consumer preference, awareness regarding brand, price, quality, quantity, advertisement and satisfaction etc., the findings of the study will ultimately
reveal why certain brands are preferred by various consumers.

SCOPE OF THE STUDY

In order to know the details about customers taste and preferences of health drinks in this study makes an attempt to analyze the various factors influencing
consumer in purchase of nutritious or health drinks. That is, the knowledge ability of consumers about the various products attributes like price, quality,
packages etc., and also to know the reasons for brand preferences.

OBIJECTIVES OF THE STUDY

1.  Tofind out the reason for preferring a particular brand of health drink.

2. To analyses the taste and preference of health drink users.

3. To discuss the reasons for brand preferences like company reputation price, quality, friends and doctors advice, availability etc., and to know the
marketability of various brands.

4.  Todetermine the satisfaction level of different brands.

RESEARCH METHODOLOGY

Research Design: It is purely and simply the frame work on plan for the study is that guides the collection and analysis of data. The research design used here is
the exploratory research design. Exploratory research is most commonly unstructured, “informal” research that is undertaken to gain background information
about the general nature of the research problem.

METHODOLOGY

SAMPLING FOR TECHNIQUES

It is the procedure or process of selecting a sample from the population. A sampling can also be his process of drawing a sample from a population and of
compiling a suitable statistic from such a sample in order to estimate the parameter dawn from the parent population and to the significance of the statistic
computed from such sample.

“This method for using research is survey method”

COLLECTION OF DATA

A well structured questionnaire was prepared for the purpose of collection of data. The questionnaire includes personal background information of the
consumers, preferences of consumers towards the particular brand, consumption level, purchasing pattern, usage level, reasons for consumption, place of
purchase made, media influence of the respondents , opinions about free gifts and satisfaction level, etc.,

SAMPLE SIZE

It refers to the number of items to be selected from the universe to constitute a sample; here the sample size is 100 respondents.

AREA OF THE STUDY

The area of the study refers to Coimbatore city.
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TOOLS USED

SIMPLE PERCENTAGE

The frequency distribution (Descriptive/ percentage analysis) of the variables were calculated with the help of simple percentage, by writing the fa = f/n*100, f
denotes the number of respondents, and n denotes the total number of sample population.

CROSS TABULATION AND CHI SQUARE

The cross tabulation procedures form the basis for two way and measure the association for two — way tables. In this it forms an association between the factors
of demographics and the selected factors.

STATEMENT OF THE PROBLEM

Consumer preference varies from brand to brand on the basis of quality, price, and advertisement etc., Consumer preference also varies with their income, age,
sex or other characteristics. There are seven brands are available in the market. Horlicks, Complain, Bourn vita, Maltova, Viva and. The study Covers all these
brands of health drinks. This research work has been carried out to know why these health drinks are needed and what institutional values are Included, this
study would bring to light which brand of health drink is mostly preferred by the consumers and why they choose a particular health drink.

REVIEW OF LITERATURE

1. According to GSK sources, Viva is based on the belief that a good start to the day ensures that rest of it goes well too. New Viva is Vita health, combination of
nine essential vitamins (vitamin A, C, D, B1, B2, B6, B12, Niacin and Folic acid), Iron, Phosphorus and Calcium. Viva contains a natural goodness of milk, wheat
and malted barley. Maltova, a chocolate health food drink, was acquired from Jagjit Industries in Feb 2000.

2. Soft Drink “Pouring Rights”: Marketing Empty Calories to Children Healthy People 2010 objectives call for meals and snacks served in schools to contribute to
overall diets that meet federal dietary guidelines. Sales in schools of foods and drinks high in calories and low in nutrients undermine this health objective, as
well as participation in the more nutritious, federally sponsored, school lunch programs. Competitive foods also undermine nutrition information taught in the
classroom. Lucrative contracts between school districts and soft drink companies for exclusive rights to sell one brand are the latest development in the
increasing commercialization of school food. These contracts, intended to elicit brand loyalty among young children who have a lifetime of purchases ahead of
them, are especially questionable because they place schools in the position of “pushing” soft drink consumption. “Pouring rights” contracts deserve attention
from public health professionals concerned about the nutritional quality of children's diets.

FINDINGS

1.45% of the respondents are female. 2. Majority of the health drink user belong to the age group of 21-30 3. Majority of the respondents has studied up to
graduation. 4. The Analysis reveals that the majority of private employees are using health drinks i.e., 30%. 5. 54% of the respondents are married. 6. Mainly the
family size of the respondents is between 4-6 members. 7. More than 31% of the respondents earn an income Rs.3000 -5000, only 9% of the respondents are
earning income above Rs.11000 8. Average amount spent by a family on health is Rs. 100-175. 9. Of the several brand of health drink. 44%of the consumers
prefer Horlicks. 10. Horlicks has secured First rank. 11. 58% of the consumers purchase the health drink once a month. 12. Average quantity purchased by the
respondent is 1kg per month. 13. 45% of health drink users prefer refill pack, as it is cheaper. 14. 40% of the consumers purchase the health drinks from
retailers and consumer rarely prefers to buy the health drinks from canteen. 15. Most of the consumers are taking health drink for the period of 2-4 years. 16.
67% of the respondents are taking health drink twice a day. In general the head of the family take, decision as to the choice of the brand35%. 17. Health drinks
are taken for good health. Quite a few take health drinks by Doctor’s recommendation12% and some take the health drinks for energy9%. 18. Among several
media, television influences the most of the consumers. 19. Gift offered by the manufacturer / sellers act as stimulation factor. 20. 26% of the respondents
change their brand due to price increase. 74% the respondents using their brand without any change. 21. Most of the people are satisfied with the usage of
health drinks. 22. In case of Horlicks, out of 44 respondents 22 respondents have chosen this for the purpose of quality of satisfies. 23. 19%, respondents have
expressed as “satisfied” due to “energy” for complain. 24. 44% of the Horlicks users are satisfied with their brand. 25. Complan users are satisfied at 19% level.
26. Consumer satisfaction for Bourn vita is 10%. 27. Maltova has secured 10% of the consumer satisfaction. 28. The respondents of Viva expressed ‘satisfaction’
at 17% level.

SUGGESTIONS

Brand awareness should be created in rural area to improve the sales. 2. Sensible advertisement should be made for better impression regarding health drink
advertisement is powerful one. 3. Demand of some brands depends upon the price; if the price is reduced all the consumers will prefer that brand. 4.
Improvement of quality should be seriously considered. 5. There should be regular supply of all brands of nutritious drinks. 6. When compared with bottle pack,
the quality of refill pack is good. So the quality of product in the bottle pack also to is improved. 7. Companies should take actions if they receive any complaints
and replace the damaged product with in a responsible time.

CONCLUSION

All People, whether young or old, like health drinks. They like health drinks for relaxation, refreshment and get energy. Thus health drinks have become part and
parcel of their lives. As regards manufacturers, they should realize that consumer is the focal point of any business enterprise. They should be conscious of the
fact the consumer is price determining factor or decisive force in the market. So the producer should understand what exactly is expected from him by the
consumers who are highly sensitive and reactive. The above proposition implies that there is an imperative necessity on the part of the manufacturers to supply
tastier drinks at competitive prices but at the same time should see that the quantity or standard is not deteriorated. Thus the consumer is the most important
aspect in his business. He should deliver quality product at an acceptable price.
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ANNEXURE

Variable F % Variable F %
Gender Male 55 55 Horlicks 44 | 44
Female 45 45 g Complain 19 | 19
o >20 Yrs 10 10 S Bournvita 10 | 10
°  2[2130vrs 57 [57 | & | Maltova 10 | 10
§ -"é 31-40 Yrs 14 14 & 5 Viva 17 | 17
= o §_ 41.50 Yrs 13 13 1/2 Kg. 11 | 11
2 < o] <50Vrs 6 6 g g_: 1Kg. 60 | 60
E SSLC 5 5 S S *g' 1.5 Kg. 26 | 26
% HSC 9 9 3 2 g 2kg. 3 |3
K] Graduate 34 | 34 & Once in month 24 | 24
§ Post graduate 46 46 -§ g Twice in month 67 | 67
2 others 6 6 & N More than Twice 9 9
Govt.Employee 22 22 £ Children 26 | 26
< Pvt.Employee 30 | 30 3 Adult 34 | 34
b= Professional 23 23 2 g Middle aged 19 | 19
g Business 1 |11 S 2 All others 21 | 21
3 others 10 | 10 1 1-2 Yrs 13 | 13
© 8-4 members 36 36 2 2-4 Yrs 42 | 42
'i 4-6 members 50 50 E E 4-6 Yrs 15 | 15
z 6-10 members 9 |9 82 |68Yrs 12 |12
o 10 & above 5 5 28 >8Yrs 18 | 18
g > Rs.3000 6 6 Head 15 | 15
g Rs.3000-5000 10 10 Spouse 18 | 18
5 Rs.5000-7000 28 28 % § Children 27 | 27
% Rs.7000-9000 23 23 § g Friends 26 | 26
£ Rs.9000 - 11000 13 |13 | 2 € Relatives 14 | 14
E > Rs.11000 20 20 Refreshment 32 | 32
§ Rs.75 - 100 50 50 < .§ Fashion 23 | 23
§_ . £ [ Rs.175- 250 44 | 44 "E 3 Alternate drink for tea & coffee | 29 | 29
S 8 g Rs. 251 above 6 6 % Z Doctors recommendation 12 | 12
2 2 Yes 100 | 100 | & 8 Others 9 |9
S gl No 0 |o g Television 54 | 54
= Encoraging and Inductive | 56 56 % 9 Newspaper 41 | 41
8‘ s Poor quality 44 a4 § E Magazine 5 5
CHI-SQUARE
Varibles >3000 | 3001-5000 | 5001-7000 | 7001-9000 | 9001-11000 | < 11000 | Total
Below 20 Years 1(1) 2(1) 2(3) 3(3) 2(2) 2(2) 12
21-30Years 2(4) 4(6) 17(15) 14(13) 8(7) 11(11) | 56
31-40 Years 2(1) 2(1) 3(4) 3(3) 1(2) 2(2) 13
41-50 1(1) 1(1) 3(3) 2(2) 1(1) 2(2) 10
Above 50Years 1(1) 1(1) 2(2) 1(2) 1(1) 2(2) 8
Total 7 10 27 23 13 19 100
Age to Income Caluclated Value : 7.21. Table value at 5% level 31.41. DOF :20
SSLC 1(1) 2(1) 2(2) 3(3) 1(1) 1(2) 10
HSC 2(1) 3(1) 4(2) 1(3) 1(2) 2(4) 13
Graduate 1(1) 2(2) 5(2) 4(4) 2(1) 2(6) 16
Post graduate 2(3) 2(4) 2(5) 15(9) 3(3) 12(12) 36
Others 1(1) 1(2) 2(4) 3(7) 1(2) 17(9) 25
Total 7 10 15 26 8 34 100
Qualification to Income | Caluclated Value : 45.01. Table value at 5% level 31.41. DOF :20
Govt.Employee 2(2) 2(2) 6(6) 5(5) 3(3) 4(4) 22
Pvt. Employee 1(2) 3(3) 8(8) 7(6) 4(4) 5(5) 28
Professional 2(2) 2(2) 8(8) 6(6) 4(4) 5(5) 27
Business Man 1(1) 1(1) 4(4) 3(3) 2(2) 3(3) 14
House wife 1(1) 1(1) 3(2) 2(2) 1(1) 1(2) 9
Total 7 9 29 23 14 18 100
Occupation to Income Caluclated Value : 1.66. Table value at 5% level 31.41. DOF :20
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CHI - SQUARE

Varibles Horlicks Complain Bounvita Maltova | Viva Total
Below 20 Years 5(5) 2(1) 1(1) 1(1) 1(2) 10
21-30Years 26(26) 11(10) 6(6) 5(5) 9(10) | 57
31-40 Years 5(6) 2(3) 1(1) 2(2) 2(2) 12
41-50 5(5) 2(3) 1(1) 1(1) 3(1) 12
Above 50Years 4(3) 2(2) 1(1) 1(1) 1(1) 9
Total 45 19 10 10 16 100
Age to Brand Preference | Calculated Value : 1.02, Table Value at 5% level : 26.296, DOB : 16
SSLC 2(2) 1(1) 1(1) 1(1) 1(1) 6
HSC 3(4) 2(2) 2(1) 1(1) 2(2) 10
Graduate 15(13) 8(8) 3(4) 3(4) 6(6) 35
Post graduate 16(16) 10(9) 4(5) 4(4) 8(8) 42
Others 2(3) 1(2) 2(1) 1(1) 1(1) 7
Total 38 22 12 10 18 100
Qualification to Brand Calculated Value : 3.69, Table Value at 5% level : 26.296, DOB : 16
Govt. Employee 7(7) 4(4) 2(2) 2(2) 3(2) 17
Pvt. Employee 11(12) 6(6) 2(1) 2(1) 4(6) 26
Professional 14(16) 7(6) 2(3) 2(3) 5(4) 32
Business Man 7(8) 4(4) 2(2) 2(2) 3(1) 17
House wife 4(1) 2(2) 1(1) 1(1) 1(3) 8
Total 44 22 9 9 16 100
Occupation to Brand Calculated Value : 20.51, Table Value at 5% level : 26.296, DOB :
16
Below 3000 3(3) 1(1) 1(1) 1(1) 1(1) 7
3001-5000 4(4) 2(2) 1(1) 1(1) 2(1) 9
5001-7000 14(14) 5(5) 3(3) 3(3) 5(5) 30
7001-9000 9(9) 4(4) 2(2) 2(2) 4(4) 21
9001-11000 6(6) 2(2) 1(1) 1(1) 2(3) 13
11000above 9(9) 3(3) 2(2) 2(2) 4(4) 20
Total 45 17 10 10 18 100
Income to Brand Calculated Value : 1.33, Table Value at 5% level : 31.410, DOB : 20
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