VoLUME No. 6 (2016), | ssue No. 02 (FEBRUARY) | 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.Al, Google Scholar,

Index Copernicus Publishers Panel, Poland [iffCAVAINEIONS08 8. number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 4767 Cities in 180 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. 6 (2016), | ssue No. 02 (FEBRUARY) | SSN 2231-5756

CONTENTS

Sr. Page
No TITLE & NAME OF THE AUTHOR (S) Nf
1. |RURAL HEALTHCARE MANAGEMENT 1

BHARATHI N.R, N.SURESH & SUKANYA HEGDE
2. |CONSUMER DECISION MAKING STYLES: A REVIEW 7

POORNIMA D & DR. ASHOK D
3. |ASTUDY ONSITUATIONAL FACTORS INFLUENCING PREFERENCE OF CUSTOMERS SHOPPING IN RETAIL| 12
MALLS WITH REFERENCE TO COIMBATORE CITY

DR. K. SHANMUGA SUNDARAM & M. PARAMESWARI
4. |PARTICIPATION OF GUJJAR AND BAKERWAL IN JAMMU AND KASHMIR POLITICS (WITH SPECIAL| 16
REFERENCE TO ANANTNAG AND KULGAM DISTRICTS)
AZHAR UD DIN & DR. JAGDISH NIGAM

5. [IMPACT OF INVESTOR AWARENESS PROGRAM ON PROSPECTIVE INVESTORS IN THE INDIAN STOCK| 21
MARKET

S.PERIYASAMY & DR. M. ASHOK KUMAR
6. |BLACK MONEY IN INDIA: A SOCIAL PROBLEM IN INDIA 24
DR. NIKHIL RANJAN AGARWAL
7. |AN EMPIRICAL APPROACH TO INVENTORY COST REDUCTION 27
R. JAYARAMAN
8. |THE INFLUENCE OF BRAND LOYALTY TOWARDS THE PURCHASE OF COSMETICS IN CHENNAI 39
V. NITHYA & DR. A. KUMUDHA
9. |ROLE OF INFORMATION AND COMMUNICATION TECHNOLOGY (ICT) IN EFFECTIVE IMPLEMENTATION | 44
OF CRM PRACTICES

DR. U. KANAKA RAO & DANDA. UDAYA SHEKHAR

10. [INDIAN BANK EMPLOYEES’ PERCEPTION OF E-BANKING: AN EMPIRICAL INVESTIGATION 47
DR. LAKSHMINARAYANA BHAT A
11. | WORK MOTIVATION OF B. Ed. COLLEGE TEACHERS IN RELATION TO SOME DEMOGRAPHIC VARIABLES | 51
SHEIKH AABID AZAD & DR. P.N.NATARAJ
12. [IMPACT ASSESSMENT OF MICRO FINANCE ON WOMEN EMPOWERMENT 54
DEEPIKA GAUTAM & DR. O.P VERMA

13. [BRAND SELECTION CRITERIA FOR FMCG PRODUCTS: AN EMPIRICAL RESEARCH ON RURAL| 60
CONSUMERS
DR. AJEET KUMAR SAHOO, AMIT ROY & DR. AMIT KUMAR

14. |FDIIN RETAIL: CHANGE AND CHALLENGE 65
SARVJOT DHUNNA
15. |[TRAINING PROGRAMME IN PRACTICE IN THE INDIAN STEEL INDUSTRY: A COMPARATIVE ANALYSIS 68
DR. ITISHREE MOHANTY & DR. SMRUTI RANJAN RATH

16. |STAGES INVOLVED IN BAMBOO BASED ENTERPRISES IN DIMAPUR DISTRICT, NAGALAND 71
DITALAK MPANME & DR. KH. DEVANANDA SINGH

17. |OPPORTUNITIES AND CHALLENGES IN SUPPLY CHAIN MANAGEMENT IN SMEs: A CASE STUDY OF| 79
TEXTILE SECTOR IN INDIA
YASER JEBRIL ALMATARNEH & SAAD BIN AZHAR

18. |A STUDY ON EDUCATIONAL ADJUSTMENT PROBLEMS OF ADOLESCENTS IN RELATION TO THEIR| 85
ACADEMIC CLIMATE
SUMEET KHURANA

19. |GENDER EQUALITY: THE BATTLE FOR JUSTICE 89
HARPREET KAUR

20. | CONSUMER’S PERCEPTION TOWARDS MAGGI NOODLES WITH SPECIAL REFERENCE TO THE AREA OF| 91
TUTICORIN
S. MUTHU LAKSHMI

REQUEST FOR FEEDBACK & DISCLAIMER 95

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. 6 (2016), | ssue No. 02 (FEBRUARY) | 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

FORMER .CO-ORDINATOR,
DR. S. GARG
Faculty, Shree Ram Institute of Business & Management, Urjani

ADVISORS
PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, 1.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 Engineering & Technology, 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
DR. SAMBHAVNA
Faculty, I.L.T.M., 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. 6 (2016), | ssue No. 02 (FEBRUARY) | SSN 2231-5756

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 I.T., Amity School of Engineering & Technology, Amity University, Noida
PROF. A. SURYANARAYANA
Department of Business Management, Osmania University, Hyderabad
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
SURIJEET SINGH
Asst. Professor, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt.

FORMER 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. 6 (2016), | ssue No. 02 (FEBRUARY) | 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 - 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
L COVERING LETTER FOR SUBMISSION:

DATED:

THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please
specify)

DEAR SIR/MADAM

Please find my submission of manuscript entitled * ’ for possible publication in one
of your journals.

| 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.

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their inclusion
of names as co-authors.

Also, if my/our manuscript is accepted, | agree to comply with the formalities as given on the website of the journal. The Journal has
discretion to publish our contribution in any of its journals.

NAME OF CORRESPONDING AUTHOR

Designation

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No)
Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality

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. 6 (2016), | ssue No. 02 (FEBRUARY) | SSN 2231-5756

10.
11.

NOTES:

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

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/
Education/Psychology/Law/Math/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 expected to be below 1000 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 within twenty four hours 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 a separate mail to the journal.

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and the
cover page of the manuscript, in the manner as mentioned in the guidelines.

MANUSCRIPT TITLE: The title of the paper should be bold typed, centered and fully capitalised.

AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and
email/alternate email address should be given underneath the title.

ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any.

ABSTRACT: Abstract should be in fully italicized text, ranging between 150 to 300 words. The abstract must be informative and explain
the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full.

KEYWORDS: 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 stop at the end. All words of the keywords, including the first one should be in small letters, except
special words e.g. name of the Countries, abbreviations.

JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at
www.aeaweb.org/econlit/jelCodes.php, however, mentioning JEL Code is not mandatory.

MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free
from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end.

HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading.
SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.
MAIN TEXT:

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE:

INTRODUCTION
REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES
HYPOTHESIS (ES)
RESEARCH METHODOLOGY
RESULTS & DISCUSSION
FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS
LIMITATIONS
SCOPE FOR FURTHER RESEARCH
REFERENCES
APPENDIX/ANNEXURE

The manuscript should preferably range from 2000 to 5000 WORDS.

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. 6 (2016), | ssue No. 02 (FEBRUARY) | SSN 2231-5756

12. FIGURES & TABLES: 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.

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, horizontally centered with equation/formulae
number placed at the right. The equation editor provided with standard versions of Microsoft Word should be utilised. If any other
equation editor is utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that
does not have the editor.

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined
on its first use in each section: Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections.

15. REFERENCES: 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. Also check to make sure
that everything that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the
references as per the following:

. All works cited in the text (including sources for tables and figures) should be listed alphabetically.

. Use (ed.) for one editor, and (ed.s) for multiple editors.

J When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending
order.

. Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

. 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.
. For titles in a language other than English, provide an English translation in parenthesis.

. Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate
some specific point, which may be placed in number orders after the references.

BOOKS
. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
. Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

. 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

. 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, 19-23

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

ONLINE RESOURCES

. Always indicate the date that the source was accessed, as online resources are frequently updated or removed.
WEBSITES
d Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT vii

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. 6 (2016), | ssue No. 02 (FEBRUARY) | SSN 2231-5756
CONSUMER’S PERCEPTION TOWARDS MAGGI NOODLES WITH SPECIAL REFERENCE TO THE AREA OF
TUTICORIN

S. MUTHU LAKSHMI
TRAINEE IN AUDITOR OFFICE
12D, MEEANKSHIPURAM, PILLAIYARKOVIL STREET, TUTICORIN

In the light of growing confusion due to an Indian Government laboratory detecting lead levels above permissible limits, Nestle India announced that it would
temporarily stop selling maggi noodles until the situation was resolved. Now that the orders of Bombay high court have been compiled with Nestle India has made
maggi noodles available for sale once again. Thus the present study focus on consumer’s perception towards maggi noodles in Tuticorin.

KEYWORDS

consumer perception, lead, permissible limits, maggi noodles, nestle, Bombay, high court, tuticorin.

INTRODUCTION
ealth is the flavour of the season. Food companies in India are growing aware of the increasingly changing consumption trends and taste preferences among
the Indian junta. Maggi became successful because it understood consumers. The brand never wanted to change consumer’s habit. It did not ambitious
about changing Indian’s breakfast or dinner preferences what maggi did was to slowly attach itself to Indian consumers need without disruption.

HISTORY OF MAGGI

Maggi noodles were launched in India in the early 1980. Carlo.M.Donati, chairman and managing director of Nestle India Ltd , brought the instant noodle brand
to India. Maggi had to fight hard to be accepted by Indian consumers with their hard to change eating habits. The packaged food market was very small at this
time. Nestle had to promote noodles as a concept, before it could promote Maggi as a brand, it therefore devised a two prolonged strategy to attract mothers on
the ‘convenience’ plank and lure kids on the ‘fun’ plank. Gradually the market for instant noodle began to grow.

MAGGI SAFETY SCARE IN INDIA

On June 5,2015, the Food Safety and Standards Authority of India (FSSAI) ordered a recall of all nine approved variants of maggi instant noodles and the oats
masala noodles, suggesting that they unsafe and hazardous for human consumption. On the same day, the Food Standards Agency of the United Kingdom launched
an investigation into level of lead maggi noodles. On June 6,2015, the Central government of India banned maggi noodles for an indefinite period. Nepal indefinitely
banned maggi over concerns about lead levels in the product. Maggi noodles have been withdrawn in five African nations: Kenya, Uganda, Tanzania, Rwanda and
South Sudan by a super- market chain after a complaint by the consumer federation of Kenya.

Nestle also questioned the reliability of lab used. Results from testing outside that the maggi noodles are safe. In the later, Bombay high court judgement, the
court agreed the test results by the earlier court were unreliable. The court mandated testing to be done at three specific laboratories (Punjab, Hyderabad and
Jaipur) where maggi was found safe. The lead may have been naturally occurring in plants and soil or from Indian spices, although within acceptance limits.
Maggi came back to the shelves in India in November 2015. Nestle has also been running a campaign to win back trust of members of the Indian community.
Nestle in India resumed production of maggiin all five plants, that is Nanjangud (Karnataka), Moga (punjab), Bicholism (goa) and tahliwal and pantnagar in Himachal
Pradesh on 30" November 2015.

REVIEW OF LITERATURE

S.GOVINDARAJAN (2008) studied on the topic “Brand Image Measurement on Maggi Noodles”. Examined about the customers’ perception, taste, preference and
satisfaction of maggi and also analyses the strength and weakness of the maggi.

DIXITA PORWAL, PRATIK GANDHI, RAJWIN PATEL (2012) their study focus on the complete brand study of maggi. It analyses the various products of maggi and
their tactics followed in launching the product in India.

IMPORTANCE OF THE STUDY
Based on the above reviews an attempt is made to undergo a study focusing on the consumer’s Perception towards maggi noodles. The results and suggestions
to improve their product and to maintain the brand loyalty even after the lead issue.

STATEMENT OF THE PROBLEM

In the light of growing confusion due to an Indian government laboratory detecting lead levels above permissible limits on maggi noodles. The Food Safety Authority
of India (FSSAI) issued an order to recall maggi noodles from the Indian market and banned its sale and production. Now, that the orders of Bombay high court
have been complied with nestle India has made maggi noodles available for sales once again. This urges to analyze the consumer’s perception towards maggi
noodles.

OBJECTIVES

MAIN OBIJECTIVES

To study the consumer’s perception towards maggi noodles in Tuticorin.

OTHER OBJECTIVES

. To analyse the socio economic profile of the respondents.

. To know about the respondent’s reaction when maggi noodles are banned by Government.

. To find out the consumer’s opinion regarding maggi noodles relaunch in Indian market.

. To study the respondent’s likings on consumption of maggi after its relaunch in Indian market.

RESEARCH METHODOLOGY

The study is compiled with the help of both primary and secondary data. The primary data were collected from the sample respondents with the help of
questionnaire. Secondary data were collected from journals, website and books.

CONSTRUCTION OF TOOLS

. Questionnaire is used to collect data.

. Tables, Percentage, Garrett’s ranking technique and Likhert scaling technique are used to analyse the data.
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SAMPLING DESIGN
The researcher followed convenience sampling method for collecting data from the respondents in Tuticorin. The study was conducted among 50 respondents.

RESULTS
TABLE 1: REASON FOR CONSUMING MAGGI NOODLES
S. No Rank | 1 2 3 4
Reason
1 Good for health 2 6 22 | 20
2 Ready to eat 32|16 | - 2
3 Tasty 14 118 | 12 | 6
4 Others 2 10 | 16 | 12
Total 50 | 50 | 50 | 50
TABLE 2: RESULTS OF GARRETT’S RANKING
S.No | Reasons Score | Mean Score | Garrett’s Ranking Score
1 Good for health | 1996 | 39.92 4
2 Ready to eat 3302 | 66.04 1
3 Tasty 2738 | 54.76 2
4 Others 2014 | 40.28 3
INFERENCE

Garrett’s ranking technique is used in Table 1 & 2, to find out reason for consuming maggi noodles. Ready to eat secures 1% rank with highest score, 2" rank goes
to tasty, 3™ occupies others and 4t goes to good for health.

TABLE 3: SOURCES OF INFORMATION ABOUT MAGGI NOODLES

S.No Rank 1 2 3 4 5
Sources of Information

1 Newspaper 6 12 18 14 -

2 Radio - 18 8 10 14

3 Tv 36 8 4 2 -

4 Word of mouth 2 8 10 18 36

5 Other sources 4 4 10 8 24
Total 50 50 50 50 50

TABLE 4: RESULTS OF GARRETT’S RANKING

S.No | Sources of information | Score | Mean Score | Rank
1 Newspaper 2630 | 52.6 3
2 Radio 2230 44.6 4
3 Tv 3460 | 69.2 1
4 Word of mouth 2750 | 55 2
5 Other sources 1960 | 39.2 5

INFERENCE
Garrett’s ranking technique is used in Table 3 & 4, to find out the sources of information from which respondents gather information about maggi noodles. Tv
secured 15 rank with highest score, Word of mouth secured 2" rank, Newspaper secured 3" place, 4" place goes to Radio and other sources secured 5" place.

TABLE 5: STATEMENTS REGARDING MAGGI NOODLES

S. Statements Strongly | Agree | No Disagree | Strongly | Score | percentage | Rank
No Agree opinion disagree

1 Taste of maggi noodles is unique compared to others 140 56 12 8 - 216 28.8 1

2 Availability of different varieties/flavor 30 48 30 - 2 110 14.67 7

3 Hygiene packing & passed many food standards 20 40 102 4 - 166 22.13 4

4 Easily available at nook and corner of any place 130 72 - 4 4 210 28 2

5 Preparation time is low i.e. just in 2 minutes 110 56 6 8 2 182 24.27 3

6 It satisfies the taste of both vegetarian and non-vegetarians 50 48 30 20 4 152 20.27 5

7 Cost is also comparatively low 30 80 24 - 16 150 20 6

INFERENCE

Likhert scale technique is applied in Table 5. This technique finds out statement which secure highest score and lowest rank. Strongly agree was given 5 points,
Agree was given 4 points, No opinion was given 3 points, Disagree was given 2 points, Strongly disagree was given 1 points.

TABLE 6: RESPONDENTS REACTION WHEN MAGGI BANNED BY GOVERNMENT

S.No | Reaction No of Respondents | Percentage
1 Panic about health 10 20
2 Felt discomfort 10 20
3 Believe it or not 14 28
4 Doubt arise about quality of subsidiary products | 12 24
5 others 4 8
Total 50 100

INFERENCE
28% of respondents have chosen believe it or not, 24% have chosen doubt arise about quality of subsidiary products, 20% have chosen felt discomfort and panic
about health, 8% have chosen others.
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TABLE 7: LIKINGS ON CONSUMPTION OF MAGGI AFTER RELAUNCH

S.No | Likings on Consumption of Maggi | No of respondents | Percentage
1 Yes 28 56
2 No 22 54

Total 50 100

INFERENCE
56% of respondents have chosen yes as likings on consumption of maggi after relaunch, 54% have chosen no.

TABLE 8: REASON FOR CONSUMING MAGGI AFTER RELAUNCH

S.No | Reasons No of Respondents | Percentage
1 It has passed many tests 10 36
2 Maintaining food standards of FSSAI 14 56
3 Other countries are consuming the same maggi noodles | 2 7
4 Others 2 7
Total 50 100

INFERENCE
56% of the respondents have chosen maintaining food standards of FSSAI, 36% have chosen it has passed many tests, 7% have chosen other countries are
consuming the same maggi noodles and 7% have chosen others.

FINDINGS

. 76% of respondents were female and 34% are male.

. 64% of respondents belongs to age group of below 25 years, 24 % belongs to age group of 25 -35 years, 8% belongs to age group of 45-55 years and 4% are
belongs to above 55 years.

. 68% of respondents were unmarried and 32% are married.

. 56% of respondents were graduates, 20% are post graduates, 12% are higher secondary and 4 % are below SSLC

. 48% of the respondents were having family income of above X24000/-, 24% were having family income of 18000 - ¥24000/-, 12% were having X12000-
%18000/-, and 8% were 6000 -X12000/- & Below X6000/-

. 68% of the respondents were stated ‘noodles’, when they hear the word maggi.

. 52% of the respondents choose maggi, when they hear the word noodles.

SUGGESTIONS

. Since 44% chosen ‘no’ option for likings of maggi after relaunch. This targeted respondent to be induced to consume the maggi.
. Maggi must use pepper and other healthy Indian spices to be utilized in masala to be added in noodles.

. Non-vegetarian noodles varieties to be increased to satisfy the consumer.

CONCLUSION

At present, the company is engaging actively in social media and is building a strong digital presence to strengthen the maggi brand. Along with tv and print
campaign the company is engaging with customers via Facebook and twitter. The company has a digital acceleration team which was responsible for the “We Miss
You Too” maggi campaign and has also set up 24X7 toll free consumer’s services in order to address consumer concerns. For us, the concept is not just digital
media, but of competing in a digitally- connected age.

LIMITATIONS OF THE STUDY
. This study is confined only to Tuticorin area.
. Due to shortage of time, size of sample is confined only to 50 respondents.
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ANNEXURE
QUESTIONNAIRE
1. Name
2. Gender
(a) Male (b) Female
3. Age
(a) Below 25 yrs (b) 25-35 yrs (c) 35-45 yrs (d) 45-55 yrs (e) Above 55 yrs
4. Marital status
(a) Married (b) Unmarried
5. Educational Qualification
(a) Below SSLC (b) SSLC (c) HSC (d) Graduate (e) Post graduate (f) others
6. Occupation
(a) Private employee (b) Government employee (c) business (d) Housewife (e) Others
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7. Family Income

(a) Below X6000/-  (b) X6000-X12000/- (c) *12000-X18000/- (d) X18000-X24000/- (e) above Z24000/-
8. What comes first in your mind when you hear the word ‘MAGGI’?

(a) Noodles (b) fast-food (c) Snacks (d) None

9. What brand that comes to your mind when we say the word noodles

(a) MAGGI (b) Top Ramen (c) yippee (d) Ching’s (e) others

10. What is the reason for consuming ‘MAGGI Noodles’? (Rank)

(a) Good for health  (b) ready to eat (c) Tasty (d) others

11. You came to know about ‘MAGGI Noodles’ (rank)

(a) Newspaper (b) Radio (c) TV (d) Word of mouth  (e) other sourcess
12. Tick the appropriate statements regarding’ MAGGI Noodles’ on following parameters

No | Statements Strongly Agree | Agree | No opinion | Disagree | Strongly disagree
Taste of ‘MAGGI Noodles’ is unique compared to other brands
Availability of Different varieties /flavours

Hygiene packing & passed many food standards

Easily available at nook and corner of any place

Preparation time is low i.e. justin 2 minutes

It satisfy the taste of both vegetarian and non- vegetarian

7 Cost is also comparatively low

13. Which ‘MAGGI Noodles’ category do you buy regularly

(a) MAGGI Masala  (b) MAGGI veg atta noodles (c) MAGGI dal atta noodles (d) MAGGI rice noodles (e) MAGGI oats noodles (f) MAGGI chicken (g) others
14. What do you feel when ‘MAGGI Noodles’ are banned by government?

DN |W[IN|F-

(a) Panic about health (b) felt discomfort  (c) Believe it or not  (d) Doubt arise about quality of other subsidiary products  (e) Others

15. Do you like to consume the maggi noodles after its relaunch in Indian market

(a) Yes (b) No

16. If yes, choose your opinion

(a) It has passed many tests (b) It is maintaining its food standards of FSSAI (c) Other countries are consuming the same MAGGI Noodles  (d) others
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competition, a group of intellectuals felt the need to have some platform, where young
and budding managers and academicians could express their views and discuss the
problems among their peers. This journal was conceived with this noble intention in view.
This journal has been introduced to give an opportunity for expressing refined and
innovative ideas in this field. It is our humble endeavour to provide a springboard to the
upcoming specialists and give a chance to know about the latest in the sphere of research
and knowledge. We have taken a small step and we hope that with the active co-
operation of like-minded scholars, we shall be able to serve the society with our humble

efforts.
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