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ABSTRACT

The food consumption practices are under radicahgbs in present area. The ready to eat andreadpkofood
product are getting popularity in the society. Tnesent study was conducted to understand the rteagigt andready to
cook food consumption behaviour and various facaffiecting ready to eat foods. The 100 respondsate contacted by
applying convenience sampling method from NavsHne study found positive correlation between numdfefamily
members and expenditure on food items and positiveelation between number of family members angeaditure on
ready to eat andready to cook foods. The positoreetationwas also found between number of childrefome and
expenditure on ready to eat andready to cook fdbeé. study also found positive correlation betweamber of person

earning and expenditure on ready to eat andreadyak foods
KEYWORDS: Ready to Eat and Cook Food Consumption, ReadyttaiCook Food Consumption Behaviour
INTRODUCTION

India has made lot of progress in agriculture ammtifsectors in recent years. The eating habitditestyle are
under drastic change.The fast-paced urban lifestyising disposable incomes, experimental palatethe increasing
number of working women in the country, the Reaal¥zbok food industry is on the upswing. The catgdms emerged

as the next best alternative to a home cooked meal.

India ranks second in fruits and vegetables praduadh the world, after China. As per National Houtture
Database published by National Horticulture Boalating 2014-15 India produced 88.977 million metdanes of fruits

and 162.897 million metric tonnes of vegetables.

According to Technopack study (2014), the Indiaodfndustry is anticipated to reach INR 17.96 lakbre, by
2016. The Indian processed foods market is wortiugfNR 685,000 crore, or about 49% of the totaddiadustry.
The food processing industry is one of the largedtistries in India and ranks fifth in terms of goation, consumption
and exports. In FY15, food processing industry tiarted 14 percent to India's GDP through manufaoty
(IBEF study).

Ready to eat foods are prepared or cooked in adyamith no further cooking or preparation requitefore
being eaten. (http://www.thefreedictionary.com/neéateat ). The ready to cook food are requiretieliprocessing or

cooking before consumption.

A “ready-to-eat” food product may be defined as dogd product which does not require any elaborate

processing procedures on the part of consumer ééfis good enough for consumption.
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It is ready-to-eat as soon asthe pack is openadamm, which is tasty and appetizing.
REVIEW OF LITERATURE

Pradeepa. V and Kavitha G (2013) in their study S#idy on Consumer Behaviour towards Ready-to-BatlF
Products in Coimbatore City” found that the maj@tetminants forcing consumers to buy instant fooodpcts are
changes in lifestyle, couples working (not just thesband), non — availability of spices (to prepaasala), easy to cook
and tasting much better. Compared to housewivesgimgpwomen prefer instant food products. Peoplag in nuclear
families prefer instant food compared to thosentivin joint families. Only people belonging to theddle class spent
more money on instant food compared to the loweldiaiclass and the rich people. It was also fohad time is the first
and foremost factor influencing consumers’ purchdeesion on ready to eat food products followedsy factors like

price, taste and aroma, easy availability and tuali

M. Bala Swamy et.al (2012) in their study “Buyinghaviour of consumers towards instant food proddotsnd
that low cost of home preparation and differencetastes were the major reasons for non consumptibareas ready
availability and save time of preparation were ris@sons for consuming Instant Food Products. R&tajps are the major
source of information and source of purchase dihisFood Products. The average monthly expenddarknstant Food
Products was found to be highest in higher inconoegs. The average per capita purchase and pea@fgenditure on
Instant food Products had a positive relationshitp wcome of households.

Dohare Sneha (2015) studied “A study of relatiopsithid consumer attitude and instant food prodinctslham
singh nagar district” and found that, the lower diédand upper middle class segment both group leoeiing great
interest towards ready to cook food products. Is wkso found that due to the increasing numberucfear and double
income families, long working hours are the majeason for purchasing instant food products. Consueéavior
towards buying ready to cook food was hugely impadby socioeconomic profile of consumers. It wasgntb that
children and youngsters prefer these foods mora #dults. The factor analysis shows easy to cookyenience,
satisfaction, usefulness and saving of time arerth@r reasons for purchasing RTC products.

Ranjan Chaudhury (2010) studied on “Determinantsasfsumer behavior in buying RTE foods” and repbrte
that with the advent of modern trade and increagiagking population with higher disposable incomeady to eat food
categories have gained prominence in recent tithegas found that the motives of purchasing RTEd®are sensory
appeal, convenience, mood and price. Apart fromrs tirand also plays a significant role in determgnoonsumer

behaviour.

Vijayabaskar. M, and N.Sundaram (2012) studied “Ark&t study on key determinants of ready-to-eatcuk
products with respect to tier-1 cities in southémdia” and found that the ready-to-eat market segnedefined by high
growth in middle class section peoples and thédr diyle changes due to job factors. It was alsmdothat there is a
greater demand for ready-to-eat food segmentshenthajor attraction for these products are convesigavailability and
less time taken to cook. Due to life style chanaged long working hours people are choosing thesdyats and ready to

go with it. Availability at door step and convendenin buying are the major sources of influencbkuyging these products.
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RESEARCH METHODOLOGY

The present study aims to understand various faaffecting preference and consumption of readgab
andcook foods. The survey was carried out in theshlia city of south Gujarat. For the survey stroetuquestionnaire
was used. The questionnaire contained questiom¢ecelto demographic profile of respondent such exsder, age,
education etc and the research questions. Totald$}ibndents were selectedfrom Navsari city by twgonvenience

sampling method for survey.
DATA ANALYSIS

Tablel : Demographic Profile of Respondents

Parameters | Frequency | Percent
Gender of Respondents
Male 54 54.C
Femalt 46 46.C
Total 10C 100.(
Education of Respondents
Below SS( 6 6.C
SSC 3 3.C
HSC 8 8.C
Graduat 57 57.C
Post Gradua 25 25.C
Ph.C 1 1.C
Total 10C 100.(
No of Children In the family
1 22 22.C
2 32 32.C
3 4 4.C
4 1 1.C
Sub Tota 59 59.C
Not Having Childre 41 41.C
Total 10C 100.(
Monthly Income
Below 1500t 9 9.C
1500-3000( 39 39.C
3000:-4500( 39 39.C
45007-6000( 8 8.C
60002-7500( 2 2.0
More than 7500 3 3.C
Total 10C 100.(

For the present study 100 respondents were surveyetwsisting of 54 % male and 46 % female.
Most of the respondents were educated up to gradurat post graduate and earning Rs.15000 to 4500hiy (78%).
The majority of respondents had 1 or 2 Childrehate.

Table 2: No.of Person Earning in the Family

No. of Person Earning
Numbers Frequency | Percent
1 59 59.0
2 32 32.0
3 or More than threg¢ 9 9.0
Total 100 100.0
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In surveyed area 59 respondents had single eatrenae while 32 respondents had 2 earners at home a

families had 3 or more than 3 earners at home.

Table 3: Expenditure on Foods According to Income (ass

SN | Income Parameters Average Expenditure | Average Expenditure on Ready to
) on Food Per Month Cook Food Per Month
1 Below 15001 488¢ 98C
2 1500:-3000( 743( 1862
3 30007-4500( 790( 220(
4 45002-6000( 970( 300(
5 6000:-7500( 1700( 450(
6 More than 7500 1800( 390(

The average expenditure on food per month and geerapenditure on ready to cook food per monthutaied
for various income classes. The expenditure onyréadeat andcook food found high in middle levet drigh level

income group.

Table 4: Demand Analysis

S.N Parameter Rs.
1 Average Expenditure on Food per month 8040
2 Average Expenditure on Ready to cook food pertmor2375 (29 %)

In the present study the average monthly experedtarfood was found Rs. 8040. While, average expaedon
ready to eat and ready to cook food per month wasnd Rs 2375. Which is approximately 29 % of totednthly

expenditure on food.

To study the relation between various parameteesd®a correlation coefficient was employed. Thergaa
correlation coefficient varies over a range -1 tb. €orrelation coefficients reveal the magnitudel afirection of

relationship.

Table 5: Correlation Between Family Members and Expnditure on Food

Correlations

Family Members | Expenditure on Food
Family Members Pearson Correlatic 1 591**
y Sig. (~tailed) 100C
. Pearson Correlatic .591** 1
Expenditure on Foo? Sig. (~tailed) 00C
. ) .

** Correlation is significant at the 0.01 level-tailed)

The strong positive significant correlation founetleeen number of family member and expenditureownl ffor

the present study.
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Table 6: Correlation Between Family Member and
Expenditure on Ready to Eat andCook Foods

Pearson 418+
Family Member Correlation

Sig. (c-tailed) .00C
Expenditure onready to eat a“ii?rreslgrtion 418** 1
ready to cook Sig. (~tailed) 00¢
** Correlation is significant at the 0.01 level-tailed).

The moderate positive significant coriela found between number of family member and exftere on ready to

cook foods in the study area.

Table 7: Correlation Between Number of Children inFamily and
Expenditure on Ready to Eat andCook Foods

Expenditure on ready tpPearson Correlatior .337**
eat and ready to cook Sig. (2-tailed) .009

. Pearson Correlatior .337** 1
No of children at Home Sig. (2-tailed) 009
**_Correlation is significant at the 0.01 level(@led).

The moderate positive correlation found between remof children at home and expenditure on readyotik

food in the study area.

Table 8: Correlation Between Expenditure on Ready
Toeat andCook and Monthly Income

Expenditure on ready tpPearson Correlatic 511

eat and ready to cook | Sig. (c-tailed) .00C

Monthly Income Pfaarson _Correlati( 511* 1
Sig. (c-tailed, .00C

** Correlation is significant at th0.01 level (-tailed)

The strong positive significant correlation founetleeen monthly income and expenditure on readydk dood

in the study area.

Table 9: Correlation Between Expenditure on Readyd Eat andCook and
Number of Person Earning in Family

Expenditure on ready tpPearson Correlation 1 .325**
eat and ready to cook | Sig. (2-tailed) .001
No.of Person Earning in Pearson Correlation .325** 1
the family Sig. (2-tailed) .001

**_Correlation is significant at the 0.01 level{@iled).
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The moderate positive significant correlation fouredween number of person earning and expendituready
to eat and ready to cook foods in the study area.
Table 11: Factors Considered by Consumfor

Consumption of Ready to Eat and Rdw to Cook Foods
(1= Always, 2=0ften,3=Sometimes,4=Rgb=Never)

Parameters Mean | Std. Deviation
Taste 1.24 452
Price 1.86 .841
Availability 1.95 .845
Pack Size 2.07 872
Brand Image 2.00 .953
With Less Effort traditional food 2.25 .925
Advertisements on Television & news Paper 2.8 .944

To know the factors considered by consumer for eonqtion of ready to eat and ready to cook Foods,
respondents were asked to rate various parameatetdm5 point scale where 1= always while 5 = neVae Consumers
considers Taste, Price, Availability, Brand Imagel &ack Size while selecting the ready to cook $odthe Ready to

cook processor should take in to account while ggsing the ready to cook food.
CONCLUSIONS

The study suggests that the preference for ReaBgt@ndCook products in increasing day by dagjreetive of
income groups. Consumers spend approximately 29 e total food expenditure on Ready to Eat amalCproducts.
Size of family, numbers of children in family, im@se in Income and dual income have positive adfsiant correlation
with preference and consumption of Ready to EaCao#t foods. Taste, Price, Availability, Pack sinel drand image are

major factors determining the preference and denm@am@eady to Eat andCook products
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