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ABSTRACT

The purpose of the study is to examine the brarat@wvess in rural area and to study the interespraumers in
brand products of Health Food Drinks. The brandraness is showing increasing tendency everywhetesadivelkarai
village of Madurai is not an exception to it. Branare the most valuable assets and the brandrishseeonsumers as a
sign of quality and it helps them to make theirghase decision. This analysis is done as a studutahe brand
awareness of branded Health Food Drinks segmerg.résearch is done using questionnaire method, ddkected from
the people of Vadivelkarai village. The analysisiime using percentage method. From the reseaizlelgar that Health
Food Drinks market have a good image and the segimexpected to have more concentration to getteetbpiece of

market share .
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INTRODUCTION

India, the world’s largest Health Food Drink markatcounts for 22% of the World’s retail sales. Séhdrinks

are consumed as milk substitutes and marketedagitious drink, mainly consumed by the old, tteeigg and the sick.

The Health food drinks category consists of whitenlds and brown drinks. South and East India argela
markets for these drinks, accounting for the largesportion of all India sales. The total markeplaced at about 90,000
ton and is estimated to be growing at about 4%s@hdalt beverages, though, are still an urban pinenon. Currently,
brown drinks continue to grow at the expense oftevidrinks has increased from about 32% to 35% twedast five

years.

Health Food Drinks provide nourishment for the fgmparticularly growing children and serve as eyer
provides for adults. The market for malted milk pl@ns in India is huge as the product is widely ugsed nutrition and

energy supplement by children and adults.
Available Health Food Drink in market can be coesadl as follows:
e HORLICKS

» BOOST
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« BOURNVITA

« COMPLAN

e PEDIA SURE
Brand Awareness

Brand awareness is an important way of promotinmroodity-related products. This is because for these
products, there are very few factors that diffédegatone product from its competitors. In today’ssincompetitive
atmosphere, it is critical for retailers to maintaind build on their brand awareness, as well agoree the value

proposition of their market. But branding is thagen people pay more for a product at one storeanather.

Formally, brand awareness refers to customersityaldd recall and recognize a brand. Brand awargimesnore
than just the fact that customers know a brand nangkethe fact that they have previously seen ithages even many
times. Brand awareness also involves linking tlbdr- brand name, logo, symbol, and so forth —t@iceassociations in
memory. In particular, building brand awarenesines making sure that customers understand theéuptor service

category in which the brand competes. There mustdae links to other products or services soldeuritlie brand name.
Objectives of the Study

* Tofind out the brand awareness among the customers
» To Study the satisfaction level of the consumers.
e To study the satisfaction level of the customers.

* To find out the effectiveness of the advertisements

RESEARCH METHODOLOGY

Research

Research comprises defining and redefining prohldéonmulating hypothesis or suggested solutionfiecting,
organizing and evaluation data, making decisiortsraaching conclusions and at last carefully tgstire conclusions to

determine whether they fit the formulating hypothes

TYPES OF RESEARCH

Descriptive Research

Descriptive Research includes surveys and factirfinaenquiries of different kinds. The major purpose
descriptive research is the description of theesthaffairs as it exists at present. In the presemdy, the applied research
design is descriptive. The study satisfies all aspeelated to the characteristics of a descriptgearch design as it has its

own confined objectives and predetermined methagolo
Source of Data
Primary data: The data is collected from the people of vadivelkaillage in Madurai District.

Secondary data:The secondary data is collected from websitesngla and books.
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Data collection method:Survey method

Data collection Tool Questionnaire method.
Sample Design

Sampling size: 100 units

Sampling technique: Random sampling

TOOL FOR THE STUDY

Percentage Analysis
A simple percentage analysis is a simple methodcnaverts the whole data into answers against 100.

Number of respondents * 100

Total number of respondents
ANALYSIS AND INTERPRETATION OF DATA
Age Wise Classification of Respondents
The distribution of respondents on the basis ofiag@own in the table below.

Table 1: Age Wise Classification of Respondents

Age Number of RespondentPercen
Up to 20 year 17 17%
21-30 years 6 6%
31-40 years 23 23%
Above 41 Yeal 54 54%

Total 100

From the above table it can be seen that 17of nelus are up to 20 years, 6% of respondents anede 21 to
30 years, 23% of respondents are between 31 toedfsy54% of respondents are above 41 years. fitisates that

majority of the customers are above 41 years of age
Gender Wise Classification of Respondents
The distribution of respondents on the basis ofigeis shown in the table below.

Table 2: Gender Wise Classification of Respondents

Gendell  Number of Respondents |Percen

Male 43 43%

Female 57 57%
Total 100

From the above table it can be seen that 43% pbretents are male and 57% of respondents are feiiaie

indicates that majority of the respondents are fema
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Preference towards the Health Food Drinks

Table 3: Preference towards Health Food Drinks

Health Food DrinksNumber of RespondentPercen

HORLICKS 31 31%

BOOST 45 45%

BOURNVITA 8 8%

COMPLAN 11 11%

PEDIA SURE 5 5%
Total 100

From the above table it is evident that 45% of oasients prefer Boost, 31% of respondents prefeli¢ksr 11%
of respondents prefer Complan, 8% of respondeetfeipBournvita and 5% if respondents prefer Ped@sthis indicates

that majority of the respondents prefer the Brand<.

Table 4: Effectiveness of Advertisement

Response [Number of RespondentPercen
Strongly agree 59 59%
Agree 26 26%
Disagree 9 9%
Strongly Disagre 6 6%

Total 100

From the above table it is inferred that 59% ofpoeslents have strongly agreed that the advertissnee
effective, 26% of the respondents have agreedlieaddvertisements are effective, 9% of the respatsdhave disagreed
that the advertisements are effective and 6% ofréispondents have strongly disagreed that the tsbmments of the
companies are effective.

Table 5: Availability of the Health Food Drinks in Outlets nearby Household

Availability [Number Of Respondent|Percen
Always availabl 31 31%
Mostly available 42 42%
Rarely availablg 24 24%
Not availabls 3 3%

Total 100

From the above table it is inferred that 31% opoesients feel that the Health Food Drink brandsahnays
available, 42% of respondents say that they ardlyn@gailable, 24% of respondents say that theyrarely available and
3% of respondents say that they are not available.

Table 6: Satisfaction of Customers towards Price

Satisfaction Number of RespondentPercen

Highly satisfied 25 25%

Satisfied 68 68%

Dissatisfied 4 4%

Highly dissatisfie 3 3%
Total 100
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From the above table it is inferred that 25% of thistomers feel highly satisfied with the price%68f the

customers feel satisfied with the price, 4% of thstomers feel dissatisfied with the price and 3%he customers feel

highly dissatisfied with the price.

Table 7: Satisfaction of Customers towards Taste

Satisfaction Number of RespondentlPercen

Highly satisfied 40 40%

Satisfied 56 56%

Dissatisfied 3 3%

Highly dissatisfie 1 1%
Total 100

From the above table it is inferred that 40% of tostomers feel highly satisfied with the taste%56f the

customers feel satisfied with the taste, 3% ofdhstomers feel dissatisfied with the taste and %@ customers feel

highly dissatisfied with the taste.

Findings and Inferences

The number of female respondents has contributeé mith 57%.

54 9%( majority) of the respondents are in the ageg of above 41 years.

The Brand Boost is the most preferred Health FoodK3 accounting to 45% as per the study.
59% of respondents have strongly agreed that therisements are effective.

42% of respondents said that their products ariéadka in nearby households.

68% of respondents are satisfied with the prices.

56% of the customers said that the taste is satsfa

CONCLUSIONS

The Brand Awareness in rural areas particularlyHgalth Food Drinks segment are showing an incregasin

tendency. By this study, the rural area people falsos on nutrition for health. So most of themferédealth Food Drink

Brands in rural area. But in the rural area, 24%espondents said that they are rarely gettingHbalth Food Drink

brands. So that the company has to think abouavhdability of the product in the rural area andensure that to reach

each and every customer at all the time.
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