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Abstract
In this paper, we are trying to understand the consumer behavior 
on the Ready-to-cook (RTC) food products that belong to the 
sector of convenience food products. In India, the consumption 
of ready-to-cook products increased drastically after urbaniza-
tion. According to the Indian RTC Market Outlook, the total mar-
ket of ready-to-cook food products is expected to grow with a 
CAGR of more than 18% by the end of 2024. A survey has been 
conducted among the different age groups of people to under-
stand their interests and critical factors, leading to their behavior 
patterns in buying and consuming ready-to-cook food products. 
The analysis of the collected data is conducted in Excel and R for 
an in-depth understanding. Two models are run on R to predict 
the significant factors in customers’ satisfaction level regarding 
ready-to-cook food products. The first model predicts that store 
and availability are significant at a 90% confidence interval.
In contrast, consumption, quality, and discounts are significant at a 
95% confidence interval according to consumers’ satisfaction lev-
els concerning ready-to-cook food products. The second model 
predicts that store and packaging are significant at a 90% confi-
dence interval. In contrast, consumption, taste, and discounts are 
significant at a 95% confidence interval according to consumers’ 
satisfaction levels in buying a particular brand in ready-to-cook 
food products. This study focuses on consumption patterns of 
ready-to-cook food products concerning the consumers of differ-
ent professions, different income levels, different age groups, etc. 
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1. Introduction
Consumer behavior refers to measuring the con-

sumers’ attitude and perception of the product fea-
tures, marketing message based on their social con-
ditions and environment, and personal factors like 
demographics and satisfaction. It is the overall essence 
for the buying and consumption patterns of the cus-
tomer. For ready-to-cook food products, consumer 
behavior plays a crucial role in tracing out the usage 
of products among the varied age group and profes-
sions and the reasons behind their interests and brand 
selection [1].

Over the last few years, consumption of ready-to-
cook food products is becoming popular amongst all 
age groups. This market has seen exponential growth 
in the markets because of the rise in the working pop-
ulation and busier lifestyles. RTC food products are 
ever-increasing and are building trust by providing 
healthy and nutritive food to their customers. For ex-
ample, Maggie’s most common Nestle product is one 
of the biggest hits among all age groups. Many people 
consume it daily. Especially during pandemic COVID 
19, people are trying to stock up the products in bulk 
quantities to avoid going to markets frequently. In 
this case, they prefer to choose products of high shelf 
space which runs long. Ready-to-cook food products 
are one among them which can be used for a longer 
time and are available in different varieties to satisfy 
different tastes of consumers. 

In recent times, because of the pandemic situa-
tion caused by COVID-19 in 2020, there has been a 
huge hike in the consumption of convenience goods 
like ready-to-eat, ready-to-cook, and frozen foods. 
According to the online grocery delivery service Gro-
fers there is a 31% increase in the purchasing orders of 
readymade mixes and meals. Moreover, according to 
MTR Foods Company, there is a 20% increase in the 
same category during this period. In the span of three 
months to the end of June, ID Fresh foods have seen a 
rise of 60% compared with the previous quarter in the 
paratha’s sale and a 20% jump in pannier and idly bat-
ter. According to Red Seer Consulting and research, 
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there has been a 61% increase in consumer spending 
on home-cooking products [2].

Urbanization rose to the simplification of works 
and household activities with the help of technolo-
gy and convenient products. According to a National 
survey sample office (NSSO), Indians work 54 hours a 
week on average, which means they work almost nine 
hours a week, approximately excluding a weekend. Not 
just adults, even Indian students study for about 4 to 
10 hours or even more per day. This kind of daily re-
sulted in the reduction of their time in making food at 
home. To compensate for this scenario, people try to 
adapt to healthy convenience food products, consisting 
of ready-to-cook food products. The usage of ready-
to-cook food products is simple to cook and hands-on 
to anyone who wants to consume. They are instant to 
make and require no practical knowledge because they 
are made by mixing, boiling, heating, or frying.

Dividing the population into various generations is 
becoming a useful tool in the segmentation of markets. 
It is believed that most of the members of a generation 
are privy to varied experiences, which can affect their 
values, interests, perceptions, and behavior. In the be-
ginning, there was a reluctance to buy these products 
because of the preservatives used in them. So, there was 
a great need for mental acceptance to gradually shift 
from traditional cooking to ready-to-cook products 
for the only convenient purpose. Hence companies are 
now introducing healthy, no preservative, and high nu-
tritive value ready-to-food products to overcome this 
scenario. Millennial tend to adapt easily when com-
pared to elder generations. However, the convenience 
factor of these ready-to-eat food products grabbed all 
generations’ attention in the present scenario [3].

2. Literature Review
Understanding the market boundaries and the 

potential for ready-to-eat food products is crucial to 
progress in the convenience food sector. Moreover, 
many results show growth in consumption of these 
products by the middle-class section of people because 
of changes in lifestyle due to job factors. The lifestyle 
changes, convenience, availability, and less time are the 
main reasons for this sector’s growth. Certain factors 
determine perception about ready-to-cook food prod-
ucts and selection of these food products and compa-
nies of these products should focus on those factors 
like time-saving, easy and economic, brand image, 
low price, and availability of frozen foods, variety and 

attractive packaging to increase their demand among 
the city dwellers [4].

Food products’ purchasing behavior has drasti-
cally increased because of the increase in per capita 
disposable income, changes in lifestyle, food quality, 
and family structure. Among the many instant mix-
es, gulab jamun, payasam, and badam milk mix are 
considered to study the perception of South Indians. 
Almost all of them agreed that “time-saving” is the 
main factor to choose these products for the regular 
usage of preparing them at home. Ready-to-cook food 
products are boon for many busy individuals. Health 
and convenience are the most topmost expectations of 
the consumers from these products.

Moreover, consumers are willing to buy these prod-
ucts in large quantities. They have large shelf space in 
the nearby stores unless their preferred brand is not 
available there. Hence, companies should focus on 
these factors and supply the products accordingly. The 
ready-to-eat cereal industry has numerous varieties of 
products with a large range of price-cost margins. Dif-
ferentiated products made the companies influence 
the perceived product quality. 

Some of the results from a survey conducted on 
consumers are found out to be more of a traditional 
thought processing, where they were not at all ready 
to change the brand of their trust. Awareness of health 
benefits among the consumers is seen. However, 
youngster’s food preferences did not reflect any such 
knowledge as they are interested in more junk and 
instant foods. Moreover, maximum times of purchas-
ing behavior in picking up instant foods are generally 
made on their own. They rely on the influence of ad-
vertising and media to choose a product from a brand. 
When consumption is considered in the United States, 
both convenience and non-convenience products are 
purchased based on their prices. The quantity demand 
for convenience products mostly depends on their in-
come levels and their demographic variants [5].

In the present socio-domestic scenario, both are 
necessarily indulged in employment to meet the 
household expenses to run their lives. In these cir-
cumstances, they prefer conventional cooking meth-
ods over conventional methods to save time to cope 
with their mechanical life. In general, women are the 
major decision-makers in making food at home in 
India. When both working and non-working women 
are considered, working prefers more to choose con-
venience foods whereas non-working who plays vari-
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ous roles in their family and changes many hats daily 
to choose a beneficial way in reducing their time of 
work. Hence, they prefer pre-cut vegetables and ready-
to-cook instant foods over frozen food products based 
on health benefits. They prefer instant foods, mostly 
when a quick meal needs to be prepared [6].

When the brands are considered, many brands of 
this sector are not recognized properly. For example, 
when MTR is considered, researchers have found that 
around 27.9% of the respondents do not recognize this 
famous brand. Hence the companies need to improve 
their brand awareness by planning efficient marketing 
and advertising strategies. For years, RTE and RTC 
segments are dominated by few major players, namely 
MTR, ITC, Bambino, etc. There is a huge scope for this 
sector as the demand for variety in the food products 
and traditional and international recipes increasing in 
the majority of metros and cities. However, some new 
companies are trying to stand out from this red ocean 
segment, like id Fresh Foods. When we look at the iD 
Fresh Foods scenario, a company based in Bengalu-
ru has chosen not to fight in the red ocean strategy. 
Hence, choose unique value innovation by studying 
the market scenario. They started supplying branded 
idli and dosa batter to the customers and paved their 
way to the blue ocean strategy. They have secured a 
competitive advantage by pursuing both differentia-
tion and low cost simultaneously [7].

The advancement of multi-level marketing in the 
country has a good scope in this ready-to-eat/cook 
food products sector. Multi-level marketing helps cus-
tomers buy more of these products like the one who 
is selling is their peer who can convey its advantages 
effectively and handle disadvantages by increasing the 
trust factor. Training the people who are in the channel 
helps in growing their network along with the sales.

Among the customers of ready-to-cook food prod-
ucts, there is a niche category of highly aware of these 
products’ health impacts. Hence, they are interested 
in buying healthy convenience products. These con-
sumers are highly literate and access various sources 
to gather information before making the purchasing 
decision. Their deciding factors are mainly based on 
the ingredients and contents of the products and the 
quality measure taken by the brand for packaging [8].

Younger generations in India are highly influenced 
by western culture. They are following their style of 
living in their daily lives. Moreover, the information 
they get through the television makes them aware of 

the instant food usage and time-consuming advantages 
which influence them to purchase the products mostly 
in departmental stores. Their decision is mostly based 
on both self and spouse. However, younger generations 
are likely to choose junk foods over homemade foods 
for a change and fun; they feel homemade is the most 
reliable in quality and nutritious purposes. They give 
more preference to taste and quality, followed by am-
biance and hygiene. There is a need to communicate to 
consumers about the information regarding hygiene to 
capture consumers’ trust towards junk food.

Readymade frozen food also comes under conve-
nience foods, which is perceived as one of the safest 
and easy to cook among consumers. Major factors for 
the consumers to show interest in these products are 
that they are easy to find and cook with good quality 
at a reasonable price. Though customers cannot resist 
the temptation to buy products that influence more 
through promotional strategies, they are not easy to 
please and are always choosy. They purchase the prod-
ucts with full knowledge about their nutritious value 
by measuring their worth for their money. Hence, 
once the customers believe that a brand is trustable, 
they will always be loyal [9].

The study on the cross-cultural ready-to-eat food be-
tween Thailand and Japan reveals that both customers 
have a different attitude regarding taste and freshness. 
When packaging is considered, the Thai group preferred 
a clear container with a label on it. In contrast, Japan 
group preferred colorful pictures on the container.

3. Statement of the Problem
The food sector has one of the highest consumer 

purchases. Moreover, there is a need to understand 
the consumers’ consumption patterns with the chang-
es in their lifestyles. This project aims to understand 
how the demographics like Gender, No. of children, 
Income, working hours, etc., of consumers, affect the 
consumption patterns, satisfaction levels, and inter-
ests regarding ready-to-cook food products. To un-
derstand to what extent the factors like time-saving, 
convenience, liking, brand trust, etc., contribute to the 
purchase of ready-to-cook food products which are 
easy and instant to make and consume [10].

4. Objectives 
This study is made to understand consumer be-

havior and their satisfaction levels regarding ready-to-
cook food products. Hence, many factors are verified 
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to understand their significance in either satisfaction 
levels or consumer behavior regarding the purchasing 
of these food products, which are instant and easy to 
make and consume.

1. To analyze the consumption patterns concerning 
professions of individuals.

2. To analyze if the level of income affects the pur-
chasing of ready-to-cook products.

3. To check the preference of various categories of 
RTC food products by different generations of people.

4. To find out the significant independent factors 
responsible for the overall satisfaction for purchasing 
Ready-to-Cook products by predicting a model.

5. To find out the significant independent factors 
responsible for the overall satisfaction for purchasing 
a particular brand in Ready to Cook products by pre-
dicting a model.

5. Hypothesis
The research work’s hypothesis is for assessing the 

quantitative research, which is indicated in Objectives 
4 and 5, which helps in checking if the contributing 
factors collected from the survey play a key role in the 
satisfaction levels of the consumer. If yes, then what 
are the most significant ones? The quantitative re-
search is conducted to verify these hypotheses using 
the model run by Ordinal logistic regression. The first 
model is to check on the satisfaction level for purchas-
ing ready-to-cook food products. The second model is 
to check on the satisfaction level for choosing a partic-
ular Brand in ready-to-cook food products [11].

In the research paper “Household demand for con-
venience and non-convenience foods” of Capps Jr., O., 
1985, there is a discussion on the factors that influence 
buying convenience foods. The results state that pric-
ing; quality, income, and demographic levels are ma-
jor variants when consumption is considered. Hence 
in this paper, some more factors are considered to 
understand the most significant ones among all those 
responsible for satisfaction level in purchasing ready-
to-cook food products.

Null hypothesis H0: Factors do not play a key role 
in the satisfaction level for purchasing ready-to-cook 
food products 

Alternate hypothesis Ha: Factors play a key role 
in the satisfaction level for purchasing ready-to-cook 
food products.

[Factors – Demographic factors along with Taste, 
Price, Quality, Availability, Variety, Health benefit, 

Timesaving, Convenience, Long shelf life, Ease of stor-
age, Environment-friendly, Lack of cooking skills] 

In the research paper “Consumer Behavior towards 
Ready-to-Eat (RTE) Market: A Study of MTR Foods’ 
of Chaurasiya, R., 2020, there is an in-depth discus-
sion about a single brand MTR and the views of con-
sumers on its advertising, quality, brand value when 
consumption is considered. In similar terms in this 
paper, some more factors and those are considered to 
understand the most significant factors responsible 
for the satisfaction level in purchasing the particular 
branded ready-to-cook food products [12].

Null hypothesis H0: Factors do not play a key role 
in the satisfaction level for choosing a particular Brand 
in ready-to-cook food products. 

Alternate hypothesis Ha: Factors play a key role in 
the satisfaction level for choosing a particular brand in 
ready-to-cook food products.

[Factors – Demographic factors along with Brand 
Taste, Brand Quality, Brand Packaging, Brand Image, 
Organic, Advertisements, Suggestions]

6. Methodology
Data used is collected from the 302 respondents 

by sending the questionnaire. Among the total 302 
respondents, only 263(87%) consume Ready-to-cook 
food products. In contrast, the other 39(13%) re-
spondents have no interest in its consumption. The 
sampling design of the research work adopted is con-
venience sampling which helps in selecting the re-
spondents randomly. 

In the first section, the collected is data is refined 
and used to analyze the work through qualitative re-
search on Objectives 1, 2, and 3 using excel thorough-
ly. Simple percentage analysis, descriptive statistics, 
and correlation are the methods used for understand-
ing how the factors are related to each other when 
the behavior towards ready-to-cook food products is 
considered. The same methods to understand how 
branded products of ready-to-cook food products are 
different from others and which factors make them 
highlighted. This simple analysis using excel helped 
understand the consumers’ consumption details con-
cerning their professions, income, children, and age. 
There is also an analysis of why some of the consumers 
are not interested in ready-to-cook food products and 
if providing discounts change their decision [13].

In the second section, to understand the satisfaction 
levels of customers using ready-to-cook food products, 
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quantitative research of predictive modeling is run on 
R on Objectives 4 and 5, where the first model is run 
to understand which factors of consumer behavior atti-
tude depend on the satisfaction level of customers and 
the second model is run to understand which factors 
of consumer behavior attitude depends on purchasing 
branded ready-to-cook food products. The skewness 
results in the descriptive statistics have shown Negative 
results, which means that the data is non-parametric. 
Hence, Logistic regression is used to work on this data. 
However, in this case, Overall satisfaction has a Likert 
scale of 5 levels, where 5 being the highest satisfaction 
and 1 being the least satisfaction. Hence, for this model, 
logistic regression cannot be used, so the Ordinal Lo-
gistic regression method is used to analyze in R. This 
analysis helps determine the most significant factors in 
both the models where regular ready-to-cook products 
and branded ready-to-cook food products are consid-
ered for overall satisfaction [14].

7. Data Analysis and Findings
Objectives of the paper are referred to by working 

on the two sections briefly. The first section discuss-
es the qualitative part of the research where the data 
collected is analyzed using excel. The second section 
discusses the quantitative part of the research where 
two models are run on R to understand the major fac-
tors responsible for overall satisfaction in consuming 
ready-to-cook food products.

7.1. Section 1: Qualitative Research
The correlation is found out using excel in between 

consumer behavior attitude factors for purchasing 
ready-to-cook food products. The higher the correla-

tion, the higher both the factors are related to each 
other. The correlation results between purchasing 
Ready-to-cook food products show a high correlation 
of 0.68 between Taste & Quality, 0.53 between Quality 
& Health Benefits, 0.59 between Time Saving & Health 
Benefits, and 0.52 between Ease of Storage & Long 
Shelf Life. The correlation results between choosing 
a brand in Ready-to-cook food products show a high 
correlation of 0.66 between Taste and Quality (0.66) 
and 0.56 between Brand Image & Packaging. 

The consumption patterns of ready-to-cook food 
products vary when the different demographic factors 
of consumers are considered. The consumption details 
show that among the 263 respondents who consume 
ready-to-cook food products, the ratio of Male to Fe-
male is 145:118. Hence, we can say that Male respon-
dents are more interested in consuming these prod-
ucts when compared to female respondents [15].

The consumption of ready-to-cook food products 
concerning working hours clearly shows us how the con-
sumers prefer these foods. The consumers who work less 
than 10 hours mostly take these products once/twice a 
month or rarely (approx. 51%). But the consumers who 
work more than 10 hours mostly take these products 
daily or once/twice a week (approx. 63%) 

According to Figure 1, the consumption patterns 
per month show that maximum respondents (41%) 
prefer to consume ready-to-cook food products Once/
Twice a week and then prefer to consume Once/Twice 
a Month (25%). 

By considering “Objective 1: To analyze the consump-
tion patterns concerning professions of individuals” in 
this study, the below-given Figure 2 depicts that almost 
all fields of occupational consumers prefer Once/twice 
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a week the most and next prefers Once/twice a month. 
The significant observation regarding the consumption 
patterns is Students, and Private employees’ consump-
tion is higher than in other professions. Hence, we can 
say that younger generations (students, private employ-
ees) prefer ready-to-cook food products [16].

By considering “Objective 2: To analyze if the level of 
income affects the purchasing of ready-to-cook prod-
ucts” in this study, the below-given Figure 3 depicts that 
the respondents of income level 60,000 per month or 
less than that are consuming in larger numbers. They 
prefer mostly to consume Once/Twice a week. More-
over, suppose you observe the graph below. In that case, 
we can see that almost all income people are interest-
ed in consuming ready-to-cook food products at least 
once/twice a month. Hence, this objective is valid be-
cause the consumption is higher in lower-income peo-
ple, which implies that lower-income groups of people 
prefer ready-to-cook food products to reduce cooking 

time and the cost of cooking. Most of the higher-in-
come people are health conscious. Hence, they prefer 
very less of these products than younger and fewer peo-
ple to reduce the intake of preservative food [17].

By considering “Objective 3: To check the preference 
of various categories of ready-to-cook food products 
by different generations of people” in this study, the be-
low-given Figure 4 indicates that different aged people 
have different preferences in consumption products. In 
the below chart, we can see that Breakfast mixes, Snacks, 
and Indian bread are popular choices for 21-25 years old 
consumers who are generally considered the youngest of 
all generations. Similarly, above 40 years and below 20 
years, consumers prefer to consume sweet mix, where-
as 21-40 years of consumers prefer breakfast mix greatly 
over the other ready-to-cook food products. 

By considering the data from Figure 5, we can de-
pict those families with children’s consumption pat-
terns are mostly Once/Twice a month. The ones who 
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do not have children buy the food products Once/
Twice a week. Through this, we can say that though 
parents want to buy ready-to-cook foods for their 
children, they are hesitant about the health benefits. 
When it comes to single’s, they prefer them because of 
the convenience, ease, and variety [18].

When Brands are considered in the sector of 
Ready-to-cook food products, MTR, Nestle, ITC, 
and Knorr have the maximum customer base. If you 
consider Figure 6, which indicates the popularity of 
brands, data depicts that old established companies 
have the most popularity. Some of the brands like ID 
Fresh foods have many trustworthy customers. How-
ever, there is lacking in popularity of the brand as it 

is a budding company compared to MTR and ITC. 
Noodles/Pasta/Soup is preferred by 97% of consumers 
among the ready-to-cook food products, and Sweet 
Mixes is preferred by 79% of consumers. In contrast, 
Meat Snacks are less preferred by just 32% of people.

Figure 7 depicts the factors which are the major 
reasons for not buying ready-to-cook food products. 
Among all the factors, major ones like making food 
at home, health cautious, and the quality of ready-
to-cook food products affect the most in buying and 
consuming these products. Hence companies should 
try to address these issues practically and sensibly to 
gain customers’ trust and increase the demand in the 
ready-to-food products category. 
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When the place of buying the ready-to-cook 
food products are considered, 74% of respondents 
buy these Ready-to-cook from their Nearby gro-
cery stores and Supermarkets, and when awareness 
is considered, approximately 90% of respondents’ 
opinion is that they get the awareness of these prod-
ucts because of the TV/Radio Ad’s and through 
Supermarkets, which shows that there is relatively 
very less awareness through social media. Online 
purchases are comparatively less, which can be im-
proved if ready-to-cook food products diversify their 
marketing strategy and focus on social media and 
online promotions.

The scenario among the consumers who do not 
consume ready-to-cook food products changes when 
discounts are provided for these products. Approxi-

mately 15% say that discounts offered will affect their 
purchasing behavior, and 26% states that they might 
think of it. The remaining 59% say that their purchas-
ing behavior does not get affected. 

7.2. Section 2: Quantitative research
Descriptive statistics, Correlation, Ordinal logistic 

regression methods are employed to understand and 
analyze the collected data. Among the 302 respon-
dents, 263 have used ready-to-cook food products. 
Hence these methods are evaluated on the data of 
consumers who already used these products. 

Many factors are considered to understand con-
sumers’ satisfaction concerning their behavior in pur-
chasing ready-to-cook food products in general and 
branded ready-to-cook food products. 

213
189

123
76 87

135 132

20
50

12

71

10
0

50

100

150

200

250

Popularity of Brands

Figure 6: Popularity of ready-to-cook brands among the consumers

7%

30%

7%
12%

8%

9%

16%

11%

Reasons for not buying readydy-y-toot -oo-cook food 

7%11%

 buying readd
products 

Less availability in the stores Prefer home made food Lack of Good taste of Flavour

Lack of Nutrition value Prices are costly Not environmental friendly

Health conscious Lack of Quality

Figure 7: Consumer reasons for not purchasing ready-to-cook food products



736 | Cardiometry | Issue 23. August 2022

• The factors include demographic data of the con-
sumers like age, gender, occupation, income, region 
of stay, working hours, marital status, and children. 

• Concerning purchasing behavior on general and 
branded ready-to-cook food products, factors 
taken into consideration are quality, taste, variety, 
availability, price, health benefits, convenience, 
time-saving, long shelf life, ease of storage, lack of 
cooking knowledge, environment-friendly, brand 
taste, brand quality, brand image, brand packaging, 
organic products, advertisements, and suggestions. 

• Factors also include their consumption and pur-
chasing details of ready-to-cook food products like 
Consuming capacity in a month, stores they prefer, 
discounts effect, Overall satisfaction. 
Normal logistic regression helps classify the de-

pendent variable into one of the two probabilities by 
using the Independent variable’s data. In this study, as 
the dependent variable is ordinal and has more than 
two levels of probabilities, we use the model of Ordinal 
logistic regression. Among all the factors, only a few of 
them are significant when the purchasing behavior of 
ready-to-cook food products and purchasing behavior 
of a particular brand is considered [19].

The models are implemented using two different cas-
es. In the first case, the dependent variable satisfaction has 
three levels of scale (Not satisfied, Neutral, and satisfied). 
The second case has five levels of scale (Very dissatisfied, 
Dissatisfied, Neutral, Satisfied, Very Satisfied). Both cas-
es are taken to study the analysis more thoroughly. Both 

results are useful in understanding if the misclassification 
error and the significant variables are similar in both cas-
es or not. Lesser the misclassification error, the better the 
model to estimate the significant factors.

The Ordinal logistic regression model is run on the 
whole data by considering all factors to determine the 
significant variables that affect consumers’ satisfaction 
levels when they purchase ready-to-cook food products. 

Hence the Objective 4: “To find out the significant 
independent factors which are responsible for the overall 
satisfaction for purchasing Ready to Cook products by 
predicting a model” and the “Objective 5: “To find out 
the significant independent factors which are responsi-
ble for the overall satisfaction for purchasing a partic-
ular brand in Ready to Cook products by predicting a 
model” are studied by running the models in R. 

Model 1 and Model 2 predict the significant fac-
tors among the various independent variables that are 
important for the consumer’s overall satisfaction levels 
in purchasing any ready-to-cook food products and 
brand-specific ready-to-cook food products.

7.2.1. Model 1
The independent variables are consumer behavior 

attitudes for purchasing ready-to-cook food products. 
The dependent variable is the Overall satisfaction with 
the ready-to-cook food products. Here the overall sat-
isfaction is of an ordinal scale. This regression is run to 
understand the significance levels of different factors. 
Table 1 shows the results of Model 1

Table 1
Results of Model 1
 Value  Std. Error     t value     p value
Consumption  0.5402561  0.1827100  2.9569047  3.107442e-03
Store -0.3532638  0.1400145  -2.5230511  1.163415e-02
Quality 0.6568170  0.1853490  3.5436777  3.945873e-04
Availability 0.3916315  0.1915080  2.0449872  4.085612e-02
Discount 0.4800240  0.1654200  2.9018510  3.709650e-03
1|2           -0.3379020  1.2848299  -0.2629936  7.925555e-01
2|3            1.4928984  1.1289211  1.3224116  1.860311e-01
3|4            4.5078402  1.1557790  3.9002615  9.608884e-05
4|5            7.8215615  1.2429823  6.2925769  3.122386e-10

Case Satisfaction 
levels 

Ratio of training 
to testing data

Confidence 
Interval

Misclassification 
error in training

Misclassification 
error in testing

Significant Variables

1 3 levels 70:30 90% 0.3316583 0.359375 Consumption, Store, Quality, 
Availability, Discount

2 5 levels 80:20 90% 0.3846154 0.4285714 Consumption, Store, Quality, 
Availability, Discount
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Here, as p value is less than alpha (0.05), we reject 
the null hypothesis and accept the alternative hypothe-
sis. Hence “Factors play the key role in the satisfaction 
level for purchasing ready-to-cook food products” is 
the accepted hypothesis. 

Based on the results attained by the ordinal logistic 
regression, Consumption, Quality, and Discounts are 
significant at 95% confidence interval, whereas Store 
& Availability, along with those three factors, are also 
significant at 90% confidence interval.

Here Misclassification error in the first case is 
slightly better than the second case. Hence, we can say 
that the model with the dependent variable (satisfac-
tion level) of three levels is doing well than the one 
with 5 levels. Hence, for understanding people’s satis-
faction levels for ready-to-cook products, it is prefera-
ble to use the model with the first case.

Hence, these significant variables are the import-
ant factors that play a key role in consumer behavior 
for purchasing ready-to-cook food products.

7.2.2. Model 2
The independent variables are consumer behavior 

attitudes for choosing a particular brand in ready-to-
cook food products. The dependent variable is the 
Overall satisfaction with the ready-to-cook food prod-
ucts. Here the overall satisfaction is of an ordinal scale. 
This regression is run to understand the significance 
levels of different factors. 

Here as p value is less than alpha (0.05), we reject 
the null hypothesis and accept the alternative hypothe-
sis. Hence “Factors play the key role in the satisfaction 
level for choosing a particular brand in ready-to-cook 
food products” is the accepted hypothesis. 

Based on the results attained by the ordinal logis-
tic regression, Consumption, Taste, and Discounts are 
significant at a 95% confidence interval. In contrast, 
Store & Packaging and those three are also significant 
at 90% confidence interval [20].

Even in this model, the first case’s misclassification 
error is slightly better than in the second case. Hence, 
we can say that the model with the dependent vari-
able (satisfaction level) of three levels is doing well 
than the one with 5 levels. Hence, for understanding 
people’s satisfaction levels for branded ready-to-cook 
products, it is preferable to use the model with the first 
case.

Hence these significant variables are the important 
factors that play the key role in the consumer behav-
ior for purchasing a particular Brand in ready-to-cook 
food products. Table 2 shows the results of Model 2.

8. Discussion and Implications 

8.1. Theoretical Implications
• This research work broadly determines how the 

ready-to-cook product consumers purchase these 
items and on what specific factors their satisfaction 

Table 2
Results of Model 2
 Value  Std. Error       t value p value
Consumption 0.5533243  0.1800299  3.0735138  2.115539e-03
Store -0.2953487  0.1388486  -2.1271273  3.340951e-02
Taste 0.6661399  0.2128537  3.1295675  1.750638e-03
Packaging 0.3015573  0.1866825  1.6153485  1.062353e-01
Discount 0.5335064  0.1663895  3.2063713  1.344204e-03
1|2          -0.4404772  1.3015518  -0.3384246  7.350432e-01
2|3           1.4019367  1.1522022  1.2167454  2.237011e-01
3|4           4.4162414  1.1862695  3.7227979  1.970273e-04
4|5           7.7011490  1.2646827  6.0893922  1.133401e-09

Case Satisfaction 
levels 

Ration of 
training to 

testing data

Confidence 
Interval

Misclassification 
error in training

Misclassification 
error in testing

Significant Variables

1 3 levels 70:30 90% 0.3668342 0.453125 Consumption, Store, Taste, 
Packaging, Discounts 

2 5 levels 80:20 90% 0.4298643 0.5238095 Consumption, Store, Taste, 
Packaging, Discounts
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levels are depended when any ready-to-cook food 
is purchased and when a particular brand of it is 
selected.

• The consumers’ consumption patterns are analyzed 
deeply by considering different demographic pat-
terns like age, income, profession, etc., similar to the 
work done by Munjal, N. in 2019. In his research 
work “Consumers’ Expectations Towards Ready-
to-Cook Food-An Empirical Study of Delhi/NCR,” 
lifestyle patterns like consumption rate, working 
hours, etc., helps in understanding consumers’ be-
havior in purchasing these food products.

• There is a significant analysis of ready-to-cook 
products and their preferences in different catego-
ries of ready-to-cook food products daily, which 
helps understand the reach of companies to the 
customers and helps in knowing the most con-
sumed ready-to-cook food products. The data pre-
dicted says that Breakfast mixes are the most con-
sumed products. Similarly, In the research paper 
“Exploring uncontested markets with blue ocean 
strategy in convenience food business-a case of id 
fresh food,” by Shyam, R. in 2019, the discussions 
are made on how the breakfast mixes like the bat-
ters of Idli/Dosa captured a huge market by enter-
ing blue ocean strategy within short period time by 
the company ID Fresh foods. 

8.2. Managerial Implications
• This research helps determine the significant fac-

tors that consumers look for in general for buying 
the ready-to-cook food products in the market 
through the first model run in R. The predicted 
significant factors from the model are Consump-
tion patterns, Kind of stores, Quality, Availability, 
and Discounts. The factors obtained through the 
model are similar to the results predicted in the re-
search paper “Convenience food buying behavior 
of consumers in Coimbatore city” by Muruganan-
thi, D. in 2014. This paper also states that lifestyle 
patterns and quality of products are some major 
factors for customers’ purchasing behavior.

• Along with this, established and branded compa-
nies in this sector can understand their consumer’s 
opinion and significant factors of their brand in 
purchasing ready-to-cook food products through 
the second model run in R. The predicted signifi-
cant factors from the model are Consumption pat-
terns, Kinds of stores, Taste, Packaging, Discounts.

• By this research work, Companies can have better 
insight into consumers’ behavioral patterns with 
different demographical factors like age, working 
hours, and income and try to improve the product 
they offer according to the consumer’s views. The 
research paper on “Buying behavior of consumers 
towards instant food products with reference to 
Karur town” by Manivel, D., 2019 also discusses 
brand recognition and trust value when instant 
food products are considered in the same way. 

• The awareness of these products to the customers is 
mostly seen through stores through traditional meth-
ods. Hence companies can consider digital marketing 
on social media to increase customer base, brand val-
ue, awareness, and social engagements. 

9. Limitations 
The study is slightly confined to Millennial. The 

maximum number of respondents is less than 30 years. 
Most of the consumers belong to the urban region and 
Tier 1 cities. So, this study cannot be generalized to all 
other generations and all areas of consumers. 

Though there are many reasons for some custom-
ers not to prefer ready-to-cook food products, almost 
all of them are aware of the brands and their products. 
So, they lack only the trust concerning this category 
by the companies. There is no proper focus on how 
trust is built and how the communication is made to 
customers about these products in this study. 

Children’s effect at home did not show any dif-
ference in the buying patterns of ready-to-cook food 
products because of the limited data. More research 
about children, their preferences, and their families 
can help get good analysis regarding these ready-to-
cook food products among the younger generations.

The model used to predict R’s factors in this re-
search work is Ordinal logistic regression. In contrast, 
Multinomial logistic regression can also be used and 
tested if the same significant factors are obtained. 
Moreover, if it gives minimum classification error, 
then it can be used as a better model.

10. Future Work
As the data collected in this analysis is limited, 

larger data that includes working and non-working 
women and children can be collected to obtain more 
relevant analysis and insights about customer behav-
ior and satisfaction regarding ready-to-cook food 
products. 
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Many other factors like religion, cultural back-
grounds, and eating habits (veg/non-veg) can be con-
sidered to draw better insights and analyze deeper. 

This study is majorly based on the ones who al-
ready consume ready-to-cook food products; hence in 
the future, this work can extend by studying and an-
alyzing the in-depth reasons for not consuming these 
products.

This study is majorly based on youth and mar-
ried couples. As these food products are most likely 
for children, their behavior attitudes and satisfaction 
levels can also be measured to understand how they 
impact the purchasing behavior of ready-to-cook food 
products. 

11. Conclusion:
The aim of this study is to determine the factors that 

influence the repurchase of ready-made frozen food 
based on product experience and food cooking habits. 
According to the descriptive review, product perception 
has a sign-in experience sense and relational mean-
ing, but the aesthetic experience does not. As a result, 
ready-made frozen food manufacturers must address 
this to their consumers. Food cooking habits are still on 
the rise in Covid-19, and the need for nutritional qual-
ities is greater than ever. The approach for ready-made 
frozen food homemade suppliers is to focus on fitness, 
sanitation, weight, in-line stock, as well as product qual-
ity and quantity. The implications of this study are that 
it would provide insight to small-medium businesses 
that market ready-made frozen food to help them cre-
ate more goods that are similar to the common items 
they now sell. One of the non-thermal means of food 
storage is food irradiation. It is the practice of exposing 
food to managed levels of ionizing radiation, either in 
a container or in bulk, for purposes such as shelf-life 
extension, insect disinfection, and the removal of food-
borne pathogens and parasites. There is no radioactive 
contamination in the food and the radiation source 
does not come into close contact with the food material 
being irradiated. When opposed to other manufactur-
ing methods such as heat and chemical methods, it is 
thought to be a more efficient and suitable approach for 
improving food stability and protection.
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