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Abstract
Consumer buying behavior towards packaged fruit juices has 
seen a sea change over the years. With rising concerns regard-
ing health and fitness, people have become more conscious 
about their diet and the quality of food and beverages they 
consume. The study aims to understand consumer buying 
behavior towards packaged fruit juices for demographic and 
purchase-related variables such as gender, age groups, and 
preferred place of purchase, based on twenty parameters clas-
sified under six groups- Advertisement form of promotion, 
Non-advertisement form of promotion, Product attributes, 
Health & Nutrition, Price & Location and Packaging of the 
product. The study found several differences in how some of 
these buying behavior parameters significantly varied across 
the demographic and purchase-related variables tested. The 
study opens many opportunities for researchers and market-
ers to understand several product development nuances and 
conduct further studies for this product with findings from this 
research as a foundation.
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1 Introduction
The year 2018 saw the global fruit juice market 

reach 45.4 Billion liters in volume, with a compound-
ed annual growth rate (CAGR) of approximately 2% 

between the years 2011-2018. By 2024, the fruit juices 
market is projected to reach a volume of 50.6 Billion 
liters [11].

British Soft Drinks Association defines fruit juice 
as being directly obtained from fruits and not recon-
stituted from concentrated juice. It is also called ‘not 
from concentrate fruit juice.’ Different fruit juices have 
been widely acknowledged to provide different health 
and nutritional benefits, such as improved digestion, 
immunity, metabolism, and energy. 

Due to rising concerns regarding low nutrient val-
ue [1]and the potential to cause severe health concerns 
such as obesity, corrosion of teeth, etc. [2], soft drink 
makers have resorted to low-calorie sugar versions of 
these drinks. Fruit juices have gained popularity for 
some time as they provide nutrients from their natural 
fruit source, but they too face the problem of high fruit 
sugars, which again is a matter of concern [10].

Advancements in the production technology, i.e., 
High-Pressure Processing (HPP), which has been in-
strumental in retaining nutrients and sensory charac-
teristics of juices closer to that of fresh fruits [3] and 
innovation in packaging, such as Tetra Pak, tins, and 
Polyethylene Terephthalate (PET) bottles, consump-
tion of fruit juices has grown globally due to an in-
crease in their shelf-life (The duration throughout 
which a product remains fit for consumption) and 
perceived health benefits.As per the report [15], for 
the period 2009-2015, India’s juice market showcased 
a CAGR of more than 18%. 

The beverage market in India is primarily classified 
into alcoholic and non-alcoholic beverage categories. 
The non-alcoholic category is further divided into 
carbonated and non-carbonated beverages. The main 
categories observed in the non-carbonated are fruit 
juices, energy drinks, bottled water, flavored milk, 
ready-to-drink tea, and coffee and malted drinks. 
Based on the percentage of fruit content, India’s juice 
market can be segmented into Fruit Juices, Fruit 
Drinks, and Nectar Drinks4.

According to Technopak.com and the Juice in In-
dia Report by Euromonitor International [16], fruit 
drinks are those beverages that are composed of the 
flavor and color of the fruit but not the real fruit juice. 
Fruit drinks have been one of the highest-selling cate-
gories of fruit beverages, with Frooti and Maaza being 
the most popular brands in this category. 
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Fruit juice consists of 100% fruit, while nectars are 
drinks with high fruit acidity that cannot be sold as 
100% fruit and are drinkable with water and sugar 
[14].

As per the Juice in India Report by Euromonitor 
International, Maaza and Frooti are the leading brands 
in the Indian Juice Industry with 24.3% and 17.1% 
shares in the off-trade sales market share by volume 
(in 2019). But in recent times, fruit juices have gained 
traction due to an increase in health consciousness 
and awareness, change in consumer lifestyle, prefer-
ence for convenience foods, and rise of modern trade. 

People have especially become more aware of fruit 
juices’ benefits over fruit drinks and prefer the former 
due to its positive health implications. Another case-
in-point as per this report is that of ethnic and local 
variants in fruit juices. Hector Beverages’ Paper Boat 
was a pioneer in bringing ethnic flavors to the Indi-
an juice market scenario. Still, this idea is also being 
adopted by ITC B Natural, Dabur Real, Minute Maid 
from Coca-Cola (with the launch of Minute Maid Co-
lour in Tamil Nadu), etc. These brands have branded 
fruit juices with local flavors and a blend of spices and 
masala [13].

2 Review of literature
The study of the Food & Beverages (F&B) Industry 

has garnered marketers worldwide’ interest, owing to 
two important factors:  innovation in marketing strate-
gy and product development and increased awareness 
along with concern for health and wholesomeness of 
food [12]. Hence, this industry has responded to this 
demand by innovating fresh and nutritional products 
with enhanced preservation technologies that increase 
the product’s shelf life.

Processed fruit juices are products of heteroge-
neous nature, composed of various attributes and 
qualities, namely- origin, taste, texture, brand, flavors, 
shelf-life, packaging, and freshness, which influence 
its pricing. Past studies have shown the influence of 
origin, brand, nutrition, and packaging on fruit juices’ 
market price. It consumer preferences for processed 
fruit juices varied by individual consumer and coun-
try, depicting the variations in their socio-cultural and 
economic environment factors. The variation in con-
sumer tastes and preferences for different fruit juic-
es characteristics among different countries could be 
credited to differences in their socio-cultural environ-
ment factors amongst others. Hence, in general, con-

sumer food and taste preferences have been linked to 
their social ambitions, cultural and social origins, and 
accumulated cultural capital [7]. 

The demographic and personal characteristics 
such as age, gender, income level, occupation, marital 
status, family, etc., enable us to understand our target 
market and accordingly develop our products/services 
[9]. Various studies have been conducted to under-
stand the relationship between impulse buying behav-
ior and demographics. The research found a positive 
correlation between respondents’ impulsive buying 
and disposable income, frequency of visit, place of 
purchase, and marital status. Impulse purchases were 
bound to be present because of the need for a consum-
er to achieve an emotion or buy something that they 
have determined that they have to have. Hence, it is of 
utmost importance that appropriate product offerings 
are at the right places in a store in order to draw the 
customer’s attention to the products’ benefits and ulti-
mately, justify the impulse buying behaviour [1]

A study comparing consumer behavior towards 
fruit juices and soft drinks (its substitute) conclud-
ed that a significant difference existed between these 
beverages’ consumption patterns across all age groups. 
Consuming fruit juices was greater than that of soft 
drinks due to awareness regarding health and proper 
nutrition. While soft drinks were consumed based on 
is price, taste, and something that helped in quenching 
thirst, fruit juices were consumed, keeping the health 
aspect in mind [8]

The impact of packaging and labeling, apart from 
the brand name, is one of the major drivers of buyer’s 
decision-making. It serves several functions beyond 
protecting the product and has been called the fifth 
P of marketing. Processed fruit juices can be found 
in various packaging sizes, these can also be offered 
in assorted concentrates, shelf-life, and flavors/vari-
ants. This helps it in positioning itself as a functional, 
thirst-quenching, and refreshing product. It also cre-
ates space to introduce new brands and product lines 
with a wide range of prices from cheap to premium 
fruit juice range for health-conscious consumers [4].

With regard to the technology used in the produc-
tion process of food products, it has been found that 
an emerging technology of the high-pressure name 
processing (HPP). It is a potential alternative to con-
ventional heat-intensive processes such as pasteuriza-
tion and sterilization as it allows food production sans 
preservatives and allows the use of low temperatures. 
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It was found that when information about this tech-
nology was communicated to the consumers of pine-
apple juice (the fruit juice variant which was tested), 
it made a positive contribution to the consumer’s in-
tention to purchase. But this information is often not 
communicated [5]

Television, radio, and social media are usually the 
most popular media used by companies to commu-
nicate information regarding the nutritional bene-
fits, flavors and variants, and price range. In research, 
though undertaken for finding out the same in case of 
university students, it was concluded that greater ad-
vertising and promotion efforts such as store promo-
tional offers should be made, apart from the already 
popular forms of advertising and promotions. This 
can be done by developing more understanding of the 
variety of purchase divides among the respondents [6]

3 Research Gap
While reviewing the existing literature, it was found 

that there was an abundance of studies in the domain 
of consumer buying behavior towards fruit juices fo-
cusing on demographic and packaging attributes. Fur-
ther research needs to be done for understanding vari-
ous aspects of brand loyalty, innovation in production 
& food technology, and the impact of advertisements 
and sales promotion activities on consumer buying 
behavior, which very few researchers have covered in 
detail. An overall understanding of consumer behav-
ior towards fruit juices needs to be developed based on 
these varied factors rather than a selected few.

Looking at the Indian context, very few research 
papers cover studies related to India’s fruit juice mar-
ket. It has become all the more necessary to research 
this area because it has seen huge growth over the 
years, especially in recent times when people have be-
come more aware of health & wellness and nutrition. 
This research will help marketers and F&B companies 
formulate strategies for marketing and product de-
velopment of fruit juices for different demographic 
variables based on various parameters of consumer 
buying behavior. Further studies will enable marketers 
to develop these products according to the changing 
food consumption trends and consumer lifestyles.

3.1 Objective
This research’s objective is to study the variation 

in buying behavior of fruit juices for people from dif-
ferent genders, age groups, and location of purchase, 

based on several variables such as Advertisement & 
Non-advertisement forms of promotion, Product at-
tributes, Health & Nutrition, Price & Location and 
Packaging of the product.

3.2 Value addition by the study
The study aims to cover the research gap and add 

value to the present literature by focusing on the in-
fluence of various factors such as product/brand attri-
butes, product packaging, and impact of promotional 
(advertisement and non-advertisement) activities on 
the buying behavior of consumers with context to de-
mographics and modern/general trade channels. 

This will help various F&B companies develop 
their products, keeping different demographic vari-
ables in mind and based on multiple parameters to 
cater to several needs of the consumers.

4 Methodologies
A quantitative study among people from different 

age groups and occupations was conducted. For this, 
a sample of 222 people was surveyed as a part of this 
research. The duration for which the survey ques-
tionnaire was circulated was one week, i.e., from 1 
July 2020 to 8 July 2020. From each respondent, data 
concerning his/her demographics, the importance of 
certain buying behavior-related parameters on their 
decision making and product choices, and brand loy-
alty aspects were collected using a structured ques-
tionnaire. The data was cleaned in Microsoft Excel, 
and the Statistical Package for Social Scientists (SPSS) 
software was employed to generate descriptive statis-
tics and perform-parametric tests and reliability and 
factor analysis. 

The following hypotheses (H) would be tested with 
the help of this research:

H1: The buying behavior towards packaged juices 
is the same for men and women.

H2: The buying behavior towards packaged juices 
is the same for all age groups.

H3: The buying behavior towards packaged juices 
is the same for people buying these from different pur-
chase places.

4.1 Data preparation & preliminary analysis
The consumers were surveyed to understand the 

level of importance of 20 attributes of packaged fruit 
juices on a 5-point Likert Scale (1= Least important 
and 5= Most important). These attributes included 
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shape, size, material, a color scheme of the packaging; 
brand image, quality, purity (no/fewer preservatives), 
nutritional value, size, shelf-life, availability, variety of 
flavors; and advertisement, celebrity endorsements, 
and promotional activities.

This portion of the research paper includes the De-
scriptive Statistics, Factor and Reliability Analysis.

4.2 Descriptive statistics
Descriptive statistics will give us an idea of our de-

mographic and non-scale questions. The following ta-
bles will show these statistics for Gender, Age Group, 
Occupation, Frequency of Consumption, Place of 
Purchase, and Most Preferred Brand. These have been 
well tabulated in Table 1.

The descriptive statistics for questions such as rea-
sons for not consuming packaged fruit juices (asked 
if a person has never answered in the frequency of 
consumption question) and variants/flavors of fruit 
juices preferred have not been presented because 
these involved choosing more than one response for a 
question. Therefore, these have been presented using 
graphs and tables prepared with the help of Tableau.

The following graphs and diagrams represent the 
above-mentioned demographic and non-scale data 
as well as the two multiple response questions stated 
above:

The bar graph in Figure 1 explains the gender, 
age, and occupation division in the sample in this 
study. There was a 45-55 division between females 
and males. A majority of our sample belonged to the 

 

Fig. 1. Gender, age and occupations

Table 1
Descriptive statistics
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age bracket of 18-24, with students forming a major 
chunk of this division baring a few people who are 
employed/self-employed/seeking employment op-
portunities. 

In Figure 2, it can see that packaged fruit juices are 
consumed by quite a smaller number of people daily, 
while the usual case in this aspect is that of rarity, fol-
lowed by once a month and once a week. A rarity in 
consumption can be an outcome of, not necessarily, 
due to lifestyle & routine reasons, limited availability, 
perceived quality and brand image, notions regarding 
purity and presence of natural ingredients, taste, and 
variety of flavors.

Fig. 2.Frequency of consumption

Table 2 shows the Reasons for non-consumption 
of packaged fruit juices were collected from those 
who had never answered the frequency of consump-
tion. These were multiple responses-based questions 
having more than one response for choice. Figure 3 
reasons for not consuming packaged fruit juices (In 
case of Never). We can say that people didn’t consume 
packaged fruit juices because they inclined natural 
fruits/fruit juices and preservative-free juices, more 
than their preference for its substitutes like soft drinks, 
flavored milk, etc.

It can be comprehended from the pie-chart men-
tioned above and table, more than half the people (out 
of 202) preferred supermarkets over other places for 
purchasing fruit juices, more than the shops in our lo-
calities. Figure 4 represents, where you purchase fruit 
juice from. Supermarkets have become popular be-
cause of the wide range of brand and variant options 
and discounts and other promotional offers such as 
Buy One Get One Free, etc. 

Students preferred canteens/campus shops for fre-
quent purchases and ease of proximity. Online stores 
and market places are not very popular for purchases 
of packaged fruit juices and have been preferred by 
fewer people.

In the diagram shown in Figure 5, we can find 
real as the most preferred fruit juice brand followed 
by Tropicana. As per the Juice in India Report by Eu-
romonitor International (December 2019), these two 
brands have been market leaders in India with 11.5% 
and 6.7% market share by value in off-trade sales chan-
nels. This is followed by B Natural and Raw Pressery 
with 1% and 0.8% shares, respectively.

Multiple responses were collected from203peo-
ple who had further rated the level of importance as-
signed by them to various consumer buying behavior 
factors. Over 909 responses were present in totality 
due to multiple answers by the respondents.

In the Figure 6 and Table 3 represents a lot of peo-
ple prefer mango and orange-flavored juices, followed 
by for mixed fruit, litchi, and apple. Apart from these, 
the preferences are on similar lines for other variants 
such as pomegranate, watermelon, lemon, guava, mo-
sambi(sweet lime/limetta), strawberry, grapes, and 
cranberry. We even see that carrot and amla (Indian 

Table 2
Reasons for not consuming packaged fruit juices (In case of 
Never)



566 | Cardiometry | Issue 23. August 2022

 
Fig. 3.Reasons for not consuming packaged fruit juices (in case of never)

Fig. 4. Where do you purchase fruit juice from

Fig. 5. Most preferred brand

Table 3
Flavours/variants preferred
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gooseberry) juices, which are not fruit juices, have got 
one response each.

Reliability analysis
Reliability Analysis one of the most commonly 

used internal consistency measures, i.e., reliability us-
ing Cronbach’s Alpha (α). With the help of α, we get to 
know how reliable our Likert Scale is.

In Table 4 the values that have been excluded are 
for those respondents who had never answered the 
question regarding the frequency of consumption of 
fruit juices. These were a total of 19 responses out of 
the total of 222. Rest, valid values are those for which 
responses apart from Never had been recorded, and 
the Likert Scale was further used for understanding 
their buying behaviour Table 5 represents the descrip-
tive for our Likert Scale variables.
Table 4
Summary of responses

As in Table 6, Cronbach’s alpha is equal to 0.806, 
which shows a higher level of reliability for the scale. 
Hence, the overall reliability coefficient for our set of 
variables is high.We can also look at the impact on 
the Cronbach’s Alpha on removing a particular factor 

 
Fig. 6. Flavours/variants preferred

Table 5
Descriptive statistics of variables

Table 6
Cronbach’s alpha
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would have a positive effect, i.e., an increase in the al-
pha value or not. This is given to us by Item-Total Sta-
tistics under the column if Cronbach’s Alpha Deleted 
Table 7. In the table, we find that the value of Cron-
bach’s Alpha falls when any of the items are removed 
from our analysis. Hence, we need not remove any of 
these items from our analysis.

Factor analysis
A Factor Analysis was undertaken for reduction 

and grouping the 20 attributes of fruit juice incorpo-
rated in this research survey into 6 component factors. 
Here an important output for us is the Kaiser-Mey-
er-Olkin measure of sampling adequacy (KMO Statis-
tic) and Bartlett’s Test of Sphericity, which is indicated 
in Table 8. For the former, 0.773 is a good value for our 
analysis. In the latter case, since our significance level 

is below 0.05, our R Matrix is not similar to Identity 
Matrix. And our factor analysis is appropriate because 
Bartlett’s Test of Sphericity is, in general, highly signif-
icant, i.e., p<0.001.

Table 9 indicates the commonalities before and 
after extraction. Factor loadings more than 0.6 are 
considered to be on the higher side, i.e., for exam-
ple, Recommendations from Family and Friends has 
an extraction value of 0.641, which indicated that it 
constitutes 64.1% of the Total Variance. Those values 
below 0.6 indicate weak factor loadings. Parameters 
such as Nutritional Value, Quality, Taste, Purity, and 
Social Media Campaigns have very high factor load-
ings.The Principal Component Analysis (PCA) meth-
od of Factor Analysis is used for determining the min-
imum number of factors that would account for the 
maximum variance in the data collected. Eigenvalues 

Table 7
Item-total statistics
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are calculated for each extracted factor and used to de-
termine the number of factors to extract. A threshold 
value of +1 is usually used for identifying factors based 
on eigenvalues; values below this limit were ignored. 
Hence, SPSS has extracted six factors with eigenvalues 
greater than 1 out of 20 factors (Table. 10).

Factor loadings were derived by using Orthogonal 
Varimax Rotation for 20 variables in the study. Both 
Varimax Rotated Factor Matrix and Unrotated Fac-

tor Matrix were compared, and it was found that the 
rotated factors provided clarity and better interpreta-
tion. In Component Matrix and Rotated Component 
Matrix, inter-item correlation above the absolute value 
of 0.4 was taken forward for analysis while those be-
low this value were not. Table 11 shows a component 
matrix before rotation, while Table 12 shows a compo-
nent matrix after rotation.

In Table 12 find that the 20 variables have been 
grouped into 6-factor groups. For instance, under 
component 1, 3 factors have been grouped based on 
advertisement and promotions on the consumer’s 
buying decision making.  Similarly, Component 3 
consists of those factors regarding the nutritional val-
ue of fruit juices and can be grouped. For simplifying 
and refining the research, all the above-presented vari-
ables have been collated into 6-factor groups, which 
are tabulated in Table 13.

5 Results and analysis
This part of the research consists of hypothesis test-

ing and analysis of results derived from the tests. Tests 
such as Mann-Whitney U Test and the Kruskal-Wallis 
H test were employed for the analysis. 

Mann-Whitney U Test
With the help of his test, we will be testing our 1st 

hypothesis, which is:
Ho: The buying behavior towards packaged juices 

is the same for men and women.
Ha: The buying behavior towards packaged juices 

is not the same for men and women.
A Mann-Whitney U test is used to determine and 

compare two independent groups’ differences, with 
the dependent variable being continuous or ordinal. 
In our case, these independent groups are gender 
groups, i.e., male and female, from the sample pop-
ulation of 203 people (excluding the Never responses 
in the question on frequency of fruit juices consump-
tion). All the variables which are a part of the various 
consumer buying behavior parameters will be our de-
pendent variables.

An analysis of the mean ranks is conducted under 
the Mann-Whitney U Test. Since the shape of distri-
butions for both the groups is not the same, we will 
be comparing mean ranks instead of medians. This 
has been considered in the case of other hypotheses as 
well. From the table depicting Mean Ranks and Sum 
of Ranks, we can find that those groups for which the 

Table 8
KMO and Bartlett’s test

Table 9
Communalities
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mean ranks are higher for a certain parameter. This 
would indicate which attribute was given more im-
portance from a gender group. In Table.14: the higher 
mean rank in each parameter indicates a higher level 
of importance assigned by a particular gender group 
to that parameter. 

Table.15: shows us the significance value of the test 
by U Statistic, Asymptomatic Significance, i.e., 2-talied 
p-value. 

In this, we will look at our p-values.The p-value 
presented as the Asymp. Sig. (2-tailed) part of the table 
is used to determine if the importance for a particular 

Table 10
Eigenvalues for each factor, before and after extraction and after rotation

Table 11
Component matrix

Table 12
Rotated component matrix
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parameter was statistically significantly higher for that 
particular group or not (for which we had identified 
higher mean ranks from Table2). If p < 0.05, i.e., if p 
is less than 0.05 (which is our α), the importance of 
that parameter is higher (statistically significant) for 
the identified group. If p > 0.05, i.e., if p is greater than 
0.05, that parameter’s importance is not higher (not 
statistically significant) for the identified group.

From Table.15: we can see that all our p values are 
greater than 0.05 (p>0.05), and therefore, there is no 
significant difference in the importance assigned by 
males and females to the different parameters of pur-
chase behavior towards packaged fruit juices. It is not 
higher for a specific parameter for a specific gender 
which would have been proven if the p-value were less 
than 0.05 (p<0.05). We can accept (not reject) the null 
hypothesis that the buying behavior towards packaged 
juicesin terms of the level of importance to its param-
eters same for both men and women.

Table 13
Factor groups

Sr. No. Factor Group Variables included
1 Advertisement 

Promotion
Celebrity Endorsements
Advertisements
Social Media Campaigns

2 Product Brand Image
Taste
Variety of Flavours
Quality
Shelf-life

3 Nutrition Calorie and Sugar Content
Purity (No/Less Preservatives)
Nutritive Value

4 Packaging Shape
Size
Colour Scheme
Material

5 Price and Location Price
Availability
Origin (Indian/Imported)

6 Non-
Advertisement 

Promotion

Recommendation from 
Friends and Relatives
Discount/Promotional Offers

Table 14
Mean Ranks and Sum of Ranks

Table 15
U and asymptomatic values
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Kruskal-Wallis H Test
Under this test, we will be working on our 2nd an-

d3rdhypotheses. 
• Age Groups

Ho: The buying behavior towards packaged juices 
is the same for all age groups.

Ha: The buying behavior towards packaged juices 
is not the same for at least one age group.

Kruskal-Wallis H test is used to determine whether 
there are any statistically significant differences be-
tween the means of two or more independent groups. 
Usually, three or more groups are considered while us-
ing this test. It is similar to the Mann-Whitney U test 
except for the number of groups under consideration.

Like the Mann-Whitney U Test, the mean ranks 
table under this test will further help us understand 
the different levels of importance that each age group 
has given to each parameter and show the variations 
in consumer behavior for different age groups (Ta-
ble.16:). 

We will next have a look at the Test Statistics table; 
this will let us determine whether these differences are 
significant or not. For this, we will have a look at our 
p-values. The p-value presented as the Asymp. Sig. 
(2-tailed) part of the table is used to determine if the 
importance for a particular parameter was statistical-
ly significantly higher for that particular group or not 
(for which we had identified higher mean ranks from 
Table 17 had the data been normally distributed.

If p < 0.05, i.e., if p is less than 0.05 (which is our 
α), the importance of that parameter is higher (statis-
tically significant) and not the same for the group. If 
p > 0.05, i.e., if p is greater than 0.05, that parameter’s 
importance is not higher (not statistically significant) 
for the identified group.

From Table 17 we can therefore say that there was 
a statistically significant difference in the importance 
assigned by the age groups in case of Price(χ2(5) = 
12.504, p = 0.029), Variety of Flavours(χ2(5) =13.873, 
p = 0.016), Purity (χ2(5) = 16.002, p = 0.007)and 
Shelf-life(χ2(5) = 13.686, p = 0.018), while there was 
no statistically significant difference in other param-
eters i.e. p>0.05 in those cases. The age group, 55-64, 
has the highest importance to price and shelf-life, 
45-54 to purity, and 35-44 to a variety of flavors. It 
can be understood that these groups feel these fac-
tors to be more important than other age groups for 
the same. Accordingly, the next highest values can 
be looked up for understanding the importance of 

these factors for other age groups. In the test statis-
tics, it has been found that usually 45-54 and 55-64 
age groups have assigned higher importance to these 
factors even though they are less in number. Hence, 
we can conclude that there is a variation in the way 
in which age groups give importance to Price, Vari-
ety of Flavors, Purity, and Shelf-life. While, the same 
value cannot be found in other parameters and it is 
the same in their case.
• Place of Purchase

Ho: The buying behavior towards packaged juices 
is the same for people buying from different preferred 
purchasing places.

Ha: The buying behavior towards packaged juic-
es is not the same for at least one preferred purchase 
place.

This portion of our analysis can help us understand 
how modern trade and general trade affect consumer 
buying behavior. The Mean Ranks table for this has 
been presented in Table 18.

The Test Statistics table Table19 shows our Chi-
square, df, and Asymp. Sig.values.

From Table 19 we can say that there is a statistical-
ly significant difference in the importance assigned to 
different variables for preferred place of purchase, in 
the case of Price (χ2(3) = 8.209, p = 0.042), Shape of 
the packaging(χ2(3) = 8.516, p = 0.036), Size of the 
packaging(χ2(3) = 9.728, p = 0.021)and Discount/Pro-
motional Offers (χ2(3) = 15.588, p = 0.001) as their 
p<0.05.

From the mean ranks Table (Table 18), we can find 
that in the case of price, campus shops had the highest 
preference, followed by supermarkets. This can mean 
that some students (who prefer to purchase from 
campus shops) and various other buyers (who prefer 
to purchase from supermarkets) prefer to purchase 
juices from these places due to competitive prices. For 
discounts/promotional offers, supermarkets and cam-
pus shops were most preferred in this order. This can 
again indicate that people preferred to shop at these 
two places due to good discounts or similar promo-
tional offers.

The shape and size of the packaging indicated in-
teresting findings. In the case of the former, campus 
shops and supermarkets were preferred. While, for the 
latter, online stores and campus shops were given a 
higher preference. 

Hence, we can conclude that there is variation in 
the manner in which importance is given by our sam-
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ple to price, the shape of the packaging, size of the 
packaging, and discounts/promotional offers while 
understanding this from the purview of the preferred 
place of purchase. We reject our null hypothesis in the 
case of these parameters. We will accept our null hy-
pothesis for the other parameters stating that consum-
er buying behavior is the same for all preferred places 
of purchase.

(Table 16
continued on the next page)
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6 Conclusions and Discussion
From the results, we can conclude that the findings 

of this research support the results of previous studies 
in the domain of consumer buying behavior towards 
fruit juices, to some extent, concerning packaging 
and impact of advertisements (two of the most widely 
studied aspects of consumer buying behavior) on the 
purchase decision of the consumers. 

This study shows that buying behavior towards 
packaged fruit juices does not vary in the case of gen-
ders. Simultaneously, for age groups and places of pur-
chase, variation can be seen for various parameters. It 
is noteworthy that price was a constant factor with dif-
ferent levels of importance for all these independent 
variables except gender. This creates a strong case for 

the role that price plays in consumer buying behavior, 
and products should be accordingly priced, keeping all 
these demographic variables in mind.

As per Euromonitor International, the off-trade 
sales of juices in India is projected to grow at an aver-
age CAGR of 12.3% (2019-2024) across all categories 
of fruit juices, with 100% fruit juices growing at 35.8%, 
almost 3.9 times more than the fruit drinks segment, 
which is currently leading this market. This shows a 
great scope for the growth of modern trade channels 
in India in the coming time, which will ultimately help 
in the growth of these product supply chains. The va-
riety of product packs (shapes and sizes) and promo-
tional offers have increased supermarkets’ popularity. 
Similarly, canteens/Campus shops were the most pre-

Table 17
Test statistics

Table 18
Mean ranks
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test statistics
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ferred in almost all of these parameters, but they were 
limited to students’ small sample.

Product attributes like purity, i.e., no/fewer pre-
servatives and shelf-life, varied across age groups. It 
needs to be kept in mind that there is still a looming 
concern regarding the presence of preservatives and 
chemicals in packaged juices which still prevents peo-
ple from consuming these. Fruit juice manufacturing 
companies should consider preference for more natu-
ral ingredients and preservative-free juices.

Another important aspect that needs to be kept in 
mind is the preference for juice variants. Today, peo-
ple prefer fruit juices and have also developed a taste 
and liking for vegetable juices. In this research, this 
was found as significantly different in the case of age 
groups. An understanding of the variants can help 
them bring variety to their product line.

7 Limitations
The research has the following limitations:

• Limited-time period
• The research has been conducted within a limited 

time limit which may not be as detailed as possible 
if it were done for a longer time period.

• Small sample size
• The sample size of 222 people is very small to rep-

resent the entire Indian fruit juice market.
• Sampling method
• The convenience sampling method was used for 

choosing the sample for the research, which may 
not justify the study.

• Absence of certain demographic variables
• The study does not cover some aspects of demo-

graphics like income level, expenditure level, marital 
status, etc., which impact consumer buying behavior.

• Limited scope
The study covered a few factors under the various 

buying behavior parameters. Still, other factors also im-
pact consumer buying behavior, which can help estab-
lish a clear and detailed relationship between these fac-
tors and buying behavior of consumers. For example, 
factors such as dietary preferences, consumer buying 
parameters for its substitutes, brand loyalty, etc. This 
shows the scope for further research in this domain.
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