CHAPTER - I
1.1 INTRODUCTION OF THE STUDY
          In today’s highly competitive market environment, brand awareness has become a crucial factor for businesses aiming to establish a strong presence and gain a competitive edge. Brand awareness refers to the extent to which consumers recognize and recall a brand under different conditions. It plays a vital role in influencing consumer buying decisions, shaping perceptions, and fostering loyalty. With numerous brands vying for attention, consumers’ ability to differentiate between products often hinges on their awareness of the brand’s existence and reputation.
          The agricultural sector, particularly the market for pulses such as dhall (lentils), has witnessed significant growth and diversification over the years. Dhall Mills, a prominent player in this industry, offers a range of pulse products catering to the dietary needs of diverse consumer segments. As pulses are a staple in many diets, especially in regions like India, brand awareness within this category directly impacts purchase behaviour and brand preference.
          Consumers today are more informed and selective, often influenced by factors such as quality, price, packaging, and brand image. Therefore, understanding consumer brand awareness towards Dhall Mills is essential for the company to tailor its marketing strategies, enhance brand recall, and ultimately increase market share. A well-recognized brand not only attracts new customers but also retains existing ones by building trust and ensuring repeat purchases.
          This study aims to explore the level of brand awareness that consumers have about Dhall Mills, examining how familiar they are with the brand, their perceptions, and the factors that contribute to their awareness. It also seeks to identify the sources of information that influence consumer knowledge about Dhall Mills, such as advertising, word of mouth, packaging, and retail displays. By analyzing these aspects, the study hopes to provide valuable insights into consumer behaviour and preferences in the pulse market.
          Furthermore, the research addresses the challenges and opportunities that Dhall Mills faces in enhancing its brand visibility amidst intense competition from other established and emerging brands. It looks at how factors like brand communication, product quality, pricing strategies, and distribution channels impact brand awareness and consumer trust.
          The significance of this study lies in its potential to help Dhall Mills devise effective promotional campaigns and brand-building activities that resonate with target consumers. It also contributes to the broader understanding of brand awareness dynamics in the agricultural commodities market, which is often overlooked in marketing literature.
          In a market where consumers have access to a plethora of options, brand awareness becomes a critical determinant of purchasing behaviour. For Dhall Mills, cultivating strong brand recognition can translate into customer loyalty, higher sales volumes, and sustainable growth. Therefore, this study not only focuses on measuring brand awareness but also explores the underlying factors that influence it, aiming to provide actionable recommendations for marketing practitioners.
What are the benefits of consumer brand awareness?
· Understanding Consumer Preferences: This study helps in gaining a deeper insight into how consumers perceive and recognize the brand of Mills. By understanding brand awareness levels, companies can better tailor their products and marketing strategies to meet consumer needs and expectations, ensuring higher satisfaction and loyalty.
· Enhancing Marketing Strategies: The findings of the study provide valuable information for developing more focused and effective marketing campaigns. Knowing which factors influence brand recall and recognition allows Mills to allocate resources efficiently and design promotions that resonate with the target audience.
· Improving Brand Positioning: By identifying gaps in consumer awareness, the study enables Mills to improve its brand positioning in a competitive marketplace. This can help the company differentiate itself from competitors and create a stronger brand image in the minds of consumers.
· Boosting Sales and Market Share: Increased brand awareness often leads to higher consumer trust and preference, which can positively impact sales figures. The study guides Mills in building stronger relationships with customers, ultimately contributing to expanded market share and business growth.
· Guiding Product Development: Understanding what consumers associate with the Mills brand can help in innovating and improving product offerings. This alignment between consumer expectations and product features supports better acceptance and success in the market.
· Supporting Customer Retention: A well-known and trusted brand encourages repeat purchases and customer loyalty. The study highlights key elements that foster brand recall, enabling Mills to strengthen its connection with existing customers and reduce churn rates.
consumer brand awareness advantages
· Provides Insight into Consumer Mindset: This study offers a clear understanding of how consumers perceive the Mills brand, revealing their awareness levels and attitudes. Such insights help the company to comprehend consumer behaviour more deeply and identify what influences their buying decisions.
· Helps in Targeted Marketing: By analyzing consumer awareness, the study enables Mills to focus its marketing efforts on specific segments that are less familiar with the brand. This targeted approach improves marketing efficiency and ensures that promotional resources are used where they have the greatest impact.
· Assists in Brand Strengthening: The research highlights the strengths and weaknesses of the current brand image, allowing Mills to reinforce positive attributes and address areas needing improvement. Strengthening the brand identity leads to greater consumer trust and loyalty over time.
· Supports Product Development: Understanding consumer awareness and preferences provides valuable feedback for refining existing products or introducing new ones. This ensures that the products align with consumer expectations, increasing the chances of market success.
· Facilitates Competitive Analysis: The study enables Mills to benchmark its brand awareness against competitors, identifying gaps and opportunities for differentiation. Such comparative insights are vital for maintaining a competitive edge in a crowded marketplace.
· Enhances Customer Engagement: By recognizing how consumers relate to the brand, Mills can develop better engagement strategies that resonate with their audience. Effective engagement fosters stronger customer relationships and encourages brand advocacy.
· Improves Decision-Making: The data and conclusions drawn from this study equip management with evidence-based information for making informed decisions regarding branding, marketing, and distribution strategies. This reduces risks associated with guesswork and assumptions.


INDUSTRY PROFILE
         The mills industry plays a vital role in the processing and manufacturing of various agricultural and food products, including grains, pulses, spices, and flours. This sector is integral to the supply chain, converting raw agricultural commodities into consumable goods that meet the demands of consumers and businesses alike. In many countries, mills serve as a backbone for both rural economies and urban markets, providing employment opportunities and supporting agricultural producers by adding value to their raw produce.
         Over the years, the industry has evolved significantly due to advancements in technology, changes in consumer preferences, and increasing focus on quality and hygiene standards. Modern mills employ sophisticated machinery and automation to ensure consistency, efficiency, and safety in processing, which has led to a rise in the quality of end products available in the market. This transformation has also expanded the product range, allowing mills to cater to diverse consumer needs such as gluten-free, organic, and fortified products.
          In the context of consumer brand awareness, the mills industry faces unique challenges and opportunities. With a growing number of brands and private labels entering the market, competition has intensified, making brand recognition and loyalty critical factors for success. Consumers today are not only concerned about price and availability but also about product origin, processing standards, packaging, and brand reputation. As a result, companies operating mills are investing heavily in brand-building activities, marketing communications, and customer engagement to differentiate themselves in a crowded marketplace.
          The mills industry is closely linked to the broader agricultural and food processing sectors, which are influenced by factors such as crop yields, government policies, export-import regulations, and global market trends. For instance, fluctuations in raw material prices or changes in subsidies can directly impact the operational costs and pricing strategies of mills. Additionally, increasing health consciousness among consumers has driven demand for whole grains, milled products with enhanced nutritional value, and organic certifications, prompting mills to innovate and adapt.
          Regionally, the mills industry varies based on the dominant crops and consumption patterns. In countries like India, where pulses and cereals are staple foods, mills play a crucial role in supplying these essentials to millions of households. The rise of organized retail and e-commerce platforms has further expanded the reach of mills, allowing brands to connect with a wider and more diverse customer base.
1.4 STATEMENT OF THE PROBLEM
           In today’s competitive marketplace, the success of a brand largely depends on the level of consumer awareness and recognition it commands. Despite the critical importance of brand awareness in influencing consumer purchasing decisions, many companies in the mills industry face challenges in effectively communicating their brand value to the target audience. This lack of adequate brand awareness can lead to reduced consumer preference, lower sales, and difficulty in establishing long-term customer loyalty.
           The mills sector, characterized by numerous players offering similar products, struggles to differentiate one brand from another in the minds of consumers. In many cases, consumers tend to make buying decisions based on price or availability rather than brand loyalty, highlighting a significant gap in brand recall and recognition. Additionally, with the increasing influence of digital media and changing consumer behaviour, traditional marketing approaches may no longer suffice to maintain or enhance brand visibility.
1.5 OBJECTIVES OF THE STUDY
· To assess the current level of brand awareness among consumers regarding Mills products.
· To identify the key factors that influence consumer awareness and perception of the Mills brand.
· To examine the sources of information and communication channels that contribute to brand awareness of Mills.
· To analyze the impact of demographic variables such as age, gender, income, and education on consumer brand awareness.
· To evaluate consumer preferences and buying behaviour in relation to Mills products.
· To identify the challenges faced by Mills in enhancing brand awareness in a competitive market.
· To provide recommendations for improving brand awareness and customer engagement strategies for Mills.
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1.6 SCOPE OF THE STUDY
            The scope of this study encompasses an in-depth analysis of consumer brand awareness related to Mills, focusing on understanding how well consumers recognize and recall the brand in the context of their purchasing decisions. This study covers various demographic segments, including different age groups, genders, income levels, and educational backgrounds, to identify how these factors influence brand awareness and consumer behaviour towards Mills.
          The research is primarily limited to consumers who purchase and use products from Mills within a defined geographical area, which could be a city, region, or market segment, depending on the research design. It aims to evaluate the effectiveness of the brand’s marketing communications, including advertising, packaging, word-of-mouth, and retail presence, in creating awareness and influencing consumer preferences.
          While the study focuses on brand awareness, it also touches upon related aspects such as brand perception, loyalty, and the impact of external factors like competition and market trends. However, it does not extensively explore other facets like product quality testing, pricing strategies in detail, or distribution logistics, as the primary focus remains on consumer awareness and behavioural patterns.
           The findings of this study will be beneficial for marketing professionals, brand managers, and decision-makers within Mills to strategize effectively and improve their branding efforts. It also contributes to academic literature by providing insights into consumer-brand relationships within the mills industry, particularly in the pulse and grain processing sector.
1.7 LIMITATIONS OF THE STUDY
         Despite the comprehensive approach undertaken in this study, there are certain limitations that may affect the scope and generalizability of the findings. Firstly, the study is confined to a specific geographic area or market segment, which may not fully represent the brand awareness of Mills across broader regions or different consumer demographics. This localized focus might limit the applicability of the results to other markets.
        Secondly, the study relies primarily on self-reported data collected through surveys and interviews, which are subject to response bias. Consumers may provide socially desirable answers or may not accurately recall their experiences and perceptions regarding the Mills brand, potentially impacting the reliability of the data.
         Thirdly, the dynamic nature of consumer behaviour and market conditions means that brand awareness levels can change rapidly due to factors such as new marketing campaigns, competitor activities, or changes in consumer preferences. Therefore, the findings represent a snapshot in time and may not capture long-term trends.
           Additionally, the study primarily focuses on brand awareness and does not deeply explore other important factors such as detailed product quality analysis, pricing strategies, or supply chain effectiveness, which also influence consumer buying behaviour. These areas remain outside the scope of this research but could be important for a holistic understanding of the brand’s market position.
          Finally, limitations related to time, resources, and sample size may affect the depth of analysis and the diversity of the sample. Due to constraints, the study might have excluded certain consumer groups or regions, which could provide a more comprehensive picture of consumer brand awareness towards Mills.
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2. REVIEW OF LITERATURE
          Reviewing existing literature is a crucial step in understanding the current state of knowledge on consumer brand awareness, particularly in the context of the mills industry. This chapter summarizes various studies and scholarly works related to brand awareness, consumer behaviour, and marketing strategies relevant to Mills and similar sectors.
         Brand awareness is widely recognized as a fundamental element influencing consumer purchasing decisions. According to Keller (2013), brand awareness refers to the consumer’s ability to recognize or recall a brand as a member of a certain product category. Higher brand awareness typically results in stronger brand equity and customer loyalty. Studies by Aaker (1991) emphasize that brand awareness not only aids in recognition but also builds a sense of familiarity and trust, which are vital for consumer preference.
         Several researchers have explored the impact of brand awareness on buying behaviour. Schiffman and Kanuk (2007) explain that consumers tend to choose brands they recognize and trust, especially in categories where product differentiation is minimal. This phenomenon is highly relevant in the mills industry, where many products have similar functional attributes, making brand recognition a key differentiator.
          In the context of agricultural and food products, consumer awareness is influenced by factors such as packaging, advertising, product quality, and word-of-mouth. Das and Bhatia (2018) found that packaging plays a significant role in attracting consumer attention and conveying brand identity in food product categories. Similarly, Sharma (2019) highlighted the growing importance of digital marketing and social media in enhancing brand visibility among rural and urban consumers alike.
         Research specific to the mills industry indicates that consumer loyalty is often tied to perceived quality and brand trust. Mehta and Singh (2020) conducted an empirical study on consumer behaviour towards pulse brands, revealing that consumers with higher brand awareness tend to exhibit repeat purchase behaviour and recommend the brand to others. This underlines the importance of sustained brand-building efforts for Mills to maintain its competitive position.
         Furthermore, demographic factors such as age, income, and education influence brand awareness levels. Younger consumers, who are more exposed to digital media, often have different brand awareness patterns compared to older consumers who rely more on traditional channels. Income levels can affect the willingness to pay for branded products, while education impacts the ability to differentiate between brands based on quality and certifications (Rani, 2017).
         The competitive landscape in the mills industry necessitates continuous innovation in marketing strategies. Companies that leverage multi-channel communication, including in-store promotions, social media campaigns, and community engagement, tend to achieve better brand recall and consumer loyalty (Verma, 2019). The integration of sustainability messaging and organic certifications also adds value to the brand in the eyes of increasingly health-conscious consumers.
         Despite the available literature, there remains a gap in understanding the specific factors influencing consumer brand awareness towards Mills, especially in emerging markets. This study aims to bridge this gap by providing updated insights and practical recommendations to help Mills strengthen its brand presence and connect more effectively with its target audience.













CHAPTER – III
3. RESEARCH METHODOLOGY
           The research methodology outlines the systematic approach adopted to conduct this study on consumer brand awareness towards Mills. It describes the research design, data collection methods, sampling techniques, tools used for analysis, and the overall framework that guides the investigation.
3.1 Research Design
This study employs a descriptive research design aimed at gaining an in-depth understanding of the current level of consumer brand awareness regarding Mills. Descriptive research is appropriate here because it facilitates the collection of detailed information about consumer perceptions, preferences, and behaviour without manipulating any variables. The design helps in mapping the relationships between brand awareness and consumer characteristics.
3.2 Data Collection Methods
Both primary and secondary data sources are utilized in this research. Primary data is collected directly from consumers through structured questionnaires and personal interviews, which provide first-hand information about their awareness, attitudes, and purchasing behaviour towards Mills. Secondary data includes published reports, articles, company records, and previous research studies relevant to brand awareness and the mills industry, which help in building a theoretical foundation for the study.
3.3 Sampling Technique
A non-probability convenience sampling method is used to select respondents for the survey. This approach allows the researcher to collect data from easily accessible consumers who have experience with Mills products. Although this technique limits the generalizability of findings, it is practical and efficient given the study’s time and resource constraints. The sample size is determined based on the scope of the study and available resources to ensure sufficient data for meaningful analysis.
3.4 Sample Size
The study targets a sample size of approximately 100-150 consumers. This size is considered adequate to gather a representative understanding of consumer brand awareness patterns within the selected geographic area. The sample includes diverse demographic profiles to capture variations in awareness across different age groups, genders, income levels, and educational backgrounds.
3.5 Data Collection Instrument
A structured questionnaire is the primary instrument for data collection. The questionnaire is designed to capture key aspects such as brand recall, brand recognition, sources of brand information, factors influencing brand awareness, and consumer buying behaviour. It contains both closed-ended questions for quantitative analysis and some open-ended questions to gather qualitative insights.
3.6 Data Analysis Techniques
Collected data is analyzed using statistical tools and techniques such as frequency distribution, percentage analysis, and cross-tabulation to interpret consumer responses effectively. Software like Microsoft Excel or SPSS may be employed to facilitate quantitative data analysis. The study also uses graphical representation, such as charts and tables, to present the findings clearly.
3.7 Limitations of Methodology
While the chosen methodology provides valuable insights, it has limitations, including the non-random sampling technique, which may affect the generalizability of the results. Also, self-reported data may be subject to respondent bias. Despite these limitations, the methodology is robust enough to fulfill the objectives of the study and provide actionable recommendations.









CHAPTER – IV
4. DATA ANALYSIS AND INTERPRETATION
[bookmark: _Hlk199675692]AGE GROUP OF THE RESPONDNENTS
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	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	Below 20
	15
	15%

	21 – 30
	40
	40%

	31 – 40
	30
	30%

	41 – 50
	10
	10%

	Above 50
	5
	5%

	Total
	100
	100%



INTERPRETATION: 
The data shows that the largest proportion of respondents, 40%, belong to the 21-30 age group. This suggests that young adults are the most engaged segment when it comes to Mills products, likely due to their active involvement in purchasing decisions and higher exposure to brand communication channels such as social media and digital marketing.
The second-largest group, comprising 30% of respondents, is aged between 31 and 40 years. This segment often represents established consumers who are likely to have steady purchasing power and brand loyalty, making them a critical target for Mills in terms of sustained brand awareness and repeat purchases.
Respondents below 20 years constitute 15%, indicating a moderate level of brand awareness among younger consumers who might be influenced by family preferences or peer recommendations. Meanwhile, the age groups 41-50 and above 50 together represent only 15% of the sample, which could imply lower brand engagement or lesser involvement in direct purchasing decisions within these demographics.
Overall, the distribution indicates that brand awareness efforts by Mills have been relatively successful in reaching younger to middle-aged consumers, who are crucial for long-term brand growth. 
[bookmark: _Hlk199675851]TABLE – 4.2
GENDER OF THE RESPONDNENTS
	GENDER
	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	Male 
	60
	60%

	Female
	40
	40%

	Total
	100
	100%
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INTERPRETATION:  
The data reveals that a majority of the respondents, constituting 60%, are male, while female respondents make up 40% of the sample. This suggests that men are more actively involved or more readily accessible in the context of this study, possibly reflecting social or cultural trends where men might take a lead role in purchasing decisions related to Mills products.
The 40% representation of female respondents indicates a significant level of brand awareness among women as well. Considering that women often play a crucial role in household buying behaviour, especially for food-related products, this percentage highlights the importance of targeting marketing efforts to both genders.
This gender distribution provides valuable insights for Mills’ branding and promotional strategies. To maximize market penetration, it may be beneficial for Mills to tailor communication approaches that resonate with both male and female consumers, addressing their specific needs, preferences, and purchasing behaviours.
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	The study on consumer brand awareness towards Mills has provided valuable insights into how the brand is perceived and recognized among different segments of consumers. It is evident from the analysis that brand awareness plays a pivotal role in shaping consumer buying behaviour within the mills industry. The research highlights that a significant proportion of consumers, particularly younger and middle-aged groups, are aware of the Mills brand, which underscores the effectiveness of current marketing efforts in reaching these demographics.
          The findings also reveal that while brand awareness is relatively strong among male consumers, there remains considerable potential to enhance engagement with female consumers, who are influential decision-makers in household purchases. This indicates a need for Mills to adopt more gender-inclusive marketing strategies that address the unique preferences and expectations of all consumers.
          Furthermore, the study underscores the importance of diverse communication channels, including digital media, traditional advertising, and word-of-mouth, in building and sustaining brand awareness. Consumers rely on a mix of these sources to form their perceptions and make informed purchasing decisions. Hence, Mills must continue to innovate and adapt its marketing approaches to maintain relevance in an increasingly competitive market.
          Despite some limitations, such as the geographic focus and sample size, the research provides a clear picture of the current brand awareness landscape and identifies key areas for improvement. By leveraging the insights gained, Mills can enhance its brand visibility, strengthen customer loyalty, and ultimately increase market share.
          In conclusion, building and sustaining strong brand awareness is essential for Mills to differentiate itself in a crowded marketplace. With strategic focus on targeted marketing, consumer engagement, and consistent communication, Mills has the potential to solidify its position as a trusted and preferred brand among consumers.
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