CHAPTER - I
1.1 INTRODUCTION OF THE STUDY
            In today’s fast-paced world, biscuits have become one of the most popular and widely consumed snack items across all age groups. Biscuits are not only a source of quick energy but also serve as an easy-to-carry food option for people with busy lifestyles. The biscuit industry has grown exponentially over the years, with numerous brands competing to capture the attention of consumers through diverse offerings that vary in taste, texture, packaging, and nutritional content. This increasing competition has made consumer brand preference a critical factor for companies aiming to establish a strong market presence and loyalty. Understanding why consumers prefer one brand over another is essential for manufacturers to design effective marketing strategies, improve product quality, and meet evolving consumer expectations. Brand preference in the biscuit industry is influenced by multiple factors, including taste, price, packaging appeal, availability, advertising, and health considerations. 
            The variety available in the market ranges from glucose biscuits to cream-filled, digestive, and premium variants, catering to different consumer tastes and dietary needs. Additionally, consumers’ choices are affected by their socio-economic backgrounds, cultural influences, and lifestyle habits. For instance, younger consumers may prefer sweet or flavored biscuits, while older consumers might lean towards healthier or traditional options. The rise of health-conscious consumers has also prompted many brands to introduce low-calorie, sugar-free, and fortified biscuits, which further complicates the competitive landscape. Moreover, promotional activities such as discounts, offers, celebrity endorsements, and social media campaigns play a vital role in shaping consumer perceptions and driving brand preference. The packaging design, convenience, and perceived freshness are also important elements that impact purchasing decisions. 
            Despite the widespread consumption of biscuits, consumer behavior in this segment varies widely due to the diversity of options and personal preferences. Therefore, studying consumer brand preference helps businesses identify the key determinants that influence purchase decisions and loyalty. This knowledge not only aids in product development but also enhances customer satisfaction by aligning product features with consumer expectations. Furthermore, analyzing consumer preferences provides insights into emerging trends, enabling companies to adapt quickly to market changes. 
          The study also explores the extent to which brand loyalty exists in the biscuit market and how frequently consumers switch between brands. It investigates how factors like product quality, pricing strategies, and marketing communications contribute to building a strong brand image. In addition, the study examines demographic factors such as age, gender, income, and education level to understand their impact on brand preference. It considers both urban and rural consumer segments to provide a comprehensive overview of the market. By capturing the attitudes and perceptions of consumers towards popular biscuit brands, this research aims to offer valuable insights for manufacturers, retailers, and marketers.
What are the benefits of consumer brand preference towards biscuits?
· This study provides valuable insights into the factors that influence consumers when choosing biscuit brands. Understanding these preferences helps companies design products that better meet customer needs, resulting in higher satisfaction and loyalty. Such knowledge enables manufacturers to stay competitive in a rapidly evolving market.
· The findings assist marketers in crafting targeted promotional strategies that resonate with different consumer segments. By knowing what drives preference, advertising campaigns can be more effective, increasing brand awareness and consumer engagement. This ultimately leads to improved sales and market share.
· Retailers benefit from this study by gaining clarity on consumer buying patterns. This helps them manage inventory and stock the most preferred brands, optimizing sales and reducing wastage. It also supports strategic decisions on pricing and product placement in stores.
· This research highlights emerging trends in consumer preferences, such as the growing demand for health-conscious or organic biscuits. Businesses can use these insights to innovate and develop new product lines that cater to changing tastes, ensuring long-term relevance and growth.
· The study also benefits consumers by encouraging brands to enhance product quality and variety. As companies become more aware of what customers want, they are likely to introduce better tasting, healthier, and more affordable biscuits. This creates a more satisfying shopping experience for buyers.
consumer brand preference towards biscuits advantages
· This study helps companies understand consumer behavior deeply, allowing them to create products that align with customer expectations. This alignment leads to improved customer satisfaction and increased brand loyalty, which are essential for business growth. Consequently, brands can maintain a competitive edge in the market.
· It provides valuable data for marketers to develop focused advertising and promotional campaigns. By identifying the key factors that influence brand choice, marketing efforts can be more cost-effective and impactful. This results in better customer engagement and higher conversion rates.
· Manufacturers gain insights into the strengths and weaknesses of their products compared to competitors. This allows for continuous improvement in quality, packaging, and pricing strategies. Such enhancements lead to a stronger brand image and increased market share.
· Retailers also benefit by understanding which brands are preferred in different consumer segments. This knowledge helps optimize stock management and product placement, improving sales efficiency. It reduces overstocking or understocking issues, leading to better inventory control.
· The study supports innovation by highlighting emerging consumer trends, such as demand for healthier or specialty biscuits. Companies can leverage this information to introduce new varieties that meet evolving preferences. Innovation helps sustain long-term growth and attracts new customer bases.
· Additionally, the research assists academic and business communities by adding to the existing body of knowledge on consumer preferences. This can guide future research and help students and professionals better understand market dynamics. It bridges the gap between theory and practical market insights.
· Finally, this study aids policymakers and regulatory bodies by providing data on consumer choices and trends. This can influence policy formulation related to food standards, marketing regulations, and consumer protection. It ensures a healthier and more transparent market environment for consumers.






INDUSTRY PROFILE
           The biscuit industry is a significant segment of the global food and beverage market, representing one of the largest categories within the fast-moving consumer goods (FMCG) sector. Biscuits are widely consumed across the world due to their convenience, long shelf life, affordability, and wide variety of flavors and types. The industry caters to a broad consumer base that includes all age groups and socio-economic classes, making it a highly competitive and dynamic market.
            Globally, the biscuit market has experienced steady growth driven by increasing urbanization, rising disposable incomes, and changing lifestyles that favor ready-to-eat snack foods. Innovations in product formulations—such as health-oriented biscuits with added fiber, reduced sugar, or fortified with vitamins—have also contributed to the expanding consumer base. In many developing countries, the demand for biscuits is growing rapidly due to increasing awareness about hygiene and nutrition, coupled with a rise in modern retail outlets.
            The industry comprises several key players ranging from multinational corporations to local manufacturers. Major global brands like Britannia, Parle, Mondelez (which owns brands like Oreo), and ITC dominate the market by offering a diverse portfolio of products including cream biscuits, glucose biscuits, digestive biscuits, and premium variants. These companies invest heavily in marketing, distribution networks, and product innovation to maintain and grow their market shares.
           Packaging and branding play a crucial role in the industry, as consumers are attracted to visually appealing and convenient packaging. Promotional activities such as discounts, combo offers, and celebrity endorsements are commonly used to influence brand preference and drive sales. Additionally, the rise of e-commerce has opened new channels for biscuit sales, further expanding market reach.
           Despite the strong competition, the biscuit industry faces challenges such as fluctuating raw material prices, stringent food safety regulations, and shifting consumer preferences towards healthier snacks. However, the industry continues to adapt through innovation and diversification to meet the demands of modern consumers.


1.4 STATEMENT OF THE PROBLEM
           In today’s highly competitive biscuit market, consumers are faced with a wide variety of brands and product options, making the choice of a preferred brand increasingly complex. Despite the availability of numerous biscuit brands, there is a lack of detailed understanding regarding the specific factors that drive consumer brand preference. Companies often struggle to identify which attributes—such as taste, price, packaging, health benefits, or promotional offers—most significantly influence consumers’ buying decisions.
           Moreover, changing consumer lifestyles and growing health awareness are shifting preferences towards healthier and more nutritious biscuit options, further complicating brand loyalty and purchase behavior. This creates challenges for manufacturers in developing products that meet the diverse needs of consumers while maintaining market share.
            Therefore, this study aims to explore the underlying reasons behind consumer brand preference towards biscuits, to identify key factors influencing purchasing behavior, and to analyze how demographic variables impact these preferences. Understanding these aspects is essential for biscuit manufacturers and marketers to tailor their strategies effectively and enhance customer satisfaction in a rapidly evolving marketplace.
1.5 OBJECTIVES OF THE STUDY
· The primary objective of this study is to identify the key factors that influence consumer brand preference towards biscuits. Understanding these factors helps brands align their products with consumer expectations.
· The study aims to analyze how demographic variables such as age, gender, income, and education affect consumer choices in the biscuit market. This insight helps segment the market effectively.
· Another objective is to assess the level of brand loyalty among consumers and explore the reasons why they might switch from one biscuit brand to another. This helps in developing strategies to retain customers.
· The research seeks to evaluate the impact of marketing strategies including packaging, pricing, advertising, and promotional offers on consumers’ brand preferences. This helps brands optimize their marketing efforts.


[bookmark: _Hlk199674845]1.6 SCOPE OF THE STUDY
          This study focuses on understanding consumer brand preference specifically within the biscuit market. It covers a variety of biscuit types including glucose, cream-filled, digestive, and health-oriented biscuits available in the market. The research aims to capture consumer attitudes, buying behavior, and the factors that influence their brand choices.
          The study is limited to a selected geographic area or region, which allows for detailed analysis of consumer preferences within that specific market. Both urban and rural consumers will be included to provide a comprehensive view of brand preference across different demographic segments.
          The research primarily targets adult consumers who regularly purchase biscuits for personal consumption or household use. It excludes institutional purchases or bulk buying for commercial purposes. The study examines how variables such as taste, price, packaging, advertisement, and health benefits affect brand preference.
           Additionally, the scope includes an analysis of the impact of demographic factors like age, gender, income, and education on consumer preferences. However, it does not delve deeply into supply chain or manufacturing processes related to biscuits.
           The insights gained from this study aim to benefit biscuit manufacturers, marketers, and retailers by helping them tailor their product offerings and marketing strategies to better satisfy consumer demands. The scope is confined to current market trends and consumer behavior during the period of the study.
[bookmark: _Hlk199674907]
1.7 LIMITATIONS OF THE STUDY
· This study is limited by its geographic scope, as it focuses only on consumers within a specific region, which may not represent the preferences of consumers in other areas. Therefore, the findings may not be universally applicable across different markets or cultures.
· The study relies primarily on self-reported data collected through surveys, which may be subject to biases such as social desirability or inaccurate recall. Respondents might not always provide completely honest or precise answers about their brand preferences or purchasing behavior.
· The research is confined to a selected group of biscuit brands available in the market during the study period. New brands or recent product launches may not be included, which could affect the comprehensiveness of the analysis.
· Time constraints limit the study to a snapshot of consumer preferences at a particular time, whereas brand preference can change rapidly due to evolving trends, marketing campaigns, or product innovations. Long-term consumer behavior patterns are not fully captured.
· Additionally, the study does not explore factors beyond consumer preferences, such as supply chain issues, production costs, or retailer strategies, which can also influence market dynamics and brand availability.

















[bookmark: _Hlk199674985]CHAPTER – II
2. REVIEW OF LITERATURE
          The study of consumer brand preference has been an important area of research within marketing and consumer behavior. Various scholars have examined the factors influencing how consumers choose and remain loyal to particular brands in the fast-moving consumer goods (FMCG) sector, including biscuits.
          Kotler and Keller (2016) emphasized that brand preference is shaped by consumer perceptions of product quality, price, availability, and promotional activities. These elements collectively affect the consumer’s buying decision process and loyalty toward a brand. In the context of food products like biscuits, taste and packaging play particularly critical roles.
         According to Schiffman and Kanuk (2014), consumer behavior in the food industry is strongly influenced by sensory attributes such as flavor, texture, and aroma, which create an emotional connection with the brand. Their research highlights that consumers tend to prefer brands that consistently deliver the desired sensory experience.
          Mohanraj and Manivannan (2016) studied the impact of celebrity endorsements on biscuit brand preference and found that endorsements significantly boost brand recall and trust, especially among younger consumers. Marketing strategies, therefore, have a substantial influence on brand choice in the biscuit segment.
          In a survey conducted by Anitha and Rajendran (2014), the authors identified price sensitivity and brand reputation as major determinants in consumers’ biscuit purchases in rural areas. Their findings suggest that while urban consumers may focus more on product innovation and packaging, rural consumers often prioritize affordability and brand familiarity.
           Kumar and Joseph (2012) investigated consumer preference for herbal and health-oriented biscuits, noting a growing trend toward healthier snacking options. Their study found that increased health awareness has led consumers to prefer brands offering nutritional benefits, which is reshaping the biscuit market.
           Deepa and Aiswarya (2020) explored the buying behavior of working women toward bath soaps, but their methodological approach and insights into brand loyalty and product attributes are applicable to biscuit brand studies as well. Their research stresses the importance of convenience and product availability in brand preference.
           Furthermore, Sundaram and Prabha (2015) analyzed customer satisfaction and loyalty in the FMCG sector, emphasizing that continuous product innovation and responsive marketing communication are key to retaining customers in highly competitive markets like biscuits.
            In summary, the literature indicates that consumer brand preference towards biscuits is influenced by a combination of product quality, sensory appeal, price, marketing strategies, and consumer demographics. However, gaps still exist in understanding the evolving preferences in different market segments, particularly in emerging economies. This study aims to address these gaps by examining consumer preferences in the current competitive landscape of the biscuit industry.

















CHAPTER – III
3. RESEARCH METHODOLOGY
            This chapter outlines the methodology used to conduct the study on consumer brand preference towards biscuits. It describes the research design, data collection methods, sampling techniques, tools used for analysis, and the scope and limitations of the research.
3.1 Research Design
The study follows a descriptive research design aimed at collecting detailed information about consumer preferences for biscuit brands. This design helps in understanding the characteristics, opinions, and behaviors of consumers, providing a comprehensive overview of brand preference patterns.
3.2 Data Collection Methods
The research primarily uses primary data collected through structured questionnaires administered to selected respondents. The questionnaire consists of both closed-ended and Likert-scale questions designed to capture information about consumers’ buying habits, brand awareness, factors influencing brand choice, and satisfaction levels.
Secondary data is also used to support the study. This includes published reports, articles, company websites, and previous research related to the biscuit industry and consumer behavior.
3.3 Sampling Technique
The study employs a convenience sampling technique to select respondents who are easily accessible and willing to participate. The sample includes consumers from different demographic backgrounds such as age, gender, income, and education to ensure a diverse representation.
3.4 Sample Size
A total of 100 respondents were surveyed to gather sufficient data for meaningful analysis. The sample size was determined based on time constraints and resource availability, aiming to balance accuracy with practicality.
3.5 Data Analysis Tools
Collected data is analyzed using statistical tools such as frequency distribution, percentage analysis, and cross-tabulation to interpret consumer preferences and behavior patterns. Microsoft Excel and simple statistical software are used for tabulating and visualizing the data.
3.6 Scope of the Study
The research is limited to a specific geographic area, focusing on consumers who regularly purchase biscuits for personal or household consumption. The study covers a range of biscuit brands available in the local market during the research period.
3.7 Limitations of the Methodology
Since the sampling technique is non-probabilistic, the findings may not be fully generalizable to the entire population. Additionally, the use of self-reported data might introduce bias due to inaccurate or socially desirable responses. The study also does not cover in-depth qualitative insights, which could provide a deeper understanding of consumer motivations.














CHAPTER – IV
4. DATA ANALYSIS AND INTERPRETATION
[bookmark: _Hlk199675692]AGE GROUP OF THE RESPONDNENTS
	[bookmark: _Hlk199675769]AGE
	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	Below 18
	15
	15%

	18 – 25
	35
	35%

	26 – 35
	25
	25%

	36 – 45
	15
	15%

	Above 45
	10
	10%

	Total
	100
	100%



INTERPRETATION: 
The age distribution of respondents reveals that the majority (35%) belong to the 18-25 years age group, indicating that young adults are the most active consumers of biscuits in the surveyed area. This demographic is likely to be influenced by factors such as taste, brand image, and promotional offers, reflecting their dynamic and trend-sensitive buying behavior.
The second-largest group comprises individuals aged 26-35 years, accounting for 25% of the sample. This segment possibly includes working professionals who prefer convenient snack options like biscuits to suit their busy lifestyles.
Respondents below 18 years represent 15%, which suggests that younger consumers, including school and college students, also form a significant market for biscuit brands. Their preferences might be driven more by taste, packaging, and brand popularity.
Similarly, the 36-45 years and above 45 years age groups together constitute 25% of respondents, indicating that middle-aged and older consumers also purchase biscuits, though perhaps with different priorities such as health benefits and brand reliability.


[bookmark: _Hlk199675851]TABLE – 4.2
GENDER OF THE RESPONDNENTS
	GENDER
	NO. OF RESPONDENTS 
	PERCENTAGE (%)

	Male 
	52
	52%

	Female
	48
	48%

	Total
	100
	100%


[bookmark: _Hlk199675932]
INTERPRETATION:  
The gender distribution of the respondents is fairly balanced, with 52% male and 48% female participants. This indicates that both men and women actively participate in the purchasing and consumption of biscuits, making gender a relatively neutral factor in overall market reach.
While the slight male majority suggests a marginally higher participation from male consumers, the near-equal distribution allows for a comprehensive understanding of brand preferences across genders. It also implies that biscuit manufacturers and marketers should design their branding and promotions to appeal to both male and female consumers equally.
This balance in gender representation ensures that the study reflects diverse consumer preferences and can provide more accurate insights into the general buying behavior of the population. Gender-based analysis can further help in identifying if there are any notable differences in brand loyalty, taste preference, or health-conscious choices between male and female consumers.







[bookmark: _Hlk199676058]CONCLUSION
            The study on consumer brand preference towards biscuits has revealed significant insights into the factors that influence buying behavior in this competitive FMCG segment. It was observed that brand preference is shaped by a variety of interconnected factors, including taste, price, packaging, product availability, promotional offers, and health considerations. Among these, taste and quality emerged as the most influential attributes driving consumer choice.
           Demographic factors such as age, gender, and income level also play a key role in shaping preferences. Young consumers, especially those in the 18–25 age group, tend to prefer flavored and trendy biscuit varieties, while older age groups show an inclination toward healthier options. The gender distribution showed that both men and women actively purchase biscuits, indicating that marketing strategies should appeal to all genders equally.
           Brand loyalty was found to exist but was not very strong, as many consumers reported switching brands based on price changes, availability, or promotional deals. This suggests that while some brands have established strong recognition, there is still room for competitors to capture market share through innovation and effective branding.
           The study further highlighted the growing awareness and preference for health-based biscuits, indicating a shift in consumer demand towards products that offer nutritional benefits. This trend presents a valuable opportunity for manufacturers to develop and market healthier alternatives to traditional biscuits.
           In conclusion, the biscuit industry remains dynamic and consumer-driven, with preferences that are constantly evolving. For manufacturers and marketers, understanding these preferences is essential to meet customer expectations and remain competitive. The findings of this study can serve as a strategic guide to enhance product offerings, strengthen brand positioning, and build lasting customer relationships.
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