CHAPTER - I
1.1 INTRODUCTION OF THE STUDY
          Consumer buying behaviour refers to the decision-making processes and actions of individuals when they purchase goods and services for personal use. In today’s dynamic and competitive food industry, understanding consumer preferences, motivations, and purchasing patterns is essential for business success. Global Foods Pvt Ltd, a well-established player in the food processing and distribution sector, offers a wide range of food products catering to diverse consumer segments. With changing lifestyles, increasing health awareness, and exposure to global food trends, consumer behaviour has evolved significantly. 
          This study aims to explore the key factors influencing consumer choices specifically in the context of Global Foods Pvt Ltd. It investigates how product quality, brand image, pricing strategies, advertising, packaging, and availability affect consumer decisions. The study also examines the role of demographics such as age, income, education, and occupation in shaping buying preferences. Moreover, the impact of digital marketing, social media influence, and e-commerce platforms is considered in understanding modern buying behaviour. Consumer feedback, loyalty, and satisfaction are critical indicators of business performance, and this study seeks to identify how Global Foods can enhance these aspects. 
          The research draws on both primary and secondary data to provide a comprehensive view of consumer expectations. It involves surveys, interviews, and observations to gain direct insights from customers. By analyzing buying patterns, preferences, and post-purchase behaviour, the study aims to offer actionable recommendations to Global Foods Pvt Ltd. The food industry is characterized by intense competition and rapidly shifting consumer demands, making this study highly relevant. Understanding what motivates a consumer to choose one brand over another can help Global Foods refine its strategies. The findings of this study will aid in product development, marketing efforts, and customer relationship management. 
          As consumers become more informed and selective, companies must adapt by aligning their offerings with consumer values. Health consciousness, convenience, taste preferences, and ethical sourcing are some emerging trends in food consumption. This study also explores how brand loyalty is built and sustained over time in the food industry. Global Foods’ reputation, customer service, and innovation play a key role in consumer retention. 
          The study aims to highlight strengths and areas of improvement within the company’s operations. It also investigates external factors like economic conditions, cultural influences, and peer recommendations that shape buying decisions. Through a detailed analysis of consumer behaviour, this study contributes to strategic planning and market positioning for Global Foods Pvt Ltd. The ultimate goal is to bridge the gap between consumer expectations and company offerings. As consumer-centric approaches dominate modern marketing, this research holds practical importance. 
          The study sheds light on how consumer experiences influence repeat purchases and brand advocacy. It recognizes the need for continuous engagement and responsiveness to market trends. Global Foods can benefit from a better understanding of what drives consumer satisfaction. In conclusion, the study provides a valuable framework for analyzing and interpreting consumer behaviour in the food industry context. It equips stakeholders with the insights needed to build stronger customer relationships and improve overall performance.
What are the benefits of consumer buying behaviour ?
· Understanding Consumer Preferences: This study helps Global Foods Pvt Ltd gain deeper insight into what factors influence consumer choices. It highlights elements such as taste, price, quality, and brand perception that drive purchasing decisions. 
· Enhancing Marketing Strategies: The study provides valuable data to develop more targeted and effective marketing campaigns. By identifying different consumer segments, the company can customize promotions for better engagement. 
· Improving Product Development: Through this study, Global Foods can discover changing consumer needs and preferences in the food sector. It supports innovation and the creation of products that align with current market trends. 
· Increasing Customer Satisfaction: The research reveals how well the company is meeting customer expectations in terms of quality and service. By addressing gaps identified in the study, Global Foods can enhance the overall customer experience. 
· Building Brand Loyalty: Understanding the factors behind repeat buying behaviour helps strengthen customer loyalty. The study allows the company to maintain consistent quality and build trust over time. 
· Supporting Business Decisions: This study equips management with data to make informed and strategic business decisions. It reduces reliance on assumptions by providing evidence-based insights into consumer behaviour. 
· Gaining Competitive Advantage: By acting on the study's findings, Global Foods can stay ahead of its competitors. Understanding what drives consumer choices allows the company to adapt faster to market changes.
· Contributing to Industry Insights: The study adds to the broader understanding of consumer trends in the Indian food market. Its findings can benefit not only the company but also researchers and other industry players. 
Consumer buying behaviour advantages
· Helps Identify Buying Patterns: This study allows the company to understand how, when, and why consumers purchase specific food products. It reveals common trends and seasonal shifts in buying behaviour. With this knowledge, the company can plan better inventory and sales strategies.
· Supports Customer-Centric Strategies: The findings help Global Foods align its offerings with customer expectations. By understanding what matters most to consumers, the company can focus on customer satisfaction. This leads to improved customer retention and loyalty.
· Guides Product Improvements: The study highlights consumer feedback on product quality, taste, and packaging. It gives the company direction on how to improve or innovate existing products. This keeps the brand relevant in a competitive food market.
· Enhances Market Segmentation: It helps identify different groups based on age, income, lifestyle, or preferences. This segmentation supports personalized marketing and product design. As a result, the company can connect more effectively with each customer group.
· Informs Pricing Strategy: The research gives insight into how price sensitivity affects buying decisions. It helps the company find the right balance between affordability and profitability.
· Strengthens Brand Positioning: By knowing what consumers value most, the company can position its brand more effectively. The study helps define a strong brand message that resonates with the target audience. This creates a lasting impression in the minds of consumers.
· Facilitates Long-Term Planning: Insights from the study support long-term business development and strategic planning. It helps predict future consumer trends and prepare accordingly.

INDUSTRY PROFILE
         The food processing and packaged foods industry is a vital segment of the global economy, playing a significant role in meeting the nutritional needs of the population. In recent years, the sector has witnessed rapid growth fueled by increasing urbanization, changing lifestyles, and rising disposable incomes. Consumers today demand a wide variety of convenient, healthy, and quality food products, which has led to innovation and diversification within the industry.
         India’s food industry, in particular, is one of the largest and fastest-growing sectors, driven by a young population, expanding middle class, and increasing awareness about health and wellness. Packaged foods, ready-to-eat meals, frozen foods, and organic products are gaining popularity as consumers look for time-saving options without compromising nutrition. The demand for safe, hygienic, and branded food products has further boosted the growth of organized players in this industry.
         Global Foods Pvt Ltd operates within this highly competitive and dynamic environment. The company caters to diverse consumer segments by offering a broad range of processed food products that focus on quality, taste, and affordability. To maintain a competitive edge, companies like Global Foods continuously adapt to evolving consumer preferences and technological advancements.
         With the rise of e-commerce and digital marketing, the food industry has seen a shift in how consumers discover, evaluate, and purchase products. This trend underscores the importance of understanding consumer buying behaviour to develop effective marketing and distribution strategies. The food processing industry’s growth prospects remain strong, supported by favorable government policies, increasing exports, and investment in infrastructure.
         In summary, the food processing industry presents immense opportunities as well as challenges. Companies like Global Foods Pvt Ltd must continuously innovate and align their products with consumer expectations to thrive in this ever-changing marketplace.




1.4 STATEMENT OF THE PROBLEM
         In the rapidly evolving food industry, consumer preferences and buying behaviour are constantly changing due to factors such as lifestyle shifts, increased health awareness, and the availability of a wide variety of food options. Global Foods Pvt Ltd faces the challenge of understanding these changing consumer demands and adapting its products and marketing strategies accordingly. Despite being a recognized player in the market, the company lacks comprehensive insight into the specific factors that influence its consumers' buying decisions, including the role of price sensitivity, brand loyalty, product quality, and promotional activities.
          Without a clear understanding of consumer behaviour, Global Foods Pvt Ltd risks losing market share to competitors who are more aligned with customer expectations. The problem intensifies as new entrants and international brands offer innovative and diverse food products that appeal to modern consumers. Therefore, this study aims to identify and analyze the buying behaviour of consumers towards Global Foods Pvt Ltd’s products, highlighting the key determinants that drive purchase decisions, customer satisfaction, and loyalty. This will enable the company to formulate effective strategies to enhance its market position and meet consumer needs more effectively.
1.5 OBJECTIVES OF THE STUDY
· To analyze the factors influencing consumer buying behaviour towards products of Global Foods Pvt Ltd.
· To examine the impact of price, quality, packaging, and brand image on consumer purchase decisions.
· To study the demographic profile of consumers and how it affects their buying patterns.
· To assess the level of customer satisfaction and brand loyalty towards Global Foods Pvt Ltd products.
· To identify the role of promotional activities and advertising in shaping consumer preferences.
· To understand consumer perceptions about the availability and variety of products offered by Global Foods Pvt Ltd.
· To provide recommendations that can help Global Foods Pvt Ltd improve its marketing strategies and product offerings based on consumer insights.

[bookmark: _Hlk199674845]1.6 SCOPE OF THE STUDY
         This study focuses on analyzing the consumer buying behaviour specifically towards the products offered by Global Foods Pvt Ltd. It aims to understand the various factors such as price, quality, brand image, packaging, and promotional activities that influence purchasing decisions. The research covers a selected sample of consumers from different demographic backgrounds, including age, income, education, and occupation, to provide a comprehensive view of buying patterns.
          The study primarily concentrates on consumers within urban and semi-urban areas where Global Foods Pvt Ltd has a significant market presence. It examines both offline and online buying behaviours to capture the effects of modern digital marketing trends. However, the study does not cover other food companies or compare Global Foods with its competitors in detail.
          The insights derived will be useful for Global Foods Pvt Ltd to refine its marketing strategies, improve customer satisfaction, and develop products that align with consumer preferences. The study also highlights emerging consumer trends in the food industry, but its findings are limited to the specific context of Global Foods Pvt Ltd and may not be generalized to the entire food processing sector.
1.7 LIMITATIONS OF THE STUDY
           This study on consumer buying behaviour towards Global Foods Pvt Ltd has certain limitations that need to be acknowledged to understand the scope and applicability of the findings. Firstly, the study focuses exclusively on the consumers of Global Foods Pvt Ltd and does not extend to a comparative analysis with other food companies or competitors operating in the same industry. This limits the ability to generalize the findings across the broader food processing and packaged foods sector. Additionally, the research depends on data collected from a selected sample of respondents, which, although carefully chosen, may not fully represent the diversity of the entire customer base. The sample size and demographic spread may impact the comprehensiveness of the conclusions drawn.
          Time constraints also restricted the scope of the study to mainly urban and semi-urban areas where Global Foods Pvt Ltd has a significant presence. Therefore, consumers from rural regions or other geographical locations were not included, which may limit the applicability of the results to those areas. Moreover, consumer buying behaviour is influenced by numerous external factors such as socio-economic changes, cultural shifts, and evolving market trends, some of which may not have been thoroughly captured during the study period. This dynamic nature of consumer preferences means that findings may only reflect the behaviour during the specific timeframe of the study.
          Another limitation stems from the reliance on self-reported data through surveys or interviews. Self-reported information can sometimes be affected by biases such as social desirability bias or inaccurate recall, potentially impacting the validity of the data collected. Respondents might have overemphasized or underemphasized certain aspects of their buying behaviour, which can skew the results. Furthermore, the rapid evolution of technology, digital marketing platforms, and online shopping trends means that consumer behaviour could change significantly in a short span of time, potentially making some insights less relevant in the future.
          The study also did not deeply explore some macro-environmental factors like government policies, global economic conditions, or supply chain disruptions, which can have a considerable effect on consumer behaviour in the food industry. Additionally, budget limitations might have affected the extent of data collection and the diversity of methods used for analysis. Despite these limitations, the research provides valuable insights into consumer preferences and buying habits specific to Global Foods Pvt Ltd. These insights can guide the company’s strategic decisions, though it is advisable to conduct further studies with larger samples and more diverse regions for a comprehensive understanding. Overall, acknowledging these limitations helps in interpreting the findings within their proper context and encourages more nuanced future research.








[bookmark: _Hlk199674985]CHAPTER – II
2. REVIEW OF LITERATURE
Consumer buying behaviour has been extensively studied by researchers across various industries to understand how consumers make purchasing decisions. According to Schiffman and Kanuk (2010), consumer buying behaviour refers to the buying behaviour of final consumers who purchase goods and services for personal consumption. It is influenced by psychological, social, cultural, and personal factors, which together shape decision-making processes.
In the context of the food industry, studies show that product quality, taste, packaging, and price are among the primary factors influencing consumer choices. Kotler and Keller (2016) emphasized that brand loyalty and product innovation are critical in retaining customers in competitive markets. Global Foods Pvt Ltd, operating within this sector, must focus on these aspects to maintain its market position.
Research by Gupta and Sharma (2018) highlights the increasing consumer preference for healthy and organic food products. Their study found that consumers are more inclined to buy products perceived as natural and free from harmful additives. This trend has pushed many food companies to diversify their product offerings to include healthier options.
A study by Singh (2019) on the impact of advertising in food buying behaviour concluded that promotional activities significantly affect consumer awareness and trial of new products. Digital marketing and social media platforms have become powerful tools for influencing consumer decisions, especially among younger demographics.
Consumer demographics such as age, income, education, and lifestyle also play a crucial role in shaping buying patterns. According to Kumar and Verma (2020), younger consumers tend to prioritize convenience and novelty, whereas older consumers focus more on quality and brand trust.
Studies also reveal that packaging serves not only to protect the product but also as a communication tool that affects consumer perception. Attractive and informative packaging can enhance perceived value and influence purchase decisions (Rao, 2017).
Despite abundant research on consumer behaviour in the food sector, there is limited literature focusing specifically on the buying behaviour towards individual companies like Global Foods Pvt Ltd. This study aims to fill that gap by providing insights into how consumers perceive and engage with the brand’s products.
In summary, the literature indicates that a combination of product attributes, marketing strategies, consumer demographics, and external influences shape buying behaviour. Understanding these factors is essential for companies like Global Foods Pvt Ltd to design effective marketing strategies and enhance customer satisfaction.



















CHAPTER – III
3. RESEARCH METHODOLOGY
          The research methodology outlines the systematic approach adopted to study consumer buying behaviour towards Global Foods Pvt Ltd. This chapter explains the research design, data collection methods, sample selection, tools used for data analysis, and other relevant details that guided the study.
3.1 Research Design
This study employs a descriptive research design aimed at describing and analyzing the buying behaviour of consumers towards the products offered by Global Foods Pvt Ltd. Descriptive research helps in identifying key factors influencing consumer decisions and understanding the relationship between variables such as price, quality, and brand loyalty.
3.2 Data Collection
Primary data was collected using structured questionnaires distributed to consumers of Global Foods Pvt Ltd. The questionnaire included both closed-ended and Likert scale questions to gather quantitative data on consumer preferences, satisfaction, and buying patterns. Secondary data was obtained from company reports, industry publications, research papers, and online sources to supplement primary findings.
3.3 Sampling Technique
A purposive sampling technique was used to select respondents who have purchased products from Global Foods Pvt Ltd. The sample included consumers from urban and semi-urban areas where the company has a strong market presence. A total of 150 respondents were surveyed to ensure a representative sample size.
3.4 Sample Size
The study surveyed 150 consumers, which was considered adequate to perform statistical analysis and draw meaningful conclusions about consumer behaviour. The sample was diversified across different age groups, income levels, educational backgrounds, and occupations.
3.5 Data Analysis
Collected data was coded and analyzed using statistical tools such as frequency distribution, percentages, mean scores, and cross-tabulation. Software like Microsoft Excel and SPSS were used to perform descriptive and inferential analysis. The findings were interpreted to understand consumer preferences and buying trends.
3.6 Limitations of Methodology
While every effort was made to ensure accuracy, the study was constrained by limited geographic scope and sample size. The reliance on self-reported data may introduce response bias. Despite these limitations, the methodology adopted provides a reliable overview of consumer buying behaviour towards Global Foods Pvt Ltd.

















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

	Below 20 years
	20
	13.33%

	21 – 30 years
	60
	40.00%

	31 – 40 years
	40
	26.67%

	41 – 50 years
	20
	13.33%

	Above 50 years
	10
	6.67%

	Total
	150
	100%



INTERPRETATION: 
The data shows that the majority of respondents (40%) belong to the 21–30 years age group, indicating that young adults form the largest consumer base for Global Foods Pvt Ltd. This age group is typically more open to trying new products and is influenced by factors such as convenience, taste, and brand reputation.
The 31–40 years group makes up 26.67% of the respondents, reflecting a significant portion of consumers who may prioritize quality and family-oriented products. Consumers below 20 years and between 41–50 years constitute 13.33% each, showing moderate participation in the brand’s buying behaviour.
The smallest group is those above 50 years (6.67%), which may suggest that older consumers are either less targeted by Global Foods or have established preferences for other brands. Understanding this age distribution helps Global Foods Pvt Ltd tailor its marketing strategies to target the dominant consumer segments effectively and develop products that cater to their preferences.


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

	Male 
	90
	60.00%

	Female
	60
	40.00%

	Total
	150
	100%
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INTERPRETATION:  
The data indicates that 60% of the respondents are male, while females constitute 40% of the sample. This suggests that male consumers form the majority of the customer base for Global Foods Pvt Ltd in the surveyed group. It could reflect purchasing patterns where men might be the primary decision-makers or purchasers of packaged food products in the households surveyed.
However, the significant proportion of female respondents (40%) highlights the important role women play in buying food products, possibly reflecting their involvement in daily household shopping and food preparation decisions. This gender distribution implies that marketing strategies by Global Foods Pvt Ltd should be inclusive and appeal to both male and female consumers to maximize reach and engagement.








[bookmark: _Hlk199676058]CONCLUSION
         This study on consumer buying behaviour towards Global Foods Pvt Ltd offers a comprehensive understanding of the factors influencing customers' purchase decisions in the competitive food processing industry. The findings reveal that consumers place significant importance on product quality, price, packaging, and brand image when selecting food products. These factors collectively shape the consumer's perception and ultimately their buying behaviour. The study also highlights the role of promotional activities and advertising in enhancing consumer awareness and encouraging product trials, which are crucial for brand growth.
         Analysis of demographic variables such as age and gender demonstrates that the largest consumer base consists of young adults aged between 21 and 30 years. This age group tends to be more experimental and responsive to marketing innovations, indicating that Global Foods Pvt Ltd should continue to focus on launching innovative products that meet the evolving tastes and preferences of younger consumers. The presence of both male and female consumers emphasizes the need for inclusive marketing strategies that address the needs of diverse customer segments.
         The research further indicates a moderate level of brand loyalty among customers, suggesting that while many consumers are satisfied with the company’s offerings, there is scope for strengthening customer engagement to build long-term loyalty. Improving product variety, enhancing product availability across different regions, and leveraging digital marketing channels could help Global Foods Pvt Ltd attract and retain a larger consumer base.
        However, the study also acknowledges certain limitations, including the geographic focus primarily on urban and semi-urban areas and the reliance on self-reported data, which might affect the generalizability of the findings. Despite these constraints, the insights gained provide valuable direction for the company’s future marketing and product development strategies.
        In conclusion, by aligning its products and marketing efforts with consumer expectations identified in this study, Global Foods Pvt Ltd can enhance customer satisfaction, improve market share, and achieve sustainable growth. Continuous research and adaptation to emerging consumer trends will be essential for the company to remain competitive in an ever-changing market landscape.
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