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Abstract: Brand is one of indicators of the strength in the heart and minds of customer, brand preference represents which 

brands are preferred under assumption of equality in price and availability. Purchaser brand preference is a fundamental 

advance to comprehend customer decision conduct, and has in this way constantly got incredible consideration from 

marketers. Brand preferences uncover the kind of characteristics a brand possesses, to reinforce its position and increment 

its market share. The objectives of this study on the brand purchase intention for FMCG products. To identify the brand 

awareness for Ruby Food Products private LTD, we conduct a pilot study and through the data make the methodologies to 

measure brand preference are validity, reliability study and factor analysis test. Brand preference has influence the 

customer to make a decision of the brand. 
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INTRODUCTION 

                      Since 1962, the humble beginnings of Ruby Foods has grown into beloved south Indian Beverage brand and is 

working towards expanding its reach nationally. At present we have a strong foothold in 20 districts of Tamil Nadu, 5 prominent 

districts in Kerala, and we are working towards slowly tapping the markets in Andhra Pradesh and Karnataka. 

As consumer tastes developed and changed, Ruby Foods has continued to innovate and meet the demands of consumers for varied 

drinks. From heritage grape fruit recipes introduced by Mr. Srinivisan , the founder of the company, Ruby Foods has been, 

throughout the years, introducing new segments of beverages to fulfill consumer demands. After pioneering in Fruit Juices and 

Flavoured , milk products, that covers Mango, Apple and Lemon Juices in various Packaging Styles; Ruby has introduced a Glucose 

segment of beverages for the growing instant energy drink requirements of the modern fast-paced generation today. 

At Ruby’s, we aspire for the quality of our ingredients to shine. That is why we select and source the finest fruits, nuts, and dairy 

products available. We specialize in making clean, nutritious juice made with integrity and this has helped in strengthening our 

position in Tamil Nadu. The people at Ruby Foods continue to love what they do and work hard to uphold the values of its founder. 

Fast Moving Consumer Goods refers to the consumer products that sell fast and have a relatively low price. FMCG products are 

use of daily basis .They purchase rapidly and consumed so quickly, its market is extremely large. 

Brand preference is one of the most commonly used metrics of brand performance and brand strength, brand preference 

characterizes which brand/product/service is preferred under assumption of equal price and availability. Brand preference can be 

considered an indicator of the effectiveness of the company’s marketing strategies, customer loyalty, and heterogeneity of consumer 

choices. 

OBJECTIVES 

 To study on the brand purchase intention for FMCG products. 

 To identify the brand awareness for RUBY FOOD PRODUCT. 

REVIEW OF LTERATURE 

Brand Preferences of Rural Customers - An Empirical Approach C .Vijayabanu*, R. Renganathan, V. Srinivasakumar, C. Therasa 

and K. Bhuwnesh Skanth  

All the FMCG companies are penetrating towards rural markets in India, because of the lifestyle and purchase behaviors.  The 

major findings are out of the six factors of brand preference – Relationship, Consistent, Usage, Availability, Reliable, Efficiency, 

Value towards purchase intention of rural customers towards FMCG goods explained in the model, Reliable (B = 14.6%), Value 

(B = 27.2%) are statistically significant in predicting the purchase Intention.  

Airline brand equity, brand preference, and purchase intentions— The moderating effects of switching costs Ching-Fu Chen_, Yu-

Ying Chang This study examines the relationships between brand equity, brand preference, and purchase intentions on international 

air passengers’ decisions in Taiwan. The findings indicate positive relationships between brand equity, brand preference, and 

purchase intentions with a moderation effect of switching cost affecting the relationship between brand equity and purchase 

intentions.  2007 Elsevier Ltd. All rights reserved. 
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METHODOLOGY 

 

DATA COLLECTION 

 

                   The specialist reached the respondents actually with solid and steady successively master minded questionnaire. The 

questionnaire arranged, was isolated into two sections, of which section one was utilized to assemble segment subtleties of the 

respondents doing incautious purchasing and the second was identified with client inclinations for the different qualities of the item 

accessible. Data analysis was conduct by using SPSS tool. 

 

TABLE 1: RELIABILITY STATISTICS 

 

Reliability Statistics 
Cronbach's Alpha No of Items 

.727 25 

              Source : Based on Primary data 

The reliability statistics(Cronbach’s Alpha) of  the questionnaire has a value of  

Further, data were collected and analyzed through the pilot study. In this study the frequency of data were interpreted. 

       

FACTORS ANALYZES 

TABLE :2 

Communalities 
 Initial Extraction 

Age 1.000 .844 

Gender 1.000 .689 

Occupation 1.000 .685 

frequency_of_consumption 1.000 .740 

Occasions 1.000 .738 

induces_to_buy 1.000 .792 

flavour_like 1.000 .876 

temperature_do_you_prefer 1.000 .816 

Packages 1.000 .678 

family_size 1.000 .717 

 

              DEMOGRAPHIC PROFILE 

TABLE : 1 AGE 

 

                Age 

Frequency of 

respondent 

Percent of 

respondent 

 10 -20 13 39.4 

20-30 12 36.4 

30-40 4 12.1 

above 40 4 12.1 

Total 33 100.0 

 

          From the above table age percentage were calculated .The most of  the respondents are in the age group  peoples of 10-20 

(39.4 %).However 36.4% of the respondents are in the age group peoples of 20-30.And another two groups of peoples (30-40)&40 

above are 12.1%. 

 

 

TABLE :2 GENDER 

 

          Gender 

Frequency of 

respondent 

Percent of 

respondent 

 male 18 54.5 

female 15 45.5 

Total 33 100.0 

 From the above gender percentage were calculated. The most of the respondents are males 54.5% and females 45.5%.Hence it can 

be inferred that male respondents outnumber the females. 
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Occupation 

Frequency of 

respondents 

Percent of 

respondents 

 student 14 42.4 

housewife 3 9.1 

business 6 18.2 

employee 10 30.3 

Total 33 100.0 

 

From the occupation table percentage were calculated .Students were give majority respondents 42.2% Employee respondents 

30.3% then business men 18.2% and housewife 9.1% 

TABLE: 4 FAMILY SIZE 

 

       Family size 

Frequency of 

respondents 

Percent of 

respondents 

 small 16 48.5 

medium 11 33.3 

large 6 18.2 

Total 33 100.0 

  

From the above table family size were calculated. The most  of the respondents are small family size 48.5% Medium family size 

were 33.3 %of respondents and large family size 18.2%. 

 

FACTORS INFLUENCING BRAND PREFERENCE 

 

TABLE :5 FREQUENCY OF CONSUMPTION 

 

     Frequency of                          

consumption 

Frequency of 

respondents 

Percent of 

respondents 

 Daily 13 39.4 

2-4times 8 24.2 

once in week 12 36.4 

Total 33 100.0 

 

From the table 5 Frequency of consumption were calculated. The daily consumption people were majority respondents 39.4% and 

2-4 times(24.2 %) respondents people less than once in week (36.4%)consumption people. 

 

TABLE :6 INDUCE TO BUY 

 

      Induce to buy 

Frequency of 

respondents 

Percent of 

respondents 

 price with quality 14 42.4 

health drinks 2 6.1 

Taste 9 27.3 

advertisement 8 24.2 

Total 33 100.0 

 

From the above table which factors are influence to buy the brand products were calculated. The most of people respondents towards 

price with quality 42.4% , 27.3% of taste ,24.2% of advertisement and health drinks6.1% 

 

TABLE :7 FLAVOUR LIKE MOST 

 

   Flavour like most 

Frequency of 

respondents 

Percent of 

respondents 

 Badam 10 30.3 

rose milk 11 33.3 

milkshakes 7 21.2 

Juices 5 15.2 

Total 33 100.0 

http://www.ijrti.org/


           © 2020 IJRTI | Volume 5, Issue 2 | ISSN: 2456-3315 

IJRTI2003002 International Journal for Research Trends and Innovation (www.ijrti.org) 10 

 

 

 From the above table flavor of products percentage were calculated. The most preference of product percentage is 33.3% rose milk, 

second badam 30.3%,third milkshakes 21.2% and then juices 15.2%. 

 

TABLE: 8 TEMPERATURE 

 

             Temperature 

Frequency 

of respondents 

Percent of 

respondents 

 Chill 27 81.8 

Room temperature 6 18.2 

Total 33 100.0 

From the above table percentage of temperature of the product customer prefer were calculated. The majority of the people 

respondents chill (81.8%) and room temperature (18.2%) 

 

TABLE :9  PACKAGES 

 

            Packages 

Frequency of 

respondents 

Percentage of 

respondents 

 pet bottles 19 57.6 

glass bottles 14 42.4 

Total 33 100.0 

 

From the above table percentage of packages were calculated. The most of  the respondents are pet bottles57.6% and glass bottles 

42.4% 

 

FINDINGS: 

1.The most of the age groups 10-20 people respondents more intention to purchase Ruby Food Products  more than adults. 

2.The male respondents are showing the buying preference is for effective than female respondents in Ruby Food Products. 

3. They prefer the FMCG products to buying towards their occupation and income. 

4.Most of the respondents are needs valuable price and quality. 

5.The taste of the product induces the most of the respondents . 

6.Brand has many flavour milk and fruit drinks so the customer satisfied and prefer the band 

of Ruby. 

7.The Ruby band packaging is best in pet bottles more than glass bottle. 

8.Most of the respondents are in rose milk and badam frequently. 

 

Conclusion 
 The study of the brand preference towards the Ruby Food Products helps to identify the consumer brand preference in the markets. 

The brand may found many consumer through a innovative ideas offer, attractive promotions. The importance of the study  is 

preference towards the particular brand. In the local area RubyFoodProducts were loyal brand in Madurai. 
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