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Abstract: The main objective of the study is to identify various factors influencing consumer purchase and their frequency 

of purchase towards cavinkare products. A pilot study was conducted in Trichy through a structured questionnaire. Data 

collection includes demographic information and factors influencing the consumer purchase towards Cavinkare products. 

The statistical tools used for this research is Percentage analysis.   
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INTRODUCTION  

               Mr. CK Ranganathan, the Founder Chairman of CavinKare, was found out Chik India in 1983 with an initial investment 

of Rs. 15,000 and Chik Shampoo as his introductory product. The Chik India was renamed as Beauty Cosmetics Pvt. Ltd. in 1990 

and was subsequently named as CavinKare Pvt. Ltd. in 1998. 

 Cavinkare Private Limited initially manufactures personal care products, then Transformed from a pure personal care product to a 

FMCG (Fast Moving Consumer Goods) conglomerate expertly in Dairy, Snacks, Food, Beverages and Professional Care business. 

They have Single R&D center focuses on development of differentiated, innovative and proprietary products for all businesses. 

 Consumer preference is an individual consumer taste and is measured by utility of a product. The Consumer 

preference got vary from one individual to another individual. It is a ranking of products according to the level. 

 

OBJECTIVE OF THE STUDY 
i. To know the consumer preference among the Cavinkare product category and buying behaviour of the consumer.  

ii. To identify the factors influencing the consumer purchase towards Cavinkare products. 

 

SCOPE OF THE STUDY 

     

i. It can be used to understand the customer’s preference and expectations, and consumer buying behaviour towards the 

Cavinkare products.  

 

LIMITATIONS OF THE STUDY 
i. The area of the study is confined to Trichy region. 

ii. The survey sample is limited to 30 respondents only. 

iii. Information obtained from the respondents may be affected by personal bias. 

 

REVIEWS OF LITERATURE 

 

           Sohail Younus, Faiza Rasheed & Anas Zia conduct a study on  Identifying the Factors Affecting Customer Purchase Intention 

(2015). This study learns and contributes the factors that affect customer purchase intention. The purpose of this study is to observe 

the effect of independent variable (customer knowledge, purchase intention, celebrity endorsement and perceived value) on 

dependent variable (purchase intention). The study describe that the relation between dependent variable have significant 

relationship with purchase intention. The results of this study shows that perceived value, customer knowledge, celebrity 

endorsement have significant relationship with purchase intention. 

  

             Ms.M.Gomathi , Ms.R.Gomathi, A Study On Consumer Preference Towards Selected Fmcg Personal Care products In 

Erode Town,Tamilnadu(2013). The purpose of this study is to examine the consumer preference on personal care products in FMCG 

sector and to study the factors which influencing them to prefer a particular product of Fast Moving Consumer Goods (FMCG).The 

taste and preferences of consumer are changed often. Every customer in the market has his/her own Brand Preferences. Customers 

will be looking for certain attributes before purchasing the products i.e., FMCG.  

 
 

Cemal Zehir, Azize  Sahin, Hakan Kitapç, Mehtap Ozsahin The Effects of Brand Communication and Service Quality In Building 

Brand Loyalty Through Brand Trust; The Empirical Research On Global Brands (2011),this study was designed to investigate the 

effects of brand communication, service quality on brand loyalty. They conclude that the brand communication and service quality 

has a positive effects on brand trust and the brand trust has the positive effects on brand loyalty.  
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Mrs.S.Sangeetha, P. Sri Padma Abirami Customer Satisfaction Towards ITC Products (2016).They conclude Gender, marital 

status, educational qualification, occupational status, monthly income, type of family, have significant influence on type of product 

purchasing. Age, educational qualification, Marital status, Occupational status, monthly income, and 

type of family have significant influence on spending for purchase a ITC product monthly. 

 

  Nithya L, Durai Eswari S conduct a study on consumers satisfaction towards Himalaya products with special reference to 

dharapuram town(2016), this study is to identify the consumer satisfaction level and the problems faced by the respondents while 

using Himalaya products. Finding of the study reveals that there is no significant relationship between age, gender, educational 

qualification, monthly income, marital status and level of satisfaction of Himalaya product. 

 

                Dr.A.Nallasivam, Factors Influencing The Consumer Satisfaction Towards FMCG Products In Erode(2019) his study 

was to  examine the factors influencing the consumer satisfaction towards FMCG products in Erode. According to him the most 

influencing factor that affects the buying decision of the consumers is still the price, followed by quality and then easy availability. 

it is concluded that  the age, frequency of purchase and period of using increases their satisfaction on FMCG products also positively 

increases. 

RESEARCH METHODOLOGY 

 

                 Descriptive research is done in this research. The universe of the population includes the respondents who are the 

consumers of Cavinkare products, in Trichy. The samples were selected among the consumers of Cavinkare products, with reference 

to Trichy. By using Convenience sampling technique (i.e. Non-probability sampling technique), the samples were chosen. The 

primary data were collected using structured questionnaire. 

RELIABILITY TEST 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.719 30 

 

  The reliability test Cronbach’s Alpha test has value above 7. i.e.  7.19 so the   study can be conducted. 

FACTOR ANALYSIS 

Communalities 

 Initial Extraction 

Education 1.000 .875 

Age 1.000 .833 

Occupation 1.000 .902 

Monthly income 1.000 .909 

Know about 1.000 .865 

Hair care 1.000 .803 

Food and snacks 1.000 .881 

Dairy & Beverages 1.000 .925 

Frequency of purchase 1.000 .734 

Factors influence 1.000 .697 

Buy 1.000 .844 

How long 1.000 .793 

Amount spend per month 1.000 .890 

Extraction Method: Principal Component Analysis. 

  

STATISTICAL TOOLS 

 

The data obtained were analysed by following tools: Percentage analysis. 
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 DATA ANALYSIS AND INTERPRETATION  

 PERCENTAGE ANALYSIS  

Percentage analysis is one among of the descriptive statistical measures used to describe the characteristics of the sample or 

population in total.  

DEMOGRAPHIC PROFILE OF THE RESPONDENT 

 Gender wise classification 

 The respondents are classified in accordance with their gender and presented in the following table.  

                           Table. 1  

Gender Frequency Percentage 

Male 10 33 

Female 20 67 

Total 30 100 

Source: Primary Data  

Table 1 shows that 33 percent of the respondents are male and the remaining 67 percent of the respondents are female. 67 percent 

the majority of respondents are female. 

Age wise classification  
The respondents are classified accordance with their age and shown in the following table.      

                                                Table. 2 

Age Group Frequency Percentage 

10 – 20 4 13 

21 – 30 14 47 

31 – 40 7 23 

Above 40 5 17 

Total 30 100 

Source: Primary Data  

Table 2 reveals the age wise classification of the respondents. 13 percent of respondents fall under the age of 10 yrs – 20 yrs. As 

high as 47 percent of the respondents are in the age group of 21 yrs - 30 yrs. However, 23 percent of the respondents are in the age 

group of 31 yrs - 40 yrs. About 17 percent of the respondents fall in the age category of above 40 years. Hence it can be concluded 

that as high as 47 percent of the respondent’s age fall in the category of 21yrs - 30 yrs. 

Education Qualification  

The following table 3 show the classification of the respondents with their levels of educational qualification. 

                               Table.3  

 

Source: Primary Data  

From the table 3 it is found that 13 percent of the respondents are up to Higher secondary. About 57 percent of the respondents are 

undergraduate and 30 percent are postgraduate.  

Occupation  

The respondents are classified in accordance with their occupation and shown in the following table 4. 

                         Table. 4 

 

Source: Primary Data 

From the above table 4 it is found that majority 63 percent of respondent fall under the category of student and 7 percent are private 

employees and 20 percent are government employees and 10 percent are home maker.  

Marital Status  

The following table 5 show the classification of the respondents with their marital status. 

                                  Table. 5 

Marital Status Frequency Percentage 

Married 9 30 

Unmarried 21 70 

Total 30 100 

Source: Primary Data 

 

Majority 70 percent of respondents are unmarried and remaining 30 percent respondents are married. 

Qualification Frequency Percentage 

Higher Secondary 4 13 

UG 17 57 

PG 9 30 

Total 30 100 

Occupation Frequency Percentage 

Student 19 63 

Private employee 2 7 

Government employee 6 20 

Home maker 3 10 

Total 30 100 

http://www.ijrti.org/


           © 2020 IJRTI | Volume 5, Issue 3 | ISSN: 2456-3315 

IJRTI2003004 International Journal for Research Trends and Innovation (www.ijrti.org) 21 

 

CONSUMER PREFERENCE AND PURCHASE BEHAVIOUR TOWARDS CAVINKARE PRODUCT 

 

Consumer preference towards Cavinkare product 

               There are more product category in the Cavinkare product such as Personal care, Dairy, Food & Snacks, Beverages. Every 

consumer will not use all the category of the product. So consumer preference is studied category wise.   

Hair care product  

The table 6 show the respondent preference of hair care products. 

                             Table.6 

Hair care products Frequency Percentage 

Chik 7 23 

Nyle 2 7 

Meera 10 33 

Karthika 6 20 

None 5 17 

Total 30 100 

   Source: Primary Data 

 From the above table 6, it is found that 23 percent of respondents use Chik. Only 7 percent of respondents use Nyle. 33 

percent of respondents use Meera. 20 percent use Karthika. 5 percent of respondents were not using hair care product of Cavinkare 

but they may use another product category of Cavinkare. 

          

Food &Snacks 

 The below table 7 show the respondents preference with reference to food and Snacks.  

    Table.7 

Food & snacks Frequency Percentage 

Ruchi 11 37 

Chinni’s 8 26 

Garden 2 7 

None 9 30 

Total 100 100 

  Source: Primary Data 

                The above table 7 show that 37 percent of respondents prefer Ruchi. 26 percent of respondents use Chinni’s. Only 7 

percent of respondents prefer Garden and no one prefers the Hema’s. 30 percent of respondents do not prefer any Food and snacks 

of Cavinkare. 

 

Dairy & Beverages 

    The upcoming table 8 show the respondent preference towards Dairy & Beverages. 

                                         Table.8 

Dairy & Beverages Frequency Percentage 

Cavin’s milkshake 15 50 

Maa 6 20 

Pink of health 1 3 

Chillout 2 7 

None 6 20 

Total 30 100 

  Source: Primary Data 

From the above 8 table it is found that 50 percent of respondents prefer Cavin’s Milkshake. 20 percent prefer Maa. Only 3 percent 

of respondent prefer Pink of health. 7 percent prefer Chillout. 20 percent does not prefer these Dairy and Beverages.  

 

Average amount spends on Cavinkare products for each month  

 The sample respondents are classified based on average amount spend on Cavinkare products for each month. It is presented in the 

following table.  

 

                                  Table.9 

Average amount spend Frequency Percentage 

Below 200         11            37 

200 – 500         15             50 

500 – 700           3             10 

700 – 1000           1              3 

Total          30            100 

Source: Primary Data 
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Table 9 reveals the average amount spend on Cavinkare products for each month. 37 percent of the respondents spend about is 

below Rs.200. 50 percent of respondents spend about Rs.200- Rs.500. 10 percent of the respondents are Rs.500 – Rs.700. 3 percent 

of the respondents are Rs.700 – Rs.1000. Hence it can be concluded that as high as 47 percent of the respondents are Rs.200 – 

Rs.500 Average amount spend on Cavinkare product for each month. 

 

Preference place of purchase  

The sample respondents are classified according to the place of purchase of Cavinkare product. It is presented in the following 

table.  

     Table.10 

Place of purchase Frequency Percentage 

Departmental store 4 13 

Grocery shop 10 33 

Super market 5 17 

Convenient store 11 37 

Total 30 100 

Source: Primary Data 

 

Table 10 reveals that 13 percent of the respondents are purchasing the cavinkare product in Departmental store. 33 percent of the 

respondents are purchased in Grocery shop. 17 percent of the respondents purchase in Super market. 37 percent of respondents are 

purchased in convenient store.  Hence it can be concluded that as high as 37 percent of the respondents are place of preference for 

purchased is convenient store. 

FACTORS INFLUENCING PURCHASE OF CAVINKARE PRODUCTS AND PATTERN OF PURCHASE. 

 

Factors influencing the consumer purchase decision 

The below table gives the factors that influence the consumer purchase.  

 

                                               Table.11         

    

   

 

 

 

 

 

 

Source: Primary Data 

 

From the above table 11 it is concluded that the 27 percent of respondents are influenced by the quality of the product. 20 percent 

of respondents are influenced by price. 40 percent of respondents are influenced by brand image. 10 percent are influenced by 

availability and remaining the 3 percent are influenced Variety. 

Frequency of consumption 
The below table 12 show the frequency of consumption of respondent. 

                          Table .12 

Frequency of consumption Frequency Percentage 

Daily 4 13 

2 – 3 times a week 8 27 

Once in a week 12 40 

Once in a month 2 7 

Rarely 4 13 

Total 30 100 

Source: Primary Data 

 

According to the survey 13 percent respondent use the product daily. 27 percent of respondent use the product 2 – 3 times a week. 

40 percent of respondent use the product once in a week. 7 percent of respondent use once in a month. 13 percent of respondent use 

rarely.     

Duration of Consumption 

The upcoming table 13 show the duration of consumption of the respondent. How long the respondents are using the product. 

                          Table. 13 

Duration Frequency Percentage 

Less than1 year 4 13 

1 to 3 year 9 30 

3 to 5 year 5 17 

Influencing Factors  Frequency Percentage 

Quality 8 27 

Price 6 20 

Brand image 12 40 

Availability 3 10 

Variety 1 3 

Total 30 100 
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5 to 10 years 8 27 

Above 10 years 4 13 

 Total   30 100 

Source: Primary Data 

 

The table 13 revels that there are 13 percent of consumer using the product less than 1 year. 30 percent of consumer using the 

product one to three years. 17 percent of consumer use the product between three to five years. 27 percent of consumers use the 

product between five to 10 years. 13 percent of consumer use the product above 10 years.  

FINDING OF THE STUDY 

    The following are the major finding from the analysis 

i. Of the total respondents, 67 percent of the respondents are female. 

ii. Majority 47 percent of Respondents fall under the age category between 21-30 years of age. 

iii. Majority 63 percent of the respondents are Student. 

iv. 57 percent of respondents are undergraduate. 

v. Majority 70 percent respondents are unmarried. 

vi. Majority 33 percent of respondent prefer Meera. 

vii. Majority 37 percent of respondent prefer Ruchi. 

viii. 50 percent of majority respondent use Cavin’s Milkshake. 

ix. 50 percent of respondents monthly spend 200 – 500 as an average amount. 

x. 37 percent of respondents are preferred convenient store. 

xi. 40 percent of respondents are influenced by Brand image. 

xii. 40 percent of respondents use the product once in week. 

xiii. 30 percent of respondents use the Cavinkare product for 1 to 3 years. 

 

SUGGESTIONS 

i. The study proves that male shop less in compared to female especially in Personal care product. So more attention should 

be pay for the male segments. 

ii. There is less awareness about the Beverages such as Pink of Health and chillout and Food and Snacks such as Garden and 

Hema’s to the respondent. So, more advertisement should be given to those beverages and Food and Snacks. 

iii. The Company may provide more discount for their product. This may increase the number of consumers. 

iv. Quantity of the Cavinkare product to be increased with the prevailing price rate. 

 

CONCLUSION 

              

  Cavinkare with 28 years of experience in 22 countries with 16 brands. They have good brand image and has excellent marketing 

strategy. They target all group of people and produce product to each segment separately. In addition, the company may attract its 

consumers by providing many free gifts related to their products to maintain and improve a long run market. If the above suggestions 

are implemented, the company will reach a highest target in the near future. 
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