
Chapter Contents Page No 

I Introduction and Design of The Study 1 

 1.1. Preamble 1 

 1.2. History of Sales Promotion 2 

 1.3. Meaning of Sales Promotion 3 

 1.4. History of Vegetable and Edible Oils Used for Cooking in 

India 

4 

 1.5. World Consumption of Vegetable Oils 5 

 1.6. Importance of Edible Oils 6 

 1.7. Indian Economy 7 

 1.8. Indian Edible Oil Industry 7 

 1.8.1. Production of Edible Oil in India 8 

 1.8.2 .Consumption of Edible Oil in India 8 

 1.8.3 .Consumption Factors in India 9 

 1.8.4. Imports of Edible Oil in India 9 

 1.9. Nutritional and Health Concerns about Edible Oils 11 

 1.10. Need and Importance of this Study 12 

 1.11. Statement of the Problem 13 

 1.12. Objectives of the Study 14 

 1.13. Hypothesis 14 

 1.14. Research Methodology 14 

 1.14.1. Type of Research 15 

 1.14.2. Sources of Data 15 

 1.14.3. Primary Data 15 

 1.14.4. Secondary Data 15 

 1.15. Instruments for Data Collection 16 

 1.15.1. Questionnaire 16 

 1.15.2. Interview 17 

 1.16. Research Methods 17 

 1.16.1. Survey Method 17 



 1.17. Sampling 18 

 1.18. Sampling Methodology Used in this Research 18 

 1.19. Selection of Area for the Study 18 

 1.19.1. Selection of Villages 19 

 1.19.2. Selection of Respondents 20 

 1.19.3. Descriptive Analysis of the Sample 21 

 1.19.4. Tools and Techniques for Data Collection 21 

 1.19.5. Personal Interview through Structured Interview 

Schedule (SIS) 

21 

 1.19.6. Focus Group Discussion (FGD) 21 

 1.20. Data Analysis and Interpretation 22 

 1.21. Period of the Study 22 

 1.22. Scope of the Study 22 

 1.23. Limitations of this Study 22 

 1.24. Details of Questionnaire Used 23 

 1.25. Statistical Tools Used 23 

 1.26. Chapter Scheme 23 

 References 24 

II Review of Literature 26 

 2.1. Introduction to Review of Literature 26 

 2.2. Literature Pertaining to Consumer behaviour and Sales 

Promotion 

26 

 References 41 

III Conceptual Frame Work of Consumer Behaviour and Sales 

Promotion 

46 

 3.1. Meaning of Consumer Behaviour 46 

 3.2. Marketing Strategy and Consumer Behaviour 46 

 3.2.1. Marketing Analysis 46 

 3.2.2. Consumer 47 

 3.2.3. The External Analysis (Company) 47 

 3.2.4. Competition 48 



 3.2.5. Condition 48 

 3.2.6. Marketing Segmentation 48 

 3.2.7. Identify Product Related Needs (Need Set) 48 

 3.2.8. Group Customers with Similar Need Sets 48 

 3.2.9. Describe Each Group based on Demographic and 

Psychographic Characteristics 

48 

 3.2.10. Select Target Market 49 

 3.2.11. Marketing Strategy 49 

 3.2.12. Product 50 

 3.2.13. Price 50 

 3.2.14. Distribution 50 

 3.2.15. Communication (Promotion) 50 

 3.2.16. Service 50 

 3.2.17. Consumer Decision Process 50 

 3.2.18. Problem Recognition 50 

 3.2.19. Information Search-Internal, External 51 

 3.2.20. Alternative Evaluation 51 

 3.2.21. Purchase Decision 51 

 3.2.22. Post Purchase behaviour 51 

 3.3. Factors Influencing the behaviour of Buyers 52 

 3.4. Types of Buying behaviour 52 

 3.4.1. Complex Buying behaviour 52 

 3.4.2. Habitual Buying behaviour 53 

 3.4.3. Variety Seeking Buying behaviour 53 

 3.4.4. Dissonance Reducing Buying behaviour 53 

 3.4.5. Black Box Model of Consumer Behaviour 53 

 3.5. Different Segments of Indian Consumers 54 

 3.5.1. The Socialites 54 

 3.5.2. The Conservatives 55 

 3.5.3. The Working Women 55 

 3.5.4. India’s Rich 55 



 3.6. Five Myths of Consumer Behaviour 56 

 3.6.1. Myth 1: Consumers behave the Same in All Markets 56 

 3.6.2. Myth 2: The More Consumers see it, the More  

       Successful it Will Be 

57 

 3.6.3. Myth 3: If I’ll Use it, My Users will 58 

 3.6.4. Myth 4: Consumers will Find a Product’s Value 58 

 3.6.5. Myth 5: Consumers Want More Features 59 

 3.7. Knowledge of Consumers 60 

 3.7.1. Consumer Behaviour Approaches 60 

 3.8. Influence of Culture on Consumer Behaviour 62 

 3.8.1. Psychology of Consumer Behaviour 63 

 3.8.2. Business Anthropology in Consumer Behaviour 64 

 3.8.3. Consumer Behaviour Attitude 64 

 3.9. Consumer Behaviour Model 65 

 3.10. Sales Promotion 67 

 3.10.1. Objectives of Sales Promotion 68 

 3.10.2. The Important Sales Promotion Methods 68 

 3.10.3. Consumer Sales Promotion Techniques 70 

 3.10.4. Point-of-sale Displays 71 

 3.10.5. Electroluminescent Point of Purchase Signs 71 

 3.10.6. Trade Sales Promotion Techniques 71 

 3.11. Political Issues 72 

 3.12. Sales Promotion Strategies 72 

 3.13. Sales Promotion: Advantages & Disadvantages 73 

 3.14. Promotion and Monetary Savings 73 

 3.14.1. Promotion and Consumption 74 

 3.14.2. Sales Promotion and Consumer Response/   

Preference 

74 

 3.15. Conclusion 74 

 References 74 

   



IV Socio-Economic Profile and Behaviour of The Consumers-an 

Analysis 

78 

 4.1. Definition of Demographic Factors 78 

 4.1.1. Meaning of Demographic Factors 78 

 4.1.2. Demographic Profiles in Marketing 78 

 4.1.3. Demographic Indicators 79 

 4.2. Level of Education 81 

 4.3. Community 82 

 4.4. Religion 84 

 4.5. Type and Size of Family 85 

 4.5.1. Occupation 87 

 4.6. Family Annual Income 89 

V Preference for Sales Promotional Activities–an Analysis 126 

 5.1. Comparison of Rank between Sales Promotion Availed and 

Preferred 

132 

 5.2. Opinion 134 

 5.3. Judgment 139 

 5.4. Factor Analysis 147 

 5.5. Communalities 148 

VI Summary of Major Findings, Suggestions and Conclusions 157 

 6.1. Major Findings of the Study 157 

 6.1.1. Gender of the Respondents 157 

 6.1.2. Age of the Respondents 157 

 6.1.3. Education Level of the Respondents 157 

 6.1.4. Community of the Respondents 158 

 6.1.5. Religion of the Respondents 158 

 6.1.6. Marital Status of the Respondents 158 

 6.1.7. Family Size of the Respondents 158 

 6.1.8. Type of Family of the Respondents 158 

 6.1.9. Occupation Status of the Respondents 158 

 6.1.10. Family Annual Income of the Respondents 158 



 6.2. Place of Purchase of Cooking Oil by the Respondents 158 

 6.2.1. Type of Oil Purchased by the Respondents 159 

 6.3. Quantity of Oil Purchased by the Respondents 159 

 6.3.1. Quantity of Sunflower Oil Purchased by the 

Respondents 

159 

 6.3.2. Quantity of Sesame Oil Purchased by the 

Respondents 

159 

 6.3.3. Quantity of Palm Oil Purchased by the Respondents 160 

 6.3.4. Quantity of Vanaspathi Purchased by the 

Respondents 

160 

 6.3.5. Quantity of Olive Oil Purchased by the Respondents 160 

 6.3.6. Quantity of Ground Nut Oil Purchased by the 

Respondents 

160 

 6.3.7. Quantity of Coconut Oil Purchased by the 

Respondents 

160 

 6.3.8. Quantity of Rice Bran Oil Purchased by the 

Respondents 

161 

 6.3.9. Quantity of Other Oil Purchased by the 

Respondents 

161 

 6.4. Brand of Cooking Oil Purchased by the Respondents 161 

 6.4.1. Brand of Sunflower Oil Purchased by the 

Respondents 

161 

 6.4.2. Brand of Sesame Oil Purchased by the Respondents 161 

 6.4.3. Brand of Ground Nut Oil Purchased by the 

Respondents 

161 

 6.4.4. Brand of Vanaspathi Purchased by the Respondents 161 

 6.4.5. Brand of Olive Oil Purchased by the Respondents 162 

 6.4.6. Brand of Palm Oil Purchased by the Respondents 162 

 6.4.7. Brand of Coconut Oil Purchased by the Respondents 162 

 6.4.8. Brand of Rice Bran Oil Purchased by the 

Respondents 

162 

  



 6.5. Duration of Usage of Branded Oil Currently Purchased by 

the Respondents 

162 

 6.5.1. Duration of Usage of Branded Sunflower Oil 

Currently  Purchased by the Respondents 

162 

 6.5.2. Duration of Usage of Branded Sesame Oil Currently 

Purchased by the Respondents 

163 

 6.5.3. Duration of Usage of Branded Palm Oil Currently 

Purchased by the Respondents 

163 

 6.5.4. Duration of Usage of Branded Vanaspathi Currently  

Purchased by the Respondents 

163 

 6.5.5. Duration of Usage of Branded Olive Oil Currently 

Purchased by the Respondents 

163 

 6.5.6. Duration of Usage of Branded Ground Nut Oil 

Currently Purchased by the Respondents 

163 

 6.5.7. Duration of Usage of Branded Coconut Oil 

Currently Purchased by the Respondents 

163 

 6.5.8. Duration of Usage of Branded Rice Bran Oil 

Currently  Purchased by the Respondents 

164 

 6.6. Effect of Brand Preference on Cooking Oil Customers 164 

 6.6.1. Effect of Brand Preference on Rural Cooking Oil 

Customers 

164 

 6.6.2. Effect of Brand Preference on Urban Cooking Oil  

Customers 

164 

 6.7. Frequency of Purchase Made by the Respondents 164 

 6.8. Preference to Change the Current Cooking Oil by the 

Respondents 

165 

 6.8.1. Oil Preferred for Change by the Respondents 165 

 6.8.2. Frequency Time for Change by the Respondents 165 

 6.8.3. Persons Influencing the Respondents to Change the 

Cooking Oil 

165 

 6.8.4. Level of Satisfaction with the Cooking Oil 165 

 6.8.5. Opinion of the Respondents About the Price of the 

Cooking Oil 

165 



 6.9. Preference for Sales Promotional Activities by the 

Respondents 

165 

 6.9.1. Sales Promotion Availed by the Respondents 166 

 6.9.2. Similarities and Differences between Sales 

Promotions Availed and Preferred by the 

Respondents 

166 

 6.9.3. Similarities and Differences between Sales 

Promotions Availed and Preferred by the Rural 

Respondents 

166 

 6.10. Similarities and Differences between Sales Promotions 

Availed and Preferred by the Urban Respondents 

166 

 6.11. Opinion of the Respondents about the Free Samples 167 

 6.11.1. Opinion of the Respondents About the Coupons 167 

 6.11.2. Opinion of the Respondents About the Trading or 

Bonus Stamp 

167 

 6.11.3. Opinion of the Respondents About the Price 

Contests 

167 

 6.11.4. Opinion of the Respondents About the Free Bies 167 

 6.11.5. Opinion of the Respondents About the Cash 

Discount 

167 

 6.11.6. Opinion of the Respondents About the Extra 

Quantity 

167 

 6.11.7. Opinion of the Respondents About the Premium  167 

 6.11.8. Opinion Rank Obtained by the Sales Promotion 168 

 6.12. Judgment of the Respondents about the Sales Promotion 

Activity 

168 

 6.12.1. Purchase Made by the Respondents Induced by the 

Sales  Promotion 

168 

 6.12.2. Overall Opinion About the Sales Promotion by the 

Respondents 

168 

 6.12.3. Result of LMR Analysis for Opinion on Overall Sales  

Promotion Activities 

168 



 6.13. Media Preferred by the Respondents to know About the 

Sales Promotion Scheme 

168 

 6.14. Reasons Given by the Respondents for the Purchase of This 

Particular Brand of Cooking Oil 

169 

 6.15. Reasons Given by the Respondents for the Purchase of This 

Particular Brand of Cooking Oil 

169 

 6.16. Suggestions 169 

 6.17. Area for Further Research 170 

 6.18. Conclusions 170 

 Bibliography  

  


