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Abstract 

The aim of this research is to understand the 

factors behind coconut oil purchase 

decisions of consumers. Nowadays 

companies make use of various strategies in 

order to attract new customers, retain 

existing customers and differentiate their 

products from those of their competitors.. 

Consumers are now able to compare many 

features in the commodities like quality, 

price and value for money to decide which 

product they want to buy for their needs. 

This paper focus on buying decision of 

consumer towards branded coconut oil 

products were the fastest growing category 

in commodity market. The model aim at 

giving the consolidated brand loyalty scores 

for the different brands. The research 

presents a strategic framework for building 

strong brands in commodity products and 

providing various strategies to increase 

brand awareness and create a loyal 

customer base. The study involved a 

questionnaire administered to 100 

consumers between April 2017 and May 

2017. The consumers were chosen by 

convenience sampling method. 

Keyword: Quality, Price Loyalty, 
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Introduction 

“A brand is a symbol, a word, an object and 

a concept all at one and the same time”. A 

brand is a symbol. A symbol is a sign which 

stands for something in a prospect‟s mind. 

It carries a meaning behind it. Symbols 

work by stimulating the cognitive process. 

The consumer‟s perceptual process is 

nothing but making sense out of these 

symbols present all around him. Brand 

figurative aspects like packaging, colours, 

logos, emblems, design, etc., are signs that  

the marketers use to communicate their 

intentions to the customers. Consumer 

Involvement is said to be study of how 

individuals make decisions on spending 

their available resources (time, money, 

effort) on various consumption-related 

items. The simple definition of consumer 

behavior tells marketers to resolve every 

activity around the ultimate consumer and 

gauge their behavior by specially focus on: 
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Who buys products or Services? How do 

they buy products or services? Where do 

they buy them? How often do they buy 

them? When do they buy them? How often 

do they buy them? These questions will 

help in understanding better what factors 

influence the decision making process of 

the consumers. The decision making 

process identifies the number of people who 

are involved in this process and ascribes a 

role to them –like the user, decider, 

influencer and buyer. 

A consumer product would be loyal to a 

commodity brand, if the person 

repetitiously chooses one brand over the 

sheer infinite choice of others over a period 

of time, understanding and building that 

kind of loyalty is an important task for the 

marketer, especially at the times of fierce 

competition, a loyal customer base helps the 

brands withstand the pressure from 

competitors in the market. Branding has 

been defined in many terms by many 

eminent personalities the most accepted fact 

among them is the only one process that 

was psychological processes. In the present 

competitive business environment 

marketers for commodity products must 

work harder even before to achieve some 

degree of differentiation for their product to 

build strong brands in order to avoid their 

products from being viewed as a basic 

commodity and increase brand awareness 

and loyalty. The benefits of branding 

customers are building a strong market 

share, making huge profit and reduce the 

marketing costs. Customer satisfaction is 

the only factors for bringing about loyalty to 

a commodity brand. Many of the 

manufacturer companies have started 

highlighting their products feature with 

specific brands names in the commodity 

market helping the consumers differentiate 

and choose the precuts which best suited 

their requirements. 

Review of Literature 

Ramachandranet al. (1996) in their study 

found that coconut oil is the most preferred 

oil for edible and toiletry purposes. Higher 

income groups make monthly purchases, 

whereas lower income groups purchase 

weekly. Palm oil is the second preference 

among other edible oils. Homemade oils are 

used because of low cost availability of by-

products and purity. Purchase of other 

edible oils was due to the fluctuations in 

price than health factors.  

Katy and Dipika (1997) in their study 

attempted to analyse consumer‟s purchase 

behaviour over two periods in the cities of 

Mumbai, Calcutta and Delhi. The study 

showed that while segmenting market on 

the basis of consumption pattern of various 

product categories Calcutta seemed to be 

opting for reduced consumption asa way of 
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economizing rather than downgrading on 

product quality.  

Bagozzi and Dholakia (1999) found that 

goals played an essential role in purchase 

behaviour of consumers and can be traded 

in the marketing of durables, non-durables, 

services and even ideas or persons. They 

also pointed out that goals provide a 

conceptual framework for thinking, 

influence decision making and guide 

consumer choice and action.  

Kishore and Nabi (2000) in the study 

“television industry a cut  throat 

competition” opined that durable product 

marketers (including television) do not 

enjoy considerable flexibility in the matter 

of price because of highly competitive 

markets on the one hand and high price 

sensitivity of the major chunk of Indian 

consumers on the other. They also inferred 

that just like price, the consumers attach 

considerable significance to the brand 

image while purchasing a durable product 

like television. Essentially, television is a 

branded product and consumers always go 

for established brand names.  

Need for the Study 

Branding the commodities is not the end of 

the road but it is up to the commodity 

marketers to adapt to the customer‟s 

requirements over time and deliver the 

value in a consistent manner.  The marketer 

of commodity products with the help of 

proper application of marketing mix. 

Preference behavior model clearly indicates 

the high brand loyalty in commodity 

products so the manufacturer can 

concentrate on improving the quality of 

product and build a favourable image. The 

marketers must build their brands based on 

these key factors so that a strong long term 

customer base can be created 

Objectives of the Study 

1. To assess Consumer awareness of brand 

in oil products 

2. To identify factors influencing 

consumer preference in choosing 

coconut oil brands 

3. To examine switching behavior of 

consumers in the coconut oil brands. 

4. To identity the various strategies that 

can be used to retain the customers 

Hypothesis of the Study 

1. Relationship between Age and 

Awareness level 

2. Relationship between Marital status and 

Awareness level 

Research Methodology 

 Both primary and secondary data were 

collected 

 Primary data were collected from the 

households in the city of Chennai 

 Sample size of 100 respondents was 

selected for the survey 

 The sampling technique used to survey 

was convenient sampling 
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 The primary data was collected using the pilot tested questionnaire. 

Analysis 

1. Branding on Product Attributes 
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The above diagram shows that 46% respondents considered that brand name relative to 

desired attribute is “Very important” and 24% respondents “Important” 19% respondent 

answered“to some extent important” and 11% respondents answered “Not at all important”. 

2. Relationship between Age and Awareness level 

Hypothesis 

H0:  There is no significant relationship between Age and awareness level of respondents 

H1:  There is significant relationship between Age and awareness level of respondents. 

Pearson‟s Chi-square test clearly shows that there is a significant relationship between marital 

status and awareness level of respondents (P < 0.5).  

S.no Independent Variable Dependent Variable Test P value 

1 Age Awareness in coconut oil Brand Chi-Square Test 0.010 

Hence, the Null hypothesis is rejected. It was found that most of the people belonging to the age 

group of 26 to 45 years are moiré aware of branded oil followed by the age group of 45 and 

above. Most of the people belonging to the age group of less than 25 years are less aware of 

branded oils. 

3. Relationship between Marital status and Awareness level 

Hypothesis 

H0:  There is no significant relationship between marital status and awareness level of 

respondents 

H1:  There is significant relationship between marital status and awareness level of respondents. 

Pearson‟s Chi-square test clearly shows that there is a significant relationship between marital 

status and awareness level of respondents (P < 0.5).  

S.no Independent Variable Dependent Variable Test P value 

1 Marital status Awareness in coconut oil Brand Chi-Square Test 0.129 

Hence, the Null hypothesis is rejected. It was found that awareness level is high among married 

women than single women 

4. Factors Influencing the Brand Choice 

The Friedman and Kendall test was performed to determine the most influencing factor to prefer 

a particular brand to purchase. In Kendall‟s W Test it found that the most influencing factor is 

quality, next is price followed by brand image. There is high level of concordance among the 

respondents (Kendall‟s coefficient of concordance = 0.636) in ranking the factors. 
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Rank of Brands towards influence Choices 

Factors Mean Rank 

Offers 4.62 

Oil Price 2.32 

Quality 4.62 

Package 3.50 

Availability 4.50 

Brand Image 2.48 

 

S.no Independent Variable Dependent Variable Test P value 

1 Factors Influence coconut oil Brand Chi-Square Test 0.636 

 

5. Gravity and Focus of Each Brand of Coconut Oil 

A different perspective of the market is revealed by comparing the diagonals with the total of 

last purchased this ratio represents the proportion of sales that comes from consumers who 

identify the brands as most preferred and it termed focus. A high gravity ratio signifies that 

consumers feel that the brand is desirable available and has a good value. A high value gravity 

brand indicates that it is relatively not much affected by competitor‟s lower prices or 

promotional offers. A brand with high focus score gets sales monthly from consumers who 

prefer it. The range of the scores should between zero and one. 

Preferred Brand 

Brand Survey 

Parachute 35 

Patanjali 25 

Dabur 20 

Vatika 10 

OilFrame 10 

Gravity and Focus 

Brand Gravity Focus 

Parachute 0.83 0.38 

Patanjali 0.33 1.00 

0.50 0.50 1.00 

Vatika 1.00 0.50 

OilFrame 1.00 0.50 

The gravity score of Parachute is 0.83. it 

denotes the power of the brand to maintain 

consumer who prefer it. A brand with high 

gravity has consumer who are very loyal to 

their favorite brand. Thus Parachute 

converted the 83% of preference into sales. 

Brand preference is built up over time based 

on fairly stable attitudes, but preference 
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alone does not reflect reactions to price or 

to temporary promotions. A high gravity 

ratio indicated that consumers regard the 

brand a desirable available and a good 

value, a brand that is relatively resistant to 

competitive prices or promotions. 

Limitations of the Study 

1. Only one city (Chennai) had been 

considered. Findings might vary according 

to the location, income level, standard of 

living etc. and all of those factors had not 

been considered separately. 

2. Only the descriptive statistics had been 

used to analyze the data, no steps had been 

taken to use inferential statistics. There 

might be some sorts of variance in the 

overall result if it is tested by inferential 

statistical techniques. 

Findings 

 The researcher in this paper studies the 

influence of brands on consumer 

purchase behavior. The today‟s 

customer is very brand conscious. They 

prefer branded products for various 

reasons like good packaging, no 

bargaining, effective quality, 

recommended by particular agency, etc. 

Normally, we find that the only young 

customers were prefer branded products 

but in today‟s scenario, we find that 

there is no any difference between the 

age and gender regarding influence of 

purchase decision of branded products. 

The male and female both are 

recommend the branded products for 

various reasons specially in Coconut oil 

products  

 further findings that the age factor is 

also not influence the purchase of 

branded products. But the frequency of 

young customers related to purchase of 

branded products is more compare to 

another aged group.  

 Today‟s customers were very 

intelligent. They mostly aware about the 

various brands in the market related to 

different products. They prefer branded 

products for gaining various benefits 

like status symbol, good quality, easy 

availability, no bargaining, easy 

complaint against fraud goods and easy 

replacement, benefit of guarantee and , 

etc. 

 The different age groups and different 

gender does not influence the consumer 

buying behavior, mostly customers of 

different age and gender prefer branded 

products. That‟s why the profits of 

companies increasing very rapidly who 

deals in branded products. 

 The brand name is the most important 

factor towards consumer buying 

decision which discussed by various 

researchers. So the importance of study 

this factor is the need of hour.  
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Suggestions 

 From the study it found that brand is the 

most important factor which motivates 

the customer regarding consumer 

purchase decision. So, the companies 

have to more focus on their brand name. 

 The companies should introduce new 

varieties of products for attracting the 

various age group and different gender. 

 India is known as the group of 

„Cultures‟. They have different festivals 

to celebrate. Every festival has their 

own tradition to celebrate. So, the 

companies have opportunity to provide 

different varieties of products in 

different region according to their 

festival tradition to capture the new era 

of competitive market. Because for the 

sake of reputation or status symbol, the 

mostly customers purchased branded 

products for exchanging gifts.  

 The companies have to establish the link 

of their brand name with the customers 

through different sources of 

communication. Because ultimately the 

customer is the only one who buy their 

products which helps the company to 

increase their market share as well as 

profit earning. 

 The companies also focus on the 

different group of incomes of the 

society. There are some people who 

wish to buy branded products but they 

cannot afford it. So the companies plan 

to commence the new range of products 

especially in fast moving consumer 

goods with low price that can be 

afforded by the low income group also. 

 The uniqueness of the product is 

essential for the customer‟s point of 

view. Every time when customer goes to 

market for shopping they find unique 

product from the stock available in the 

market. The companies required to 

introduce the new variety of products 

with time to time so that the link 

between customer and brand will be 

exist permanently.  

 The purchasing decision of customers 

also influenced by advertisement. In 

today scenario, there is a big role of 

advertisement in the market.  

 The company needs to take care of their 

promotional tool of advertisement. 

Because sometimes the impact of 

advertisement adverse the role of 

society as well as market orientation 

which effects the image of a particular 

brand. 

 There are various brands available in the 

market to become the most popular 

brand among the customers. The 

company needs to establish a good 

relation with the customers. 

 To establish a good relation with 

customers, company use the social 
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networking sites platforms. The 

companies make their „accounts‟ or 

make a „page‟ on various social 

networking sites like Facebook, Twitter 

and other social sites to make a link 

with the customers.  

 There are some companies who also 

initiate on this part.With the help of 

social networking sites, the company 

share their important information to the 

customers related to their new products, 

new discount scheme or any other 

incentive schemes, combo offers and 

many more.  

Conclusion 

The purpose of this paper was to create a 

deeper consideration about the influence of 

brand name on purchase especially branded 

coconut oil products. In order to comply 

with this a questionnaire administered 

survey has been conducted among 100 

respondents and data revealed that brand 

name has strong influence on purchase 

decision. From the study it is clear that well 

known branded oil are very famous among 

the people because consumers trust the 

brand name. This also indicates that people 

often purchase well known brand coconut 

oil since they are aware of the brand 

performance perhaps they have a good past 

experience about the brands coconut oil. 

This makes customer‟s become loyal with 

the specific brand. Brand offers superior 

quality of the service up to the customer‟s 

expectation and satisfaction. Further more, 

people are much attached to the branded 

products, as majority of the people purchase 

the branded products with the belief that 

brands show their status and life style in the 

society. The study shows that how coconut 

oil brands companies become successful by 

getting close to the customers and 

processing their coconut oil according to the 

customer‟s needs. The success of 

commodity bands mainly depends on the 

brand strategy based on the effective use of 

product, price, place and promotional tools, 

to provide the true economic value for the 

customers perhaps, the most important and 

effective strategy to influence consumer 

behavior in the product selection is 

emphasizing the “brand name” of the 

products. Brand equity is a set of brand 

assets and liabilities linked to a brand name 

and symbol, which add to or subtract from 

the value provided by a product or service. 

It enhances the customer‟s ability to 

interpret and process information, improves 

confidence in the purchase decision and 

affects the quality of the user experience.  

Further Research Scope 

This study was limited to one industry, 

Coconut oil, and one city Chennai. This 

theme can be extended to other industry like 

consumer durables and other cities of the 

country. Further research can also be 
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conducted on a large scale with large 

sample size considering some more 

variables relevant to the topic. This paper 

only considers descriptive statistical tools 

whereas inferential tools cal also be applied 

in the further research to validate and prove 

the assumption. 
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