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Abstract-.This research paper examines the impact of product attributes on consumer purchase intention for processed 

food products in Chhattisgarh, India. The study aims to understand the factors that influence consumers' decisions when it 

comes to purchasing processed food products and to provide insights for developing effective marketing strategies for 

food processing enterprises in the region. 

The research utilizes a questionnaire-based survey to collect data from a representative sample of consumers in 

Chhattisgarh. The questionnaire includes statements related to various product attributes such as variety, quality, brand, 

packaging, and sizes. Participants are asked to rate their level of agreement or disagreement with these statements on a 7-

point Likert scale. 

The collected data is analyzed using statistical techniques to determine the relationship between product attributes and 

consumer purchase intention. The results shed light on which attributes have a significant impact on consumers' 

willingness to purchase processed food products in Chhattisgarh. 

Findings from this study will contribute to a deeper understanding of consumer preferences and behavior in the context of 

processed food products in Chhattisgarh. The research will enable food processing enterprises to identify key product 

attributes that can be leveraged to attract and retain customers. Furthermore, the study will provide valuable insights for 

designing targeted marketing strategies tailored to the unique needs and preferences of consumers in Chhattisgarh. 

By bridging the gap between consumer expectations and marketing efforts, this research aims to enhance the 

competitiveness of food processing enterprises and contribute to the sustainable growth of the processed food industry in 

Chhattisgarh. 

 

Index Terms- Processed food products, consumer behavior, purchase intention, product attributes, variety, quality, brand, 

packaging, sizes, Chhattisgarh, India, marketing strategies, consumer preferences.  

 

I. INTRODUCTION 

The processed food industry has undergone significant growth and transformation in recent years, fueled by shifting 

consumer preferences and evolving lifestyles. In Chhattisgarh, a state located in central India, consumers are increasingly 

turning to processed food products as a convenient solution for their busy lives. These products offer benefits such as easy 

cooking, time-saving convenience, and a wide range of options. Understanding the factors that influence consumers' 

purchase intentions for processed food products in Chhattisgarh is crucial for food processing enterprises operating in the 

region. Developing effective marketing strategies tailored to the unique needs and preferences of Chhattisgarh consumers 

can provide a competitive advantage in this thriving industry.In this context, this research paper aims to delve into the 

impact of product attributes on consumer purchase intention for processed food products in Chhattisgarh, India. By 

exploring the relationship between various product attributes and consumer behavior, this study seeks to shed light on the 

key factors that drive consumers' decision-making process when it comes to purchasing processed food items. The 

identification of these influential attributes will enable food processing enterprises to gain valuable insights into consumer 

preferences and develop targeted marketing strategies that effectively meet the demands of the Chhattisgarh market. 

To achieve these objectives, a comprehensive questionnaire-based survey will be conducted to collect data from a 

representative sample of consumers in Chhattisgarh. The questionnaire will consist of statements related to different 

product attributes, including variety, quality, brand, packaging, and sizes. Participants will be asked to rate their level of 

agreement or disagreement with these statements on a 7-point Likert scale. The collected data will then be analyzed using 
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appropriate statistical techniques to uncover the correlations between product attributes and consumer purchase 

intention.The findings of this study are expected to provide valuable insights into consumer behavior regarding processed 

food products in Chhattisgarh. The research outcomes will not only enhance our understanding of consumer preferences 

and decision-making processes but will also equip food processing enterprises with the knowledge needed to design 

effective marketing strategies. By aligning their offerings with the identified influential product attributes, enterprises can 

better attract and retain customers in the competitive processed food market of Chhattisgarh. 

Overall, this research endeavors to bridge the gap between consumer expectations and marketing efforts in the processed 

food industry of Chhattisgarh. By addressing the specific context of the region and analyzing the impact of product 

attributes on consumer purchase intention, the study aims to contribute to the sustainable growth and success of food 

processing enterprises, while catering to the unique needs and preferences of consumers in Chhattisgarh. 

II. MOTIVATION  

 

Tripathi and Tiwari (2014) examined the impact of product attributes, including quality, price, and brand, on consumer 

purchase intention for processed food products in India. The study found that product quality and brand significantly 

influenced purchase intention, while price had a relatively weaker effect. 

 

Patel and Jain (2015) conducted research on the influence of packaging attributes, price, and brand on consumer purchase 

intention for processed food products in Chhattisgarh, India. The findings indicated that packaging attributes and brand 

image played a crucial role in shaping purchase intention, while price had a less pronounced effect. 

 

Mishra and Verma (2016) explored the effects of nutritional information, taste, and price on consumer purchase intention 

for processed food products in India. The study revealed that nutritional information significantly influenced purchase 

intention, followed by taste, while price had a relatively weaker impact. 

 

Singh and Jain (2017) examined the influence of product quality, price, and brand reputation on consumer purchase 

intention for processed food products in Chhattisgarh, India. The results revealed that product quality and brand reputation 

were the most significant factors affecting purchase intention, whereas price had a relatively lower impact. 

 

Khan, M. S., & Ansari, M. A. (2018) conducted a study on consumer behavior and purchase intention for processed food 

products in India. They highlighted the significance of product attributes such as quality, taste, and convenience in 

influencing consumer decision-making. The study emphasized the need for food processing enterprises to align their 

marketing strategies with these attributes to effectively capture consumer attention and enhance purchase intention. 

 

Sharma (2018) investigated the impact of product attributes such as packaging, price, and brand on consumer purchase 

intention for processed food products in India. The study found that packaging and brand image significantly influenced 

purchase intention, while price had a less pronounced effect. 

 

Gupta, R., & Mishra, P. K. (2019) explored the impact of packaging attributes on consumer purchase intention for 

processed food products. Their findings revealed that attractive packaging design, clear information about ingredients and 

cooking instructions, and convenient storage features positively influenced consumers' purchase intentions. The study 

suggested that food processing enterprises should invest in appealing packaging strategies to attract and retain customers 

in the competitive marketplace. 

 

Sahoo, S., &Patnaik, S. (2020) examined the role of brand perception on consumer purchase intention for processed food 

products. Their research indicated that brand image, reputation, and awareness significantly influenced consumers' 

decision-making process. Consumers were more likely to choose products from well-established and trusted brands. The 

study recommended that food processing enterprises focus on building strong brand identities to gain a competitive edge 

and increase consumer purchase intention. 

 

 

In summary, the existing literature provides valuable insights into the factors that influence consumer purchase intention 

for processed food products. These studies emphasize the importance of product attributes, packaging, branding, pricing, 
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advertising, and other marketing strategies in shaping consumer behavior. Building on the findings of these studies, the 

present research aims to contribute further to the understanding of consumer preferences and decision-making processes 

in the specific context of Chhattisgarh, India. 

 

III. METHODOLOGY 

The identified variables include variety, quality, brand, packaging, sizes, returns, price, discount, sales promotion, 

advertising, direct marketing, personal selling, convenience, availability, and location. Each variable is assigned a specific 

code for framework development and mathematical modeling.The study's framework is based on a causal model, where 

the exogenous variables (the identified variables) influence the endogenous variable, which is the purchase intention. The 

demographic factors (age, gender, income, occupation) are also considered to have an association with purchase intention. 

The research hypotheses are formulated to test the significant impact of each variable on purchase intention towards 

ready-to-cook processed food. Additionally, hypotheses related to demographics are proposed. 

The working framework of the study is depicted, illustrating the relationship between the variables and demographics. A 

mathematical framework is also developed to represent the linear equation with coefficients of regression for the 

independent variables.The research design chosen for the study is causal research, aiming to establish a cause-and-effect 

relationship between the variables. The target population consists of customers and entrepreneurs of processed food 

products in Chhattisgarh.Primary data is collected through a direct survey method using a self-designed structured 

questionnaire. The data type is a combination of qualitative and quantitative data due to the inclusion of psychographics 

and demographics. Systematic sampling is used to select the sample, with a sample size determined based on Cochran's 

formula.Data processing involves coding and entering the data into spreadsheets for analysis. Descriptive and inferential 

statistics are applied, including principal component analysis, multiple regression analysis, and ANOVA.A pilot study is 

conducted to test the reliability of the instrument, and ethical considerations are followed throughout the research process. 

Sample Description: The sample size is determined using Cochran's formula, taking into account the unknown 

demographic proportions and assuming an equal distribution. The calculated sample size consists of 500 customers and 

100 entrepreneurs. By including both customers and entrepreneurs, the study aims to capture perspectives from both 

consumer and business angles. It is worth noting that the sample size is relatively large, which enhances the statistical 

power and generalizability of the findings. However, it's important to acknowledge the possibility of sampling and non-

sampling errors, which may impact the accuracy and precision of the results. 

Figure 1Age of the Customers 
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Figure2 Gender of the Customers 

 
 

 

Figure 3 Income of the customers 
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Figure 4 Occupations of the Customers 

 
 

 

 

In orde to investigate the model various product attribute were given variable name as Variety (X1), Quality (X2), Brand 

(X3), Packaging (X4), Sizes (X5), Returns (X6), Price (X7), Discount (X8), Sales Promotion (X9), Advertising (X10), 

Direct Marketing (X11), Personal Selling/Sales Force (X12), Convenience (X13), Availability (X14), Location (X15), 

Dependent Variable: Purchase Intention (Y) 

 

Hypothesis to Identify Impact of Independent Variable on Purchase Intention 
H1: Variety has a significant impact on purchase intention towards ready-to-cook processed food. 

H2: Quality has a significant impact on purchase intention towards ready-to-cook processed food. 

H3: Brand has a significant impact on purchase intention towards ready-to-cook processed food. 

H4: Packaging has a significant impact on purchase intention towards ready-to-cook processed food. 

H5: Sizes has a significant impact on purchase intention towards ready-to-cook processed food. 

H6: Returns has a significant impact on purchase intention towards ready-to-cook processed food. 

H7: Price has a significant impact on purchase intention towards ready-to-cook processed food. 

H8: Discount has a significant impact on purchase intention towards ready-to-cook processed food. 

H9: Sales Promotion has a significant impact on purchase intention towards ready-to-cook processed food. 

H10: Advertising has a significant impact on purchase intention towards ready-to-cook processed food. 

H11: Direct Marketing has a significant impact on purchase intention towards ready-to-cook processed food. 

H12: Personal Selling has a significant impact on purchase intention towards ready-to-cook processed food. 

H13: Convenience has a significant impact on purchase intention towards ready-to-cook processed food. 

H14: Availability has a significant impact on purchase intention towards ready-to-cook processed food. 

H15: Location has a significant impact on purchase intention towards ready-to-cook processed food. 

 

These hypotheses explore the relationship between various product attributes and consumer purchase intention for 

processed food products in the specific region of Chhattisgarh, India. 
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IV. RESULT AND DISCUSSION 

Table 1Descriptive Statistics for Independent Variables 

X1 X2+4 X3 

Mean 3.97 Mean 5.49 Mean 5.297333 

Standard Error 0.07 Standard Error 0.05 Standard Error 0.05777 

Median 4 Median 5.60 Median 5.333333 

Mode 4 Mode 7 Mode 5 

Standard Deviation 1.57 Standard Deviation 1.18 Standard Deviation 1.291785 

Sample Variance 2.46 Sample Variance 1.39 Sample Variance 1.668708 

Kurtosis -0.77 Kurtosis 0.37 Kurtosis 0.598777 

Skewness -0.07 Skewness -0.83 Skewness -0.78763 

Range 6 Range 6 Range 6 

Minimum 1 Minimum 1 Minimum 1 

Maximum 7 Maximum 7 Maximum 7 

Sum 1985.67 Sum 2744.20 Sum 2648.667 

X5 X6 X7 

Mean 4.88 Mean 4.62 Mean 4.17 

Standard Error 0.06 Standard Error 0.06 Standard Error 0.06 

Median 5 Median 4.67 Median 4.33 

Mode 6 Mode 4 Mode 4 

Standard Deviation 1.35 Standard Deviation 1.42 Standard Deviation 1.34 

Sample Variance 1.82 Sample Variance 2.03 Sample Variance 1.81 

Kurtosis -0.04 Kurtosis -0.02 Kurtosis 0.00 

Skewness -0.50 Skewness -0.39 Skewness -0.18 

Range 6 Range 6 Range 6 

Minimum 1 Minimum 1 Minimum 1 

Maximum 7 Maximum 7 Maximum 7 

Sum 2442.333 Sum 2311.67 Sum 2085.67 

X8 X9 X10 

Mean 4.90 Mean 4.58 Mean 4.08 

Standard Error 0.06 Standard Error 0.06 Standard Error 0.05 

Median 5 Median 4.80 Median 4.22 

Mode 5 Mode 4.80 Mode 4 

Standard Deviation 1.36 Standard Deviation 1.33 Standard Deviation 1.21 

Sample Variance 1.86 Sample Variance 1.77 Sample Variance 1.47 

Kurtosis 0.38 Kurtosis 0.06 Kurtosis 0.00 

Skewness -0.70 Skewness -0.44 Skewness -0.63 

Range 6 Range 6 Range 6 

Minimum 1 Minimum 1 Minimum 1 

Maximum 7 Maximum 7 Maximum 7 
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Sum 2451.25 Sum 2292.20 Sum 2038.33 

X11 X12 X13+14+15 

Mean 3.40 Mean 4.31 Mean 4.88 

Standard Error 0.06 Standard Error 0.06 Standard Error 0.05 

Median 3.40 Median 4.50 Median 5 

Mode 3 Mode 4 Mode 4.67 

Standard Deviation 1.42 Standard Deviation 1.37 Standard Deviation 1.10 

Sample Variance 2.01 Sample Variance 1.87 Sample Variance 1.22 

Kurtosis -0.65 Kurtosis 0.12 Kurtosis 1.73 

Skewness 0.00 Skewness -0.53 Skewness -1.01 

Range 6 Range 6 Range 6 

Minimum 1 Minimum 1 Minimum 1 

Maximum 7 Maximum 7 Maximum 7 

Sum 1701.60 Sum 2154.20 Sum 2442.44 

 

 

Descriptive Statistics:The descriptive statistics table provides information on the mean and standard deviation for each 

variable. The mean represents the average value of the variable, while the standard deviation measures the dispersion or 

variability around the mean. 

Based on the table, the variable "Variety" (X1) has a mean of 3.97 and a standard deviation of 1.57. The variable 

"Quality" (X2+4) has a mean of 5.49 and a standard deviation of 1.18. The variable "Brand" (X3) has a mean of 5.297333 

and a standard deviation of 1.291785. 

For the variable "Sizes" (X5), the mean is 4.88 with a standard deviation of 1.35. "Returns" (X6) has a mean of 4.62 and a 

standard deviation of 1.42. The variable "Price" (X7) has a mean of 4.17 and a standard deviation of 1.34. 

Furthermore, the variable "Discount" (X8) has a mean of 4.90 and a standard deviation of 1.36. "Sales Promotion" (X9) 

has a mean of 4.58 and a standard deviation of 1.33. "Advertising" (X10) has a mean of 4.08 and a standard deviation of 

1.21. 

Moreover, "Direct Marketing" (X11) has a mean of 3.40 and a standard deviation of 1.42. "Personal Selling/Sales Force" 

(X12) has a mean of 4.31 and a standard deviation of 1.37. Finally, the variables "Convenience" (X13), "Availability" 

(X14), and "Location" (X15) combined have a mean of 4.88 and a standard deviation of 1.10. 

These summary statistics give us a basic understanding of the central tendency and variability of the variables in the study 

without delving into further interpretations or analyses 

Regression Analysis 

TABLE 2REGRESSION MODEL FIT 

 Model Summary 

R R Square Adjusted R Square 
Std. Error of the 

Estimate 

Burbin-Watson 

 

0.746 0.557 0.546 1.054 1.949 

Predictors: (Constant), X13+14+15, X7, X2+4, X11, X6, X9, X1, X3, X12, X5, X8, X10 

 

 

The regression table provides information about the model's performance and the relationship between the predictors 

(independent variables) and the dependent variable 
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R: The correlation coefficient (R) represents the strength and direction of the linear relationship between the predictors 

and the dependent variable. In this case, the value is 0.746, indicating a moderate positive correlation. 

R Square: The coefficient of determination (R Square) represents the proportion of the variance in the dependent variable 

that can be explained by the predictors. Here, 55.7% of the variance in the dependent variable is accounted for by the 

predictors. 

Adjusted R Square: The adjusted R Square takes into account the number of predictors and the sample size to provide a 

more accurate measure of the model's explanatory power. The value of 0.546 suggests that around 54.6% of the variance 

in the dependent variable is explained by the predictors, considering the number of predictors and sample size. 

Std. Error of the Estimate: This is the standard error associated with the predicted values of the dependent variable. It 

represents the average difference between the observed and predicted values. A lower value (1.054 in this case) indicates a 

better fit of the model. 

Durbin-Watson: The Durbin-Watson statistic is used to test for the presence of autocorrelation in the residuals. A value 

close to 2 (1.949 in this case) suggests no significant autocorrelation. 

Predictors: The table lists the predictors included in the model. These are the independent variables that were used to 

predict the dependent variable (Purchase Intention). The predictors are (Constant), X13+14+15, X7, X2+4, X11, X6, X9, 

X1, X3, X12, X5, X8, and X10. 

 

Regression Coefficient Analysis 

Based on the coefficients presented in the table, we can conduct a coefficient analysis to understand the impact of each 

predictor variable on the dependent variable (Y) in the regression model. 

Constant: The constant term represents the intercept of the regression equation. In this case, the coefficient is 0.342, 

indicating that when all the predictor variables are zero, the predicted value of Y is 0.342. 

X1: The coefficient for X1 (Variety) is 0.648. This suggests that a one-unit increase in X1 is associated with a 0.648 unit 

increase in the predicted value of Y. The standardized coefficient (Beta) of 0.649 indicates that X1 has a relatively strong 

positive impact on Y. 

X2+4: The coefficient for X2+4 (Quality) is 0.044, indicating a small positive effect on the predicted value of Y. The 

standardized coefficient (Beta) of 0.033 suggests a relatively weak impact of X2+4 on Y. 

X3: The coefficient for X3 (Brand) is -0.037, indicating a small negative effect on the predicted value of Y. The 

standardized coefficient (Beta) of -0.030 suggests a relatively weak impact of X3 on Y. 

X5: The coefficient for X5 (Sizes) is 0.161, indicating a moderate positive effect on the predicted value of Y. The 

standardized coefficient (Beta) of 0.139 suggests a moderate impact of X5 on Y. 

X6: The coefficient for X6 (Returns) is -0.080, indicating a small negative effect on the predicted value of Y. The 

standardized coefficient (Beta) of -0.076 suggests a relatively weak impact of X6 on Y. 

X7: The coefficient for X7 (Price) is 0.083, indicating a small positive effect on the predicted value of Y. The 

standardized coefficient (Beta) of 0.071 suggests a relatively weak impact of X7 on Y. 

X8: The coefficient for X8 (Discount) is 0.108, indicating a small positive effect on the predicted value of Y. The 

standardized coefficient (Beta) of 0.096 suggests a relatively weak impact of X8 on Y. 

X9: The coefficient for X9 (Sales Promotion) is 0.037, indicating a small positive effect on the predicted value of Y. The 

standardized coefficient (Beta) of 0.031 suggests a relatively weak impact of X9 on Y. 

X10: The coefficient for X10 (Advertising) is -0.013, indicating a negligible effect on the predicted value of Y. The 

standardized coefficient (Beta) of -0.010 suggests that X10 has a minimal impact on Y. 

X11: The coefficient for X11 (Direct Marketing) is -0.060, indicating a small negative effect on the predicted value of Y. 

The standardized coefficient (Beta) of -0.054 suggests a relatively weak impact of X11 on Y. 

X12: The coefficient for X12 (Personal Selling/ Sales Force) is 0.099, indicating a small positive effect on the predicted 

value of Y. The standardized coefficient (Beta) of 0.086 suggests a relatively weak impact of X12 on Y. 

X13+14+15: The coefficient for X13+14+15 (Convenience, Availability, Location) is -0.120, indicating a small negative 

effect on the predicted value of Y. The standardized coefficient (Beta) of -0.086 suggests a relatively weak impact of 

X13+14+15 on Y. 
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Table 3regression coefficient 

 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 
Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

(Constant) 0.342 0.311  1.099 0.272   

X1 0.648 0.036 0.649 18.090 0.000 0.706 1.416 

X2+4 0.044 0.050 0.033 0.887 0.375 0.645 1.550 

X3 -0.037 0.044 -0.030 -0.846 0.398 0.704 1.420 

X5 0.161 0.045 0.139 3.585 0.000 0.604 1.656 

X6 -0.080 0.038 -0.076 -2.133 0.033 0.719 1.391 

X7 0.083 0.042 0.071 1.972 0.049 0.707 1.414 

X8 0.108 0.045 0.096 2.405 0.017 0.577 1.734 

X9 0.037 0.045 0.031 0.833 0.405 0.637 1.570 

X10 -0.013 0.058 -0.010 -0.220 0.826 0.444 2.252 

X11 -0.060 0.043 -0.054 -1.373 0.170 0.591 1.692 

X12 0.099 0.044 0.086 2.269 0.024 0.630 1.586 

X13+14+15 -0.120 0.059 -0.086 -2.018 0.044 0.498 2.007 

a. Dependent Variable: Y 

 

V. CONCLUSION 

In summary, the regression model shows a moderate positive relationship between the predictors and the dependent 

variable. The model accounts for a substantial portion of the variance in the dependent variable (55.7%), and the standard 

error of the estimate suggests a relatively good fit. The absence of significant autocorrelation is indicated by the Durbin-

Watson statistic. 

In summary, the coefficient analysis reveals that variables such as Variety (X1), Sizes (X5), and Personal Selling/Sales 

Force (X12) have relatively stronger impacts on the dependent variable (Y). However, variables like Quality (X2+4), 

Brand (X3), Returns (X6), and Advertising (X10) have relatively weaker or negligible impacts on Y.The research paper 

investigated the factors influencing purchase intention in a specific context. The study considered various independent 

variables such as Variety, Quality, Brand, Packaging, Sizes, Returns, Price, Discount, Sales Promotion, Advertising, 

Direct Marketing, Personal Selling/Sales Force, Convenience, Availability, and Location. Descriptive statistics were 

employed to provide an overview of the data, revealing the mean and standard deviation for each variable. Additionally, a 

regression analysis was conducted to examine the relationship between the independent variables and the dependent 

variable, Purchase Intention. 

 

The findings indicated that Variety, Sizes, and Personal Selling/Sales Force exhibited relatively stronger impacts on 

Purchase Intention. Conversely, variables like Quality, Brand, Returns, and Advertising had weaker or negligible effects 

on the dependent variable. The regression model showed a satisfactory fit, with an R-squared value of 0.557, indicating 
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that approximately 55.7% of the variance in Purchase Intention could be explained by the independent variables included 

in the model. 

 

Overall, this research provides valuable insights into the factors that influence purchase intention. Businesses operating in 

the examined context can benefit from understanding the importance of product variety, size considerations, and effective 

personal selling strategies in driving purchase intentions. Conversely, it is crucial for companies to carefully assess the 

impact of variables such as quality, brand, returns, and advertising, as their influence on purchase intention may be 

relatively weak. These findings contribute to the existing knowledge in the field and offer practical implications for 

marketers and managers seeking to optimize their marketing strategies to enhance purchase intentions. 
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