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ABSTRACT

Due to Globalisation and urbanization there is ¢dt impact on lifestyle this augmented diseases like
cardiovascular disease, type -2 diabetes, obesdycantain type of cancer as never before in dguedpcountries like
India. The current study, performed on a samplel@d respondents responsible of urban household $&mgping
explored in Delhi consumer evaluation concerningasdemographic information, consumer awarenessaacéptance,
and factors affecting willingness to pay for FF$1eT96.67% of consumers show a positive approactartsvthe
functional food where it helps to manage the appetnd body weight and 81.67% of consumers know saidl that
functional food helps in reducing the cholestemd @ther related diseases. The Chi-square tesemasoyed to analyse
the consumers’ willingness-to-pay for premium pratduand the results revealed that Among all theswoers most of
them were willing to pay 5 per cent extra premiumtloe purchase of various kind of products likekfdiiry products,

fruits and vegetables, meat, packed fruit juicesyventional food/traditional food.
KEYWORDS: Functional Foods, Cardiovascular Diseases, ConsEnegerence
INTRODUCTION

India is the second biggest food producer in theldvavhich includes milk and milk products, plantat
alcoholic beverages, vegetables and fruits, figlserpoultry and meat, grain processing, chocolatad, confectioner.
Alike western countries, India is also in greatdeé healthy food Increase in awareness in healticern, changing in
socio-economic factors and lifestyle are some efftictors which are influencing the consumers tk limr novel product
which can meet up their extra nutritional requiramseUndoubtedly, all foods are functional, as theyvide taste, aroma,
or nutritive value. Within the last decade, howewbe term functional as it applies to food hasped a different
undertone that of providing an additional physiadagbenefit beyond that of meeting basic nutriibneeds. There is no
proper definition for functional foods. In this diy the term "Functional Food (FF)” is defined asd that by virtue of the
presence of physiological-active components, pewid health benefit beyond basic nutrition. Funetidoods include
whole, fortified, enriched or enhanced foods whielve a potentially beneficial effect on health wikensumed as part of

a varied diet on a regular basis during the effecttage.

IFT (Institute of Food Technologists): Defines “Fsoand food components that provide a health belnefiond
basic nutrition (for the intended population), imting conventional foods, fortified, enriched orhenced foods and

dietary supplements. They provide essential nusieften beyond quantities necessary for normahteaance, growth,
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and development, and/or other biologically actienponents that impart health benefits or desirpbissiological effects.
ADA (American Dietetic Association): Defines “Furanal foods are foods that have health benefitobéythe nutrients
they contain”. IFIC (International Food Informati@ouncil) defines “Any food or food component timaay provide a

health benefit beyond basic nutrition”.

One in every five people across the country hdeast one chronic disease like cardiovascular,inaspy and
metabolic disorders. The epidemic of chronic dissagspecially diabetes has already reached its gedndia is now
seen as the diabetic capital of the world. Oveghigiobesity, Coronary Heart disease, Hypertensitatabolic syndrome,
Hyper-cholesterol, Hyper-triglyceridaemia were séermmost of the people and this is mainly due tcklaf physical

activity, Smoking, to baccochewing.

FFs are not intended only to satisfy hunger andideonecessary nutrients, but also to prevent tiutrirelated
diseases and increase physical and mental welgb&firconsumers (Menrad, 2003). This study mainigug®s on the
consumers’ preferences towards FFs in NCR in Infliee study area Delhi is selected purposively tg fillowing
reasons. Delhi is the place where people from\al ¢the India live which tends to influence thedifyle and ideas. With
the presence of multi-ethnic and multi-culture, lddélas become a cosmopolitan city where peoplaisfcity formal caste
and creed live together. Each Delhi citizen eahrse times more than India average. According tomesed figures
(Census of India) Delhi, the capital of India igently home to over 18.6 million people. The biag been witnessing a
huge growth in its population over the last 20 ge&urrently, the capital of India is world's sedanost populous city
after Tokyo, which holds the number one spot. Tptadulation of Delhi in 2016 is 18,686,902. New sl population is
growing at a alarming rate, urban expansion haamkgd beyond NCT. According to the survey condubtetax Super
Speciality Hospital in Saket, 80.7 per cent of geopsiding in Delhi-NCR region are suffering frarbesity. Literacy rate
in Delhi is 86 per centSource: The Economic Survey of Delhi 2014-15).

From the diversity of the available studies, sabéorographic characteristics, cognitive and attitabfactors
emerged as potential determinants of consumer tawep of functional foods. Based on a review ofndjtetive studies,
Childs (1997) identified the US FF consumer as ¢pdamale, well educated Higher income class, inaat 35-55 age
group. Another study conducted by IFIC (1999) régabrthat women, college graduates and consumers 481@4 are
mostly likely to consume FFs. In the study condddig Poulsen (1999) reported that preferred agepgftaged 55+) and
women as main FFs users, through pointed towaglgehiacceptance among the lower educated. Sameepated by
Childs & Poryzees (1997) and Gilbert (1997) thas Fife dominated by female consumers. Wadolowslkd. ¢2008)
observed that among the factors influencing thel fdwice, sensory and functional factors were figmit and health and
price were moderate. Advertising was generally eéras an important factor in food choice. The foldice motives
were highly dependent on age and gender, and towarlextent on region of residence, size of plateesidence,
economic condition and education level.

The multiple value perceptions of snack foods veggaificant in the formation of brand preferencéeneas only
functional price/value for the money and emotiorallie relate to purchase intention directly (Shie-Wang, 2010). The
higher-earning consumers were more likely to buycfional dairy products than those on lower incan8tadents and
trainees were more likely to purchase functionalkntieverages, whereas single females and pensiqrefsrred
probiotics yoghurts. Single males, self-employed a@gricultural workers were least likely to buy ¢tional dairy

products (Empen, 2011).
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The current context of growing consumer demanddodstuffs that was healthy and safe and that wbtained
in a respectful manner. The analysis of consumefepences towards attributes of this type takegasticular importance.
These trends were especially clear in the caskeofdnsumption of eggs because of their strongtivegassociation with
cholesterol levels and their extremely intensivetams of production. The introduction of variaritgttare more in

harmony with current consumer demands represeritgenesting market alternative (Meskisal., 2011).

Functional foods can be considered part of or litirdeto these products, and may be defined assfoodood ingredients
that have additional health or physiological besedver and above the normal nutritional value thewide. This trend is

driven by several factors, mainly current consup@ceptions (Nicoletti, 2012).
Objective of the Study

Within in the food industry, the need for furthesearch into consumer behaviour was identified tap griority
by Childs and Poryzees (1997). The prime aim of gaper is to identify and assess the socio-dembiraattitude,

lifestyle determinants and factors influencing te@sumers their purchasing decision of functionaf in Delhi.
Limitations of the Study

One of the main limitation of the study is the sfethe sample is limited which may have an effectthe
strength of conclusions that can be drawn. Tharfgglcan be taken only as indicative results thatkl be compared and

confirmed with a study bigger sample size to ggyér accuracy.

The study is based on the primary data collecteghdrgonal interview method in respect for consup®rception for
functional foods. In respect of sources, benefit potential components of functional foods wasgatd from secondary

sources. The study is restricted to Delhi urbarskbalds.
Methodology

The study is based on both primary and secondatgy. dghe primary data regarding the socio-economic
characteristics of the consumers and the consumperseption towards functional food was collectebnaistrating
pre-tested schedule which included questions réggme, education, occupation, religion, incompetof family, food
habit, awareness of the functional food, preferefacethe raw or processed functional food, motimatito consume,
attitudes towards functional foods, willingnesp#y for functional food and problems faced whilerketing of functional

food.

Secondary data regarding the food sources, compopeasent in the food and potential benefits vealkected

from various published sources and journals.
Period of Study

The reference year of the study was 2016 and thection of data was carried out during the periddune and
July 2016.

Analysis of Data

The responses were scored, quantified, categoaizédabulated by using the following statisticall$o
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Chi-Square

4
Chi-square test oX test, is an statistical hypothesis teshich is being used for t sampling distribution of
the test statistic is a chi-squarditributior when the null hypothesis true, or any in which this asymptotically true,

for the different categories of group collectedhirthe data which helps in analyzing the data wrerreeedel

Descriptive statisticsvas used to make the simgcomparisons of different kinds of questions thas vb&ing

asked and collected from various consum

RESULTS AND DISCUSSIONS

SocioDemographic Characteristics of the Consumers iDelhi City

The sociodemographic characteristics of the consumergpresented in the Table 1. which includes informa
about the gender, marital status, family type aachiag members in the fami Amongthe 180 consumers considel
during the study majority of the consumers 144 (B@#%re females and only 36 (20%) ‘e males. With respect to the &
group, a majority 69 (38.33%) fall under the ageugr of 3(-45 years, 60 (33.33%) fall under the age of 45 almove
years, 45 (24%) consumers were in the age grod3-30 and 6 (3.33%) consumers fall under the age low 15 years.
Among 180 consumers 42 (23.33%) were unmarried188d(76.66%) were married. With respect to the fatype 156
(86.66%) of the family belonged to nuclear type estaining 24 (13.33%) were joint ty

Table 1: Sociobemographic Characteristics of the Consumers iDelhi N=180

SI.No. Characteristics Category Number of Consumer: | Percentage to Total
1 Gender Male 36 20
Female 144 80
Total 180 100.00
belowl5 6 3.33
5 Age group (years) 1510 30 45 24
30 to 45 69 38.33
45 above 60 33.33
Total 180 100.00
. Unmarried 42 23.33
3 Marital status Married 138 76.66
Total 180 100.00
. Nuclear Family 156 86.66
4 | Type of family Joint Family 24 13.33
Total 180 100.00
Primary 12 6.66
10"std 21 11.66
5 Education PUC 42 23.33
Graduate 69 38.33
Post- graduate 36 20
Total 180 100.00
Housewife 51 28.33
6 Occupation Service 42 23.34
Software 87 48.33
Total 180 100.00
One 60 33.34
7 Earning Members in the fam Two 108 60
More than Two 12 6.66
Total 180 100.00
8 | Family income (thousands/mon < 25,000 15 8.33
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25,000 to 40,00( 42 23.33
40,000 to 60,000 48 26.66
60,000 to 80,00( 39 21.66
>80,000 36 20
Total 180 100.00

A majority of the consumers were graduates 69 @8)3 36 (20%) were post graduates, 42 (23.33%) WEIE
holders, 21 (11.6%) studied up to™&tandard, 12 (6.66%) studied up to primary. Nohthe consumers were illiterate.
Consumer’s proficiency in software were 87 (48.33Jowed by the Housewife 51 (29.33%). The remaini42
(23.33%) were the consumers who were in service.cbimsumers having only one earning member weé® ¢83.33%),
two earning members were of 108 (60%) and more tvanearning members were with 12 (6.66%) famitesupport
the family income. With respect to the family inoemd8 (26.66%) of the families were found to eagome of Rs 40,000
to 60,000 per month, 42 (23.33%) earn Rs. 25,0000t6000 per month, 39 (21.66%) were found to easn@®R,000 to
80,000 thousand per month, 15 (8.33%) earn Rs.thess 25000 per month, 36 (20%) earn more than8BR00 per

month.
Consumers’ Motivation and Attitude towards Consumpfon of Functional Foods

The details of motivation to consume functionaldday consumers are presented in the Table 2 wihictvs all
the details collected from the consumers duringtithe of survey. As listed in the table 174 (96.§%nsumers show a
positive approach towards the functional food wheéreelps to manage the appetite and body weigl{8.83%) had a
negative approach. Following for the functionaldoshich helps in reducing the common diseases dainsthe family,
there were 168 (93.33%) consumers who acceptedatidsthe rest 12 (6.67%) did not accepted it. Siryil when
observed 165 (91.67%) of the consumers were haviggod attitude about functional foods where ipkéh improving
the physical appearance, remaining 15 (8.33%) c¢onesuidid not accept the fact. 159 (88.33%) conssimecepted that
the functional food helps to keep a healthy lifessgnd the rest 21 (11.67%) consumers did not ppyoach toward it.

Table 2: Consumers’ Motivation and Attitude towards Consumption of Functional Foods N=180

,\SICI)'. Particulars Opinion gg:ézi:grg ch.?or;zge
1 | Helps in the maintenance of a healthy gut fumctio L?)S 391 gg
2 | Keep a healthy life style L?)S 12519 ff 373
3 | Enhances the wellness L?)S ?;;1 ;f:?
4 | Enhances the physical and mental agility L?)S 13:137 ;?g?
5 | Helps to reduce cholesterol and other relatesbgiss L?)S é‘;’? félg?g?
6 | Helps to reduce the common diseases in the fam'l‘ymis 11(;8 ?33637)3
7 | Habit or tradition L?)S élgl 5;537
8 | Helps to improve physical appearance Yes 165 91.67

No 15 8.33
9 | Helps to manage the appetite and body weight L?)S 1674 26327
10 | Helps to keep body in good shape L?)S 128 273?5;
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Following to those 147 (81.67%) consumers know said that functional food helps in reducing thelebterol
and other related diseases, the other 33 (18.33%$umers did not agree to this statement. About (7&133%)
consumers said that functional food enhances tiiaess which motivates to consume it, but the reingi consumers 39
(21.67%) were not aware about this so the feedbaskno from them. Around 138 (76.67%) consumersfated that the
functional food helps to keep body in good shapktha rest of the consumers 42 (23.33%) did naticihe fact.

For the past so many years’ people are consumimgfiinal food in a traditional way and it has beeohabit in
their livelihood so about 111 (61.67%) consumersepted this statement and the remaining 69 (38.33%$umers did
not agree. Most of the consumers accepted thafuthetional foods help in the maintenance of gutcfion about 81
(45%) of the consumers agreed to this and the akshe consumers 99 (55%) did not agree to thistlzeonly 33
(18.33%) consumers accepted that functional fodweces the physical and mental agility and othdis (81.67%) did

not accepted.

The attitudes of consumers towards functional faoe given in the Table 3. In this table, there @venty
statements which are assigned with three ratingprabably”, “definitely” and “not sure”. Majorityof the statements
were rated under “probably” and “definitely” withiffiégrent percentages which includes the benefitsnated by
functional foods are rated probably 51 (28.33%)(3B.66%) definitely and 90 (50%) not sure giventhg consumers,
functional foods make it easier to follow a healtifg style probably 45 (25%), 90 (50%) definitelnd 45 (25%) for not
sure from the consumers, the growing number of tfanal foods in the market is a positive approacbbpbly 138
(76.66%), definitely 30 (16.66%) and 12 (6.66%)Yday the consumers, even for a healthy the consampf functional
food is advisable probably 54 (30%), 90 (50%) dtdlg, 36 (20%) were not sure about the given stats, the practice of
consuming functional food gives pleasure 99 (55%pably, 45 (25%) definitely and not sure were 28%) as given by
the consumers, functional food are absolutely reszgsprobably 30 (16.66%), definitely were 111 &%) and 39
(21.66%) were not sure, the general health conditioproves when we eat functional foods probably 120%),
definitely 24 (13.33%) and 30 (16.66%) were noteswran reduce the possible occurrence of commarasks by
consuming functional foods 159 (88.33%) were propah (5.00%) were definitely and 12 (6.66%) werd Bure these
statements were given by the consumers, functifmmals promotes wellness for this statements thewoers were 30
(16.66%) for probably, 36 (20%) for definitely ah@i4 (63.33%) were for not sure, the health benédit§unctional foods
are well established probably 99 (55%), definitéy(20%) and for not sure 45 (25%) which was gibgrthe consumers

during the time of survey.

For the statement modern food technologists aregad) in innovation of new functional foods for thiee
consumers gave probably 69 (38.33%), definitely3®6) and 57 (31.66%) were not sure, functionatifobelps to repair
the damage caused by an unhealthy diet probab{2 386%), definitely 30 (16.66%) and 111 (61.66%)evnot sure, the
consumption of functional food is completely sadefar this statements the consumers rated as 28344 for probably,
54 (30%) for definitely and for not sure 42 (56.66%is important to add benefits (vitamins, pratiiis, omega-3 etc) to
otherwise unhealthy food probably there were 1@B4%K definitely 30 (16.66%) and for not sure 42.83%) given by
the consumers, not enough information is beingrgiaeout the benefits of the functional foods soghgere about 45
(25.00%) probably, 111 (61.66%) for definitely a2l (13.33%) for not sure, functional food are testbgy oriented 39
(21.66%) for probably 48 (26.66%) consumers forindtefly and 93 (51.66%) consumers for not surecfiomal foods

helps to improve the consumers attitude and behahi® consumers answer for this statement was 8383%) for
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probably, 42 (23.33%) for definitely and for notresuhere were 35 (58.33%) from the consumers, coasu prefer
functional food over the taste because of heabisaers/utility they probably consumers were 78 @3.8r definitely 30
(16.66%) and for not sure 72 (40%), functional f@wd consumed mostly by the people who are in péédem for this
statement the consumers rated as 24 (13.33%) &drapty, 54 (30%) for definitely and for not sure #&5.66%), it is
important to add benefits (vitamins, probiotics,ema-3 etc.) to otherwise unhealthy food probabtydtwere 108 (60%),
definitely 30 (16.66%) and for not sure 42 (23.33§i)en by the consumers, not enough informatidoeisig given about
the benefits of the functional foods so there vadreut 45 (25.00%) probably, 111 (61.66%) for défigiand 24 (13.33%)
for not sure, functional food are technology orgeh89 (21.66%) for probably 48 (26.66%) consumergiéfinitely and
93 (51.66%) consumers for not sure, functional fobelps to improve the consumers attitude and hehthe consumers
answer for this statement was 33 (18.33%) for pobbad2 (23.33%) for definitely and for not sureeth were 35
(58.33%) from the consumers, consumers prefer ifumalt food over the taste because of health reastlitg they
probably consumers were 78 (43.33), for defini@ly(16.66%) and for not sure 72 (40%), functiomald are consumed
mostly by the people who are in need of them fo skatement the consumers feedback was 30 (16.&86%jobably, 45
(25%) for definitely and for not sure 105 (58.33%gs given by consumers, lastly for the statemernhéntable even if
used in excess, functional foods cannot be harofliealth so the consumers feedback was 27 (15e4)rédably, 39

(21.66%) for definitely and for not sure the consusnwere more 114 (63.33%).

Table 3: Attitude towards Functional Foods by Consmers

Sl. . - Not
No. Particulars Probably | Definitely Sure
i . 51.00 39.00 90.00
1 | The benefits promoted by functional foods aré rea (28.33) (21.67) (50.00)
45.00 90.00 45.00

2 | Functional foods make it easier to follow a Healtfestyle (25.00) (50.00) (25.00)

138.00 30.00 12.00
(76.67) | (16.67) | (6.67)

3 | The growing number of functional foods in the kediis a positive trend

: . . . 54.00 90.00 36.00
4 | Even for a healthy the consumption of functidoald is advisable (30.00) (50.00) (20.00)
99.00 45.00 36.00

5 | The practice of consuming functional food givessapure (55.00) (25.00) (20.00)

30.00 111.00 | 39.00
(16.67) | (61.67) | (21.67)
126.00 24.00 30.00
(70.00) | (13.33) | (16.67)

6 | Functional foods are absolutely necessary

7 | The general health condition improves when wegattional foods

8 Can reduce the possible occurrence of common diselag consuming 159.00 9.00 12.00
functional foods (88.33) (5.00) (6.67)

9 | Functional foods promote wellness 30.00 36.00 114.00
P (16.67) | (20.00) | (63.33)

, . . 99.00 36.00 45.00

10 | The health benefits of functional foods are wsthblished (55.00) (20.00) (25.00)
11 The modern food technologists are engaged in infmvaof new| 69.00 54.00 57.00
functional foods (38.33) (30.00) (31.67)

. . . 39.00 30.00 111.00

12 | Functional foods help to repair the damage chbgen unhealthy diet (21.67) (16.67) (61.67)
. . . 24.00 54.00 102.00

13 | The consumption of functional foods is completelfe (13.33) (30.00) (56.67)
14 It is important to add benefits (vitamins, probistiomega-3) to otherwige 108.00 30.00 42.00
unhealthy food (60.00) (16.67) (23.33)

15 | Not enough information is being given aboutlibeefits of the functional 45.00 111.00 24.00
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foods31 (25.00) (61.67) (13.33)

. . 39.00 48.00 93.00

16 | Functional foods are technology oriented 21.67) (26.67) (51.67)
. . . . 33.00 42.00 105.00

17 | Functional foods help to improve the consumatgude and behavior (18.33) (23.33) (58.33)
18 Consumer prefer functional food over the taste bseaof health 78.00 30.00 72.00
reasons/utility (43.33) (16.67) (40.00)

19 Functional foods are consumed 30.00 45.00 105.00
mostly by people who are in need of them (16.67) (25.00) (58.33)

. . . 27.00 39.00 114.00

20 | Even if used in excess, functional foods cabedtarmful to health (15.00) 21.67) (63.33)

Brand Loyalty of Consumer’s Preference in Purchasef Functional Food Product

The details of the consumer preference for the lage of functional food product are given in TableThree
ratings were given for each statement they areiridely”, “probably” and “definitely not”. So forhe statement confined
to use specific brand 108 (60%) of the consumere wefinitely 30 (16.66%) were there for probabhy dor definitely
not there were 42 (23.33%) consumers. Based onmmemded brand to others the definitely consumerse v@3
(18.33%), 42 (23.33%) were of probably and the €8 (58.33%) were for definitely not. Following tiee statement
loyal to the specific brand even at higher priceq#8.33%) consumers opted for definitely 54 (3@ieed for probably
and rest of the consumers 57 (31.66%) accepteditdyfi not. The last statement was of not inteidsteexperimenting
with the other brands so the consumers’ feedback faa definitely 24 (13.33%), for probably 24 (1398) and for

definitely not there were 132 (73.33%) consumers.

Table 4: Consumers’ Brand Preference for the Purchse of Functional Food Products N=180

Sl. No. Statements Definitely | Probably | Definitely Not
1 Confined to use specific brand (16%80%(; (fgg% (gggg)
2 Based on recommended brand to others (iggg) (gggg) (15%53%(;
3 Loyal to the specific brand even at higher prices (gggg) (gggg) (212%
4 Not interested to experimenting with the othemils (iggg) éggg) (173323%(;

Factors Which Influences the Consumer in Buying Fuational Food Products

The detail of factors which influences the conswsmarbuying functional food products is presentedable 5.
There were fifteen factors which were assigned itle ratings as “strongly agree”, “agree”, “strdnglisagree”,
“disagree” and “undecided”. For the price factoramof the consumers disagree 69 (38.33%), for appea most of them
strongly disagree 60 (33.33%), quality is one efithportant factor so many of the consumers styoagtee 84 (46.66%),
hygiene is also one of the important factor so dbesumers agree to this 84 (46.66%), followed ey hbalth factor
compared to the other ratings majority of the com=is agree to it 60 (33.33%), exposure factor tresemers strongly
disagreed this there were about 96 (53.33%) consyrft any purchase of a product consumers ttgd& for the brand
of the product so the brand image is also consileie one of the important factor so among all thesamers 75
(41.66%) were strongly agreed to this, retailefii@gnce most of them disagreed 84 (46.66%), forféwtor reasonable
price few of them strongly agreed i.e., about 58.33%) and the few of the consumers 78 (43.33%gguéx, for ready
availability 78 (43.33%) of the consumers stronglyree, for taste most of the consumers 84 (46.68ebhgly agree to
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this, the consumers considered packaging also @®bthe important factor there were 54 (30%) wtiorgyly agree, 36
(20%) who were agree to this and 51 (28.33%) wereaided, similarly the advertisement factor theme only 45
(25%) consumers who strongly agree, packaging deisigalso a factor for which 54 consumers who sgjipragree,
packaging design is also a factor for which 18 (B@¥the consumers strongly agree to it, convergédamne among the

important factor in which 26 (43.33%) of the consumstrongly agree to it.

Table 5: Factors Influencing the Consumer Preferene on Buy FFS N=180

Sl. No. Statements Strongly Agree | Agree | Strongly Disagree| Disagree | Undecided
1. Price 36 (20.00) 54 (30.00) 0 (0.00) 69 (38.33)1 (11.66)
2. Appearance 24 (13.33) 45 (25.90) 60 (33.33) 12166) | 30 (16.66)
3. Quality 84 (46.66) 30 (16.66) 0 (0.00) 0 (0.00)66 (36.66)
4, Hygiene 30 (16.66) 84 (46.66) 12 (6.66) 30 (&p.6 24 (13.33)
5. Health 51 (28.33) 60 (33.33) 0 (0.00) 24 (13.83)5 (25.00)
6. Exposure 24 (13.33) 45 (25.00) 96 (53.33) 133B.| 0(0.00)
7. Brand image 75 (41.66) 30 (16.66) 0 (0.00) REa) | 45 (25.00)
8. Retailers influence 32 (20.00) 24 (13.33) 0Qp.o 84 (46.66)] 36 (20.00
9. Reasonable price 51 (28.33) 36 (20.p0) 78 (43.33| 15(8.33) 0 (0.00)
10. Ready availability 78 (43.33) 51 (28.33) 1388. 36 (20.00) 0 (0.00)
11. Taste 84 (46.66) 30 (16.6p) 0 (0.00) 30 (16)68p (20.00)
12. Packaging 54 (30.00) 36 (20.70) 0 (0.00) 396@)1 51 (28.33)
13. Advertisements 45 (25.00) 30 (16.66) 24 (13.33)| 48 (26.66)] 33 (18.33
14, Packaging Design 54 (30.00) 36 (20.00) 36 (0.0 | 27 (15.00)] 27 (15.00
15. Convenience 78 (43.33) 39 (21.66) 30 (16.66) (8133) | 18 (10.00)

Consumers’ Willingness to Pay Extra for Health Enhacing Functional Food Products

The Consumers’ Willingness to pay extra for healtihancing functional food products is depicted abl& 6 it
clearly indicates the different categories of fadl in each category how much the consumers aliagvtb pay extra
premium for each kind of product. Chi-square testswemployed to find out the results for the obtirata.
Chi-distribution probability is 0.05 and the testsignificant at 5 per cent as well as 1 per cevell of significance level
because calculated value of chi-square is moretdizla value at degree of freedom 4 i.e., and ls¢s@ause the probability
of chi-square under null hypothesis for calculatbé@dsquare value is less than level of significafloeth 5 % and 1 %
level). For the milk and dairy products 66 conswsmerere willing to pay 5 per cent extra premium anmcpase, 45
consumers for 10 per cent extra premium, 45 consuifee 15 per cent extra premium and finally 24 ssoners were
willing to pay 25 per cent extra premium to purahasproduct. Coming to the fruits and vegetablgseaple have become
more health conscious 102 of the consumers weltmgvilo pay 5 per cent extra premium, 33 consumen® willing to
pay 10 per cent, 15 consumers are ready to payfibemt extra there were 30 consumers who werewilb pay 25 per

cent extra premium on the purchase.

Similarly, for the packed and processed food 51suorers were willing to pay 5 per cent extra premamthe
purchase of the product, 45 consumers were read® foer cent extra likewise 45 consumers were r@ady to pay 15
per cent extra on the purchase and lastly there @@rconsumers who were ready to pay 25 per cérat premium on the
purchase of the products. For poultry, meat, fisth ather products there were 90 consumers who wilieg to pay 10
per cent extra premium on the purchase of the mtod8B consumers were ready to pay for 10 per eetra, 30
consumers were willing to pay 15 per cent extraruen and finally there 27 consumers who were wgllto pay 25 per

cent extra for the purchase on the products. Fckeghfruit juices there were 78 consumers who wellang to pay 5 per
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cent extra premium on purchase 51 were ready talpgyer cent extra, 27 consumers were ready talpgyer cent per
cent extra premium and lastly there were 24 conssimbio were ready to pay 25 per cent extra prenounhis for
purchase. For beverages and all there were 60 emIsuvho were ready to pay 5 per cent extra prefrdntonsumers
were ready for 10 per cent extra premium, 39 weeely for 15 per cent extra and finally there weec8nsumers who
were ready to pay 25 per cent extra premium orptinehase of the product. For Specialty foods theyee 56 consumers
who were willing to pay 5 per cent extra premiumpamchase, 45 were ready to pay 10 per cent edrapnsumers were
ready to pay 15 per cent extra premium and lasidyet were 24 consumers who were ready to pay 2&qrrextra
premium on this for purchase. For conventional &stvdditional foods 96 consumers are willing to ager cent extra
premium on purchase, 36 consumers for 10 per cdrd eremium, 24 consumers for 15 per cent exteangrm and

finally 24 consumers were willing to pay 25 per tcextra premium to purchase a product.

Table 6: Consumers’ Willingness to Pay Premium Prie for Functional Foods N=180

Sl. No. | Particulars Premium Price (Per Cent)
5 10 15 25

1. Milk/ Dairy products (raw and processgd) 66 45 5 4 24
2. Fruits and vegetables 102 33 15 30
3. Packed and Processed food 51 A5 45 39
4. Poultry, meat, fish and other products 9D 33 37
5. Packed fruit juices 78 51 27 24
6. Beverages 60 45 39 36
7. Specialty foods 56 45 45 24
8. Conventional foods/ traditional foods 96 36 24 4 2

SUMMARY AND CONCLUSIONS

Among the 180 consumers during the study a maj&Gtyer cent were female consumers and only 2@qer
were males. It clearly indicates that females #&e major customer segment involved in buying anctchmsing of
functional food product as they play a very impotteole in the family. Majority 76.66 per cent difet consumers were
married and only 23.33 per cent of the consumers wet married. With respect to the age group nitgj88.33 per cent
of the consumers fall under the age group of 3btgears. This age group finds to be critical whaost of the people get
married and earn for the family. A majority 86.6& gent of the consumers comes from nuclear faamity 13.33 per cent
of the consumers were from joint family which clgashows that in cities like Bangalore most of {heople stay as

nuclear family.

A majority 38.33 per cent were graduates and 2@cpet were post graduates. It clearly shows timbst all the
consumers were literate and educated. Among tim@neents 48.33 per cent were software engineerd332fr cent were
housewives and 23.33 per cent consumers were inceesector which indicates that for buying andcpasing of
functional food products in the market there arearfemale consumers who look after the family aam for family. A
majority 60 per cent of the families had two eaghmembers and also 26.66 per cent of the familyihadme ranging
from 40,000 to 60,000 rupees per month which shthas income level have influenced to purchase walege of
functional food products. Educational level is intpat and most of the consumers were female whe welucated,
working and earnings for the family have more krenige of what needs to be purchased for the faiftilg.age group 30
to 45 years is more exposed to the mass media caination and modern technology where the life spédtern is

changing and people adopt for the recent innovat&md modernizations.

Impact Factor (JCC): 3.1936 NAAS Rating 3.19
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Since, there were only 180 consumers the occupatiandivided into three categori@g. housewife, service and
software engineers. About 87 consumers were sagtwagineers and many of them were females. Thadigelevel is
high among the consumers more over all the consimer educated so they have enough knowledge dth hered
nutrition which takes care of the family. Religimnot having any barrier for the consumption aidiional food due to
urbanization, globalization, and more exposureh® day today world and more mobilization. The btgle behavior,
consumption of fast food which has become trenthényouth generation and which leads to unwantedadies at young
age, consumers are more conscious about theihhgalblems, exercise and also consumers consunfartbional food
which helps to improve their physical appearancejavities 60 per cent of the consumers are usiegsdme brand
products and about 58.33 per cent of the consudiénsot recommend the other brands to other asmfheence was less.
Among all the consumers most of them were williagpaty 5 per cent extra premium on the purchasenbws kind of

products like milk/dairy products, fruits and veglgies, meat, packed fruit juices, conventional faditional food.
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