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Abstract 

It has been observed that farmers suffer most as a result of the low farm gate price offered to him 

for all crops. The real profits are earned by those who stock. Process, add value and market the 

produce to the consumers. The farmer gets anything between 10 and 30% of the price that the 

final consumer pays. In order to improve the net income of the farmers, particularly those whose 

farming is dependent on monsoons, the farmers should incorporate their own producer 

companies under the Indian Companies Act. They should contribute to the share capital by 

supplying their primary produce like pulses, grains and oilseeds. The producer company will 

hire skills of management, accounting, processing and marketing and sell the final products to 

the consumers. The company will pay to farmers some part of the market price on delivery and 

the balance will be distributed as withheld price later. In addition to the market price the farmers 

will be entitled to “production bonus” on the basis of supplies as the producer company’s 

activity is bound to generate profits after spending for its processing, marketing and supply 

chain management. 

Keywords – Farmers income, Producer Company, production bonus, supply chain 
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Introduction to Supply Chains  

Supply chains are complex entities that serve many functions. They are institutional 

arrangements that link producers, processors, marketers and distributors. Supply chains are forms 

of industrial organization which allow buyers and sellers who are separated by time and space to 

progressively add and accumulate value as products pass form one member of the chain to the 

next (Hughes, 1994, Fearne, 1996, Handfield and Nichols, 1999). Supply chains are the conduits 

through which (cf. Cooper et al., 1997):  

¨ Products move from producers to consumers;  

¨ payments, credit and working capital move from consumers to producers;  

¨ technology and advanced techniques are disseminated among producers, packagers and 

processors;  

¨ ownership rights pass from producers to processors and ultimately to marketers;  

¨ information on current customer demand and on retail level product preferences pass back from 

retailers to producers.  

 Agri-supply chains are also economic systems which distribute benefits and which apportion 

risks among participants. Thus, supply chains enforce internal mechanisms and develop chain 

wide incentives for assuring the timely performance of production and delivery commitments 

(Iyer & Bergen, 1997, Lambert and Cooper, 2000). They are linked and interconnected by virtue 

of shared information and reciprocal scheduling, product quality assurances and transaction 

volume commitments. Process linkages add value to agricultural products and require individual 

participants to co-ordinate their activities as a continuous improvement process. Costs incurred 

in one link in the chain are determined in significant measure by actions taken or not taken at 

other links in the chain. Extensive pre-planning and co-ordination are required up and down the 

entire chain to effect key control processes such as forecasting, purchase scheduling, 

manufacturing programming, sales promotion, and new market and product launches.  
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The advantages for supply chain members   

Individual suppliers, producers and marketers who are associated through a supply chain 

coordinate their value creating activities with one another and in the process create greater value 

than they can when they operate independently. Motives for collaboration between supply chains 

participants have been elaborated in detail (cf. Mahoney, 1992, Giunipero & Brand, 1996, 

Gattorna, 1998). Supply chains create synergies in one of three ways: i) they expand traditional 

markets beyond their original boundaries and thus increase sales volume for members; ii) they 

reduce the delivered cost of products below the cost of competing chains and thus increase the 

gross margin for the working capital committed by members of the chain; and iii) they target 

specific market segments with specific products and they differentiate the service, product 

quality or brand reputation of the products they deliver to these market segments and thus 

increase consumer perception of delivered value. In this way, they allow chain members to 

charge higher prices.  

Generally, however, supply chains increase market contestability both at the producer end and at 

the consumer ends of the chain. At the consumer end, chains compete primarily through price, 

differentiated products and services and differentiated terms of sale. At the producer end of the 

chain, supply chains compete with one another primarily for "producer affiliation" and core 

vendor commitments.  

"Producer affiliation" implies a long-term relationship between producers and other members of 

the chain based on process integration, stability in supply, and greater investment in efficient 

integration into the chain. Rather than unaffiliated "arms length transactions", supply chains 

substitute intra corporate, contractual or franchise affiliation thereby enabling them to transfer 

risks among participants in the chain. In this way, supplies chains effect and progressively 

increase comparative advantage based on specialization among chain partners.   

Many producers in developing countries can benefit by joining supply chains. Indeed only 

through chain affiliation can many producers determine whether they will target their production 

for upscale, product differentiated markets or down scale, commodity markets. Agile and 

innovative agri-supply chains allow producers to improve their gross margins, increase their 

savings from cash crop sales and adapt their products, value adding processes and channel 

alignment to dynamic market circumstances. Competition among chains for best producers 

allows producers to rise above price taking relationship and to affiliate strategically with chains.  
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The forms of association among supply chain partners are various and may include corporate 

affiliation, contractual affiliation, membership in a trading community, membership in a 

producer‟s cooperative, etc. Well-designed supply chains are capable of realizing several kinds of 

captured value for their participants. For example, they assure:  

i) through quality control that exacting product requirements (e.g. eco certification) of retail 

customers can be met or exceeded in each step within the chain,  

ii) through innovation in product, in production/ distribution processes and in chain alignment 

that individual chains compete successfully with other chains based on superior product quality, 

price-to-value, value-to-cost and, importantly, logistics innovation and that the chain itself 

continuously adapts in its design, component competencies and market feedback systems to 

dynamic market requirements;  

iii) through the compression of the order-to-delivery cycle, improved demand forecasting, 

quicker supply response and „strongest link‟ financing of the entire chain that working capital 

required to produce and deliver marketable products to end consumers is minimized,  

iv) through risk management that production/ delivery/ sale risks are allocated efficiently both 

among chain participants based on their capacity to manage specific risks and to third parties 

when chain participants cannot effectively manage specific risks;  

v) through competitive chain management that the value premises which underlie the chain‟s 

design are continuously tested, validated and adapted to changing circumstances. 

The impact of agri supply chain affiliation  

Customer oriented cross-border agri supply chains have an enormous reciprocal effect on each of 

the successive companies involved in the chain. The following lessons can be learned from 

successfully implemented agri supply chain projects: 

 Long term relationships between partners in the chain, lead to improved margins and 

improved market knowledge for the primary producers (growers and farmers);  

 Reduction of product losses during storage and transportation, result from optimal 

coordination of the successive activities in the chain; 
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 Quality and /or freshness of products can be improved greatly; 

 Improved safety of food products can be assured;  

 Sales can be increased significantly, due to exchanging market information;  

 Coordinated supply chains tend to generate "high value added" products that generate 

considerable revenue as they match with the demands of high-end markets and high 

income segments.  

 

Literature Review 

Market information is an important facilitating function in the agriculture marketing system. It 

facilitates marketing decisions, regulates the competitive market process and simplifies 

marketing mechanisms. Market information is a means of increasing the efficiency of marketing 

system and promoting improved price formation. It is crucial to the farmers to make informed 

decisions about what to grow, when to harvest, to which market produce should be sent and 

whether or not to store it. Improved information should enable traders to move produce 

profitably from a surplus to a deficit market and to make decisions about the viability of carrying 

out storage where technically possible (Amrutha, 2009). 

Subrahmanyam and Mruthyunjaya (1978) based on their study on marketing of fruits and 

vegetables in Bangalore suggested for proper dissemination of market intelligence and 

information through all possible means of communication, for improving the marketing 

efficiency of fruits and vegetables. Ramamritam et al. (2000) developed a system for providing 

agrarian pricing information to the rural Indian populace as a part of Media Lab Asia activities at 

IIT Bombay. The system, called Bhav Puchiye (meaning, "ask for the price", in Hindi), 

incorporates innovations from the perspective of interface design as well as from the perspective 

of data provisioning. Bhav Puchiye was an online application accessible using a web browser, 

for getting the price information of agrarian products at the nearby mandis (i.e. wholesale 

markets). Bhav Puchiye eliminated the need for textual input from a user, but without employing 

pull-down menus. It used an „Inverted Pyramid Approach‟ to give the maximum relevant results 

to the end users with minimal inputs from the users. 
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The Australian organic food products industry to grow and mature, supply chain issues and 

consistency in standards appear to be the key issues that need to be resolved. It is only after these 

issues are resolved that agribusiness suppliers and users of organic food products will be in a 

position to capitalize on opportunities presented by the market in the future. (Hui-Shun Chang, 

Gary Griffith, Lydia Zepeda – August 2004) 

The paper states that some degree of outside assistance, both financial and in capacity building is 

often required for producer groups to form and operate successfully, but this can introduce 

problems with sustainability versus dependency of the organizations. While NGOs may be 

well-suited for the role of catalyst of collective action for marketing, it falls to the public and 

private sectors to ensure that there are incentives for farmers to organize through policies and 

programmes that allow them to access stable and competitive markets. 

Collective action according to the paper can play a critical role for smallholders not only to get a 

better price for their products, but also to adapt to the changing global supply chains. But a 

healthy dose of realism is needed when considering the applicability and effectiveness of 

collective marketing. If the incentives and enabling conditions for farmer groups to form and 

operate successfully are missing, collective marketing will not be profitable or sustainable. (Peter 

Quartey, Chris Udry Seidu Al Hassan, Hellen Seshie – March 2012). 

Middlemen in the supply chain offer some forms of credit to farmers, for example through 

pre-harvest contracts. In this form of financing, the producers and the middlemen (wholesalers 

and retailers) go into an agreement in which the later pays in advance before the produce is 

harvested and at an agreed price. The credit could be in the form of cash or kind. Cash provided 

is used to finance the production process by purchasing inputs and also serves as income for the 

farmer‟s domestic use. Aside cash, middlemen offer the farmers inputs and this form of 

arrangement provides a huge relief from the frustrations that exist in the other forms of obtaining 

credit. This arrangement however, is not highly practiced among smallholder farmers in the 

MiDA selected districts in Ghana. (Peter Quartey, Chris Udry Seidu Al Hassan, Hellen Seshie – 

March 2012). Table 1 below shows the main marketing channels of farmers. 
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Table 1: Distribution of marketing channels in 2008 

 

main outlet  Frequency Percent Cumulative 

Pre harvest contractor 146 1.52 1.52 

Farm gate buyer 2939 30.56 32.08 

Market trader 5548 57.7 89.78 

Consumer 789 8.21 97.98 

State trading organization 24 0.25 98.23 

Cooperative 5 0.05 98.28 

Exporter 15 0.16 98.44 

Other 150 1.56 100 

    Source: GLSS5+ 

Market traders play the dominant marketing role for most of commodities in the Ghanaian 

market. They are the main player in the supply chain for almost all products in the agriculture 

sector. Except for the market of rice where they are the second marketing channel used to 

dispose of local rice produced in the country with farm gate buyers being the main marketing 

channel. (Peter Quartey, Chris Udry Seidu Al Hassan, Hellen Seshie – March 2012). 

One of the reasons for the disappearance of midsized farmers and ranchers is the shrinking 

marketing opportunities providing sales opportunities at a scale and price that enables producers 

of this size to remain viable. Direct-to-consumer channels (e.g. farmers markets and community 

supported agriculture programs) are not sufficient for marketing enough volume of product from  

mid-sized farms, and they cannot achieve the economies of scale necessary to profitably compete 

in undifferentiated commodity markets with large and very large operations (G. W. Stevenson & 

Pirog, 2008).  

Supply chain management theory was used in four studies (Abatekassa & Peterson, 2011; 

Feenstra et al., 2011; Jarosz, 2000; King & Venturini, 2005; G. W. Stevenson & Pirog, 2008) as a 

framework to analyze particular VBSC practices, such as sourcing local food or managing 

information flow throughout the supply chain. This theory describes the dynamics, linkages, 

flows, and contexts that explain the way in which supply chains operate. Theories of agency 

were used in two studies to describe management strategies and power relations within specific 

VBSCs. 
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Concepts and theories related more specifically to sustainable agriculture and food systems were 

also used in this body of literature. Cohen and Derryck (2011) view VBSCs as consistent with 

the concept of civic agriculture, proposed by Thomas Lyson (2004), which describes a network 

of small-scale farmers in locally bounded communities, working collaborative in response to 

ecological and socioeconomic contexts, and rejecting the mainstream, consolidated, conventional, 

mechanized, production-oriented food and agriculture system (p. 86). Bloom and Hinrichs (2011) 

use theories of local and social embeddedness to understand relationships between supply chain 

partners. 

VBSCs are collaborative in nature, marked by transparency, trust and open communication, have 

equitable power relations, and work to guarantee participating farmers and ranchers a fair price 

(King et al., 2010; G. W. Stevenson & Pirog, 2008; S. Stevenson, 2009).  

Mechanisms that allow for organizational coordination between supply chain partners to ensure 

product differentiation and enable the transmission of trust, transparency, and meaning to the end 

consumer are a necessary and crucial characteristic of VBSCs (Conner et al., 2008; King & 

Venturini, 2005). Several authors describe a driver organization or firm in a particular supply 

chain that facilitates chain management and brings other supply chain participants together 

(Cohen & Derryck, 2011; Conner et al., 2011; Diamond & Barham, 2011; Jablonski et al., 2011; 

King & Venturini, 2005; Pullman & Dillard, 2010; S. Stevenson, 2009; Trauger, 2009). 

According to Clancy and Ruhf (2010), these organizations are “the entity that „makes it 

happen,‟” the “initial organizer,” and can be producer groups, processors, distributors, retailers, 

or non-profit organizations (p.2).  

Diamond and Barham (2011) note these organizations manage supply chains in different ways, 

with non-profit organizations tending to overinvest in infrastructures and for-profit and 

cooperative entities operating more conservatively in that regard. King and Venturini (2005) 

view the driver of the values-chain as the organization that creates the value and argue 

values-creation can happen at the input supplier, producer, processor, or retail level. 

The concept of hybrid VBSCs was posited in three articles (Bloom & Hinrichs, 2011; Clancy & 

Ruhf, 2010; Cohen & Derryck, 2011). Bloom and Hinrichs (2011) and Clancy and Ruhf (2010) 

describe these as supply chains using both conventional and alternative resources, infrastructure, 
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and markets, and incorporating both economic and non-economic values and goals. Alternatively, 

Cohen and Derryck (2011) define hybrid food value chains as supply chains including strategic 

partnerships (particularly with non-profit organizations) that provide social capital, transparency, 

shared governance, and co-creation of value. The two definitions of hybrid food value chains are 

fairly different; however Cohen and Derryck‟s definition is essentially the same definition of 

VBSCs described by G. W. Stevenson and Pirog (2008). These divergent meanings for similar 

terms and similar meanings for divergent terms suggest a lack of commonly understood 

vocabulary in this field. 

Notified agricultural products available in Nagpur (source – APMC or Agricultural 

Produce Market committee, Nagpur) 

Nagpur Agriculture Produce Market committee, Nagpur is one the largest & biggest market in 

India and Asia. Its market yard at Kalamana which is known after our late Prime Minister Pandit 

Jawaharlal Nehru is a landmark in the Nagpur city. 

 The market best suits for its geographical location, which is almost at the centre of India, near 

the international airport and Cargo hub. 

 

 

APMC Nagpur 

Maize, Wheat, Rice, Paddy, Tur, Moong. Sesmum,    Linseed, Groundnut, Gram, Soyabean, 

Chola, Jawar,  Bajra, Cotton seed Castor seed, Ambadi, Orange, Mango, Banana, Bor, & Other 

Fruits Chilli (Dry & Green), Turmeric, Cattle, Goat, Sheep, Chicken, Fodder, Cotton, Grass, 

Potato, Onion, Suran, Tomato, Green vegetables, Lexcy vegetable, Korn, Sweet Potato, Garlic, 

Ginger, Coriander, Kochara, Other green vegetables, Cotton 
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Date Commodity Unit Quantity HRate LRate Average 

03/05/2014 Tomato Qtl 500 800 700 750 

03/05/2014 Chavli (Shenga) Qtl 100 1200 1000 1100 

03/05/2014 Ladyfinger Qtl 150 1200 1000 1100 

03/05/2014 Green chilly Qtl 300 1500 1200 1350 

03/05/2014 Shimala Mirchi Qtl 100 1500 1200 1350 

03/05/2014 Coriander Qtl 200 1500 1200 1350 

03/05/2014 Bottle Gourd Qtl 50 600 500 550 

03/05/2014 Bitter Gourd Qtl 50 1500 1200 1350 

03/05/2014 Alibanam Qtl 100 1500 1200 1350 

03/05/2014 Cauliflower Qtl 200 1000 800 900 

03/05/2014 Cabbage Qtl 400 300 200 250 

03/05/2014 Cucumber Qtl 100 1000 800 900 

03/05/2014 Jack Fruit Qtl 200 700 600 650 

03/05/2014 Spinach Qtl 100 1000 800 900 

03/05/2014 Radish Qtl 50 600 500 550 

03/05/2014 Beet Qtl 50 600 500 550 

03/05/2014 Lemon Shekda 50 180 150 165 
 

 

Daily price as shown by APMC, Nagpur of 03.05.2014 
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Distribution channel 

 

 

 

Distribution channel of Agricultural products in Nagpur 
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INDIRECT CHANNEL 

 

 

 

 

 

 

 

DIRECT CHANNEL 

 

 

 

OBJECTIVE OF THE STUDY 

 To understand the distribution channel adopted by distributors in Nagpur 

 To study the supply chain followed in Nagpur. 

 To study the satisfaction level of retailers with respect to distribution of agricultural 

products. 

Research Methodology 

Data has been collected through two sources: - 

1. Primary Source 

2. Secondary Source 

 

 

 
FARMERS 

 
WAREHOUSE 

 
DISTRIBUTOR 

 
RETAILERS 

OF NAGPUR 

 
FARMERS 

 
RETAILERS 

OF NAGPUR 
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1. Primary Data:-  

Primary Data has been collected by the method of Survey. Questionnaire was made with an 

open ended question to the major distributors of Vidarbha. 

2. Secondary Data:- 

Secondary Data has been collected from Internet, Books, and Journals.  

Sample size – 25 distributors in and around Nagpur. 

Area of Research –  

Nagpur district, Wardha district, Amravati district, Yavatmal district, Gondia district, Bhandara 

district. 

 

Data Analysis & Interpretation – 

Warehousing facility  

 

The warehousing facility of all the distributors were analyzed and it was found that 64% are 

having their own depot and rest are procuring it on lease basis. This means that ownership of 

depot is accepted by majority of distributors. 
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Transportation facility 

 

During the analysis of the transportation facility that the distributors are using to get the 

agricultural goods it was found the around 48% were having their own trucks. The rest are 

dependent on others. 

Storage facility 

 

In the storage facility that each distributor is using the researcher found that 60:40 ratio is being 

followed i.e. 60% are using cold storage and 40% are using dry storage. The result demonstrates 

that around 60% agricultural products that the distributors are supplying requires cold storage 

facility. 
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Frequency of goods distribution 

 

The frequency of procuring and distribution of goods was analysed and the researcher found that 

majority of distributors procure and distribute good on fortnightly basis i.e. 60%. 

Time required for transportation 

 

Majority of distributor‟s i.e 60% are taking 5 – 10 hours to transport goods to retailers as per the 

procured orders by salesperson. 

Conclusion 

 In Vidarbha the distribution channel used is company to distributor and subsequently to the 

end consumer. 

 Majority of distributors are using their own vehicles for distribution, having own 

warehouse and using cold storage facility. 

 The third objective was not achieved as there are very few retailers of these products. The 

majority of customers are procuring goods directly from distributors. 
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Abstract: 

Health is one of the fundamental human rights which have been accepted in the Indian 

Constitution. Hospitals are the backbone of the healthcare delivery system. Measurement of 

consumer satisfaction in behavioral health services has received increasing emphasis due to 

clinicians and researchers desire to measure outcomes that reflect the patient‟s unique 

perspective. Likewise, assessment of consumer satisfaction serves as a strong basis for future 

revenues and action plans to improve quality service. The consumer is in the best position to 

evaluate in terms of judging the quality of a product or service. Thus, service quality directly 

affects consumer satisfaction. The same holds true for the health care industry. Health care 

administrative departments must focus on consumer demands for consistency and meeting needs, 

for clear policies regarding service quality and for up-to-date medical treatment and service 

quality. Further, all of the above can help to improve and increase the loyalty of consumer. 

Revenue generating of the firm largely depends upon the attraction of the consumer and retain 

them. A satisfied consumer is always an asset for an organization and their loyalty comes from 

within. Therefore, consumer satisfaction and loyalty can be an emotional post consumption 

response that may occur as the result of comparing expected and actual performance or it can be 

an outcome that occurs without comparing expectations and will facilitate service quality 

improvement.  

The present paper intends to find out Correlation Between Consumers' Satisfaction And 

Consumers' Loyalty in healthcare sector of Wardha district. 

 

Key Words: customer satisfaction, customer loyalty, health care facilities, customer preference.
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Introduction  

The hospital is the core institutional provider of health care. Yet, for the reasons that 

follow, as their costs increase, hospitals will be in an increasingly vulnerable position within the 

healthcare market. Healthcare industry is a wide and intensive form of services which are related 

to well being of human beings. Health care is the social sector and it is provided at State level with 

the help of Central Government. Health care industry covers hospitals, health insurances, medical 

software, health equipments and pharmacy in it. 

Health care service is the combination of tangible and intangible aspect with the intangible 

aspect dominating the intangible aspect. In fact it can be said to be completely intangible, in that, 

the services (consultancy) offered by the doctor are completely intangible. The tangible things 

could include the bed, the décor, etc. Efforts made by hospitals to tangiblize the service offering 

would be discussed in details in the unique characteristics part of the report. 
 

Literature review 

The review of literature also reveals some applied research on consumer satisfaction and 

consumer loyalty. A brief survey of the select studies and their findings are made in the ensuing 

paragraphs. 

Abdul Haeba Ramli, Herman Sjahruddin (2015)
1
 in their study examined and analyzed 

the effect of patient satisfaction to the patient's trust and patient's loyalty. The results of the study 

provide evidence that high patient satisfaction has not been able to increase patient loyalty; 

higher patient satisfaction has an impact on the high of patient trust. High trust of patients 

provides a significant effect on patient‟s loyalty to healthcare services. Finally the results of the 

indirect test on patient satisfaction can increase patient loyalty if supported by high patient trust. 

Arnold M. Mendoza (2014)
2
 aimed to evaluate the patient satisfaction and present 

evidences for quality services and identified the level of satisfaction of patients to hospital 

services in different hospital areas such as the front liners, ward/ICU, support businesses and 

business office: The study also determined the loyalty of patients; and established the extent of 

                                                             
1 Abdul Haeba Ramli, Herman Sjahruddin (2015), Building Patient Loyalty in Healthcare Service, International 

Review of Management and Business Research, Vol. 4 Issue.2, June 2015. 

 
2
 Arnold M. Mendoza (2014),  Correlation Analysis of Customer Satisfaction and Loyalty in Carlito Peña Reyes 

Hospital, Asia Pacific Journal of Multidisciplinary Research, Volume 2, No. 4, August 2014. 
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relationship of patient satisfaction and loyalty. Results showed that the patients at CP Reyes 

Hospital were very satisfied to the quality medical services they received. Complaints were also 

identified at CP Reyes Hospital. The researcher proposed an action plan that medical service 

providers must focus on how to create attractive elements that increase customer satisfaction 

levels and gain customer. The overall recommendation is that CP Reyes Hospital should strive to 

maintain the high standard in order to keep patients satisfied with the services they received. 

 

Objective  

 The present paper intends to find out the relationship between consumer‟s satisfaction and 

consumer‟s Loyalty. The consumers‟ satisfaction level consumers‟ loyalty & reasons for 

preferences of hospitals. 

 

Hypothesis 

The following hypothesis has been framed to meet the objective of the study: 

 Consumer‟s satisfaction has a positive and direct effect on consumer‟s loyalty. 

 

Research Methodology 

I will use two tire research methodologies for this research. The first tire will comprise 

factual data collection from print media and from interviewing. The second one will be collection 

of information from books and journals of management.  

 

Sample and Sample size – This refers to number of respondents to be selected from the 

population to constitute a sample. The study is based on the primary data collected from the 

consumers of health care facilities in Wardha District. In total 1000 questionnaires were 

distributed to consumers of health care facilities in Wardha District. These questionnaires were 

given to patients and they were asked to report their judgments on the service quality 

experienced, satisfaction level and loyalty towards health care service provider. The number of 

satisfactory completed questionnaires returned was 970, giving a response rate of 97 % through 

hospital visits and interviews. Researcher has explained the purpose of the study to participants 

and was present at all times when the participants were filling out the questionnaires.  
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 Sampling Technique – Convenience Sampling was used to select the sample. Convenient 

sampling is a non probability sampling technique that attempts to obtain a sample of convenient 

elements. In case of convenience sampling, the selection of sample depends upon the discretion of 

the interviewer. In this research work, Questionnaire Method was used for the collecting the 

primary data. With the help of this method of collecting data, a sample survey was conducted. 

 

KEY TERMS: 

 

Customer Satisfaction: 

“Customer satisfaction is a part of customer‟s experience that exposes a supplier‟s 

behavior on customer‟s expectation.” It also depends on how efficiently it is managed and how 

promptly services are provided. This satisfaction could be related to various business aspects like 

marketing, product manufacturing, engineering, quality of products and services, responses 

customer‟s problems and queries, completion of project, post delivery services, complaint 

management etc. 

Patient Satisfaction: A patient is the main user of a hospital. He is a person in distress. He expects 

from the hospital  

 Comfort 

 Care, and 

 Cure. 

When the marketing and research firm looked at the inpatient and outpatient hospital 

experience, it found that "patient satisfaction is most influenced by human factors," more so 

than facility upgrades or equipment. 

Achieving hospital customer (patient) satisfaction and the quality patient experience: This 

expedition leads not only to satisfied and cared-for patients and families, but also to positive 

outcomes from hospital staff, community and organization‟s health. By providing the quality 

patient experience,: 
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 complimentary advance your healthcare mission  

 Attract and retain talented staff  

 Win patient loyalty  

 Secure the position of provider of choice in competitive healthcare marketplace 

By fulfill these objective by espousal a patient and family-centered care philosophy and 

instituting sustainable practices that drive hospital patient satisfaction and create the consistently 

quality patient experience. 

Therefore, the survey encouraged hospitals to focus on staff. "From the perspective of 

patients, it might be more worthwhile to invest in finding & keeping staff with superior 

interpersonal skills." 

With patient satisfaction at such high priority under the HCAHPS (Hospital Consumer 

Assessment of Healthcare Providers and Systems) survey, hospitals shouldn't neglect patient 

satisfaction at the individual level. Even small changes in physicians' and staff members' 

behavior can affect satisfaction, Ruth Ragusa, vice president of organizational effectiveness and 

performance improvement at South Nassau Communities Hospital in Oceanside, N.Y., told 

"Even something simple like when you go in to speak to a patient, sit down as opposed to 

standing. It might take the same amount of time, but the impression is not rushed." 

 

Concept of Customer Satisfaction 

Satisfaction is an essential element in the evaluation stage. It refers to the consumers' 

state of being adequately rewarded. Adequacy of satisfaction is a result of matching the actual 

past experience with the expected reward. Patients form certain expectations prior to the visit. 

Once patients come to the hospital and experience the facilities, they may then become either 

satisfied or dissatisfied. Satisfaction or dissatisfaction refers to emotional response to the 

evaluation of service, consumption, experience. It will have five key elements. They are: 

1. Expectations: The seeds of patient satisfaction are sowed during the pre-purchase phase 

when consumers develop expectations or beliefs about what they expect to receive from 

the product. These expectations are carried forward and again activated at the time of 

reusing. 

2. Performance: During the usage of services the patients experience the actual product in 

use and perceive its performance on the dimensions that are important to us.  
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3. Comparison: It will be done after usage with pre-usage expectations. 

4. Confirmation/Disconfirmation: Comparison of expectations with actual performance 

results in satisfaction or dissatisfaction. 

5. Discrepancy: If the performance levels are not equal, discrepancy results. 

Factors Influencing Patient Satisfaction 

Every human being carries a particular set of thoughts, feelings and needs. The wishing list 

might be of value for those who want to know the real person within the patient. One must admit 

that there are a lot of things which could be altered. By getting to know the patients a little more 

to get their views on care one ought to come closer to what the patients consider as a good care
10

. 

It can be said that there are five determinants of patient satisfaction, they are 

1. Reliability: the ability to perform promised service dependably and accurately. 

2. Responsiveness: the willingness to help the patients and provide prompt service. 

3. Assurance: The knowledge and courtesy of employees and their ability to convey 

trust and confidence. 

4. Empathy: the provision of caring and individualized attention to patients. 

5. Tangibles: the appearance of physical facilities, equipment, personal and 

communication materials. 

Customer Loyalty: 

Customer loyalty is both an attitudinal and behavioral tendency to favor one brand over 

all others, whether due to satisfaction with the product or service, its convenience or performance, 

or simply familiarity and comfort with the brand.  Customer loyalty encourages consumers to 

shop more consistently, spend a greater share of wallet, and feel positive about a shopping 

experience, helping attract consumers to familiar brands in the face of a competitive 

environment. 

Economic and business consultants advocate complicated strategies to help health care 

weather lean times. Reducing staff, adjusting payer mixes and holding off on capital improvement 

projects can help during a short-term cash flow crisis. In the long run, however, these strategies 

usually don‟t create long-term financial solutions or sustainability. One far less painful strategy 

that does work is placing a focus on customer loyalty. Loyalty is the key to hospitals‟ survival in 

uncertain times.  
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Over the last 25 years, an average 80 percent of consumers have consistently laid claim to a 

hospital they would call their “own.” More than half of the top 10 reasons consumers prefer a 

certain hospital center on some form of loyalty: they have always gone there; a doctor 

recommended the hospital; perceptions of overall reputation are positive; they or a friend or 

relative works there; patients‟ experiences with staff were memorable. 

Loyalty and the impact it plays on health care isn‟t new. While hospitals can‟t change their 

location to become closer to patients‟ homes, they can ensure that all consumers who live close to 

them are “their” patients. Patients who had an excellent experience at your hospital are more likely 

to return for future services and to promote the hospital to others. Doctors who are loyal to your 

organization admit more patients there, and loyal employees enthusiastically recommend your 

hospital to others. 

 

Customer Preference:  

The Deloitte 2012 Survey of U.S. Health Care Consumers provides data-driven insights 

on consumers‟ perceptions of the health care system and their thoughts on health care reform. This 

INFO Briefs focuses on Consumers and health plans. Believing that health plans vary greatly in 

both quality and price, consumers are ready to customize and shop for insurance; however, they 

seek more choices and better tools to find the right fit and best value. 

 

Other INFO briefs include:  

Consumers and health information technology – Despite consumers‟ high ownership 

levels of technology devices, their use of consumer health information technology (HIT) is low, 

and their interest in using emergent HIT is also relatively low.   

Consumers’ utilization of the health care system – Satisfaction with primary care 

providers is consistently high but consumers believe that quality and prices can vary greatly 

among hospitals.   

Life sciences products and innovations – Half of all consumers in 2012 say they 

currently take prescription medications. Adherence is high, consumers feel knowledgeable about 

the drugs they take, and have confidence in their effectiveness. 

 



 

 Page 30 
 

Data Analysis & Interpretation 

1) Attributes consider under consumers’ satisfaction 

 

Table No. 1: One-Sample Statistics 

Sr.  

No. 
Attributes N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

CS1 Doctor‟s expertise and skills 970 4.25 .898 .029 

CS2 
Affordable charges for services 

rendered 
970 3.89 1.181 .038 

CS3 
Sense of wellbeing you felt in 

the hospital 
970 3.51 1.408 .045 

CS4 Prompt services 970 3.93 .989 .032 

CS5 Services provided as expected 970 3.94 .990 .032 

CS6 Location easily accessible 970 3.75 1.290 .041 

CS7 
Efficiency of admitting 

procedure 
970 2.41 1.347 .043 

CS8 
Friendly and courteous 

staff/doctors 
970 3.92 .976 .031 

CS9 
Healthy, neat and clean 

environment 
970 2.25 1.261 .040 

CS10 Absence of frauds and errors 970 3.21 1.215 .039 
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2) Attributes consider under consumers’ loyalty 

Table No. 2: One-Sample Statistics 

 

Sr. 

No. 
Attributes N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

CL1 
Using health care facility provider 

again for same services 
970 4.36 .717 .023 

CL3 

Price indifference loyalty towards 

health care facility provider (same 

hospital prefer over competitor) 

970 2.91 1.345 .043 

CL4 

Dissatisfaction Response to 

concerned authorities instead to 

discuss with other consumers 

970 2.44 1.365 .044 

CL5 
Recommending health care 

facility provider to other people 
970 3.51 1.405 .045 

 

Validation of Hypothesis  

H1: Consumer‟s satisfaction has a positive and direct effect on consumer‟s 

loyalty. 

Correlations 
Consumer 

Satisfaction 

Consumer 

Loyalty 

Consumer 

Satisfaction 

Pearson 

Correlation 

1 .677
**

 

Sig. (2-tailed)  .000 

N 970 970 

Consumer 

Loyalty 

Pearson 

Correlation 

.677
**

 1 

Sig. (2-tailed) .000  

N 970 970 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Interpretation: The statistical test of Pearson correlation shows that there is positive correlation 

between consumer satisfaction and consumer loyalty with R=0.677 and p-value is 0.00. Since the 

p-value 0.00 is less than 0.01, hence the null hypothesis of no significant correlation between 

consumer satisfaction and consumer loyalty is rejected and the alternate hypothesis of 

consumer‟s satisfaction has a positive and direct effect on consumer‟s loyalty is accepted. 

 

CONCLUSION 

The study reveals that consumer‟s satisfaction has a positive and direct effect on 

consumer‟s loyalty since Pearson correlation shows that there is positive correlation between 

consumer satisfaction and consumer loyalty. 

One of the main objectives of hospital is to provide adequate care and treatment of its 

patients. Its principal product is medical treatment, surgical and nursing services to the patient 

and its central concern is life and health of the patient. As a service organization, the hospitals 

need to recognize the importance of consumer preferences.  Hospital should be able to meet the 

expectations of the patients and patient relations attending him or her. If the  services provided 

by  them matches  to  the  expectations  of  the  patients,  then  it  will  yield  

maximum  satisfaction. Dissatisfaction  may  lead  the  patients  to  keep  him  away  

from  the  treatment  of  the  same hospitals. The study is exploratory in nature and is an 

attempt to find out customers priority to a selection of private hospitals for treatment. The data 

are restricted to the customers of private  hospitals  in  the  three  big  multi-specialty  

private  hospitals  of   and  the results therefore may not  be generalized to all  the health 

care providers. 

 

There is no difference in care really but in facilities. Private hospitals use typically more 

expensive equipment and pay higher salaries. Private hospitals have rules and regulations that 

allow for their authorization but must also abide by state and federal guidelines, government 

hospitals are the same but can be different depending upon resources allocated to them.  

Health managers in both settings should design in-service training to enable their health 

care providers to demonstrate better relational empathy, technical competency and non-verbal 

behaviours during consultations. It is also advisable to note the unique predictors of patient 

satisfaction in each setting even as working toward patient-centeredness. 
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Limitations of the study 

 This research is concerned only with the consumer‟s perception of healthcare quality, 

consumer‟s satisfaction and consumer‟s Loyalty for health care facilities in Wardha District. 

 The reality of the study depends on questionnaire filled and responses given by the 

respondents. 

 The limitations of tools and techniques applied for the analysis are inherent in the present 

study. 
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Abstract:  

 

The present paper entitled “Real estate sector and Consumer buying behavior -An Analytical 

study pertaining to Nagpur region” is an attempt to reveal the reasons behind making 

decisions regarding purchasing of real estate. The study includes that although today real estate 

& construction Industry is one of the fastest growing industry in India then why it is not 

professionalized to major extent in a growing city like Nagpur and to find out the faulty practices 

in real estate sector by the current players which sometimes leads to dead investments and 

losses .It also focuses on major factors responsible for making a decision regarding final 

purchase of real estate in Nagpur region .This paper attempts to provide the upcoming 

developers and builders a brief idea related with the psychology and expectations of the 

customer.. 

Keyword: Real estate, Consumer buying behavior, Psychology. 
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INTRODUCTION 

Nobody in this world can sell anything to anyone the only thing which we can sell is the 

solution….solution to a particular problem. What the customer is facing. And the main role of 

marketing strategy is either to create awareness about the problem or to create a problem so that 

you can sell your product. 

The central focus of marketing is the consumer. And for designing good marketing plan it is 

necessary to examine consumer attributes, needs and lifestyle and purchase processes and then 

make proper marketing mix. To prepare the Marketing strategy for any product the foremost 

requirement is to analyze the consumer buying behavior for that particular product. 

Definition of Consumer Behavior: 

Belch and Belch define consumer behavior as 'the process and activities people engage in when 

searching for, selecting, purchasing, using, evaluating, and disposing of products and services so 

as to satisfy their needs and desires'. 

Definition of Buying Behavior: 

Buying Behavior is the decision processes and acts of people involved in buying and using 

products. 

Competition in today's world is increasing day by day, as there are so many alternatives available 

in the market for the same category of product. So more emphasis is required in promotional part. 

And to remain effective in today's competitive world, advertisement must usually be repeated 

extensively. It's very important to understand the basic instincts of the consumer (Pulse of the 

market) which is mostly revolving around either emotional or conceptual requirement of the 

consumer. By understanding the consumer we will be able to make a more informed decision as 

to which strategy to employ. 

http://en.wikipedia.org/w/index.php?title=Belch_and_Belch&action=edit&redlink=1
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.  

One "official" definition of consumer behavior is “The study of individuals, groups or 

organizations and the processes they use to select, secure, use and dispose of products, 

services, experiences or ideas to satisfy, needs and impacts that this processes have on the 

consumers and society." Although it is not necessary to memorize this definition, it brings in 

scenario some useful points: 

 Consumer behavior involves services and ideas as well as tangible products. 

 Consumer behaviour involves the use and disposal of the product as well as study of 

how they are purchased. Product use is often of great interest to the marketer because 

this will not only helps in positioning of the product but also results in increased 

consumption. 

 The impact of consumer behaviour on society is also of relevance. For example 

aggressive marketing of fat foods, or aggressive marketing of easy credit, may have 

serious repercussions for the national health and economy. 

 Behaviour occurs either for the individual or in the context of the group E.g., Friends 

influences to invest in real estate as when they have invested a year before they had 

earned profit. Or in an organization people on the job make decision as to which 

product the firm should use. 

 

IMPORTANCE OF RESERCH IN NAGPUR REGION 

Maharashtra‟s second capital, Nagpur off late has been in the news for the tremors being created 

by booming Real Estate Orange City, Nagpur achieved the second position on the emerging 

growth centers in India in a recent study conducted by a UK-based Global Property Consultancy 

firm and with increasing interest of NRIs in tier II cities, Nagpur city emerging as a preference of 

IT people and with a series of other factors the Real Estate sector is expected to grow manifold. 
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It is the most common phenomenon that when a person wants to invest even a small amount in any 

commodity like gold, mutual funds, fixed deposits, insurance, shares they will take opinion from 

financial advisor or consultants but in case of real state even though when they are taking the most 

important and costliest decision of their life they don‟t take opinion, or study the current market 

scenario in detail. This sometimes leads to losses or dead investments. To minimize all this losses 

and to provide the right information to the consumers had selected this topic for research. So that it 

can act as a guideline for those consumers who wants to invest their hard earned money in real 

estate. Nagpur is currently booming in terms of Real Estate and is expected to escalate further with 

the advent of various IT companies and flow of FDI in huge amounts. There are success stories of 

various IT companies who turned around the disadvantages of the city and used it to benefit 

themselves. To name a few, it can be Premier Technologies, Persistent Technology Group, 

Lambent Technologies and Control IT India and a lot more fumbling an opportunity to make a 

firm stance in the city. With IT companies striving to enter the city, the Real Estate prices of both 

commercial and capital values are likely to rise high. 

                         Another major factor that has led to the soaring Real Estate prices is the 

NRI investment in the city. Fierce with which NRIs are investing in tier II cities along with the 

demand being created for both residential and commercial properties by this investment coupled 

with the high buying power of NRI‟s the prices are being pushed beyond a reasonable limit in 

Nagpur. And this study will bring the actual scenario in front of the consumer. Developers and 

various brokers are having a gala time and to add more to this they plan to tap other regions of the 

city which has a large number of NRIs with their roots from those areas. To implement this in a 

more professional fashion many developers and brokers hold exhibitions and fairs abroad to attract 

NRIs from UK, US, Dubai, Singapore etc. 

                  Due to all this factors and the growing scenario of real estate in Nagpur city its 

essential to find out what consumers really expect from the organization and studying consumer 

behavior is the necessity of the hour. 

THEORETICAL & PRACTICAL RATIONAL FOR CONSUMER BEHAVIOUR:- 

The study of consumer behavior helps firms and organization improve their marketing strategies 

by understanding issues such as: 
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 The psychology of how consumers think feels reason and select between different 

alternatives.e.g. Brands, Products. 

 The psychology of how the consumer is influenced by his or her environment E.g., 

culture, family, sign, media. 

 Limitation in consumer knowledge or information possessing abilities influence decision 

and marketing outcome, 

 How marketers can adapt and improve their marketing campaigns and marketing 

strategies to more effectively reach he consumers 

 How consumer motivation and decision strategies differ between products that differ in 

their level of importance or interest that they entail for the consumer. 

BASICS OF CONSUMER BEHAVIOUR 

When purchasing a product there are certain processes, which consumers go through, this will be 

discussed below 

1. Problem /Need Recognition 

How do you decide you want to buy a new product or service? It could be that your son got 

married and now suddenly there is an addition of one more member in your family. Due to which 

your previous two bedrooms, hall kitchen flat is suddenly shrinked! So you have a problem or a 

new need.  As now until we purchase for high value items like car, real estate, refrigerator or 

other low frequency purchase product this is the process we would take. However, for impulse 

low frequency purchases. e.g confectionary the process is different. 

2. Information search 

So we have a problem, our flat is too short for us to adjust now and we need to buy a new one. 

What‟s the solution? Now what to do? Just go in to the market and search for the alternative 

solution. Consumers often go on some kind of information search before purchasing any product. 

Sources of information could be family, friends, neighbors who may have the product you have 

in mind, alternately you may ask the agents, or builders, developers or gather information from 

local newspapers and media .Now days as so many facilities are available you can actually 

examine the product before purchasing. 
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3. Evaluation of different purchase options 

So question that comes in mind is which option to choose now? Shall it be more spacious flat, 

row house ,duplex, or an open land(Plot)?generally consumer allocate certain attribute factors to 

certain products, almost like a grading system which they work out in their mind over which 

option to choose? 

And the need of more spacious either a three bedroom, hall kitchen with dinning or row house or 

duplex arises. Or an open land (plot) So that we can construct the way we want. For example 

space is more in row houses and duplexes but as far as security issue is taken societal apartments 

is much better. And the other question is whether to go with the big Brand names like DLF, 

SAHARA CITY, RAHEZAS, HIRANADANI, CONCRETE, and GRACELANDS or select an 

option from the local firm. Consumers usually have some sort of brand preference as either they 

or their peer groups have had a reliable history with one of the brand. 

4. Purchase decision 

And at last after analyzing the entire situation and taking into consideration all the given 

circumstances .the ultimate decision of selecting any of the available option and then going for 

the final purchasing takes place. Purchase of the product will be either through the agents, 

builders, developers or real estate consultancy. 

Post purchase behavior 

Whenever we have doubts about the product after we purchased it? This simply is post purchase 

behavior and research shows that it is a common amongst purchasers of the products this arises 

from a concept that is known as “cognitive dissonance”. The customer, having bought a product, 

may feel that an alternative would have been preferable. In these circumstances that consumer 

will not repurchase immediately, but is likely to switch brands next time. Every manufacturer 

wants that his consumers should feel proud after purchasing a particular product. 

To avoid the post purchase behavior marketing team must play a vital role to inform consumers 

that this product will definitely satisfy the need of the customer. This limits post purchase 

behavior i.e. your consumer feel reassured that he owned the latest and the best product. 
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RESEARCH METHODOLOGY:- 

Research design:- 

A research design is a frame work or blue print for conducting the market research project. It 

details the procedure necessary for obtaining the information needed to a structure or sole the 

market research problem. A research design lays the foundation for conducting the project. A 

good research design is to ensure that the market research is conducted effectively and efficiently. 

The research design for given research would be exploratory and descriptive in nature. As its 

name implies the objective of explorative research is to explore or search through situations to 

provide insights and understandings. 

And when the nature of the initial decision problem is either to describe specific characteristics 

of existing market phenomenon or to evaluate current marketing mix strategies of a defined 

target population or market structure, then a descriptive research design is appropriate. 

Flexibility and versatility characterize the exploratory and descriptive research. The exploratory 

type of design was used in order to collect detail information about the scope and market 

situation. 

OBJECTIVES:- 

 To study the past and present real estate scenario. 

 To study the consumer behavior in real estate sector. 

 To know from where the consumer collects the information about the product. 

HYPOTHESIS:- 

 Youngsters are more interested in selecting real estate as investment option. 

 Out of the different options available for investments real estate is the most   preferred 

one. 

 Peer groups and family members play a major role in taking a decision regarding 

investment in real estate sector. 

SCOPE OF STUDY:- 

The scope of the study is for consumers and sellers of real estate in Nagpur region. 
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 This study will help to formulate different strategies for the promotion and sales of real 

estate in Nagpur region. 

 It will help in identifying the need of the customer. 

 It helps in minimizing the losses incurred by the consumer in real estate sector. 

 This will also helps in educating the consumers regarding various ethical and unethical 

practices followed in real estate industry. And to minimize the Consequences faced by 

them mostly due to a rash decision. 

 

 

Types of data collection: 

Primary data:-The data which can be obtained by communication or by observation and 

collected with the help of questionnaires, interviews and market surveys is called as primary data. 

For the given research primary data is been collected through Questionnaire for customers. 

Secondary data:- 

The data which is already available in the research environment or universe in some or the other 

form is called as secondary data. Secondary data is data, which can be collected by individuals or 

agencies for purpose other than those of our particular research study. 

Secondary data can be collected from books, journals, websites, search engines etc. 

Sample design:- 

 Universe of the study:- For the given research the universe of the study is- Nagpur 

region. 

 Sample Size: A sample size of 100 customers will be taken for the study. 

 Sample Type: The sampling Method used would be Stratified Random Sampling 

Technique. 
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DATA ANALYSIS AND INTERPRETATION: 

1) Classification of sample size based on the product they preferred. While purchasing. 

 

 

2) Major Source of Gathering information  before purchasing real estate; 
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3) Influencing factors in a decision of buying real estate 

 

 

 

 

4) Percentage wise distribution of investment options preferred by customers specially 

youngsters nowadays.( age group between 22-30 years) 
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5) Main reasons (or Purpose) behind buying of real estate...by customers. 

 

 

6) Working Culture of real estate firms in Nagpur. 
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CONCLUSIONS: 

 

On the basis of data analysis and interpretation following conclusions were drawn- 

1) As the return on investments is high in real estate sector more no of customers preferred 

real estate investments at par with other investment options like gold, fixed deposits, 

Mutual funds &insurance. 

2) Peer groups, family friends and Print media (Newspaper) were the prime sources of 

gathering information before purchasing real estate. 

3) Before finalizing a real estate deal the prime factors effecting a customer‟s decision are 

future growth prospect & distance from bus stop, railway station and airport. 

4) Out of different options available in real estate industry more no of customer‟s prefer plots 

for purchasing. 

5) People buy real estate to minimize tax deductions. 

6) In comparison with other cities in India like Delhi, Bombay, Pune & Bangalore the work 

culture or working style of real estate firms in Nagpur region is somewhat average or below 

average. 

 

SUGGESTIONS AND RECOMMENDATIONS: 

1) Proper care should be taken before taking a final decision related with buying of real estate 

just like verifying the original documents of land from deputed authorities like NIT, City 

survey department and court etc. 

2) Proper search report must be prepared by the customer before purchasing real estate to 

avoid future consequences. 

3) Instead of believing on others opinion(Like friends, family members, Peer groups) 

regarding buying of real estate customer must by himself collect information from 

authentic sources like advocates, property experts, Chartered accountants, Patwari(only in 

property related with outskirt Rural region) etc. 

4) Before starting any new project builders and developers must remember certain points like 

proximity from market area, distance from railway station, bus stop and airport and future 

growth prospects. 
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5) Real estate firms must go for more professional way in terms of dealing with customers 

(give more emphasis on CRM-Customer Relationship Management practices) and in 

Marketing and sailing activities also. 

 

6) Real estate firms must keep a watch on avoiding wrong flow of information and false 

commitments in market just for the sake of selling the product by the agents working for 

them. 

 

7) More emphasis should be given on educating the customers or increasing the awareness 

relates with real estate investment and tax savings, ethical and unethical practices in real 

estate sectors. 

 

LIMITATIONS:  

Following are the limitations in the study: - 

         The study is restricted only to Nagpur Region. 

 Even though there are many consumers in real estate sector in Nagpur, it was difficult to 

contact each and every consumer. 

 There might be the situation that Consumer may not be true in answering various questions 

and may be biased to certain other questions. Some consumers might feel not to share 

their view and did not give adequate information. 

 Some Respondent could feel reluctant to answer some questions as they might took them as 

personal, therefore the possibility of error will increase. 
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INTRODUCTION 

 

The expression green marketing comes into importance in the late 1980s and early 1990s. It 

consists of all behavior and actions designed to produce and make possible any interactions 

proposed to gratify human requirements or with least amount of damaging impact on the natural 

environment. With the advancement of science and technology, there is a visible damaging impact 

on the environment. Thus it is essential to shift the focus of the consumers to use more eco – 

friendly products as far as possible. Today there exists no product for the consumer which does not 

have any impact on the environment but to reduce the impact on the environment by motivating the 

manufacturers to manufacture such a product and to encourage the customers to prefer and buy 

green products is essential. 
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 OBJECTIVES OF THE STUDY 

1. To assess the awareness of consumers regarding green product. 

 

2. To analyze the approach and behavior of Indian consumers towards green products. 

 

3.   To identify obstacles that respondents perceive to come in the way of adopting green lifestyle. 

 

REVIEW OF LITERATURE 

 

Products such as trash and storage bags to CFL light bulbs, compostable plates, cups, utensils and 

food service products, natural pesticides, chemical-free cleaning products and more are said to be 

green products. Consumers using these products are said to be using green products. If a consumer 

is buying a product which is environmental friendly also known as green product, it is termed as 

green purchase behaviour (Kilbourne and Pickett, 2008). Green products do not affect the 

environment in an adverse manner and it also do not affect the health of the people in an adverse 

manner (Mossause and Geiser, 2012). Environmental issues are becoming prime importance and 

people are beconing more concerned about the environmental issues (Tan and Yeap, 2012; Dagher 

and Itani, 2012; Leonidou et al., 2010; Mostafa, 2007).  People became environmental concern 

because they feel that the life is in danger and there will be no natural resources for the future 

generation (Leondis et al., 2010). Media is playing a vital role in making people aware about the 

environmatal concerns (Mellilo and Miller, 2006;Aitken, 2006). More and more firms are ensuring 

their operations do not affect the environment in an adverse manner (Cornin et al., 2011; 

Song-Turner, 2008; Saxena and Kandelwal, 2010; Rex and Baumann, 2007; Subhani et al., 2012; 

Tan, 2011). Green firms also do have various advantages like increase in market share, motivated 

employees, increase in profit etc (Pirakatheeswari, 2009; Ottman, 2011; Yakup and Sevil, 2011; 

Hartoyo et al., 2012; Zahria et al., 2011). 

According to Peatties, 2001, there are three phases of green marketing, they are as stated below: 

- The first phase was termed as “ecological green marketing”. During this period, all 

marketing activities were concerned to help environment problems and remedies associated 

with those problems. 
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- Second phase was the environmental green marketing where the focus was the technology 

which should be clean and technology which should help in innovating green products. 

 

- The third phase was the phase was the intension was sustainability. Thus during 1990s and 

early 2000, the concept of sustainable gree marketing came into existence. 

 

Ethical consumerism (alternatively called ethical consumption, ethical purchasing, moral 

purchasing, ethical sourcing, ethical shopping or green consumerism) is a type of consumer 

activism that is based on the concept of dollar voting. 

The explosion in green marketing has intended additional inspection of companies looking to 

discriminate themselves. No longer limited to ecolabels and recycled packaging, green marketers 

have been forced to raise their game in transparent and creative ways, focusing on eco-innovation 

and actual corporate responsibility commitments to enhance their brand identity. They need to 

document their green credentials. Conceivably the largely encouraging bend is not the flimsy 

green buying tendency but the turn by manufacturers towards a more sustainable style of business. 

Motivation and encouragement towards Green Marketing via Regulations in India such as 

Environmental (Protection) Act, 1986. In the Constitution of India it is clearly stated that it is the 

duty of the state to „protect and improve the environment and to safeguard the forests and wildlife 

of the country‟. It imposes a duty on every citizen „to protect and improve the natural 

environment including forests, lakes, rivers, and wildlife‟, Air (Prevention and Control of 

Pollution) Act 1981 for the prevention, control and abatement of air pollution, for the 

establishment, with a view to carrying out the aforesaid purposes, of Boards, for conferring on 

and assigning to such Boards powers and functions relating thereto and for matters connected 

therewith. Water (Prevention & Control) Act, 1974 to provide for the Prevention and Control of 

Water Pollution and the maintenance or restoration of the wholesomeness of water for the 

establishment. Wildlife Protection Act, 1972. According to this Act, "wildlife" includes any 

animal, bees, butterflies, crustacean, fish and moths; and aquatic or land vegetation which forms 

part of any habitat. Hazardous Wastes (Management and Handling) Amendment Rules, 2003. 

These Rules classify used mineral oil as hazardous waste under the Hazardous Waste 



 

 Page 51 
 

(Management & Handling) Rules, 2003 that requires proper handling and disposal. Organizations 

will seek authorization for disposal of hazardous waste from concerned State Pollution Control 

Boards (SPCB) as and when required. Ozone Depleting Substances (Regulation and Control) 

Rules, 2000 and The Eco –Labeling Scheme to increase consumer awareness, the Government of 

India launched the eco- labeling scheme Ecomark‟ in 1991 for easy identification of 

environment- friendly products.  

 

RESEARCH METHODOLOGY 

Conceptual Framework & Formulation of hypotheses: 

There has been a progressive augment in the environmental concern among the consumers all 

over the world in the past two decades which has been proved by several studies which are mainly 

carried out in extremely urbanized countries which are the foremost contributor to environmental 

ruins. Even though the concern of environment is increasing among the consumers, there is a 

doubt of whether this concern will get converted into purchasing of green products or will 

conserve the energy. Hence there is a need to study and understand the behavior of the consumers 

towards the green products and there awareness of the same. Thus it is important to examine the 

consumer approach and their buying behavior and also the relation between the two towards the 

environment protection and their buying behavior of green and eco-friendly products. 

 

The hypothesis formulated for the study is as follows: 

H01: There is no relationship between consumer‟s approach and buying behaviour of green and 

eco-friendly products. 

H11: There is a relationship between consumer‟s approach and buying behaviour of green and 

eco-friendly products. 

Sampling details 

A Stratified random sampling was employed to select 1000 respondents, such as Employees, 

Scholars, Students, Businessmen, Experts and others from Nagpur city.  
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RESULTS AND DISCUSSION 

 

In some of the earlier studies, the relationship between the attitude and some of the parameters of 

consumer‟s behavior have been studied. In the present study, Chi Square test has been used for 

instituting a relationship between approaches and buying behavior. Also, for better precision, the 

relation of each approach question was checked with each behavior question. Eighteen different 

Approach questions were checked with nine be Buying Behaviour questions to test their 

relationship.  

 

 Buying 

Behaviour 

Questions(

BB) 

 

BB01 

 

BB02 

 

BB03 

 

BB04 

 

BB05 

 

BB06 

 

BB07 

 

BB08 

 

BB09 

 

 

 

 

 

 

Chi 

square 

The First 

Approach 

Question – 

AQ01 

 

42.16 

 

95.67 

 

35.26 

 

44.71 

 

59.55 

 

211.2

3 

 

66.23 

 

85.10 

 

112.02 

The Second 

Approach 

Question – 

AQ02 

 

201.2

0 

 

116.1

4 

 

214.1

4 

 

87.21 

 

412.2

5 

 

65.89 

 

412.1

2 

 

252.2

1 

 

136.25 

The Third 

Approach 

Question – 

AQ03 

 

85.45 

 

108.2

0 

 

135.2

4 

 

62.32 

 

85.65 

 

84.59 

 

74.58 

 

114.5

6 

 

52.63 

The Fourth 

Approach 

 

154.3

  

321.2

 

214.2
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Question – 

AQ04 

2 96.65 0 5 65.96 54.84 59.63 98.25 121.32 

The Fourth 

Approach 

Question – 

AQ05 

 

66.23 

 

56.25 

 

45.25 

 

85.69 

 

47.25 

 

65.36 

 

88.36 

 

142.5

2 

 

201.32 

The Fourth 

Approach 

Question – 

AQ06 

 

55.62 

 

85.23 

 

212.0

2 

 

251.5

4 

 

251.3

2 

 

58.63 

 

65.39 

 

75.98 

 

211.52 

The Fourth 

Approach 

Question – 

AQ07 

 

251.2

0 

 

58.63 

 

85.45 

 

78.54 

 

58.25 

 

87.25 

 

87.25 

 

98.36 

 

58.63 

The Fourth 

Approach 

Question – 

AQ08 

 

58.69 

 

87.54 

 

85.69 

 

85.54 

 

47.14 

 

114.2

5 

 

44.54 

 

44.58 

 

87.58 

The Fourth 

Approach 

Question – 

AQ09 

 

52.63 

 

74.58 

 

87.96 

 

254.3

6 

 

114.6

5 

 

225.6

1 

 

65.36 

 

45.69 

 

98.51 

The Fourth 

Approach 

Question – 

 

58.69 

 

87.45 

 

214.3

 

54.36 

 

85.21 

 

54.65 

 

54.78 

 

74.64 

 

54.52 
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AQ10 6 

The Fourth 

Approach 

Question – 

AQ11 

 

65.36 

 

42.62 

 

58.54 

 

59.95 

 

58.36 

 

87.59 

 

87.85 

 

45.65 

 

48.95 

The Fourth 

Approach 

Question – 

AQ12 

 

84.59 

 

58.69 

 

58.65 

 

87.45 

 

87.52 

 

98.25 

 

56.52 

 

113.3

5 

 

47.62 

The Fourth 

Approach 

Question – 

AQ13 

 

85.69 

 

57.62 

 

112.5

4 

 

131.2

5 

 

65.39 

 

49.67 

 

24.52 

 

87.36 

 

87.96 

 

 

 

The Fourth 

Approach 

Question – 

AQ14 

 

75.62 

 

89.65 

 

74.13 

 

84.25 

 

59.64 

 

57.62 

 

83.52 

 

119.5

4 

 

102.35 

The Fourth 

Approach 

Question – 

AQ15 

 

89.51 

 

46.82 

 

65.23 

 

84.65 

 

106.3

2 

 

141.2

3 

 

126.3

5 

 

79.32 

 

84.65 

The Fourth          
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Approach 

Question – 

AQ16 

44.25 56.21 25.21 84.24 105.6

2 

49.65 78.52 98.21 54.25 

The Fourth 

Approach 

Question – 

AQ17 

 

75.21 

 

87.54 

 

114.5

6 

 

102.3

5 

 

215.3

6 

 

79.69 

 

48.69 

 

87.93 

 

98.12 

The Fourth 

Approach 

Question – 

AQ18 

 

54.63 

 

87.63 

 

54.26 

 

87.69 

 

87.56 

 

87.59 

 

45.69 

 

87.69 

 

116.91 

 

 

BB01 

Use biodegradable soaps, detergents etc 

 

BB02 

Read labels before buying to see if contents 

are  environmentally safe 

 

BB03 

Buy products whose packages can be reused 

 

BB04 

Buying bio fuel 

 

BB05 

Buy “cruelty free” cosmetics 
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BB06 

Buy products which contribute money for 

environment protection cause 

 

 

BB07 

 

Buy organic foods and bottled water 

 

BB08 

Boycott tuna, ivory, leather or plastics 

 

BB09s 

Buy Products less damaging the environment 
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Approach Question No. 01 (AQ01): I consider that an individual can do 

something for recovering and progressing the 

environment. 

Approach Question No. 02 (AQ02): I believe in using biodegradable products. 

Approach Question No. 03 (AQ03): I prefer buying products in packages that can 

be refilled 

Approach Question No. 04 (AQ04): I read labels to see if contents are 

environmentally safe 

Approach Question No. 05 (AQ05): I believe in avoid buying aerosol products. 

Approach Question No. 06 (AQ06): I prefer in taking our own bags to the 

supermarket. 

Approach Question No. 07 (AQ07): I consider cutting down on car use. 

Approach Question No. 08 (AQ08): I feel good about buying brands which are 

less damaging to the environment. 

Approach Question No. 09 (AQ09): It is easy for me to identify these products. 

Approach Question No. 10 (AQ10): Green products are inferior in performance 

to nongreen products. 

Approach Question No. 11 (AQ11): I have formed this opinion because people I 

know and trust told me so. 

Approach Question No. 12 (AQ12): I have formed this opinion because of my 

own recent experience of a product. 

Approach Question No. 13 (AQ13): I trust well-known brands to make products 

which work 

Approach Question No. 14 (AQ14): In the marketing communication about a 

product, I expect to be informed of new 

improved Formulas/design. 
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Approach Question No. 15 (AQ15): In the marketing communication about a 

product, I expect to be informed of how 

environmentally friendly a product is. 

Approach Question No. 16 (AQ16): Green products are marketed to me in a way 

which I never notice. 

Approach Question No. 17 (AQ17): Green products are marketed to me in a way 

which I find really engaging and relevant to 

my lifestyle. 

Approach Question No. 18 (AQ18): I consider that the Nagpur Municipal 

Corporation can work on many aspects for 

recovering and progressing the environment. 

 

* AIMA Journal of Management & Research, February 2014, Volume 8 Issue 1/4, ISSN 

0974 – 497 Copy right© 2014 AJMR-AIMA (For AQ09 TO AQ18) 

 

A Chi Square test was carried out to check the hypothesis. The data for the test was the buying 

behavioural questions and approaches questions. The significance level of 0.05 (i.e. p > 0.05) & 

with 8 Degrees of freedom, the table value of the chi square is 17.7. Since the computed chi 

square value in each case is more than the table value, it can be said that the hypothesis holds 

good and hence the hypothesis is accepted which means that there is no relationship between 

consumer‟s approach and buying behaviour of green and eco-friendly products. 

 

CONCLUSION & SUGGESTIONS 

 

From the study undertaken, it can be said that the consumers of Nagpur city are aware of the 

concept of Green products. From the consumers it is also been highlighted that there are many 

awareness drives conducted by many research and educational institutions as well as some NGOs 

and industries as their social responsibility are playing a prominent role in the awareness of the 

consumers of the importance of buying green products. But still from the reaserch conducted we 

can state that it is not necessary that the consumers who are aware of the green product and also 

value them necessarily buy green products. The reasons are many. It could be the price of the 

product, the taste or the look of the product, it could be the non – availability of the product or some 
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other genuine reason working as an obstacle due to which the consumer is not buying or is unable 

to buy a green and eco-friendly product. But since the value of using green and eco-friendly 

products is tremendous and cannot be ignored, it is suggested that the consumers should try to use 

maximum green products which could be recycled and reused or refilled and are also 

biodegradable. As far as possible, the use of plastic should be minimized or restricted. Whenever a 

customer buys something, the label should be read and preference should be given to the 

environment friendly products. These are some of the acts which shall be motivating other 

customer and thus the manufacturers to use and manufacture eco-friendly products respectively. 

Thus the concept of sustainable development is possible and together we can make better world to 

live in. 
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