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I

T h i s  p a p e r  a i m s  t o  s t u d y  t h e  c o n s u m p t i o n  p a t t e r n  o f  r u r a l i t e s :  s e l e c t  h o m e ,  p e r s o n a l  c a r e

p r o d u c t s ,  a n d  t h e  a w a r e n e s s  l e v e l  a b o u t  t h e  e x i s t i n g  b r a n d s .  T h e  s t u d y  a l s o  h i g h l i g h t s  t h e

c o n s u m e r s '  m o t i v e s  b e h i n d  t h e  p u r c h a s e  a n d  t h e  f a c t o r s  a f f e c t i n g  t h e i r  p u r c h a s e  d e c i s i o n s .

T h e  d a t a  h a v e  b e e n  c o l l e c t e d  f r o m  4 1 5  r e s p o n d e n t s  a c r o s s  t h e  e n t i r e  H a r y a n a  r e g a r d i n g

t h e  s i x  p r o d u c t s :  d e t e r g e n t ,  w a s h i n g  s o a p ,  b a t h i n g  s o a p ,  t o o t h p a s t e ,  s h a m p o o ,  a n d  h a i r

o i l .  M a j o r i t y  o f  t h e m  h a v e  b e e n  u s i n g  N i r m a ,  N i r o l ,  L u x ,  L i f e b o u y ,  C o l g a t e ,  C l i n i c  P l u s  a n d

D a b u r  A m l a  a n d  l o c a l  b r a n d s  o f  m u s t a r d  o i l .  T h e  s t u d y  r e f l e c t s  t h a t  b r a n d  a w a r e n e s s

l e v e l  o f  r e s p o n d e n t s  i s  v e r y  h i g h  t h o u g h  i t  d o e s  n o t  a f f e c t  t h e  p r o d u c t  u s a g e  t o  a  l a r g e

e x t e n t .  M a j o r i t y  r e s p o n d e n t s  h a v e  b e e n  u s i n g  t h e s e  p r o d u c t s  p u r e l y  d u e  t o  t h e  u t i l i t a r i a n

v a l u e  o f  t h e  p r o d u c t  r a t h e r  t h a n  t h e  p e r i p h e r a l  a s p e c t s .
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r a w a t b h a r t i @ g m a i l . c o m

n  r e c e n t  y e a r s ,  c o n s u m e r  I n d i a  i s  a t  s u c h  a  p o i n t

w h e r e  t h e r e  i s  a  m u l t i p l i c a t i v e  e f f e c t  i n  i n c o m e

g r o w t h ,  a s p i r a t i o n s  a n d  c h a n g e d  c o n s u m p t i o n

patter n across the income level  segments (B i japurkar,

2 0 0 0 ) .  T h e r e f o r e ,  t h e

buying behaviour of rura l

consumers  has  acqu i red

signi f icant at tent ion of the

corporate biggies as they

have  s t a r t ed  consum ing

everything f rom shampoo

t o  m o t o r  c y c l e s  ( P a n i ,

2000) .  The  s i ze  o f  ru r a l

market is  bigger than the

urban for both FMCG and

durables as i t  accounts 53

a n d  5 9  p e r c e n t  o f  t h e

market share respect ively

( K a s h y a p ,  2 0 0 3 ) .  T h e

recent thrust of marketers

i n t o  r u r a l  m a r k e t  i s

t r iggered by the saturated urban market and the huge

rura l  potent ia l  which is  ref lected in growing demand,

has created uproar in th is  market (Kumar and Bishnoi ,

2007). The rural India has been witnessing a sea change

in a l l  sphere of l i fe ,  be i t

enhance standard of l iv ing

o r  a d o p t i o n  o f  n e w

lifestyle.   The entire credit

goes to the revolut ion in

technology and media as

t h e  p r i v a t e  s a t e l l i t e

channels have brought the

world to the cour tyards of

m a n y  v i l l a g e  h o u s e s

( S a k k t h i v e l  a n d  M i s h r a ,

2005).

T h e  c o n c e p t  o f  r u r a l

m a r k e t  i n  I n d i a  i s  s t i l l

e v o l v i n g  a n d  p o s e s

numerous cha l lenges l i ke
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understanding rura l  consumers,  reaching products and

serv ices to remote locat ions,  and communicat ing with

heterogeneous rura l  audience (Kashyap,  2003) .  The

un ique consumpt ion  pa t te rn ,  t a s tes ,  d i f fe ren t  ru ra l

geographies and vast sub-cul tura l  di f ferences display

n u m e r o u s  h e t e r o g e n e i t y ,  c a l l i n g  f o r  b e t t e r

understanding and pin-pointed strategies.

Literature Review

Sayulu and Ramana Reddy (1996) suggest that the rura l

market of fers a very promis ing future.  But th is market

has cer ta in character is t ics that h inder marketers f rom

exploit ing the oppor tunit ies. These include low l i teracy

leve l ,  ignorance of  r ight  consumers ,  ind i f fe rence to

qual i ty standards and lack of cooperat ive spir i t .  Ramana

Rao (1997) observes that the boom in rura l  areas is

caused by  such  f ac to r s  as  i nc reased d i sc re t iona ry

i n c o m e ,  r u r a l  d e v e l o p m e n t  s c h e m e s ,  i m p r o v e d

infrastructure,  increased awareness,  expanding pr ivate

TV channel coverage and emphasis on rura l  markets by

companies.  Ghosh (2007) h ighl ights that FMCG is an

i m p o r t a n t  c o n t r i b u t o r  t o  I n d i a ’ s  G r o s s  D o m e s t i c

Product (GDP) and is  a lso the for th largest sector in

t h e  I n d i a n  e c o n o m y  r e s p o n s i b l e  f o r  p r o v i d i n g

employment to approximately f ive percent of the tota l

factory employment.  He fur ther observes that the food

process ing and the backward l inkages establ ished by

eminent companies that have a l ready entered the rura l

z o n e ,  a n d  w i t h  a  n u m b e r  o f  I n d i a n  a n d  f o r e i g n

companies that are stepping in,  the purchas ing power

of farmers is  surely going to increase.

Though the smal l  packets made a considerable impact

on rura l  consumer buying behaviour and consumption

pattern,  yet th is  t rend ref lects only in cer ta in products

such  a s  shampoos ,  wash ing  powder,  coconu t  o i l ,

toothpaste etc. (Sakkthivel and Mishra, 2005). The study

fur ther cla ims that sachets (smal l  packs) faci l i tat ing rural

consumers to t ry new products and a lso played a v i ta l

role in modif y ing thei r  buying behaviour.  Hence, i t  may

be v iewed as a promotional  tool for modify ing buying

behaviour.  According to the study of  Naidu (2004)

regarding toothpaste and hai r  oi l ,  a lmost every rura l i te

is now aware of famous brands l ike Pepsodent, Colgate,

Acquafresh,  C ibaca and same is  a lso t rue in case of

hair oi l .  Sehrawat and Kundu (2007) argue in their study

that rura l  and urban consumers vary in thei r  behaviour

as far as s impl ici ty of packaging is concerned; the study

has shown that rura l  consumers are comparat ively less

i n f l u e n c e d  b y  s i m p l i c i t y  o f  p a c k a g e  t h a n  u r b a n

consumers.  Pandey (2005) observes that marketers are

succes s f u l l y  u s i ng  p roduc t  de s i gn  and  packag i ng

strategies to target the rura l  consumers,  for example,

sma l l  packages  o f  Fa i r  &  Love l y  a re  be ing  pushed

aggress ively in rura l  markets by Hindustan Lever L imited

(HLL). Toothpowders were long assumed to be the only

sor t  of ora l  care product r ura l  market would buy, yet

toothpaste penetrat ion has actual ly over taken powders

(Singh and Pandey, 2005).

Sakkth ivel  (2006) has gauged that companies intended

to att ract the r ura l  consumers ought to ver y cour teous

i n  t he i r  app roach  and  shou ld  t r y  to  deve lop  t he

per sona l  r appor t  by  o f fe r i ng  be t te r  p roduc t s  and

suppor t ive ser vices. Once this is done, they don’t have

to worry about promotion as word of mouth wi l l  take

c a r e  o f  i t .  T h e  r u r a l  c o n s u m e r  w i l l  a c t  a s  b r a n d

ambassador.  The study fur ther obser ves that sur v iva l

of brands in rura l  markets would purely be based on

thei r  per formance. Rura l  consumer would prefer  the

performance of the product rather than the brands. I f

they are sat is f ied with the same brand, they may look

for other products of the same brand. Mahapatra (2006)

claims that once the marketer creates a posit ive att i tude

for the brand/ serv ice, then i t  is  very di f f icul t  to deviate

the r ural  consumers. They not only seek comfor t in their

brand but a lso f rom the person who is sel l ing them the

brand .  The  s tudy  a l so  desc r ibes  t ha t  t he  g row ing

l i teracy rate and the high penetrat ion of convent ional

media  changed the percept ion of  ru ra l  consumers .

S h i n d e  ( 2 0 0 7 )  c o n c l u d e s  i n  h i s  s t u d y  t h a t  r u r a l

consumers buy f rom weekly markets in major i ty and a

meager number of consumers buy f rom dist r icts .  The

smal l  s ize packaging is  the most impor tant factor when

it  comes the factors af fect ing purchase. The te lev is ion

has  been  found the  b igges t  sou rce  o f  i n fo rmat ion

fol lowed by the radio and thei r  f r iend ci rc le a lso plays

a v i ta l  ro le in th is  regard. Kumar and Madhavi  (2006)

br ing out that  rura l  consumers are qual i ty  conscious

but with reasonable pr ice offers .  People understand

the local dialect and prefer to be informed in their local
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l anguage and dia lect .  Therefore i t  can be usefu l  for

promotion of brands in rura l  markets by major players

(Pate l  and Prasad, 2005).

The  above ment ioned s tud ies  h igh l i gh t  the  va r ious

i s s ue s  r e l a t ed  to  t he  r u r a l  ma r ke t s  l i k e  packag i ng

p r e f e r e n c e  o f  t h e  c o n s u m e r s ,  b r a n d  a w a r e n e s s ,

g r o w i n g  d e m a n d  f o r  d i f f e r e n t  p r o d u c t s ,  a n d

consc iousnes s  o f  t he  consume r s  r ega rd i ng  p r i ce .

However,  due attent ion has not been given to factors

l i ke  consumpt ion  pa t te rn  o f  ru ra l i t i es  the i r  mot i ves

behind the purchase,  and how di f ferent  brands are

c o n s u m e d  b y  t h e  c o n s u m e r s  w h o  h a v e  v a r i e d

d e m o g r a p h i c  p r o f i l e s .  T h e  p r e s e n t  s t u d y  i s  a n

endeavour in th is di rect ion.

Research Objectives

The main object ive of th is  research is  to study the rura l

c o n s u m e r s ’  b e h a v i o u r  t o w a r d s  s e l e c t  H o m e  a n d

Personal  care products.  To achieve th is object ive,  the

fol lowing sub object ives have been designed:

1. To know the brand awareness and consumption

pattern of rura l i tes.

2. To f ind out the mot ives behind the purchase

and the factors af fect ing purchase decis ion.

3. To ident i f y the sources of infor mat ion.

4. To measure an association between demographic

var iables and brand consumption.

Research Methodology

T h e  p r e s e n t  r e s e a r c h  b e i n g  e x p l o r a t o r y - c u m -

descr ipt ive in  na tu re ma in ly  depends upon pr imary

sources of information, which have been col lected with

the help of a st ructured quest ionnai re.  The study has

been conducted in a l l  four administ rat ive div is ions of

Haryana as div ided by Gover nment of Har yana.  Two

dis t r i c t s  f rom each d iv i s ion  have  been se lec ted a t

random and fu r ther  two v i l l ages have been chosen

randomly from each of the distr ict and from each vi l lage

f ive-ten percent of households have been surveyed. In

the ent i re survey, 16 v i l lages have been covered from

eight dist r icts of four administ rat ive div is ions.  A tota l

of  500 quest ionnai res were administered among the

respondents.  Out of these col lected quest ionnai res,

415 questionnaires were considered f i t  for analysis. The

resul ts have been obta ined pr imar i ly  with the help of

f requency and percentage techniques. The chi-square

test has a lso been appl ied to observe the associat ion

b e t w e e n  c e r t a i n  d e m o g r a p h i c  f a c t o r s  a n d  o t h e r

var iables under study.

Results and Discussions

Brand Awareness and Usage

I n  c a s e  o f  d e t e r g e n t s ,  i t  h a s  b e e n  f o u n d  t h a t

respondents have high awareness level  with regard to

Nirma, Ar ie l ,  Wheel ,  T ide, Fena  and Rin .  I t  shows that

they are ful ly aware of leading nat ional brands but when

it  comes to use, Nirma  is  far  ahead than other brands

Table 1:  Awareness and Usage regarding Detergent Brands

Detergents                  Awareness                      Usage

Frequency Percentage Frequency Percentage
Ariel 310 74.7 17 4.1
Nirma 334 80.5 227 54.7
Wheel 257 61.9 36 8.7
Rin 222 53.5 37 8.9
Surf Excel 107 25.9 50 12.0
Tide 251 60.5 14 3.4
Fena 225 54.2 0 0
Mr. White 49 11.8 0 0
Henko 61 14.7 0 0
Ghari 181 43.6 0 0
Any other — — 12 2.9
Non users — — 22 5.3
Total — — 415 100
Source:  P r imary data   F requencies regarding awareness are more than the actua l  because of  mul t ip le responses.
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Table  2 :  Awareness  and Usage regarding Washing Soap Brands

Washing Soaps                     Awareness                          Usage

Frequency P e r c e n t a g e Frequency P e r c e n t a g e

Ni rma 300 72.3 36 8.7

R i n 320 77.1 48 11.6

Whee l 281 67 .7 8 1.9

H e n k o 78 18.8 13 3.1

R in  Su r f  Exce l 172 41.4 42 10.1

T ide 200 48 .2 8 1.9

Ar ie l 229 55.2 0 0

Fena 242 58.3 0 0

N i ro l — — 256 61.7

Any  o the r 04 1.0 4 1.0

Tota l — — 415 100.0

S o u r c e :  P r i m a r y  d a t a ,  F r e q u e n c i e s  r e g a r d i n g  a w a r e n e s s  a r e  m o r e  t h a n  t h e  a c t u a l  b e c a u s e  o f  m u l t i p l e  r e s p o n s e s .

Table 3 :  Awareness and Usage regarding Bathing Soap Brands

Bathing Soaps                 Awareness                  Usage

Frequency P e r c e n t a g e Frequency P e r c e n t a g e

Lux 343 82.7 237 57.1

L i febuoy 335 80.7 103 24.8

C in tho l 161 38.8 17 4.1

Det to l 279 67.2 26 6.3

Breeze 115 27.7 8 1.9

N i rma 189 45.5 4 1.0

Godre j  No.  1 92 22.2 8 1.9

Medimix 29 6.9 4 1.0

Hamam 221 53.3 0 0

Pears 87 20.9 0 0

Rexona 69 16.6 0 0

Dove 25 6.0 0 0

Santoor 48 11.6 0 0

Pamol ive 9 2.2 0 0

Neem 25 6.0 0 0

Any other — — — —

Non users — — 8 1.9

Tota l — — 415 100.0

S o u r c e :  P r i m a r y  d a t a ,  F r e q u e n c i e s  r e g a r d i n g  a w a r e n e s s  a r e  m o r e  t h a n  t h e  a c t u a l  b e c a u s e  o f  m u l t i p l e  r e s p o n s e s .
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( t a b l e  1 ) .   I n  w a s h i n g  s o a p s ,  r e s p o n d e n t s  a r e

adequately aware about the leading brands but as far

as usage is  concerned, loca l ly  made Niro l  has been

found as the sole leader in th is  market .  I t  i s  per t inent

to ment ion here that var ious local  brands of Nirol  are

ava i lable in the market and a lso being sold in loose

form. The few respondents have a lso been found using

some leading nat ional  brands l ike Rin,  Ni rma  and R in

Surf  Excel  ( table 2).

I t  can be gauged from the table three that respondents

possess high awareness regarding Lux, L i febuoy, Dettol ,

Hamam  and Nirma  and i t  is  moderate in case of Breeze ,

Pears and Rexona as far as bathing soaps are concerned.

But regarding usage, Lux  is  the most preferred brand

fol lowed by L i febuoy .

In toothpaste, consumers are much aware about a lmost

al l  the leading brands avai lable in the market but in case

of  use,  Colgate  has  been found as the f ront  runner

fol lowed by Pepsodent  and Close-up ( table 4) .  The

other  nat iona l  brands a re s t i l l  s t r ugg l ing to conver t

themselves into the sa les.  Cl in ic P lus,  Sunsi lk ,  Pentene,

Cl in ic Al l  C lear,  Chik  and Head & Shoulder  are able to

make a dent in the mind of rura l  consumers so far  as

awareness level  of the shampoo brands are concerned

but when usage par t  comes, i t  is  the Cl in ic P lus  which

has been found as the most preferred brand (table 5).

The other wel l -known brands in th is product are a lso

absorbed by the consumers but in meager number.  In

case of hair  oi l ,  respondents have s igni f icant awareness

about a lmost a l l  the leading nat ional  brands but the

Dabur Amla  is  consumed most by the rura l  consumers

fol lowed by the mustard oi l  which is  local ly made and

is  ava i lab le wi th many brand names.  Parachute,  Keo

Karpin  and Vat ika  are the other brands which are a lso

consumed by the few respondents (table 6).

Table 4:  Awareness and Usage regarding Toothpaste Brands

Toothpastes                    Awareness                      Usage

Frequency Percentage Frequency Percentage

Pepsodent 371 89.4 95 22.9

Neem 160 38.6 8 1.9

Colgate 317 76.4 181 43.6

Close up 299 72.0 51 12.3

Dabur lal 201 48.4 30 7.2

Anchor 139 33.5 30 7.2

Babool 204 49.1 16 3.9

Aquafresh 81 19.5 0 0

Miswak 165 39.8 0 0

Vicco 12 2.9 0 0

Any other — — 0 0

Non users — — 4 1.0

Total 415 100.0

S o u r c e :  P r i m a r y  d a t a ,  F r e q u e n c i e s  r e g a r d i n g  a w a r e n e s s  a r e  m o r e  t h a n  t h e  a c t u a l  b e c a u s e  o f  m u l t i p l e  r e s p o n s e s .
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Table 5:   Awareness and Usage regarding Shampoo Brands

Shampoos                     Awareness                        Usage

Frequency Percentage Frequency Percentage

Pentene 246 59.3 4 1.0

Cl inic Plus 319 76.9 247 59.5

Suns i lk 309 74.5 45 10.8

Ayur 142 34.2 18 4.3

Cl inic Al l  Clear 223 53.7 13 3.1

Head & Shoulder 169 40.7 16 3.9

Chik 186 44.8 12 2.9

Garnier Frut ics 59 14.2 20 4.8

Ayush 48 11.6 4 1.0

Lure 09 2.2 0 0

Shikakai 48 11.6 0 0

Halo 73 17.6 0 0

Non users — — 36 8.7

Total — — 415 100.0

S o u r c e :  P r i m a r y  d a t a ,  F r e q u e n c i e s  r e g a r d i n g  a w a r e n e s s  a r e  m o r e  t h a n  t h e  a c t u a l  b e c a u s e  o f  m u l t i p l e  r e s p o n s e s .

Hair  Oil                      Awareness                      Usage

Frequency P e r c e n t a g e Frequency P e r c e n t a g e

Va t i k a 313 75.4 20 4.8

Dabur  Amla 322 77.6 149 35.9

A lmond D rops 143 34.5 13 3.1

C l i n i c  A l l  C lea r 268 64.6 20 4.8

Nav ra tan 284 68 .4 14 3.4

Pa rachute 247 59.5 47 11.3

Keo Ka rp in 146 35.2 33 8.0

Ha i r  &  Ca re 134 32.3 9 2.2

Mus ta rd  O i l — — 106 25.5

Any  o the r 32 7.7 4 1.0

Tota l — — 415 100.0

S o u r c e :  P r i m a r y  d a t a ,  F r e q u e n c i e s  r e g a r d i n g  a w a r e n e s s  a r e  m o r e  t h a n  t h e  a c t u a l  b e c a u s e  o f  m u l t i p l e  r e s p o n s e s .

Table  6 :  Awareness  and Usage  regarding Hair  Oi l  Brands

Motives behind Use of Products

I t  can be t raced f rom table 7 that the ut i l i tar ian aspect

of detergent i .e.  removal  of sta ins has been found the

mos t  domina t i ng  reason  fo r  i t s  pu rchase .  The  few

respondents  bough t  i t  fo r  i t s  f r ag rance  va lue .  The

consumers buy washing soap due to its primary function

for  c lean l iness  and some respondents  buy i t  for  i t s

f ragrance (table 8).

Table 9 gauges that  the sk incare and f ragrance have

been found as  the pr ime reasons for  us ing bath ing
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Motive Frequency P e r c e n t a g e

C lean l i ne s s 204 49.2

F re shnes s 103 24.8

Check  ge rms 48 11 .6

Wh i t enes s 48 11.6

Bad  B rea th 4 1.0

Tas te 4 1.0

Non use r s 4 1.0

Tota l 415 100.0

S o u r c e :  P r i m a r y  d a t a

Table 7:  Motives for using Detergent

Motive  Frequency  Percentage

Fragrance 73 17.6

Remove stains 316 76.1

Washing machine fr iendly 4 1.0

Non users 22 5.3

Any other 0 0

Total 415 100.0

S o u r c e :  P r i m a r y  d a t a

Table 8:  Motives for using Washing Soap

Motive Frequency Percentage

Fragrance 50 12.0

Clean l iness 365 88.0

Skin f r iendly 0 0

Any other 0 0

Total 415 100.0

S o u r c e :  P r i m a r y  d a t a

Table 9:   Motives for using Bathing Soap Table  10 : Motives  for  using Tooth  Paste

Table 11: Motives for using Shampoo

Motive Frequency Percentage

Cleanl iness 282 68.0

Remove Dandruff 59 14.2

Medicinal use 4 1.0

Hair condit ioning 34 8.2

Non users 36 8.7

Total 415 100.0

S o u r c e :  P r i m a r y  d a t a

Table 12:  Motives for using Hair Oil

Table 13: Factors affecting Purchase Decision

Factor Frequency Percentage

Adver t i sement 80 19.3

Low P r ices 63 15.2

Good Qua l i t y 165 39.8

F r iends  & Re la t i ves 24 5.8

Reta i le r ’ s  In f luence 70 16.9

Any other 13 3.1

Tota l 415 100.0

S o u r c e :  P r i m a r y  d a t a

Motive Frequency Percentage

Fragrance 180 43.4

Skincare 197 47.5

Medicinal  Use 14 3.4

Enhance beauty 12 2.9

Any other 4 1.0

Non users 8  1.9

Tota l 415 100.0

S o u r c e :  P r i m a r y  d a t a

Motive Frequency Percentage

Hair care 259 62.4

Good look 137 33.0

Fragrance 10 2.4

Medicinal use 5 1.2

Any other 4 1.0

Total 415 100.0

S o u r c e :  P r i m a r y  d a t a

Table  14 :  Sources  of  Information

S o u r c e Frequency  Percentage

Te l ev i s i on 367 88.4

Rad io 47 11.3

Re ta i l e r 80 19.3

Newspaper 144 34.7

Hoa rd i ng 25 6.0

Re la t i ves 40 9.6

Magaz ines 4 1

Any  o the r 20 4.8
S o u r c e :  P r i m a r y  d a t a ,  F r e q u e n c i e s  a r e  m o r e  t h a n  t h e  a c t u a l

b e c a u s e  o f  m u l t i p l e  r e s p o n s e s .
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soaps.  However meager number of respondents has

ment ioned that they use i t  for medicina l  purpose or to

enhance beauty. Table 10 highl ights that the cleanl iness

fol lowed by f reshness has been found as the pr imary

motives for the purchase of toothpaste.  Some of the

re sponden t s  a l so  pu rcha se  i t  f o r  t he  pu rpose  o f

protect ion from germs and whiteness value. Cleanl iness

has  been  found as  the  p r ima ry  mot i ve  beh ind  the

purchase of shampoos. The very few respondents a lso

buy it for removal of dandruff or hair condit ioning (table

11).  Table 12 gauges into the reason for buying hai r  oi l

and i t  is  found that the respondents have been buying

i t  for ha i r  care and good looks.

Factors Affecting Purchase Decision

Table 13 discusses the factors inf luencing the purchase

decis ion of the respondents.  I t  can be wel l  observed

from the table that qual i ty has been the major factor

b e h i n d  t h e  p u r c h a s e  o f  t h e s e  i t e m s  w h e r e a s

adver t isement and reta i ler ’s  inf luence a lso play a v i ta l

role in deciding about a par ticular brand. A small number

of respondents a lso give weight to the lower pr ices

when i t  comes to  purchase .  Any other  fac tors  l i ke

hoarding and mobile van etc do not have any significant

effect on the consumers.

Sources of Information for Brands

A s  f a r  a s  s o u r c e s  o f  i n f o r m a t i o n  a r e  c o n c e r n e d ,

t e l e v i s i o n  i s  f a r  a h e a d  t h a n  t h e  o t h e r  s o u r c e s .

Newspape r  a l so  p l a y s  a  s i gn i f i c an t  ro l e  i n  impa r t i ng

i n f o r m a t i o n  t o  c o n s u m e r s  p r o b a b l y  d u e  t o  t h e i r

l oca l  ed i t i on .  Re t a i l e r s ,  r ad io  and  r e l a t i v e s  a r e  t he

o t h e r  s o u r c e s  o f  i n f o r m a t i o n  f o r  t h e  r u r a l

consume r s  ( t ab l e  14).

Ta b l e  1 5 :  I n c o m e  Le v e l  and De t e r g e n t s ’  Br a n d  Co n s u m p t i o n

              Detergent      N i r m a         W h e e l          R i n    R i n  S u r f           Any To t a l

Monthly        E x c e l          o t h e r

I n c o m e

be low 5000 32(57 .1 ) 12(21 .4 ) 4 (7 .1 ) 4 (7 .1 ) 4 (7 .1 ) 56(100 .0 )

5001-10000 133(76 .0 ) 4 (2 .3 ) 4 (2 .3 ) 21(12 .0 ) 13 (7 .4 ) 175(100 .0 )

10001-15000 29(27 .6 ) 12(11 .4 ) 21(20 .0 ) 25(23 .8 ) 18(17 .1 ) 105(100 .0 )

above  15000 33(57 .9 ) 8 (14 .0 ) 8 (14 .0 ) 0(0) 8 (14 .0 ) 57(10 .0 )

To t a l 227(57 .8 ) 36 (9 .2 ) 37 (9 .4 ) 50(12 .7 ) 43(10 .9 ) 393(100 .0 )

S o u r c e :  P r i m a r y  d a t a ,   C h i - s q u a r e  v a l u e  9 6 . 1 7 9 ,  s i g n i f i c a n t  a t  5 %  l e v e l ,   F i g u r e s  i n  p a r e n t h e s i s  d e n o t e  p e r c e n t a g e .

* A n y  o t h e r  a l s o  i n c l u d e s  A r i e l  &  T i d e

Table  16 :  Educat ion Level  and Detergents ’  Brand Consumption

               Detergent    Nirma Wheel    Rin            Rin  Surf    Any     Total

Education   Excel  other

level

I l l i t e ra te 37(100.0) 0(0) 0(0) 0(0) 0(0) 37(100.0)

Upto  12 th 156(59.1) 20(7.6) 12(4.5) 33(12.5) 43(16.3) 264(100.0)

Graduate /P.G . 34(37.0) 16(17.4) 25(27.2) 17(18.5) 0( .0) 92(100.0)

Tota l 227(57.8) 36(9.2) 37(9.4) 50(12.7) 43(10.9) 393(100.0)

S o u r c e :  P r i m a r y  d a t a ,   F i g u r e s  i n  p a r e n t h e s i s  d e n o t e  p e r c e n t a g e
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Table  17:   Income Level and Washing Soaps’ Brand Consumption

             Washing

                      Soap  Nirma Rin Nirol Any Total

Monthly other

Income

below 5000 8(11.6) 8(11.6) 45(65.2) 8(11.6) 69(100.0)

5001-10000 16(9.1) 12(6.9) 121(69.1) 26(14.9) 175(100.0)

10001-15000 8(7.0) 15(13.2) 58(50.9) 33(28.9) 114(100.0)

above 15000 4(7.0) 13(22.0) 32(56.1) 8(14.0) 57(100.0)

Tota l 36(8.7) 48(11.6) 256(61.7) 75(18.1) 415(100.0)

S o u r c e :  P r i m a r y  d a t a ,  C h i - s q u a r e  v a l u e  2 5 . 8 3 3 ,  s i g n i f i c a n t  a t  5 %  l e v e l ,  F i g u r e s  i n  p a r e n t h e s i s

d e n o t e  p e r c e n t a g e ,   * A n y  o t h e r  a l s o  i n c l u d e s  W h e e l ,  T i d e ,  H e n k o  a n d  R i n  S u r f  E x c e l .

Table 18:  Education Level and Washing Soaps’ Brand Consumption

                Washing Soap   Nirma   Rin Nirol  Any    Total

Education Level other

I l l i terate 4(10.8) 9(24.3) 24(64.9) 0(0) 37(100.0)

Upto 12th 20(7.2) 21(7.6) 181(65.3) 55(19.9) 277(100.0)

Graduate/P.G 12(11.9) 18(17.8) 51(50.5) 20(19.8) 101(100.0)

Tota l 36(8.7) 48(11.6) 256(61.7) 75(18.1) 415(100.0)

S o u r c e :  P r i m a r y  d a t a ,  C h i - s q u a r e  v a l u e  2 4 . 5 4 7 ,  s i g n i f i c a n t  a t  5 %  l e v e l ,  F i g u r e s  i n  p a r e n t h e s i s  d e n o t e  p e r c e n t a g e

Table  19 :   Income Level  and Bathing Soaps’  Brand Consumption

            Bathing Soap      Lux              Lifebuoy        Det tol  Any    Total

Monthly o t h e r

I n c o m e

be low 5000 41(63 .1) 16(24 .6) 0(0) 8(12.3) 65(100.0)

5001-10000 96(56.1) 59(34.5) 8(4 .7) 8(4 .7) 171(100.0)

10001-15000 55(48.2) 24(21.1) 18(15.8) 17(14.9) 114(100.0)

above 15000 45(78.9) 4(7 .0) 0(0) 8(14.0) 57(100.0)

Tota l 237(58.2) 103(25.3) 26(6.4) 24(5.9) 407(100.0)

Sou rce :  P r ima r y  da t a ,   Ch i - squa re  v a l ue  53 .769 ,  s i g n i f i c an t  a t  5%  l e ve l ,   F i g u r e s  i n  pa ren t he s i s  deno te  pe rcen t age

* A n y  o t h e r  a l s o  i n c l u d e s  N i r m a ,  B r e e z e ,  G o d r e j  ,  M e d i m i x  &  C i n t h o l .

Table  20 :  Educat ion Level  and Bathing Soaps’  Brand Consumption

                  Bathing Soap Lux Lifebuoy Dettol Any To t a l

Education Level o t h e r

I l l i t e ra te 33(100.0) 0(0) 0(0) 0(0) 33(100.0)

Upto  12 th 160(58.6) 83(30.4) 14(5 .1) 16(5.9) 273(100.0)

Graduate /P.G . 44(43.6) 20(19.8) 12(11.9) 25(24.8) 101(100.0)

Tota l 237(58.2) 103(25.3) 26(6.4) 41(10.1) 407(100.0)

Source :  P r ima ry  da ta ,  F i gu res  i n  pa ren thes i s  denote  percen tage



SCMS Journal of Indian Management ,  Apri l - June, 2009.                                                                                                              32

A Quarterly Journal                                                                                                                                                Published by SCMS-COCHIN

Association of Demographic Variables and

Brand Usage

I t  can be observed from the table 15 that Nirma  is  the

sole leader in a l l  the income categor ies in compar ison

to  the  o the r  b rands  o f  de te rgen t s .  Bu t  i n  case  o f

sophis t icated brands l i ke Surf  Excel ,  Arie l  and T ide ,

the usage increases as the income level  increases.  This

assoc ia t ion i s  a l so re f lected f rom the va lue of  ch i -

squa re  a s  we l l .  When  i t  comes  to  the  a s soc i a t ion

between educat ion level  and brand consumption of

detergents (table 16),  Nirma  is  the only brand which is

consumed by the a l l  i l l i terate respondents.  However,

as the educat ion level  of  respondents increases the

trend is downward in case of Nirma whereas Wheel,

R in  and Surf  Excel  show an increas ing t rend.

The table 17 discloses that Nirol  (a local  brand) is  the

most ut i l ized washing soap brand among a l l  income

categor ies.  However,  the f igures ref lect the decreas ing

trend with the increas ing income level .  But i t  is  v ice-

versa in case of Rin .  Th is fact is  a lso revealed by chi-

square va lue. By seeing the pattern of washing soap

brands as per the educat ion level  of the respondents

(table 18), Nirol is being used by the majority of i l l i terate

r e s p o n d e n t s  a n d  i t s  u s e  i s  d e c r e a s i n g  w i t h  t h e

increas ing educat ion level .  But ,  Nirma and Rin  are on

increasing s ide as the education level increases. Hence,

t h e  f i g u r e s  r e v e a l  t h a t  a s  t h e  e d u c a t i o n  l e v e l  o f

r e s p o n d e n t s  g o e s  u p ,  t h e y  t e n d  t o  u s e  m o r e

sophist icated nat ional  brands.

The  t ab le  19  revea l s  t he  f ac t  t ha t  Lux  i s  t he  mos t

c o n s u m e d  b a t h i n g  s o a p  i r r e s p e c t i v e  o f  d i f f e r e n t

income ca tegor ies  however  i t  a l so  d i sc loses  tha t  the

consumers seek more var iety as the income leve l  goes

u p .  C h i - s q u a r e  v a l u e  a l s o  s h o w s  a  s i g n i f i c a n t

assoc ia t ion between income leve l  and bath ing  soaps

brand usage .  As  per  tab le  20 aga in  Lux  i s  the  lead ing

brand in  a l l  educat ion categor ies  of  respondents  wi th

a decreas ing t rend with the increas ing educat ion leve l

whe rea s  con sump t ion  o f  De t to l  a n d  o t h e r  b r a n d

i nc rea ses  w i t h  t he  i nc rea s i ng  educa t ion  l e ve l .  So

e d u c a t i o n  h a s  a  p o s i t i v e  a s s o c i a t i o n  w i t h  b r a n d

cho ice .  Lower  age g roups a re  more va r ie ty  seek ing

whereas  wi th  the  inc rease in  age ,  the  respondents

s t ick  to  the  two lead ing  brands  i .e .  Lux  and L i febuoy

( tab le  21) .

Ta b l e  2 1 :  A g e  and Ba t h i n g  So a p s ’  Br a n d  Co n s u m p t i o n

              Bathing Soap     L u x                L i f e b u o y D e t t o l   A n y To t a l

A g e o t h e r

15 -25 61 (53 .0 ) 29 (25 .2 ) 8 (7 .0 ) 17 (14 .8 ) 115 (100 .0 )

26 -35 124 (63 .3 ) 46 (23 .5 ) 14 (7 .1 ) 12 (6 .1 ) 196 (100 .0 )

36 -50 48 (63 .2 ) 12 (15 .8 ) 4 (5 .3 ) 12 (15 .8 ) 76 (100 .0 )

a b o v e  5 0 4 (20 .0 ) 16 (80 .0 ) 0 ( 0 ) 0 ( 0 ) 20 (100 .0 )

To t a l 237 (58 .2 ) 103 (25 .3 ) 26 (6 .4 ) 41 (10 .1 ) 407 (100 .0 )

S o u r c e :  P r i m a r y  d a t a ,    C h i - s q u a r e  v a l u e  4 5 . 0 5 3 ,  s i g n i f i c a n t  a t  5 %  l e v e l ,   F i g u r e s  i n  p a r e n t h e s i s  d e n o t e  p e r c e n t a g e

Ta b l e  2 2 :   I n c o m e  Le v e l  and To o t h p a s t e s ’  Br a n d  Co n s u m p t i o n

     To o t h p a s t e       Pepsodent   Colgate C l o s e  u p      Any To t a l

Monthly   o t h e r

I n c o m e

be low 5000 8 (12 .3 ) 28(43 .1 ) 4 (6 .2 ) 25(38 .5 ) 65(100 .0 )

5001-10000 33(18 .9 ) 87(49 .7 ) 38(21 .7 ) 17 (9 .7 ) 175(100 .0 )

10001-15000 17(14 .9 ) 54(47 .4 ) 9 (7 .9 ) 34(29 .8 ) 114(100 .0 )

above  15000 37(64 .9 ) 12(21 .1 ) 0(0) 8 (14 .0 ) 57(100 .0 )

To t a l 95(23 .1 ) 181(44 .0 ) 51(12 .4 ) 84(20 .4 ) 411(100 .0 )

     S o u r c e :  P r i m a r y  d a t a , C h i - s q u a r e  v a l u e  1 0 8 . 9 1 9 ,  s i g n i f i c a n t  a t  5 %  l e v e l ,   F i g u r e s  i n  p a r e n t h e s i s

d e n o t e  p e r c e n t a g e ,  * A n y  o t h e r  a l s o  i n c l u d e s  N e e m  ,  B a b o o l ,  D a b u r  L a l  &  A n c h o r .
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Table 23 :  Age and Toothpastes’ Brand Consumption

                Toothpaste      Pepsodent   Colgate          Close up    Any     Total

Age   other

15-25 27(23.5) 33(28.7) 17(14.8) 38(33.0) 115(100.0)

26-35 48(24.0) 96(48.0) 30(15.0) 26(13.0) 200(100.0)

36-50 16(21.1) 36(47.4) 4(5.3) 20(26.3) 76(100.0)

above 50 4(20.0) 16(80.0) 0(0) 0(0) 20(100.0)

Tota l 95(23.1) 181(44.0) 51(12.4) 84(20.4) 411(100.0)

S o u r c e :  P r i m a r y  d a t a ,   C h i - s q u a r e  v a l u e  4 0 . 1 6 3 ,  s i g n i f i c a n t  a t  5 %  l e v e l ,  F i g u r e s  i n  p a r e n t h e s i s  d e n o t e  p e r c e n t a g e

Table 24:  Education Level and Shampoos’ Brand Consumption

              Shampoo   Ayur         Clinic            Sunsilk         Head &      Garnier    Any

Edu.level          Plus                Shoulder     Frutics     other           Total

I l l i terate 0(0) 33(100.0) 0(0) 0(0) 0(0) 0(0) 33(100.0)

Upto 12th 18(7.3) 167(68.2) 28(11.4) 0(0) 16(6.5) 16(6.5) 245(100.0)

Graduate/P.G. 0(0) 47(46.5) 17(16.8) 16(15.8) 4(4.0) 17(16.8) 101(100.0)

Tota l 18(4.7) 247(65.2) 45(11.9) 16(4.2) 20(5.3) 33(8.7) 379(100.0)

S o u r c e :  P r i m a r y  d a t a ,  F i g u r e s  i n  p a r e n t h e s i s  d e n o t e  p e r c e n t a g e ,    * A n y  o t h e r  a l s o  i n c l u d e s  Pe n t e n e ,  C l i n i c  A l l  C l e a r,  C h i k  &  A yu s h

Table 25 :   Gender and Shampoos’ Brand Consumption

      Shampoo    Ayur Clinic          Sunsilk Head &      Garnier     Any    Total

Gender Plus                        Shoulder       Frutics    other

Male 9(3.5) 172(67.7) 28(11.0) 16(6.3) 4(1.6) 25(9.8) 254(100.0)

Female 9(7.2) 75(60.0) 17(13.6) 0(0) 16(12.8) 8(6.4) 125(100.0)

Tota l 18(4.7) 247(65.2) 45(1.9) 16(4.2) 20(5.3) 33(8.7) 379(100.0)

 S o u r c e :  P r i m a r y  d a t a ,   F i g u r e s  i n  p a r e n t h e s i s  d e n o t e  p e r c e n t a g e

The table 22 gauges about the associat ion between

i ncome l eve l  o f  t he  r e sponden t s  and  t he i r  b r and

consumption with regard to toothpaste.  I t  reveals that

Colgate  is  the most preferred brand among low and

middle income categor ies but in the income category

of above Rs.15000, i t  is  the Pepsodent which leads.

C lose  up  i s  a l so  u sed  by  a  s i gn i f i c an t  numbe r  o f

respondents in the middle income categor ies.  When

we look at the table 23 to see the associat ion between

age and toothpaste brand consumption, it can be found

that Colgate  is  preferred by every age category but i t  is

on much higher s ide in the case of aged people (50

and above) whereas the young respondents are more

var ie ty  seek ing  as  they  use d i f fe rent  brands .  These

associat ions are a lso highl ighted by chi-square va lues.

Table 24 exhibi ts the associat ion between educat ion

level  of respondents and brand usage of shampoo. I t

is  h ighl ighted that Cl in ic P lus  is  the only brand used by

e a c h  a n d  e v e r y  i l l i t e r a t e  r e s p o n d e n t .  I t  s h o w s  a

declining trend as the education level goes up but there

is a reverse t rend in case of Sunsi lk  and Garnier Frut ics

etc.  As far  as associat ion with gender is  concerned

(table 25), Clinic Plus is the choice of both the genders,

however,  i t  i s  l i t t le bi t  h igher in case of males.  But the

b r a n d s  l i ke  Ay u r,  S u n s i l k  a n d  G a r n i e r  F r u t i c s  a r e

consumed dominan t l y  by  fema le  whe reas  Head &

Shoulder  is  sole ly used by males.

In  case  o f  ha i r  o i l  ( t ab le  26) ,  i t  i s  the  Dabur  Amla

fo l lowed by musta rd o i l  wh ich a re most  consumed
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Table  26 :  Age  and Ha i r  Oi l s ’  Brand Consumption

              Hai r  Oi l   Dabur Mustard    Any

A g e    Amla               Parachute       Oi l  o ther    Tota l

15-25 39(33 .9 ) 30(26 .1 ) 21(18 .3 ) 25(21 .7 ) 115(100 .0)

26-35 62(31 .0 ) 9(4 .5 ) 65(32 .5 ) 64(32 .0 ) 200(100 .0)

36-50 32(42 .1 ) 4(5 .3 ) 16(21 .1 ) 24(31 .6 ) 76(100.0)

above  50 16(66 .7 ) 4(16 .7 ) 4(16 .7 ) 0(0) 24(100 .0)

To t a l 149(35 .9) 47(11 .3 ) 106(25 .5) 113(27 .2) 415(100 .0)
S o u r c e :  P r i m a r y  d a t a ,    C h i - s q u a r e  v a l u e  5 9 . 5 5 6 ,  s i g n i f i c a n t  a t  5 %  l e v e l ,       F i g u r e s  i n  p a r e n t h e s i s  d e n o t e

p e r c e n t a g e ,  * A n y  o t h e r  a l s o  i n c l u d e s  A l m o n d  D r o p s ,  N a v r a t a n  , H a i r  &  C a r e ,  Va t i k a ,  C l i n i c  A l l  C l e a r  a n d  K e o  K a r p i n

Table 27:  Gender and Hair Oils’ Brand Consumption

               Hair  Oil Dabur Parachute Mustard  Any Total

Gender  Amla       Oil other

Male 116(40.0) 12(4.1) 86(29.7) 76(26.2) 290(00.0)

Female 33(26.4) 35(28.0) 20(16.0) 37(29.6) 125(100.0)

Tota l 149(35.9) 47(11.3) 106(25.5) 113(27.2) 415(100.0)

So u r c e :  P r i m a r y  d a t a ,   C h i - s q u a r e  v a l u e  5 5 . 1 6 2 ,  s i g n i f i c a n t  a t  5 %  l e v e l ,  F i g u r e s  i n  p a r e n t h e s i s  d e n o t e  p e r c e n t a g e

brands among a l l  age groups. But a s igni f icant number

of respondents belonging to the age category of 15 to

25 years a lso use Parachute. The table ref lects c lear ly

that old age people are st ick to two brands (Dabur

Amla  and local ly produced mustard oi l )  only whereas

the youth a lso go for exper iencing newer and latest

brands of the hai r  oi l .  Al though Dabur Amla  and local

brands of mustard oi l  are being used heavi ly by both

the genders (table 27),  but Parachute  is  a lso used by a

cons ide r ab le  numbe r  o f  f ema le  r e sponden t s ,  t h i s

associat ion is  a lso conformed by chi-square va lues.

Findings

The overa l l  analys is  of brand usage and i ts  associat ion

with the cer ta in  demographic var iab les ,  the mot ives

behind the purchase,  the factors a f fect ing purchase

decis ion of the rura l i tes and the  sources of informat ion

regarding major home and personal care products have

helped in reaching cer ta in conclus ions.  The fol lowing

are the main f indings thereof:

♦ In rura l  Haryana, consumers have been found us ing

the leading nat ional  brands l ike Nirma  (detergent) ,

L u x  a n d  L i f e b u o y  ( b a t h i n g  s o a p ) ,  C o l g a t e  a n d

Pepsoden t  ( too thpas te ) ,  C l i n i c  P l u s  ( shampoo) ,

Dabur Amla  (ha i r  oi l )  where as in case of washing

soaps and hai r  oi l  Nirol ( local ly produced soap) and

local  brands of mustard oi l  are predominant ly used

by the rura l  consumers.

♦ When i t  comes to the brand awareness level  of the

rura l  consumers,  i t  has been found that they are fu l ly

aware of the leading brands in case of bathing soaps,

toothpaste and detergent but it is moderate regarding

few brands of shampoo, hai r  oi l  and washing soaps.

♦ I t  is  revealed from the study that pr imar i ly consumers

buy these products for thei r  pr ime ut i l i tar ian va lue

than the per iphera l  aspects.

♦ T h e  t e l e v i s i o n  h a s  b e e n  t h e  p r i m a r y  s o u r c e  o f

in fo rmat ion  bes ides  newspapers .  They  a l so  seek

informat ion f rom thei r  re lat ives and the concerned

retai lers.  The study revealed that the rura l  consumers

are very much qual i ty conscious and consider the

adver t isement and reta i ler ’s  advice whi le deciding

about purchas ing a par t icular  brand. They are a lso

l i t t le caut ious about the pr ices as wel l .
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♦ The study highl ights some very interest ing aspects

that whatever is the leading brand in al l  the products,

that remains leading i rrespective of any demographic

var iables be i t  income, educat ion,  age or gender.

But with the increas ing income and educat ion level ,

the consumers were found using other sophist icated

brands in that product category.  The younger rura l

consumers have been found more var iety seek ing

whereas the old aged consumers are st ick to two or

three brands.

Policy Implications

I t  i s  appa ren t  f r om  t he  s t udy  t h a t  once  t he  r u r a l

consumers get convinced regarding the ut i l i ty  of  the

product for current use, there are every l ike ly chances

of rura l i tes going for i t .  Therefore,  marketers desi rous

of tapping rura l  market must f i rs t  study the consumers’

requirement re lated to the ut i l i tar ian aspect that they

attach to the products and then design the product

accordingly.   Rura l i tes in Haryana are conscious about

the  qua l i t y  o f  the  products ;  th i s  under l i nes  a  ve ry

i m p o r t a n t  f a c t  f o r  t h e  m a r k e t e r s  t h a t  t h e y  m u s t

cons is tent ly  t ry  to bu i ld upon the perce ived image

about the qual i ty of the product a long with mainta in ing

the  qua l i t y .  As  the  ma in  source  o f  i n fo rmat ion  a re

t e l e v i s i o n  a n d  n e w s p a p e r,  i t  i s  s u g g e s t e d  t o  t h e

marketers that reaching rura l  consumer is  not a di f f icul t

task but st rategy needs to be proper ly design-based

on the kind of media and programmes they are exposed

to.

Conclusion

The study has been conducted on the awareness and

consumption pattern of rura l  consumers towards home

and personal care products. This study on the one hand

has  broken many o ld be l ie f s  regard ing ru ra l  market

whereas i t  ha s upheld many others .  Cont ra ry  to the

be l ie f  tha t  on ly  r ich  and wel l  educated consumers

ut i l ize the top nat ional  brands but even low income

leve l  consumers  were found to be absorb ing  such

brands. S imi lar ly the consumers have been found wel l

exposed to the different media primari ly to the television

and newspapers .  The younger rura l  consumers have

been found more var iety seeking in comparison to their

old aged counterpar ts .  Once sat is f ied, they become

l o y a l  t o  t h e  b r a n d .  T h e  r u r a l  c o n s u m e r  c a n  b e

convinced on the ut i l i tar ian va lue of the product.  In

nutshel l ,  the study can be concluded by say ing that

though rural market is ful l  of complexit ies yet accessible

i f  t a p p e d  t h r o u g h  w e l l  c o n c e i v e d  a n d  p r o p e r l y

des igned marke t i ng  p rog rammes  wh ich  i s  a  b igge r

chal lenge but equal ly rewarding.

Future Research Direction

This is an effor t to study the awareness and consumption

pattern of rura l  consumers towards select products in

the category of home and personal  care.  I t  i s  only a

broader v iew of the cer ta in aspects.  Fur ther research

can be conducted on a s ing le product whi le tak ing

into considerat ion the more var iables.  Th is study has

been conducted only in the state of Haryana in India.

For comprehensive and detai led understanding of rura l

market in India, studies should be conducted at national

level  by tak ing larger sample s ize.

Key words:   Rura l ,  consumpt ion pat tern ,  mot ives ,

home and personal  care.
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