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ABSTRACT 
The motive behind this study is to explore and think about the market for Ready-to-eat items in 

KADAPA city in the Rayalaseema area of South-central part of Andhra Pradesh. To discover what are the 

powerful factors decide the market for such items. Individuals frame of mind, pay level, way of life changes, 

item accessibility are mulled over to touch base at the end. The fundamental go for this study is to 

investigate showcase potential for prepared to-eat items and the real powers deciding such fragment to 

develop and the future capability of the equivalent. Statistical surveying will give us bits of knowledge 

about the continuous capability of the portion and the general population inclination to such items. 

 There is a huge change over the most recent ten years in our nation of individuals expending 

propensities. The decisions previously them are bounty and multiplication of miniaturized scale business 

visionaries will likewise be affecting variables for this item portion. Other than comfort there are many 

shrouded powers and up and coming powers decide this market. However there is no explicit limit for this 

market since this portion must develop and need to develop. Instead of accessibility of western eatables 

items, our own items are come into bundled things for deals in this market. This investigation will toss some 

light on market limit and its capability of prepared to-eat items.  

KEY WORDS: Ready-to-eat, Market potential, Lifestyle, Product Decision. 

 

 

1. INTRODUCTION 
Indian food is dynamic and loaded with 

energizing flavors. The provincial foods are various 
and absolutely different in character mirroring the 
extent of the nation, its enormous populace, its 
history and the numerous religions practiced. India is 
a tremendous blend of Hindus, Muslims, Christians, 
Jews, Sikhs, Janis and Parsees. It is difficult to 
welcome the unpredictability of Indian food without 
some learning of these religions and the dietary laws 
that oversee them. Most of the populace is Hindus 
the greater part of whom is veggie lover, yet the 
individuals who do eat meat won't contact hamburger 
and the equivalent applies to the Sikh people group. 

The following greatest religious gathering in India is 
the Muslims for whom pork is an all out forbidden 
for what it's worth for the Jewish populace. Muslims 
will likewise just eat halal meat. Buddhists and Jains 
are strict vegans with Jains notwithstanding 
confining root vegetables from their eating regimens. 
Christians and Parsees eat a wide range of meat, fish 
and vegetables 

2. PIVOTAL MOTIVES FOR 
PURCHASING READY TO EAT 
PRODUCTS 

At the point when India turns into the center 
of numerous multinationals and there is a quick 
change in individuals ways of life. Modernization, 

SJIF Impact Factor: 6.093             Volume: 4 |   Issue: 1 | January | 2019             ISSN: 2455-7838(Online)                                                                                    

EPRA International Journal of Research and Development (IJRD) 

Peer Reviewed Journal 

 

https://www.omicsonline.org/peer-reviewed-journals.php
https://www.omicsonline.org/peer-reviewed-journals.php


__________|EPRA International Journal of Research and Development (IJRD) |ISSN:2455-7838 (Online) |SJIF Impact Factor: 6.093|_______________ 

 

Volume: 4 |   Issue: 1 | January| 2019                                                                                                  | www.eprajournals.com |92 |  

 

dominant part of youthful populace, knowledgeable 
shoppers, will have an effect on these items. Because 
of raise in scholarly levels, proliferation of 
correspondence innovation, customers are winding 
up increasingly mindful of the nourishments them 
admission and they take choice dependent on the 
abundance of assets available. More than male, the 
female shoppers demonstrated much enthusiasm for 
knowing the dimension of calories, ingredients and 
certain item endorsement testaments in picking the 
items. This hints at a decent sound age in India, 
especially in the age gathering of 20-40. Females are 
additionally weight cognizant and they choose the 
items dependent on their awareness to buy prepared 
to eat items. 

3. OBJECTIVES OF THE STUDY 
In perspective of changing nourishment and dietary 
patterns in India and its suggestions on wellbeing 
and good dieting among the buyers, the essential 
goals of my examination are:  
a) To recognize the urgent intentions of prepared to-
eat items  
b) To contemplate the developing interest of these 
items  
c) To discover the significant wellsprings of 
fascination for these items 

4. MATERIALS AND METHODS 
This research is a descriptive one. The finding 

and suggestion of the study are based on both 
secondary and primary data during the course of 

research. Primary data is the first-hand data, which 
are selected a fresh and thus happen to be original in 
character. Primary Data was crucial to know the role 
of social media on marketing. Secondary data are 
those which collected by someone else and which 
already have been passed through statistical process. 
Secondary data has taken from the internet, 
newspaper, magazines, and companies' websites. 

5. SAMPLING UNIT 
An empirical investigation has been done to 

study the motives of market potential of Ready-to-
eat consumption in KADAPA TOWN  using reliable 
data sources. The datas are collected by 
questionnaire and interview. Online surveys are 
conducted to arrive at the result. The sample size is 
200 nos. The questioner had been administered 
through an online survey with a sample of 200 
respondents in Cudapah area between November 
2018 and December 2018.    

6.DESIGN/METHODOLOGY
/APPROACH 

This study is absolutely a review based 
model. The shoppers are in the age gathering of 
between 25 to 40 are offered survey to get the input 
and some of them were met by and by. In light of 
their info the examinations were done and results 
arrived. The literature reviews are done dependent on 
the optional data's accessible in the notable articles 

from good publishers and web sources. 

FINDINGS: The outcomes have appeared 
prepared to-eat showcase fragment is characterized 
by high development in white collar class area 
people groups and their way of life changes because 
of occupation factors. A few areas of the general 
population concurred; accessibility of item 
decisions is additionally choosing them to purchase 
such items imprudently. Indeed, even some little 
segment of the general population concurred that 
the majority of the youth would prefer not to invest 
much energy.  

RESEARCH LIMITATIONS: Data acquired 
from the accommodation test and literature reviews  
has been summed up for surmising buying examples 
of Indian consumers (population). The numbers may 
not absolutely speak to the entire segment of the 
populace on account of various foundations. Despite 
the fact that the investigation differs in male and 
female proportion and relatives and May not thought 
about the aggregate supposition of the family. 
Clients are reviewed in shopping centers and not in 
kirana shops.  

PRACTICAL IMPLICATIONS: This study 
focus around conventional customers the individuals 
who are obtaining ready to-eat class category 
products in shopping malls. 

7. DATA COMPLETION AND 
ANALYSIS 
PIVOTAL MOTIVES OF READY TO EAT 
PRODUCTS 

Because of Change in way of life there is an 
extraordinary change in Indian culture and 
nourishment propensities. The greater part of the 
relatives doesn't have room schedule-wise to cook 
the nourishment in customary way and the vast 
majority of the families are living in independent 
condition. Notwithstanding present day cooking 
gadgets, purchasers still need prepared to-eat 
nourishment since it devours less time. The 
adjustment in way of life and double pay customers 
are inclining toward these kinds of items. The items 
may differ from noodles, pasta, masala bundles, 
stuffed paratha,etc.. what's more, some more.  

Other than national player like settle, pepsico, 
ITC, haldirams, cavinkare, there are numerous 
territorial players who is influencing invasion into 
prepared to-to eat portion. Fast urbanization is 
likewise one reason for individuals to purchase such 
items. These days individuals are likewise wellbeing 
cognizant 

8. DATA ANALYSIS AND 
INTERPRETATION 
The project presented followed by analysis and 
interpretation to reach certain conclusions. After the 
data has collected, that tabulated and findings. 
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TABLE 1: THE TABLE SHOWING THE DIFFERENT AGE GROUP OF THE RESPONDENTS 

16-29 55 

 30-39 75 

40-49 47 
Above 
50 23 

 

CHART 1: THE CHART REPRESENTING THE DIFFERENT AGE GROUPS OF THYE RESPONDENTS 

 
 

Interpretation: 
 The above table shows the opinions of respondents. Here, most of the respondents are belongs to the age group 
of between 30-39. 

TABLE 2: THE TABLE SHOWING THE MARITAL STATUS OF THE RESPONDENTS 

Single 133 

Married 67 

 

CHART 2: THE CHART REPRESENTING  THE MARITAL STATUS OF THE RESPONDENTS 

 
                                 Note: Field Survey 
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Interpretation: The above table shows the opinions of respondents. Here, most of the respondents are 
unmarried. 
 

 

TABLE 3: THE TABLE SHOWING THE EDUCATIONAL QUALIFICATIONS OF THE RESPONDENTS OF 
THE RESPONDENTS 

Up to 10th 31 

Diploma 78 

Plus Two 30 

Graduation 32 

Post 
Graduation 29 

 

CHART 3: THE CHART REPRESENTING  THE EDUCATIONAL QUALIFICATIONS OF THE 
RESPONDENTS 

 
Note: Field Survey 

Interpretation: The above table shows the opinions of respondents. Here, most of the respondents are 
from diploma background. 

TABLE 4: THE TABLE SHOWING THE LITERACY STATUS OF THE RESPONDENTS 

Literate 133 

Illiterate 67 
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CHART 4: THE CHART REPRESENTING  THE LITERACY STATUS OF THE RESPONDENTS 

 
Note: Field Survey 

Interpretation:  
The above table shows the opinions of respondents. Here, most of the respondents are literates.   
 

TABLE 5: THE TABLE SHOWING THE MONTHLY PERSONAL INCOME LEVELS OF 
THE RESPONDENTS 

Below Rs.10,000 48 

 Rs. 10000 to Rs. 50000 97 

Rs. 50,000 to Rs. 1,00,000 40 

Above Rs. 1,00, 000 15 

 

CHART 5:  THE CHART REPRESENTING THE MONTHLY PERSONAL INCOME LEVELS OF THE 
RESPONDENTS 

 
Note: Field Survey 

Interpretation:  
The above table shows the opinions of respondents. Here, most of the respondents belong to the income 
category of 10000-50000 
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TABLE 6: THE TABLE SHOWING THE OCCUPATIONAL STATUS OF THE RESPONDENTS 

Home maker 36 

 Student 31 

Employee 103 

self employed 30 

 

CHART 6:  THE CHART REPRESENTING THE OCCUPATIONAL STATUS OF THE 
RESPONDENTS 

 
 

Note: Field Survey 

Interpretation:  
The above table shows the opinions of respondents. Here, most of the respondents are employees. 

 

TABLE 7: THE TABLE SHOWING THE FAMILY TYPE OF THE RESPONDENTS 

Single 45 

 Couple (no children) 95 

2 Generation (parents +children) 15 

3 Generation (Grand parents + parents + children)  18 

Others 27 
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CHART 7:  THE CHART REPRESENTING THE FAMILY TYPE OF THE RESPONDENTS 

 
 

Note: Field Survey 

Interpretation:  
The above table shows the opinions of respondents. Here, most of the respondents are married couples(DINK-
DOUBLE INCOME NO KIDS).  

 

TABLE 8: THE TABLE SHOWING THE FAMILY SIZE OF THE RESPONDENTS 

1-3 members 132 

4-6 members 37 

 More than 6 31 

 

CHART 8:  THE CHART REPRESENTING THE FAMILY SIZE OF THE RESPONDENTS 
 

 
Note: Field Survey 

Interpretation:  
The above table shows the opinions of respondents. Here, most of the respondents family size is in between 1 to 
3  
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TABLE 9: THE TABLE SHOWING THE SOCIAL INFLUENCE OF THE RESPONDENTS 

Family & relatives 33 

Friends 96 

Colleagues 71 

 

 

CHART 9:  THE CHART REPRESENTING THE SOCIAL INFLUENCE OF THE RESPONDENTS 

 
Note: Field Survey 

Interpretation: 
The above table shows the opinions of respondents. Here, most of the respondents are influenced by friends. 
 

 

TABLE 10: THE TABLE SHOWING THE INFLUENCING FACTORS  OF THE RESPONDENTS 

Electronic media 113 

Social media 68 

Print media 19 

 

CHART 10:  THE CHART REPRESENTING THE INFLUENCING FACTORS OF THE RESPONDENTS 
 

 
Note: Field Survey 

Interpretation: The above table shows the opinions of respondents. 
Here, most of the respondents are influenced by 
electronic media. 
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9. FINDINGS 
1. Most of the respondents are belongs to the 

age group of between 30-39. 
2. Most of the respondents are unmarried. 
3. Most of the respondents are from diploma 

background. 
4. Most of the respondents are literates.   
5. Most of the respondents belong to the 

income category of 10000-50000 
6. Most of the respondents are employees. 
7. Most of the respondents are married couples 

(DINK-DOUBLE INCOME NO KIDS).  
8. Most of the respondents family size is in 

between 1 to 3  
      9.   Most of the respondents are influenced by 
friends. 
     10.  Most of the respondents are influenced by 
electronic media. 

10. CONCLUSION 
This study demonstrates that there is a more 
prominent interest for prepared to-eat food 
fragments and the significant fascination for 
these items are convenience, availability 
and less time utilization to cook. Because of 
way of life changes and long working hours 
individuals are picking these items and 
prepared to run with it. The accessibility of 
crude material to set up specific flavours is 
one of the less factors in choosing these 
items. Accessibility at entryway step and 
accommodation purchasing are the real 
wellsprings of impact in purchasing these 
items. In any case, there is no explicit 
outcome that how much interest will be 
there for these items, since we have 
excluded level II and level III urban 
communities for this examination. These 
items will in general mushroom on account 
of impact by territorial and MNC players. A 
large portion of the notable brand needs to 
move their items by changing our way of 
life and discovering traps in the current 
dietary patterns. 
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