



AN ANALYSIS OF CONSUMER BEHAVIOUR TOWARDS PACKAGED SPICE PRODUCTS IN JETPUR CITY OF RAJKOT
Abstract: Spices have a long history as an integral part of Indian medicinal system, culture, traditional ceremonies, cuisine and commerce. India is recognised globally as the largest producer, consumer and exporter of spices. In domestic market, packaged spice segment has witnessed remarkable growth, driven by rising consumer awareness regarding food safety, hygiene and quality. In this context, understanding consumer behaviour towards packaged spices has become increasingly important for manufacturers, marketers and policymakers. The present study was conducted in Jetpur city of Rajkot district, Gujarat, with the aim of examining purchasing behaviour, brand preferences and problems faced by consumers towards packaged spices. A descriptive research design was employed and primary data were collected from 300 consumers which was selected through cluster sampling across 15 municipal wards using a structured interview schedule. The analysis was carried out using descriptive statistics such as frequency and percentage to study socio-economic profile and purchasing behaviour, the weighted average mean method to assess consumer problems and purchase-influencing factors and the Garrett Ranking Technique to analyse brand preference determinants. The study focused on understanding key aspects such as purchase frequency, preferred pack sizes, retail channel preferences, sources of influence and brand loyalty. The findings provide valuable insights into the preferences and challenges of packaged spice consumers and highlight the growing importance of quality assurance, competitive pricing and effective retail engagement in sustaining market growth.
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1. INTRODUCTION
Spices are among the most widely used plant-derived commodities across the world, valued not merely for their culinary attributes but also for their medicinal, preservative and aromatic properties. Even though spices are required in very small amounts, they possess distinct biological and sensory properties that have made them indispensable across cultures and civilisations (Hindocha & Dudhagara, 2025; John et al., 2023). India occupies an unrivalled position in this global landscape, widely recognised as the 'Origin and Land of Spices.' Out of 109 spice varieties listed by the International Standards Organization (ISO), India cultivates approximately 75 species across its varied agro-climatic regions, making it the world's largest producer, consumer and exporter of spices (Hindocha & Dudhagara, 2025; Raju & Nagarajan, 2023).

India's spice sector has evolved considerably from its traditional role as a bulk supplier to becoming a premier global hub for spice processing, aided by modern technology and expanding institutional infrastructure (Meena et al., 2019; Kondala et al., 2022). In 2023-24, India produced approximately 11.8 million tonnes of spices and exported around 1,539 thousand tonnes valued at USD 4,464.17 million, with chilli, cumin and turmeric accounting for the largest shares of export volume (Mahera & Dudhagara, 2020); Spices Board of India, 2025). The Spices Board of India, established in 1987 under the Ministry of Commerce and Industry, plays a central role in quality promotion, export facilitation and research support, acting as a critical link between Indian exporters and global importers (Bodapati & Dudhagara, 2023; Chauhan et al., 2024). The spice sector is, therefore, not merely an agricultural sub-sector but a strategically important source of rural income, export earnings and national economic output (Rajanbabu & Ganesan, 2015; Desai et al., 2024).

Against this backdrop of strong production and export performance, the domestic market for spices has undergone a significant structural transformation. The packaged and branded segment has progressively displaced the traditional loose-spice trade, driven by rising consumer awareness around food safety, hygiene and quality assurance, combined with rapid urbanisation, growing disposable incomes and the expansion of organised retail and e-commerce platforms (FSSAI, 2024; IMARC Group, 2026). Historically, spices were purchased in loose, unbranded form from local vendors; however, growing apprehensions over adulteration, unhygienic handling and variable quality have steadily nudged buyers towards packaged and branded alternatives (Tripathi, 2024; Sulieman, 2023; Patel & Dudhagara, 2025).
Despite the robust growth trajectory, the packaged spice sector continues to grapple with consumer scepticism regarding quality authenticity, price premiums over loose alternatives and concerns about the use of artificial preservatives. Several interrelated factors including price sensitivity, brand reputation, packaging aesthetics and ease of availability govern how consumers approach the packaged spice purchase (Pathamuthu & Balan, 2024; Aambaliya et al., 2024). Understanding the precise contours of consumer behaviour, brand preference and perceived challenges is therefore critical for manufacturers, marketers and policymakers seeking to strengthen the sector's penetration and credibility (Sahoo & Dudhagara, 2023; Paghdar et al., 2024).
Jetpur city in Rajkot district of Gujarat a prominent commercial hub with a heterogeneous consumer base presents an apt setting for examining urban spice purchasing dynamics. The study was conducted under the broad objectives, viz. to study the socio-economic profile of consumers, to analyse the purchasing behaviour of consumers towards packaged spices, to assess consumers' brand preferences towards packaged spices and to identify the problems faced by consumers in purchasing packaged spices.
2. METHODOLOGY
2.1 Study Area

The study was conducted in Jetpur city, located in Rajkot district of Gujarat. Renowned for its textile industry, Jetpur supports a resident population of approximately 120,000–130,000. Its status as an active commercial centre with a diverse consumer base makes it an ideal locale for examining urban packaged spice consumption behaviour.

2.2 Research Design and Sampling

A descriptive research design was employed. Primary data were collected through structured personal interviews using a semi-structured schedule. The sampling method adopted was probability sampling, specifically cluster sampling, wherein 20 consumers were selected from each of 15 identified municipal wards, yielding a total sample of 300 respondents. Secondary data were sourced from published journals, institutional reports and government publications.

2.3 Analytical Tools

Percentage analysis and graphical presentation were used to study the socio-economic profile and purchasing behaviour. The Garrett Ranking Technique was applied to analyse factors influencing brand preference. Percent position was calculated using the formula:

     Percent Position = 100(Rij − 0.5) / Nj
Where Rij = rank assigned to the ith factor by the jth respondent 
Nj = number of factors ranked by the jth respondent. 
The Weighted Average Mean (WAM) method was applied on a five-point Likert scale to assess problems faced by consumers, calculated as: 
    WAM = (F₁X₁ + F₂X₂ + F₃X₃ + F₄X₄ + F₅X₅) / Xₜ
Where F = weight assigned to each response 
X = number of responses 
Xₜ = total number of responses
2.4 Limitations of the Study:

The study was conducted only for Jetpur city of Rajkot district of Gujarat with 300 sample size. The results have been found from the respondent’s answers, so they may be bias in the responses of the respondents due to several reasons. 
3. RESULTS AND DISCUSSION

3.1 Socio-Economic Profile of Respondents
The socio-economic characteristics of the 300 sampled respondents are consolidated in Table 1. Young consumers (below 35 years) constituted the largest group with 41.67%, reflecting the active participation of youth in household procurement. Female respondents dominated the sample at 61.67%, consistent with their central role in household food-related decision-making. A majority were married with 69.33% and housewife represented the single largest occupational category with 36.00%, followed by self-employed individuals with 29.67% and private-sector employees cover 24.33%.
In terms of educational attainment, secondary schooling was most prevalent by 26.33%, followed by primary education by 23.67%, indicating a moderately literate consumer base. Economically, the largest income segment was ₹2,50,001 – ₹5,00,000 per annum by 46.00%, affirming a predominantly middle-income consumer profile. Most respondents were long-term residents of Jetpur, suggesting established purchasing patterns with 66.00% lived in owner-occupied dwellings.
Table 1: Socio-Economic Profile of Consumers (n = 300)
	No.
	Variables
	Category
	Respondents (n)
	Percentage (%)

	1
	Age
	Young (< 35 years)
	125
	41.67

	
	
	Middle (36–50 years)
	109
	36.33

	
	
	Old (> 50 years)
	66
	22.00

	2
	Gender
	Female
	185
	61.67

	
	
	Male
	115
	38.33

	3
	Marital Status
	Married
	208
	69.33

	
	
	Unmarried
	92
	30.67

	4
	Occupation
	Housewife
	108
	36.00

	
	
	Self-Employed
	89
	29.67

	
	
	Private Sector
	73
	24.33

	
	
	Government
	30
	10.00

	5
	Education
	Illiterate
	19
	6.33

	
	
	Can Read & Write
	30
	10.00

	
	
	Primary School
	71
	23.67

	
	
	Secondary School
	79
	26.33

	
	
	Higher Secondary
	48
	16.00

	
	
	Graduate
	36
	12.00

	
	
	Post-Graduate & Above
	17
	5.67

	6
	Annual Income (₹)
	< 1,00,000
	18
	6.00

	
	
	1,00,001 – 2,50,000
	90
	30.00

	
	
	2,50,001 – 5,00,000
	138
	46.00

	
	
	> 5,00,000
	54
	18.00

	7
	Residence Type
	Own House
	198
	66.00

	
	
	Rented House/Apartment
	90
	30.00

	
	
	Others
	12
	4.00


Source: Field Survey, 2026
3.2 Purchasing Behaviour towards Packaged Spices
All respondents confirmed regular use of packaged spices, reflecting near-complete market penetration within the sampled population. Monthly purchase was the dominant replenishment cycle, reported by 49.33% of respondents, followed by occasional purchase by 22.00% and fortnightly purchase by 16.67%.
With reference to the package size, 250 g pack size was most preferred size covered by 30.67%, followed closely by 200 g with 24.00% and 500 g with 22.00% packs. This preference for medium-sized packs aligns with the middle-income profile of the sampled population, balancing economy with freshness concerns. Retailers emerged overwhelmingly as the preferred point of purchase by 53.67%, followed by supermarkets by 20.33%, with online platforms accounting for a minimal 4.00% only, which highlights that there is very law penetration to purchase packed spices through online platforms.  
Regarding purchase influence, retailers were identified as the most dominant source of influence with 40.67%, followed by friends and relatives by 21.67% and social media covers 17.33%. Television advertising exerted moderate influence by 14.00%, while print media had the least impact only 6.33%. The dual role of retailers - as both the preferred purchase outlet and the primary influencer - underscores their strategic importance in the packaged spice marketing ecosystem.

Table 2: Purchasing Behaviour of Consumers towards Packaged Spices (n = 300)
	No.
	Variables
	Category
	Respondents (n)
	Percentage (%)

	1
	Frequency of Purchase
	Occasionally
	66
	22.00

	
	
	Weekly
	12
	4.00

	
	
	Fortnightly
	50
	16.67

	
	
	Monthly
	148
	49.33

	
	
	Yearly
	24
	8.00

	2
	Preferred Pack Size
	100 g
	24
	8.00

	
	
	200 g
	72
	24.00

	
	
	250 g
	92
	30.67

	
	
	500 g
	66
	22.00

	
	
	1 kg
	35
	11.66

	
	
	5 kg & above
	11
	3.67

	3
	Place of Purchase
	Retailers
	161
	53.67

	
	
	Supermarket
	61
	20.33

	
	
	APMC Market
	35
	11.67

	
	
	Departmental Store
	31
	10.33

	
	
	Online Stores
	12
	4.00

	4
	Source of Influence
	Retailers
	122
	40.67

	
	
	Friends / Relatives
	65
	21.67

	
	
	Social Media
	52
	17.33

	
	
	Television
	42
	14.00

	
	
	Newspapers / Pamphlets
	19
	6.33


Source: Field Survey, 2026

3.3 Factors Influencing Purchase Decisions
The weighted average mean analysis of purchase-influencing factors revealed a clear hierarchy of consumer priorities in Table 3. Taste emerged as the pre-eminent determinant with the highest WAM score of 4.61, reflecting consumers' fundamental emphasis on sensory experience. Quality ranked second with 4.39 score and price is third with 3.94 score, together forming the triad of core consumer concerns. Brand loyalty scored 3.93 and promotional activities score 3.61 occupied intermediate positions. Packaging score is 3.04, shelf life score is 2.83, availability score is 2.74 and pack size score is 2.49 were ranked progressively lower, suggesting that experiential and economic attributes outweigh functional packaging considerations in consumer decision-making.

Table 3: Factors Influencing Purchase of Packaged Spices 
	Rank
	Factor
	Total Score
	WAM Score

	1
	Taste
	1382
	4.61

	2
	Quality
	1318
	4.39

	3
	Price
	1181
	3.94

	4
	Brand Loyalty
	1180
	3.93

	5
	Promotional Activities
	1082
	3.61

	6
	Packaging
	911
	3.04

	7
	Shelf Life
	848
	2.83

	8
	Availability
	821
	2.74

	9
	Size of Packages
	748
	2.49


3.4 Brand Preference by Consumers
Garrett Ranking analysis of brand preference factors shows in Table 4 which identified taste and flavour as the most decisive criterion with score of 69.72 ranked first, followed by reasonable price with score of 57.96 ranked second and good brand image with score of 56.44 ranked third. Health attributes ranked fourth with score of 52.30, while packaging attractiveness ranked fifth with score of 46.20, advertisements ranked sixth with score of 44.92, variety of spice offerings ranked seventh with score of 41.54 and easy availability ranked eighth with score of 40.92 progressively lower. (this description is not necessary as Table No. 4 gives the same information, just refer to Table 4). 
Table 4: Factors Influencing Brand Preference - Garrett Ranking Analysis
	Rank
	Factor
	Average Mean Score

	1
	Taste and Flavour
	69.72

	2
	Reasonable Price
	57.96

	3
	Good Brand Image
	56.44

	4
	Good for Health
	52.30

	5
	Packaging Attractiveness
	46.20

	6
	Advertisements
	44.92

	7
	Variety of Spice Offerings
	41.54

	8
	Easy Availability
	40.92


3.5 Problems Faced by Consumers
Table 5 represent the analysis of consumer problems including quality trust deficit as the most significant barrier WAM score of 3.80, followed by concern over artificial preservatives with 3.46 score and the perceived price premium of packaged spices over loose alternatives with 3.44 score. Preference for the aroma and freshness of loose spices ranked fourth with 3.37 score, while authenticity of taste score 3.13 and limited variety in packaged form score 2.88 were moderate concerns. Limited in-store availability of preferred brands was the least critical issue with score 2.66. (note the recommendation given for Table 4 above in relation to the word description of the similar information)
Table 5: Problems Faced by Consumers 
	Rank
	Problem Statement
	Total Score
	WAM Score

	1
	Difficulty in trusting quality of packaged spices
	1098
	3.80

	2
	Concern about added preservatives
	1039
	3.46

	3
	Packaged spices expensive vs. loose spices
	1032
	3.44

	4
	Preference for aroma/freshness of loose spices
	1010
	3.37

	5
	Packaged spices lack authenticity in taste
	940
	3.13

	6
	Limited variety available in packaged form
	864
	2.88

	7
	Limited availability of preferred brands in stores
	798
	2.66


4. Conclusion
The study establishes that packaged spices have achieved universal adoption (why not local adoption? Why Universal? Yes the export quota of spices outside India points to the Universality of the spice trade and more so from India) among consumers in Jetpur city, with all sampled respondents confirmed as regular users. The core consumer base is constituted by young to middle-aged women, particularly housewives, who serve as the primary decision-makers in household food procurement. Purchase decisions are governed principally by taste, quality and price; these are important sensory and economic attributes that consistently outrank extrinsic factors such as packaging aesthetics or promotional campaigns. Monthly purchasing at retailers in 250-g pack formats represents the dominant behavioural? pattern. In-store display and word-of-mouth are the most effective channels of brand discovery, affirming the outsized influence of the retail point of purchase. However, the sector confronts persistent headwinds: consumer trust in quality and purity remains incomplete, anxieties about preservatives are widespread and price competitiveness with loose spices continues to restrain switching among price-sensitive segments. For sustained market expansion, manufacturers and marketers must invest in credible quality certification, transparent labelling and preservative-free product lines. Strategically leveraging the retailer relationship through engagement programmes and incentive structures can amplify brand recommendation efficacy. Introduction of smaller, affordable pack formats and region-specific spice blends can capture untapped segments. Finally, brands must work towards closing the sensory gap - delivering taste and aroma profiles that genuinely rival the freshness benchmark set by loose spices - to convert sceptical consumers into loyal brand advocates. (these recommendations can go on their own if the Publisher allows for it; this will reduce the length of the Conclusion and make it compact and to the point). What of food safety aspects of the products? Include that in the recommendation section. 
The findings may very much helpful for the researchers, manufacturer, policymakers, and stakeholders who are working in spice sector specially for packaged spices. It gives insights related consumer preferences, purchasing behaviours, market trends, and factors influencing buying decisions. The study also reveals consumption patterns and increasing good demand for packaged spices due high awareness regarding quality, test/taste, and food safety among consumers. The study also provides useful implications for spice industry and marketers for effective promotional strategies and digital marketing?, and enhancing market competitiveness. 
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