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SYNOPSIS

In 2009, baby care saw lower current value terms growth than in 2008, at over 12% compared with more than 13% the previous year. This was largely driven by slowing volume growth due to the lower birth rate in 2009. Slower volume growth was also underpinned by the diminishing purchasing power of consumers, thus many Indians consumers with low disposable incomes became even more price-conscious when buying baby products. In addition, the fewer new product launches during 2009 compared to the previous year also contributed to the slower volume growth of baby care in 2009 than in 2008.  Nappy (diaper) rash treatments continued to see strong interest in 2009. Despite seeing niche sales over the review period, growth of 25% in current value terms in 2009 was the fastest among the categories in baby care. Given its small base, most of the efforts from manufacturers to promote these products in the review period were still below the line, by educating doctors, who in turn recommended these products to their patients. In 2009, consumer awareness of these products continued to grow..  The researcher has taken 120 samples to analysis the product purchase, reason for purchasing, amount spent for purchasing and their opinion about the product, quality, quantity, Topping, colour, price, taste and their suggestion for improving baby care market development. Analysis and interpretation was made on the basis of percentage.  Some of the questions was scored on five point Likerts five point scale, and calculate the Chi - square, Garrett Ranking methods were used for this research.
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CHAPTER-I
1.1INTRODUCTION
India is fast emerging as one of the world’s fastest growing baby care market with its vast consumer base and fundamental cultural shifts. Even in the tough post recessionary scenario, the industry continued to show strong year on year growth. There was a time when the term "Baby Brand" or "shopping" for a new-born was almost unheard of, in India. Today, our little angels not only seem to occupy the mind space of the largest FMCG Brands, they're also beginning to occupy "floor space" in every Mall and Departmental Store across India. With the wide range of BabyCareProducts offered by these Baby Brands, their proud moms and dads seem to be more excited than ever. Taking proper care of baby is always a significant affair in every mother's life. Babies are delicate, and all the mothers should put in extra effort while handling the baby. There are a variety of guides geared toward newborn baby care. There is also a booming market for infant care products and even natural baby care. There are many products that go hand-in-hand with every special moment that the parents share with their baby.  It's little surprise these days to turn our Televisions on and find tons of Baby Brands' commercials highlighting the benefits of a certain Baby Hair Oil Brand, Baby Diaper Brand, Baby Nappies Brand, Baby Soap Brand, Baby Shampoo Brand, Baby Skin Care Brand or Baby Food Brand.
The entire baby care sector in the report is categorized into five important segments: Massage oil, Diapers, Skin care, Hair care and Baby food. The report has analyzed all the segments in detail, and provides segment wise potential evaluation along with recent industry developments, thus enabling a deep market understanding. With risingincomelevel and changingconsumerbehavior, the Indian baby care market has been witnessing rapid transformation. At present, the market is in the nascent stage of development and it will emerge as one of the world’s fastest growing baby care markets. Moreover, large population base in 0-4 years and parents increasing preference to spend more on baby products will drive the market to new horizons in near future. 
In coming years, product innovation and development will be the key focus area for most of the companies operating in the Indian baby care products market. It is expected that most of the existing and new entrants will try to create niche for themselves by focusing on individual product segment. Apart from penetrating deep into urban market, rural market will also provide growth opportunities to companies. While India represents huge growth opportunities, there are certain challenges for the industry. The Indian baby care market is restricted to just urban areas, despite accounting for majority sales, the urban areas are still under penetrated as compared to other developed and developing markets in the western countries. Rural market is an important part of the Indian baby care market for all the companies across the country, according to our latest research report “Indian Baby Care Market Analysis”. More than 70% of consumers reside in rural areas and almost 50% of the national income is generated here. Our study indicates that the consumer base for baby care products in rural areas in India is expected to reach around 109 Million by 2015. 
A vast prospect population provides enough growth opportunities to new and existing players and will position India as one of the world’s biggest and fast growing baby care markets. In addition, the government support to agriculture and rural economy will create a profitable downstream opportunity for the baby care industry. As the government supports the rural employment schemes like NAREGA, it provides rural consumers an opportunity to earn more and empower them to spend more. On the back of these developments, we expect that the rural market will trigger growth in this industry during the coming years.Also, in coming years, product innovation and marketing strategies will be the key focus areas for most of the companies operating in the Indian baby diaper market. It is expected that in future, penetrating deep into urban market along with rural market will also provide growth opportunities to the industry players. The increasing awareness generated by companies to shift from traditional cloth nappies to disposable diapers will also help the industry to generate revenue of nearly Rs. 200 Crore by 2013.
The key challenges identified include competition from cheaper substitutes, cultural aspects, and regulations on infant food promotion. Future trends identified include introduction of organic baby food, introduction of premium range of baby care products and expansion of market in rural areas. The competitive landscape identifies major players in this segment. Despite increasing opposition, the baby food industry continue to grow on account of rising health awareness, changing role of women and the expanding emerging economies. The infant food industry is one of the most strictly regulated industries in the world and it caters to the primary care market by providing food and beverages that are scientifically proven to be safe and nutritious. Since 2003, the industry has been registering exceptional growth and this has led to the emergence of new brands across the globe.
High global birth rate, greater available disposable income as well as older better educated women who are more knowledgeable about child rearing and nutrition has led to a rise in demand for convenient food items. Apart from the demographics factors, the availability of new innovative products, “organic & natural” in attractive and safe packages has also aided the demand for commercially produced baby food. Geographically, in terms of sales, Europe accounts for the largest share of the market, followed by the America’s and the Asia Pacific region. Among the four types of baby food, the baby milk product has the largest market share, followed by prepared baby food and dried baby food products.  Although, the baby food market has been recording growth over the years due to rising per capita income, migration to urban areas and increasing number of working women, the industry is continuously facing backlash from child health organizations, international groups and government bodies. Already, in the European region as well as emerging countries such as India and Philippines, many companies are facing restrictions regarding the usage of their products. In addition to the regulations, the manufacturers also have to incur increased research and development and packaging expenditures, which along with the economic downturn are expected to adversely impact the industry.

1.2 POPULAR BABY BRANDS IN INDIA
Baby hair care products
With an approximately Rs. 600-crore worth share in the Baby Care product market, Johnson and Johnson is undoubtedly one of the biggest Baby Care Brands in India and specializes in baby hair care products. Johnson & Johnson was founded more than 120 years ago. In the 50 years of operating in India, Johnson & Johnson Limited, India has gained a reputation for delivering high-quality products. Since then, we have brought to the world, new ideas and products that have transformed human health and well-being. Johnson & Johnson Limited India has been ranked as the Best Company to Work for amongst Healthcare companies in India and as one of the top 10 MNCs in India. The tearless formula works is their USP, accounting for the popularity of Johnson and Johnson products. 
JOHNSON AND JOHNSON PRODUCTS:
Johnson’s baby lotion
Johnson’s head-to-toebaby wash
Johnson’s baby shampoo
Johnson’s baby oil
Johnson’s baby powder
Johnson’s baby bar
Johnson'svanilla oatmeal baby wash
Johnson’s honey apple baby wash
Johnson’s baby lotion with aloe vera& vitamin e 
Johnson’s natural™ baby shampoo 
Johnson’s baby shampoo with natural lavender 
Johnson’s natural head-to-toe foaming baby wash
Johnson’s natural kids 3-in-1 shampoo, conditioner & body wash
Johnson’s safety swabs
Johnson’spure cotton balls
Johnson’s baby daily face & body lotion spf 40
PAMPERS:
Pampers were introduced in 1961 Vic Mills. The name "Pampers" was coined by Alfred Goldman, Creative Director at Benton & Bowles, and the first ad agency for the account. Pampers is the world’s number one selling diaper brand with sales of US$ 6 billion annually. In India, Pampers Fresh & Dry is available in a variety of three sizes –4s, 10s, 25s.
HUGGIES BABY CARE PRODUCTS
The HuggiesDryDiaper currently manufactured in India is a product specifically designed by Kimberly Clark lever private ltd. KCLL’s Huggies diaper brand is the market leader in its category with a market share of around 70 per cent. The product relies on high technology super absorbent materials (SAM) to deliver superior absorbency and dryness to the user, which results in “dry and healthy skin” for the baby. The super absorbent materials can absorb fluid up to 100 times their weight. Here trusted baby brand in India. The US$ 14.5 million Indian disposable diaper market has exhibited steady growth as manufacturers are correcting the price-value equation and have been offering customers superior technology products. 
Huggies offers the following baby care products: 
· Huggies Baby Wash Shea Butter 
· Huggies Baby Wash Lavender & Chamomile 
· Huggies Baby Lotion Lavender & Chamomile 
· Huggies Baby Powder Lavender & Chamomile 
· Huggies Baby Shampoo Lavender & Chamomile 
· Huggies Baby Cologne Lavender & Chamomile 
· Huggies Baby Lotion Shea Butter 
· Huggies Baby Oil Lavender & Chamomile
BABY TOILETRIES BRANDS
Some of the well-known baby toiletries brands in India are: 
· Huggies Baby Toiletries 
· Pampers Baby Fresh Travel Wipes 
· Snuggies
· Wipro Baby-Soft
BABY FOOD BRANDS:
Some of the Popular Indian Baby Food and Cereal Brands are:
· Nestle (manufactures Lactogen and Cerelac) 
· Nusobee
· Nestum
· Farex
Top 10 Indian Baby brands featuring on TV in 2012
	S.No
	Brands
	%Share
	Rank

	1
	Huggies Dry
	19
	1

	2
	Johnson Baby Powder
	12
	2

	3
	Johnson Baby Oil
	9
	3

	4
	Johnson Baby
	9
	4

	5
	Johnson Baby Milk Soap
	8
	5

	6
	Johnson Baby Milk Lotion
	8
	6

	7
	Johnson Baby Nappy Pad
	7
	7

	8
	HimaniSonachandi Healthy
	7
	8

	9
	DaburLal Tel
	6
	9

	10
	Johnson Baby Cream
	6
	10



1.3 BABY CARE MARKET- AN OVERVIEW
GLOBAL OUTLOOK:
The current estimated market size of global baby care market is worth US$ 44 Billion and the child care market around US$ 255 Billion according to research and analysis (RNCOS Report) The market encompasses different segments in the baby care segment, which can be divided into: toys, feeding accessories, soothers, wipes, disposable diapers, body care products, carriages, strollers, and furniture. The children product market is divided into: toys and children’s wear.
Demand has grown due to a rising number of babies and children to be catered to. Product innovation and development has allowed retailers and manufactures to widen the market, using new technologies and advanced marketing approaches. Research from firm Key Note points to the contribution of changing lifestyle trends to the market, including mothers returning to work earlier giving rise to greater demand for breastfeeding equipment such as sterilizers and pumps.
India is one of the most attractive retail destinations around the world and hence represents a high potential and untapped market for Baby, Child and Maternity care products. The Indian Baby and Child sector is among the world’s largest and fastest growing. Estimated to be US $644 Million in 2009, with a compounded annual growth rate (CAGR) of 10.5% during 2004 -2009. The Baby and Child sector is forecast to register a CAGR of 12% during 2012-2014.
With growing awareness, surging income levels, and shifts in consumer behavior, the country’s nascent Baby & Child care products market is fast transforming into the world’s fastest growing baby & child care products market. In addition, the preference of a vast population base in the age group of 0-4 years and parents’ to spend more on baby products works to further boost the demand for baby care products in the country.
Indian consumers also pay a lot of attention to high-quality products and thus branded articles. Although the price is often still the major deciding factor, its importance is relatively less in the case of well-known branded products that promise good quality. Especially remarkable is the fact that 64 per cent of consumers plan their purchase and as many as 57 per cent of these look for a specific products. Presently, the growth of the industry is being witnessed from new demand pockets, especially in Tier-II and III cities, thus, signaling growing acceptance among the masses.
"Indian Baby Care Market to 2013", baby care market in India has experienced surprising growth over the past few years due to changing consumer mindset and increasing penetration of baby care products. Rising income level, better product availability and increasing awareness have significantly transformed the baby care products industry landscape. India has emerged as the most preferred market for the companies involved in baby care product manufacturing and marketing. India has emerged as the most preferred market for the companies involved in baby care product manufacturing and marketing. The growing segment of population in the age group of 0-4 years has been providing tremendous opportunities as compared to any other baby product market worldwide.
Rising Demand of baby personal care products in India is based on responses from 2,000 representative joint and nuclear households because many consumers in metros lead time-pressured lifestyles and have less time available as a result of which demand remains high for these products. Over 82% working couples prefers for these products as changing lifestyles, convenience factor and quality standards are taking up the priority in deciding for the baby care products in cities like Delhi, Mumbai, Kolkata, Ahmedabad, Chennai, Bangalore, Hyderabad etc.
Baby foods are preferred mainly by nuclear families where both husband and wife are working who do not have time, patience or the expertise to prepare in a traditional method.
Metropolitans are the largest consumers of baby care products because of their ever increasing per capita income and lifestyle which is also changing very rapidly.




1.5 MARKET SEGMENTS AND GROWTH:
· Baby Care
                     The total market for baby care products in India is estimated at INR 15bn in 2008. It is expected to witness a CAGR (compounded annual growth rate) of 12% in 2012-14. The market comprises of four segments Baby Food, Skin Care, Toiletries, and Diapers, and Hair Care. The Baby Care market in India is overwhelmingly dominated by the unorganized sector.
                       The Baby and Child care products market has grown substantially over the last few years catching the attention of international players. The causes for this increase can be attributed to; consistent birth rate, increase in the population of working women, increase in disposable income, innovative baby care products being launched in the market and the expansion of the market to the rural areas in the country.
· Child Care
                             The Children’s product market is worth INR 20,000 crore in India, as kids go shopping for their kind of stuff. From toys to FMCGs, apparel to gizmos, kids want it all. India has the largest children’s products market in the world and such are the demands of children here that business organizations and associations are trying hard to keep up. The growing segment of population in the age group of 0-4 years has been providing tremendous opportunities as compared to any other baby product market worldwide. The Indian baby care market is restricted to just urban areas, despite accounting for majority sales, the urban areas are still under penetrated as compared to other developed and developing markets in the western countries. Products like soap and massage oil have high penetration with year round usage.
The market consists of baby hair and skin care products, toiletries and diapers. The hair care market for babies is valued at Rs 40 crore for 2012, and is growing at a CAGR of 5 per cent. The skin care market is valued at Rs 400 crore for 2012 and is growing at a CAGR of 15 per cent. The baby toiletries market is estimated at Rs 380 crore for 2012 and is also growing at 20 per cent annually”. The Baby food segment lags behind in joint family, followed closely by toiletries segment which comprises mainly of diapers and its accessories. The main reason for such a lag is the cultural barrier, which discourages pre-packaged foods for infants and also emphasizes on the importance of mother’s milk and freshly prepared food for the babies.
Other reasons that are responsible for the lag are that the packaged foods (including formula for substituting mother’s milk) are mostly imported and are very expensive at the retail price. Baby food products segment still remains strictly for rich Indian diaspora.
 The growing market:
It would be surprising these days to turn the idiot box on and not find tons of baby brands' commercials highlighting the benefits of certain baby hair oil, baby diaper brand, nappies brand, baby soap brand, baby shampoo brand, baby skin care brand or a potential baby food brand! Baby products are available all over the market, be it an exclusive baby store or online or pharmacy shops or the shop in shops in malls.

Parents are keen to give their child the best for his/her comfort and healthy growth and the market is booming with products to meet with the parents’ expectations and demands like never before! India has emerged as the most preferred market for the companies involved in baby care product manufacturing and marketing, says RNCOS report. The growing segment of population in the age group of 0-4 years in India provides the desired kick in comparison to other baby products’ markets worldwide. Several international players like Chicco (and many more to come) are planning to introduce specialized premium products in a bid to grab the market share from major chunk holders like Johnson & Johnson.
Challenge:
In a country like India, there is one core challenge which needs to be addressed. The Indian baby care market is restricted to majorly the urban areas. Despite accounting for majority sales, the urban areas are still yet to be fully penetrated when compared to other developed and developing markets in the Western countries. Thus, the area needs to be worked upon and this state of under-penetration needs to be overcome by the country.
 The other challenges include areas like competition from cheaper substitutes, cultural aspects and regulations on ‘Infant Food Promotion’ which can play a key role in hindering the growth of this potential market in the country.  
1.7 OBJECTIVE
· To analysis the customer awareness of brand available for baby care product.
· To study the Fast Moving baby care products in the market.
· To know the customer satisfaction towards the baby care product.
· To identify the customer satisfaction level on various baby care brand.
· To give an suggestions to improve the baby care product in market
· To offer a suggestion to improve the baby care market.  
SCOPE OF THE STUDY
· India is one of the most attractive retail destinations around the world and hence represents a high potential and untapped market for baby care products. With growing awareness, surging income levels, shifts in consumer behavior, the country’s nascent baby care market is fast transforming into the world’s fastest growing baby care market. The rapid development of modern retail infrastructure is luring consumers for convenient shopping experience and transforming consumers into high retail spending. The study was undertaken to analysis the development of childcare industry in Coimbatore.
· This study in general will help the baby care companies to utilize the latest trends and execute strong product positioning strategies to maximize their market returns. The future projections of baby care industry are made after analyzing current market scenario, past trends and ongoing developments in the market. The forecast given in the report is not based on a complex economic model but is intended as a rough guide to the direction in which the market is likely to move. 
1.8LIMITATIONS OF THE STUDY
· This study is confined to the baby care market in Coimbatore and hence the results obtained can’t be generalized.
· This study has to be completed within a stipulated period and hence time was a major constraint.
· The numbers of respondents were limited to 110 respondents.
The study is based on the opinion of respondents which may be biased at a time.
















CHAPTER-II
REVIEW OF LITERATURE
	
According to Amit says on working in Johnson & Johnson that “I work for Ethicon, which is the largest franchiser of Johnson & Johnson Medical India. I am often in conversation with leading healthcare practitioners on cutting edge technology products that help save lives – that’s exciting I like having the flexibility and freedom that comes with the job – that’s exciting.” 

According to the baby care market analysis, rural market is an important part of the Indian baby care market for all the companies across the country. More than 70% of consumers reside in rural areas and almost 50% of the national income is generated here. Our study indicates that the consumer for baby care products in rural areas in India is expected to reach around 109 million by 2015.

According to the world market review on baby toiletries by BizAcumen, “manufactures of baby care products modified their approach to develop innovative and novel products and more importantly realized the necessity and importance of producing traditional powder and creams. The trend is to extend the existing range of products and develop baby care products other than simple baby soaps, creams and lotions.” 

Another study by Chernev(1997) analyzed the effect of common features on brand choice and the moderating role of attribute importance. It is argued that when brand attributes differ in importance, with the best value on the most important attribute, thus further polarizing brands’ choice shares.

According to a study revealed by Euro monitor a research organization “With baby and child-specific products moving towards premium and herbal products, the category is likely to witness a range of new launches from international players. The leading players in herbal baby care products, including Krauter Healthcare, are expected to increase strongly, in line with the growth in herbal baby care. Many international players are likely to make a foray into the category to leverage the potential growth in the forecast period. This potential growth is well-supported by demographic and socioeconomic factors, including a healthy birth rate and an increasing number of consumers willing to spend more on baby and child-specific products”. 

According to the “Indian baby care market analysis “, India is fast emerging as one of the world’s fastest growing baby care market with its vast consumer base and fundamental cultural shifts. Even in the tough post recessionary scenario, the industry continued to show strong year on year growth. Our projections have further revealed that the industry will continue to experience strong market developments and will show a CAGR of 11.3 % during 2010-2013.

“A lot of market research goes in while introducing new products in the market. We introduce a product depending on the taste preference and keeping the price point in mind. When we are talking about PPP products (Popularly Positioned Products), we are talking about affordable products, we don’t mean low cost. Because when we develop products we make sure that the product has all the ingredients and nutritional value which is needed for the specific segment. We have infants, we have adults, and we have everyone. So, we develop products on PPP and that not necessarily is a cheap product”. - Klaus Zimmerman, Nestlé’s R&D Head


According to Narula, Managing Director, Lilliput Kids wear Ltdsaid, “Baby care market in India has experienced growth over the past few years due to changing consumer mindset and increasing penetration of baby care products. Rise in disposable income level, superior product availability and increasing awareness have significantly revolutionized the baby care products industry landscape”.

PhusitWonglorsaichon and PaitoonSathainrapabayut(2008) related to Brand Perception & Brand Equity of BabyAccessory Products in Working Moms’ Perspective is relatively giving some kind of insights about how working mothers are taking this baby care products brand shares.

According to RNCOS report. The Indian baby care market is restricted to just urban areas, despite accounting for majority sales, the urban areas are still under penetrated as compared to other developed and developing markets in the western countries. Products like soap and massage oil have high penetration with year round usage.

According to SanjeevNarula, Managing Director of Lilliput Kids wear Ltd, “baby care market in India has experienced growth over the past few years due to the changing customer mind set and increasing penetration of baby care products . Rise in disposable income level, superior product availability and increasing awareness have significantly revolutionized the baby care products industry landscape. This compelled us to foray into the baby care industry with the launch of Lilliput baby care products.”

According to Tomoko Otake, “employees of the combi group , a provider of childcare products and services in Taito ward, Tokyo, have reviewed its branding strategy last year and stated that its new mission was to create a society in which child rearing can be viewed as fun.”
According to Vineeth Nair, CEO, Artsana India, “The baby care market is largely dominated by food. But there are large gaps in this market. For instance, in areas like hard goods strollers, car seats, etc. These need-gaps provide great opportunities for brands like us.” 

A study by Voss and Parasuraman(2003) the purchase preference is primarily determined by price than quality during pre-purchase evaluation. Given explicit quality information, price had no effect on pre-purchase or post-consumption quality perceptions. Instead, post consumption quality evaluations had a favourable impact on price evaluations.

According to YoshichikaHorino, General Manager of corporate planning at combi, “Product managers have also redefined baby strollers as a tool to relieve mothers from the stress of taking care of the babies all day.”

According toYukihiro Kimura, MD, Unicharm India, says, “The brand has the largest market share in baby diapers in Japan and many Asian countries. In India, we expect to expand the market itself. Unicharm, that’s working on building its own production plant here, entered Indian waters in 2009.

According to the 24 x 7 press release India has experienced a surprising growth over the past few years due to changing consumer mindset and increasing penetration of baby care products. Rising income level, better product availability and increasing awareness have significantly transformed the baby care products industry landscape. India has emerged as the most preferred market for the companies involved in baby care products manufacturing and marketing.



CHAPTER III
RESEARCH METHODOLOGY
INTRODUCTION
	The research methodology is the way to solve the research problem systematically. It may be understood as an art of knowing how research is done scientifically. The study includes various steps that are generally adopted by a researcher studying problem along with the logic behind them. It is necessary for the researcher to know not only methods but also the methodology.

RESEARCH METHODOLOGY
	The purpose of this section is to explain the methodology adopted to achieve the objective of the study. This section provides details of the selection of the sample, collection of data, and period of the study and data analysis procedures. The study uses both primary and secondary data.

COLLECTION OF DATA
	The required data for the study was collected from both primary and secondary sources.

PRIMARY DATA
	In marketing one instrument is used to collect primary data. They are questionnaire method, however this research has been done by using questionnaire method, almost care was taken while preparing questionnaire. The primary data were collected through questionnaire and analysis on brand preference on baby care product. The researcher has analysis the product purchase, reason for purchasing, amount spent for purchasing of baby care product, quality, quantity, color, price, taste and their suggestion for improving baby care market. The scheduled was carefully designed and tested before it was administered. The questionnaire used for this study is presented in appendix.
SECONDARY DATA
The secondary data were collected from books, journals, newspaper, published articles and website.

SAMPLING
The research has adopted convenience sampling for collecting the data. however ,the research was much careful to ensure that sample respondents are from the whole area of the study .this mainly depends upon the primary data which have been collected from 120 respondents during the month of January and February 2013.the consumers are classified on the basis of age, gender, income.

SAMPLE AREA
	In this study, sample size is restricted to 120 customers of baby care products in Coimbatore city.

STATISTICAL TOOLS
	The raw data collected and carefully, edited and tabulation for this analysis. The analysis table was prepared analysis and interpretation was made on the basis of percentage. Some of the questions was scored on five point Likert’s scale, and calculate the Chi square, Descriptive; Ranking methods were used for this research.









CHAPTER IV
ANALYSIS AND INTERPRETATION

INTRODUCTION
		An attempt has been made in this chapter to analysis the consumers brand preference of baby care products also the opinion of the customers towards baby care products. For the purpose of the study, the questionnaire was prepared to know the expectation. Comprehensive analysis has been made in this chapter with the help of percentage, chi-square test, Likert’s five point table, and ranking. The following components are analyzed.

SOCIO ECONOMIC CHARACTERISTICS OF THE RESPONDENTS
	The Socio Economic Characteristics of the respondents such as age, gender, educational qualification, occupation, annual income. Hence in this section, an attempt is made to analyze the socio economic characteristics of the sample customers.













TABLE NO: 1
SOCIO ECONOMIC CHARACTERITICS OF THE RESPONDENTS
	Socio Economic Profile of the Respondent
	No.of Respondent
	Percentage

	
Gender


	Male
Female
Total
	38
82
120
	31.70
68.30
100.00

	

Age Group

	15 – 24
25 - 35
36 - 45
46 - 60
Total
	64
46
5
5
120
	53.30
38.30
4.20
4.20
100.00

	
Educational Qualification


	High. Sec.
UG
PG
Professional
Total
	13
22
56
29
120
	28.30
18.30
46.70
24.20
100.00

	

Occupation

	Business
Profession
Self-employed
Agriculture
Others
Total
	29
34
14
4
26
120
	24.20
28.30
11.70
3.30
21.70
100.00

	

Annual Income
	Below 2 Lakhs
2 Lakhs-3.5 Lakhs
3.5 Lakhs-5 Lakhs         Above 5 Lakhs
No income
Total
	34
30
22
7
27
120
	28.30
25.00
18.30
5.80
22.50
100.00


Source: Primary data

The above table No.1 shows that the majority of the 68.20 percent of the respondents belongs the female group and remaining 31.70 percent of the respondent weremale. The majority of 53.3 percentage of the respondents belongs to the age group of 15-24 years, and the next majority of 38.3 percentage of the respondents belongs to the age group of 25 -35 years.The majority of 46.7 percentage of the respondents are completed their PG courses and the next majority of 28.30 percentage of the respondents are completed their Higher secondary level only, and the next majority of 24.20 percentage of the respondents are completed their Professional courses. The respondents based on their occupation 28.3 percent were professional, and 24.20 were business people, and the 21.70 percent of the respondent belongs the others category, 11.7 percent were self-employed and other 3.3 percent were agriculture.   The annual income shows that the majority of 28.3 percent of the respondents are coming under the below Rs.2, 00,000 level, and the next majority of the respondent earning capacity coming under in-between 2 lakhs to 3 .5 lakhs.













Table No.2

INCOME WISE CLASSIFICATION OF PURCHASE OF BABY PRODUCT
	
Product
	Annual Income
	
Total

	
	>2 lakhs
	2Lakhs-3.5 Lakhs
	3.5Lakhs - 5 lakhs
	Above 5 Lakhs
	No Income
	

	Hair Oil
	9(26.48)
	6(20)
	5(22.72)
	2(28.56)
	4(14.81)
	26(21.67)


	Powder
	11(17.6)
	12(40)
	8(36.37)
	3(42.86)
	11(40.75)
	45(37.5)


	Baby shampoo
	6(8.82)
	4(13.33)
	3(13.64)
	1(14.29)
	6(22.22)
	20(16.67)


	Skin care lotion
	3(14.70)
	5(16.67)
	2(9.09)
	0(0)
	3(11.11)
	13(10.83)


	Soap
	5(32.35)
	39(10)
	4(18.18)
	1(14.29)
	3(11.11)
	16(13.33)


	Diaper
	34(100)
	30(100)
	22(100)
	7(100)
	27(100)
	120(100)



(Figures in the parentheses are percentages to respective Column total)
Source:  Primary Data

It is clear from the above table out of 120 respondents 37.5 percent of the respondent likes to use powder that has comes under no income category, and some from the 21.67 percent of the respondent like to use hair oil. Product who has coming under the majority income group of less than Rs.2 Lakhs and the next majority of 16.67 percent of the respondent prefer to use baby shampoo and who has fall down the no income category. Remaining of the respondent would like to take use diaper.  Above whose income group is Rs.2, 00,001 to Rs.3, 50,000.

CHART NO: 1

INCOME WISE CLASSIFICATION OF PURCHASE OF BABY PRODUCT




















Table No.3
INCOME WISE CLASSIFICATION OF PLACE OF PURCHASE BABY CARE PRODUCT

	
Toppings
	Annual Income
	
 Total

	
	Less than 2 lakhs
	2 Lakhs - 3.5 Lakhs
	3.5Lakhs 
- 5 lakhs
	Above 5 Lakhs
	No Income
	

	Baby showroom
	16(47.06)
	10(33.33)
	8(36.36)
	1(14.29)
	9(33.34)
	44(36.67)

	Retail shop
	9(26.47)
	7(23.33)
	5(22.73)
	4(57.14)
	9(33.33)
	34(28.33)


	Department stores
	9(26.47)
	13(43.34)
	9(40.91)
	2(28.57)
	9(33.33)
	42(35)

	Total
	34(100)
	30(100)
	22(100)
	7(100)
	27(100)
	120(100)



(Figures in the parentheses are percentages to respective Column total)
	Source:  Primary Data
The table no.3 exhibits that the majority of 36.67 percent of the respondent prefers to purchase in baby showroom, whose are in the income group of less than Rs. 2, 00,000. The next majority of 35 percent of the respondent prefers to consume in department stores who are majority dependent the income group of less than Rs. 2, 00,000. 28.33 percent of the respondent likes to consume in retail shops. Who has belonging the income category of above 5 lakhs.






Chart No: 2

INCOMEWISE CLASSIFICATION OF MODE OF PAYMENT
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Table No.4

INCOMEWISE CLASSIFICATION OF MODE OF PAYMENT


	Mode of payment
	Annual Income
	
Total

	
	Less than 2 lakhs
	2 Lakhs - 3.5 Lakhs
	3.5Lakhs 
- 5 lakhs
	Above 5 Lakhs
	No Income

	

	Cash

	29(85.29)
	22(73.33)
	15(68.19)
	2(28.57)
	26(96.29)
	94(78.33)


	Credit Cards
	5(14.8)
	8(26.67)
	7(31.9)
	5(71.43)
	1(3.8)

	26(21.67)



	Total

	34(100)
	30(100)
	22(100)
	7(100)
	27(100)
	120(100)



(Figures in the parentheses are percentages to respective Column total)
	Source:  Primary Data

	It is clear from the above table no.4 shows that the majority 78.33 percent of the respondents were preferred to pay cash for purchase of baby product and the remaining of 21.67 per cent of the respondent would like to prefer credit payment (21.67 per cent).








Chart No: 3
INCOME WISE CLASSIFICATION OF MODE OF PAYMENT 



















Table No: 5

AGE WISE CLASSIFICATION OF DURATION OF CONSUMPTION OF BABY PRODUCT

	

Duration

	Age Group

	

Total (%)

	
	15 - 24
	25 – 35

	36 - 45
	46 -60
	

	Daily

	2(3.12)
	1(2.17)
	0(0)
	0(0)
	3(2.5)

	Occasionally
	13(20.32)
	9(19.57)
	1(20)
	1(20)
	24(20)


	Monthly

	21(32.81)
	13(28.26)
	0(0)
	1(20)
	35(29.17)

	Weekly


	28(43.75)
	23(50)
	4(80)
	3(60)
	58(48.33)

	Total

	64(100)
	46(100)
	5(100)
	5(100)
	120(100)


(Figures in the parentheses are percentages to respective Column total)
	Source:  Primary Data
It is inferred from the table No: 5, that out of 120 respondents 48.33 percent of respondents are purchasing   baby products weekly. 29.17 percent respondents purchasing baby products monthly, 20 percent respondents purchasing baby productsOccasionally  and 2.5 percent respondents consuming baby productsdaily.






Chart No: 4

AGE WISE CLASSIFICATION CONSUMPTION OF BABY CARE PRODUCT


















Table No: 6

AGE WISE CLASSIFICATION OF SERVICE OFFERED BY BABY CARE PRODUCTS

	
Service

	Age Group

	
Total (%)

	
	15 – 24
	25 – 35

	36 – 45
	46 -60
	

	Home delivery

	23(35.93)
	12(26.09)
	1(20)
	3(60)
	39(32.5)

	Take away

	14(21.87)
	12(26.09)
	0(0)
	2(40)
	28(23.33)

	Delivery

	25(39.06)
	18(39.13)
	2(40)
	0(0)
	45(37.5)

	Online-ordering

	2(3.12)
	4(8.69)
	2(40)
	0(0)
	8(6.67)

	Total

	64(100)
	46(100)
	5(100)
	5(100)
	120(100)


(Figures in the parentheses are percentages to respective Column total)
	Source:  Primary Data
	It is clear from the above table no: 6 that 37.5 percent of people are using delivery service. About 32.5 percent of the despondence prefer to use home delivery service, 23.33 percent are using take-away services. The least of about 6.67 percent of respondents are using online service.
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AGE WISE CLASSIFICATION OF SERVICE OFFERED BY BABY SHOP


















Table No: 7

AGE WISE CLASSIFICATION OF MEDIA INFLUENCED

	
Media Influenced
	Age Group

	
Total (%)

	
	15 – 24
	25 – 35

	36– 45
	46 -60
	

	Television

	31(48.45)
	19(41.30)
	3(60)
	3(60)
	56(46.67)

	Newspaper

	13(20.31)
	5(10.86)
	0(0)
	1(20)
	19(15.83)

	Pamphlets

	17(26.56)
	21(45.66)
	1(20)
	0(0)
	39(32.5)

	Bill Boards

	3(4.68)
	1(2.18)
	1(20)
	1(20)
	6(5)

	Total

	64(100)
	46(100)
	5(100)
	5(100)
	120(100)


(Figures in the parentheses are percentages to respective Column total)
	Source:  Primary Data
	The above table no: 7 expresses the majority of the Respondent, (i.e.) 46.67 percent are influenced by TV for purchasing baby care products, and 32.5 percent influenced by pamphlets. Nearly 15.83 percent of respondents are influenced to purchasing of baby care products by newspaper. Bill Boards are lessly (5 percent) influenced to purchasing baby care products.





Chart No: 6

AGE WISE CLASSIFICATION OF MEDIA INFLUENCED
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Table no: 8

AGE WISE CLASIFICATION OF VARIETY OF BABY CARE PRODUCTS

	
Variety
	Age Group

	
Total (%)

	
	15 – 24

	25 – 35
	36 – 45
	46 -60
	

	Diapers
	11(17.19)

	12(26.09)
	0(0)
	3(60)
	26(21.67)

	Ceralac
	27(42.19)

	15(32.61)
	2(40)
	1(20)
	45(37.5)

	Hair oil
	12(18.75)

	8(17.39)
	0(0)
	0(0)
	20(16.67)

	Shampoo
	6(9.37)

	5(10.87)
	2(40)
	0(0)
	13(10.83)

	Baby soap
	8(12.5)

	6(13.04)
	1(20)
	1(20)
	16(13.33)

	Total

	64(100)
	46(100)
	5(100)
	5(100)
	120(100)



(Figures in the parentheses are percentages to respective Column total)
	Source:  Primary Data
	It is clear from the above table no: 8 out of 120 respondent 37.5 percent of the respondent likes to use ceralac. 21.67 percent of the respondent likes to use diapers. 16.67 percent of the respondent are prefer to use hair oil. 13.33 percent of the respondent likes to use shampoo. Fewer respondents like to use baby care soap.
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Table No: 9

PERIOD OF USAGE OF BABY PRODUCTS

	
No. of  Years
	Respondent categories


	
	Low size
	Medium size
	Large size

	Total


	Below 1 Years
	10(83.33)
	21(70)
	40(51.28)
	71(59.17)


	2Years-3 Years
	2(16.67)
	8(26.67)
	30(38.46)
	40(33.33)


	5Years 
	-
	1(33.33)
	8(10.26)
	9(7.5)


	Total
	12(100)
	30(100)
	78(100)
	120(100)


(Figures in the parentheses are percentages to respective Column total)
	Source:  Primary Data
	
The above table No.9 depicts that 59.17 percentage of respondent purchased the baby productsless than 1years. 33.33 percentage of the respondent purchased baby productsbetween 2-3 years. 7.5 percentage of respondent purchased baby productsbetween 5 years.  It is understood that a vast majority of the respondent purchase baby product less than 1 year.
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PERIOD OF USAGE OF BABY PRODUCTS





















Table No: 10

MONTHLY SPENDING BEHAVIOR OF CUSTOMER

	Particulars
	No. of  Respondent
	Percent

	Below Rs.500
	25
	20.83


	Rs. 500 – Rs.800
	47
	39.17


	Rs.800-Rs.1000
	30
	25


	Rs. 1000- Rs.1200
	8
	6.67


	Above Rs.1200
	10
	8.33


	Total
	120
	100



			Source:  Primary Data
As per table No. 10out of 120 respondents spending behavior depends upon the income level.  The majority of the respondent found that the 39.17% of the respondent spending behavior in-between 500 to 800, and the next majority of the 25% of the respondent spending behavior in-between Rs.800 to 1000, 20.83% of the respondent spending behavior below Rs.500 8.33% of the respondent spending behavior above Rs. 1200, 6.67% of the respondent spending behavior in-between 1000 to 1200.This analysis shows that 39.17% majority of the respondent said that they spent between Rs. 500 to800.





Chart No: 9
Monthly Spending Behaviour of Consumer











TABLENO: 11
CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN GENDER AND PURCHASE OF BABY CARE OIL WITH CHI-SQUARE VALUE FOR BABY CARE PRODUCT
	GENDER
	JOHNSON&JOHNSON
	HIMALAYA
	PRINCY
	BLOOMS
	TOTAL

	Male
	10
	0
	0
	0
	10

	Female
	84
	20
	2
	4
	110

	Total
	94
	20
	2
	4
	120



Calculation of  Value: 3.017
Level of sign                  : 5%
Degree of freedom         : 3
Total value                      : 7.815

The chi-square result shows that the calculated value which shows is lower than the table value of at five percent (0.05) level of significant. Hence the null hypothesis is accepted. It is inferred that accept of customer brand preference towards baby care product is independent on the gender of the responded and the relationship between the gender and purchase of baby hair oil.
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CHART SHOWING THE RELATIONSHIP BETWEEN GENDER AND PURCHASE OF BABY CARE OIL WITH CHI-SQUARE VALUE FOR BABY CARE PRODUCT


















TABLE NO: 12
CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN AGE AND CONSUMER KNOWLEDGE OF BABY CARE OIL WITH CHI-SQUARE VALUE FOR BABY CARE PRODUCT
	AGE
	FRIENDS
	RELATIVES
	SPOUSE
	TELEVISON
	TOTAL

	20-30
	3
	18
	3
	25
	49

	30-40
	11
	20
	7
	15
	53

	Above 40
	2
	7
	1
	8
	18

	Total
	16
	45
	11
	48
	120



Calculation of Value  	:9.270
Level of sign                   	:5%
Degree of freedom          	: 6
Total value                       	:12.592
The chi-square result shows that the calculated value is which shows is lower than the table value of at five percent (0.05) level of significant. Since the calculated value is lower than the table value. Hence the null hypothesis is accepted. It is inferred that accept of customer brand preference towards baby care product is independent on the gender of the responded and the relationship between age and consumers knowledge about baby brand.
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CHART SHOWING THE RELATIONSHIP BETWEEN AGE AND CONSUMER KNOWLEDGE OF BABY CARE OIL WITH CHI-SQUARE VALUE FOR BABY CARE PRODUCT














TABLE No: 13
TABLE SHOWING SCALING TECHNIQUE

	Attractive packages
	4.416

	Quality
	3.667

	Quantity
	4.167

	Advertisement
	1.9167

	Opinion leaders
	4.167




The scaling approach reveals that the mean score for the attractive package was high, indicating that the members are highly satisfied with their profit earning capacity followed by socio- economic empowerment, availability of loans, Training, meetings conducted, risk bearing and of products and savings. The overall results revealed that the members were highly satisfied with the profitability of their business


			














TABLE NO: 14
TABLE SHOWING THE RANK ANALYSIS


	S.NO
	Particulars

	I
	II
	III
	IV
	V
	Total
	Total score
	Mean      score
	Rank

	1
	More Variety

	280
	240
	12
	0
	0
	120
	532
	4.43
	VII

	2
	Attractive package
	170
	220
	81
	8
	0
	120
	479
	3.99
	IV

	3
	Delivery
	320
	172
	33
	4
	0
	120
	529
	4.41
	IX

	4
	Quality
	275
	184
	48
	6
	0
	120
	513
	4.27
	II

	5
	Price
	185
	248
	39
	16
	0
	120
	488
	4.06
	V

	6
	Location
	180
	220
	78
	4
	1
	120
	483
	4.02
	VIII

	7
	Quantity
	270
	216
	27
	2
	0
	120
	515
	4.29
	I

	8
	Parking facility
	305
	180
	36
	2
	1
	120
	524
	4.36
	X

	9
	Brand
	235
	212
	51
	6
	0
	120
	504
	4.20
	III

	10
	Customers Service
	320
	180
	27
	2
	2
	120
	526
	4.38
	XI

	11
	Advertisement
	285
	188
	39
	6
	0
	120
	518
	4.32
	VI








    	It is clear from the above table the baby care product attracts the respondents. In this study most of the respondents give I rank to visually attractive of the quantity. Quality requires II rank among the respondents. Brand secured III rank among the respondents. Attractive package secured IV rank among the respondents. Followed by V rank secured price of the baby care products, Advertisement attracts the respondents more and it secure VI rank. More variant secured VII rank among the respondents. Location secures VIII rank. The delivery of the pizza secured IX rank among the respondents. Parking facility secured X rank and customer service secured XI rank among the respondents. 






















                                                   CHAPTER-V 
                                    FINDINGS AND SUGGESTION
ANALYTICAL FINDINGS OF THE STUDY
· The entire respondents in the study area have purchased babycare product.The majority of 53 percent of respondents belong to 30-40 age group categories.
· Out of 120 respondents the majority of 68.30percentageof the respondents are female.
· In this findings majority 47 percentage of the respondents are employed
· The majority 55 percent of the respondents has completed their post graduate degree.
· In this study income wise classification of the respondents 55 percent of respondents are coming under 20000-400000 category.
· The majority of 90 percent of respondent purchase baby care product.
· In this findings majority 55 percent of respondents purchase their baby product in baby show room.
· In this study it is known that 50 percent of respondents use johsons&Johnsons baby hair oil.
· The majority of 80 percent of respondents have ranked quantity is best in baby brand.
· The majority of 60 percent of respondents use Himalaya’s baby powder.
· The majority of 70 percent of the respondents think that pampers is the best diaper of their baby.

SUGGESTION:    
Many awareness programmers’ should be conducted for young mothers to create awareness about the usage of baby products and child care. This would also enhance the growth of baby care industry .Proper standardizations can be given to quality baby products. Separate associations can be started for the baby care industry for creating awareness about baby products, promoting and marketing quality baby products .Awareness can be created on promoting organicfood products for babies India. The baby brands can come out with lots of innovative products for babies which would enable the transform the baby care industry to attain greater height.




















CONCLUSION

	The India Baby care market has experienced growth over the past few years due to changing consumer mindset and increasing penetration of baby care products. Rising income level, better product availability and increasing awareness have significantly transformed the baby care products industry landscape.By studying about the baby care brands a lot of knowledge is acquired. Even, Indian companies should concentrate on baby care industry andshould bring new products which are of herbal type as baby skin is delicate and agreat demand is for the natural products which will make the baby happy and theentire family happy.
As India is very much populated and every second a new baby is taking .birth, a great market can be seen by the baby care industry.  Still there are several hidden needs which themarketer has to identify in the customer’s needs towards the baby brand and has to come up with newproducts in order to gain the market share and to satisfy the customer on a greatscale.
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A STUDY ON CONSUMERS BRAND PREFERENCE TOWARDS BABY CARE PRODUCTS

1) Name (optional): ………………………

2) Age: 
a) 20-30  b)31-40  c)above 40

3) Gender :
a) Male  b) female

4) Occupation :
a) Student  b) business  c) professional  d) employed  e) others

5) Education qualification:
a) Illiterate  b) primary school  c) Hr.Sec.School  d) Graduate  e)post graduate

6) Annual income:
a) Below 20000  b)20000-40000  c)40000-60000  d) above 60000

7) Do you purchase baby care product?
a) Yes  b)No

8) Where do you purchase baby care product?
a) Baby showroom  b) retail shop  c) departmental stores



9) Which of the following items you mainly purchase for your baby?

	Product
	J&J
	Himalaya 
	Princy
	Blooms

	Hair oil
	
	
	
	

	Powder
	
	
	
	

	Baby shampoo
	
	
	
	

	Skin care lotion
	
	
	
	

	Soap 
	
	
	
	



10) Which diaper do you use for your baby?
a) Pamper  b) Huggies  c)snuggy  d) others

11) How did you know about the baby brand?
a) Friends  b) relatives  c) spouse  d)television

12) Do you use any natural baby care products?
a) Yes  b) no

13) How often do you visit the baby showroom?
a) Weekly once  b) 2 week once  c) monthly once

14) How much do you spend per month for your baby care product?
a) Below 2000  b) 2000-3000  c) 3000 – 4000  d) above 4000




15) Are you aware of following baby products that are available for child care product in market? (Rank all)

	Products
	Rank

	Diapers
	

	Crelac
	

	Hair oil
	

	Shampoo
	

	Baby care soap
	



16) Rate the factors influencing to purchase baby care product according to the respondent brand opinion. (Rank all)

	Products
	J&J
	Huggies
	Cerlac
	Pampers
	Junior horlicks
	pedisure

	Attractive quality
	
	
	
	
	
	

	Quality
	
	
	
	
	
	

	Quantity
	
	
	
	
	
	

	Advertisement
	
	
	
	
	
	

	Opinion leader
	
	
	
	
	
	



17) Which baby food do you prefer most?
a) Cerelac  b)farex  c) lactogen  d) amul spray

18) What kind of toys does you purchae for your baby?
a) Soft toys  b) plastic toys  c) wooden toys  d) others


19) Do you face any problem in quality of the baby care products?
a) Yes  b) no

20) What is your opinion about price of the baby care product?
a) Low  b) moderate  c) high

21) Are you aware of organic food product?
a) Yes  b) no

If yes, what kind of organic food do you prefer?
a) Ragi  b) wheat  c) apple  d) vegetables

22) Are you satisfied with the brand which you purchase?
a) Highlysatisfied  b) satisfied  c) moderate  d) dissatisfied

23) How long have you purchasing baby care product?
a) Below 1 year  b) 2-3 years  c) 3-4 years  d) above 4years

24) Do you change over from one brand to another
a) Often  b) sometime  c) never  d) occasionlly

25) Do you compare your brand with other brand?
a) Yes 	b) no
If yes, what kind of brand do you prefer?  …
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