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       CHAPTER – I

INTRODUCTION

In today's world, Fast food is something that almost everyone, right from kids to the oldies, loves, and talks about fast food, and the mention of a pizza is almost inevitable. Fast food is one of the world’s fastest growing food types. Fast foods are quick, reasonably priced, and readily available alternatives to home cooked food. While convenient and economical for a busy lifestyle, fast foods are typically high in calories, fat, saturated fat, sugar, and salt. As per “the free dictionary” fast food is “inexpensive food, such as hamburgers and fried chicken, prepared and served quickly”. The growth in nuclear families, particularly in urban India, exposure to global media and Western cuisine and an increasing number of women joining the workforce has lead us to a new era of eating-'fast food’. Unlike in developed countries where organised retail chains are driving the changes in the food chain, in India, organised food service will take the lead for driving change in the short to medium term. This will result in the creation of capacities for warehousing and logistics of chilled and frozen products. The process has already begun. Running a pizza chain is not as easy as it seems. Managing the supply chain is a mission critical function and all the major players are focussed in their approach. The main reason behind the success of the multinational chains is their expertise in product development, sourcing practices, quality standards, service levels and standardised operating procedures in their restaurants, a strength that they have develop Fast food Industry in India.

 The delicious Italian recipe has made inroads in countries throughout the world and is wooing people across generations. Today, pizza is not more restricted to pizza parlours only and people are trying their hands at the recipe, within the confines of their home. Dominos Pizza has survived a lot of changes in India and the world; they have survived and prospered by changing with the times and always keeping in mind what the buying public wants, and how they want it. They have been brave enough to ask for public opinion on their products and actually listen. In 2010 they changed the whole pizza recipe from crust on out to toppings to give their pizzas products the taste the public preferred. Over the years they have changed their shops around the world to give a choice of delivery, take out or eat in. Dominos Pizza menu has changed to include many non pizza items. Domino’s Pizza menu was much smaller when the chain was started in Ypsilanti, Michigan in 1960 as a pizza delivery corporation. The Dominos Pizza chain has grown to be the second largest in the United states with 9000 corporate and franchised stores in all 50 states and 60 countries around the world. In addition to all the brick and mortar locations, Dominos Pizza menu can be found on the Internet and hand help smart phones accounting for 30% of the chain’s sales. They can even track the progress of your Dominos pizza delivery through online. Domino’s Pizza menu has undergone many changes and additions over the years. The first Dominos menu offered only pizzas in 2 sizes, 12 and 16 inch. Larger sizes have been added over the years and the Dominos menu has expanded to more kinds and types of pizza. The Dominos menu includes crust choices of Brooklyn, deep dish crust, hand tossed crust and thin crust. In addition to the original Italian American pizzas, Dominos pizza menu now offers 3 Artisan pizza choices: spinach and feta, Italian sausage & pepper trio and the Tuscan salami & roasted Veggie pizza. There are meat and vegetarian pizzas, pasta dishes, bread bowls, oven baked sandwiches, chicken wings, boneless chicken, potato wedges, garlic breads, assorted sodas, cookies, waffles and Ben & Jerry’s ice cream.

Dominos menu prices are reasonable, and even more so if you look for online or newspaper Dominos Pizza coupons and Dominos pizza specials. You can look online or on your smart phone to find the closest Dominos Pizza locations. People in 60 countries and 50 states in the United states can enjoy Dominos Pizza menu choices. Once you order your pizza, you can have it delivered, pick it up or eat it at the Dominos Pizza shop. The international fast food pizza delivery corporation, Dominos Pizza, is a renowned and popular choice amongst people for relishing their favourite fast food, the Pizza. With its headquarters located just outside Ann Arbour, Michigan, US, the Dominos Pizza has interesting background. Today, this huge franchise has a profound global impact and has 8,000 corporate and franchise stores in more than 54 countries. In 2004, it was the second largest pizza chain in the United States when it went public for less than $15 a share. To know interesting information about the history and origin of Dominos Pizza, read the following lines.

 
It all started in the year 1960, when two brothers named Tom and James Monaghan bought a small pizzeria in Michigan by the name of Dominick’s Pizza. They bought it for $500 and gave a down payment of $75. After 8 months, James quit and traded his shares with his brother for a second hand Volkswagen car. This led Tom to revitalize the image of the eating joint and name it Dominos Pizza. In the year 1968, a fire destroyed the company’s headquarters. In the year 1975, another hindrance came in the form of a trademark-infringement lawsuit by Amstar, the maker of Domino sugar. Despite these obstacles, Dominos Pizza expanded as a brand and in 1978; the 200th Dominos Pizza franchise was opened. Before the end of the seventies, there were over 200 franchises of Dominos Pizza in US and it started to prepare to launch itself on an international scale. In the year 1983, Dominos Pizza opened its first international franchise at Winnipeg, Manitoba, Canada. This was a major step in decentralizing its operations. By the end of 1983, it also opened another franchise at Brisbane, Australia. Yet another milestone in that year was the opening of the 1000th Dominos Pizza outlet. From here on, the number of Dominos Pizza franchises increased quickly all over the world. Despite international recognition, Dominos Pizza primarily remained as a traditional fast food joint. It had a very simple menu and only sold one type of pizza crust that was named the ‘regular pizza’. The pizza dough was shaped by tossing it in air and pulling it into shape. Only two sizes of the pizza dough existed before they added medium and extra large owing to growing competition. There was absolutely no concept of side dish and side others and the only beverage that was available with it was Coca Cola Classic.

This traditional outlook of Dominos was changed in 1989, when the Deep Pan Pizza was introduced. The company was being forced to change according to the market demand. This in fact consolidated the financial base of the brand and also ensured further growth of Dominos Pizza as a brand. The move to change the menu and add items that was preferred by general public made it popular among many and that year, Dominos Pizza opened its 5000th store. Till this time, Dominos rigorously marketed their brand and made it popular all over the world. 

In 1992, they introduced their first non-pizza item on the menu, which was breadsticks. Dominos was also the first brand to sell chicken wings as a side dish in the year 1994. It was around this time that Dominos also opened its franchise in Egypt, Africa. The Dominos Pizza website was launched in the year 1996 and the company reached total global sales of $3billion. They also brought about new innovations in the pizza industry that have now become the standard worldwide. 

The Indian pizza market is worth approximately Rs 1,300-1,400 crore out of the Rs.8, 000 crore organised food sector of India, as per Euro monitor data last year. 

Domino’s enjoys 54 per cent share of the pizza market, and 70 per cent share if they look at the organized home delivery space. Domino’s Pizza India, is responsible for the entire gamut of marketing activities for the brand. He has excelled in creating winning brands in each of his previous assignments in the automobiles and consumer durables segment, including TVS and the India operations of US-based Kohler Co. His key focus has always been on understanding the consumer and building profitable brands. At Domino’s Pizza, Singh has led many successful product launches and moved the brand to a new positioning of ‘Khushiyon ki Home Delivery’.

FAST FOOD IN INDIA

India isn’t probably the type of country you’d associate with an abundance of fast food restaurants, and to some extent that’s the case but along with everywhere else in the world, fast food is becoming part of the lifestyle in India. The big fast food chains have all made brave attempts to conquer the Indian market. McDonald's, Domino's and KFC all found it difficult to cater for Indian tastes, but then decided to change their own menu to adapt rather than expect a cultural shift – and now McDonald's and Domino's have a wide presence in India. KFC have struggled. The key to the success of the big chains is adapting the traditional Indian snacks and cuisine to make them fast food friendly.

TYPES OF FAST FOODS

  Fast food refers to any poor nutrition food that is easily prepared.  Fast food may include chips, hot pies, pasties, sandwiches, burgers, croissants, kebabs, pizzas, chicken, soups, and salads. It also includes drinks, for instance, milkshakes, and soft drinks. In this page, we will show only a few examples of fast food that includes:

· BURGERS

· SOFT DRINKS

· FROZEN FRENCH-FRIES

· PIZZAS

BURGERS

  Most burgers are made-up of a piece of bread with a slice of meat, cheese, tomato, eggs, burgers and hot dogs. Each brand of burger have its own cooking instructions microwave in the package, pan fry in a little oil, microwave out of the package, and/or pop in the toaster. All burgers are easily prepared and they are made with soy protein and these burgers look more like hamburgers. They often have a chewy texture, a brown colour, and a grilled flavour.

SOFT DRINKS

Contain caffeine, an addictive drug, which may harm the people health.   Any drink that is not hard liquor can be referred to as a 'soft drink. 'Soft drink' refers to carbonated, sweetened beverages also known as soda or soda pop. Pepsi, seven-up, Coca-Cola are just a few example of soft drinks .Almost all soft drinks contain a lot of sugar and few of minerals. Also, soft drinks

FROZEN FRENCH-FRIES:

 French Fries are a known product for almost all people. Although Fleming Companies sold the fries to supermarkets, most are eaten in fast food restaurants. There are many kinds of French fries. For example, batter-coated French fries are a fresh vegetable; the coating on the fries makes it crunchy and adds flavour.

PIZZA

Pizza is a type of bread and tomato dish, often served with cheese, which has existed since time immemorial in Middle Eastern and Mediterranean cuisine. The term 'pizza' first appeared "in a Latin text from the southern Italian town of Gaeta in 997 AD, which claims that a tenant of certain property is to give the bishop of Gaeta 'duodecim pizza', "twelve pizzas", every Christmas day, and another twelve every Easter Sunday,". 

Pizza is defined as, “A baked pie of Italian origin consisting of shallow bread like crust covered with toppings such as seasoned tomato sauce, cheese, sausage, or olives”.

The pizza industry is really sizzling with hectic activity. The Pizza segment is growing in India by 40 per cent with Indians consuming 3.5 million pizzas per month in2008.The organised pizza market comprised of the large MNC brands is worth $147 million (700crore) according to Food Franchising Report 2009 published by Franchise India Holdings Ltd and FICCI-CIFTI. Organized food service is characterized by a chain of outlets using a uniform brand identity across all outlets, centralized procurement of supplies, focus on quality, standardization and safety from supplier’s uniformity in product menu’s across outlets, uniform taste, existence of strong controls and the use of technology. Indian taste buds are demanding more and pizza industry – one of the most intensive industries is all gearing on.

INDIAN PERCEPTION ABOUT PIZZA

Food diversity in India is implicit characteristic of India’s diversified culture   consisting of different regions & states within. Traditionally Indians like to have home cooked meals – a concept supported religiously as well as individually. However with time due to increase awareness and influence of western culture, there is a shift in food consumption patterns among urban Indian families. They started eating out and moved to accepting a wide variety of delicacies from world over. Consequently post 1990’s saw many international food chains entering into the country. Liberalization of Indian economy in early 1990 and subsequent entry of new players set a significant change in lifestyle and food taste of Indians. Pizza as a food item has gained acceptance of Indian palate after multinationals fast food player’s adapted the basic Indian food requirements viz. vegetarian meals and selected non-vegetarian options excluding beef and pork totally from their menu.

Multinational fast food outlets initially faced protests and non-acceptance from Indian consumers. This was due to primary perception that these fast food players serve only chicken and do not serve vegetarian meals. In addition, fast food is perceived expensive besides being out-of-way meals in Indian culture. Today, fast food industry is getting adapted to Indian food requirements and is growing in India. It is gaining acceptance primarily from Indian youth and younger generations and is becoming part of life.

HISTORY OF PIZZA 

Flatbreads or rounds of dough with various toppings can be found throughout the history of civilization. What is known as pizza today can be traced to Naples, Italy in the middle Ages. The Italians are also credited with coining the term pizza, although its origin is not clear. It could have derived from the Italian word for point, pizziare, meaning to pinch or pluck, or a verb meaning to sting or to season. 

Early toppings may have included cheeses, dates, herbs, olive oil, and honey. Tomatoes or tomato sauce were not introduced until the sixteenth century when New World explorers brought the red fruit back from South America. The wealthy classes regarded the tomato as a fruit to be avoided; indeed many thought it to be poisonous. But in the peasant neighbourhoods of Naples, residents were enjoying it with the rounds of dough that constituted their primary staple. Somehow the news of this tomato pie spread, and open-air pizza parlors began to do a brisk business. It was also not unusual to see the pizza marker, or pizzaioli plying his wares through the streets. 

Just as the tomato made its way to Europe, the pizza travelled to the United States with the large influx of Italian immigrants in the latter part of the nineteenth century. One of the earliest known pizzerias was opened by Gennaro Lombardi in New York City in 1905. The thin-crust pie served featured a layer of tomato puree, mozzarella cheese, and various toppings such as sausage and pepperoni. In 1943, Ike Sewell created a deep-dish version at his Chicago restaurant, Pizzeria Uno. The deep-dish pizza combines the sausage, pepperoni, mushrooms, and such with the cheese, which is then poured into a high-sided crust. A layer of tomato sauce is then ladled over the top. 

By the end of the 1940s, Frank A. Fiorello was packaging and marketing the first commercial pizza mix. Frozen pizzas were introduced in 1957. By the 1990s, one out of every 20 meals eaten American homes each week was pizza. From its humble beginnings as a staple of the peasant diet, pizzas now sport everything from shrimp to pineapples to barbecued chicken. The manufacturing process, however, remains virtually the same. 
SCOPE

This project is detailed study about the consumers of Domino’s Pizza and implementation of the marketing strategies adopted by Domino’s Pizza. The focus of the study is on the factors influencing, consumer awareness, consumer-preference, buying behaviour and the attitude of consumer about price, quality, colour, amenities of domino’s pizza centre.  The consumer behaviour belonging to different income levels, Age wise classification and gender are taken into account in this study.  This study mainly deals with marketing of product and attitude of consumers towards dominos pizza in Coimbatore City. It is confined to deep analysis and consumers’ attitude towards the marketing of pizza.

OBJECTIVES OF STUDY

It is very important to have an objective before undertaking a study. A study without clearly defined objective will not yield any concrete result. The objective of the project can be laid down as follows

· To analysis the Demographic profile of the Domino’s Pizza.

· To examine the factors influence to purchase of Domino’s Pizza.

· To find the quality and services offered by Domino’s   Pizza.

· To identify the overall satisfaction level among the customers in Domino’s        Pizza Centre.

· To study the findings and suggestion to development of Domino’s Pizza centre.
LIMITATION OF THE STUDY


The researcher has made a sincere attempt to study the factors influence, quality of product, services, satisfaction level among consumer of dominos pizza centre.  The following are considered as the limitations of the study.

1. This study is limited centre to analysis dominos pizza only. The researchers haven’t considered other fast food products.

2. Some of the questions were scored on a five point Likerts scaling techniques which is more difficult to explain the Illustrate respondents.

3. Most of the respondent unaware about the different varieties pizza products name.

4. The duration of the study is very limited period, so couldn’t study elaborated.




  COMPANY PROFILE

Type


Public (NYSE:DPZ) 

Industry


Restaurants

Founded


Ypsilanti, Michigan, United States (June 10, 1960)

Head quarters

Ann Arbor, Michigan, United States 

Area served

World Wide 

Key people


Tom Monaghan, Founder J. Patrick Doyle, CEO 

Products

 
Pizza, Sandwiches, Pasta, Chicken wings, Desserts

Employees


 1, 45,000



Website


 www.dominos.com
Domino's Pizza, Inc. (NYSE: DPZ) is an international pizza delivery corporation headquartered in Ann Arbor, Michigan, United States of America. Founded in 1960, Domino's is the second-largest pizza chain in the United States and has over 9,000 corporate and franchised stores in 60 countries and all 50 U.S. states. Domino's Pizza was sold to Bain Capital in 1998 and went public in 2004. The menu features vegetarian and meat pizzas, chicken wings and boneless chicken, sandwiches, potato wedges, garlic breads and a variety of dessert items including cookies and waffles, Ben & Jerry's ice cream and a variety of soft drinks including Coca-Cola, Fanta, and Sprite. Domino's has restaurants in all of the world's major cities such as New York, Mumbai, London, Toronto, and Chicago.

Domino’s Pizza Heritage

 
Like most corporate success stories, Domino’s started out small - with just one store in 1960. Now, Domino’s Pizza is celebrating over forty years of delivering food, fun and innovation.

Domino’s Pizza Timeline

1960
 
Tom Monaghan and his brother James purchase "Dominick’s," a pizza store in Ypsilanti, Michigan. Monaghan borrowed $500 to buy the store.

1993
 
Crunchy Thin Crust pizza is rolled out nationwide. The company discontinues the 30-minute guarantee and re-emphasizes the Total Satisfaction Guarantee.

1995
 
Domino’s Pizza International division opens its 1,000th store. First store opens on African continent, in Cairo, Egypt.

1996
 
Domino’s launches its web site on the Internet (www.dominos.com). The company reaches record sales of $2.8 billion system-wide.

1997
 
Domino’s Pizza opens its 1,500th store outside the United States, opening seven stores in 1 day on 5 continents consecutively. Domino’s Pizza launches a campaign to update the company logo and store interior with brighter colours and a newer look.

2000
 
Domino’s Pizza International opens its 2,000th store outside the United States. Domino’s Pizza celebrates 40 years of delivering pizza and innovation to homes around the world.

2002 
 
In February 2002, Domino’s Pizza acquired 82 franchised stores in the Phoenix, Ariz., market, making it the largest store acquisition in the company’s history. In August 2002, Domino’s kicked delivery up a notch with the introduction of Domino’s Pizza Buffalo Chicken Kickers and marked the creation of a whole new surprising category - premium chicken delivered right to the door.

2003
 
Domino’s announces an exciting multi-year partnership by becoming the "Official Pizza of NASCAR." Domino’s is named Chain of the Year by Pizza Today magazine, a leading pizza trade publication. Domino’s combines two culinary classics - pizza and Philadelphia Cheese Steak - to create the all-new Domino’s Philly Cheese Steak Pizza.

2005 
 
The Domino’s Pizza celebrates the completion of the three-year renovation of its World Resource Centre in Ann Arbor, Mich. The renovation marks the first major improvement to the company’s world headquarters since Domino’s founder Tom Monaghan opened the sprawling Domino’s Farms. Domino’s Pizza Australia opens its 400th store in Aspley, Brisbane.
 
Domino’s raises $1.2 million for St. Jude Children’s Research Hospital during its second annual "Thanks and giving" campaign. Domino’s Pizza efforts worldwide raise $220,000 to support Southeast Asia tsunami relief efforts. Domino’s Pizza launches its American Classic Cheeseburger Pizza in conjunction with its appearance as a featured task on the NBC hit reality show, "The Apprentice."
2009 
 
Continuing its aggressive menu expansion, Domino’s introduces a new line of pastas that include a handmade, oven-baked bowl. Bread Bowl Pasta flavours includes Three Cheese Mac-N-Cheese, Italian Sausage Marinara, Chicken Alfredo, Chicken Carbonara and Pasta Primavera. Number one ranking in the American Customer Satisfaction Index Domino’s introduces new chocolate Lava crunch Cakes, oven-baked chocolate cakes, crunchy on the outside, with a warm flowing chocolate fudge inside. Domino’s adds four bold new varieties to its oven baked sandwiches line Italian Sausage and peppers, Buffalo Chicken with Blue Chesses, Sweet and Spicy Chicken Habanera and Mediterranean Veggie. In late December, Domino’s announces its inspired new pizza Reinvented from the crust up, the new hand-tossed pizza features new sauce, cheese and garlic-seasoned crust .The reformulation was one of the biggest moves in the company’s 50-year history, and was inspired by its toughest consumer criticts. Dominos transparent approach to talking about this bold change garnered much attention from the media and public in general, with the press highlighting the company’s open and honest treatment in its advertising.

2011 
 
 After years of languishing near the bottom of consumer taste perception studies, Domino’s proudly boasts its research-backed wins over Papa john’s and Pizza Hut in a national taste test of hand-tossed pepperoni pizza, sausage pizza and extra cheese pizza. Chairman and CEO David A.Brandon steps down as CEO effective March 7 and the Board of Director’s elected J.Patrick Doyle as Brandon’s successor. Brandon will be retained by the Company as a Special advisor for the remaining 2010 and continue as a non-executive Chairman of the Board. Concurrently, the University of Michigan announces Brandon will serve as its next Director of intercollegiate Athletics. Dominos opened its 9000th store on March 11.
Domino’s International

One Brand

· Putting  people first Demanding Integrity

· Striving for customer Loyalty

· Delivery with smart hustle and positive energy

· Winning by improving results every day.

Company perspectives:

Domino’s Pizza Vision: Exceptional people on a mission to be the best pizza delivery company in the world utilizing the company’s principles, which are:

At the most of choice

a) We demand integrity.

b) Our people come first.

c) We take great care of our customers.

d) We make great pizza every day.

e) We operate with smart hustle and positive energy.
Domino’s Pizza centre Mission, Culture 

At Domino’s Pizza, our mission is to be the best pizza delivery company in the world. Our culture is best summed up in a chant that’s sung in our stores: “Sell More Pizza, Have More Fun”.

Domino’s Pizza priorities to customers

· Recruit, recognize and retain the best people.

· Deliver consistently high quality food on time.

· Take great care of our customers

· Innovate in ways that matter to our team members and customers.

· Ensure high image standards at our stores.

· Treat others how we’d like to be treated.

· Take time out to enjoy ourselves.

The World Leader in Pizza Delivery – Domino’s Pizza

Founded in 1960, Domino's Pizza is the recognized world leader in pizza delivery operating network of company-owned and franchise-owned stores in the United States and international markets. Domino's Pizza's Vision illustrates a company of exceptional people on a mission to be the best Pizza Delivery Company in the world. Domino’s started out small with the legendary Tom Monaghan who bought his first pizza store and called it Dominick’s. It was re-christened Domino's Pizza in 1965. However, in1978, the 200th Domino's store opened, and things really began to cook. By 1983 there were 1000 Domino's stores, rising to 5000 in 1989. Today, there are more than 8,500 stores in the United States and 55 international markets.

Food safety of Domino’s Pizza

· Domino’s Pizza follows a registered food safety program for all of our stores nationally. Council’s audit us to this standards,

·  Domino’s Pizza train all our staff in food safety from the day they begin and give them regular retraining.

· Domino’s Pizza staffs wear hairnets and gloves whenever they prepare food.

· They wash their hands with soap and sanitizer as often as possible and they never handle food without washing their hands first.

· Every Domino’s store has at least one accredited food safety supervisor.

· Domino’s Pizza stores are audited regularly by the council and food safety auditors to ensure that food safety in our stores remains at a high standards. This also ensures our stores are as clean as they possibly are and that we are delivering high quality safe food to our customer’s day in and day our pride in our products.

· Domino’s Pizza Enterprises and their local franchisee business owner’s employ 14,000 hard working men and women around Australia and New Zealand, who take tremendous pride in the highest food safety standards and delivery a quality, freshly made product to the customers every day.

· Domino’s Pizza stores are open plan so our customers can see us making their products fresh in store daily.

SWOT Analyses of Domino’s Pizza

Strengths
· Leading pizza Delivery Company in India with 298 stores across 65 cities in India.

· Strong brand equity supported by heavy advertising & marketing campaigns.

· Supply chain & distribution network.

· Less than 30 minutes home delivery.

· Quick Service at outlets.

· Lower price.

· Fast growing and increasing same-store sales.

· Outlets lack space.

· Ambience not up to expectations.

Weakness

·   Slow growing and declining same-store sales

·   Weakening bottom line

·   Its ambiance is not up to its competitors

·   Menu not elaborated and modified as compared to other chains

·   Leaning tower of pizza.

Opportunities

· Growing presence in emerging markets, particularly in India, China.

· Leverage supply chain & distribution system to introduce new products.

· Growing fast food market in India hence scope for expansion.

· Changing demographics and lifestyle of Indian youth.

Threats

· Changing consumer habits towards healthier food choices.

· Franchise operations affected by currency exchange fluctuation.

· Intensive competition from a fragmented number of small competitors.

· Entry of global leaders like Papa John's in India.

· Competitors offering better quality and dining facility.

· Threat from social - cultural factors. For example, exclusion of beef and pork from its items.

CHEPTER - II

REVIEW OF LITERATURE


Only a few researchers have studied about fast food, due to the recent origin of the fast food industries. At the early stage of the present exercise, a review of relevant literatures was undertaken to understand what has already been done by expert committees and researchers in the sphere of fast food industries and the various institutional arrangements for the promotion of fast food industries. The review was also made in various thesis, project reports, books and articles which enabled the researcher to identify certain lacunae in the previous studies and helped to identify new area for current research.  A number of studies have been conducted previously under various National and international studies related to this topic are reviewed, some of the studies are given below:

Sunil Asija in her study title “Fast Food in Rural Market: A Study of Motives & Changing Consumption Patterns” attempted to analysis the purchasing power and demand for a wide variety of products by the rural consumers.  The rural markets offer and greater opportunities to manufacturers of several Fast Moving Consumer Goods (FMGC) in India. To tap the vast and expanding market, companies are developing effective marketing and strategies based on their study and understanding of rural consumer behaviour. There are certainly significant differences in the buying behaviour of the rural consumers from the stand point of product development, pricing policies, distribution and after sales services, which create differences in requirements for marketing strategies in rural India.   The main objectives of this study was consumers helps firms and organizations improve their marketing strategies by understanding through  psychology of  the consumers think, feel, reason, and select between different  alternatives and the psychology of  the consumer is influenced by his or her environment .

 Mark D. Jekanowski in his article, entitled “Causes and Consequences of Fast Food Sales Growth” Analysis of this study the unique characteristics of fast food, Fast Food Sales Growth , longer workdays, and a growing tendency of fast food consumers. The main objective of the study was the number of fast food and restaurant outlets in the United States have risen steadily over the past 25 years. Food safety is also considered. The large-scale production and supplying the fast food industry, the high volume of customer traffic through most fast food outlets. Even if incomes stagnate or attitudes change, consumers meal preparation at home on a large scale. This study was help to analysis the fast food growth.

 James Richardson and Luis Kluwe Aguiar in  their study “Consumer Change In Fast Food Preference” this study exhibits  the main objectives of this study was to test (1) fast food chains’ attributes that appeal to contemporary consumers; (2) fast food brand recognition (3) consumer’s alternative fast food outlets. In addition to this, technological advances in packaging allowed the ultimate use of disposal of materials made of plastic, cardboard and polymers. These came in tandem with a drive towards uniformity of expectations, which included not only the presentation of the food itself, but also radical changes to the fundamentals of traditional restaurant ring.  After that this study consists the primary attributes guiding consumer behaviour such as taste, cleanliness, convenience and cost is no longer enough to represent the true desires of the consumer. Findings indicated that in the UK there has been a shift of preferences from satisfaction based on cheap food and speedy service to more emphasis on ingredients and taste.  

Raphael Thomadsen in his article “Product Positioning and Competition: The Role of Location in the Fast Food Industry” This paper examines optimal product positioning strategies of a symmetric firms in the context of retail outlet locations in the fast food industry. The relationships between profits and product differentiation reveal that both McDonald's and Burger King are better off avoiding close competition. McDonald's would prefer to be located together with Burger King rather than have the two outlets been only a slight distance apart. In contrast, Burger King's profits always increase with greater differentiation. Offsetting these incentives is the desirability of locating centrally to appeal to the most customers. The equilibrium depends on the market's size. In small markets, McDonald's locates near the centre of the market, and Burger King locates to the side of the market. It concludes in larger markets, McDonald's and Burger King chooses locations on opposite sides of the market, although McDonald's locates closer to the optimal central location than Burger King. 
Pooja S. Tandon, Jeffrey Wright, Chuan Zhou, Cara Beth Rogers, and Dimitri A. Christakis.in their article exhibits the “Nutrition Menu Labeling May Lead to Lower-Energy Restaurant Meal Choices for Children” In this new study, the amount of calories selected by parents for their child's hypothetical meal at McDonald's restaurants were reduced by an average of 102 calories when the menus clearly showed the calories for each item. In this analysis suggest that labeled menus may lead to significantly reduced calorie intake in fast food restaurant meals purchased for children. They were presented with sample McDonald's restaurant menus which included current prices and pictures of items. Half of the parents were given menus that also clearly showed calorie information for each item. 

Shanthy A. Bowman, Steven L. Gortmaker,  Cara B. Ebbeling,Mark, A. Pereira, and David S. Ludwig, In their article “ Effects of Fast-Food Consumption on Energy Intake and Diet Quality Among Children in a National Household Survey” This study included 6212 children and adolescents 4 to 19 years old in the United States participating in the nationally representative Continuing Survey of Food intake by Individuals conducted from 1994 to 1996 and the Supplemental Children’s Survey conducted in 1998. The aims of this study were first to examine national patterns of fast-food consumption among children and second to determine whether fast food adversely affects diet quality in ways that might plausibly increase risk for obesity.

 Raphael Thomadsen17 in his study “Product Positioning and Competition: The Role of Location in the Fast Food Industry” this study examines optimal product positioning strategies of  a symmetric firms in the context of retail outlet locations in the fast food industry. The relationships between profits and product differentiation reveal that both McDonald's and Burger King are better off avoiding close competition if the market area is large enough. However, in small market areas, McDonald's would prefer to be located together with Burger King rather than have the two outlets be only a slight distance apart. The role of price competition on product positioning is fundamentally different under asymmetric competition than under symmetric competition. Price competition unambiguously induces symmetric firms toward differentiation.

Brigid Praysona, James T. McMahon, Richard A. Prayson, in their article Fast food hamburgers: what are we really eating. The purpose of this study is to use routine morphologic based techniques that are commonly used in the evaluation of tissue to examine the histological condition of brands of fast food hamburgers to evaluate their content. It is estimated that Americans consume approximately 5 billion hamburgers each year—that translates into about1.2 billion pounds of “meat ”. The retail sale of fast food hamburgers is big business. Most consumers presume that the hamburger they eat is composed primarily of meat. Previously, the meat content of a series of 8 hot dogs, another fast food meat product, was assessed and the results presented.  Although hot dog package labels listed meat as the first ingredient,  In this study revealed that more than 50% of their weight was water and that in most brands, meat comprised less than 10% of the cross sectional area of the hot dogs when examined microscopically.

 Zenk, S. et al.in her article title “Neighborhood Racial Composition, Neighborhood Poverty and the Spatial Accessibility of Fast Food Stores in Metropolitan Detroit” in this study analysis the Residential environment is clearly related to health, specifically dietary health. In fact, many of the most serious chronic illnesses in the United States are associated with dietary deficiencies. Proper access to nutritious foods is essential to decreasing dietary related chronic illness. Supermarkets provide dietary health resources through higher quality and lower costs of nutritious foods. This study examines the spatial accessibility of supermarkets for 869 neighborhoods within Metropolitan Detroit with relation to community's poverty and racial composition. The percentage of residents below the poverty line serves as the measure of neighborhood poverty for the study. Supermarkets are defined as either a Super centre such as Super Kmart or a full-line grocery store associated with a national or regional grocery chain such as Kroger. Spatial accessibility is equivalent to a Manhattan block. The study found that the distance to the nearest Supermarket increased with increasing levels of neighborhood poverty. It concludes inadequate accessibility to supermarkets may contribute to less nutritious diets and hence to greater risk for chronic diet related disease. Affordable public transportation needs to be improved integrating transportation routes with supermarket locations.


Powell, Lisa M. et al. in her study “Food store availability and neighbourhoods characteristics in the United States” it explains in 2006, a study of the United States linked zip codes to census data, finding various statistics about the availability of grocery stores in accordance to neighbourhoods descriptions and demographics. There are distinct disparities between the access of blacks, whites and Hispanics to supermarkets, with a definite correlation in location, socioeconomic status, and race. A recent report finds that African Americans prefer to shop in chain supermarkets and that one of the key factors that influence these shoppers is transportation and location. Proximity is important—37% of African American shoppers travel one mile or less to their primary grocery store.

Monika J.A. Schröder, Morven G. McEachern,   In their article entitled “Fast foods and ethical consumer value: a focus on McDonald's and KFC” analysis the main aim to investigate the effect of communicating Corporate Social Responsibility (CSR) initiatives to young consumers in the UK on their fast-food purchasing with reference to McDonald's and Kentucky Fried Chicken (KFC). The research was conducted with students, and while these represent a key-target market. There are important implications for global fast-food companies in terms of protecting and developing their brand value; they need to respond to the wider food-related debates in society. They need to ensure that their business practices are fully consistent with the values expressed in their CSR initiatives. The special value of the paper lies in its joining together of current perspectives on CSR and consumer value in the UK food industry as it explores both through the perceptions of young consumers of fast food.

Ian Brailsfor in her article “Us image but nz venture: Americana and fast-food advertising in New Zealand, 1971-1990”it point out American fast-foods chains have operated successfully in New Zealand Stralasian Journal Of American Studies. Their ubiquity study that it sounds like a contradiction in terms to label Kentucky Fried Chicken (KFC), with its headquarters in Louisville, Kentucky, Pizza Hut (born in Wichita, Kansas), and McDonald’s(with its Hamburger University outside Chicago) as either ‘ethnic’ or foreign food. This article examines how demonstrably foreign imports –franchised fast-food outlets – reconciled their American origins in a new territory. This issue was addressed by McDonald’s national managing director, Gary Lloyd, when interviewed by Management magazine in October 1985. Looking back at the chain’s first decade of operations in New Zealand, he recalled that attempts were made by McDonald’s in the early years to customize its operations to meet local circumstances. Some cultural critics interpret the success of McDonald’s et al as marking the triumph of American-style capitalism. For critics, this exportation of American capitalism is leading to a more homogenized world and dominated by large corporations.
N.VISWANADHAM in her study submitted “Can India Be the Food Basket for The World?” it exhibits the India can become the food supplier of the world. It has the cultivable land, all the seasons for production of all varieties of fruits and vegetables, an agribusiness system that works although it needs to be vastly improved. The single most important problem facing the Indian agricultural industry is the highly inefficient supply chain.

In this paper identify emerging opportunities in the food and cold chain sector in India and present ways in which existing market challenges in India can be overcome using technology and experience. In particular, we identify opportunities for improvement in real estate and cold chain infrastructure, establishing food processing plants, wholesale, retail, third party logistics and technology. In Section 2, we discuss the current state of this research was carried out when the author was Professor at National University of Singapore and Deputy Executive Director of TLI-AP. This work was supported by the Institute of South Asian Studies, Government of Singapore under the project Cold Chain Management. The agricultural industry in India. 

James Hookway in his article “In Vietnam, Fast Food Acts Global, and Tastes Local” This study analysis of western consumer culture will eventually find their bye to Vietnam.  The next objectives of the study Vietnam will face pressure to make it easier for foreign fast food stores and retailers to open up- shop under the terms of the country’s entire in to the world trade organization.  The hope to cater to this new urban population by building shipping malls, food courts and everything them needs for life in the city. As people more to the city, they have less time and less space in which to prepare meals themselves and often prefer to do their shopping and eating in the same place.

Micheael Mccann in her study “Economic Efficiency and consumer choice theory in Nutritional labelling”. In this article done on as more Americans consumer fast food each year more Americans are contracting serious diseases related to obesity.  The main objectives of this study to what extent does the growing consumption of fast food contribute to the obesity epidemic and the incidence for disease? If the answered indicates a meaningful contribution, a natural follow- up question then emerges.  This article explores obesity as an economic occurrence, and how varying legal remedies may curtail.  Its deleterious effects on the American economy.  In accordance with that finding, this article ponders whether an absence of nutritional labelling has precipitated over consumption, and how the law may be optimally utilized to minimize associated inefficiencies.

Lawrence F Kalz and Alan B.Krieger stated in their study on “The Effect of the minimum wage on the fast food Industry”.  Using a longitudinal survey of fast food restaurants in Texas, the authors examine the impact of recent increases in the federal minimum wage on a low-wage labour market.  The main objectives of this study 1) employment increased more in those firms likely it’s have been most affected by the 1991 minimum  wage increase than in other firms. In this study conclude in the federal minimum wage, registration increased.  The amendments to the fair labour standards Act (FISA) further permitted employers to pay teen age workers a subminimum or training’ wage equal to 85% of the minimum wage.

 Shanthy A. Bowman, and Bryan T. vineyard in their survey on ‘Fast Food consumption of US Adults”  Impacts of Energy and nutrient intakes and overweight status” The main objectives of this survey to compare the diet quality and overweight status of free-living adults, ages 20 years and older grouped based on their fast food intake status.  There separate analyses were conducted 1) effect of fast food on diet quality of males and females based on day one data. 2) comparison of dietary  and overweight status of adults who ate fast food on one-two or none of survey days and 3) with in – person analysis comparing energy and macronutrient intakes of adults who ate fast food on one of the two  survey days.  Conclusion of this survey fast food consumption was associated with a diet high in energy and energy density and low in essential micronutrients.  Frequent fast food consumption may contribute to weight gain.

Hannah B. Sahud, Melen.J, willam meadow, Robert R. tanz, in their study about “Marketing fast food: Impact of fast food Restaurants in children’s Hospitals”. In this study found out that to determine fast food restaurant prevalence in hospitals with pediatric residencies and to evaluate how hospital environment affects purchase and perception of fast food.  The first surveyed pediatric residency programs regarding fast food restaurant in their hospitals to determine the prevalence of fast food restaurants in these hospitals.  In this results given 59 of 200 hospitals with pediatric residencies had fast food restaurants.  A total of 386 outpatient survey were analyses.  In this conclusion fast food restaurants are fairly common in hospitals that sponsor pediatric residency programs.  A McDonalds’s restaurants in a children‘s hospital was associated with significantly increased purchase of McDonald’s food by outpatients, belief that the McDonald’s corporation supported the hospitals financially and higher rating of the healthiness of McDonald’s food.

Vijayalakshmi.R. in her article titled “Consumer awareness and consumption pattern of food products in Tiruchirapalli town,” in her study exhibits the industrial and consumer markets in India have been witnessing many changes driven by globalization and privatization. The main objectives of this study brand awareness of various food products, and find out the consumption pattern of various food products.  The finding of the study reveals that there is a significant difference among households in the consumption of the essential food products.  This study, it is hoped will also help policy makers to design national economic consumption patterns especially for rural areas.

S. Sitalakshmi in her article entitled “Towards Achieving a second green revaluation”- The role of radiation Technology in food processing management. In her study fully explains the growing concern about the Indian agriculture sector.  The main aim of this study was 1) the irrigation facilities and 2) the agriculture extension services.  The study found out in radiation processing, the food substrate in subjected to controlled application of energy of ionizing radiations such as gamma rays, X- rays and accelerated elections.  The choice of the radiation source depends on the nature size and thickness of the material to be irradiated.  
      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 their problem along with the logic behind them. It is necessary for the researcher to know not only methods but also the Methodology. 

RESEARCH DESIGN:


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 are 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 consumer perception towards Dominos Pizza.  The researcher has analysis the product purchase, reason for purchasing, amount spent for purchasing pizza and their opinion about the product, quality, quantity, Topping, colour, price, taste and their suggestion  for improving Dominos Pizza. The scheduled was carefully designed and tested before it was administered. The questionnaire used for this work is presented in appendix.

SECONDARY DATA:

The secondary data were collected from Books, Journals, Newspapers, published articles and websites.

SAMPLING:

The researcher has adopted convenience sampling for collecting the data. However, the researcher 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 2012.The consumers are classified on the basis of age, gender, income.

SAMPLE AREA:


In this study, sample size is restricted to 120 Customers of Dominos pizza centres in Coimbatore city.

STATISTICAL TOOLS:


The raw data collected and carefully classified, edited and tabulation for this analysis. The analysis table were prepared analysis and interpretation was made on the basis of percentage.  Some of the questions was scored on five point Likerts scale, and calculate the Chi square, Descriptive, ANOVA , Garrett Ranking methods were used for this research. 

CHAPTER - IV

ANALYSIS AND INTERPRETATION

An attempt has been made in this chapter to analysis the consumer perception of purchasing pizza and also the opinion of the customer towards Dominos pizza. For the purpose of this study, the questionnaire was prepared are to know the customers perception. A comprehensive analysis has been made in this chapter with the help of percentage, descriptive analysis, chi-square test, ANNOV, Likerts Five point table, and Garret Ranking.  The following components are analysed.

 SOCIO ECONOMIC CHARACTERISTICS OF THE RESPONDENT


The Socio Economic Characteristics of the respondent such as Age, Gender, Marital Status Education qualification, Occupation, Annual Income, Types of Family  Hence in this section, an attempt is made to analyse the Socio Economic Characteristics of the Sample Customers.

	Socio Economic Profile of the Respondent
	No. of Respondent
	Percentage

	Gender


	Male

Female

Total
	82

38

120
	68.30

31.70

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

	Marital Status


	Married

Unmarried

Total
	34

86

120
	28.30

71.70

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

	Types of Family


	Nuclear family

Joint family

Total
	96

24

120
	80.00

20.00

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


TABLE NO: 1

SOCIO ECONOMIC CHARACTERISTICS PROFILE 

Source: Primary data

The above table No.1 shows that 68.3 percent of the respondents belongs the male group and remaining 31.7 percent of the respondent were female. 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 71.7 percentages of the respondents were unmarried, and the next majority of the respondent 28.3 percentage of the respondents were married. 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 majority of 80 percent of the respondents are belongs to nuclear family and the remaining of 20 percent of the respondent were belongs to joint Family. 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.
INCOME WISE CLASSIFICATION OF VARIETY OF PIZZA

Money is the prime factor, which acts as a motivating force.  Purchasing power of the consumers depends upon the quantum of family income.  Facilities, which are having more income, are able to spend more than the families having less income.  Data regarding the annual income of the respondents are presented in table No.2

TABLE NO.2

INCOME WISE CLASSIFICATION OF VARIETY OF PIZZA

	Variety
	Annual Income
	Total

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

	Veg. Pizza
	9(26.48)
	6(20)
	5(22.72)
	2(28.56)
	4(14.81)
	26(21.67)

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

	Pannier Pizza
	6(8.82)
	4(13.33)
	3(13.64)
	1(14.29)
	6(22.22)
	20(16.67)

	Mushroom 
	3(14.70)
	5(16.67)
	2(9.09)
	0(0)
	3(11.11)
	13(10.83)

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

	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 out of 120 respondents 37.5 percent of the respondent likes to eat chicken pizza who has comes under no income category, and some from the 21.67 percent of the respondent like to take veg. Pizza who has coming under the majority   income group of less than Rs.2, Lakhs, and the next majority of16.67 percent of the respondent prefer to take pannier pizza and who has fall down the no income category. Remaining of the respondent would like to take cheese pizza.  Above whose income group is Rs.2, 00,001 to Rs.3, 50,000.

CHART NO: 1

INCOME WISE CLASSIFICATION OF VARIETY OF PIZZA
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INCOME WISE CLASSIFICATION OF TOPPING OF PIZZA

The classification of the sample respondents in terms of their income and topping of Pizza.  Opinion of the respondent taste and preference is differed from person to person. The following table expresses the results about the topping of pizza.

TABLE NO.3

INCOME WISE CLASSIFICATION OF TOPPING OF PIZZA

	Toppings
	Annual Income
	 Total

	
	Less than 2 lakhs
	2 Lakhs - 3.5 Lakhs
	3.5Lakhs 

- 5 lakhs
	Above 5 Lakhs
	No Income
	

	Vegetarian
	16(47.06)
	10(33.33)


	8(36.36)
	1(14.29)
	9(33.34)
	44(36.67)

	Non- Vegetarian
	9(26.47)
	7(23.33)
	5(22.73)
	4(57.14)
	9(33.33)
	34(28.33)

	Pannier Pizza
	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 consume vegetarian topping pizza, 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 Pannier Pizza topping who are majority dependent the income group of less than Rs. 2, 00,000. 28.33 percent of the respondent likes to select Non vegetarian topping pizza. Who has belonging the income category of above 5 Lakhs.

CHART NO: 2

INCOME WISE CLASSIFICATION OF TOPPING OF PIZZA
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INCOME WISE CLASSIFICATION OF MODE OF PAYMENT

The different type of payment paid by the consumer to purchase of pizza by which the respondent would like to choose cash payment or credit payment. The following table explain the mode of payment of the respondents.

TABLE NO.4

INCOME WISE 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 pizza 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
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ATTITUDE OF THE RESPONDENT ABOUT DURATION OF PURCHASE 

Each person has his own attitude towards the purchase of Domino’s pizza products.  The product consumption may vary from one person to other.  The respondent attitude about intake of product may change from one time to another.  The researcher has made an analyzed duration purchase of Domino’s pizza products.  

TABLE NO: 5

AGE WISE CLASSIFICATION OF DURATION OF CONSUMPTION OF DOMINO’S PIZZA

	Consume Pizza


	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)

	Weekly


	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)

	Occasionally


	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 consuming pizza occasionally. 29.17 percent respondents consume pizza monthly, 20 percent respondents consume pizza weekly and 2.5 percent respondents consume pizza.

CHART NO: 4

AGE WISE CLASSIFICATION OF DURATION OF CONSUMPTION OF DOMINO’S PIZZA
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OPINION ABOUT THE SERVICE OFFERED BY DOMINO’S PIZZA CENTRE


There are various sources which influence a respondent to buy Domino’s Pizza products.  The researcher has analyzed the various services offered by Domino’s Pizza centre which influences a respondent motive to purchase Domino’s Pizza. The research of such analysis presented in table no: 5

TABLE NO: 6

AGE WISE CLASSIFICATION OF SERVICE OFFERED BY DOMINO’S PIZZA

	Service


	Age Group


	Total (%)

	
	15 - 24
	25 – 35


	 36 - 45
	46 -60
	

	Dine-in


	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: 5 that 37.5 percent of people are using delivery service. About 32.5 percent of the despondence prefer to use dine-in service, 23.33 percent are using take-away services. The least of about 6.67 percent of respondents are using online service.

Chart No: 5
AGE WISE CLASSIFICATION OF SERVICE OFFERED BY DOMINO’S PIZZA
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SOURCES OF INFORMATION TO KNOWING ABOUT DOMINO’S PIZZA


The people generally come to know about the Domino’s pizza products through the Television, advertisement, Pamphlets, Bill Boards. The researcher has analyses the ways which are popular to know about Domino’s pizza products and are presented in table No.6

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: 6 expresses the majority of the Respondent, (i.e.) 46.67 percent are influenced by TV for purchasing pizza, and 32.5 percent influenced by pamphlets. Nearly 15.83 percent of respondents are influenced to purchasing of Domino’s pizza by newspaper. Bill Boards are lessly (5 percent) influenced to purchasing Domino’s pizza.

Chart No: 6
AGE WISE CLASSIFICATION OF MEDIA INFLUENCED
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OPINION ABOUT SIZE OF PIZZA OFFERED BY DOMINO’S PIZZA CENTRE


Each person has his own attitude towards the purchase of Domino’s Pizza products.  The quantity of product like regular, medium, large size, preference may vary from one person to other.  The researcher has made an analyzed the size of pizza.  It explained the following table No 7

TABLE NO: 8

AGE WISE CLASSIFICATION OF SIZE OF PIZZA
	Size of Pizza
	Age Group


	Total (%)

	
	15 - 24
	25 - 35
	36 – 45


	46 -60
	

	Regular


	21(32.81)
	14(30.43)
	1(20)
	0(0)
	36(30)

	Medium


	34(53.13)
	26(56.53)
	3(60)
	5(100)
	68(56.67)

	Large


	9(14.06)
	6(13.04)
	1(20)
	0(0)
	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
The above table no: 7 clearly shows that 56.67 percent of respondent are prefer to eat normal size pizza. 30 percent of respondent are willing to in-take regular size pizza and 13.33 percent of the respondent are preferred to eat large size pizza.

Chart No: 7
AGE WISE CLASSIFICATION OF SIZE OF PIZZA
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RESPONDENT OPINION ABOUT THE TIME OF PIZZA CONSUMPTION  

The respondent attitude about product consumption may change from one time to another.  The researcher has made an analyzed product consumption change over to time to time.  It explained the following table No.8

TABLE NO: 9

AGE WISE CLASSIFICATION OF THE TIME OF PIZZA CONSUMPTION

	Time
	Age Group


	Total (%)

	
	15 – 24


	25 - 35
	36 – 45
	46 -60
	

	Morning


	6(9.38)
	3(6.52)
	1(20)
	0(0)
	10(8.33)

	Afternoon


	5(7.81)
	2(4.35)
	0(0)
	0(0)
	7(5.83)

	Evening


	18(28.13)
	11(23.91)
	0(0)
	0(0)
	29(24.17)

	Night


	35(54.68)
	30(65.22)
	4(80)
	5(100)
	74(61.67)

	Total


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


(Figures in the parentheses are percentages to respective Column total)


Source:  Primary Data
The table no:8 exhibits that the majority of 61.67 percent of the respondance would like to consume pizza at night. 24.17 percent of the respondent is willing to take pizza in between evening. 8.33 percent respondance is preferred during morning time and 5.83 percent of respondance is willing to have at afternoon. 

Chart No: 8
AGE WISE CLASSIFICATION OF THE TIME OF PIZZA CONSUMPTION

[image: image7.png]Consuming Time

W Morning
m Afternoon
Evening

W Night





 RESPONDENT OPINION ABOUT THE KEY FACTOR OF DOMINO’S PIZZA


Key factors play an important role in selecting the pizza centre. The food quality, price, location, variety had more important to consumption of pizza. The following table given the important key factor to select Domino’s Pizza Centre.

TABLE NO: 10

AGE WISE CLASSIFICATION OF KEY FACTOR

	Key Factor
	Age Group


	Total (%)

	
	15 - 24
	25 - 35
	36 – 45


	 46 -60
	

	Food Quality


	30(46.88)
	21(45.66)
	2(40)
	3(60)
	56(46.67)

	Price


	8(12.5)
	3(6.52)
	0(0)
	(0)
	11(9.17)

	Location


	5(7.81)
	8(17.39)
	1(20)
	1(20)
	15(12.5)

	Food Variety


	21(32.81)
	14(30.43)
	2(40)
	1(20)
	    38(31.66)

	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: 9 reveals that 46.67 percent of the respondent who said Domino’s for its food quality. 31.66 percent of the respondent chooses Domino’s for its variety. 12.5 percent of respondent selected the pizza centre for its location and remaining of the respondent choose the pizza centre for low price compare to others.

     CHART NO: 9
        AGE WISE CLASSIFICATION OF KEY FACTOR
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AGE WISE CLASIFICATION OF VARIETY OF PIZZA

The Domino’s pizza centre had more variety of pizza to capture the more consumers and face the competition. The variety of pizza offered by Domino’s Pizza is veg. Pizza, chicken pizza, pannier pizza, mushroom pizza and cheese pizza. The following table briefly explains the result of the consumption pattern of variety of pizza.

TABLE NO: 11

AGE WISE CLASIFICATION OF VARIETY OF PIZZA

	Variety
	Age Group


	Total (%)

	
	15 – 24


	25 - 35
	36 – 45
	46 -60
	

	Veg. Pizza
	11(17.19)


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

	Chicken Pizza
	27(42.19)


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

	Pannier Pizza
	12(18.75)


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

	Mushroom Pizza
	6(9.37)


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

	Cheese pizza
	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: 10 out of 120 respondent 37.5 percent of the respondent likes to eat chicken pizza. 21.67 percent of the respondent likes to have vegetarian pizza. 16.67 percent of the respondent are prefer to eat pannier pizza. 13.33 percent of the respondent likes to take cheese pizza. Fewer respondents like to eat mushroom pizza.

CHART NO: 10
AGE WISE CLASIFICATION OF VARIETY OF PIZZA
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PERIOD OF USAGE OF DOMINO’S PIZZA PRODUCTS 


It is important to know the respondent period of usage of buying behaviour of Domino’s pizza products.  Because of the duration of usage is mainly important to know the marketing standard.  The researcher has studied about it and the result of the analysis is presented in the Table No: 11

TABLE NO: 12

PERIOD OF USAGE OF DOMINO’S PIZZA PRODUCTS

	No. of  Years
	Respondent categories


	   Total (%)

	
	Low size
	Medium size
	Large size


	

	Below 5 Years
	10(83.33)
	21(70)
	40(51.28)
	71(59.17)

	5Years-10 Years
	2(16.67)
	8(26.67)
	30(38.46)
	40(33.33)

	10Years and above
	-
	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.11 depicts that 59.17 percentage of respondent purchased the Domino’s pizza products less than 5 years. 33.33 percentage of the respondent purchased Domino’s pizza products between 5-10 years. 7.5 percentage of respondent purchased Domino’s pizza products more than 10 years.  It is understood that a vast majority of the respondent purchase fast food product less that 5 years.

OPINION TOWARDS MONTHLY SPENDING BEHAVIOUR OF CONSUMER 

Income is the important factors, which influences the purchase of Domino’s pizza products.  The respondent spending behaviour depends upon the income of the respondent. The researcher has made to analysis the spending behaviour of the respondent.  The following table expresses the spending pattern of the respondent.
                                                  TABLE NO: 13

MONTHLY SPENDING BEHAVIOUR OF CONSUMER

	Particulars
	    No. of  Respondent
	Percent

	Below Rs. 200


	25
	20.83

	Rs. 200 – Rs.300


	47
	39.17

	Rs.300-Rs.400


	30
	25

	Rs. 400- Rs.500


	8
	6.67

	Above Rs.500


	10
	8.33

	Total


	120
	100


  
Source:  Primary Data
As per table No. 13 the distribution of respondents on how much monthly charge they pay on Domino’s pizza products. It is found that out of the 39.17% of the respondent spending behaviour in-between 200 to 300, 25% of the respondent spending behaviour in-between Rs.300 to 400, 20.83% of the respondent spending behaviour below Rs.200 8.33% of the respondent spending behaviour above Rs. 500, 6.67% of the respondent spending behaviour in-between 400 to 500.This analysis shows that 39.17% majority of the respondent said that they spent between Rs. 200 to 300.

                                         CHART NO: 11
  MONTHLY SPENDING BEHAVIOUR OF CONSUMER
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A chi-squared test, also referred to as chi-square test or test, is any statistical hypothesis test in which the sampling distribution of the test statistic is a chi-squared distribution when the null hypothesis is true, or any in which this is asymptotically true, meaning that the sampling distribution (if the null hypothesis is true) can be made to approximate a chi-squared distribution as closely as desired by making the sample size large enough.

If a sample of size n is taken from a population having a normal distribution, then there is a well-known result (see distribution of the sample variance) which allows a test to be made of whether the variance of the population has a pre-determined value. For example, a manufacturing process might have been in stable condition for a long period, allowing a value for the variance to be determined essentially without error. Suppose that a variant of the process is being tested, giving rise to a small sample of product items whose variation is to be tested. The test statistic T in this instance could be set to be the sum of squares about the sample mean, divided by the nominal value for the variance (i.e. the value to be tested as holding). Then T has a chi-squared distribution with n − 1 degrees of freedom.
TABLE NO: 14

   CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN SIZE OF PIZZA AND MEDIA INFLUENCED VARIETY’S WITH CHI-SQUARE VALUE FOR DOMINO’S PIZZA.
	Size of pizza
	I
	II
	III
	Total

	Media Influenced
	
	
	
	

	I
	16
	36
	4
	56

	II
	7
	10
	2
	19

	III
	11
	18
	10
	39

	IV
	2
	4
	-
	6

	Total
	36
	68
	16
	120


    Source:  Primary Data
  Calculated chi-square value   


 
 = 8.83

  Level of significance @ 5%. Table value
            = 12.592

  Degree of Freedom     

 
 
            = 6

  Inference      




            = Significant



It has been inferred from the above table showing that calculated chi-square value is less than the table value. The computed chi-square value indicates that there is significant association between size of pizza and media influenced.

TABLE NO: 15

CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN CONSUME PIZZA AND ANNUAL INCOME VARIETY’S WITH CHI-SQUARE VALUE FOR DOMINO’S PIZZA.
	Consume Pizza
	         I
	        II
	        III
	       IV
	    Total

	Annual Income
	
	
	
	
	

	I
	2
	7
	6
	19
	34

	II
	-
	4
	8
	18
	30

	III
	1
	5
	9
	7
	22

	IV
	-
	4
	1
	2
	7

	V
	-
	4
	11
	12
	27

	            Total
	3
	24
	35
	58
	120


   Source:  Primary Data
Calculated chi-square value  
            = 22.88

Level of significance @ 5%. Table value

            = 21.026

Degree of Freedom   
                
           
            = 12

Inference      



                            
= Not significant



It has been inferred from the above table showing that calculated chi-square value is higher than the table value. The computed chi-square value indicates that there is no significant association between consume pizza and annual income.

TABLE NO: 16

CONTINGENCY TABLE SHOWING THE RELATIONSHIP BETWEEN TOPPINGS AND VARIETY’S WITH CHI-SQUARE VALUE FOR DOMINO’S PIZZA.

	Toppings
	         I
	        II
	        III
	    Total

	Variety’s
	
	
	
	

	I
	22
	1
	3
	26

	II
	4
	21
	20
	45

	III
	8
	3
	9
	20

	IV
	6
	6
	1
	13

	V
	4
	3
	9
	16

	            Total
	44
	34
	42
	120


Source:  Primary Data
Calculated chi-square value    

            = 51.49

Level of significance @ 5% Table value

  = 12.592

Degree of Freedom   


             = 8

Inference   





   = Not Significant

 

It has been inferred from the above table showing that calculated chi-square value is higher than the table value. The computed chi-square value indicates that there is no significant association between toppings and variety’s.

ANOVA
Analysis of variance (ANOVA) is a collection of statistical models, and their associated procedures, in which the observed variance in a particular variable is partitioned into components attributable to different sources of variation. In its simplest form, ANOVA provides a statistical test of whether or not the means of several groups are all equal, and therefore generalizes t-test to more than two groups. Doing multiple two-sample t-tests would result in an increased chance of committing a type I error. For this reason, ANOVAs are useful in comparing two, three, or more means.

Difference between demographic groups ad dimensions of service quality.  One way ANOVA was used to test whether significant difference exists between gender , age and annual income of respondents and dimensions of service quality .  The results are presented as below.

· Gender and dimensions of service quality
Ho:  There is no significant difference between gender and dimensions of service quality.

Results show that significant difference is found between price and gender of respondents.  Price is a significant determinant of customer satisfaction towards service quality for females.  But is not significant for males.  It shows that female respondents’ consumption behaviour is much more rational than that of male respondents in respect of comparing price of products in different pizza centre.  However the study does not find gender bias in other dimensions of service quality of dominos pizza outlets.
TABLE NO: 17

 GENDER AND DIMENSIONS OF SERVICE QUALITY: DESCRIPTIVE

	Dimensions of service

Quality
	    Gender
	N
	Mean
	Std. Deviation
	Std. Error

	Size of pizza
	Male

Female

Total
	82

38

120
	1.8902

1.7105

1.8333
	.68504

.51506

.63950
	07565

.08355

.05838

	Variety
	Male

Female

Total
	82

38

120
	2.5854

2.5263

2.5667
	1.35128

1.22445

1.30759
	.14922

.19863

.11937

	Toppings
	Male

Female

Total
	82

38

120
	1.9878

1.9737

1.9833
	.83878

.88491

.84995
	.09263

.14355

.07759

	Price
	Male

Female

Total
	82

38

120
	3.2195

2.7105

3.0583
	.78606

.98387

.88209
	.08681

.15960

.08052

	Clean and Hygienic
	Male

Female

Total
	82

38

120
	3.5122

3.1579

3.4000
	.63331

.71759

.67860
	.06994

.11641

.06195

	Customers services
	Male

Female

Total
	82

38

120
	3.4634

3.3421

3.4250
	.72342

.58246

.68185
	.07989

.09449

.06224

	Amicable Solution
	Male

Female

Total
	82

38

120
	.8537

.8947

.8667
	.35562

.38831

.36515
	.03927

.06299

.03333

	Location
	Male

Female

Total
	82

38

120
	3.0122

3.0526

3.0250
	.85337

.69544

.80401
	.09424

.11282

.07340

	Quality
	Male

Female

Total
	82

38

120
	3.3049

3.1842

3.2667
	.82685

.76601

.80683
	.09131

.12426

.07365

	Delivery
	Male

Female

Total
	82

38

120
	3.3902

3.3421

3.3750
	.76588

.66886

.73407
	.08458

.10850

.06701


TABLE NO: 17(A)

      GENDER AND DIMENSIONS OF SERVICE QUALITY: ANOVA

	Dimensions of

Service quality
	
	Sum of Squares
	DF
	Mean Square
	F
	Sig.

	Size of pizza
	Between Groups

Within Groups

Total
	.839

47.828

48.667
	1

118

119
	.839

.405
	2.069
	.153

	Variety
	Between Groups

Within Groups

Total
	.091

203.376

203.467
	1

118

119
	.091

1.724
	.053
	.819

	Toppings
	Between Groups

Within Groups

Total
	.005

85.961

85.967
	1

118

119
	.005

.728
	.007
	.933

	Price
	Between Groups

Within Groups

Total
	6.727

85.865

92.592
	1

118

119
	6.727

.728
	9.245


	.003

	Clean and Hygienic
	Between Groups

Within Groups

Total
	3.260

51.540

54.800
	1

118

119
	3.260

.437
	7.463
	.007

	Customers services
	Between Groups

Within Groups

Total
	.382

54.943

55.325
	1

118

119
	.382

.466
	.821
	.367

	Amicable Solution
	Between Groups

Within Groups

Total
	.044

15.823

15.867
	1

118

119
	.044

.134
	.327
	.569

	Location
	Between Groups

Within Groups

Total
	.042

76.883

76.925
	1

118

119
	.042

.652
	.065
	.799

	Quality
	Between Groups

Within Groups

Total
	.378

77.089

77.467
	1

118

119
	.378

.653
	.579
	.448

	Delivery
	Between Groups

Within Groups

Total
	.060

64.065

64.125
	1

118

119
	.060

.543
	.111
	.740


The result of ANOVA confirm the significant differences in the gender, size of pizza, variety, toppings, price, clean and hygienic and customer service, ambience, location, quality and delivery.

Ho:  There is no significant difference between gender and    dimensions of service quality.

Results show that significant difference is found between price and gender of respondents.  Price is a significant determinant of customer satisfaction towards service quality for females.  But it is not significant for males.  It shows that female respondents’ consumption behaviour is much more rational than that of male respondents in respect of comparing price of products in different pizza centre.

TABLE NO: 18

  INCOME AND DIMENSIONS OF SERVICE QUALITY: DESCRIPTIVE

	Dimensions of

Service quality
	Group
	N
	Mean
	Std. Deviation
	Std. Error

	Size of pizza
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	1.8235

1.7667

1.8182

2.1429

1.8519

1.8333
	.62622

.67891

.66450

.69007

.60152

.63950
	.10740

.12395

.14167

.26082

.11576

.05838

	Variety
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	2.5294

2.5667

2.6364

2.2857

2.6296

2.5667
	1.37588

1.27802

1.43246

1.38013

1.21365

1.30759
	.23596

.23333

.30540

.52164

.23357

.11937

	Toppings
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	1.7941

2.1000

2.0455

2.1429

2.0000

1.9833
	.84493

.88474

.89853

.69007

.83205

.84995
	.14490

.16153

.19157

.26082

.16013

.07759

	Price
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	3.0294

3.3333

3.1364

3.2857

2.6667

3.0583
	.93696

.71116

.71016

.75593

1.03775

.88209
	.16069

.12984

.15141

.28571

.19971

.08052

	Clean and Hygienic
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	3.3235

3.4667

3.6364

3.7143

3.1481

3.4000
	.76755

.68145

.49237

.48795

.66238

.67860
	.13163

.12441

.10497

.18443

.12747

.06195

	Customer Service
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	3.5294

3.3000

3.5000

3.7143

3.2963

3.4250
	.66220

.74971

.67259

.48795

.66880

.68185
	.11357      .13688

.14340

.18443

.12871

.06224

	Amicable Solution
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	.7941

.8667

.9091

1.0000

.8889

.8667
	.41043

.34575

.29424

.00000

.42366

.36515
	.07039

.06312

.06273

.00000

.08153

.03333

	Location
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	3.0588

3.0333

3.1818

2.8571

2.8889

3.0250
	.77621

.88992

.73266

.69007

.84732

.80401
	.13312

.16248

.15620

.26082

.16307

.07340

	Quality
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	3.0882

3.3667

3.3182

3.4286

3.2963

3.2667
	.90009

.71840

.83873

.78680

.77533

.80683
	.15436

.13116

.17882

.29738

.14921

.07365

	Delivery
	Less than 200000

200001 to 350000

350001 to 500000

Above 500000

No Income

Total
	34

30

22

7

27

120
	3.0882

3.4000

3.5000

3.8571

3.4815

3.3750
	.83003

.72397

.51177

.37796

.75296

.73407
	.14235

.13218

.10911

.14286

.14491

.06701


Source:  Primary Data

TABLE NO: 18(A)

      INCOME AND DIMENSIONS OF SERVICE QUALITY: ANOVA

	Dimensions of

Service quality
	
	Sum of Squares
	DF
	Mean Square
	F
	Sig.

	Size of pizza
	Between Groups

Within Groups

Total
	.822

47.845

48.667
	4

115

119
	.205

.416
	.494
	.740

	Variety
	Between Groups

Within Groups

Total
	.814

202.653

203.467
	4

115

119
	.203

1.762
	.115
	.977

	Toppings
	Between Groups

Within Groups

Total
	1.896

84.071

85.967
	4

115

119
	.474

.731
	.648
	.629

	Price
	Between Groups

Within Groups

Total
	6.935

85.657

92.592
	4

115

119
	1.734

.745
	2.328
	.060

	Clean and Hygienic
	Between Groups

Within Groups

Total
	3.965

50.835

54.800
	4

115

119


	.991

.442
	2.243
	.069

	Customers services
	Between Groups

Within Groups

Total
	1.996

53.329

55.325
	4

115

119
	.499

.464
	1.076
	.372

	Amicable Solution
	Between Groups

Within Groups

Total
	.356

15.510

15.867
	4

115

119
	.089

.135
	.660
	.621

	Location
	Between Groups

Within Groups

Total
	1.279

75.646

76.925
	4

115

119
	.320

.658
	.486
	.746

	Quality
	Between Groups

Within Groups

Total
	1.648

75.819

77.467
	4

115

119
	.412

.659
	.625
	.646

	Delivery
	Between Groups

Within Groups

Total
	5.092

59.033

64.125
	4

115

119
	1.273

.513
	2.480
	.048


Source:  Primary Data

The result of ANOVA confirm the significant differences in the age, size of pizza, variety, toppings, price, clean and hygienic, customer service, ambience, location, quality and delivery.

Ho:  There is no significant difference between income and   dimensions of service quality

Middle age group respondent give important to size of pizza, health and hygienic is key factor of preference for another middle age group, most of the customers wanted pizza in all convent locations. Consumers of all age wants to get best and the quality pizza. Topping is one of the determining factor with consumers give greater important in selecting pizza.

TABLE NO: 19

         AGE AND DIMENSIONS OF SERVICE QUALITY: DESCRIPTIVE

	Dimensions of

Service quality
	Group
	N
	Mean
	Std. Deviation
	Std. Error

	Size of pizza
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	1.8125

1.8261

2.0000

2.0000

1.8333
	.66368

.64306

.70711

.00000

.63950
	.08296

.09481

.31623

.00000

.05838

	Variety
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	2.5781

2.5217

3.4000

2.0000

2.5667
	1.24473

1.34560

1.34164

1.73205

1.30759
	.15559

.19840

.60000

.77460

.11937

	Toppings
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	2.0313

2.0000

1.6000

1.6000

1.9833
	.83512

.89443

.54772

.89443

.84995
	.10439

.13188

.24495

.40000

.07759

	Price
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	2.9375

3.1522

3.2000

3.6000

3.0583
	.97386

.69817

1.30384

.54772

.88209
	.12173

.10294

.58310

.24495

.08052

	Clean and Hygienic
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	3.3594

3.4565

3.2000

3.6000

3.4000
	.69846

.62206

1.09545

.54772

.67860
	.08731

.09172

.48990

.24495

.06195

	Customers services
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	3.4531

3.3696

3.0000

4.0000

3.4250
	.68845

.67852

.70711

.00000

.68185
	.08606

.10004

.31623

.00000

.06224

	Amicable Solution
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	.8750

.8913

.8000

.6000

.8667
	.37796

.31470

.44721

.54772

.36515
	.04725

.04640

.20000

.24495

.03333

	Location
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	3.0313

2.9565

3.4000

3.2000

3.0250
	.77600

.86811

.54772

.83666

.80401
	.09700

.12800

.24495

.37417

.07340

	Quality
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	3.3125

3.1739

3.2000

3.6000

3.2667
	.77408

.87697

.44721

.89443

.80683
	.09676

.12930

.20000

.40000

.07365

	Delivery
	15 to 24

25 to 35

36 to 45

46 to 60

Total
	64

46

5

5

120
	3.3125

3.4348

3.2000

3.8000

3.3750
	.75330

.68806

1.09545

.44721

.73407
	.09416

.10145

.48990

.20000

.06701


Source:  Primary Data

  TABLE NO: 19(A)

              AGE AND DIMENSIONS OF SERVICE QUALITY: ANOVA

	Dimensions of

Service quality
	
	Sum of Squares
	DF
	Mean Square
	F
	Sig.

	Size of pizza
	Between Groups

Within Groups

Total
	.308

48.359

48.667
	3

116

119
	.103

.417
	.246
	.864

	Variety
	Between Groups

Within Groups

Total
	5.179

198.288

203.467
	3

116

119
	1.726

1.709
	1.010
	.391

	Toppings
	Between Groups

Within Groups

Total
	1.629

84.338

85.967
	3

116

119
	.543

.727
	.747
	.526

	Price
	Between Groups

Within Groups

Total
	2.907

89.685

92.592
	3

116

119
	.969

.773
	1.253
	.294

	Clean and Hygienic
	Between Groups

Within Groups

Total
	.653

54.147

54.800
	3

116

119
	.218

.467
	.466
	.707

	Customers services
	Between Groups

Within Groups

Total
	2.748

52.577

55.325
	3

116

119
	.916

.453
	2.021
	.115

	Amicable Solution
	Between Groups

Within Groups

Total
	.410

15.457

15.867
	3

116

119
	.137

.133
	1.026
	.384

	Location
	Between Groups

Within Groups

Total
	1.074

75.851

76.925
	3

116

119
	.358

.654
	.548
	.651

	Quality
	Between Groups

Within Groups

Total
	1.108

76.359

77.467
	3

116

119
	.369

.658
	.561
	.642

	Delivery
	Between Groups

Within Groups

Total
	1.471

62.654

64.125
	3

116

119
	.490

.540
	.908
	.440


The result of ANOVA confirm the significant differences in the age, size of pizza, variety, toppings, price, clean and hygienic, customer service, ambience, location, quality and delivery.

Ho:  There is no significant difference between income and   dimensions of service quality

Middle age group respondent give important to size of pizza, health and hygienic is key factor of preference for another middle age group, most of the customers wanted pizza in all convent locations. Consumers of all age wants to get best and the quality pizza. Topping is one of the determining factor with consumers give greater important in selecting pizza.

RESPONDENT OPINION TOWARDS AVAILABILITY OF

DOMINO’S PIZZA

The raw data collected was carefully classified, edited and tabulated for analysis. Percentile table were prepared, analysis and interpretation were made on the basis of percentages. Some of the questioners were scored on a five point likerts scale. Such questions analysed are as follows.

The answers supporting the statement fully are given the maximum score of five, while the answers on the other end received a score of one. The score value was totalled each question and the total possible score was multilevel by one hundreds (in terms of percentage). So that the final score represent the extent of the support to the statement mentioned in the question.

	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
	II

	2
	Side Dishes


	170
	220
	81
	8
	0
	120
	479
	3.99
	XIV

	3
	Delivery


	320
	172
	33
	4
	0
	120
	529
	4.41
	III

	4
	Quality


	275
	184
	48
	6
	0
	120
	513
	4.27
	IX

	5
	Price


	185
	248
	39
	16
	0
	120
	488
	4.06
	XII

	6
	Location


	180
	220
	78
	4
	1
	120
	483
	4.02
	XIII

	7
	Customers Friendly
	270
	216
	27
	2
	0
	120
	515
	4.29
	VIII

	8
	Clean and hygienic
	305
	180
	36
	2
	1
	120
	524
	4.36
	V

	9
	Ambiance


	235
	212
	51
	6
	0
	120
	504
	4.20
	X

	10
	Looks Modern
	295
	164
	54
	4
	0
	120
	517
	4.30
	VII


	11
	Visually Attractive
	340
	144
	39
	8
	0
	120
	536
	4.46
	I

	12
	Menu Cards


	240
	192
	63
	4
	1
	120
	500
	4.16
	XI

	13
	Customers Service
	320
	180
	27
	2
	2
	120
	526
	4.38
	IV

	14
	Advertisement


	285
	188
	39
	6
	0
	120
	518
	4.32
	VI


TABLE NO: 20

                AVAILABILITY OF DOMINO’S PIZZA CENTRE
Source:  Primary Data

    It is clear from the above table the Domino’s Pizza centre attracts the respondents. In this study most of the respondents give I rank to visually attractive of the domino’s pizza centre. Varieties of pizza secure II rank among the respondents. Delivery secured III rank among the respondents. Customer Service of the centre secured IV rank among the respondents. Followed by V rank secured clean and hygienic of the pizza centre, Advertisement attracts the respondents more and it secure VI rank. The pizza centre looks modern and it secured VII rank among the respondents. The customer’s friendly basic is followed by Domino’s Pizza with secure VIII rank. The Quality of the pizza secured XI rank among the respondents. Ambiences secured X rank and Menu cards secured XI rank among the respondents. Followed by Price and Location secured XII and XIII rank among the respondents. And Side dishes are given the last position by the respondents.
TABLE NO: 21

OPNION ABOUT THE CHARACTERISTICS OF DOMIINO’S PIZZA 

	S.NO
	Particulars


	Garret’s Score
	Average
	Garret’s Rank

	1
	Taste
	6680
	66.80
	III

	2
	Colourful
	6955
	69.55
	II

	3
	Variety
	6673
	66.73
	IV

	4
	Quantity


	6558
	65.58
	V

	5
	Quality


	6959
	69.59
	I

	6
	Healthy food


	5934
	59.34
	VII

	7
	Clean and Hygienic
	6189
	61.89
	VI


 Source:  Primary Data

The above table clearly shows that quality of the product was satisfied to the respondents and it secured I rank. In this study most of the respondents have give II rank to colourful of the pizza. Taste of pizza secured III rank among the respondents. Variety of the pizza secured IV rank among the respondents. Followed by V rank secured by quantity of the product. VI rank given to clean and hygienic of the pizza centre. And last VII rank given to Health Food among the respondents.
TABLE NO: 22

OPINION ABOUT THE OVERALL AVAILABILITY PIZZA CENTRE

	Varieties
	Total
	Total Score
	Percentage

	Veg. pizza
	120
	600
	81.8

	Chicken Pizza
	120
	600
	71.2

	Mushroom Pizza
	120
	600
	74.3

	Cheese Pizza


	115
	575
	69.9

	Pannier Pizza


	117
	585
	77.6

	Cheese and Tomato Pizza
	110
	550
	71.1

	Fresh Veggie Pizza


	120
	600
	70.7

	Country Special Pizza


	115
	575
	75.1

	Gourmet Pizza


	120
	600
	71.3

	Chicken Golden Delight
	100
	500
	74.2

	Spicy Chicken


	102
	510
	74.3


Source:  Primary Data

The above table shows that among all the varieties of pizza veg. pizza was highly consumed by the respondents (81.8%). 71.2 percent of respondent like to consume chicken pizza. About 74.3 percentages of the customers like to have mushroom pizza. 69.9 percentages of respondents likes to take cheese pizza. Nearly 77.6 per cent of customers prefer to take pannier pizza. Cheese and tomato pizza was liked by 71.1 percent of respondent.70.7 percent of respondent liked fresh veggie pizza. 75.1 percent respondent likes to have country special pizza. The respondent of about 71.3 percent of the respondent likes to take Gourmet pizza. Chicken Golden Delight pizza was liked by 74.2 percent of the respondents.74.3 percent of respondent prefers Spicy Chicken. 

 

CHAPTER – V

                             SUMMARY OF FINDINGS 
INTRODUCTION

In this chapter the researcher presents the summary of the findings of the study and makes suggestions for the improvement in the consumption of pizza. The main thrust was given in analyzing the customer perception towards pizza with special reference to Domino’s pizza, Coimbatore. 

ANALYTICAL FINDINGS OF THE STUDY


The major findings of the study are

· The entire respondent in the study area have purchased Domino’s pizza.  The majority of 53.30 percent of the respondents belongs to 15-24 Age group categories.

· The majority of 68.3 percent of the respondents are Male.

· In the findings majority of 71.70 percent of the respondents were unmarried.
· The majority of 46.7 percent of the respondents are completed their PG degree courses.

· The majority of 28.37 percent of the respondents are belonging to the categories of professional.

· In this study income wise classification of the respondents 28.3 percent are coming under above 2, 00,000 income category.  

· 71.7 of the respondent are unmarried.

· The majority of 37.5 percent of the respondent would like to consume chicken pizza.
·  The majority of 36.67 percent of the respondents prefers to buy vegetarian topping pizza.
· The majority 78.33 percent of the respondents were preferred to pay cash for purchase of pizza.

· Out of 120 respondents 48.33 percent of respondents are consuming pizza occasionally.

· The majority of the respondents 37.5 percent are using delivery service.

· The study reveals that 46.67 percent of the respondents come to know about Domino’s pizza products through the televisions.

· The study clearly shows that 56.67 percent of people are prefer to eat normal size pizza.

· The study exhibits that the majority of 61.67 percent of the respondent would like to consume pizza at night.

· It is inferred that majority of 46.67% of the respondent were influenced by its food quality.

· It is clear shown from the study out of 120 respondent 37.5 percent of the respondent likes to eat chicken pizza.

· The majority of the respondent 59.17% purchased fast food products within the 5 years only.

· It is found that out of the respondent 39.17 percent of the respondent spending behavior to purchase of fast food product in-between Rs. 200 to 300 only.

· The opinion of the respondent towards “the taste of the Domino’s pizza products is good.  They agreed this statement by the all of the respondent.

SUGGESTIONS

On the basis of findings of the study, the following suggestions have been given.
· The pizza manufactures should increase the vegetables and energetic content mixes considering the health point of view.
· The respondent suggestions about the Domino’s pizza centre will be located in more places.
· Quality of the pizza should be improved to attract more people.
· Price of pizza should be reduced to cover all income groups of people
·    The perishable nature of products should be discarded immediately by   the pizza manufacturers to safeguard the health of the customers.
CONCLUSION

       Domino’s pizza mostly competes on price, location, and food quality. The growth of domino’s pizza the is expected to generally stay the same over the next few years. A Pizza consumer, on the average, patronizes a restaurant frequently (between once in two weeks to once a month), during weekends, for dinner, and accompanied by family members. An adult play an important role in the buying process. Reasons such as tasty, cleanliness. Convenience, family outings and celebration of special occasions are considered important in buying pizza. Customers eat out for a change from home prepared food but they do not believe that fast foods provide good nutritional value. Hence, it is vital that efforts to maintain or increase a chain's market share should be tailored according to the pattern of consumer behavior.
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A Study of Customer Perception towards Pizza

(With Special Reference to Domino’s Pizza, Coimbatore)
 (Interview Schedule for Customers)

1. Name (Optional)

2. Address:

3. Gender:

           Male




Female

4. Age Group(Between):

            15 to 24 years



25 to 35 years

            36 to 45 years                    

46 to 60 years

5. Marital Status:

Married



Unmarried

6. Educational Qualification:

Illiterate  



Higher Secondary

UG




PG

Professional Courses

7. Types of Family:

Nuclear Family


Joint Family

8. Occupation:

Business



Profession

Self Employed



Government Employed

Agriculture

9. Annual Income:

Less than Rs.2, 00,000

Between Rs.2, 00,001 to Rs.3, 50,000

Between Rs.3, 50,001 to Rs.5, 00,000

Above Rs.5, 00,000

No income

10.  How often do you consume pizza?

Daily



Weekly

Monthly   


Occasionally

11. What services do you usually use?

       Dine-in


Take away


 Delivery


Online-ordering

12. Which media influence you the most?

TV



Newspaper

Pamphlets


Bill Boards

13. Which size of pizza do you usually prefer?

Regular


Medium

Large

14. At what time do you prefer to visit the centre?

10.00am-12.00pm

12.00pm-3.00pm

3.00pm-5.00pm

after 5.00pm

15. What is the key factor for you to choose the above pizza centre?

Food quality


Price

Location


Food variety

16. What variety of pizza do you like?

Veg. pizza


Chicken pizza

Pannier pizza


Mushroom pizza

Cheese pizza

17. Which kind of Toppings do you prefer?

Vegetarian


Non-vegetarian

Extra Cheese

18. Preferred mode of payment

Cash 


 
Credit Cards

19. Period of using Domino’s Pizza centre?

  
Below 5 years

5 years – 10 years            10 years and above

20.  Monthly spending for pizza?

Below Rs. 200              Rs. 200 – Rs.300             Rs.300-Rs.400

  Rs. 400- Rs.500            Above Rs.500

21. Tick your preference

	        Factors
	 Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	Provides more variety
	
	
	
	
	

	More side dishes
	
	
	
	
	

	Quick Delivery
	
	
	
	
	

	High Quality
	
	
	
	
	

	Reasonable prices
	
	
	
	
	

	Convenient location
	
	
	
	
	

	Customers friendly
	
	
	
	
	

	Clean and Hygienic service 
	
	
	
	
	

	Good Ambience
	
	
	
	
	

	Looks modern
	
	
	
	
	

	Visually Attractive
	
	
	
	
	

	Menu cards are visually appealing
	
	
	
	
	

	Good customer service
	
	
	
	
	

	Attractive Advertisement
	
	
	
	
	


22. Comfortable seating arrangements are made

Yes


No

23. Wrong delivery occurs at time

Yes


No

24. The restaurant tries to make sure that all varieties required to the customer’s are available at all times.

Yes


No

25. Service staffs are polite and obliging to the customer’s queries

Yes


No

26. Customers are courteously treated by the employees there

Yes


No

27. Would you try a new food item launched in Domino’s pizza (e.g. Conniza , Freshizza)?
Yes


No
28. In case of the customers facing some problems, the employees try to find an amicable solution as soon as possible:

Yes


No 

29. Tick your preference

	        Factors
	 Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	Veg. Pizza
	
	
	
	
	

	Chicken Pizza
	
	
	
	
	

	Mushroom Pizza 
	
	
	
	
	

	Cheese Pizza
	
	
	
	
	

	Pannier pizza
	
	
	
	
	

	Cheese and Tomato Pizza
	
	
	
	
	

	Fresh Veggie Pizza
	
	
	
	
	

	Country Special Pizza
	
	
	
	
	

	Gourmet Pizza
	
	
	
	
	

	Chicken Golden Delight
	
	
	
	
	

	Spicy Chicken
	
	
	
	
	


30. Give rank for Domino’s Pizza center?

	Particulars
	Rank

	Taste
	

	Colorful
	

	Variety
	

	Quantity
	

	Quality
	

	Health food
	

	Clean and Hygienic
	


31. What is your opinion about the pizza centre?

Include more varieties


Reduction in cost

Opening more branches
            more facilities

Regular offers



Issuing membership cards

32. What is your opinion about price of this restaurant?

Excellent


Good

Fair



Poor

.

