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FACTORS INFLUENCING CUSTOMER'S PREFERENCE FOR PURCHASE OF
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A comparison of two ghee firms Kashmir and Kisan in Pakistan was undertaken to seek opinion of customers
about the taste, availability, affordability of their products. The survey revealed that the consumers preferred
Kashmir products due to their widespread availability, quality and taste. The research finding suggest that there is
a cut throat competition between the two firms which compelled them to improve quality of their products and
change a price afforded by larger segment of population from both the middle income earning group and the
poorer section of society.
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INTRODUCTION

Vegetable ghee (Hydrogenated vegetable oil) has
emerged as one of the most essential ingredients of
human diet in Pakistan. It is the hyper sensitive
component of common man's budget in the country.
Vegetable ghee has gained popularity and become
one of the three most important items of essential use
(Flour, Milk and Cooking oil) especially in the urban
and semi urban areas. The demand for ghee has
increased enormously in rural areas, where the people,
used for centuries coarse seed oils as cooking media.
The vegetable ghee industry in Pakistan has grown
rapidly (from two units in 1947 to some 88 in 2003-04).
The principal raw material used for the manufacturing
of 'Ghee' is edible oil, most of which is imported from
abroad. The total installed production capacity of
vegetable ghee and cooking oil is about 0.93 million
tones per year, shared by 88 mills in Pakistan. Out of
this, some 53.7% of the total production is carried out
by 26 units in the public sector, while 62 Units operate
in the private sector which produces 46.3% of the total
production of 'Ghee'. (http://dosfan.lib.uic.edu/ERC/
econom ics/com mercial_guides/Pakistan .htm I)
Production of vegetable ghee and cooking oil was
estimated at 797.3 (000 tones) in 2001-02 as against
764.8 (000 tones) in 2003-04. (Economic Survey,
2004)
Cost of production of ghee, consists of various factors
such as raw material, transportation charges, selling
expenses etc. Cost items related to production of
vegetable ghee are cost of oil, chemicals, packing and
factory overheads. Indirect costs consist of selling and
distribution expenses, administrative expenses,
financial charges, depreciation, excise duty etc.

MATERIALS AND METHODS

The objective of this research was to undertake a
comparative study of two ghee firms viz Kisan and
Kashmir ghee industries and to identify behavioral and
non-behavioral parameters of customers towards these
brands. The research aimed at exploring various
factors, which induced consumers to use either of the
two brands- Kisan or Kashmir. The data was collected
from Twenty-Eight retailers. The selected respondents
were asked questions related to health consciousness,
quality factors, taste of each brand, affordability of
brand, availability of brand, reasons for using any
particular brand and purpose of purchasing the brand
(Baker,2001 ).
Probability sampling method was adopted for
undertaking research as the nature and type of data
was heterogeneous. In Probability Sampling, Stratified
Random sampling technique is used and simple
random sampling is used in each stratum for
undertaking exploratory research (Kotler, 2000).
An attempt was made to reduce researcher's as well
as respondent's biasness. For reducing respondent's
biasness, structured and non-disguised questions were
framed for reducing researcher's biasness, careful
selection of interviewers was made. The interviewers
were clear about the questionnaire and the nature of
questions to be asked from the respondents (Boyd, Jr.
H. W, et. aI1999).
The study was conducted in Faisalabad; Twenty-eight
respondents (retailers) were randomly selected and
interviewed by the team of researchers for finding the
reasons for assigning preference to a particular Ghee
Brand.
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The questionnaire used for research was structured
and non-disguised one. Questions asked were close-
ended. Only very few questions were open-ended.
Some dichotomous and semantic questions were also
postulated for the study (Boyd, Jr. H. W, et. al 1999).
Graphic Rating Scale was employed in seeking
respondent's views. Five points verbal Balanced Scale
was used in this regard. In Semantic Differential Scale
the variables measured were: quality level, price level,
value given by customers, dependency, prestige level,
consistency in quality, packaging of the brand,
popularity of brands, superiority of brand etc (Aaker et
.aI2004).

RESULTS AND DISCUSSION

The usage rate of Kisan was found lesser as compared
with that of Kashmir. Usage rate for Kisan was 42.9%
as compared with 57.1 % of Kashmir (see Table 1).
The customers were not price conscious but rather
more quality conscious. The target market for the
Kashmir brand was of quality conscious people. The
company did not target rich or the poor people. As
such, the quality conscious people were 57.1 %, of the
total consumers in case of Kashmir (see Table 1). The
sale of Kashmir brand was found higher than Kisan.
The ratio of sale for Kashmir was 64.3%, and the sale
of Kisan was 35.7%. The reason of higher sale of
Kashmir brand did not depend upon addition of new
features in the brand; people were found more
conscious about quality (see Table 1). The users of
Kashmir brand remarked that taste was good, and the
same was found true with Kisan brand users. The
finding revealed that users of both brands were
satisfied with respective brands. The users of both
brands came from middle-income group. They also
included customers from rich and poor segments of
population. It was found that availability of Kashmir
brand was more widespread as compared to Kisan.
The purpose of purchase of a particular brand was for
routine household use (85.7% people came under this
category). Only very few people used both the brands
for making sweets and for special occasions (see
Table 1). According to opinion of respondents,
performance level for both Kisan and Kashmir was
equal to their expectation levels. The ratio of these
people for both the brands was 50 percent. As to the
top of mind (TOM) approach, Kashmir brand got major
mind share of people (see Table 1).
Almost as equal of people preferred Kisan and
Kashmir brands. The profit margin of Kisan and
Kashmir brand was found almost equal for retailers
(see Table 1). The price level for Kisan products was
found higher as compared with that of Kashmir

products, as the unacceptability range of people found
was more for Kisan than Kashmir brands (see Table 1).
The value of customers minds about Kisan product
was higher, as range for acceptability was more than
50 percent. According to retailers, Kisan brand had
more value than that of Kashmir products, but
dependability on Kashmir was found more when
compared with Kisan. The reason was that distribution
of Kashmir brand was broadly spread compared with
that of Kisan. As such, users of Kashmir products were
more in number and their dependability on Kashmir
was more evident than that of Kisan. The users of both
brands felt prestige after the usage of respective
products of both the Kashmir and Kisan brands.
According to opinion of some retailers, quality of Kisan
products was found consistent than with those of
Kashmir products (see Table 1). Popularity, packaging
and superiority of Kisan products were more
pronounced than for Kashmir products.
As judged from crosstabs (seeTable 2) brand usage
rate of Kashmir was higher than that of Kisan due to
quality. The crosstab (see Tables 3) for Brand Usage
Rate and Satisfaction Levels showed that performance
was equal to expectations. The maximum number of
people came in this category; their brand usage was
Kashmir. In general, people preferred to purchase
Kashmir products and were satisfied with those
products.

CONCLUSIONS

The usage rate of Kashmir brand was more as
compared to Kisan. The most important reason for
more usage of Kashmir brand was Quality. The users
of both brands were quality conscious people, so the
target market for both the firms was quality conscious
segments of the population. As the usage rate was
more for Kashmir compared to Kisan, the sale of
Kashmir was higher than for Kisan. The users of
Kashmir as well as Kisan remarked that they were
brand loyal; it means that users of both brands were
satisfied. Same was the case with taste. The users of
both brands fell with in the category of middle-income
group. As to the availability, Kashmir was widely
available in the market as compared to Kisan. It means
that distribution of Kashmir was wide spread when
compared with that of Kisan. The purpose of purchae
of both brands was for general use (daily consumption,
etc). Kashmir had major brand share as compared to
Kisan. The profit margins of retailers was almost same
for both the companies. However, the price of Kisan
was somewhat higher than that of Kashmir. The
findings of research suggest that cut-throat competition
between two firms compelled the respective firms
(Kashmir and Kisan) to improve quality of their
products and charge a price for their products which
could be afforded by larger segments of population.
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Factors influencing customer's preference for purchase of vegetable ghee

Table 1.

Brand Usage Rate Frequency. Percent Cumulative Percent
Kisan 12 42.9 42.9
Kashmir 16 57.1 100
Tarqet Market
Rich People. 5 17.9 17.9
Qualitv Conscious 16 57.1 75
Poor People 7 25 100
Purpose of Purchasing
For General 24 85.7 85.7
Makinq Sweets 1 3.6 89.3
Special Events 3 10.7 100
Top of Mind
Kisan I 4 14.3 14.3
Kashmir 24 85.7 100
Profit Margin
Kisan 14 50 50
Kashmir 14 50 100
Price Level of Kisan
Extremely Unacceptable 2 7.1 7.1
Quite Unacceptable 11 39.3 46.4
Sliahtiv Unacceptable 11 39.3 85.7
Sliahtiv Acceptable 4 14.3 100
Quality Consistency of Kisan
Extremelv Acceptable 3 10.7 10.7
Quite Acceptable 8 28.6 39.3
Sliahtlv Acceptable 12 42.9 82.1
Neutral 4 14.3 96.4
Sliqhtly Unacceptable 1 3.6 100
Price Level of Kashmir
Extremely Unacceptable 2 7.1 7.1
Quite Unacceptable 8 28.6 35.7
Sliqhtly Unacceptable 10 35.7 71.4
Neutral 4 14.3 85.7
Sliqhtly Acceptable 2 7.1 92.9
Quite Acceptable 2 7.1 100
Quality Consistencv of Kashmir
Extremelv Acceptable 2 7.1 7.1
Quite Acceptable 11 39.3 46.4
Sliqhtlv Acceptable 5 17.9 64.3
Neutral 5 17.9 82.1
Sliahtiv Unacceptable 4 14.3 96.4
Quite Unacceptable 1 3.6 100
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Cross tabs
Table 2. Sale of Brand-Reasons For Higher Sales

Reason for HiQh Sale

Sale of Brand By Offering Good By Giving At By Adding New Total

Quality Less Price Feature

Kisan 5 3 2 10

Kashmir 11 6 1 18

Total 16 9 3 28

Table 3. Brand Usage Rate-Satisfaction Level
Satisfaction Level

Brand Usage Rate Performance Performance < Performance = Expectation Total

> Expectation Expectation
Kisan 4 5 3 12

Kashmir 3 2 11 16

Total 7 7 14 28

Table 4. Satisfaction of Brand-Good Taste
Good Taste

Satisfaction of Brand Kisan Kashmir Total

Stronolv Acree 3 3 6

Agree 7 11 18

Neutral 2 2 4

Total 12 16 28

Table 5. Top of Mind-Satisfaction Level
Satisfaction Level

Top of Mind Performance> Performance < Performance = Expectation Total

Expectation Expectation
Kisan 3 1 4

Kashmir 7 4 13 24

Total 14 7 14 28
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