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Abstract: A study on consumer preference towards Tata salt with special reference to 
Salem Town.  The main objective of to identify the various factor influencing customer in 
purchase of the salt, to know the customer satisfaction level about the toothpaste.  The 
research design used in the study is descriptive research design.  Data was collected from 
100 sample respondents.  Data was collected by survey method, the survey was collected 
Salem Town in Tamilnadu, through questionnaire. Secondary data were collected from 
the available literature sources.  For distribution of questionnaire to the respondents 
random sampling method was used and to collect the respondents opinion, survey was 
taken among the selected sample respondents.  After collecting the data from the 
respondents, it was analyzed using chi-square, percentage analysis method.  The 
collected data include customer satisfaction towards Tata salt personal product details. 
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1. Introduction 

Tata salt is India’s first branded salt.  Tata salt pioneered the branded salt movement in 
India in 1983.  It was the first slat in India to be manufactured using vaccum evaporation 
technology.  By doing so, it created a successful niche for itself and continues to occupy 
the leadership position.  The desh ka namak advertising campaign lent voice to the 
emotional connect and warmth that people associate with salt. In espousing the cause of 
the common man, through its insistence on saltiness for taste and the adequacy of iodine 
to ensure complete wellness, it earned for itself the epithet of desh ka namak and the trust 
of consumers across the country.   

In our study is denotes a consumer preference of Tata salt. Today the brand is seen as 
reliable and trustworthy and promoting the health of customers.  Its appeal cuts across 
regions and it has become an integral component of a majority of Indian kitchens.  The 
brand has kept up with the times, reinventing itself in an age of health consciousness with 
Tata Salt Life. Tata salt upholds values of trust and purity.  Twenty five years after it 
stormed the marketplace with a high quality branded salt for consumers who had no 
alternative to rock salt, the brand continues to deliver delight and satisfaction to its 
customers. 

2. Objectives of the study 

[1] To find out the consumers awareness of the brands in the salt market.  
[2] To find out the factors influencing the consumers preference in salt brands.  
[3] To find out switching behavior of consumers' in the salt brands.  
[4] To find out to what extent consumers are brand loyal to the salt brand.  
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[5] To find out and suggest the strategies for retention of customers.  

3. Research methodology 

In this study have been comprised both descriptive & analytical methods. The Primary 
data have been collected from the respondents are beneficiaries of the study. The 
secondary data have collected from the books, journals, magazines, newspaper, website 
and so on. 

Geographical Coverage  

This study covered in Salem Town only. 

Sampling Design 

The researcher have been collected the data from 120 respondents in Salt users in Salem 
city. 

Period of the study 

The study covers the period of about July to September. 

Field work and data collection 

Field work of this was study carried on by the researcher from July. The researchers 
have been used through interview schedule for collection of primary data from the 
beneficiaries of Tata Salt users.  

Data processing 

After completing the data collection thoroughly checkup was made by the researcher. 
Then the researcher has prepared a tally mark sheet for the purpose of classifying the data 
with the help of the tally mark sheet the master table was prepared and finally to classified 
the table where prepared for further analysis and interpretation of data. 

4. Limitation of the study 

[1] Lack of finance and manpower resulted in restricting the study to confined area. 
[2] The information are given by the respondents are impulsive it may not consistent. 
[3] Lack of time is also one of the reasons for restricting the study to confined area and 

sampling. 
[4] The entire tables presented in this chapter are based on Tata company Salt users.   
[5] This sample does not reflect whole Salem district because the sample size is only 120. 
[6] Due to unavailability of proper conveyance facility, it was really hard to cover the 

market under a scorching sun. 
[7] In many residential blocks shops located in corners of by lanes were difficult to 

locate. 

5. Review of literature 

Attiya Kanwal (2011) “Consumer preference of quality brands over local salt brands” 
Field research U.P. Technical University, Lucknow to a large extent on the burgeoning 
media. But the irony is that it is the media again which has declared these wrong-doings 
to the public and implicated the corporate or the brands into the muddle. This has again 
thrust upon these brands or their mentors to engage in clean or green activities that would 
resuscitate their image wholeheartedly. Prof. R.C.S. Rajpurohit(2011) on their study 
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“Consumer Preferences and Satisfaction towards Salt users conducted that on 250 Salt 
users of various brands. The results derived from the study indicate that the factor that 
induces the consumers to buy a particular Salt brands. The study also highlights that 
majority of respondents are satisfied with the value added services offered by their Salt 
products. The findings derived from the study will be helpful for Salt products in deciding 
and implementing their sales strategy for the promotion sales. Prof. R.C.S. Rajpurohit and 
Dr. M.L. Vasita (2011) says “Consumer Preferences and Satisfaction towards Various 
Salt products. One of the fastest growing markets and is forecasted to reach 868.47 
million users by 2013. India has seen rapid increase in the number of players which 
caused the rates to hit an all time low. This allowed the players to target the low income 
population thereby increasing the market share.  

Chi-Square Analysis - 1 

Null hypothesis H0: There is no relationship between level of satisfaction with the factors 
affecting purchase behaviour. 

Alternative hypothesis H1: There is a relationship level of satisfaction with the factors 
affecting purchase behaviour. 

           Row Total x Column Total 
  Expected Frequency     = ------------------------------------------ 
         Total Frequency 

Table value: χ2 = (r-1) (c-1) d.f = (4-1) (5-1) d.f  = (3) (4) d.f = 12 d.f =  21.0261 

Inference: χ2 calculated value is  less than the χ2 tabulated value.  So we accepted Ho. 

Ho: There is no relationship between level of satisfaction with the factors affecting 
purchase behaviour. 

CHI-SQUARE ANALYSIS - 2 

Null hypothesis H0: 

 There is no relationship between various types of Tata salt to reason for 
preference. 

Alternative hypothesis H1: 

There is a relationship between various types of Tata Salt to reason for preference.       
              Row Total x Column Total 

  Expected Frequency     = ------------------------------------------ 

                    Total Frequency 

Types of Tata Salt 

Level of 
satisfaction 

 
 

Factors 

Highly 
satisfied 

Satisfied Neutral Dissatisfied 
Highly 

dissatisfied 
Total 

Price 5 4 2 3 1 15 
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Quality 8 9 11 7 5 40 

Package 8 6 4 2 3 23 

Offer 7 6 5 3 1 22 

Total 28 25 22 15 10 100 

Oi Ei 
Ʃ (Oi -Ei)2 

--------- 
Ei 

5 4.2 0.15 
4 3.75 0.016 
2 3.3 0.51 
3 2.25 0.25 
1 1.5 0.166 
8 11.2 0.91 
9 10 0.1 

11 8.8 0.55 
7 6 0.16 
5 4 0.25 
8 6.44 0.37 
6 5.75 0.01 
4 5.06 0.22 
2 3.45 0.60 
3 2.3 0.21 
7 6.16 0.11 
6 5.5 0.04 
5 4.84 0.0005 
3 3.3 0.027 
1 2.2 0.65 

  
Ʃ(Oi -Ei)2 

-----------  = 5.2995 
Ei 

Table value: χ2 = (r-1) (c-1) d.f = (4-1) (5-1) d.f  = (3) (4) d.f = 12 d.f =  
21.0261 

Inference: χ2 calculated value is  less than the χ2 tabulated value.  So 
we accepted Ho. 

Ho: There is no relationship between level of satisfaction with the factors 
affecting purchase behaviour. 

Chi-Square Analysis - 2 

Null hypothesis H0: There is no relationship between various types of Tata salt to 
reason for preference. 

Alternative hypothesis H1: There is a relationship between various types of Tata 
Salt to reason for preference.  
                            Row Total x Column Total 

  Expected Frequency     =------------------------------------------ 
                   Total Frequency 
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Types of Tata Salt 
 
 
 

Reason for 
preference 

Vaccum 
Evaporated 

Iodised 

Black 
salt 

Tata 
salt plus 

Tata 
salt lite 

Tata   
Rock 
salt 

Total 

Quality 3 3 11 4 5 26 

Taste 2 4 10 8 4 28 

Brand image 4 3 4 7 2 20 

Fair rate 2 5 2 1 2 12 

Others 1 3 5 2 3 14 

Total 12 18 32 22 16 100 

 

Oi Ei 
Ʃ (Oi -Ei)2 

--------- 
Ei 

3 3.12 0.0004 
3 4.68 0.60 
11 8.32 0.86 
4 5.72 0.517 
5 4.16 0.16 
2 3.36 0.55 
4 5.04 0.21 
10 8.96 0.12 
8 6.16 0.54 
4 4.48 0.05 
4 2.4 1.06 
3 3.6 0.1 
4 6.4 0.9 
7 4.4 1.536 
2 3.2 0.45 
2 1.44 0.21 
5 2.16 3.73 
2 3.84 0.88 
1 2.64 1.018 
2 1.92 0.0003 
1 1.68 0.27 
3 2.52 0.09 
5 4.48 0.06 
2 3.08 0.37 
3 2.24 0.25 

  
Ʃ(Oi -Ei)2 

-----------  = 14.5317 
Ei 

Table value: χ2 = (r-1) (c-1) d.f = (5-1) (5-1) d.f  = (4) (4) d.f = 16 d.f =  26.2952 

Inference: χ2 calculated value is  less than the χ2 tabulated value.  So we accepted Ho. 
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Ho: There is no relationship between various types of Tata salt to reason for 
preference. 

6. Findings  

[1] 24% of the respondents are Government employee, 28% of the respondents are 
private employee, 22% of the respondents are business people and 26% of the 
respondents are house wife. 

[2] 12% of the respondents income level is up to Rs.10,000, 21% of the respondents 
income level is between Rs.10,000 to Rs.15,000, 28% of the respondents income 
level is between Rs.15,001 to Rs.20,000 and 39% of the respondents income level is 
above Rs.20,001. 

[3] 15% of the respondents are single whereas 85% of the respondents are married. 
[4] 15% of the respondents having up to 2 members in their family,  22% of the 

respondents having 3 members in their family,  55% of the respondents having 4 
members in their family,  and 8% of the respondents having above 4  members in 
their family. 

[5] 28% of the respondents are purchase Tata salt, 20% of the respondents are purchase 
Aashirvad salt, 14% of the respondents are purchase Patanjali salt, 22% of the 
respondents are purchase Everest salt, and 16% of the respondents are purchase other 
company salt. 

[6] 80% of the respondents are like to use Tata salt whereas 20% of the respondents are 
not like to use Tata salt. 

[7] 90% of the respondents are prefer Rock salt, whereas 10% of the respondents are 
prefer Powder Salt. 

[8] 22% of the respondents say family members are the source to know about the Tata 
salt, 28% of the respondents say friends & relatives are the sources to know about the 
Tata salt, 26% of the respondents say neighbours are the sources to know about the 
Tata salt, and 24% of the respondents say media is the source to know about Tata salt. 

[9] 24% of the respondents use Tata salt from up to 1 year, 30% of the respondents use 
Tata salt between 1-3 years, 20% of the respondents use Tata salt between 3-5 years, 
and 26% of the respondents use Tata salt from more than 5 years. 

[10] 26% of the respondents say quality is the reason to purchase Tata salt, 28% of the 
respondents say taste is the reason to purchase Tata salt, 20% of the respondents say 
brand image is the reason to purchase Tata salt, 12% of the respondents say fair rate is 
the reason to purchase Tata salt, and 14% of the respondents say some other reason to 
purchase Tata salt. 

[11] 15% of the respondents say that they had purchase of Tata salt from weekly once, 
27% of the respondents say they had purchase two week once, 30% of the 
respondents say they had purchase monthly once, and 28% of the respondents say 
they had purchase twice in a month.  

[12] 75% of the respondents purchase up to 2 kg of Tata salt, whereas 25% of the 
respondents purchase more than 2 kg of Tata salt. 

[13] 12% of the respondents like to purchase vaccum evaporated iodised salt, 18% of the 
respondents like to purchase black salt, 32% of the respondents like to purchase Tata 
salt plus, 22% of the respondents like to purchase Tata salt lite, and 16% of the 
respondents like to purchase Tata rock salt. 

[14] 19% of the respondents purchase Tata salt when party time, 21% of the respondents 
purchase Tata salt when festival time, 24% of the respondents purchase Tata salt 
when outing time and 36% of the respondents purchase Tata salt when normal time. 

[15] 85% of the respondents agree advertisement is increases the brand loyalty of Tata 
Salt, whereas 15% of the respondents did not agree the above statement. 

[16] 28% of the respondents are highly satisfied on the basis of price, Quality, Package 
and offers, 25% of the respondents are satisfied on the basis of the above factors, 22% 
of the respondents are moderate on the basis of above factors, 15% of the respondents 
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are dissatisfied on the basis of above factors, and 10% of the respondents are highly 
dissatisfied on the basis of price, Quality, Package and offers. 

7. Suggestions 

[1] The companies should take a promotional effort to increase the awareness of Tata salt 
by the consumers. 

[2] The company should send their representatives to contact personally to the customers 
to avoid any communication problems. 

[3] The company should give more attention to all the segments. 
[4] The companies should come up with some attractive schemes to attract more and 

more customers. 
[5] Proper advertisement should be given in order to remind the customers about their 

schemes and other benefits. 
[6] People generally consider price and hygiene product.  So the company should 

concentrate the above.  
[7] Tata Salt must make its brand well associated with the parent company so that its 

brand also get the limelight of Tata Salt. 
[8] Tata Salt must be advertised more so that people become aware of the products 

offered by the company 
[9] People must be made aware about the different offerings of the products and the 

varieties that are available in the market 
[10] Tata Salt must increase its sales doing sales promotion activities, providing samples, 

discounts etc. 
[11] As many reasons are there for the consumption of such product, Tata Salt must make 

sure that their product lies at the top for each of the reasons be it tastes, availability 
etc. 

[12] Advertisement of the products should be done through different media as different 
people rely of different media. Thus to make whole of the target audience aware of 
the offering of the company, Tata Salt must use proper advertising strategy 

[13] Tata Salt must ensure that its customer becomes brand loyal toward it and thus 
necessary efforts must be taken by the company. 

[14] The customers who are not brand loyal to other brands must be attracted by the 
company by different sales promotion activity. 

[15] Different factors such as quality, price, packaging etc influence the customer to buy a 
product of particular brand. Thus Tata salt must make sure that they lie on the top of 
consumer mind while deciding the brand they want to buy. 

8. Conclusion 

Branding the commodities is not the end of the road, but it is up to the Salt companies 
to adapt to the customers’ requirements over time and deliver the value in a consistent 
manner. The marketer of salt with the help of proper application of Marketing mix can 
convert a basic commodity like salt into brand which is perceived by customers as 
offering total satisfaction in fulfilling the customers' needs. Preference-behavior model 
clearly indicates the high brand loyalty in commodity product like salt.  

The manufactures can highly concentrate on improving the quality of product and 
building the favorable brand image. Hence the marketer must build their brands based on 
these key factors so that a strong long term loyal customer base will be created.  

Tata salt emerged as the leader. Later in 1997, with increasing attention being focused 
on iodine deficiency and iodization of salt, salt companies promoted the product as 
iodized salt which promised to benefit people in terms of health. Further, salt has also 
been marketed as the whitest, cleanest and most evenly sized salt in the market. Many 
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players marketed their product as the iodized salt with a stable iodine technology which 
helped in limiting the iodine lost in storage, transportation and cooking methods.Yet 
another way of promoting salt has been introduction of low-sodium salt for people with 
high blood pressures. Further, marketer has also promoted salt as a motivator for young 
mothers by promising dreams of bright and healthy children.  

On the other hand, in case of salt supplied for industrial purposes, 88% of the salt is 
transported by road to different locations of the industries, 10% by rail and 2% by coastal 
shipment With increasing awareness about iodised salt leading to health benefits to the 
consumer, Indian salt industry is challenged with meeting the demand of iodized salt to 
the country. Indian salt market consumes many other varieties of edible salt including 
Iron Fortified Salt, Double Fortified Salt and Low sodium salt. In Tamil Nadu, a new   
variant of salt, "Health Salt" which contains micronutrients iodine, iron and folic acid, has 
also been introduced. The study found variations in the marketing strategies adopted by 
salt manufacturing companies in Tamil Nadu. While some companies used competitive 
pricing, others used premium pricing. Some companies promoted themselves as clean and 
pure salt, the others promoted on the basis of health benefits offered. Also, different 
companies launched different types of salts like low sodium, Iron Fortified Salt, Double 
Fortified Salt etc. However, the strategy of competitive pricing was found to be more 
successful with Tata iodised salt as the product since companies opting for these were 
found to be most popular and occupied largest market shares.  
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