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Abstract: This study examines the consumer preference towards Merii Boy ice cream among customers in the
Palakkad region. The research aims to identify the factors influencing buying behavior such as taste, price, quality,
and brand awareness. Primary data were collected from 110 respondents using a structured questionnaire.
Statistical tools like percentage analysis, chi-square test, and regression analysis were used to interpret the data. The
study also analyses customer satisfaction and brand loyalty towards Merii Boy ice cream. Findings highlight the
importance of product quality, flavor variety, and promotional strategies in shaping consumer preference. The
results help marketers understand consumer behavior and improve marketing strategies to enhance customer
satisfaction and brand competitiveness.
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1. INTRODUCTION

At the stage of primitive economy, every individual, family or a social unit used to produce all that was necessary for their
consumption. That means they were self- sufficient. Due to the advancement in science and technology more and more
competitors emerged in the market with new variety of products. So, it has become obligatory from the part of existing
manufacture to maintain a cordial and satisfactory relationship with. Customers who will have certain expectations prior to
the purchase known as customers. These expectations may be nature and performance of the product. The cost and efforts
to be spent before obtaining the direct productor service benefits. The social benefits accruing to the customers because of
the products.

Preference: Preference is a kind of stepping away from the experience and evaluating it. One could have a pleasurable
experience that caused dissatisfaction because even though pleasurable, it was not an emotion, it is the evaluation of an
emotion Consumer Behavior is the study of how individuals, groups, organization selects, buys, use and dispose of goods
or services to satisfy their needs and wants. A consumer's buying behavior is influenced by cultural, social, and personal
factors. The social factors include reference groups, opinion leader, and family while the personal factors include age
occupation etc. The measure of behavioral aspect of consumers can be done on various parameters such as occasions of
purchase, benefits of using the products, consumer status towards usage of the product, there at eat which the consumer
consumes the product, the loyalty status of the consumer, finally the attitude of the consumers towards the product. The
demographic variable includes age, Family size, gender, income, occupation, education. The buying behavior is the impact
of buyer's decision-making process. The buying decision process involves five stages. The first stage is the problem
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recognition. At this stage, a need is triggered by internal or external stimuli. The second stage is information search. The
sources of information may be personal, commercial, Public, experimental. The next stage is Evaluation of alternatives and
then the purchase decisions and the final stage is post-purchase behavior. Overall, the study on buying behavior of the
product will help oneself to understand the degree of involvement of consumer towards the product. It is a concept, used in
the social sciences, particularly economics. It assumes a real or imagined “choice" between alternatives and the possibility
of rank ordering of these alternatives, based on happiness, satisfaction, gratification, enjoyment, utility they provide. More
generally, it can be seen as a source of motivation. In cognitive sciences, individual preferences enable choice of
objectives/goals.

2. OBJECTIVE
* To study the preference of customers towards different varieties of Meriiboy ice cream.

* To know various factors affecting customers buying behavior towards Meriiboy ice cream.

3. RESEARCH METHODOLOGY

Research Design : Descriptive research design was adopted.

Area of Study : Palakkad District.

Sample Size : 110 respondents.

Sampling Technique : Convenient sampling.

Data Collection : Primary data through questionnaires; secondary data from journals and websites.
Statistical Tools Used : Percentage analysis, Chi-square test, and Regression analysis.

Period of Study : 3 months

4. DATA ANALYSIS AND FINDINGS
AGE * CONSUMPTION OF ICE CREAM

Age * Consumption of ice cream Cross tabulation
Count
Consumption of ice cream
Enthusiastic Neutral Indifferent negative Total
age below 15 0 0 3 3 6
16-25 60 20 4 0 84
26-35 15 0 0 0 15
Above 36 5 0 0 0 5
Total 80 20 7 3 110
Chi-square Test
Value df és-ys/irgs;())tic Significance
Pearson Chi-Square 84.1842 9 .000
Likelihood Ratio 48.864 9 .000
Linear-by-Linear Association 24.979 1 .000
N of Valid Cases 110
a. 12 cells (75.0%) have expected count less than 5. The minimum expected count is .14.

e There Is A Significant Relationship Between the Age of The Respondents and Consumption of Ice Cream by The
Respondents.
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5. CONCLUSION

This study is entitled to “A study on consumer preference towards Merii boy ice-creams” the overall analysis of study
indicates that at present most of the customer are satisfied towards Merii boy ice creams. The study is useful for
understanding the respondent’s preference while choosing the ice cream. The latest trend in ice cream is mixing of tradition
with rich creams. The preference of the respondents while choosing the ice creams based on different attribute is studied.

In modern world, people desired attractive and quality brand. They need quality, taste with reasonable price. Therefore, the
concern must follow the new sales promotion method. Manufacture or dealers provide various free offers method and create
highly demand for their brand in the market field. The knowledge of satisfaction level of Ice cream would render immense
help to the companies in planning and implementing marketing strategies. An attempt is made to identify the level of
awareness and market perception among the respondents towards Merii boy ice cream. It was found during studies that
Merii boy has a very good market reputation in Palakkad. They have a huge market share and big customer base. They have
a bright future as have many uncovered area and potential customers.

Merii bay is using very good strategy of selling their products. They do have product diversification, which have advantage
of expansion of network and advantage of each underline objectives. Products are available for all most all the segment.
Merri boy caters to all segments and more popular in Kerala. It has a huge variety of ice creams with a huge base of flavors
despite of all these factors Merii boy is not among the top of the choices of the consumer (mainly young students and
working class, according to the data collected until now). The people or the respondents have rated high for Merii boy ice
cream for its variety, flavor and quality. It has been highly rated as “inexpensive” too. However, the appearance is something
Merii boy need to work upon, which was the only factor our respondents were not satisfied about. The point of dilemma
here arises is that though people are very well aware of Merii boy ice creams their taste, quality, appearance still they do
not prefer to be a loyal customer or go for it more times as they do for their favorite brand. Therefore, at this stage, all | can
say is that Merii boy needs to work upon as a more visible brand. It needs to work more upon their advertisements intensity
and offers and come out strong as a complete package towards the potential customers they are missing.
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