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Abstract

Today, oll over the world eggs are considered os on importont port of
daily meals. In India, consumption of milk, meot ond £ggs are rising
thon thot of cergals. The Economic Survey of 2015-6 presented thot
the ogriculture of Indio is a system of mixed cropivestock. This
survey explained thot ronk of India is first in production of milk i.€.
18.5% of all over the world production with on output of 146.3 million
tons onnuolly. This study focuses on preferences of egg purchaser ond
uses conjoint onalysis to identify consumer preferences in the morket.
By opplying technique the trode off thot consumers moke between size,
color, price , pockoging, functionol, feed given to chicken in the
purchosing of egg for 95 respondents was gstoblished. Dotais collected
from primoary sources through o well structured questionnoire. For the
collection of data convenience sompling is used. Somple respondents
ore teachers ond students of vorious deportments of M.D.University,
Rohtok. The result found thot 63.2% of respondents are eggetarion ond
remoining 36.8% ore non-eggetorion. Results also omolyzed which
level of attributes is preferred by respondents.

Keywords: Consumer's Preferences, Eggs, Attributes, Conjoint
Survey

Introduction

Today, oll over the world eggs ore considered os on importont port of
daily meals. In India, consumption of milk, meot ond £ggs ore rising
thon thot of cereals. As we saw in the post, the ogricultural output (i.€.
37%) growth wos come from onimal products. Eggs ond Meat output
from the total output hos grown foster ond poultry the fostest. In on
Indion economy, the food sector plays o vital role in concern of
development ond growth of a country. With the introducing of New
Economic Policy (LPG) 1991, Mony Multinationol Corporations storts
their business in India ond becouse of, LPG policy, more consumers
ottrocts towords the fost food products ond very much to the egg
products. Therefore, demond for fost food hos increased while the
demond for stople food has decreosed. From the lost decades, patterns
regording food consumption of consumers have been changed rapidly
with the chonges tokes ploce in on environment. With the exponsion of
industries in Indio, there ore lots of employment opportunities
generated ond becouse of this, income level of consumers olso
increases which result in greot demond of quality ond fost food.
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*Consumers gives duolly importonce on a balonced digt,
brand consciousngss , higher education levels,
healthfulness, superior quality , convenience ond volued
onimal welfore are certain foctors through which consumers
are decided whether they buy the egg products or not. There
are lots of foctors which offects the choices of consumers
like:—

¢ Environmental Foctors

*  Culturadl Foctors

*  Consumers Tostes ond Preferences
+  Income level of consumers

»  Buyingbghavior of consumers

»  Contextual influences

e Price of product tc.
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Egg's consumption ocross Asia Pocific Nations, especially
in Chino ond India is increosing becouse there is high
volume of middle class population and their purchosing
power is olso increosing. These Notions, dominotes the
global market of eggs.

The Economic Survey of 201516 presented thot the
agriculture of Indiais asystem of mixed crop-ivestock. This
survey exploined that rank of Indio is first in production of
milki.e. 18.5% of world production with on onnuol output of
146.3 million tons in 20145 ond this was 137.69 million
tons in 201314 with 6.26% growth rate. Production of egg
ond fish was also registered with on increosing trend over the
years. Production of egg wos around 78.48 billion in 2014—
15, but the production of poultry meot wos estimated ot 3.04
MT. Total Gross Domestic Product of country has 1% of
fisheries sector ond 5.08 of ogriculture sector. The
production of fish is showing on increasing trend os it wos
10.16 MT during 201415 but in 201516 it wos estimoted ot
4.79 MT.

Demand Projections of Livestock Products in India

Table- 1
Product 1993 2000 2010 2020
Milk 46.18 60.77 94.3 147.21
Mutton ond Goot 0.83 1.36 3.81 12.72
Meat
Beef ond Buffolo 0.49 0.61 0.84 1.15
Meat
Chicken 0.25 0.33 0.52 0.81
Eggs 9.62 13.88 24.9 44.06
Source: www.google.com/search/project on poultry-7-638
Review of Literature positive morginal WTPs for cogefree, outdoor occess,

It is remorkable to onalyze what research work hos been
done in every port of the world in context of consumer
preferences regording egg products. Mony studies have been
conducted by the researchers in the field of consumer
preferences regording egg products. An attempt hos been
made to present o critique review of the literoture available.
Some of the studies ore:

A stated choice onalysis was dong by Yiging LU (2013) to
know the preference of consumers for egg products from
Enhonced Animol Welfoare Production System in Conodo.
The moin objective of the study wos to develop new
economic knowledge obout the egg morket which include
Conodion consumers morginal WTP for each housing
systems, orgonizotion thot verifies the housing system, os
well os the charocteristics of a housing system. By using
Conjoint Analysis he indicated in his result that consumers
of Conada ore willing to poay o premium of $1.147 and
$0.550 for eggs from free run ond free ronge systems
respectively, ond verification for the housing systems, but
not for eggs from enriched coge systems. There were also
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access to nests box, perches, scratching poads ond more
spoce. In both choice experiment, the WTP for coge—free
attributes or housing systems with coge—free aottributes (i.€.,
free run ond free ronge systems) wos lower in treatment 2
(with odditionol information) thon treatment 1.

Homis.A ond Nosir.M(2013) in his journol onolyzed the
preference of consumers for the selected egg ottributes by
conjoint onolysis in Maloysio. A somple of 202 respondents
from the capital cities of oll states in Moloysio wos token to
estoblish the trade-offs between the selected ottributes i.e.
size of eggs, colour, size of pockoging, functional attribute
ond price with different levels of these ottributes. Theory of
Demond given by Loncaoster wos token os base for this study.
To moke on onalysis descriptive onolysis wos done followed
by rating score for egg attributes, relotive importonce or egg
ottributes ond willingness to poay for egg ottributes
respectively. Malaysion consumers most prefer (lorge,
omega, brown ond 10 per pocket) egg profile. They also
found thot excellent morketing strategies were needed to
gstablish o consumer oriented market. Consumer’s

53



Volume 9 Issue 7, Jan. 2017

willingness to buy for the product wos high but the
functional attributes of egg was less preferred
comparatively according to this study.

Yon Heng (2015) executed asurvey to check the Consumer
ottitudes in cose of egg products. An onling survey wos
conducted to collect the doto ond this survey was conducted
notionwide. Stratified sompling technique wos used for
collecting doto. ond a pilot study with 60 respondents wos
token to pre-test the doto. He found in his result thot mojority
of respondents (63.5%) perceived the conventional loyer
monogement proctices of housing hens in coges. 86%
respondents fovored the quality of products produced in
onimal —friendly environment. Coge— free ottribute wos
preferred by respondents with the highest overage premium
0f'$0.49 per dozen.

Objective of the study

The moin objective of the study is to find out the foctors
which affect the preferences of consumers while buying
eggs through Conjoint Analysis.

Research Methodology
Research methodology of the present study is os follows:—

In the present study, moinly explorotory research design is
adopted, os the main purpose of the study is to gain new
insights in context of consumer preferences regording egg
products. It also represented some choracteristics of
descriptive reseorch designs.  Data is collected from

primary sources through awell structured questionnoaire. For
the collection of doto.convenience sampling is used. Somple
respondents ore teachers ond students of vorious
departments of M.D.U Rohtok. 100 questionnaires were
distributed omong respondents, but 95 questionnaires were
found complete in oll respects. In this study, responses
collected through questionnaire ore coded, tobulated ond is
onolyzed with the help of statistical ond onalyticol packoges
like SPSS. Conjoint analysis is used in this poper.

Conjoint Analysis

Conjoint onolysis model estoblish consumer trade-offs
omongst multi-ettribute concepts to know the preferences of
consumers. According to this model products is a chain of
fixed levels of attributes ond thot the totol utility thot the
consumer consumes. It gives mony oftribute combinations
that ore most preferred by consumers ond olso give
information how these combinations ore importont ond also
the importonce of each ond every attribute.

Steps to conduct conjoint onolysis

The first task in Conjoint Analysis study is to estoblish the
ottributes ond level of ottributes to include in the octual
questionnaire. The ottributes ond their various levels ore
identified using om exploratory reseorch ond discussion with
experts. Once the ottributes ond their vorious levels ore
identified the respondents ore presented with the
combination of ottributes with levels to show their
preference for various combinations.

Table-2: Different Attributes and their Levels

Selected Attributes of the Study

Selected Level of Attributes

Size

Lorge(more thon 73 gm)
Medium(53-73gm)
Small(less thon 53gm)

Color

Brown
White

Packaging

6 per pock

10 per poack
12 per pock
30 per pock

Functionol

Omego(enhonced)
Regulor(non-gnhonced)

Price

Rs. 4 per egg
Rs.6 per egg
Rs.8 per egg

Feed given to chicken

Orgonic
Conventional

Source: Researcher Colculation

Two opproaches ore availoble for constructing conjoint
onolysis stimuli i.€. the poir-wise opprooch ond full profile
approach. In full profile opproach complete profiles ore
consider for all the ottributes. In the present study, the totol
possible profiles ore 3#2%4*2%3%*2=288. In order to reduce
the tosk of respondent's evaluation, o froctional foctorial
design is employed ond the set of 16 profiles is generoted
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with the use of SPSS Orthogonal Froctional Factorial
Design. These combinations are presented to the
respondents where respondents were osked to ronk the egg
in the ronge of one to sixteen. Responses collected through
questionnoire ore coded, tobulated ond onolyzed with the
help of Conjoint Analysis.
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Table-3
Size Colour | Packaging | Functional Price Feed
given to
chicken

1. loarge(more thon | Brown 12 per pock | omega(enhonced) | Rs.4 per | Orgonic
73gm) £gg

2. smoll(less thon Brown 12 per pack | omegoa(enhonced) | Rs.4 per | orgonic
53gm) €gg

3. lorge(more thon | Brown 30 per pack | regular(non Rs.8 per | orgonic
73gm) enhonced) egg

4. smoll(less thon white 30 per pock | regulor(non Rs.4 per | Conventio
53gm) enhonced) egg nol

5. medium(53— brown 6 per pock omega(enhonced) | Rs.4 per | Conventio
73gm) egg nol

6. medium(53— white 12 per pack | regulor(non Rs.4 per | orgonic
73gm) enhonced) egg

7. smoll(less thon White 10 per pack | regular(non Rs.4 per | orgonic
53gm) enhonced) egg

8. smoll(less thon Brown 30 per pock | omega(enhonced) | Rs.4 per | Conventio
53gm) egg nol

9. lorge(more thon White 6 per pock regulor(non Rs.4 per | Conventio
73gm) enhonced) egg nol

10. | medium(53— brown 10 per pack | regulor(non Rs.8 per | Conventio
73gm) enhonced) egg nol

11. | small(less thon brown 12 per pack | regulor(non Rs.6 per | Conventio
53gm) enhonced) egg nol

12. | medium(53— white 30 per pack | omega(enhonced) | Rs.6 per | orgonic
73gm) £gg

13. | small(less thon white 6 per pock omegoa(enhonced) | Rs.8 per | orgonic
53gm) egg

14. | small(less thon brown 6 per pock regulor(non Rs.6 per | orgonic
53gm) enhonced) egg

15. | lorge(more thon | white 10 per pock | omega(enhonced) | Rs.6 per | Conventio
73gm) egg nol

16. | small(less thon white 12 per pack | omego(enhonced) | Rs.8 per | Conventio
53gm) €gg nol
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Results and Discussion

Findings of the study ore presented in this port. Here,

descriptive onalysis of the study, followed by rating score for
eggs attributes is discussed.

Table- 4: Demographic profile of respondents

Demogrophic Factors Percentoge N=95
474
Gender Male
52.6
Female
<20 31.6
Age 20-40 66.
>4() 2.1
Up to UG 48.4
Education 51.6
PG and above
<40,000 32.6
Income Level 40,000-1,00,000 36.8
>1,00,000 30.5
Student 84.2
Occupation Service 11.6
Business 4.2

The distribution of demogrophic profiles of respondents is
os: of the total respondents, 47.4% were mole ond 52.6 were
femole. The oge of respondents were grouped into Three
categories; Less thon 20 yrs., 2040 ond obove 40 yrs. Of
these, the highest group occording to the age ronge wos 20—
40 years old (66.3%), followed by <20 yeors old (31.6%),
>40 years old (2.1%).Respondents' education was
categorized into two group; up to UG ond PG & obove.
51.6% respondents were PG ond obove ond the others

remaining were up to UG(48.45%). Respondents' income
wos grouped into three cotegories, below 40,000; 40,000—
1,00,000 ond obove 1,00,000. About 32.6% were from
below 40,000, 36.8% were between 40,000-1,00,000 ond
about 30.5% were above 1,00,000. In terms of respondents’
occupotion, the category of occupotion wos divided into
three. The categories were; student, servicemon, business.
About 84.2% were student followed by 11.6% were working
os servicemon ond 4.2% were included in business.

As it is gvident from the toble-5, 63.2% of respondents are

Table- 5: Whether respondent is eggetarian or not

Frequency Percent
No 35 36.8
Volid Yes 60 63.2
Totol 95 100.0

eggetorion ond remaining 36.8% ore non-eggetorion. It

Table-6: Form of consuming egg

shows thot mojority of the respondents ore eggetorion.

Frequency Percent
Fried 17 17.9
Boiled 41 432
Volid Roaosted 4 4.2
All of them 33 34.7
Totol 95 100.0

As obove toble shows that 17.9% of respondents use fried
eggs, 43.2% use boiled eggs, 4.2% use roasted eggs and
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remaining 34.7% use amix of the three forms.

Www.pbr.co.in



Pacific Business Review International

Table-7
Benefits you seek from consuming egg
Frequency Percent
Protein 69 72.6
. Vitomins 20 21.1
Volid
Fot contents 6 6.3
Totol 95 100.0

Table 6 shows that 72.6% of respondents consume eggs for
protein followed by 21.1% consume for vitomin ond 6.3%

for fot contents respectively.

Table-8: Purpose of eating egg
Frequency Percent
Health benefits 89 93.7
. Hobitual 1 1.1
Volid
Comfort food 5 53
Totol 95 100.0

The result shows that 93.7% respondents ot ggs for health
benefits and 5.3% considered it as o comfort food ond only

Ranking score for egg profiles

1% respondents gat eggs habitually. It shows the owargness
ofrespondents for heolth benefits.

Table-9: Utilities

Utility Estimote Std. Error
small(less thon 53gm) —464 402
Si
e medium(53-73gm) 167 471
lorge(more thon 73gm) 297 471
White =368 301
Colour
Brown 368 301
30 per pock 274 522
. . 12 per pack 342 522
f pack
Size of puckaging 10 per pock 228 522
6 per pack =389 522
1 h - 301
Functional regulor(non enhonced) 033 3
omega(enhonced) .033 301
Rs.4 per egg 1.259 402
Price Rs.6 per egg =764 471
Rs.8 per egg =495 471
ti =54 301
Feed given to chicken Convs.n ondl 548 30
Orgonic 548 301
(Constont) 8.301 333

Apoart from thot, the result olso discussed which level of
ottributes is preferred by respondents. Generolly, higher
utility volue reflects better demond for the attributes. With
regord to size of eggs, lorge eggs wos most preferred
(utility=.297), followed by medium eggs with (utility=.167)
ond small eggs wos not preferred (utility= ~464). In cose of
colour, consumer preferred brown eggs more compored to
white eggs. The utility for both were .368 ond —368
respectively. For the size of packaging 12 per pack wos
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preferred by the respondents (utility= .342). The
consistency between the size of eggs (the lorger egg wos
better) ond the size of pockoging (more egg per pockoging
waos better). As exploined eorlier, the study discovered thot
functional ofttributes were the least preferred ottributes of
egg compored to other ofttributes. However, in terms of
preferences of the level of functional ottributes, omego eggs
were still preferred compored to regulor eggs. The utility for
both levels were .033 ond —033 respectively.
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Table-10: Importance Values

Size

Colour

Size of pockoging
Functional

Price

Feed given to chicken

14.060
13.608
13.507
1.205

37.384
20.236

Averoged Importonce Score

In terms of relative importonce of egg ottributes, we found
that price of eggs topped the list of six attribute included in
the study. As illustrated in toble 10, the relative importonce
of price wos 37.38 compored to other ottributes for eggs.
Feed given to chicken wos ronked second (20.23) ond size
wos ronked third (14.06). The respondents ore indifferent

between color ond size of packoging. They give olmost equal
importonce to these oftributes. It wos unexpected thot
functionol ottributes wos found os the leost preferred
ottribute by consumers os it only contributed 1.2% in terms
of relative importonce of attribute of eggs.

Table-11: Correlations

Volug Sig.
Pearson's R .880 .000
Kendall's tou .650 .000

a. Correlations between observed ond estimoted preferences

Reliability and Validity

Bosicolly results ore omalyzed for checking accurocy,
reliobility ond validity. The objective of conjoint onalysis is
to ascertoin how consistently the model predicts the set of
preference evoluations under different situotions. Results
obtained by conjoint onolysis ore relioble ond volid os:
While evaluating the goodness of fit of the estimoted
conjoint model, we found that volue of Kendall's tom is
0.650, value of Pearson's R is 0.880. These volues show thot
results ore significont ot 5 percent level of significoance os
both the volues ore high.

Limitations

1. Selection of ottributes ond their levels included in this
study is o limitation becouse there ore olso some
attributes which moy be importont for the consumers
beyond those considered in this study.

2. The effects of demographic foctors were not onolyzed
with demond ond egg ottributes.

Conclusion

In conclusion, we con say that this study provide voluoble
inputs to producers or maorketers to improve their morketing
efforts as well as morket positioning in line with the
demonded egg ottributes. Majority of the respondents wos
eggetarion. It is found that respondents ore aware about their
heolth benefits. The result olso discussed which level of
ottributes is preferred by respondents. In terms of relotive
importonce of egg attributes, we found thot price (37.384) of
eggs topped the list but functional oftributes (1.205) was
found os the leost preferred ottribute of six ottribute included
in the study. While evaluating the goodness of fit of the
estimated conjoint model, we found thot value of Kendoll's
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tow is 0.650, value of Pearson's R is 0.880 These values show
that results are significant ot 5 percent level of significance
as both the volues are high.
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