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ABSTRACT
Aim: The present study aims to assess the working women’s Preference and
satisfaction of using the Ready-to-Eat products in Chennai city.

Data Sources: The study utilized primary and secondary sources of data.
The secondary sources of data were obtained from the research articles, news-
papers, and weekly magazines. The primary data sources were collected from
the working women who are using the Ready-to-Eat food products in the study
region—the primary data obtained from working women’s workplaces and
their residence place.

Sampling Technique & Size: The study employed the convenience sam-
pling method. Overall, 300 structured questionnaires were distributed, out of
which 291 illed questionnaires were collected from the working women.

Findings: The study found that the working women positively preferred for
consumption of Ready-to-Eat food products. Theworkingwomen’s felt that the
ready-to-eat food products readily available for the preparation of food prod-
ucts. The working women also viewed that the availability of ready-to-eat food
products quickly. The study also found that the working women are delighted
with the consumption of Ready to Food products in the study area.

Keywords: ReadyToEat Food Products, Preference, Satisfaction, And Working
Women

1. INTRODUCTION
The word ’food’ refers to the chemical substances taken into the body to keep the
body in a healthy and active condition. The body requires nourishment for develop-
ment, ix, and substitution of its exhausted tissues. Subsequently, the food needs to
give the necessary crudematerial, energy, and other controlling for the smoothwork-
ing of the body, other than meeting the calori ic prerequisites like sugars, proteins,
fats, and so forth Swamy et al. (2012). The food propensities in India have changed
because ofwestern impact, and the utilization of these food sources is additionally on
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the ascent. These food sources are generally utilized in catering enterprises, just as at
homes. There are assortments of prepared to-eat food sources accessible in themar-
ket to browse, and they have become a piece of ordinary day-to-day existence. It is a
food upheaval that has been bound to happen. Readymade food varieties are helpful
in numerous individuals in different circumstances. The protected and supportive
strategy for putting away, pressing, and devouring these food sources is helpful for
the functioning individuals as they don’t have to stress over making food. Essen-
tially, it is simple for individuals to convey these stuffed instant food sources while
they travel as it is simple for them to eat progressing Revathy et al. (2014). The food
propensities in India have changed because of western impact, and the utilization
of these food varieties is additionally rising. These food varieties are generally uti-
lized in catering enterprises, just as at homes. There are assortments of prepared
to-eat food sources accessible in the market to look over, and they have become a
piece of regular day-to-day existence. It is a food upheaval that has been bound to
happen. The prepared to-eat food sources are gainful to numerous individuals in dif-
ferent circumstances. Truth be told the protected and valuable strategy for putting
away, pressing and burning-through these food sources is useful for the individuals
who are illing in as they don’t have to stress over making food. Also, it is simple
for individuals to convey these pressed instant food sources while they travel as it is
simple for them to eat moving. Therefore, the present study is undertaken to assess
the working women preference and satisfaction of ready-to-eat food products in the
study area.

2. NEED FOR THE STUDY
Food gives vital sustenance to the vital individual. Because of the distinctions in cul-
ture, geographic areas, climate, and environment, food things shift from one society
to another. In Chennai city, the propensity for making readymade food is changing
quickly. Individuals who are living in the city have a high propensity to burn through
readymade food. The justi ication for the change is the time factor. The functioning
ladies don’t have a lot of time to plan food at their home. As society creates, monetary
exercises likewise extend. In this manner, working ladies become occupied, and that
deters them from planning food at their home. The solitary option is to devour food
that is set up by others and ideally light. While working women prefer ready-to-eat
food, several factors are considered by them. Hence, this studywas proposed to iden-
tify the preferences and satisfaction of consuming the ready-to-eat food products in
Chennai city

3. REVIEW OF LITERATURE
Babu et al. (2021)established that the elements, speci ically Convenience, Quality,
Price, and without stress, Sensory Appeal, Mood, essentially affecting the purchas-
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ing aims of Ready-to-Eat food items among the buyers. Plus, the scientist (Inbalak-
shmi et al. (2020) ) uncovers that the individual variables don’t have any relation-
ship with and mate work don’t affect month to month use on prepared to-eat cost
on moment food items, family type, occupation, brand inclinations, family month
to month pay. The examination additionally tracked down a critical effect of inan-
cial components on month-to-month readymade cooking materials and the family
month to month pay and mate business things. Besides, the occupation and family
type don’t in luence month to month use on the ad. Playing a preeminent presenta-
tion in driving the clients towardsmoment food builds up the af irmation that press-
ing, cleanliness, cultural impact, and the signi icance of affecting the readymade food
materials. Swathy (2018) referenced that today prepared to prepare food items to
connect with a real spot in the kitchen racks. The twofold parts of ladies shift their
cooking conduct towards the purchasing of RTC food sources. The energizing end
is that accommodation is the most basic factor affecting ladies’ mentality towards
such items. Comfort prepared accessibility and saving of time is the explanations
behind utilizing prepared to-prepare food items. It was seen in the investigation that
there is a inished consciousness of RTC food items among ladies, and Nestle is the
biggest part famous brand among RTC food items. Working ladies don’t have ade-
quate opportunity to set up a dinner by following the customary ixings and favors
purchasing RTC food items. The purchaser’s relationship with food and other ordi-
narymerchandise has expanded drastically, in themanner inwhich items are bought
as well as how they are burned-through. A comprehension of the RTC food utiliza-
tion and ladies’ disposition towards RTC food sources helps advertisers in getting
they’re and subsequently fabricate and distribute such item. Thienhirun and Chung
(2018) they portrayed that Thai and Japanese individuals had negative perspectives
toward the lavor and newness of diverse RTE food. Moreover, these two compo-
nents were the principally concerned variables when they resolved to buy RTE food.
The picture of Thai/Japanese RTE food could be addressed by the characters and the
well-known food name. The outcomes from the conjoint investigation showed that
Thai purchasers favored the changed taste among Japanese and Thai lavors. The
food bundling con iguration ought to be a cleared compartment cover with the mark
to see the food inside. Despite what is generally expected, Japanese buyers favored a
true Thai taste, and the plan ought to be the vivid plan on the food holder top. Isher et
al. (2018) uncovered an emotional standpoint towards themoment Ready to eat food
items, and the interest has additionally evolved. Organizations should focus more on
quality advancements. The individuals had extended familiarity with the item and
itting data wellsprings of the item. The occurrence of devouring prepared to-eat
food has been ascending with a general signi icance of comfort, ef iciency, and an
overall decrease in ongoing food and dietary patterns. In this tendency was more
apparent in youthful customers. The examination uncovered that the prevalence of
the respondents had arranged choices in buyingmoment food items. TV played out a
critical part in giving information aboutmoment food items. Shanmugapriya and Sri-
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varshini (2018)recognized that most of the respondents have bought moment food
items consistently. Lesser time taken for arrangement is the primary justi ication for
buyingmoment food items. Purchasers are happier with the accessibility of moment
food items. This study will be helpful to the manufacturers of instant products for
understanding the customer’s choices and preferences. Patel andRathod (2017) rep-
resents the variety of variables in luencingourprepared to-eat food inclinations. Sec-
ond, the scientist expects to outline variables in luencing prepared to-eat food deci-
sions and the natural dynamic cycle utilized for food inclination and decision. Third,
the researcher provides a brief discussion regarding the connection between food
preferences and food choices. Finally, the study concludes by stating that further
insight is needed into cultural, historical, and demographic factors. Kumar and Kaur
(2016) Markfed’s client base predominantly comprised of youthful, exceptionally
taught, and salaried class individuals. A large portion of themutilized the RTE results
ofMarkfed just once everymonth. Female clients favored these RTE items day by day.
With Effective commercial and special methodologies, the client base and utilization
recurrence for RTE results of Markfed can be expanded for themore up-to-datemar-
kets of Punjab and all over India. Gupta and Raghbir (2016) portrays that ’comfort’
is the main factor that impacts the mentalities of working ladies towards accommo-
dation food items as this factor clari ies the 13.613% of the wide luctuation. It is
trailed by another ive factors, for example, ’tactile factors,’ ’state of mind,’ ’medical
problems,’ ’value impact,’ and ’knowledge of the food items. The respondents have
expressed that they favor comfort food sources because of their occupied and furious
way of life. Every one of these variables, by and large, represents that expanded time
pressing factors, stresses, and balance of fun and serious activities issues are pro-
gressively being looked at by working ladies. Working ladies need more of an ideal
opportunity to set up dinner from scratch by resulting in the conventional plans and
would like to purchase pressed, clean, and reasonably evaluated suppers instead of
getting back after working all day and doing homegrown tasks. Understanding the
convenience food consumption patterns and the attitudes of working women helps
marketers understand the needs of the consumers and accordinglymanufacture and
market such food products. Overall, the convenience food market in India is cur-
rently at a very emerging stage. Demand for these products is increasing day by day.
Need for convenience, rise in the number of working women, health consciousness,
increase in the number of organized retail sector, advancement in the food produc-
tion technology and entry of international players are key factors that in luence the
attitudes towards convenience food products and resulted in to signi icant growth in
this market. By understanding the attitudes of working women, food manufacturers
might better estimate the successful entry in newmarkets.Mhabde et al. (2018)As
favoredwomen, they need to take care of both their homes and family alongside their
work. As thework propensities for ladies have expanded it affectsway of life, this has
changed the cooking example of the functioning ladies and all the more excessively
working ladies favor prepared to prepare feast. As theworking hours are eight hours
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or more than that women don’t have that energy and time to cook like every day, as
the responsibilities lies of women for cooking. Readymade food has become a very
important item in people’s life as it is ready made and easy to cook and serve. As the
society develops the economic activities also expand. Most of the working women
prefer ready to cook meal as they be exhausted after their work this is the main rea-
son why they prefer ready to cook meal.

4. OBJECTIVES OF THE STUDY
1. To study theworkingwomen’s preferential behavior towards the consumption

of Ready-to-Eat food products in the study area; and

2. To assess the satisfaction level among theworkingwomen on the consumption
of Ready-to-Eat food products in the study region.

5. HYPOTHESES
1. The working women’s do not prefer the usage of Ready-to-Eat food products

2. There is no signi icant difference between working women working govern-
ment and private organizations concerning the Preference for Ready-to-Eat
food products

3. Theworkingwomen are not satis iedwith using Ready-to-Eat food products in
the study area

6. RESEARCHMETHODOLOGY
The study is focused on assessing the Working women’s Preference and satisfaction
with ready-to-eat food products in Chennai city. The study used primary and sec-
ondary data—the secondary data obtained from the research articles, daily newspa-
pers, andmagazines. The primary data is collected from theworkingwomenwho are
using Ready-to-Eat food products. The preliminary data sourced from the working
women through structured questionnaires at their working place and residence. The
study employed the convenience samplingmethod. Overall, 300questionnaireswere
distributed, out of which 291 illed questionnaires were collected from the working
women. The study presumption is pinched based on these sample results. The study
used SPSS version 21 software for analysis. The study used frequency distribution,
one-sample t-test, and Independent t-test.

7. DATA ANALYSIS AND DISCUSSIONS
Table 1 shows theworking women’s details. Out of 291 working women, majority
37.5% of working women are in the age group of between 26-35 years, followed by
33.7% of the working women are up to 25 years, 16.5% of working women are in
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Table 1 Demographic Pro ile of Con-
sumers (n=291)

Frequency Percent
Age (Years)

Up to 25 98 33.7
26-35 109 37.5
36-45 48 16.5

Above 45 36 12.4
Marital Status

Married 156 53.6
Single 135 46.4

Educational quali ication
Up to +2 29 10.0

Under Graduate 105 36.1
Post Graduate 92 31.6
Professional 65 22.3

Monthly Income
Up to Rs.30,000 67 23.0
Rs.30,001 -60000 103 35.4
Rs.60,001-90,000 71 24.4
Above Rs.90,000 50 17.2
Occupational Status

Private 167 57.4
Govt. 124 42.6

Family type
Nuclear Family 223 76.6
Joint Family 68 23.4

Members of the family
2 - 4 213 73.2
4 - 6 46 15.8

Above 6 32 11.0

the age group of 36-45 years, and 12.4% of the working women are in the age group
of above 45 years. Regarding the marital status, most 53.6% of the working women
are married, and 46.4% of the working women are single category. In connection
with the educational quali ication of workingwomen, majority 36.1%of theworking
women educational background is under-graduates, followed by 31.6% of the work-
ing women educational background is post-graduates, 22.3% of the working women
educational background is professional, and 10.0% of the working women educa-
tional background is up to HSC. The study also established that majority 57.4% of
the working women are working in private organizations, and 42.6% of the working
women are working in government organizations. Regarding the monthly income of
working women, the majority, 35.4% of the working monthly income, is between
Rs.30, 001 -60000. It is followed by 24.4% of working women’s monthly income
is between Rs.60, 001-90,000, and 17.2% of the working monthly income is above
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Rs.90 000. Besides, majority 76.6% working women’s family type is nuclear fam-
ily, and 23.4% of the working women’s family type is a joint family. Regarding the
members in the family, the majority 73.2% of the working women family size is 2-4
members, and 11.0% of working women family members are above six members.

Null Hypothesis-1
Theworkingwomen’s donotprefer theusageofReady-to-Eat foodproducts
Table 2 llustrates the results of a one-sample t-test for Preference for the usage of

Ready-to-Eat food products. Themean range of fundamental factors of Preference of
using Ready-to-Eat food products is 3.18 to 3.45. The study results also exhibit that
the fundamental factor’smean values are >2.50. It is above the average level for using
Ready-to-Eat food products. The p-value of fundamental factors is <0.05. Therefore,
the proposed null hypothesis rejected and concluded that the working women are
positively preferred using Ready-eat-food products. The study’s outcome exhibits
that the factor ‘Habit’ (3.45) signi icantly in luences the Preference of Ready –eat-
food products. It is followed by ‘Quality’ (3.41), ‘Trust’ (3.34), and ‘Affordable price’
(3.31). Overall, working is preferred for using the Ready eat food products positively.

Table 2 One-sample t-test Results for Preference for
the usage of Ready-to-Eat food products (n=291)

Preference Mean SD t p
Easy Accessibility 3.26 1.397 3.148 0.002**
Affordable prices 3.31 1.399 3.688 <0.001**

Trust 3.34 1.398 4.109 <0.001**
Good Quality 3.41 1.207 3.074 <0.001**
Ambience 3.30 1.403 3.635 <0.001**
Habit 3.45 1.209 6.351 <0.001**

Null Hypothesis-2
There is no signi icant difference between working women working in gov-

ernment andprivate organizations concerning the Preference for Ready-to-Eat
food products

Table 3 describes theresults of the Independent t-test for government and pri-
vate working women concerning the Preference of Ready-to-Eat food products. The
study’s outcome exhibits that the factors, i.e., ‘Good Quality (t& p-value), are 3.635 &
0.000.

The p-value is <0.01, the null hypothesis was rejected and concluded that there is
a signi icant difference betweenprivate and governmentworkingwomen concerning
the Preference of ready-to-eat food products in the study area.

The study also found that the working women working in private organizations
are signi icantly preferred for ready-to-eat food products than the women working
in government organizations. The rest of the factor’s p-values are >0.05.

Therefore, the study con irmedno signi icant difference between government and
private working women concerning the Preference for ready-to-eat food products.
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Table 3 Results of Independent t-test for government and private working
women concerning the Preference of Ready-to-Eat food products

Place of working N Mean SD t p
Easy Accessibility Private 167 3.22 1.515 -.512 0.609

Govt. 124 3.31 1.224
Affordable prices Private 167 3.40 1.439 1.315 0.190

Govt. 124 3.18 1.338
Trust Private 167 3.47 1.388 1.939 0.054

Govt. 124 3.15 1.397
Good Quality Private 167 3.44 1.446 3.635 <0.001**

Govt. 124 2.82 1.432
Ambience Private 167 3.39 1.396 1.275 0.203

Govt. 124 3.18 1.409
Habit Private 167 3.43 1.148 -.311 0.756

Govt. 124 3.48 1.291

Null Hypothesis-3
Theworking womenarenot satis iedwithusingReady-to-Eat foodproducts

in the study area
Table 4 shows the results ofthe One-sample t-test for the satisfaction of using the

Ready-to-Eat food products in the study area. The calculated t & p-value for satis-
faction of using ready-to-eat food products is 6.156 & <0.001. The p-value is <0.01;
based on the p-value, the study inferred that the working women are absolutely sat-
is ied with using the ready-to-eat food products in the study region.

Table 4 One-sample t-test for the satisfaction of using the Ready-to-Eat food products

Satisfaction of using Ready-to-Eat
products

N Mean SD t p
291 3.43 1.200 6.156 <0.001**

8. CONCLUSION
The study is focused onmeasuring the workingwomen’s Preference and Satisfaction
with Ready-To-Eat Food Products in Chennai City. It is observed from the study the
working women are positively preferred using Ready-eat-food products. The work-
ingwomen’s felt that the ready-to-eat food products readily available for the prepara-
tion of food products. The working women also viewed that the availability of ready-
to-eat food products quickly. The working women also felt that the ready-to-eat food
products are quality and affordable prices. The study also originates a signi icant dif-
ference between private and governmentworkingwomen concerning the Preference
for ready-to-eat food products in the study area. The study also found that the work-
ing womenworking in private organizations are signi icantly preferred for ready-to-
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eat food products than the women working in government organizations. The study
also established that the working women are delighted with using the ready-to-eat
food products in the study region.
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