
         ©    2022 IJNRD | Volume 7, Issue 9 September 2022 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2209030 International Journal of Novel Research and Development (www.ijnrd.org)  

 

257 

 CUSTOMER BEHAVIOUR TOWARDS THE 

MARKETING OF TATA TEA 
Dr. Mohit Kumar 

Assistant Professor 

Department of Commerce 

J. K. S. College, Jamshedpur, Jharkhand, India. 
 

Abstract : Customer behaviour study is based on consumer buying behaviour, with the customer playing the three distinct 

roles of user, payer and buyer. India has emerged as one of the largest and fast growing markets in the world for Fast Moving 

Consumer Goods (FMCG). The post economic reforms environment in India has led to change the customer perception 

rapidly and have made it more complex by the socio-economic disparities that exist among communities from the many 

different geographical regions within India. In the era of consumerism, technological and social change, there are many ways 

for needs and wants to be satisfied. What do we really know about customers and consumers needs and preferences? Are 

consumer becoming so fitful and price sensitive that loyalty is declining? What are the determinants of heterogeneity in 

consumer behaviour and how does the products emerge, grow, mature and decline in the hypercompetitive markets? Keeping 

these emerging issues in mind, through the present study, an attempt has been made to study the consumer behaviour on the 

marketing of Tata Tea in the Jamshedpur city of the State of Jharkhand. 

 

IndexTerms - Psychographics, Brand loyalty, Choice dynamics, Halo effect, Mental constructs, Consumerism. 

 

INTRODUCTION  

Post liberalization era have witnessed a dramatic shift in the market place triggered by quick changes in the lifestyle 

patterns, brand loyalty and mass marketing strategies to gauge the behavior of new generation customers which is characterized 

by the preference of multiple options, uniqueness of individual expectations and switch to competitive brands that give the 

maximum perceived value. It is emerging a complex phenomenon to study the behavior pattern of a new generation customers 

unless their thought process and buying behavior are fully understood, decisions on product design, packaging, branding, 

distribution channels are properly placed. The marketing strategies need to be designed in such a way that can be proved effective 

to understand the new face of the customers. In response to this changing paradigm, the Indian companies need to learn from their 

western counterparts about the sources, timing and the direction of changes as well as new opportunities and competencies that 

will enable them to respond towards these changes effectively. The psychology of the customer that how he is influenced by the 

environment, such as culture, family, media etc. which determine his behavior, need to be analyzed properly in order to formulate 

marketing strategies. Tata Tea Limited, owned by India’s Tata Group, is the world’s largest manufacturer and distributor of tea. 

Tata Tea Limited markets tea under the different brands viz. Tata Tea, Tetley, Good Earth Teas etc. There are other brands of tea 

viz. Brooke Bond (Red Label, TajMahal,Taaza) and Lipton (Lipton Yellow label tea, Lipton Green label tea) both well 

established brands of Hindustan Uniliver Limited etc. The marketers of all these brands are competing severely in terms of their 

marketing strategies as well as tactics of capturing the market share in the different regions of India. Tata Tea is the largest tea 

brand in India which manufactures more than seventy million kilograms of tea in India, control number of tea estates and provide 

the employment for number of people in tea blending and packaging factories. The company has tea estates in India and Sri 

Lanka, especially in Assam, West Bengal and Kerala. The Tata Tea Group have product and brand presence in number of 

countries in the world over. From 2005, Tata Tea begins a restructuring exercise to divest direct ownership of plantations in India, 

a process facilitated by subsidized loans from the World Bank’s International Finance Corporation. In 2007, Tata tea launched the 

campaign “Jaago Re” to awaken youth on social issues.  

 

REVIEW OF LITERATURE 

Peter D. Denett and Harold H. Kassarjiran (1976), found that the consumer behaviour is determined by the choices and 

each consuming unit would tend to maximise its total satisfaction by spreading its choices among those goods and services that 

yield, for it, the greatest amount of satisfaction. Raju (1990) pointed out that the consumer satisfaction and repurchase intention 

are determined by the quality of the product in the market.  

The mental constructs like perceived service quality, perceived value and customer satisfaction are the major determinants of 

consumer decision making with relation to marketing organizations. The shifting emphasis to relational marketing has broadened 

the list of determinants that predict future intentions to incorporate new constructs such as trust (Moorman, Deshpande, and 

Zaltman 1993, Morgan and Hunt 1994) and commitment (Dwyer, Schurr, and Oh 1987, Gundlach, Achrol, and Mentzer 1995).  

The evaluations of customers such as overall satisfaction, perceived service quality and perceived value often have a strong 

statistical relationship described as a halo effect (Crosby and Stephens 1998). Trust and commitment, similar to overall 
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satisfaction, are global evaluations and often are susceptible to a common haloing effects (Crosby, Evans, and Cowless 1990, 

Morgon and Hunt 1994 all cited in Ellen Garbarino and Mark S.Johnson 1999)  

On the concept of marketing, there is always various points of debate that how the marketing activities are changing its paradigm 

over the years. For very long time, there was a loose consensus that consumer choice, exchange and especially the four Ps 

(product, price, place, promotion) dictated the important questions for the field (Arndt 1979). But with the growing reservat ions 

about the usefulness of the four Ps concepts and its lack of recognition of marketing as an innovating and adaptive force, the four 

Ps now are regarded as merely a handy framework (George S. Day and David B. Montgomery 1999). Deshpande (1998) proposed 

that the four Ps give way to four Cs of the concerns of marketing professionals such as cross- cultural, cross-functional, cross- 

disciplinary, and customer centric. To these could be added a fifth C, competitor-focused, so that the dominant orientation toward 

consumer choice and exchange does not deflect attention from the focal issue of competitive advantage. Although each of these 

efforts to delineate the field has illuminated part of the terrain, they have failed to achieve wider consensus.  

Heilman, Bowman and Wright (2000), stated that the deeper understanding of the product category effects the choice dynamics 

and help the manager to design marketing programmes that evolve with their customers overtime. Tellis (1988) concluded that 

advertising has a small effect in winning new buyers but a little stronger effect in reinforcing preference. Nagar Komal (2009) 

concluded that the consumers are too conscious of the product that they use on themselves and are not easily convinced to switch 

unless they are dissatisfied with the brands they are currently using. Lily J. (2010), while studying customer perception and 

preference towards branded product with reference to television sets found that the demographic variables such as age, gender, 

educational qualification, occupational status and monthly income have an impact on the customers’ perception towards branded 

product.  

 

THE STUDY  

The volatile demography of the customers in terms of size of family, education, income etc. are essential to monitor or 

understand for the industries offering product and services in order to shape their respective business and identify the area in 

which they need to strengthen the resources in order to create value addition that can stimulate customer to buy their product and 

also ensure the growth of industry. Tata tea is the largest tea brand in India, who is holding combined market share of more than 

twenty five percent in India. In spite of being the largest market share in India, the concept of branded tea and brand loyalty of the 

customer will take time to be accepted. The concept of branded tea and brand loyalty of the customers will be determined by the 

psychographics of customers in terms of their perception about the product on offer. It is in this backdrop, the need was felt to 

study the consumer perception on the tea brand like Tata Tea so as to determine the success of the brand in terms of sales increase 

of the company, the psyche of the consumers who are being targeted and their behavior towards the brand. This type of regiona l 

studies on the consumer behavior is relevant to give an insight and understanding the attitude of the consumers towards the 

product the buy.  

 

OBJECTIVES  

The study was undertaken with the following objectives:  

1. To study the consumers preference towards Tata Tea and the factors which influence the buying behavior of the 

consumers for Tata Tea  

2. To analyze the consumers attitude towards different brands of tea and their association with different brand attributes  

3. To study the effectiveness of brand promotion strategies followed by the Tata Tea Group  

METHODOLOGY  

The operations of the Tata Tea and its subsidiaries focus on the branded product offerings in tea. The brands owned by 

the Tata Tea in India are Tata tea, Tetley, Annan Devan Charkha Gold and Gemini. There are other brands of tea, viz. Red Level, 

Taaza, Lipton, TajMahal etc. who are competing hard to establish and expand their market scope in the different regions of India. 

Therefore, the severe competition among the companies to offer “something special and extra” than that of their competitors vis-

a-vis sensing and taking care of the changing needs, desires and preferences of the consumers. Hence, in the light of these fast 

changing needs and preferences of the consumers, it becomes necessary to study the changes in consumption pattern and 

consumer behavior towards the consumption of tea in the different regions of India. Keeping in view these facts, the present study 

based on primary and secondary data was purposively selected to undertake at Jamshedpur town of the state of Jharkhand. 

Besides, Jamshedpur is an industrial town of the state and the main shopping centre of the state with high income and literacy 

status. The total number of respondents was 200 which were selected for the sample on random basis. As we know the 

consumption of tea varies in different age group of people. Hence, in selecting the sample for the study, a special care was taken 

to cover the respondents of all age groups. Every care was taken to ensure that the sample selected was truly representative of the 

whole population. A well designed questionnaire was prepared for obtaining the required information from the sample units. The 

information thus collected was analyzed with various statistical tools like averages, percentages and ranking method.  

 

ANALYSIS AND DISCUSSION  

One of the main features of tea market in India is positioning and targeting of different brands on different consumers. 

Consumers being a rationale decision maker, consider those purchase or consumption choices and preferences that provide them 

maximum satisfaction for the amount of my they spend. As we know the consumption of tea varies in different age group of 

people, therefore, the people in the age group of 36-45 are the people who consume the tea mostly. Thereafter the age group 

above 46 also consumes more tea in comparison to the age group of 15-25 (table-1). The table also shows the gender, education 

and occupation wise classification of the respondents.  
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Table 1: Demographic characteristics of the sample (N=200) 

Items Particulars Frequency Percentage 

Gender Male 124 62 

 Female 76 38 

Age 15-25 30 15 

 26-35 54 27 

 36-45 62 31 

 46 & above 54 27 

Qualification Under-graduate 46 23 

 Graduate 92 46 

 Post-graduate 62 31 

Occupation Service 46 23 

 Housewife 88 44 

 Student 28 14 

 Self-employed 38 19 

 

Frequency of the consumption of the tea  

The frequency of consumption for the tea varies among different consumers. The table-2 shows that the 70 percent of the 

consumers were found an ardent tea drinker. Similarly, a large majority of the consumers responded that that they take 1-3 cup of 

tea daily, whereas only 10 percent stated that they take 4-6 cup of tea daily (table-3). Further, a large majority of the respondents 

replied that they use tea leaves, whereas only 16 percent stated that they prefer tea bags. Hence, after analyzing the results of 

frequency of the consumption of tea, we can infer that there is huge market for tea in India and it has great potential and 

opportunity for the market players.  

Table 2: Are you an ardent tea drinker? 

Decision No. of respondents Percentage 

Yes 140 70 

No 60 30 

Total 200 100 

Table 3: How many cups of tea do you have daily. 

No. of cup of tea No. of respondents Percentage 

1-3 180 90 

4-6  20 10 

Total 200 100 

 

Analysis of brand preference  

As we know in the tea market at present, there are various brands available that are competing for the growth and 

survival. The brands have increased to such an extent that the consumers are always in dilemma as to which brand to buy. The tea 

brands available in the market under study were mainly Red Level, Tata Tea, Taaza, Lipton, TajMahal. The respondents were 

given an open ended question to write the brand they preferred the most. The results obtained shows that the Tata Tea was the 

undisputed choice of the consumers (table-5). The table shows that the 39 percent of the consumers preferred Tata Tea the most. 

Red lebel and Taaza tea were preferred by 22 and 19 percent respectively of the respondents, whereas the TajMahalseems to have 

very limited market and this brand was preferred by only 7 percent of the respondents. Hence, it can be stated that the Tata Tea, 

Red lebel and Taaza have mostly captured the market under study. This result was further endorsed by the information given in 

the table-6, which shows the majority of the consumers (63 percent) do not like to experiment with other brand because they like 

the Tata Tea. Hence, their loyalty for the Tata Tea brand is really challenging job for the competitors.  

Table 4: What kind of tea do you use? 

Type of tea No. of respondents Percentage 

Tea leaves 168 84 

Tea bags 32 16 

Total 200 100 

Table 5: Brand preference analysis 

Brand No. of respondents Percentage 

Red lebel 44 22 

Tata Tea 78 39 

Taaza 38 19 

Lipton 26 13 

TajMahal 14 07 

Total 200 100 

Table 6: Do you like experimenting with different brands? 

Decision No. of respondents Percentage 

Yes 74 37 

No 126 63 

Total 200 100 
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Consumer’s attitude towards the brand promotional strategies  

Different brands have different kind of positioning for the consumers according to their preference. The buying 

behaviors of the consumers are influenced by the variety of factors. In the present study, the main objective was to analyze the 

consumer attitude towards the different promotional campaigns and to what extent the consumer buying behavior is determined 

by the advertisement and the promotional strategies followed by the different companies. The table-7 makes it clear that the 35.5 

percent of the respondents expressed that they mostly remember the advertisement of Tata Tea brand. Further, (table-8), 58 

percent of the respondents maintained that the television advertisement do not influence their choice of brand. Hence, it can be 

stated that the majority of the consumers are the brand loyal of Tata Tea and any other brand cannot affect their brand loyalty for 

the Tata Tea. Consumers were asked whether they were aware of the “Jaago Re” campaign of the Tata Tea. The information 

regarding this has been presented in table-9, which reveals that the large majority of the consumers replied in affirmative, whereas 

only 29 percent stated that they are not aware of the same.  

Table 7: Advertisement of which tea brand do you remember the most? 

Brand No. of respondents Percentage 

Red lebel 39 19.5 

Tata Tea 71 35.5 

Taaza 38 19.0 

Lipton 24 12.0 

TajMahal 28 14.0 

Total 200 100 

Table 8: Do you think advertisements can influence your choice of brand 

Decision No. of respondents Percentage 

Yes 84 42 

No 116 58 

Total 200 100 

Table 9: Are you aware of Tata Tea’s “Jaago Re” campaign? 

Decision No. of respondents Percentage 

Yes 142 71 

No 58 29 

Total 200 100 

 

Brand association with different features of the brand  

The different attribute of a brand determine the brand preference and positioning of the brand in the minds of consumers. 

In order to know which brand was associated by the maximum number of consumer with most of these attributes, the respondents 

were given six choices as good taste, availability, attractive packaging, reasonable price, reputed brand and best promotional 

campaign and they were asked to write in front of each brand which they preferred the best and fits their attributes. This question 

gives the marketers a fairly clear positioning of different brands in the mind of the consumers. The information thus collected has 

been analyzed in table-10, which shows that the consumers did not give their preferred brand choice against all these attributes. 

As far as good taste, availability and best promotional campaign of the brand is concerned, the respondents preferred Tata Tea as 

leading brand, whereas in case of reasonable price, Tata Tea and Taaza were considered ahead of other brands. Further, Red label 

was considered the most preferable brand in terms of attractive packaging. The ranking stands as the first rank to Tata Tea and 

second rank to Red label followed by Taaza, Lipton andTajMahal respectively. The results presented in the table makes it clear 

that the Tata Tea occupies a significant position in the mind of consumers and it also gives an indication to the other brand and 

market players to improve their market strategies keeping in view the various product attributes.  

Table 10: Brand association with different features of the brand 

Features Red lebel Tata Tea Taaza Lipton TajMahal 

Good Taste 46 68 34 28 24 

Availability 47 62 31 32 28 

Attractive Packaging 58 50 31 30 31 

Reasonable Price 61 64 34 24 17 

Reputed Brand 45 65 35 34 21 

Best Promotional 

Campaign 

40 77 40 20 23 

Total 297 386 205 168 144 

Average 49.5 64.33 34.17 28.0 24.0 

Rank II I III IV V 

 

 

 

Area of improvement for Tata Tea  

After analyzing the brand attributes and consumers’ choice, an effort was made to know the consumers viewpoints 

regarding the area of improvement for Tata Tea. The respondents were given the choice of improvement areas as taste, packaging, 

advertisement, price reduction and variety. The information regarding this has been worked out in table-11. The table shows that 

the large majority of the respondents pointed out that the Tata Tea need to reduce the price level of their product, whereas only 12 

percent expressed that there is a need to improve the taste of the product. Hence, it can be stated that the Tata Tea may be 

effective taste wise, however, need to apply innovative technologies which can be helpful in order to reduce the price level of the 

brand.  
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Table 11: What improvements are needed for the Tata tea? 

Improvement area No. of respondents Percentage 

Taste 24 12 

Packaging 30 15 

Advertisement 30 15 

Price Reduction 78 39 

Variety 38 19 

Total 200 100 

 

CONCLUSIONS  

In the days to come, it will be essential to know for the companies who are offering the products and services that the 

demographic profile of consumers in terms of education, income, size of the family as well as the psychographics of the 

consumers that how they feel, think and behave in the rapid changing environment of the business. The marketing strategies must 

adapt to the changing situation and must offer quality product to its consumers. This can made possible by encouraging the 

effective marketing penetration strategies and improving product innovation techniques.  

Through the present study, the consumers’ perception towards the brand like Tata Tea was analyzed, so as to determine the 

success of the brand in terms of sales increase of the company, the psyche of the consumers who are being targeted and their 

behavior towards the brand. This type of regional studies on the consumer behavior is relevant to give an insight and 

understanding the attitude of the consumers towards the product they buy and consume. The consumption pattern of Tata Tea 

reveals that the large majority of the respondents were found ardent tea drinker. In terms of brand preference analysis, it was 

found that the Tata Tea was preferred by the majority of the respondents. On the basis of ranking Tata Tea occupied the first 

position followed by Red label, Taaza, Lipton andTajMahalrespectively. Although the respondents were found satisfied with the 

promotional campaigns followed by Tata Tea, notwithstanding, the marketers still need to go in for large scale advertising 

campaign both mass advertisement as well as personal selling. An aggressive marketing strategy with emphasis on existing 

availability and dominance in very existing retail stores will further help to increase the sales. The dealers and the retailers need to 

be properly motivated to push the sales by offering them various incentives in the form of commissions, discounts etc. The Tata 

Tea and Red label have mostly captured the tea market, which is an indication for other tea marketers to reassess their strategies 

and come out with a more focused strategy to compete with the major market players. 
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