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Abstract 

The present study is based on the inclination of 

NESTLE between the customer. A model review of 200 

respondents was assumed to locate out the inclination 

of NESTLE Products in Chennai city. The study mostly 

determined on universal price stage, superiority & 

customer anticipation overall fulfillment about NESTLE 

Product, universal attentiveness and customer 

inclinations of NESTLE. 
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I. INTRODUCTION 

 

Market survey is the survey research and 

analysis of the market for a particular product/service 

which includes the investigation into customer 

inclinations. Customer or brand loyalty is considered to 

be the bread and butter of what keeps business alive.  

The brand loyalty surveys helps to improve the mode of 

advertising and simplify the cost of advertising. In fact, 

it is the marketplace possible and not manufactures 

possessions that guide a industry today. This involves 

the addition of a number of behaviors from the 

beginning of a creation idea to its money-making 

selling and eventual utilization. 

 

A. Chocolate Advertise in India 

 Chocolate advertise is predictable to be 

approximately Rs. 600 crore growing at 6-8% per 

annum. Nestle is the market leader with 75% 

advertise share. 

 The per capita utilization of chocolate in India is 

350 gram compared with 1.8 kilograms in 

developed markets such as the United Kingdom. 

 Over 73 per cent of the utilization takes place in 

the municipal markets. 

 Margins in the chocolate business variety between 

10 and 20 per cent, depending on the price point at 

which the creation is placed. 

 Chocolate auction have risen by 18% in 2016 to 

reach 41000 tones according to one approximation.  

 The chocolate wafer market (Ulta Perk etc) is 

around 38 % of the total chocolate market and has 

been rising at around 15% yearly. 

 As per Euro monitor study, Indian candy market is 

presently valued at roughly 75 percent, with about 

72%, in sweetie confectionery and the remaining 

28%, in chocolate confectionery. 

 The global chocolate market is worth 75% 

annually. 

 

B. Nestle in India-An Overview 

As the world’s leading Nutrition, Health and 

Wellness Company, Nestlé’s products offer consumers 

tastier and healthier choices and has done so for nearly 

150 years. NESTLÉ Started relationship by 1912, when 

it began trading as The NESTLÉ Anglo-Swiss 

Condensed Milk Company (Export) Limited,. After 

India's autonomy in 1947, the economical strategy of 

the Indian administration underlines local production. 

NESTLÉ take action to India's objective by forming a 

company in India and set up its first manufacturing unit 

in 1961 at Moga, Punjab, where the government wanted 

NESTLÉ to build up the milk monetary scheme. 

Development in Moga required the prologue of 

NESTLÉ's farming Services to instruct suggestion and 

help the farmers in developing milk production as well 

as in their economical stability.  

 

To support farmers in addressing the 

challenges they face and make farming more attractive, 

Nestle has to focus on farmers needs Only then can 

Nestle identify the activities that will help farmers grow 

and develop. Using diagnostic tools, Nestle have 

assessed the sustainability of farmers’ livelihoods. The 

insights gained helped shape the focus of our support 

programmes. From elevate the milk consent of their 

cows during improved dairy farming methods, to 

irrigation, scientific crop organization practices and 

helping with the procurement of bank loans. The 

Company continually focuses its efforts to better 

understand the changing lifestyles of India and 

anticipate client needs in order to offer Taste, Nutrition, 

Health and Wellness during its manufactured goods 

contributions. The development of novelty and 

reinstatement within the Company and admittance to 
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the NESTLÉ Group's proprietary technology 

knowledge and the widespread federal Research and 

enlargement amenities gives it a separate benefit in 

these labors.  

 

It helps the Company to generate value that 

can be continued over the long term by contribution 

consumers a wide diversity of high superiority, safe 

food products at reasonable prices. NESTLÉ India 

produce goods of truly international excellence under 

worldwide famous brand names such as, Kit Kat, Bar-

one, Milkmaid, Maggi, Milkybar, Nestea and Nescafe 

in current years the corporation has also introduced 

goods of daily utilization and use such as NESTLÉ 

Milk, NESTLÉ SLIM Milk, NESTLÉ Dahi and 

NESTLÉ Jeera Raita. NESTLÉ India is a dependable 

association and makes possible initiatives that help to 

improve the quality of life in the communities where it 

operates. NESTLÉ has been a partner in India's growth 

for over a century now and has built a very special 

relationship of trust and assurance with the people of 

India. The Company's activities in India have make 

possible direct and indirect service and provides 

livelihood to about one million people including 

farmers, suppliers of packaging materials, services and 

other goods. 

 

 
 

Fig. 1 Nestle Chocolate Products 

 
II. REASONS FOR RESEARCH 

 

 To know the current requirements of consumers to 

satisfy them. 

 To identify the customers inclination towards 

dissimilar chocolate varieties. 

 To identify the factors distressing the customer 

observation towards Nestle chocolates. 

 It is very possible to behavior the research. 

 

III. OBJECTIVE OF THE STUDY 
 

 To find out the customers inclination towards Nestle 

products. 

 To revise the customer needs on Nestle Products. 

 Analysis of the creation, pricing, accessibility, 

worth, flavor, publicity and covering of Nestle 

chocolates. 

 To observe the relationship between a variety of 

product reliability and other constructs. 

 

Tools Used: For evaluate the obtained data simple 

percentage method was used. 

 

 

IV. SCOPE OF THE STUDY 
 

This was done to find out the customer inclination 

towards Nestle goods and multiplicity of products 

obtainable and no such learn was conduct in Nestle 

goods. So the researcher was concerned in conduct this 

study. The researcher used expediency variety to collect 

the data. This research study is evocative in nature.  

 

The collected details were analyzed, tabulated and 

construed. Various implications of customers were 

shortlisted and provide for civilizing sales. This study 

was performing in Chennai city only and only 200 

respondents were measured to behavior this study. This 

study also tells about the customer taste inclination for 

chocolates and the usual acquire place of their preferred 

brand 

 

V. REVIEW OF LITERATURE 
 

Zachary G. Arens Roland T. Rust ,"The duality of 

decisions and the case for impulsiveness metrics", 

consumer metrics help firms manage their performance 

and expect economic conclusion. While many firms 

focus on consumer fulfillment metrics for this reason, 
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dual-process theories in psychology and neuroscience 

show that consumer decision are based on two 

processes.  

 

These propose that metrics which compute the 

impetuosity of acquire decision might efficiently 

harmonize purchaser fulfillment metrics. In a series of 

experiment we exhibit that approval and spontaneity 

metrics make distinct but strong predictions of 

customer choices. Fulfillment and impulsiveness 

influence choice in different ways. While impetuosity 

relates to choice honestly, the satisfaction-choice path is 

mediated by loyalty intention. Moreover this 

relationship is reasonable by product participation such 

that impulsiveness metrics provide an improved 

calculation for low-involvement than for high-

involvement situations. Finally, fields study of 750 

customers of 101 firms express these relationships at a 

firm level, indicating that satisfaction and 

impulsiveness metrics have equally strong but distinct 

relationships with shareholder value. Therefore firms 

may be able to advantage from complementing 

consumer fulfillment metrics with consumer 

impetuosity metrics. 

 

Daivata Chavan-Patil, "Coloring consumer’s 

psychology using different shades: The role of 

perception of colors by consumers in consumer 

decision making process", Color plays a important role 

in activate emotion in people. The current research 

studied the role of perception of colors in customer 

decision making process. The study focuses on how the 

departmental stores by using dissimilar colors/color 

combination in logo, the brand name, the tagline, and 

the slogan reach to their audience. How are these colors 

interpreted by audiences and do they have a positive or 

negative consequence on decision making? How do 

customers recognize these messages and ultimately 

decide to make purchases into a particular departmental 

store. Data collected from fifty respondents through an 

administered survey by shapeless questionnaire method 

is analyzing both quantitatively and qualitatively. The 

sampling technique used is convenient sampling. The 

data collected is mostly primary in nature. Major 

conclusions of the study were that colors do play an 

important role in triggering emotions of the consumers. 

Consumers relate certain colors to socio economic class 

and accordingly decide to choose their shopping place. 

They were also able to recall departmental store names 

on the basis of color/color combinations. However few 

respondents agreed that color does not play any 

important role in their decision making; it is in fact the 

appearance, music played in the store, services offered 

by the store that help in decision making. 

 

Anna Kuikka, Tommi Laukkanen, "Brand 

loyalty and the role of hedonic value” The objective of 

this paper is to explore the antecedents of brand loyalty 

in the chocolate market. A large sample of 808 effective 

responses was collected through an online questionnaire 

that was posted on the Facebook wall of a Finnish 

confectionery company. A model of four antecedents 

(brand satisfaction, brand equity, brand value, brand 

trust) leading to two aspects of brand loyalty 

(behavioral loyalty, attitudinal loyalty) was constructed. 

The moderating effect of consumers' hedonic value in 

the model was tested. Confirmatory factor analysis was 

used to validate the constructs and multigroup structural 

equation modeling was used to test the hypotheses. 

 

Jan Wollgast considers that Cocoa beans are 

rich in polyphenols in fastidious catechins and 

proanthocyanidins. Though, a sharp decrease in amount 

occurs during fermentation and drying of cocoa beans 

and further retention has been account during roasting. 

Characterization and in exacting quantification of 

polyphenols in chocolate has only been developed 

recently. This work evaluation further on the literature 

on the available method for analysis, quantification, 

separation, sanitization, and arrangement exposition of 

polyphenols in cocoa components and other 

commodities. The categorization and quantification of 

the polyphenol composition is between the first steps to 

be done to assess a supposed involvement of chocolate 

to human health. 

 

A study on consumer’s preference and 

perception towards Patanjali product by S. ANUPRIYA 

terminate that customer fulfillment is derived when he 

compares the concrete performance of the product with 

the presentation he predictable out of the treatment. If 

the professed remuneration turned out to be almost 

same as expected, client is highly fulfilled and that is 

how the company achieves faithfulness of the consumer 

towards the product. 

 

Nandagopal and Chinnaiyan conclude that the 

mode of purchase of product also effecting buying 

pattern and so perception of consumer. 

 

Syeda Quratulain Kazmi (P.A.F Karachi 

institute of Economics And Technology, Karacchi, 

Sindh, Pakistan) Customer perception is basically 

organism which describes an individual’s perceived 

image which he expect from any product or service. 

Observation can be changed or influenced by numerous 

factors behaviour, children who are in their teenage 

prefer food with respect to food nutritious as well as 

three factors plays very important role, home 

environment, school and social gatherings. 
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VI. RESEARCH METHODOLOGY  

 

Analysis: 1 

The below table states that 95% of respondents 

are having the habit of eating chocolates and 5% of 

respondents are not having the habit of eating 

chocolates. It is found that greater parts of respondents 

(95%) are having the Habit of eating chocolates. 

 

 

Habit of eating chocolates No. of Respondents Percentage 

Yes 195 95 

No 05 05 

Total 200 100 

Source: Primary Data                           

Table 1: Habit of Eating Chocolates 

 
 

Fig 2: Chart Showing the Habit of Eating Chocolates

Analysis: 2 

The below table shows that 80% of 

respondents prefer Nestle products and 12% of 

respondents prefer Cadbury products and 2% of 

respondents   prefer Mars products and 2% of 

respondents prefer ITC (Candy man) products other 4% 

of respondents prefer other brands. It is found that 

greater part of respondents (80%) prefer Nestle 

products. 

 

 

 

 

Brand No. of Respondents Percentage 

Nestle  126  80 

Cadbury 27 12 
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Mars 12 2 

ITC (Candy man) 14 2 

Others 21 4 

Total 200 100 

Source: Primary Data 
Table: 2 Brand Preferences for Chocolates 

 

 

  
Fig.3 Brand Preference for Chocolates

  
 

Analysis: 3 

The below table shows that 15% of 

respondents prefer Milk Chocolates filling in chocolates 

and 50% of respondents prefer fruits & Nuts filling in 

chocolates and 10% of respondents prefer caramel  

 

filling. 9% of respondents prefer wafers filling and 12% 

of respondents prefer crisps filling and 4% of 

respondents prefer various other filling in chocolates. It 

is found that greater part of respondents (50%) prefer 

Fruits & Nuts filling in chocolates. 

 

 

 

 

Filling in Chocolates No. of Respondents Percentage 

Milk Chocolates 40 15 

Fruits &Nuts 70 50 

Crisps 35 12 

Caramel 28 10 
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Wafers 17 09 

Others 10 04 

Total 200 100 

 
Source: Primary Data 

Table: 3 Preference of Filling in Chocolates 

 

 

 

Fig.4 Preference of Filling in Chocolates

Analysis: 4 

The table shows that 40% of respondents 

prefer Nestle Kit kat, 30% of respondents prefer Nestle 

Milkybar, 60% of respondents prefer Nestle Munch, 

30% of respondents prefer Nestle Milk Chocolates, 

15% of respondents prefer Nestle Bar- 

 

One, 8% of respondents prefer Nestle Chocolate 

Eclairs, 12% of respondents prefer Nestle Alpino, 6% 

of respondents prefer Nestle Classic, and 14% of 

respondents prefer Polo. It is found that greater part of 

respondents (60%) like Nestle Munch. 

 

Products No. of Respondents Percentage 

Nestle Kitkat 60 40 

Nestle Milkybar 

 

55 30 

Nestle Munch 

 

75 60 

Nestle Milk Chocolate 

 

50 30 

Nestle Bar-One 

 

33 15 
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Nestle Chocolate Eclairs 

 

17 08 

Nestle Alpino 

 

20 12 

Nestle Classic 11 06 

Polo 

 

25 14 

Total 346 215 

Source: Primary Data
Table: 4 Varieties of Chocolates in Nestle 

 
 

Fig.5 Varieties of Products in Nestle 

 
Findings 

 Greater part of the respondents is having good 

trust on Nestle products. 

 Greater part of the respondents like Nestle brand 

chocolates. 

 Majority of the respondents prefer Nestle Munch 

among chocolates. 

 Majority of the respondents like Fruit & Nuts 

filling in chocolates. 

 Majority of respondents likes to eat chocolates 

once in a week. 

 

Suggestions 

 Variety of savors can be introduced. 

 All varieties must be available in all areas. 

 Amount must be enlarged to identical the costs. 

 Many other shaped chocolate can be introduced. 

 

VII. CONCLUSION 
 

This is focused on customer’s inclination 

towards products. From study, it found out that greater 

part of customers choose Nestle chocolates. And 

conclusion from this study is that if process is lowered, 

then the Nestle Company can magnetize more 

customers and amplify their  market shares and also to 

provide more and more assortment flavors according to 

consumer preference in chocolates and to give little 

much significance to other products as Beverages, 

Breakfast cereals, milk products and nutrition etc. If 

these changes are made, then all products of Nestle will 

gain more product trust worthiness, consumers to boost 

their markets. 
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