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Abstract  

Agarbathies one of the giants in the Incense 

Stick (Agarbathi) industry around the world. This 

organization is famous for its wide range of 

Agarbathies and its different sub-brands flavours. 

This study gives insight in to the knowledge of 

customers and individuals belonging to particular 

city i.e. Vellore. The study does not include 

companies, other agents, workers etc., the focus of 

the study is the attributes that closely influence the 

customer awareness, the products preference, 

outcomes/ action towards the pricing, quality, 

fragrance (smell/ aroma), packaging and their 

availability to the overall satisfaction. The 

individuals using it, along with consumer 

awareness on the product, its celebrity endorsement 

and their support to the brand. The study conducted 

helps in analysis and understanding of individual’s 

purpose of use, the purchase quantity, their most 

like flavour and much more which reveals their 

usage/ consumption patterns. Followed by their 

influence to this particular brand i.e. the source/ 

reference, their experience and willingness to share 

their experience with others, and also the various 

actions from manufacturer of the product to service 

provider in store to support and help to customer 

influencing their satisfaction level. The Research is 

purely based on the viewpoints and feelings of 

respondents expressed through the response 

collected through questionnaires belonging to 

Vellore. 

Keywords  
Awareness, Brand affection, Brand loyalty, 

Customer Relation. Customer satisfaction,  

Purchasing behaviour. 

I. INTRODUCTION 

In India, the process of incense making has been a 

rich tradition since ages. Indian incenses possess 

unique fragrances which are rare and are not found 

anywhere else in the world. Agarbathi refers to the 

solid incense sticks that are made around a bamboo 

stick and the other forms of incenses are dhoopbatti 

which are available in log or cone shapes.  

Vedas provide the oldest source of incenses, 

mainly the Rigveda and the Atharvaveda. Burning of 

incenses was practiced for medicinal purposes or to 

offer soothing and pleasant aromas. Ayurveda’s first 

phase used incenses for medicinal purposes mainly 

for healing. The monks were involved in fabricating 

of these incenses. Early Hinduism also used these as 

healing tools. Incense making was introduced to 

China by the Buddhists monks of India. 

The Indian incense can be categorized into two 

types which include charcoal and masala. Liquid 

scents are present in charcoal whereas the dry 

ingredients are used to make masala. The masala 

incenses are created by making a paste of the solid 

scented ingredients which is then rolled on the cored 

stick of bamboo. The three types of masala incenses 

include dhoop, champas and durbars. An unscented 

stick is dipped in a mixture of essential oils or 

perfumes to make the charcoal incenses. A resin is 

present which binds the ingredients together with the 

stick. 

USES & POPULARITY ACROSS THE COUNTRY 

Indian Incenses are used to – 

a.Create a spiritual atmosphere 

b.Offer a sacrificial prayer 

c.Change the mood 

d.Remedies for health purposes 

In India, incense sticks are hand rolled with 

optimum quality ingredients. India is rich in natural 

resources and therefore a wide variety of incense 

fragrances are produced in India. All over the world 

incenses of India are famous because of its wide 

gamut of ingredients and flavors used in the incenses 

and also for the consistency of aroma released from 

these incenses. The most popular Indian incense 

which has great demand in other parts of the world is 

sandalwood.  

II. REVIEW OF LITERATURE 

P. Abinaya, S. Kanimozhi and A. K. 

Subramani (June, 2015), According to the study of 

customer satisfaction towards Aachi chicken masala 

over Avadi region, the authors define customer 

satisfaction as the number of customer whose 

identified experience with the products exceeding 

the specified satisfaction goals [1]. To analysis this 

research the opinions and suggestion of consumer 

are absorbed, understanding the purchasing pattern, 

analyzing different attributes of the product. The 

research was restricted to the particular region which 

can only give the insight over it, applying these 

outcomes over other wouldn't result in expected or 

profit findings. The component for the studying 

method was descriptive which buys in the data from 

the participants of the survey process with limited 

respondents. To process the research of knowing 

about customer satisfaction from the values of 

demographical variables less impact on the factors of 

customer’s satisfaction and attributable functions 

like taste, flavours, branding and packaging and 
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previous experience are satisfied with the products. 

S. D. Nidhyananth and B. Vigneshwaran [2] in 

their study on customer satisfaction towards 

Britannia biscuits in Madurai City, the author tries to 

identify awareness of brand among public and 

consumers potential/ capacity to buy these products. 

In his attempt to analysis the satisfaction of people to 

their research they collect information from the 

respondents in required factors of outcome; Product 

and its quality are the prior terms to understand 

about their personal satisfaction. The research 

practice was being carried out on limited respondents 

which would give the average or the sample to 

determine better then time-consuming and costly 

concept. In the process the authors come across 

various determinants based on the respondent’s 

Demographical factors such as age, and their 

location or purchase point. According to the final 

outcome the researchers conclude that product and 

quality need to be considered for the customer to be 

satisfied. 

In this research on customer satisfaction towards 

Bovonto with respect to region of Poonamallee, the 

research defines that customer satisfaction in directly 

depends on the products produced and other of its 

variables which are taste, availability, advertising/ 

branding, and quality, also competition goals to fulfil 

the needs of them. The research core which 

identified that the factors of products are the 

influential behind satisfaction of respondents. This 

research is being carried out on area of Poonamallee 

of Chennai, followed limited survey collection and 

convenience technique. The outcomes from the study 

mentions the satisfaction/ or the overall performance 

of the product are not good to satisfy the customer 

i.e. Customer were not satisfied towards the chosen 

factors such that the product feature is important to 

fulfil a customer [3]. To customer satisfaction also 

needs to consider the main factor of competition, to 

be satisfactory product, the product needs to better 

than others in market. 

According to Customer satisfaction towards coca-

cola company of Chennai, the satisfaction of 

customer is based on the brand/ product awareness, 

acceptance of it and the products attribute affects the 

satisfaction of the consumer [4]. The study works to 

find out the customer preference, opinion on the 

product and the effects of demographical variable in 

the context of satisfaction. The research restricted 

within numbers and measured to have effective 

results in Chennai around the company environment 

(Avadi), few unit of population representing a large. 

The researcher analyzed that the backbone for 

satisfaction is the respondents or customer loyalty is 

much important such that a loyal customer is 

achieved when and only the product and brand meet 

quality and other demographical not having much 

towards satisfaction but for the products demography 

determine their target audience. 

The research defines customer satisfaction as 

satisfying the needs and desires of the customers and 

it is the tool which leads to customer loyalty, which 

increases sales and repeated purchases. The study 

finds to explore the factors which are important for 

purchase decision making and their acceptance level 

[5]. The research had been over particular number of 

respondents and region. The process analysis 

measured that various mode of advertising as helped 

in improving the loyalty of the respondents and the 

product attributes/ content as effects on satisfaction 

level, thus the finding comes quality of products 

creates trust which satisfies and improve loyalty over 

it. Finally, can conclude that brand name, colour, 

taste and packaging of these products directly 

influence customer buying behaviour and bring 

about customer satisfaction. 

The problem of not satisfied customer would lead 

to brand switch and creates difficult situation to 

bring customers back. This research is taken to 

acknowledge the opinion and factors affecting the 

purchasing pattern and products attribute which 

process the motive for the values and findings. The 

study is to learn that who, what, when, where and 

how about it and problem is simple or complex 

regarding to size, form or existence over the limited 

number of respondents and collect data for further 

interpretation [6]. With the variety and range of 

products the problem is arising due to lack of brand 

awareness over the region, the overall indicates that 

attributes such as taste, quality, pricing are the 

factors satisfying a customer.  

The knowledge seeking feedback on customer 

satisfaction is evaluated on the quality the offer to 

the customer consuming using it. And the service 

performance is valued on basis of the feedback and 

how they are satisfied with current usage, such that a 

dissatisfied customer usually complains. The 

objective of this research is to investigate both 

analytically and empirically behavioural 

consequence of satisfaction [7]. The data used to 

analyze this is secondary data which was assumed 

from previously carried out work in it which had 

main concentration over repurchase intentions, their 

expectation and also reputations of the product. And 

seeking the better future performance of the firm/ 

company where they should in position to retain 

current customer which is least costly compared to 

bringing in new customer. 

Assessing the effect of quality, value and 

customer satisfaction on consumer behavioural 

intentions in service environments, the author states 

that service quality, service value and satisfaction 

issue have dominated the service industries and its 

market. The study is presented in additional sections, 

conceptual model used to analysis both the 

convergent and divergent theory that underlies the 

model is presented, several competing models 

quality, satisfaction, value and integrated model. The 
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objective has been to develop an improved 

understanding of not only the constructs themselves, 

but also how these relate to each other and 

subsequently drive purchase behaviour [8]. Data 

collection procedures were managed that surveys 

were gathered in numerous locations in the area and 

the interviews were given demographic guidelines to 

follow and response were collected on their purchase 

period basis. Potential measures include the physical 

or tangible quality of service products, the quality of 

the service environment, the complexities of how 

service quality influences customer service 

behaviour.  

A meta-analysis of the empirical evidence, the 

author states as the business slogans are similar to 

customer satisfaction are representing the customer-

oriented business practices across a multitude of 

companies operating in diverse industries [9]. This 

on having satisfied customers further serves to 

accentuate the potential value resulting from an 

empirical synthesis of the documented findings on 

the consequence of customer satisfaction. Research 

on customer satisfaction has predominantly on 

modelling the effects of buyer level of satisfaction 

which is expectation and disconfirmation of 

expectations, performance, affect and equity. 

Research methods followed series of step in 

collecting/ gathering of information i.e. the 

descriptive analysis. The collective strives to know 

why customers come away from shopping 

experiences satisfied or dissatisfied and what the 

resulting satisfaction levels mean for effective 

business practice and the long run success of the 

enterprise.     

Customer satisfaction and word of mouth is to 

understand the gap between satisfied and dissatisfied 

customer engagement over word of mouth, there is 

positive relationship between customer satisfaction 

and the word of mouth though there shall be 

possibilities of negative or inverse relationship [10]. 

The author here studies the way to develop a better 

understanding the connection between customer 

satisfaction and word of mouth. Word of mouth is 

recognized as informal communication pattern of 

any two or more parties this would have it effects on 

the receiver end on various factors such that satisfied 

customer encourage the other over it and vice-verse. 

But in both the cases there is possibility for the 

conversation not happening which depends on 

individual. The author identifies an extremely 

dissatisfied customer engage in greater word of 

mouth than highly satisfied customer. 

The relationships of customer satisfaction, 

customer loyalty, and profitability that the purpose is 

to illustrate the relationship of profitability to 

intermediate, customer-related outcomes that 

managers can influence directly. Its findings support 

the theory that customer satisfaction is related to 

customer loyalty, which in turn is related to 

profitability. While this theory has been advocated 

for service firms as a class, this paper presents an 

empirical analysis of one retail bank, limiting the 

findings’ generalizability [11]. The service profit 

chain explains that customer satisfaction, customer 

loyalty and profitability are interconnected and 

continuous process. The results encourage the 

inference of relationships between customer 

satisfaction and customer retention, and between 

customer retention and profitability. As the author 

suggests firms begin to measure both customer 

satisfaction and customer loyalty more completely, 

specific actions can be recommended that will 

optimize managers’ investment in improved service. 

The relationship between service quality and 

customer satisfaction in the formation of consumers 

purchase intentions the purpose is to investigate the 

nature of the relationship between service quality 

perceptions and customer satisfaction judgement in 

the formation of consumers Purchase intentions [12]. 

The research contributes to conceptualizing 

satisfaction and service quality act jointly to impact 

purchase i.e. highest level of purchase intentions 

appear both required to be high where the interaction 

between several aspects that conceives the 

perceptions as its efforts in expectation and their 

intentions. 

The effect of students perceived quality and 

perceived price on student satisfaction’ the author 

states perceived that service quality is important 

concept on quality management area. Numerous 

researchers have investigated the relationship 

between perceived service quality and customer 

satisfaction and they concluded that perceived 

service quality affected customer satisfaction. 

Furthermore, at services context, perceived service 

quality has more influence over customer 

satisfaction compared to perceived price [13]. The 

research focus on respondents’ satisfaction which 

examines the impact of perceived quality, price on 

their satisfaction. The author suggests in order 

maximizing the satisfaction, the behavioural, quality 

system and benchmarking would continue to 

improve its quality and the customer satisfaction. 

Customer satisfaction is a mediating and dominating 

factor for the brand preference [14]. The 

demographic features of consumers, impact of 

variables and analysis on brand preferences and the 

data gathered were from the Chennai for further with 

questionnaire survey methods. The researcher study 

reveals the competition brand need to improve and 

enhances to withstand the market share; a satisfied 

customer is loyal towards brand and prefers it again 

for themselves as well as to others. 

  According to study on customer satisfaction and 

loyalty in online and offline environments which 

states that whereas the levels of customer satisfaction 

for a service chosen online is the same as when it is 

chosen offline, loyalty to the service provider is 
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higher when the service is chosen online than offline. 

In addition, the relationship between overall 

satisfaction and loyalty is stronger online than offline 

and there is a positive reciprocal relationship 

between loyalty and satisfaction online, also focus 

directly on loyalty-building initiatives, such as 

encouraging repeat purchases by providing well-

designed online links to products and services [15]. 

The author also states customer to link to choose-

relevant information and help personalize the 

information using features such as access to account 

information, recording of preferences, bookmarks, 

etc [16]. Loyalty reinforces satisfaction, which 

builds loyalty. Attempts to build behavioural loyalty 

(e.g., reward programs) should be supplemented with 

programs to build attitudinal loyalty. 

III. RESEARCH PROBLEM 

Agarbathies (incense sticks) form part and parcel 

of the traditional religious practice followed by 

various people for prayer offerings in temple and 

other places. In modern days, perfumed sticks are 

also used in houses and other places as air 

fresheners/ mosquito repellents. The demand for 

Agarbathies is increasing both in domestic and 

export markets because of the improvement in 

quality and increase in the type of products. India is 

the largest  

The main purpose of the study is to know about 

the current level satisfaction of customer using 

Agarbathies and to identify the influential factors 

affecting the derived level of satisfaction. Also, to 

concentrate on products attributes which the 

customer expects, as known expectation helps in 

defining satisfaction of the individual. 

IV. NEED FOR THE STUDY 

Agarbathi which is most unique product used 

widely in India, irrespective of age, sex, caste, and 

income of individuals. It is one of the FMCG 

products in India such that competition is heavy in 

this segment of industry. To survive among the other 

corporate and local manufacturer, Agarbathi must 

satisfy the customer to gain loyalty which results in 

purchase repetition and sale volume increases such 

that customer doesn’t switch between brands. In 

order to understand the customer satisfaction level, 

one needs to know about the requirements, opinions 

on the product and current level of satisfaction. The 

study is carried to know the customer satisfaction 

level of Agarbathi in Vellore. 

V. OBJECTIVES OF THE STUDY 

1. To study the consumer profile of Agarbathies 

brand. 

2. To assess the relationship between fragrance and 

quality. 

3. To examine the relationship between availability 

and customer satisfaction. 

4. To find most influential factor on customer 

satisfaction. 

VI. SCOPE OF THE STUDY 

The present study is confined to the analysis of 

market learning of customer expectation and its 

effect on measuring the satisfaction of individuals 

with emphasis to effects by product attributes and 

buyers perceived values with respect to particular 

reference to Agarbathies. The study gives the brief 

description on attributes (i.e. price, quality, 

fragrance, packaging and availability) and other 

variables identifying customers buying behaviour. 

In this endeavour the research has conducted 

survey of Agarbathies on basis by administering as 

structured questionnaire with individuals in and 

around Vellore. 

VII. RESEARCH METHODOLOGY 

A. Research Type 

Descriptive Research, this study is followed to depict 

the participants to have an accurate data. 

 

Table 1: Research description/ schema 
Research type Descriptive Research 

Population size 197 

Sampling type Non-probability, Purposive 

sampling 

Data type  Ordinal, Nominal and Interval 

Data collection 

techniques 

Structured questionnaire survey 

Data Interpretation 

tools 

Microsoft Excel and SPSS 21.0 

 

B. Population Sizes, Sampling Type, and Size & 

Techniques:  

230 samples were collected of which 33 samples 

were disregarded due to incomplete data.Non-

probability purposive sampling method has been 

collected from respondents using Agarbathi. Data 

was collected in and around Vellore city; the 

respondents were customers of Agarbathies. 

C. Data Types, Data Collection Techniques 

Ordinal and nominal data were collected for 

classification and target questions. Interval data was 

collected using scaled items for Independent and 

Dependent variables. Structured questionnaire 

survey was used to collect data from the respondents.  

D. Proposed Statistical Analysis 

Microsoft Excel and SPSS 21.0 were used for 

analysis and interpretation. Descriptive statistic, 

frequency analysis, correlation and regression were 

used for analysis. 

VIII. LIMITATIONS OF THE STUDY 

i. The study was limited to Vellore, so its 

applicability to other district, state etc., might not 

be the same levels of customer satisfaction. 

ii. Individuals response was declined if, their 

practice over the use agarbathi is not related to 

Agarbathies. 

iii. Respondents may have given wrong choice and 

option may not been accurate as they think. 

Respondent bias is present in the study as it does 
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in any other study. Even with meticulous care, it 

is natural for our study to have respondent bias. 

iv. Survey collection process was time taking per 

response and some respondents have shown 

regret to answer more questions and their time 

involvement. 

v. The collection techniques were scheduled 

interviewing which took almost each respondent 

more time to complete the respondent as 

language barrier had existed. 

vi. The study was undertaken at selected spots which 

didn't cover overall city. 

vii. The primary data collection process involved 

over time cost compared to expected time and 

monetary cost was been involved so few part of 

the process was restricted. 

Table 2: Data analysis and interpretation gender 
Particulars No of respondents Percentage (%) 

Male 102 51.8 

Female 95 48.2 

Total 197 100.0 

 

A. Analysis  

The given Table 2 indicates the percentage/ share 

of male and female contributed to the survey. In 

which Male indicate Percentage i.e. 51.8% (102 out 

of 197) and Female indicate percentage i.e. 48.2% 

(95 out of 197). 

Table 3: Different age group of people who 

participated in the survey. 

 
Particulars No of 

respondents 
Percentage 
(%) 

18 to 24 19 9.6 

25 to 29 25 12.7 

30 to 36 53 26.9 

37 to 44 48 24.4 

45 to 54 29 14.7 

55 and above 23 11.7 

Total 197 100.0 

Analysis: The Table 3 indicates the share of 

different age group of people who participated in the 

survey. In which 18 to 24 indicate percentage i.e. 9.6 

(19 out of 197), 25 to 29 indicate percentage i.e. 12.7 

(25 out of 197), 30 to 36 indicate percentage i.e. 26.9 

(53 out of 197), 37 to 44 indicate percentage i.e. 24.4 

(48 out of 197), 45 to 54 indicate percentage i.e. 14.7 

(29 out of 197) and 55 and above indicate percentage 

i.e. 11.7 (23 out of 197). 

Table 4: Different age group of people who 

participated in the survey based on occupation 

 
Particulars No of 

respondent
s 

Percentage (%) 

Business/ entrepreneur 23 11.7 

Government employee 18 9.1 

Private employee 76 38.6 

Retired 4 2.0 

Farmer/ Agriculture 

related activity 

11 5.6 

Housewife 46 23.4 

Student 11 5.6 

Others 8 4.1 

Total 197 100.0 

 

The given figure (Table 4) indicates different 

type of occupation which the participants are. In 

which  Business/ entrepreneur indicate percentage 

i.e. 11.7 (23 out of 197), Government employee 

indicate percentage i.e. 9.1 (18 out of 197), Private 

employee indicate percentage i.e. 38.6 (76 out of 

197), Retired indicate percentage i.e. 2.0 (4 out of 

197), Farmer/ Agriculture related activity indicate 

percentage i.e. 5.6 (11 out of 197), Housewife 

indicate percentage i.e. 23.4 (46 out of 197), Student 

indicate percentage i.e. 5.6 (11 out of 197) and 

Others indicate percentage i.e. 4.1 (8 out 197). 

Table 5: Different age group of people who 

participated in the survey based on income 
Particulars No of 

respondents 
Percentage (%) 

below 15,000 18 9.1 

15,000 – 25,000 24 12.2 

25,001 – 30,000 16 8.1 

30,001 – 40,000 23 11.7 

40,001- 50,000 27 13.7 

above 50,000 31 15.7 

None 58 29.4 

Total 197 100 

 

Analysis: The Table 5 indicates the different 

classification of salary per month which the survey 

participants earn. In which below 15,000 indicate 

percentage i.e. 9.1% (18 out of 197), 15,000 – 

25,000 indicate percentage i.e. 12.2% (24 out of 

197), 25,001 – 30,000 indicate percentage i.e. 8.1 

%(16 out of 197), 30,001 – 40,000 indicate 

percentage i.e. 11.7% (23 out of 197), 40,001- 

50,000 indicate percentage i.e. 13.7% (27 out of 

197), above 50,000 indicate percentage i.e. 15.7% 

(31 out of 197) and None indicate percentage i.e. 

29.4 (58 out of 197). 

 

Table 6: The purpose for usage of agarbathi 
What is the purpose for usage of agarbathi? 

 Particulars No of 
respondents 

Percentage (%) 

Religious purpose 46 23.4 

Fragrance 35 17.8 

Part of pooja 114 57.9 

Other purpose 2 1.0 

Total 197 100.0 

 

Analysis: The Table 6 represents the different 

purpose of agarbathi used by the participant of the 

survey, of which 23.4% of individuals use it for 

religious purpose, 17.8% of individuals use it as 

purpose for fragrance whereas 57.9% of the people 
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use it for part of pooja and 1% of people use for 

other purpose. 

Interpretation: Most of the participants 

answered that their major purpose of use of agarbathi 

is to carry their pooja practice which they do by 

themselves while other purpose has least with 

considerable usage share usage among religious and 

fragrance purposes.  

 

Table 7: How often do you use agarbathi- interval 
Particulars No of respondents Percentage (%) 

Regularly 131 66.5 

Sometimes 54 27.4 

Rarely 12 6.1 

Total 197 100.0 

 

Analysis: From the data Table 7 represented the 

participants of the survey have revealed their 

knowledge over their timely usage of agarbathi 

which presents that 66.5% of individuals use them 

regularly, 27.4% of individuals use them sometimes 

and 6.1% of the individuals use them rarely. 

Interpretation: From the analysis, the major part 

of individuals tends to use agarbathi on their regular 

basis, such that the interval gap lies on day to day, 

whereas sometimes refers to weekly once or twice 

use and rarely is more than weeks, months. 

Table 7: Size of packets of agarbathi buy 

regularly  
 Particulars No of 

respondents 
Percentage (%) 

Small Size 61 31 

Medium size 92 46.7 

Large size 44 22.3 

Total 197 100 

 

Analysis: From the data the size of agarbathi 

packets individuals tend to purchase are categorized 

as small size which is purchased by 31% of the 

respondents, medium size which is purchased by 

46.7% and finally large size which is purchased by 

22.3% of the respondents. 

Interpretation: Considering the data analysis the 

distribution in the size of packets tends to share 

around the merely closer division in the purchase by 

individuals, and where the medium size packet is 

majority consuming followed by small and large size 

packets respectively. 

 

Table 8: Purchase-point analysis 
 Particulars No of respondents Percentage (%) 

Dealer point 6 3 

Retail store 101 51.3 

Supermarket 66 33.5 

Sacred place 
outlet 

18 9.1 

E-commerce 

site 

0 0 

Other place 6 3 

Total 197 100 

 

Analysis: The give data (Table 8) represents the 

agarbathi buying region of the participants of the 

survey where 3.0% of them are able to buy at the 

dealer point, 51.3% of them are able to buy them at 

retail store, while 33.5% are buying them from 

supermarket, sacred place around 9.1% of them and 

other outlet by 3% of individuals.  

Interpretation: The data refer to participant’s 

purchase their agarbathies majority are from retail 

outlets and supermarkets, whereas the dealer point, 

sacred place outlet is making minimum contribution 

to sale happening and to consider people don’t 

purchase from any of the online shopping sites. 

 

Table 9: Quantity analysis in a month 
 Particulars No of respondents Percentage (%) 

1 pack 15 7.6 

2 packs 81 41.1 

3 packs 51 25.9 

4 and above 50 25.4 

Total 197 100.0 

 

Analysis: From the above data (Table 9), the 

classification of choice of packets which the 

individuals purchase per month are in quantity of 1 

pack which share 7.6%, 2 packs which shares 41.1%, 

3 packs which share 25.9% and 4and above packs 

which shares 25.4% by the respondents. 

Interpretation: Referring to the reported data it 

shows that 2 packs per month purchase by 

individuals are more where 3 packs and 4 & above 

packs share almost equal share values whereas the 

1pack purchase is the least most in the quantity of 

pack purchased during a course of a month.  

 

Table 10: Spend analysis in a month for 

agarbathi 

 
 Particulars No of 

respondents 

Percentage (%) 

25 to 50 50 25.4 

51 to 100  88 44.7 

101 to 200 34 17.3 

200 above 25 12.7 

Total 197 100 

 

Analysis: The reported data  (Table 10) states 

that individuals spending for agarbathi for a month 

are classified from 25 to 50 which is of 25.4 %, 51 to 

100 which is of 44.7%, 101 to 200 which is 17.3% 

and finally 200 above which is of 12.7%. 

 

Interpretation: The majority individuals spend 

from 51 to 100 which is populated by 88 people 

followed by 25 to 50 which is of 50 and the least 

spending are at 101 to 200 and 200 above which 

together shares 59 of the individuals only. Such that 
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on an average people would considerably invest till 

100 for consumption of agarbathi. 

 

Table 11: Place analysis in a month for agarbathi 

 
 Particulars No of respondents Percentage (%) 

Home 138 70.1 

Office 24 12.2 

Sacred Place 33 16.8 

Other Place 2 1.0 

Total 197 100.0 

 

Analysis: The data of Table 11, represents the 

usage place of agarbathi by individuals which are 

classified into three major places known for its use 

with a choice of other place, where home shares 

70.1%, office sharing 12.2%, sacred place sharing 

16.8% and other places sharing 1%. 

 

Interpretation: The analysed data reveals that 

agarbathi are majorly consumed at homes by the 

individuals which by alone as sum of 138 whereas 

office and sacred place shares a whole sum of 57 and 

other place option is being opted by only 2 of 

individuals in the survey. 

 

 

 

Table 12: Purchase analysis in a month for 

agarbathi 
Particulars No of 

respondents 

Percentage (%) 

Acceptable 

pricing 

10 5.1 

Good quality  25 12.7 

Nice aroma 147 74.6 

Good packaging 0 0 

 

Analysis: The data from Table 12, reports the 

expectation attribute of an agarbathi by the 

individuals would like to purchase are if the 

agarbathi as an acceptable pricing is 5.1%, is good 

quality then its 12.7%, having nice aroma is about 

74.6% and easy availability is about 7.6% and 

whereas having good packaging haven’t been opted 

by the individuals. 

Interpretation: The data analysed tells that the 

expectation of majority individuals is to buy an 

agarbathi which does have a good smell/ aroma 

which is solidly opted by 75% of the respondents 

whereas good quality is being followed with 25 

individuals would buy for it and the sum of 

acceptable pricing and easy availability share 25 

individuals, such that no individual as being opted 

for good packaging of agarbathi. 

 

Table 13: Flavour analysis of agarbathi 

 
 Particulars No of respondents Percentage (%) 

Rose 23 11.7 

Lavender 33 16.8 

Jasmine 49 24.9 

Fancy 29 14.7 

Sandal 40 20.3 

Others 23 11.7 

Total 197 100 

  

In Table 13, the sum of acceptable pricing and 

easy availability share 25 individuals, such that no 

individual as being opted for good packaging of 

agarbathi. 

Analysis: From the table which reports the 

different flavour of choice by the respondents they 

do like the most and expects from an agarbathi are 

rose which accounts for 11.7%, lavender which 

accounts for 16.8%, jasmine which shares a response 

of 24.9%, fancy which shares a response of 14.7%, 

sandal which shares a response of 20.3% and as for 

others it accounts for 11.7%. 

Interpretation: From the reports analysed the 

overall sharing percentage among each particular 

fragrance doesn’t vary by much difference, in which 

jasmine is most opted followed by the sandal flavour 

and different flavours mentioned by the respondents. 

The correlation is done for the variables of Price, 

Quality, Fragrance, and Packaging and Easy 

availability along with (customer satisfaction). The 

correlation is classified into 2 categories i.e. -1 to 0 

which is negative correlation and 0 to +1 which is 

positive correlation. And 0 to 0.4 is considered to be 

weak correlation, 0.4 to 0.7 which is considered to 

be moderate correlation and 0.7 to 1.0 is considered 

as strong correlation. 

Hypothesis: 

H0: There is no significant relationship 

between fragrance and quality. 

H1: There is a significant relationship between 

fragrance and quality. 

The significant value for fragrance and quality is 

at 99% significant level. Thus, the alternative 

hypothesis is accepted. 

H0: There is no significant relationship 

between availability and customer satisfaction. 

H2: There is a significant relationship between 

availability and customer satisfaction. 

 

The significant value for availability and 

customer satisfaction is at 99% significant level. 

Thus, the alternative hypothesis is accepted. 

Interpretation: The Table reported that there is 

no negative correlation; hence the data variables are 

accepted to be useful and identify its relationship and 

effect on other corresponding variables. From the 

data Positive weak correlations are none, positive 

moderate correlation are price& quality, price&  
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fragrance, price& packaging, price& availability and 

price& customer satisfaction and positive strong 

correlation are quality& fragrance, quality& 

packaging, quality& availability, fragrance& 

packaging, fragrance& availability, fragrance& 

customer satisfaction, packaging& availability, 

Packaging& customer satisfaction, availability& 

customer satisfaction, price& price, quality& quality, 

fragrance& fragrance, packaging& packaging, 

availability& availability and customer satisfaction& 

customer satisfaction. In it fragrance& quality are 

the variables which have high impact on their 

relationship which is reported at 0.831. 

  

Table 14: Regression analysis 
Model Un-

standardized 

Coeff 

Standardize

d Coef 

t β σ 

B Std. Error   

Constant 7.2 1 1  7 0 

Price 0.9 0.2 .2 3.

7 

0 

Quality 1.2 0.5 .2 2.
3 

.0
2 

Fragrance 1.7 0.4 .3 4 0 

Packaging 1 0.4 .1 2.

3 

.0

3 

Availabilit

y 

1.7 0.4 .3 4.

1 

0 

 

Analysis: The regression analysis (Table 14) is 

carried on independent variables i.e. price, quality, 

fragrance, packaging and availability with dependent 

variable being customer satisfaction. The significant 

value is to less than 0.05 to be qualified/ accepted for 

every variable and hence there would a positive 

influence on independent variables. 

Interpretation: The independent variables 

(price, quality, fragrance, packaging and availability 

were positive and the t-test for all independent 

variables were less than the alpha value (0.05)) 

simultaneously affected the dependent variables 

(customer satisfaction). Hence, the regression model 

is useful in predicting overall customer satisfaction. 

This shows that there is significant positive influence 

of price, quality, fragrance, packaging and 

availability on overall customer satisfaction. The 

fragrance, availability and price report a significant 

at 99% significant level, while quality has significant 

value of 0.0024 and Packaging has significant value 

of 0.025. Availability as the highest T-statistic value 

of 4.063, this emerges as the most influential 

variable of customer satisfaction. Fragrance with the 

t-statistic value of 4.004 impacts the customer 

satisfaction. Price with the t-statistic value of 3.714 

emerges as one of the influential factor of customer 

satisfaction. Quality and packaging with the t-

statistic value of 2.279 and 2.263 respectively as the 

least impact on customer satisfaction.  

IX. FINDINGS 

A. The major purpose for use of agarbathi was for 

carrying out individual’s prayer offering at their 

residence which is commonly practiced on regular 

basis. 

B. The individuals were mostly using the 

agarbathies for regular purpose and to be more 

specifically it was day to day usage and all the 55 

and above individuals use agarbathi daily. 

C. The purchases of agarbathies are majority made 

in retail store followed by supermarket with few 

making their purchase at Sacred outlet which was 

mainly for use as offering in Sacred place. 

D. The medium size was reported to be most 

purchased packet size in agarbathi followed by small 

and then, by large size. The regular usage was the 

reason for people to buy medium size and why not 

large is so they can store it easily. 

E. It is identified that two packets of agarbathies are 

purchased around 40% and both 3 packets and 4 & 

above packets share similar percentage of 25% and 

these consumptions are made during a month by 

individuals. 

F. Most people spend an average amount of Rs51 to 

Rs100 which depends on different number of packets 

purchase and also its size which is being issued by 

them and the next is Rs25 to Rs50, where Rs101 to 

Rs200 and Rs200 above share similar weightage of 

percentage. 

G. The Fragrance is the key component in 

individuals while looking for agarbathi and it does 

have a major impact in influencing/ changing a mind 

of customer during purchase too. And then there is 

no flavor showing a vast difference among others, 

where they all share similar weightage and likings 

changes from one to another. 

H. It is being learned that almost over 90% of 

people recognize the brand ambassador Mr. Amitabh 

Bachchan, and he would have also been influence for 

selection of Agarbathies brand with individuals 

sourcing from television ads. 

I. Around 80% of individuals use Agarbathi brand 

over 10 and above years which would contribute to 

its individual’s loyalty and customer base for it, 

which induces over 80% family members (especially 

elder member) and other individuals to suggest other 

individuals with the brand. 

J. The customer satisfaction was rated and reviewed 

with difference aspects from purchase, service to 

suggestion, experience to others. The key for looking 

in agarbathi was based on attributes which are price, 

quality, fragrance, package and availability.  

K. The attributes having a positive relationship with 

the customer satisfaction and fragrance as well as 

availability remained to show a high impact over the 

influence of individuals. 

L. The attribute factor of fragrance, packaging, 

availability and customer satisfaction showed strong 

relationship with the quality. Availability and 
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customer satisfaction reported a high bonding with 

fragrance. Packaging and customer satisfaction 

depicted strong relationship with availability.  

X. SUGGESTIONS 

A. Fragrance and quality of agarbathi being the 

reason behind high impact of customer satisfaction, 

the Agarbathies should maintain the same 

standards, if possible its recommended to improve 

the quality such that finish and looks of agarbathi 

and with effective performance effect of fragrance 

before and after burning. 

B. Another influential attribute contributing to 

performance of Agarbathi is availability of their 

products over various outlets from small retail store 

to supermarkets are important as FMCG products 

have various choice and alternative, it is must to 

have a well distributor chain. And Agarbathi as their 

own chain making sure availability of their products.  

C. The other attributes i.e. price, package and 

availability also should be concentrated enhancing 

the product to improve and increase the level of 

satisfaction in minds of customer such that the price 

being felt fair among individuals, evolution in the 

package setup from the current packet and making 

sure the availability of the products all over. 

D. The agarbathi industry mostly projects itself in 

advertisement relating to spirituality and religious, 

the marketing strategies as Air- Freshener purpose 

and bringing new variety as mosquito repellent 

would help to grab attention of individuals who 

doesn't use agarbathi which alternative leads to more 

business and customer base. 

E. The growing awareness of individuals for the 

environment and safety health, could be capitalized 

by Agarbathies which could either take the methods 

to show and tell individual its impact on 

environment and health which is building in 

confidence among individuals improving customer 

loyalty and creating best interest as well as 

reputation for Agarbathi. 

F. The Agarbathies can Focus its effectiveness in 

branding by adding to its CSR activities in packages/ 

packets such that involving in Good view of it so 

that would improve the customer retention such that 

customer is able to contribute to society back. 

XI. CONCLUSION 

           This research study titled "A Study on 

Customer Satisfaction towards Agarbathies in 

Vellore" deals with the attainment of satisfaction of 

individuals using the brand agarbathies in and 

around Vellore. The study indicating that various 

individuals of different demographic were satisfied 

with the use of the brands agarbathies, as the brand 

functions in FMCG segment that the customer 

usually doesn't have a huge expectation over the 

purchase of these products. Although to keep 

customers retained and engaged to the brand's 

agarbathies the organization needs to look at the 

influential attributes which are showing impact over 

the products market performance. The pricing of the 

product, quality of the product, fragrance (for 

agarbathies), packaging of the products and 

availability of the products determines the 

individual’s mind to use them and give a competitive 

edge over the products of other brand in the industry 

from local player to international manufacturers. It is 

being analyzed that Fragrance and quality are major 

influential attribute for the brands performance 

followed by the market availability. But the 

packaging of the product also plays a vital role 

which the individual is indirectly influenced, such 

that attractive packaging is a good marketing on the 

shelves of the store. And also, the pricing part which 

has to be handled with care and balanced because if 

the MRP of the product goes above the customer 

willing to pay, this would resist the individual to 

look for the alternative brand while if the MRP goes 

low than the cost of making it would damage the 

company and cost company a huge sum by killing its 

survival capabilities. The individual almost over 

80% of the customer are willing to suggest to others, 

such that a satisfied customer will be loyal to brand 

as well as bring in new customer (better word of 

mouth) to the brand customer base. Hence the 

overall research outcomes indicate that most of the 

customers were satisfied towards Agarbathies to the 

chosen attributes. 
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