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ABSTRACT 

 

Amid increasing health concerns and growing interest in nutrition among Indian consumers, 

this study explores how people in Belagavi, Karnataka understand and respond to front-of-

pack nutrition labels (FOPL) and how these labels shape their buying choices. A structured 

survey was administered to 102 respondents, and the results were examined using descriptive 

tools along with chi-square tests in Jamovi and Excel. The descriptive analysis helped outline 

basic demographic patterns, the extent to which shoppers look at labels, and their general 

attitudes toward nutritional details. The chi-square findings indicate that consumers who are 

more aware of FOPL tend to make more informed and health-oriented purchase decisions, 

particularly within younger and better-educated groups. Despite this, many participants still 

struggle with limited understanding of label elements due to complex formats, inconsistent 

presentation, and minimal awareness campaigns. The study suggests the need for clear, 

standardized, and easy-to-interpret labeling supported by targeted educational initiatives. 

Strengthening consumer nutrition literacy can enable more responsible food choices and 

support policy efforts aimed at improving public health in urban Indian settings. 

 

Keywords: Front-of-pack labeling; Consumer behavior; Nutritional value awareness; Food 

labeling; Health-conscious purchasing.  

 

1.0 Introduction 
 

 Growing knowledge of health and wellness has played a major role in the dramatic 

alteration of consumer behaviour in the food business in recent decades. Consumers are 

starting to give more weight to the nutritional value of the foods they eat as lifestyle diseases 

including obesity, diabetes, and cardiovascular ailments become more common worldwide 

(World Health Organisation, 2020). In this regard, food packaging increasingly functions as 

a medium for disseminating health-related information in addition to being a marketing tool, 

and nutritional labelling has emerged as a critical factor influencing consumer decision-

making (Grunert & Wills, 2007). 
__________________________ 

*Corresponding author; Student, Marketing Department, KLS Institute of Management, Education 

and Research, Belagavi, Karnataka, India (E-mail: radhikaitgekar07@gmail.com) 

**Professor, MBA Department, KLS Institute of Management, Education and Research, Belagavi, 

Karnataka, India (E-mail: shailajagh@klsimer.edu) 



 

60 Sustainable Solutions for Perusal and Practice - The Way forward 

 
 Numerous international research have highlighted how nutritional labels influence 

customer decisions. Numerous international research have highlighted how nutritional labels 

influence customer decisions. For instance, Campos et al. (2011) contend that customers who 

are knowledgeable and health-conscious make healthier food choices when they have easy 

access to nutritional information on packaging. Policies requiring front-of-package labelling, 

such as calorie counts and warning labels, have been proven to somewhat lower the purchase 

of unhealthy foods in developed nations (Song et al., 2021). However, it is unclear how well 

these 18 findings apply to developing countries like India, where a variety of socioeconomic 

origins affect 68 purchasing power and health literacy. 

 Customers in India are becoming more conscious of the significance of nutrition and 

diet. According to studies, urban Indian consumers—especially those in metro areas—are 

starting to read nutrition labels, while there is still variation in their comprehension and impact 

on purchasing decisions (Singla, 2010).While Indian consumers are steadily demonstrating 

interest in low-fat, high-fiber, and low-sugar options, Paul and Bedi (2014) pointed out that 

variables including price sensitivity, brand trust, and taste preferences sometimes overshadow 

this enthusiasm. There is little research on consumer behaviour 61 regarding nutritional value 

in tier-2 cities like Belagavi, despite this increased awareness in urban regions. Belagavi, a 

fast-growing urban area in Karnataka, reflects a population that is shifting from conventional 

consumption habits to contemporary, health-conscious decisions. Belagavi provides a unique 

setting for investigating how nutritional value affects food purchase decisions in non-

metropolitan people because of growing exposure to digital media, rising literacy, and easier 

availability to packaged foods. Furthermore, there are notable differences in nutritional 

literacy amongst age groups, income levels, and educational backgrounds. Customers who 

are more health conscious and have a better comprehension of nutrition labels are more likely 

to make well-informed purchasing decisions, according to Sripathi et al. (2023). However, 

obstacles like consumer scepticism, label complexity, and lack of standardisation frequently 

reduce the efficacy of nutritional information (National Academies of Sciences, 2011). 

 By investigating how nutritional value affects consumer purchasing behaviour in 

Belagavi, this study seeks to close the current research gap. The study examined 49 

knowledge levels, how nutritional information is interpreted, and how it actually affects food 

choices using primary data gathered from 100 respondents. The results provided 

policymakers, marketers, and health educators with important information to help them create 

health communication techniques that are more successful in India’s smaller urban markets. 

 

1.1 Statement of the problem 

 A sizable percentage of Indian customers continue to ignore nutritional value while 

making food purchases, despite rising health consciousness and government-led programs 
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encouraging a healthy diet. Although there have been encouraging developments in the use 

of nutritional labels in metropolitan areas, little study has been done on consumer behaviour 

in developing urban areas like Belagavi. 

The following fundamental issues are the focus of this study: 

• Despite the availability of branded food options and increased health hazards, consumers 

might not give nutritional value top priority when making purchases. 

• When compared to metropolitan areas, Belagavi consumers’ knowledge and 

comprehension of nutrition labels is mainly unknown. 

• The impact of demographic parameters including age, gender, income, and education on 

the use of nutritional information while purchasing food goods is not well documented. 

 

1.2 Objectives of the study 

 This study’s main goal was to find out how Belagavi customers’ decisions to buy 

food are influenced by its nutritional content. The particular goals are as follows:  

• To determine how much nutritional value affects Belagavi consumers’ purchasing 

decisions. 

• To gauge how well consumers comprehend and are aware of nutrition labels on packaged 

food items. One 

• To determine the main demographic factors (age, gender, income, and education) that 

influence how much weight consumers give to nutritional value. 

 

2.0 Literature Review 

 

 Researchers and policymakers are paying more attention to the impact of nutritional 

value on consumer purchasing behaviour, especially in light of the growing number of health 

problems associated with unhealthy eating habits. Numerous studies indicate that consumers 

are growing more aware of what they eat, and that food selections are significantly influenced 

by nutritional value (Campos et al., 2011). Front-of-package (FOP) and back-of-package 

labelling, which offers information on calorie content, sugar levels, fat composition, and other 

important nutrients, is one of the most direct ways nutritional information reaches customers. 

 The effectiveness of nutrition labels in influencing customer behaviour has been the 

subject of numerous international research. For example, Temple (2020) observes that FOP 

labels with warning or traffic-light symbols are more effective than numerical-based systems 

at directing customers towards healthier solutions. According to a systematic analysis by 

Cecchini and Warin (2016), customers with less nutritional knowledge likely to make 

healthier purchases based on interpretive labels (such as Nutri-Score and star ratings) as 

opposed to non-interpretive labels. 
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 A key factor is the consumer’s knowledge and comprehension of these labels. 

Grunert and Wills (2007) assert that merely putting labels on packaging is insufficient unless 

consumers are motivated and trained to read and understand them. Awareness is frequently 

influenced by demographic variables such as age, income, education level, and whether one 

lives in an urban or rural area (Miller & Cassady, 2012). Although many urban customers in 

India claimed to read nutritional labels, only a tiny percentage used them to make purchasing 

decisions, according to a research by Kaur et al. (2021). This is mostly because of the format’s 

complexity and lack of standardisation. 

 Additionally, consumer behaviour is greatly influenced by label visibility and design. 

Research indicates that labels with basic messaging, colour coding, and legible fonts work 

better (Talati et al., 2017). For instance, a study conducted in 59 Mexico showed that warning 

labels made it easier for customers to recognise harmful products and decreased their 

inclinations to buy them (Taillie et al., 2020). According to Kanter et al. (2018), research 

conducted in Kenya revealed that healthy food choices could be influenced by clear labelling, 

especially among lower-income groups. Furthermore, how consumers perceive nutritional 

information is influenced by their level of trust in regulatory agencies and companies. 

 Customers are more likely to take action when they think the information is reliable 

and supported by health authorities (Campos et al., 2011). Packaging that highlights health 

advantages or makes use of environmentally friendly materials can strengthen favourable 

opinions of a company and its goods (Magnier & Schoormans, 2015). In conclusion, the body 

of research clearly supports the notion that nutritional value has a major impact on customer 

purchasing decisions, particularly when nutritional data is provided and comprehended. The 

strength of this influence is moderated by awareness levels and demographic characteristics. 

In order to increase the influence of nutritional labelling on consumer behaviour, this review 

emphasises the significance of consumer education, standardised label design, and reliable 

information. 

 

3.0 Research Methodology 

 

 With an emphasis on the function of nutrition labels, health consciousness, and 

demographic factors, this study attempts to investigate how nutritional value affects customer 

purchasing behaviour in Belagavi City, Karnataka. A quantitative technique has been used in 

conjunction with a seven-descriptive study design to address this. This approach is suitable 

for analysing consumer attitudes, behaviours, and perceptions regarding health-conscious 

food choices at a particular moment in time (Bryman, 2012). 

 Belagavi is a rapidly growing tier-2 city with a varied and changing customer base 

that is more familiar with packaged foods, health messaging, and contemporary shop forms. 
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Customers in places like Belagavi are becoming more careful of food choices as knowledge 

of lifestyle-related disorders grows, making this area a perfect place to research the 

connection between nutritional labels and purchasing decisions. 

 

3.1 Research design 

 The current study uses a descriptive and quantitative research approach, which is 

ideal for comprehending and evaluating the attitudes, preferences, and behaviours of 

consumers. The objective is to characterise Belagavi consumers’ present awareness, 

perception, and use of nutritional information and to ascertain the degree to which nutritional 

value influences their purchasing decisions. In order to find patterns and links between factors 

like age, income, health consciousness, and purchasing behaviour, descriptive research makes 

it possible to gather quantitative data from a particular community. In order to assess the 

impact and correlations between factors, the quantitative approach enables researchers to 

collect numerical data via surveys and statistical tools (Creswell & Creswell, 2018). 

 

3.2 Sample design 

• Population: Customers that regularly purchase FMCG (fast-moving consumer goods) 

products and live in Belgaum, Karnataka, make up the study’s demographic. 

• Sample Frame: Belgaum citizens who are 18 years of age or older are included in the 

sampling frame, which is available through internet resources, neighbourhood markets, 

and retail establishments. 

• Sample Unit: The sample unit consists of every single Belgaum consumer who buys 

packaged goods (such as groceries, personal care products, and beverages). 

• Sampling Technique: Non-Probability Convenience Sampling is used in this 

investigation. This approach, which tries to gather data from respondents who are easily 

available, was chosen due to practical time and resource constraints (Etikan, Musa, & 34 

Alkassim, 2016). 

• Sample Size Calculation: The sample size was determined using the ideas of statistical 

significance and confidence level. To guarantee accurate and legitimate results, a 

representative sample size of 102 clients is thought to be appropriate. (Ahmad, 2021) 

• Survey Method: Data was gathered using a structured questionnaire with closed-ended 

questions and 5-point Likert scale items. Respondents’ attitudes, perceptions, and 

behaviours about nutritional information and its impact on their food purchase decisions 

are measured using a 5-point Likert scale. Because of its simplicity, ease of response, and 

applicability for a variety of participants without sacrificing data quality, a 5-point scale 

is preferred over a 7-point one (Boone & Boone, 2012). It is therefore perfect for both 

quantitative and descriptive research. 
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3.3 Data sources 

• Primary Data Sources: Google Forms online surveys were used to gather primary data. 

Sixty 

• Secondary Data Sources: Information about consumer behaviour and packaging trends 

was gathered from government publications, books, industry studies, and scholarly 

journals. 

 

3.4 Hypothesis 

The following theories were investigated in the study: 

• H0 (Null): Consumer purchasing behaviour in Belagavi is not substantially influenced by 

nutritional value. 

• H1 (Alternative): In Belagavi, consumers’ purchasing decisions are greatly influenced by 

nutritional value. 

• H0 (Null): Food purchase decisions and knowledge of nutrition labels do not significantly 

correlate. 

• H1 (Alternative): Food purchasing decisions and nutrition label awareness are 

significantly correlated. 

• H0 (Null): The emphasis that consumers place on nutritional value is not considerably 

impacted by demographic characteristics. 

• H1 (Alternative): The significance that consumers attach to nutritional value is greatly 

influenced by demographic characteristics (age, gender, income, and education). 

 

3.5 Data analysis tools 

 To extract significant insights, a combination of descriptive and inferential statistical 

approaches were applied to the data gathered from 102 respondents in Belagavi. 

• Eight demographic traits and general replies about the significance of nutritional value 

and consumer purchasing behaviour were summarised using descriptive statistics 

including mean, percentages, and frequencies. 

• To better understand 32 subgroup behaviour, cross-tabulation was used to examine trends 

and compare responses across several demographic 39 categories (e.g., age, gender, 

income, occupation, and education). 

• The relationship between categorical variables, such as understanding of nutrition labels 

and their impact on food purchasing decisions, was evaluated using chi-square tests. 

Additionally, it assisted in examining the connections between demographic factors and 

the significance of nutritional value. 

• By predicting the likelihood that respondents would choose greater levels of agreement 

(e.g., Strongly Agree vs. Agree, etc.), the Ordinal Logistic Regression test was used to 
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assess the impact of demographic variables on the 55 4 ordinal dependent variable—

nutritional value important. 

• Jamovi, an open-source statistical program with an intuitive 51 interface that is perfect 

for doing ordinal regression, chi-square tests, and descriptive analysis, was used to 

analyse the data. Data entry, rudimentary cleaning, tabulation, and graphical results 

presenting (such as charts and tables). 

 

3.6 Limitations of study 

 Although this study provides insightful information about how nutritional value 

affects Belagavi consumers’ purchasing decisions, it is important to recognise its limitations: 

• Small Sample Size: Only 100 participants provided comments for the survey, which may 

not accurately reflect Belagavi’s diverse population of 63. Results from a bigger sample 

might be more broadly applicable (Creswell, 2014). 

• Geographic Limitation: Because the study was limited to the Karnataka city of Belagavi, 

the results might not accurately represent consumer behaviour in rural or other areas 

where access to and understanding of nutritional information may be different (Kumar & 

Kapoor, 2015). 

• Self-Reported Information: Self-reported questionnaires were used to gather the data, 

which may be prone to social desirability bias. In order to appear more health-conscious, 

respondents may exaggerate their nutritional knowledge or concern (Podsakoff et al., 

2003). 

• Cross-Sectional Design: The study does not account for behavioural changes over time 

or demonstrate causal linkages because it is cross-sectional and records answers at a 

particular moment in time (Bryman, 2012). 

• Emphasis on Packaged Foods: Since fresh produce, street food, and unlabelled foods 

make up a sizable amount of the Indian diet, the study’s focus on packaged food products 

prevents it from adequately capturing purchasing behaviour related to these items (Kumar 

4 & Kapoor, 2015). 

 

4.0 Data Analysis 

 

4.1 Importance of nutritional value in consumer purchase decisions 

 To understand the extent to which nutritional value affects consumer behavior in 

Belagavi, a Chi-Square Goodness of Fit test was conducted. Respondents (N = 102) were 

asked whether nutritional value was an important consideration when selecting packaged 

food items. The responses were recorded across five ordinal categories: Strongly Agree, 

Agree, Neutral, Disagree, and Strongly Disagree. 
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Table 1: Observed Distribution 

 

Response Count Proportion 

Strongly Agree 34 33.3% 

Agree 43 42.2% 

Neutral 18 17.6% 

Disagree 2 2.0% 

Strongly Disagree 5 4.9% 

 

Figure 1: Importance of Nutritional value in Consumer Purchase Decisions 

 

 
 

The test was used to determine whether the observed frequencies significantly deviated from 

an expected equal distribution across all five response options. 

 

Hypotheses: 

• H0 (Null): Consumer purchasing behaviour in Belagavi is not substantially influenced by 

nutritional value. 

• H1 (Alternative): In Belagavi, consumers’ purchasing decisions are greatly influenced by 

nutritional value. 

Chi-Square Test Result: 

• χ² (df = 4) = 62.6 

• p < 0.001 
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 Since the p-value is less than 0.05, the null hypothesis is rejected. This suggests that 

there is a statistically significant deviation from a uniform response pattern. A majority of 

respondents reported either Agree or Strongly Agree, indicating that nutritional value is 

indeed an important factor influencing consumer purchasing decisions for packaged food in 

Belagavi. 

 

4.2 Association between nutritional value importance and awareness of nutrition labels 

 To explore whether awareness of nutrition labels (such as the FSSAI logo) influences 

how strongly individuals consider nutritional value when selecting packaged food items, a 

Chi-Square Test of Independence (χ² Test of Association) was conducted. This statistical test 

is appropriate because: 

• Both variables are categorical in nature. 

• The goal is to evaluate whether the distribution of responses on one variable (importance 

of nutritional value) is independent of responses on another variable (awareness of 

nutrition labels, such as the FSSAI logo). 

Hypotheses: 

• H0 (Null): Food purchase decisions and knowledge of nutrition labels do not significantly 

correlate. 

• H1 (Alternative): Food purchasing decisions and nutrition label awareness are 

significantly correlated. 

 

Table 2: Contingency Tables 

 

 
 

Table 3: Test Results 

 

Chi-Square Value (χ²) = 72.6 

Degrees of Freedom (df) = 16 

p-value < 0.001 

Sample Size (N) = 102 
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 Since the p-value is less than the conventional threshold of 0.05, the null hypothesis 

(There is no significant relationship between awareness of nutrition labels and food 

purchasing decisions) can be rejected. This indicates a statistically significant relationship 

between consumers’ awareness of nutrition labels and the importance they place on 

nutritional value in their food choices. In other words, consumers who are more aware of 

nutritional labeling (e.g., FSSAI logo) are more likely to prioritize nutritional value when 

purchasing packaged foods. 

 

4.3 Demographic factors and their influence on nutritional value importance 

Hypotheses 

• H0 (Null): The emphasis that consumers place on nutritional value is not considerably 

impacted by demographic characteristics. 

• H1 (Alternative): The significance that consumers attach to nutritional value is greatly 

influenced by demographic characteristics (age, gender, income, and education). 

Tests Used 

To test these hypotheses, we used two complementary statistical methods: 

1. Chi-Square (χ²) Test of Independence 

• Purpose: To examine the association between each demographic factor and nutritional 

importance. 

• Why: Chi-square is ideal for testing non-parametric relationships between two 

categorical variables. 

2. Ordinal Logistic Regression 

• Purpose: To analyze whether changes in demographics predict the ordered response 

levels of importance (from Strongly Disagree to Strongly Agree). 

• Why: Since the dependent variable (nutritional importance) is ordinal, this model 

captures directional effects and estimates how much one category increases/decreases the 

odds of a higher importance rating. 

 

4.3.1 Chi-square analysis summary 
 

Table 4: Chie Square Analysis 
 

Demographic Variable χ² Value df p-value Significance 

Age 12.8 12 0.382 Not Significant 

Gender 2.82 4 0.589 Not Significant 

Income 8.94 16 0.916 Not Significant 

Education 9.68 16 0.883 Not Significant 

Occupation 22.8 16 0.118 Not Significant 
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• No statistically significant associations were found between any individual demographic 

factor and the levels of nutritional value importance using chi-square tests. 

• Limitation of Chi-square: While it tests if an association exists, it doesn’t indicate which 

categories within the demographic variable drive the effect. 

 

4.3.2 Ordinal logistic regression analysis 

 The McFadden R² value of 0.084 indicates a modest predictive power. While the 

model is not very strong, it allows insight into which subgroups may drive perceptions about 

nutrition. 

 

Table 5: Model Fit 

 

Metric Value 

Deviance 236 

AIC 276 

McFadden R² 0.084 

 

Table 6: Significant Predictors (p < 0.05) 

 

Predictor Estimate p-value Interpretation 

Student – Professional 2.006 0.005 Significant 

Others (Occupation) – Professional 1.739 0.026 Significant 

 

• Student vs. Professional: 

o Students are significantly more likely to place a higher importance on nutritional 

value than professionals. 

o The positive estimate (2.006) suggests students are more inclined to choose “Agree” 

or “Strongly Agree” compared to professionals. 

o Implication: Students may be more health-conscious, aware of nutrition, or 

influenced by current educational or social trends. 

• Others vs. Professional: 

o Respondents classified under “Others” are also more likely to rate nutrition as highly 

important. 

o Suggests that professions outside of typical classifications (e.g., freelancers, 

homemakers, retirees) may hold stronger views on nutrition. 

• Non-Significant Predictors: Other demographic contrasts (age groups, gender, income 

brackets, education levels) did not show statistically significant effects. 

o Gender (Female vs. Male): Estimate was negative but not significant (p = 0.408). 
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o Age (All categories vs. 18-25): No age group showed significant deviation. 

o Income and Education: None of the brackets had significant influence. 

 While broad demographic categories did not show significant associations using chi-

square tests, ordinal logistic regression revealed key differences within occupation categories: 

• Students and “Others” value nutritional information more significantly than 

professionals. 

• This could suggest that certain life stages (e.g., studying, non-working) influence a 

greater health consciousness or attentiveness to nutrition labelling. 

 

5.0 Findings and Conclusions 

 

 According to the survey, Belagavi consumers’ decisions to buy food are heavily 

influenced by nutritional content. There is an increasing trend of health consciousness in the 

city, as evidenced by the significant percentage of respondents who stated that they 

deliberately check the nutritional content of packaged food items before making a purchase. 

When asked how important nutrition is, the majority of consumers gave positive answers like 

“Agree” and “Strongly Agree,” indicating a significant preference for healthier food choices. 

 Furthermore, the investigation revealed a strong correlation between consumers’ 

awareness of nutrition labels—like the FSSAI logo—and the significance they attach to 

nutritional content. This suggests that people who are aware of and comprehend food labels 

are more likely to base their purchases on nutritional considerations, proving the usefulness 

of labelling as a communication tool in shaping consumer behaviour. 

 The perception of nutritional value was found to be significantly influenced by 

occupation, but not by demographic factors such as age, gender, income, or education. In 

particular, compared to professionals, students and people in the “Others” category—which 

includes homemakers, retirees, and independent contractors—were more likely to place a 

high value on nutritional information. This implies that those who don’t work in traditional 

settings might have more time, flexibility, or motivation to interact with nutritional material. 

Additionally, this demographic may be more exposed to health-related content via social or 

educational platforms. On the other hand, because of lifestyle restrictions, time constraints, 

or convenience-driven behaviours, working professionals may either ignore or undervalue 

nutritional factors. 

 Overall, the results show how Belagavi’s consumer landscape is changing, with 

health and nutrition awareness increasingly influencing consumer behaviour, especially 

among young people and nonprofessional groups. These findings also highlight the increasing 

importance of label literacy and nutrition education in promoting informed food choices, 

particularly in urbanising tier-2 cities like Belagavi. 
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6.0 Recommendations 

 

Based on the findings of the study, the following recommendations are proposed: 

1. Strengthen Consumer Education on Nutrition Labels: Health authorities, educational 

institutions, and regulatory bodies such as FSSAI should conduct awareness programmes 

to educate consumers on how to read and interpret nutrition labels. Community 

workshops, digital campaigns, and short informational videos can help consumers better 

understand nutritional terms and values. 

2. Adopt Segment-Specific Marketing Strategies: Marketers should customise their 

communication strategies based on consumer segments. Health-focused messaging can 

be directed toward students and homemakers, while convenience-oriented yet health-

aligned messaging may be more effective for working professionals with time 

constraints. 

3. Improve Visibility and Simplicity of Nutritional Information: FMCG companies should 

highlight key nutritional benefits clearly on product packaging using simple language, 

icons, or colour-coded indicators. This can make nutritional information easier to 

understand at the point of purchase. 

4. Collaborate with Educational Institutions: Schools and colleges can play a vital role in 

promoting nutritional awareness. Integrating basic nutrition education into co-curricular 

activities and organising health-focused initiatives can help build long-term healthy 

consumption habits among young consumers. 

5. Support Clear and Standardised Labelling Policies: Policymakers should consider 

strengthening front-of-pack labelling regulations to ensure consistency and clarity. 

Simplified labelling systems such as star ratings or traffic-light indicators can improve 

accessibility for consumers across different literacy levels. 

6. Use Retail Stores as Awareness Platforms: Retail outlets can serve as effective points for 

nutrition education through shelf labels, comparison charts, QR codes, and trained staff 

who can guide consumers in making healthier choices. 

7. Encourage Health-Oriented Product Innovation: Food manufacturers should respond to 

increasing health awareness by developing and promoting nutritious product alternatives, 

such as low-sugar, high-fibre, or fortified food options, aligned with consumer demand. 
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Chi-Square Goodness of Fit test result for Importance of Nutritional Value in 

Consumer Purchase Decisions 

 

 
 

Chi-Square Test Results of Independence (χ² Test of Association)  for Association 

Between Nutritional Value Importance and Awareness of Nutrition Labels 
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Chi-Square (χ²) Test of Independence test result for demographic factor (AGE) 

 

 
 

Chi-Square (χ²) Test of Independence test result for demographic factor (GENDER) 
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Chi-Square (χ²) Test of Independence test result for demographic factor (INCOME) 

 

 
 

Chi-Square (χ²) Test of Independence test result for demographic factor 

(EDUCATIONAL QUALIFICATION) 
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Chi-Square (χ²) Test of Independence test result for demographic factor 

(OCCUPATION) 
 

 
 

Ordinal Logistic Regression Analysis Results 
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