~ Y International Journal for Multidisciplinary Research (IJFMR)

ILJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

Consumer Preferences and Pain Points in the
Spice Market: A Pilot Survey Study

Mr. Yusuf Husain Ezzi!, Mr. Arnav Singh Rawat?,
Mr. Sanmitra Atul Chatur?®, Mr. Shreepad Sunil Punde*

1.234F00d Technology Student, School Of Food Technology, MIT Art, Design & Technology University

Abstract

This pilot study investigates consumer behavior, preferences, and pain points within the spice market.
Based on a survey of 40 respondents—primarily consisting of homemakers, working women, and
students—the findings reveal a significant paradigm shift in consumer priorities. While traditional factors
such as taste and aroma remain important, safety and purity have emerged as the primary drivers of
purchasing decisions. The study identifies red chilli, turmeric, and coriander as the most utilized staple
spices. Furthermore, it highlights a growing consumer demand for preservative-free options, trial-sized
packaging, and dish-specific blends, reflecting a dual desire for health-conscious and convenient culinary
solutions. These insights provide valuable implications for spice manufacturers regarding product
development and quality assurance.

1. Introduction

Spices are foundational to global culinary practices, dictating flavor profiles, aromas, and the visual appeal
of food. With the increasing industrialization of food supply chains, consumers are becoming increasingly
vigilant about the quality and provenance of their ingredients. Recent market trends suggest a growing
skepticism regarding the purity of commercially available spices, driven by instances of adulteration and
chemical additives.

The primary objective of this pilot study is to understand the modern consumer's relationship with spices.
Specifically, it aims to:

1. Identify the most frequently used spices in daily cooking.

2. Determine the core factors that influence consumer purchasing decisions.

3. Highlight the primary pain points and safety concerns consumers experience.

4. Uncover market opportunities and desired product innovations.

2. Methodology

This research utilizes a quantitative pilot survey approach. Data was collected from a sample size of 40
respondents. The demographic breakdown includes Homemakers/Housewives (n=12), Working Women
(n=9), and Students (n=14). A significant proportion of the respondents (n=18) were under the age of 25,
followed by the 3645 age bracket (n=12). The survey captured data on cooking frequency, purchasing
habits, brand loyalty, and specific product concerns.
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3. Results

3.1 Cooking and Purchasing Habits

The data indicates that the majority of respondents engage in daily cooking. Despite the high frequency
of use, bulk purchasing is not the norm; most consumers prefer to restock their spice inventories once
every 2 to 3 months. While many rely on branded packaged spices, a notable subset continues to purchase
whole spices to grind at home or uses a mix of branded and loose spices as a preventative measure against
adulteration.

3.2 Core Spice Staples

The usage data highlights a clear hierarchy of staple spices, often referred to in South Asian culinary
contexts as the essential trinity. Furthermore, traditional whole spices and complex blends remain highly
relevant.

Red Chilli Powder: 37 responses

e Turmeric Powder: 36 responses

Coriander Powder: 29 responses

e Whole Spices / Garam Masala: 25 responses

3.3 Key Buying Factors

When asked to select the most critical factors influencing their choice of spices, respondents placed health

and sensory quality above price.

Purchasing Factor|[Number of Responses (n=40)

Safety and Purity |31

Taste 29
Freshness 23
Brand Trust 22

Smell/Aroma 21

3.4 Consumer Pain Points

Despite a reliance on commercial spices, consumer confidence is noticeably fragile. The data reveals that

Health and safety concerns (n=18) and Quality/purity doubts (n=12) are the most significant problems

bothering consumers today. Taste inconsistency (n=6) was also noted as a recurring issue. The fear of

artificial colors, chemical adulteration, and poor storage practices actively drives consumers to question

current market offerings.

3.5 Desired Innovations

Respondents demonstrated a clear desire for product innovations that address their safety concerns while

catering to modern convenience.

e Preservative-free spices (n=23): Reflects the growing demand for clean-label, natural products.

e Small trial packs (n=17): Indicates a willingness to experiment with new brands, provided the financial
risk is low and freshness is guaranteed.

e Dish-specific masalas (n=15): Highlights a need for convenience and guaranteed flavor profiles for
specific recipes.

e Ready blends for quick cooking (n=13): Appeals to time-constrained demographics such as working
women and students.
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4. Discussion

The findings of this pilot study emphasize that the modern spice consumer is highly health-conscious. The
overwhelming prioritization of "Safety and Purity" over all other factors—including brand trust and
price—suggests a deficit of trust in the current market. Consumers are hyper-aware of potential adulterants
and artificial additives, which directly fuels the high demand for preservative-free options.
Simultaneously, the data reveals a secondary trend: the demand for convenience. The strong interest in
dish-specific blends and small trial packs suggests that while consumers want absolute purity, they do not
want to sacrifice ease of use. Brands that can successfully bridge this gap—offering lab-tested, verifiably
pure spices in convenient, recipe-ready formats—will have a distinct competitive advantage. The interest
in trial packs also suggests that brand loyalty is malleable; consumers are willing to switch brands if a new
product can demonstrably solve their current quality concerns.

5. Conclusion

This study concludes that the spice market is at a critical juncture where consumer trust must be actively
earned through transparency and quality assurance. The core demographic of daily cooks—spanning
students to homemakers—demands more than just flavor; they require guaranteed safety. Moving forward,
spice manufacturers should prioritize clean-label processing, transparent sourcing, and the introduction of
preservative-free, specialized blends in varied pack sizes to meet the evolving demands of the modern
kitchen.
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