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ABSTRACT 
This study was undertaken to ascertain the underlying predictors of buyers’ preference for instant noodles 
brands in Owerri urban. Data collection was with a close-ended questionnaire. The sample size was 60 
respondents. Data analysis was with tables and percentages. The major finding of the study was that 
brands within the choice set of buyers of instant noodles in Owerri urban was a function of (in descending 
order) quality, taste, nutritive contents, price and brand image which are largely product features. Other 
findings arising from the study are that patronizers of noodles brands in the study location lay emphasis 
on product appearance, texture, flavour and aroma as well as vitamin contents. High brand exposure and 
value for money were also emphasized. The study established that it was these factors and invariably the 
20 year head start of “Indomie brand” in Nigeria that gave the brand 80% market share in Owerri urban. 
Companies wishing to achieve significant market penetration in the study location are therefore advised to 
lay emphasis on these variables in product development and promotion. Particular emphasis should 
however be laid on the critical noodles choice determinants of quality and taste. This is because as 
marketing theory and practice postulates, the absence of the first and/or second predictor variable on the 
demand for a product will result to non-patronage. 
Keywords : buyers’ preference, noodle, choice determinant 

 

1. INTRODUCTION 
Before the year 1998, instant noodles were not an item in the food menu of Nigerians- Dufil Prima Foods 
(formerly De United Foods) introduced it into the culinary landscape of Nigerians that year through 
importation of the Indomie brand from Indonesia (Damilare, 2017, CNN, 2019). Indomie instant noodles 
was to maintain a stranglehold on the market for nearly two decades as it was not until 2005 that Chikki 
Foods Limited introduced the  Chikki  brand of noodles into the Nigerian market (Finnitell,2013). In the 
years 2005 and 2009, Mimee and Dangote brands of noodles owned by May & Baker and Dangote 
Indusries Ltd followed suit only for them to sell in later years (2018 and 2017 respectively) their noodles 
businesses to Dufil Prima (Anudu, 2019). As at 2007, the market size for instant noodles in Nigeria was 
about 250 million cartons. Today however, the market size is estimated at about 1.82 billion serving and 
worth about $1billion with about 14 million Nigerian households consuming the food product and the 
country ranked as the 12

th
 largest consumer of noodles in the whole world (World Instant Noodles 

Association, 2019, Finintell, 2013, Olesin, 2010 and Odutola, 2017).  This huge market size 
notwithstanding, it is still estimated that the supply of noodles is less than the estimated annual demand of 
about 2.5 billion servings in the country (Damilare, 2017). Anudu opinionates that this scenario may not 
be unconnected with (1) the statistical distribution of the population of the country where up to 50% of 
the estimated population of Nigeria of 200 million people are below 30 years and who are obvious 
patronizers of the food product (2) changing family roles and statuses and  (3) rural urban migration. The 
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seeming undersupply of the market, this study observes, does not translate to successful market entry 
without marketing research into the predictors of demand for the product for as the General Manager of 
Dufil Prima (owners of the market leader brand in Nigeria, indomie noodles) Girish Sharma, rightly 
pointed out “the Nigerian noodles market is highly competitive…. the last time I checked, there are 18 
players in the market and others would be launching very soon” (Odutola, 2017). This study has therefore 
been undertaken to ascertain what those currently in the business and late followers will do in terms of 
product modification / development to gain market acceptance and achieve market penetration/ 
development objectives. 

 

2.0 REVIEW OF RELATED LITERATURE 

2.1 The Concept of Choice  
Choice refers to the ability of a consumer or producer to decide which good, service or resource to 
purchase or provide from a range of possible options.  (www.economicsonline.com). 
In the opinion of definitions.net (2020), choice consists of the mental process of judging the merits of 
multiple options and selecting one or more of them- a choice is often made between real options and 
followed by corresponding option or options. Individual choice concerns the selection by an individual of 
alternatives from a set, that is, the individual, as economic theory states, is supposed to have a preference 
over a choice set (www.encyclopedia.com). 
Kotler, Wong, Saunders & Amstrong (2005) sees purchase decision (choice) as a stage in the buyer 
decision process- a process that is made up of the following stages:  need recognition, information search, 
and evaluation of alternatives, purchase decision (choice) and post purchase behaviour. Kerin, Hartley & 
Rudelius (2009) clarified the stages by qualifying them as follows: 

- Problem Recognition (Perceiving a need ) 
- Information Search (Seeking a value) 
- Alternative Evaluation (Assessing value) 
- Purchase Decision (Buying value) 

- Post Purchase Behavior (Value in consumption or use) 
 
Kotler et.al (2005) identified four major factors which may influence the consumer purchase decision 
process and invariably choice and they are: (i) those associated with the buyer (ii) those associated with 
the product (iii) those associated with the seller and (iv) situational factors. Kotler identified the factors 
associated with the buyer to include: personal, social, cultural and psychological influences. For the 
product characteristics; they would include such marketer-dominated variables like the product features, 
benefits, styling, quality and price as well as product augmentations. The characteristics of the seller 
would include: his reputation (image), reliability and services. The time pressure felt by the consumer to 
make a decision, current economic outlook and the opinion of friends are some of the situational variables 
that may affect choice. 
Immediately preceding purchase decision (choice) in the purchase decision process is the evaluation of 
alternatives which Kerin et.al (2009) aptly described as the stage where “buyers access value” prior to 
purchase decision/choice, that is, “buying value”. At this stage, a consumer establishes both the objective 
and subjective attributes of the brand he/she wishes to purchase. These attributes constitute the choice 
consideration or evoked set of the consumer, that is, the group of brands that the consumer would 
consider acceptable from among all the brands in the product class of which he or she is aware of. Kerin 
et.al observed that sellers try to identify these criteria to enable them offer buyers the product features and 
benefits they seek. It is also these criteria that are often displayed or emphasized upon in adverts.  
Naturally, after this stage in the purchase decision process, a consumer settles for a brand, that is, chooses 
a brand or buys value. Marketing practitioners however observe that a buyer might yet have to take 
decisions on (1) from whom to buy and (2) when to buy before settling for a brand- often, a purchase 
decision involved a simultaneous evaluation of both product attributes and seller characteristics ( Kerin 
et.al, 2009) 
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2.2 Instant Noodles  
Instant noodles which can be made from wheat, rice, buck-wheat, wheat flour and wheat germ is credited 
by World Instant Noodles Association (WINA, 2019) to have been invented by Momofoku Ando- A 
Japanese of Taiwanese Origin- who first marketed it under the brand name Chikin Ramen in Japan in 
1958. WINA (2019) credits Momofoku with developing the production technology of flash frying the 
noodles after they had been made, creating “instant noodles” – a production technology that steep-dried 
the noodles thus giving them a longer shelf life (Wikipedia further states that noodles are made from 
some type of unleavened dough which is rolled flat and cut into a variety of shapes but with the 
commonest being the long thin stripes variety). Additionally, the network site observes that noodles 
which are usually cooked in boiling water can also be pan-fried or deep-fried giving rise to a variety of 
noodles such as basic noodles, frozen noodles, noodle soup, noodle casseroles, cup noodle and instant 
noodles- Marketwatch (2019) listed the main ingredients used in the production of instant noodles to 
include wheat flour, palm oil and salt; with salt, monosodium glutamate, seasoning and sugar constituting  
the common ingredients in the flavouring powder …. Furthermore, marketwatch submits that the 
production technology especially in Europe now emphasizes air-drying instead of flash frying. 
At its introductory stage, Wikipedia pointed out that noodles was considered a luxury item but which 
eventually gained immense popularity after the product was promoted by Mitsubishi Corporation. WINA 
and Wikipedia observes that instant noodles which are sold in a precooked and dried noodle block with 
flavouring powder and/or seasoning oil have become a popular staple food the world over. In their 
opinion, instant noodles which initially was seen as a staple food item for Asians is now widely consumed 
by people of all gender, age group and social class in the Americas, Europe and Africa (see attached 
supportive evidence by WINA in Table 1 below) 

 

Table 1: Worldwide Consumption of Instant Noodles in millions of servings, (2014-2018) 

 Country/Region 2014 2015 2016 2017 2018 

1.  China/Hong Kong 44,400 40,430 38,520 38,970 40,250 

2.  Indonesia 13,430 13,200 13,010 12,620 12,540 

3.  India 5,340 3,260 4,270 5,420 6,060 

4.  Japan 5,500 5,540 5,660 5,660 5,780 

5.  Viet Nam 5,000 4,800 4,920 5,060 5,200 

6.  USA 4,280 4,080 4,100 4,130 4,400 

7.  Philippines 3,320 3,480 3,410 3,750 3,980 

8.  Republic of Korea 3,590 3,650 3,830 3,740 3,820 

9.  Thailand 3,070 3,070 3,360 3,390 3,460 

10.  Brazil 2,370 2,370 2,350 2,230 2,370 

11.  Russia 1,940 1,840 1,570 1,780 1,850 

12.  Nigeria 1,520 1,540 1,650 1,760 1,820 

13.  Nepal 1,110 1,190 1,340 1,480 1,570 

14.  Malaysia 1,340 1,370 1,390 1,310 1,370 

15.  Mexico 900 850 890 960 1,180 

16.  Taiwan 710 680 770 820 830 

17.  Myanmar 410 460 570 590 600 

18.  Saudi Arabia 490 510 510 530 550 

19.  Australia 360 370 380 390 410 

20.  UK 360 360 360 360 370 
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21.  Cambodia 250 270 280 330 330 

22.  Ukraine 580 410 280 330 320 

23.  Bangladesh 250 270 290 350 310 

24.  Poland 300 310 310 310 310 

25.  South Africa 190 190 200 240 260 

26.  Guatemala 210 190 270 270 230 

27.  Egypt 190 200 210 220 220 

28.  Germany  180 190 200 200 200 

29.  Canada  190 190 190 190 190 
30.  Pakistan  150 160 170 190 190 

31.  Kazakhstan   140 140 240 210 170 
32.  Sri Lanka N/A N/A N/A N/A 170 

33.  Peru 120 130 130 140 160 
34.  Singapore  130 130 130 130 130 

35.  Uzbekistan  110 110 100 120 120 
36.  Czech Republic 60 90 90 80 90 

37.  New Zealand 80 80 80 80 80 

38.  Ethiopia  40 50 40 80 80 
39.  Spain 40 50 70 70 70 

40.  France 60 60 60 60 60 
41.  Turkey 20 30 40 50 50 

42.  Kenya 40 40 50 50 50 
43.  Iran 40 40 40 50 50 

44.  Sweden 30 30 40 40 40 
45.  Hungary 20 20 30 30 30 

46.  Chile 40 40 30 20 30 
47.  Netherlands 20 20 20 30 20 

48.  Italy 10 20 20 20 20 
49.  Colombia 10 10 10 10 20 

50.  Belgium 20 20 20 20 20 
51.  Denmark 20 10 10 10 10 

52.  Costa Rica 10 10 10 10 10 
53.  Finland 10 10 10 10 10 

54.  Argentina 10 10 10 10 10 

55.  Switzerland 10 10 10 10 10 
                -  Others  940 940 930 1,150 1,150 

 Total 103,960 97,510 97,470 100,100 103,620 

Source: instantnoodles.org 
 
Arising from the growing popularity of the food product worldwide and its consumption by people of all 
gender and age group (as the above table portrays), WINA  and Wikipedia are observed to have 
seemingly agreed with  the claim of the Japanese that instant noodles is the “best invention of the 20

th
 

century or the “magic ramen”.  Srinivasan & Nirmala, (2014), Kharti, (2015), Usha, (2007) and 
Marketwatch, (2019) advanced the following reasons for agreeing with the assertion; 

 The universal adoption and practice by its producers of the five principles of affordability, 
convenience, safety and hygiene, long shelf life and palatability  laid down  by Momofoku Ando 
when he invented instant noodles. 
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 Urbanization  

 Working couples 

 Changing lifestyles 

 The ability of the food product to fuse with local ingredients and traditional flavours. 

 Responsiveness to consumer’s health concerns through the introduction of healthy recipes like 
noodles with dietary fibers and collagen, low-calorie noodles, low-sodium noodles etc 

 Womenfolk taking jobs 

 Non-availability of domestic servants 

 Emergence of nuclear families 

 Media exposure of the food item 

 Busy schedules 

 Ease of preparation (less time and energy) 
The growing popularity of the food product has however not being a roller coaster as health concerns of 
the following dimensions enunciated by Foong (2011) have been expressed world over: 

(i) In order to create noodles that cook very fast, noodles are deep fried in oil resulting in a product 
that is high in saturated fat and trans-fat. Unless the oil is maintained at the proper 
temperature and changed as often as necessary, it will result in the production of oxidized fat 
which poses serious health problems. 

(ii) Instant noodles are coated with wax to prevent it from sticking together. The wax is considered 
toxic and will take between 4 – 5 days to excrete from the body. To reduce the wax content, 
Foong suggests that noodles should first be boiled in a pot of water and once cooked, the 
water is drained and the noodles transferred to another pot of boiling water before adding the 
powder to make the soup base. 

(iii) The use of sodium additives in the soup powder makes instant noodles a food that is excessively 
high in salt. High sodium intake is linked to hypertension, heart disease, and stroke and 
kidney damage. 

(iv) The chemical propylene glycol which is used as humectants to prevent the noodles from drying is 
readily absorbed and it accumulates in the heart, liver and kidneys causing abnormalities and 
damage. 

(v) The instant soup mix also contains MSG (Monosodium Glutamate), colouring, preservatives, acid 
regulators, flour treatment agents, stabilizer, and flavour enhancers – all of which are 
unhealthy. 

For reasons of these health concerns, Foong and Wikipedia recommended as follows: 

 Instant noodles should be eaten with fresh chopped produce and/or lean meat or fish to make it a 
more complete dish 

 It should not be eaten on a regular basis 
While acknowledging some of these health concerns, answersafrica (n.d) observes that the 
Nutrition Society of Nigeria during its 37

th
 Annual Conference and Scientific Meeting in 2006 had 

tacitly given a clean bill of health to the food product by issuing a Certificate of Endorsement to 
Indomie Noodles dishes. 

 

2.2.1 Product Categorization of Instant Noodles and the Marketing Implications  
Instant noodles are categorized as fast moving consumer goods (FMCGs) that is, it is a convenience 
consumer good that requires low – involvement decision – making with a greater proportion of its 
consumers variety-seeking. Wikipedia also categorizes instant noodles as an “inferior good” i.e. one 
whose consumption increases as economic conditions worsen. Arising from these categorizations, one is 
won’t to agree with Assael (1992) on the marketing imperatives for such products which are: 
Advertising: the role of advertising should be to create awareness and familiarity through repetition. 
Symbols that can be positively identified with the brand should be used and only a few points should be 
emphasized in the advertising 
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Product Positioning: product positioning for noodles should focus largely on its ability to solve 
problems not necessarily benefits i.e. as a food mothers can prepare in record time to avoid lateness. 
Assael cautions that this recommendation runs counter to the basic tenets of the marketing concept but 
defends his recommendation on the concept of passive learning which is the hallmark of products 
requiring low – involvement decision – making 
Price: products like noodles are frequently purchased on the basis of price alone since brand comparisons 
are unimportant and there are a few differences between brands. Production and distribution efficiencies 
are therefore imperative for noodles producers to remain price competitive 
Sales Promotions: promotional incentives on noodles are necessary. A one-time offer may not work 
since consumers of such products are largely un-involved and may quickly switch brands where 
promotional incentives does not last long enough to induce continuous repeat purchase 
In-store Conditions: for products like noodles impulse buying often takes place i.e. brand choice is 
frequently made at the point of purchase. For this reason in-store display of products is very important. 
Brands should be displayed at eye level and enough shelf space secured. 
Distribution: widespread distribution is particularly important for products like instant noodles because 
the consumer is not motivated to search for a particular brand. If a favored brand is not in the store, the 
consumer is likely to make another choice. Marketing strategy must therefore ensure in-store availability 
to discourage the likelihood of a brand switch. 
 
2.3 Theoretical Foundations 
The theoretical framework for this study is the rational choice theory (RCT). The theory which is credited 
with having wide applications in modeling social and economic behaviour is premised on the assumption 
that individuals have preferences among the available choice alternatives that allow them to state which 
option they prefer…. the rational agent is assumed to take full account of available information, 
probabilities of events, and potential costs and benefits in determining preferences, and to act consistently 
in choosing the self-determined best choice of action (Wikipedia). Wikipedia and Investopedia (2017) 
also consider the theory an economic principle which states that individuals always make prudent and 
logical decisions-decisions that provide them with the greatest benefit or satisfaction given the choices 
available. Investopedia while submitting that all mainstream academic assumptions and theories are based 
on rational choice theory also stated that the theory basically assumes that “all humans base their 
decisions on rational calculations, act with rationality when choosing, and aim to increase either pleasure 
or profit. 
Businessdictionary.com (2017) while tracing the early origins of the theory to utilitarian economists like 
Bennoulli (1738) and Von Newman (1944) summarized its basic assumptions as follows: 
 Human beings base their behavior on rational calculations 

 They act with rationality when making choice 

 Their choices are aimed at optimization of their pleasure or profit 
 
(The business dictionary also credits the theory with having wide applications in marketing and 
economics). 
Another summary of the assumptions of the theory as made by Turner (1991) is as follows: 
- Human beings are purposive and goal-oriented   

- Human beings have sets of hierarchically ordered preferences or utilities  and in choosing lines of 
behavior, humans make rational calculation with respect to: 

1) The utility of alternative lines of conduct with reference to preference hierarchy.  
2) The cost of each alternative in terms of utilities foregone and 

3) The best way to maximize utility 

 
Huebsch (2013) submits that one of the basic features of the theory is the treatment of individual 
consumers or companies as the basic decision making unit making it possible to predict the behaviour of 
consumers. 

Egbeh & Anyasor ….. Int. J.  Innovative Finance and Economics Res. 8(1):189-200, 2020 

 



195 
 

The theory has however been criticized on the grounds that advertising, for example, can influence a 
purchase decision and override rational spending and that people generally cannot factor in the dozens of 
variables that go into making an economic decision (Huebsch, 2013). 
 Other criticisms of the theory as made by Boundless (2016) include: 

i) Where consumers find it difficult to precisely measure or assess factors in the selection criteria, 
they may choose an acceptable option rather than the optimal one. 

ii) Where consumers have limited exposure to external stimuli e.g. information about alternative 
brands, the choices they make may not he rational. 

iii) The more complex a choice decision is, the greater the limits are to making completely rational 
choice 

 

2.4 Empirical Reviews 
The popularity of Instant noodles as a food item has been attracting much interest from marketing experts 
who have sought to establish whether choice is influenced by seller, buyer, product or situational 
characteristics of the consumer. 
Khatri (2015) established in a study in India that choice for noodle brands is largely a function of product 
attributes. The salient product attributes he identified include: nutritive value of ingredients, caloric value, 
the brand itself and flavour as well as preparation time and method. 
In a related study, Sirinivasan & Nirmala (2014) established that in the Kanchipurum area of India, 
quality, ready availability and convenience are the product attributes that are salient when consumers are 
choosing instants noodles. 
Usha (2007) established that quality, retailer’s influence, ready availability and convenience were the 
major predictors of choice for noodles brands in the Kolar District of India i.e. a combination of product 
and seller characteristics. 
Uma, Dhivya & Chadrakumar (2012) while carrying out a similar survey in Coimbatore City, India 
reported that taste, quality, range of flavours and brand name as well as pack size, attractive package, 
shelf life, price and promotional offers (which are largely product-related) were the drivers of patronage 
and preference for noodles brands. 
In a related study in Bangladesh, Rima (2016) established that taste and family preference are the major 
choice determinants for noodles brands in the country. Other equally important noodle choice predictors 
Rima identified were quality, free gift, trader’s advice and advertising. 
In a study in the Delta State of Nigeria, Inoni (2017) ascertained that brand image, quality and ease of 
preparation were the dominant predictors of choice for noodles brands in the study location. From her 
study was also the finding that product patronage cannot be instigated by advertising alone, the product 
must contain variables in the consumers product consideration set. 
Aliko Dangote (Chairman of Dsngote group, Nigeria) as cited in Olesin (2010) was of the view that the 
key to market penetration at the launch of Dangote Noodles in 2009 was “quality service, innovation and 
appropriate deployment of technology to offer more value to consumers in terms of variety, affordability 
and availability of wholesome, nourishing food products.”  Girish Sharma (General Manager, Dufil Prima 
Foods, Nigeria) as cited in Business Day (2017) stated as follows “when we came to Nigeria, we were 
clear that we were going to provide quality nutrition at affordable price……. We are proud that at 
₦50.00, a consumer can have a plate of delicious and nutritious indomie noodles”. 
This study in the form of a summary observes that: 
Product attributes constitute the highest percentage of the predictors of the choice determinants of 
noodles. 
A greater percentage of the product attributes are subjective in nature. 
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3.0 DATA PRESENTATION, ANALYSIS AND RECOMMENDATIONS 
A simple size of 60 respondents was used in this study. The respondents who had close- ended 
questionnaire (see appendix) administered on them were arrived at through purpose convenience 
sampling method, 
3.1 Demographics  
The gender, age group, marital status and professional, calling of the respondents are presented in Table 2 
below. 

Table 2: Gender, Age Group, Marital Status and Professions of the respondents 

VARIABLES N FREQUENCY COUNT PERCNETAGE% 

Gender 
Male 
Female 

60  
25 
35 

 
41.67 
58.33 

Marital Status 
Married  
Single  

60  
44 
16 

 
73.33 
26.67 

Age Group 
16-25 
26-35 
36-45 
45

+
 

60  
0 
12 
18 
30 

 
0 
20 
30 
50 

Profession 
Public Servant 
Self Employed 

60  
52 
8 

 
56.67 
13.33 

Source: Field Survey, 2020 
Note: The outcome of the frequency count of the variables was affected by the following factors: 

 Married females do much of the purchases of the item of study 

 The emphasis of the study was on “purchase” and not on “consumption” of noodles. Those aged 
between16-25 may be doing more consumption but lack the capacity to decide on “what to buy” 
as they are not financially enabled. 

 The capacity to interpret questionnaire items will likely be higher amongst public servants. 

 

3.2 Purchase Behaviour 
The objectives of the study were to ascertain the following: 

- whether the respondents patronize noodles 
- their favorite brands 
- whether the decision to buy is on impulse or planned 
- where they normally obtain their supplies  
- the volumes they buy 

- product attributes saliency and  
- Explanatory power of the factor components. 

The responses are as follows: 
1. 100% of the respondents patronize noodles 
2. Only (2) brands of noodles featured in the consideration set of the respondents with 80% of the 

respondents preferring Indomie noodles while 20% prefer Tummy-Tummy noodles. Indomie 
noodles invariably commands up to 80%of market share for noodles in Owerri urban. 

3. 63.33% of the respondents plan their purchase of the productbeforehand. 
4. A higher percentage of the respondents (60%) make their purchase in the open markets. 
5. With regards to volumes bought while shopping, more of the respondents (60%) buy loose packs. 
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Table 3: Product Attributes’ Saliency/Necessity 

Attributes VLE5 LE4 ME3 SE2 NE1 Mean Rank 

Price  6 18 24 9 3 3.25 5 

Quality  24 21 15 - - 4.15 1 

Nutritious  21 18 9 12 - 3.80 3 

Tasty 21 24 15 - - 4.10 2 

Brand image 9 21 24 3 3 3.50 4 

 
The minimum acceptable mean score for an attribute to the considered salient in the choice of noodles in 
the study location is 3- a value arrived at as follows: 
 

 
 
Where: 
X1 = rankings 
 W1 = attached weights 
  N = Sample Size. 
Therefore:  

 
 
In the study location all the product attributes established in the process of this study that influence choice 
for noodles brands are  salient/important as they all have a mean score of 3+ 
However the critical/necessary choice determinants for noodles brands in the study location are quality 
and taste (Kotler 1999). Kotler and Kaufman-Scarborough (2005) distinguished between attribute 
saliency (importance) and attribute necessity. They stated that in consumer choice based on product 
attributes, the absence of the necessary or critical attribute(s) – usually not more than two – automatically 
removes a product from the consideration set of buyers. 
With regards to the factor component that best describes a factor; the outcome of the survey is as follows: 
 
PRICE: Good value of money 
QUALITY: Appearance and texture is consistent 
NUTRITIOUS: It contains essential vitamins 
TASTE: The flavour is excellent and appetizing aroma paired. 
BRAND IMAGE: Brand awareness is high 
 

RECOMMENDATIONS 
Arising from the outcome of this study, the following recommendation whose adoption will help players 
in industry attain growth and profitability through customer attraction and retention are hereby made: 

i.  Emphasis should be on product characteristics in marketing strategy formulation. 
ii.  The product characteristics that are salient but subjective in nature include quality, taste, levels of 

nutritive contents and brand image as well as the objective variable of price 
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iii.  Of these products features, emphasis must be laid on quality and taste- variables the research outcome 
consider critical drivers of patronage for instant noodles brands in the study location. 

iv.  In terms of the predictor variable of quality, appearance and texture of the product should be 
emphasized. 

v. In terms of the product taste, the flavour and aroma are to be emphasized 
vi.  .Being a convenience consumer good intensive distribution and advertising should be emphasized. 

vii.  The growing issue of health concerns requires that flavours that are highly nutritious be emphasized 
upon. 
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APPENDIX 
QUESTIONNAIRE ON: CHOICE DETERMINANTS FOR INSTANT NOODLES BRANDS IN 

OWERRI URBAN 

 
Dear Respondent, 
This study is being carried out to enrich the existing body of knowledge on the above subject matter. 
Could you please help in contributing to the expansion of the frontiers of knowledge by completing this 
questionnaire?  
Thank you. 

Dr. P. C. Egbeh 

 

SECTION A: DEMOGRAPHICS 
Gender                       Marital status 

 

 

Age group       

 

                                                                                      Profession  
 
 
 

 

 

SECTION B: PURCHASE BEHAVIOUR 
1. Do you patronize noodles? 

  
 

 
2. If you do, mention in ascending order your 3(three) favourite brands:   

 
 

3. Is your decision to buy often planned or on impulse? 
 
 
 

 
4. Where do you normally obtain your supplies? 

 
 

 
 
5. What volumes do you usually buy? 

 
 
 

 
 
 
 

Male 

Female 

16 - 25 

26 – 35 

36 – 45 

45 + 

Married 

Single  

Public servant 

Self Employed 

 

Yes  

No 

Planned  

Impulse 

Open market 

Supermarket 

A carton 

Loose packs 
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6. On a scale of [5] for Very large extent (VLE), [4] for Large extent (LE), [3] for Moderate extent 

(ME), [2]  for Small extent (SE) and [1]for No extent (NE) how has the following factors 
influenced your choice of noodles in Owerri? 
 

Factor Very large Extent Large 

Extent 

Moderate 

Extent 

Small Extent No Extent  

Price      
Quality      

Nutritious       

Taste      
Brand image      

 
7. With same ranking as in question 6 above, to what extent do these factor components explain 

your understanding of the factor? 

 Factor Very large 

Extent 

Large 

Extent 

Moderate 

Extent 

Small 

Extent 

No Extent  

A PRICE      

1. The price is reasonable      

2. The price is consistent       
3. Good value for money       

B QUALITY      
1 It is well packaged       

2 Appearance and texture is 
consistent 

     

3 It has adequate shelf life 
(always Fresh) 

     

C NUTRITIOUS      
1 It contains essential 

vitamins 
     

2 It contains essential 
minerals 

     

3 The calorific content is 
adequate  

     

D TASTE      

1 The flavor is excellent      
2 The aroma is appetizing      

3 It is spicy      

E BRAND IMAGE      
1 It is the choice of others      

2 It is readily available      
3 Brand awareness is high      
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