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Abstract: This study, titled “A Study on Consumer Perception Towards Terracotta Products with Special
Reference to Coimbatore City,” focuses on understanding consumers’ attitudes, preferences, and purchase
behavior toward terracotta products. The research highlights how factors such as eco-friendliness,
traditional value, durability, and aesthetic appeal influence consumer perception and buying decisions.
The findings show that consumers generally have a positive perception toward terracotta products and
recognize their cultural significance and environmental benefits. At the same time, certain challenges such
as product fragility, limited design variety, pricing concerns, and lack of effective promotion affect wider
consumer acceptance. The study concludes that increasing awareness, improving product quality and
innovation, expanding availability, and adopting effective marketing strategies can enhance consumer
interest and future purchase intention. Overall, the research indicates that terracotta products have strong
market potential and can achieve sustainable growth while preserving traditional craftsmanship and
supporting environmental sustainability.
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INTRODUCTION

Terracotta products represent one of the oldest forms of traditional craftsmanship, reflecting cultural
heritage, artistic value, and eco-friendly living practices. In recent years, increasing environmental
awareness and the growing preference for sustainable products have renewed consumer interest in
terracotta items such as cookware, decorative pieces, and household utilities. However, modern consumers
are also influenced by factors such as price, quality, design, durability, availability, and promotional
activities, which affect their buying behaviour and perception toward these products. Coimbatore city,
being an important industrial and educational hub with strong cultural roots, provides a suitable context
to study consumer attitudes and purchasing patterns related to terracotta products. This study aims to
analyze consumer awareness, preferences, challenges, and socio-economic influences to understand
buying behaviour and provide insights for improving market acceptance and promoting sustainable
traditional crafts.
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STATEMENT OF THE PROBLEM

In recent years, there has been a renewed interest in eco-friendly and sustainable products; however, the
market demand for terracotta products in urban areas such as Coimbatore city has not grown
proportionately. Modern consumers are increasingly attracted to products made from plastic, metal, and
ceramic due to their durability, convenience, and wide availability. As a result, terracotta products are
often overlooked and perceived as outdated, fragile, and less practical for

everyday use. Factors such as limited design variety, inadequate product innovation, and insufficient
awareness about the health and environmental benefits further influence consumer buying behaviour.
From the perspective of artisans and marketers, the lack of clear understanding of consumer preferences
poses a significant challenge. Changing lifestyles, income levels, and purchasing patterns in an urban
setting demand improved product positioning and marketing strategies. Without identifying the key factors
that affect buying behaviour—such as price sensitivity, design appeal, quality perception, and
environmental concern—it becomes difficult to enhance sales and sustain the terracotta industry.
Therefore, this study seeks to analyze consumer buying behaviour towards terracotta products in
Coimbatore city to address existing challenges and support market expansion.

OBJECTIVES OF THE STUDY

1. To study the level of awareness among consumers in Coimbatore city about
terracotta products.

2. To identify the factors influencing Purchase decision Such Price, quality, design.

3. To findout the challenges faced by consumer while Purchasing terracotta Product
in Coimbatore.

4. To analyse the impact of demographic economic Variable on the Purchase decision

of terracotta products.
RESEARCH METHODOLOGY

SAMPLE SIZE 139

AREA OF THE STUDY

COIMBATORE

SOURCE OF DATA

PRIMARY AND SECONDARY

SAMPLE METHOD

RANDOM

1. Simple Percentage Analysis
2. Rank
3. Chi-Square
4. One-way ANOVA

TOOLS USED FOR
ANALYSIS

REVIEW OF LITERATURE

S. Raghavan (2025) — “Effect of Advertising and Promotions on Terracotta Product Sales” Targeted
advertising increased brand visibility and consumer awareness. Promotions and discounts attracted new
buyers. Cultural and festival campaigns boosted engagement and interest. Social media ads influenced
younger consumers significantly. Offline promotions reinforced product awareness in local markets.
Marketing messages emphasizing tradition enhanced product appeal. First-time buyers were influenced
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by advertisements more than repeat buyers. Repeat buyers focused more on product quality than
marketing. Advertising encouraged consumers to try new designs. Overall, promotional strategies affected
awareness, interest, and purchase intention.
P. Anitha (2025) — “Influence of Packaging and Presentation on Terracotta Purchase” Attractive
packaging enhanced product appeal. Consumers judged quality based on presentation. Urban buyers were
more influenced by design and packaging. Traditional buyers valued authenticity over packaging.
Marketing emphasized visual presentation. Proper labeling increased trust. Packaging helped in gifting
decisions. Promotional packaging during festivals increased sales. Well-packaged items were associated
with higher value. Presentation influenced first impressions and purchase decisions.
OVERVIEW OF THE STUDY

Terracotta is one of the oldest traditional crafts, made from natural clay and known for its
eco-friendly, biodegradable, and cultural significance. These products are widely used for household
purposes, decoration, gardening, and religious activities due to their natural appearance, health benefits,
and aesthetic value. In recent years, changing consumer preferences, increasing environmental awareness,
and interest in sustainable living have renewed attention towards terracotta products. At the same time,
modern consumers expect improved quality, attractive designs, durability, and easy availability, which
influence their buying behaviour and overall perception towards terracotta items.

i J

N

The present study focuses on understanding the factors influencing consumer buying
behaviour towards terracotta products in Coimbatore city. It examines key aspects such as consumer
awareness, purchase decisions, socio-economic influences, customer satisfaction, and challenges faced
during purchase. The study also highlights competition from substitute products like plastic, ceramic, and
metal items, while emphasizing the importance of marketing strategies, product innovation, and
distribution channels in improving market growth. Overall, the study aims to provide valuable insights for
artisans, marketers, and policymakers to promote sustainable consumption and strengthen the terracotta
industry while preserving traditional craftsmanship.
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DATA ANALYSIS AND INTERPRETATION
AWARENESS COMPARED TO OTHER HANDICRAFTS

AWARENESS
COMPARED TO OTHER
HANDICRAFTS NO. OF RESPONDENTS PERCENTAGE
Much higher 22 15.83
Higher 41 29.5
Same 39 28.06
Lower 28 20.14
Much lower 9 6.47
Total 139 100

Source: Primary Data

INTERPRETATION

The above table shows that 15.83% feel awareness is much higher, 29.5% higher, 28.06% same, 20.14%
lower, and 6.47% much lower. This indicates that many respondents feel their awareness is higher than
other handicrafts.

INFERENCE

Most (29.5%) of the respondents feel awareness is higher.

FACTOR INFLUENCING PURCHASE

FACTOR

INFLUENCING

PURCHASE DECISION NO. OF RESPONDENTS PERCENTAGE
Price 24 17.27
Quality 45 32.37
Design 42 30.22
Eco-friendliness 22 15.83
Tradition 6 4.32
Total 139 100

Source: Primary Data
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INTERPRETATION

The above table reveals that price (17.27%), quality (32.37%), design (30.22%), eco-friendliness
(15.83%), and tradition (4.32%) influence purchase decisions. Quality is the dominant factor.

INFERENCE

Most (32.37%) of the respondents consider quality as the main factor.

SUGGESTIONS

1. Increase consumer awareness about terracotta products through advertisements,
exhibitions, and social media promotions.
2. Educate consumers about the eco-friendly, traditional, and health benefits of terracotta
products.
3. Introduce innovative and modern designs while maintaining traditional craftsmanship to
attract more customers.
4. Improve the availability of terracotta products through retail stores, local markets, and
online platforms.
5. Adopt effective marketing and branding strategies to enhance product visibility and
consumer interest.
6. Improve product quality, finishing, and durability to reduce concerns about breakage.
7. Use proper packaging methods to prevent damage during transportation and handling.
8. Maintain reasonable pricing to make terracotta products affordable for different income
groups.
9. Provide financial support, training, and marketing assistance to local artisans through
government and institutions.
10. Collect regular customer feedback to understand preferences and improve product
offerings.

CONCLUSION

The study concludes that consumer perception towards terracotta products in Coimbatore
city is generally positive, as consumers value these products for their eco-friendliness, traditional
significance, durability, and aesthetic appeal. The findings indicate that awareness, product quality,
design, and pricing play a major role in influencing buying behaviour, while challenges such as fragility,
limited design variety, and inadequate promotion affect wider market acceptance. The research highlights
that improving product innovation, enhancing availability, strengthening marketing strategies, and
supporting local artisans can increase consumer purchase intention and satisfaction. Overall, terracotta
products possess strong market potential, and with proper promotion and modernization while preserving
traditional craftsmanship, the industry can achieve sustainable growth and contribute to environmental
and cultural preservation.
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