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Abstract

This research study, titled "Customer Satisfaction of Balaji Wafers on Gen Z Generation,"” investigates the
level of satisfaction and the underlying drivers of brand preference among Generation Z consumers,
specifically focusing on the Vadodara region. As the packaged snacks industry in India experiences rapid
growth due to urbanization and shifting dietary habits, wafers have emerged as a dominant segment,
accounting for approximately 45% of the total organized snacks market. Balaji Wafers, a homegrown
brand established in 1994 in Rajkot, Gujarat, has secured a significant market share—holding nearly 90%
in its home state and ranking as the third-largest salty snacks brand nationwide—by prioritizing high
volume, localized flavours, and affordable pricing.

The primary objective of this study is to assess how effectively Balaji Wafers meets the evolving
expectations of Gen Z, a demographic characterized by being highly experimental, value-driven, and
digitally connected. The research examines various satisfaction determinants, including taste, price,
product quality, packaging, and availability. Utilizing a descriptive research design, primary data was
collected through a structured online questionnaire distributed via Google Forms to a target population of
individuals aged 18-25. This methodology ensured direct engagement with a demographic that makes
independent buying decisions and is frequently exposed to diverse snack brands.

The findings reveal that the majority of Gen Z respondents are "satisfied to highly satisfied" with Balaji
Wafers, highlighting a strong brand acceptance within this segment. Taste and Flavors variety emerged as
the most critical factors driving satisfaction, followed closely by the brand’s "value-for-money"
proposition, particularly its generous quantity in entry-level X5 packs. Furthermore, the study identifies
that easy availability in local kirana stores and college canteens significantly boosts purchase frequency
and convenience. While brand loyalty is evident through high repeat purchase rates, the research also
notes that Gen Z’s buying behaviours is often impulsive and influenced by peer recommendations.

Despite the overall positive sentiment, the study identifies several growth opportunities. To maintain its
competitive edge against national and international rivals, Balaji Wafers is encouraged to enhance its
digital marketing presence and social media engagement to better resonate with young consumers.
Additionally, the introduction of healthier or baked snack options and more innovative, limited-edition
flavours could cater to the increasing health consciousness and desire for novelty among the Gen Z
population. This study provides valuable strategic insights for Balaji Wafers to refine its product offerings
and communication strategies for long-term sustainability in the competitive snack market.

1. Introduction

The snack industry is currently one of the most vibrant and fast-growing sectors within the global food
market, driven by the increasing demand for convenient, light, and flavourful already-to-eat products.
Within this landscape, wafers have emerged as a staple, enjoyed by consumers of all ages due to their
affordability and the vast array of exciting flavours available. In the Indian context, the wafer industry is a
critical subset of the larger packaged snacks sector, which is witnessing a massive growth spurt globally.
Wafers alone dominate this Indian landscape, contributing approximately 45% of the total snacks market.
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At the heart of this domestic growth is Balaji Wafers, one of India’'s leading homegrown snack brands.
Founded in 1994 in Rajkot, Gujarat, the company transitioned from a small local initiative into a
nationally recognized powerhouse. Balaji Wafers has built a formidable market presence, capturing nearly
90% of the wafer market in Gujarat and ranking as the third-largest player in the salty snacks segment
nationwide. Its success is largely attributed to a strategy focused on high volume, consistent quality, and a
"local and relatable™ image fostered through word-of-mouth rather than heavy traditional advertising.

The analysis of Balaji Wafers' customer satisfaction among Gen Z customers in the Vadodara area is the
main goal of this study. This study aims to determine the main determinants of satisfaction and possible
areas for brand improvement by looking at important factors like taste variety, price sensitivity, and ease
of availability. In order to help Balaji Wafers maintain its competitive advantage in a changing market and
improve its relationship with this younger, dynamic consumer segment, the findings are intended to offer
insightful strategic information.

2. Review of Literature

According to the literature review, Balaji Wafers' success has been based on "quality and consistency,"” a
sentiment that Director Shyam Virani and other industry reports have also expressed. While taste,
reasonable prices, and effective distribution continue to be the main factors influencing customer
satisfaction, researchers like Shinde. G (2022) and Ray. S (2023) point out that the brand's "local-first"
identity forges a special emotional connection with Indian consumers.

However, current research suggests that the landscape is changing. According to recent data from the
Economic Times and BDO India, Gen Z consumers are shifting away from strictly

traditional options and toward more "adventurous and diverse flavour profiles.” Additionally, research by
Odedra highlights that for this generation of digital natives, "speed of delivery™ and digital accessibility
are just as important to their satisfaction as the product itself. In the end, research indicates that while
Balaji's fundamental principles of "more chips, less air" maintain its market dominance, it is necessary to
strike a careful balance between nostalgic

taste and contemporary, inventive engagement in order to remain relevant to Generation Z.

Brand Consistency and Quality Control

Industry leaders and researchers consistently point to "consistent taste™ as the cornerstone of Balaji’s
success.

I. Shyam Virani (Director, Balaji Wafers) emphasizes that maintaining the same flavour profile across all
product batches is central to building long-term customer loyalty.

ii. Misra (2023) notes that the company’s decision to maintain independent control over its operations—
famously turning down a buyout offer from PepsiCo—has allowed it to focus strictly on delivering "more
chips, less air".

iii. The Clueless Company (2023) further supports this, stating that the brand's uniform taste across its 50+
products has created a reliable and trusted brand image.

The Gen Z Shift: Innovation and Convenience

As the consumer base shifts toward Gen Z, new factors like delivery speed and flavour experimentation
have become critical.
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i. BDO India (2023) reports that Gen Z and Millennials are increasingly "adventurous,” seeking diverse
flavour profiles and experimenting with new snack variants.

Ii. Odedra (2018) established a direct link between delivery speed and satisfaction for younger
consumers, suggesting that quick access through online grocery platforms is now a loyalty-defining
factor.

iii.ResearchGate (2023) indicates that demographic factors like education and income significantly
correlate with heightened levels of customer satisfaction, suggesting that as Gen Z's purchasing power
grows, their expectations for premium experiences also rise.

Drivers of Consumer Satisfaction

Research conducted in various regions identifies specific variables that trigger satisfaction among snack
eaters.

I. Shinde (2022) found that in the Pune district, taste, packaging, and price are the three most significant
variables influencing consumer attitudes toward Balaji.

Ii. Ray (2023) highlight that "innovative marketing™ for Balaji doesn't just mean ads; it includes quality
control checks and word-of-mouth advertising, which significantly boost brand profitability and
consumer trust.

iii.Singh R. (2021) discusses how Balaji mastered the Indian palate by offering localized flavours that
balance price and distribution to capture a massive regional market

share.

3. Study Objectives

The primary objective of this research is to evaluate the overall level of customer satisfaction with Balaji
Wafers among the Gen Z demographic. Specifically, the study aims to:

1. Analyse Key Satisfaction Drivers: To identify how factors such as taste, availability, affordable pricing,
and product freshness influence the satisfaction and brand
perception of young consumers.

2. Examine Buying Behaviour: To determine the frequency of purchase and the primary motivations that
lead Gen Z to choose Balaji Wafers over competing national and
international brands.

3. Assess Attribute Performance: To evaluate consumer satisfaction regarding specific product attributes,
including flavour variety, packaging appeal, and ease of
availability in local stores and canteens.

4. Evaluate Brand Loyalty: To analyse the relationship between customer satisfaction and the likelihood
of repeat purchases and peer recommendations.

5. ldentify Improvement Areas: To pinpoint specific factors that cause dissatisfaction and offer strategic
insights for enhancing brand engagement within the Gen Z
segment.
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4. Hypotheses of Study
The research is built upon the following null (HO) and alternative (Ha) hypotheses:
Hypothesis 1 (H1):

o HO: There is no significant satisfaction among Gen Z consumers regarding Balaji Wafers.
o Ha: There is a high level of satisfaction among Gen Z consumers due to the brand’s taste and
affordability.

Hypothesis 2 (H2):

o HO: Price does not influence the buying decision of Gen Z consumers.
o Ha: Affordable pricing significantly impacts the repeat purchase behaviour of Gen Z.

Hypothesis 3 (H3):

o HO: Availability in local stores does not affect customer satisfaction.
o Ha: Widespread availability in nearby shops and college canteens is a major driver of convenience and
satisfaction.

Hypothesis 4 (H4)

o HO: The variety of flavours and the taste of Balaji Wafers have no significant impact on Gen Z's brand
preference.

o Ha: The unique taste and extensive variety of flavours significantly enhance the satisfaction levels of
Gen Z consumers.

Hypothesis 5 (H5)

o HO: High satisfaction levels do not lead to repeat purchases or peer recommendations among Gen Z
consumers.

o Ha: There is a positive relationship between customer satisfaction and the likelihood of Gen Z
consumers recommending Balaji Wafers to their social circles.

5. Study Methods

This section outlines the systematic approach used to collect and analyse data to achieve the research
objectives regarding Gen Z’s satisfaction with Balaji Wafers.

5.1 Research Design

A Descriptive Research Design was employed for this study. This design is appropriate as it focuses on
describing the existing satisfaction levels, buying patterns, and preferences of the Gen Z demographic
without manipulating any variables. It allows for the collection of

quantifiable data that can be statistically summarized.

5.2 Sources of Data

o Primary Data: The core findings of this study are based on primary data collected

directly from respondents. A structured questionnaire was used to capture fresh, first- hand insights into
consumer behaviour.

o Secondary Data: To support the primary findings, secondary data was gathered from academic
journals, industry reports (e.g., Economic Times, BDO India), company
websites, and previous case studies on the Indian snack market.
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5.3 Population and Sample Size

o Target Population: The population for this study consists of individuals belonging to "Generation Z"
(typically born between 1997 and 2012), primarily located in urban and semi-urban regions.

« Sample Size: A total of 253 respondents participated in the study. This sample size provides a 95%
confidence level with a low margin of error, making the findings statistically significant for the target
demographic.

o Sampling Technique: Non-probability Convenience Sampling was utilized. This method allowed the
researcher to reach a large number of Gen Z participants quickly through digital networks.

5.4 Research Instrument

The primary tool for data collection was a Structured Questionnaire consisting of 15 questions.

Question Types: The survey included a mix of:

@)

Demographic Questions: To categorize respondents by age and gender.
o Behavioural Questions: To measure purchase frequency and brand preference.
o Psychographic & Satisfaction Questions: To measure overall satisfaction of gen z

o Competitive & Improvement Questions: To find out where the brand stands against rivals and what
needs to change.

« Platform: The questionnaire was designed and administered via Google Forms, which ensured easy
accessibility for the tech-savvy Gen Z audience.

5.5 Data Collection Procedure

The survey link was distributed through various online channels, including WhatsApp,

Instagram, and LinkedIn. Potential respondents were informed about the purpose of the study, and
participation was kept voluntary and anonymous to ensure honest feedback. Data
collection was carried out over a period of two months.

5.6 Data Analysis Tools

Once the 253 responses were recorded, the data was exported to Microsoft Excel for processing. The
following statistical techniques were applied:

« Percentage Analysis: To represent demographic profiles and basic buying habits.

o Weighted Average Mean: To rank the factors (Taste, Price, etc.) based on their importance to the
respondents.
« Graphical Representation: Using pie charts and bar graphs to visualize trends and make the data easily
interpretable.

6. Results and Discussion

The results of the study, based on 253 respondents, indicate a high overall satisfaction level with Balaji
Wafers among Gen Z, particularly driven by Value for Money (Weighted Mean: 4.78/5) and Flavour
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Variety (4.67/5). Percentage analysis shows that 45.2% of consumers prioritize taste, while 87.3%
confirm that easy availability in local stores is a significant
convenience factor.

In the discussion, it is evident that while Balaji dominates the "quantity-to-price” ratio, Gen Z's
satisfaction with packaging (3.96/5) and digital engagement suggests room for
modernization. The preference for "Masala Masti" reflects a desire for bold, localized

flavours. However, the demand for "Healthier Options™ by 34.2% of respondents indicates a shifting trend
toward conscious snacking that the brand must address to maintain its
competitive edge against global rivals.

1. Percentage Analysis Summary

The survey results reveal a diverse and highly engaged demographic. Below are the key findings from the
percentage analysis:

i. Demographics:

o Age Group: The majority of respondents (51.8%) belong to the 22—-24 age group, followed by 25-27
(22.9%) and 19-21 (17.0%). This reflects a mature Gen Z sample.

o Gender: The respondents are predominantly Male (62.9%), while Females account for 28.1%.
ii. Consumption Behaviour:

o Frequency: 38.7% consume Balaji Wafers occasionally, while 22.5% are daily consumers, indicating
high brand stickiness.

o Preferred Product: "Masala Masti* and "Simply Salted" are the top-rated variants among Gen Z.

o Primary Motivation: Taste (45.2%) is the leading reason for choosing Balaji, followed by Price
(28.4%) and Availability (18.1%).

iii. Market Position:

o Auvailability: An overwhelming 87.3% report that Balaji Wafers are "Always" or "Usually" available
nearby, a massive competitive advantage.

o Competitive Edge: 58.1% believe Balaji is "Much Better" than competitors like Lay's or Kurkure,
primarily due to the "more chips, less air"” policy.

Age Group Distribution of Gen Z Respondents

19-21
16-18

17.0%
83%

25-27

51.8%
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Consumption Frequency of Balaji Wafers
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2. Weighted Analysis (Rating Scale: 1-5)

For the satisfaction and perception questions, a weighted average was calculated (where 5 is the
highest/best and 1 is the lowest).

alue for Money 4.78
ariety of flavours 4.67
Taste of Wafers 4.22
Packaging Attractiveness 3.96
Understanding Gen z Taste 3.85
Overall Product quality 3.78

Interpretation: The highest satisfaction stems from Value for Money (4.78) and Flavour Variety (4.67).
While Taste (4.22) is highly rated, there is slight room for improvement in Overall Product Quality (3.78)
and Packaging (3.96) to reach "Excellent" levels.

3. Strategic Recommendations for Balaji Wafers

Based on 253 responses:

i. Maintain the Pricing Edge: The "Value for Money" score is near perfect. Balaji must continue its low-
cost, high-volume model as it is the biggest driver for Gen Z.

ii. Modernize Packaging: With a score of 3.96, the packaging is good but not "Great." Gen Z values
aesthetic appeal; a more modern, matte-finish or vibrant design could boost preference.

iii.Digital Engagement: While consumers love the taste, the brand's understanding of Gen Z specifically
(3.85) suggests a need for better social media connection and “trendy" limited-edition flavours.

iv. Health Options: 20.6% of respondents mentioned wanting "Healthier Options"” s
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7. Conclusion

The comprehensive study of 253 respondents from the Gen Z generation confirms that Balaji Wafers
maintains a strong and dominant position in the snack market due to its high level of customer
satisfaction. The research highlights that Gen Z consumers are not just looking for a snack but for a high-
value experience that balances quality, volume, and taste. The Weighted Average Analysis reveals that
"Value for Money" is the brand's strongest pillar, scoring a

near-perfect 4.78 out of 5. This indicates that Balaji's strategy of providing "more chips and less air"
resonates deeply with the price-sensitive and value-conscious Gen Z demographic.

Furthermore, the study identifies that Taste (4.22/5) and Flavour Variety (4.67/5) are critical drivers of
brand loyalty. With 45.2% of respondents citing taste as their primary reason for purchase, it is evident
that Balaji’s localized flavour profiles effectively cater to the Indian palate. However, the research also
sheds light on areas for evolution. While the satisfaction scores for packaging (3.96) and brand
perception among youth (3.85) are positive, they suggest that as Gen Z matures, their expectations for
premium aesthetics and digital brand engagement are increasing.

A significant finding is the growing inclination toward health-conscious snacking, with 34.2% of
respondents suggesting "Healthier Options™ as a necessary improvement. In

conclusion, while Balaji Wafers enjoys robust satisfaction and an 87.3% availability rate, its long-term
success with Gen Z will depend on its ability to modernize its brand image,

enhance its digital presence, and innovate with baked or low-sodium product variants to meet the
evolving lifestyle needs of the next generation.
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