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 ABSTRACT : Recent trends in final food demand show that the concept of food has undergone
a radical transformation in recent years. The diversification of food away from traditional products
and in convergence with western style is responsible for changes in the whole food system. This
paper aims to provide comprehensive approach to the consumer purchasing behaviour towards
processed ready to eat and ready to cook food products. It thus focused on knowing the perception
of the consumers towards Ready-to-Eat and ready to cook food and the impact of factors on
their purchase intention. There existed an ambiguity of what Ready-to-Food is, as different
sources provided with different meanings. In order to derive a niche expertise of derived findings,
the research was restricted to only branded ready to eat and ready to cook food products and to
Consumers who were aware about these food products. A sample of 110 respondents has been
taken under convenient sampling technique in Bhubaneswar city, Odisha. The study reveals that
majority of the respondents have planned decision in purchasing instant food products. Television
plays a major role in providing information about instant food products.
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