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ABSTRACT  
Nowadays there is lot of opportunities in India in direct marketing. In 1959, Amway launched a 
business model fueled through the power of relationships. The original product offered in this 
model, was Liquid Organic Cleaner (L.O.C.). It was the first concentrated, bio-degradable, and 
environmentally friendly cleaning product. Since then, Amway has expanded from home 
products to a global leader in the categories of health and beauty. The Direct Selling strategy of 
Amway is quite different than that of business administration of general enterprises; although 
they can save the company a lot of cost, yet they are accompanied with uncertain risks.  
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I. INTRODUCTION 
 

 Amway focused on organization first, determines its potential customer desire, and then 
build the product or service. Amway started operations in India in 1998. It has branches in 80 
cities across 145 offices and 4 regional mother warehouses and 65 warehouses. When the 
company began in India, it was importing all the products. Today, 90 per cent of its products are 
made here, through contract manufacturing. The distribution and home delivery network set up 
with the support of independent logistics partners caters to over 11500 zip codes across the 
country. It has also become one of the largest FMCG (Fast Moving Consumer Goods) 
companies in India after crossing the revenue of big FMCG firms such as Emami, P&G and 
Gillette India. This paper aims to study the impact of direct selling companies in Kerala with 
special reference to Amway. This study is focused on the present and upcoming marketing 
trends of the direct selling companies in the Calicut area and offers suggestive measures in order 
to improve the direct selling in the study area and also to highlight the benefits and challenges 
associated with direct selling in India. Then 50 samples have been selected deliberately keeping 
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in mind the targeted groups which will consist of successful direct sellers and management 
personnel of Amway. 

SIGNIFICANCE OF THE STUDY 
 

The study is focused specifically on customers who have purchased the product. The 
Indian economy is witnessing changes like never before. The Indian consumer thoughts are 
changing with new players entering the market and increasing the availability of choices. The 
expectation of consumer is increasing more and more. The study attempts to identify the 
research of the Amway product, it would help the company in formulating the suitable strategy. 
It also identifies the attitude and preference towards Amway products. 

 
STATEMENT OF THE PROBLEM 
 

 Now days consumer behaviour will vary from person to person and product/service to 
product. The behaviour depends on a number of both psychological and physical variables 
which correlation with consumer behaviour. The level of behaviour can also vary depending on 
the demographic factors of the consumer. Amway products are mostly liked by the consumers 
of all age groups and status. But the level of satisfaction will vary from one person to other. 

    
There are several brands of cosmetics, nutrition etc. Exists in the market, Attempt is 

being made to know which is more popular, preferred and purchased by the consumer. Now 
expectation and the level of satisfaction of consumers is an Essential one, for withstanding a 
brand. The factors influencing the consumers for purchasing Amway product are quality, 
availability and variety of product. For this purpose, an attempt is made by the researcher to 
study about the Amway products used by the consumers and extend of their loyalty towards the 
brand. Hence, thesis titled “Customer Satisfaction towards Amway Products with Reference to 
kanchipuram” has been selected for the research article. 

 
OBJECTIVES OF THE STUDY 

1. To study the buying habit of the consumer for the Amway product.  

2. To study the consumer‟ Level of satisfaction about the Amway product.  
 

II. RESEARCH METHODOLOGY 
 

 This article pertains to Consumer Preferences towards Amway Products with special 
reference to Kanchipuram. The researcher selected samples from consumer of Amway product. 
This study is exploratory in character and therefore the survey method of data collection was 
adopted.  

Period of the Study  
 The required primary data were collected from the selected respondents during Three 
months period, from March 2021 to May 2021. Secondary data were collected for ten years 
period from 2011 to 2020  

Sources of Data  
 The study has been used primary data as well as secondary data. The primary data was 
collected from 100 Consumers by structured questionnaire. The Questionnaire has been 
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prepared in such a way that the respondents were able to express their opinions freely and 
frankly. Adequate care has been exercised to collect unbiased data from the respondents. 
 

Primary Data 
 Primary data was collected for the study. It is original and collected for a specific 
purpose or to solve a specific problem. Primary data was collected from the respondents by 
using the Questionnaire method. 

Secondary Data 
 Secondary data already exist in one form or another. It is relatively cheap, and can be 
conducted quite quickly. Secondary data were collected from Journals, Websites and Subject 
books etc. 
Statistical Techniques  

The collected data were processed with the help of appropriate statistical tools in order to 
fulfill the objectives of the study. The collected data were carefully classified and tabulated. For 
the present study the researcher used percentile analysis, Likert Scaling Technique and Garrett 
Ranking Technique. 

STUDY AREA 
 The present study was carried out in kanchipuram district. The study area covers high-
density areas, where the Amway product is mainly sold. Kanchipuram district lies 60 km to the 
south west of Chennai, the capital city of Tamilnadu.  

III. REVIEW OF LITERATURE 

Gemma Roach (2009)1 The study examined how a consumer’s perception of the 
relative advantages, compatibility and complexity associated with mobile phone marketing, and 
their involvement with their mobile phone, influenced their intention to accept marketing 
communication sent through this channel. Statistical analysis revealed that a consumer’s 
perceptions of two of the three innovation attributes tested (relative advantage and  
compatibility)  were  significantly  associated  with   their   acceptance (or adoption) of 
marketing messages sent through their mobile phone. However, a slightly weaker relationship 
between a consumer’s level of involvement with their mobile phone and their adoption of 
mobile phone marketing was found. This research provides companies with important insights 
into the factors that may encourage or deter consumer acceptance of this new form of direct 
marketing. 

Jau-Shyong Wang (2009)2 This study investigated the effect in the trust and relationship 
commitment between customers and distributors. This study conducted survey through 
questionnaire to collect data. The reason why most of the Taiwan consumers joined the 
company as distributors is mainly because distributors can accumulate sales bonuses and get 

                                                           
1 Gemma Roach, “Consumer Perceptions of Mobile Phone Marketing: A Direct 

Marketing Innovation”, Direct Marketing: An International Journal, Vol. 3 no. 2, 2009, 
p.no:124-138. 
 
2 Jau-shyong Wang, “Trust and Relationship Commitment Between Direct Selling 
Distributors and Customers”, African Journal of Business Management, vol.3 (12), 
December, 2009, p.no:862-870. 
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discounts and incentives that only distributors can avail. Therefore, the distributors in Taiwan 
were used as the subject. The educational backgrounds of the distributors include master’s 
degree and it shows  no  significance  in  the  statistics.  The trend of the direct selling business 
is in the hands of young people. The difference between the mean of cognitive trust and 
emotional trust is not big which shows that Taiwanese direct selling customers are very rational 
and are not easily affected by sympathy. Good communication and the customer’s shared values 
are the factors that promote the trust of the customers and distributors to obtain customer’s 
commitment and loyalty. 

Abdel Baset I. Hasouneh (2010)3 The objective of the study is to examine how response 
data from direct marketing email campaigns could be utilized in measuring the development of a 
customer relationship in the context of an end-user loyalty program. The case analysed in the 
study is Club Sony Ericsson e-mail campaigns targeted at its registered members. The primary 
research problem covered in the study is “how can e-mail direct marketing results be measured 
by using Club Sony Ericsson existing campaign response and customer data?” The empirical 
study is conducted by using a quantitative research method. Data analysis is performed in ways 
that could also be applied in ongoing monitoring of relationship development within the case 
company. The study focus is on the information that click-through data can provide when 
combined with variables found from the customer database. From the study it is found that 
click-through activity was found to have positive correlation with all the other behavioral 
variables available on the customer relationship. The youngest age group is found to have the 
lowest response rates. Repeat responses are rare within the studied time period.  E-mail address 
invalidity is found to have significant effect on dialogue termination. Analysing interaction data 
from e-mail direct marketing campaigns clearly provides new insight into the development of a 
customer relationship. 

Homburg, Michael and Martin (2010)4 The authors analyze the effect of situational 
variables on the effectiveness of salesperson customer orientation through this study. This study 
is one of the first to explore how characteristics of the purchase situation moderate the 
effectiveness of customer orientation. It is found that customer communication styles as well as 
product characteristics have a substantial influence on the effectiveness of customer-oriented 
behaviours. The results suggest that the key implication of the adaptive selling literature also 
applies to salesperson customer orientation. Results of the study show that the situational 
context is a strong driver of salesperson effectiveness. In particular, high levels of functional 
customer orientation are especially beneficial with task-oriented buyers, highly important 
products, and weak brands. Moreover, a relational customer orientation increases customer 
loyalty with interaction-oriented buyers, strong brands, and individualized products. 

                                                           
3 Abdel Baset I. Hasouneh and Marzouq Aed Alqeed, “Measuring The Effectiveness 
of E-Mail Direct Marketing in Building Customer Relationship”, International Journal 
of Marketing Studies vol.2, no.1,May 2010, p.no:48-64. 
 
4 Christian Homburg, Michael Müller and Martin Klarmann ,“When Does 

Salespeople‟s Customer Orientation Lead to Customer Loyalty? The Differential 
Effects of Relational and Functional Customer Orientation”, Academy of Marketing 
Science, September 2010, p.no:795-812. 
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Only few studies have been made in India towards multi-level marketing in which 
customer perception, problems and satisfaction towards the products was not studied so far. To 
fill this gap the study entitled customer perception, problems and satisfaction on multi-level 
marketing products has been taken by the researcher. 

 
PROFILE OF AMWAY INDIA ENTERPRISES 
 
 In 1959 Amway was established by Jay Van Andel and Richard De Vos in America. 
Amway means American Way an abbreviation used for Amway. Amway is one of the world’s 
largest and most successful direct selling companies. 
 

This Independent Business Owners develop a network of people by recruiting others 
under them and expand a huge network. The IBO earns commission on the products sold. 
Further, the IBO also gets commission for the sales done by other IBOs recruited by him. This 
business model categorized the distributors on the basis of sales performance of their entire 
team and therefore everybody’s commission will be differ accordingly. 

IV. ANALYSIS AND INTERPRETATION 

AGE OF THE RESPONDENTS 
 
         The age of the consumer is one of the important demographic characteristics of the 
consumers which influence more on their consumption pattern and brand loyalty of the Amway 
product. The distributions of respondents based on their age are shown in below table. 
 Age of the Respondents 
 

Age Frequency Percent 

Below 30 35 35.0 

30-40 20 20.0 

40-50 27 27.0 

Above 50 18 18.0 

Total 100 100.0 

Source: Primary data 

         An observation of the above table shows that the 100 consumers, 35 respondents (35.00 
percent) are in the age group of below 30, 27 respondents (27.00 percent) are in the age group 
of 40 – 50, 20 respondents (20.00 percent) are in the age group of 40 – 50, and 18 respondents 
(18.00 percent) are in the age group of above 50 years. It is clear that majority of consumers are 
in the age group of Below 30 years. 

GENDER OF THE RESPONDENTS  
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          Gender is one of the important social factors which influence the consumer behavior, 
brand awareness and brand loyalty. The distribution of Amway consumers on the basis of 
gender are presented in below table 

Gender of the Respondents 

Gender Frequency Percent 

Male 46 46.0 

Female 54 54.0 

Total 100 100.0 

Source: Primary data 

      It is clear from above table that the Amway consumers, 54 consumers (54.00 percent) are 
female and 46 consumers (46.00 percent) are male. Among the total consumers, majority of 
consumers are in the gender of female. 

 MARITAL STATUS OF THE RESPONDENTS  
 
                 Another important factor to determine brand loyalty is marital status. The 
distribution of respondents on the basis of their marital status is presented in below table  
 Marital Status of the Respondents 
 

Marital Status Frequency Percent 

Married 46 46.0 

Unmarried 41 41.0 

Others 13 13.0 

Total 100 100.0 

             Source: Primary data 
     
     It is clear from the above table  that the Amway consumers, 46 consumers (40.00 percent) 
are married, 41 consumers (41.00 percent) are unmarried and 13 consumers are others. It is clear 
that majority of consumers are aware of the married. 
 
EDUCATION OF THE RESPONDENTS 
 

The level of education among the respondents indicates the level of awareness in the 
marketing environment. The distribution of respondents on the basis of their educational 
qualification is presented in below table. 
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Education of the Respondents 
 

Education Frequency Percent 

School level 25 25.0 

UG 17 17.0 

PG 27 27.0 

Others 31 31.0 

Total 100 100.0 

             Source: Primary data 

     As per the above table shows that the respondents, 31 respondents (31.00 percent) are 
qualified of others, 27 respondents (27.00 percent) are qualified PG Degree, 25 respondents (25 
percent) are qualified with School Level, and 17 respondents (17.00percent) are qualified with 
UG Level. It is clear shown that majority of respondents are qualified other than UG, PG, 
School level. 

MONTHLY INCOME OF THE RESPONDENTS  
 
   Monthly income is one of the important factors to determine brand of the products. The 
distribution of respondents on the basis of their monthly income is as follows.  Monthly Income 
of the Respondents 
 

Income Frequency Percent 

Below 15000 28 28.0 

15000-25000 31 31.0 

25000-35000 24 24.0 

Above 35000 17 17.0 

Total 100 100.0 

             Source: Primary data 
 

The above table revealed that, the Amway consumers, 31 consumers (31.00 percent) 
earning Rs.15000-25000, 28 consumers (28. 00 percent) are earning below Rs.15000, 24 
consumers (24.00 percent) are earning Rs 25000-35000, and 17 consumers (17 percent) earning 
aboveRs.15000.  The majority of consumers are aware of the Amway product earning above 
Rs,25000 to35000. 
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 OCCUPATION OF THE RESPONDENT  
 
      Occupation is one of the important factors to determine standard of living of the individual. 
The distribution of Amway product consumers’ occupation is presented as below. 
 Occupation of the Respondents 
 

Occupation Frequency Percent 

Self employed 18 18.0 

Private employee 24 24.0 

Govt employee 42 42.0 

Others 16 16.0 

Total 100 100.0 

Source: Primary data 

As depicted in the above table,  that the Amway consumers, 42 consumers (42.00 
percent) are Govt employee, 24 consumers (24.00 percent) are Private employee, 18 consumers 
(18.00 percent) are Self employee and 16 consumers (16.00 percent) are others. Majority of 
consumers are used government employee. 

 NUMBER OF MEMBERS IN THE FAMILY 
 

Family members are one of the important factors to determine standard of living of the 
individual. The distribution of Amway product consumers’ occupation is presented in below 
table. 

 
Number of Family members of the Respondents 

 

Family Size Frequency Percent 

Up to-2 17 17.0 

Three 29 29.0 

Four 46 46.0 

Above-4 8 8.0 

Total 100 100.0 

Source: Primary data 
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From the above table it reveals that out of 100 respondents 17% are having 2 members 
in the family, 29% are having three members in the family, 46% are having four in the family 
and 8% are having above four in the family. Majority of the family size  four members are aware 
of Amway product.   
Awareness of the Amway products 
 

Products Yes No 

Personal care Products  85 15 

Homecare Products  80 20 

Cosmetic Products   75 25 

Health care Products  82 18 

Others 66 34 

 

Brand preference of the Amway product 
       The researcher wants to know if the consumers prefer Amway product used in their daily 
life and this is presented in the below table. 

 Brand preference of the Amway product 

Products Frequency Percent 

Personal care Products (I) 31 31.0 

Homecare Products (III) 24 25.0 

Cosmetic Products  (IV) 12 12.0 

Health care Products (II) 25 24.0 

Others (V) 8 8.0 

Total 100 100.0 

Source: Primary data 

         It is clear from the above table describes about the Amway product currently used by the 
respondents. Among the Amway consumers 31.00 percent are using Personal care Products, 
25.00 percent are using Health care Products, 24.00 percent using Homecare Products 12 
percent  are using Cosmetic Products  8 percent using others products. It is clearly shown that 
majority of the respondents are used personal care products. 
 
PLACE OF BUYING AMWAY PRODUCTS 
 

Place of buying Amway products  Percentage 
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Directly from the company  35 

Retail outlet  11 

Online shopping  24 

Marketing agents  30 

Total 100 

              Source: Primary data 
        
 From the above table, it reveals that 35 percent of the respondents are buying the Amway 
products through directly from the company, 30 percent of the respondents are buying the 
Amway products through marketing agents, 24 percent  of the respondents are buying Online 
shopping and 11 percent the respondents are buying retail outlet. Analysis shown result most of 
the respondent are buying on the way of directly from the company 
 
PERIOD OF USING AMWAY PRODUCTS 
 
 Period of AMWAY products 
 

Period of using Amway Products Percentage 

Less than-1 Year 24 

1-2 Years 38 

2-3 Years 23 

Above 3 Years 15 

Total 100 

 
             Source: Primary data 
 

      From the above table, it finds that, 38 percent of respondents are using the product on 1 to 
2 years, 24 percent of the buyers are using the product on less than 1 year, 23 percent of the 
buyers are using 2-3 years and 15 percent of the buyers are using above 3 years. It is clearly 
shown that majority of the respondents are used on 1 to 2 years 
. 
 SOURCE OF INFORMATION ABOUT AMWAY PRODUCTS 
 

 Source of information about Amway products Percentage 

Friends & relatives  42 

Newspaper  16 
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Magazines  6 

Television  14 

Personal selling  6 

Internet  8 

Others 8 

Total 100 

Source: Primary data 
 
        From the above table, it shows that 42 percent of the respondents are come to know about 
the product information from friends & relatives and 16 percent of the respondents are come to 
know about the product information from newspaper. 14 percent of the respondents are come 
to know about the product information from television. So it finalized that most of the 
respondents come to know about the information from friends and relatives. 
 
MONTHLY AVERAGE PURCHASE OF AMWAY PRODUCT 
 

Monthly  purchase  Percentage 

Below 2000 38 

2001-4000 26 

4001-6000 14 

Above 6000 22 

Total 100 

             Source: Primary data 

        From the above table, it reveals that 38 percent of the buyers are purchasing the Amway 
products below Rs. 2,000 and 26 percent of the buyers are purchasing the Amway products 
Rs.2000-4,000. And 22 percent of the buyers above 6000 so, it finalized that majority of the 
buyers are purchasing the product below Rs.2000. 

 LEVEL OF SATISFACTION OF AMWAY CONSUMERS AT VARIOUS FACTORS  

Factors Excellen
t 5 

Very 
good 4 

Good  3 Fair 2 Poor 1 Total Ran
k 

Re
s 

Wt Res Wt Res W
t 

Re
s 

W
t 

Re
s 

W
t 

Re
s 

W
t 

Price 17 85 22 88 16 48 12 2
4 

33 3
3 

10
0 

27
8 

V 
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Quality 34 17
0 

27 108 12 36 15 3
0 

12 1
2 

10
0 

35
6 

I 

Brand image 26 13
0 

20 80 28 84 16 3
2 

10 1
0 

10
0 

33
6 

II 

Familiarity 18 90 12 48 26 78 14 2
8 

30 3
0 

10
0 

27
4 

VII
I 

Availability  28 14
0 

19 76 24 72 13 2
6 

16 1
6 

10
0 

33
0 

III 

Varieties  22 11
0 

20 80 35 10
5 

10 2
0 

13 1
3 

10
0 

32
8 

IV 

Attractive 
package  

16 80 14 56 31 93 9 1
8 

30 3
0 

10
0 

27
7 

VI 

Discount or 
Gift  

13 65 19 76 20 60 16 3
2 

32 3
2 

10
0 

26
5 

IX 

Measurement  18 90 16 64 22 66 11 2
2 

33 3
3 

10
0 

27
5 

VII 

Source: Primary data 

      It is clear from above table  that, the quality of products is very good it has been attained 
first rank (total score 356), second rank ( total score 336) has been attained by brand image also 
very good, third rank (total score 330) has been attained by availability, fourth rank (total score 
328) has been attained by varieties, fifth rank (total score 278) has been attained by price, sixth 
rank (total score 277) has been attained by Attractive package, seventh rank(total score275) has 
been attained by Measurement, eighth rank (total score274) has been attained by familiarity and 
the last rank is(total score 265) has been attained by discount gift. It is clear that majority of 
Amway consumers are highly satisfied with quality of the Amway products. 

      FINDINGS OF THE STUDY 
 

 It is clear that majority of consumers are in the age group of Below 30 years. 

 Majority of consumers are in the gender of female. 

 It is clear that majority of consumers are aware of the married. 

 It is clear shown that majority of respondents are qualified other than UG, PG, 
School level. 

 It is clearly shown that majority of the respondents are used personal care products 

 Result shown that most of the respondent are buying on the way of directly from 
the company 

 It is clearly shown that majority of the respondents are used on 1 to 2 years, 

 It finalized that most of the respondents come to know about the information from 
friends and relatives. 
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 It finalised that majority of the buyers are purchasing the product below Rs.2000. 
 
SUGGESTIONS 
 

 The company needs to study the life style of their customers in order to find new 
and innovative products which suit their life style and strengthen the customer’s to 
become clients of the company forever. 

 As Amway is a foreign company, it needs to study about the feature of products 
sold through direct selling in Tamilnadu and make a product differentiation to the 
customers as new alternatives to them and find out more and more strategy to 
make the company a successful one. 

 Major products purchased by customers are home care products, personal care 
products and nutrition and wellness products. Therefore, the company’s focus 
marketing strategies can concentrate on these lines of products. 

 Even though customers are satisfied with the products they hesitate to continue to 
use the products in future as they feel that the price is high. The company can 
reduce the price of the products and prevent the customers going out of the hands 
to others. 

 
IV. CONCLUSION 

 
 In today’s highly competitive environment, an organisation has to develop a business 
Strategy that provides a strategic fit between its resources and the changing business 
Environment, this study illustrates how Amway has continued to develop by using a Range 
of strategies based upon market matrix. These strategies have enabled Amway to build 
business by continuing to broaden its Customer base, improve the marketing environment 
mainly in rural areas and enhance. The service it offers to independents business owners, 
members and clients. 
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