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[bookmark: _Toc133999045]Executive Summary

The purpose of this report is to show how customers show their choices of superstores in the context of Bangladesh. Despite the fact that the Bangladeshi superstore sector is still in its early stages, it is highly established in certain industrialized countries.  The number of super shop locations in Bangladesh is insufficient; yet, it has tremendous growth potential because customer demand patterns are changing, overhead income is increasing, and super shop chains are also expanding. Over the last 19 years, supermarkets have changed the country's shopping habits and customer service.  In every business, achieving customer happiness has always been difficult. Quality is the only factor that matters to a consumer. When a customer receives a service that fits his/her needs, s/he is happy and committed to that company and ensures repeat purchase. 

In this study, consumer purchase intention from a superstore or choices of superstores is taken as a dependent variable. To evaluate the choices of superstores, five variables are used including distinctiveness, consumer group distinctiveness, brand quality, organizational associations, and image consistency. A structured questionnaire was used to collect data from the customers who frequently shop from the superstores in Dhaka city. Results show that among the five variables, image consistency and brand quality are the most important variable that influences consumer purchase intention. On the other hand, organizational associations are the least important variable to influence consumer purchase intention in the context of Bangladeshi superstores. Based on the results several implications and suggestions are forwarded.


Keywords: distinctiveness, brand quality, organizational associations, image consistency, purchase intention
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[bookmark: _Toc133999046]CHAPTER ONE
[bookmark: _Toc133999047]Introduction

[bookmark: _Toc119143060][bookmark: _Toc119269566][bookmark: _Toc119269864][bookmark: _Toc122509361][bookmark: _Toc133999048]
Introduction
[bookmark: _Toc132431125][bookmark: _Toc132152338]Consumer purchase intention is a very attractive area of study in the field of academia. This study aims at exploring the area and find out which variables have greater influence on consumer purchase intention in the superstore context of Bangladesh.

[bookmark: _Toc132152340][bookmark: _Toc91876001][bookmark: _Toc132431127][bookmark: _Toc122509362]I attempted to gather primary information from the internet and researched materials as needed for this report, analyzed these, and then finalized the report. Despite the fact that I am still learning, this report assisted me in comprehending the fundamental concepts of the supermarket industry and customer satisfaction.

[bookmark: _Toc133999049]Objectives of the report
[bookmark: _Toc132152342][bookmark: _Toc132431129]The principal objective of this report is to evaluate the consumer purchase intention in the context of superstores in Bangladesh. More specifically, this study aims at evaluating the 
i. Impact of distinctiveness on consumer purchase intention
ii. Impact of consumer group distinctiveness on consumer purchase intention
iii. Impact of brand quality on consumer purchase intention
iv. Impact of organizational associations on consumer purchase intention
v. Impact of image consistency on consumer purchase intention
[bookmark: _Toc91876002]
[bookmark: _Toc122509363][bookmark: _Toc133999050]Research Methodology
I gathered information from several sources and used it to create the report. My report is mostly based on my field observations and research. All of the data and information required to complete this study came from both primary and secondary sources. In our country of Bangladesh, there are several superstores in various divisions or locations. However, the research on the superstore is limited to the city of Dhaka. The goal of the study is to determine the level of customer satisfaction with the superstore's service policy. Some approach was employed in the research. The data was gathered through official websites, journals, online articles, and numerous websites. Surveys are sometimes used to obtain data.



[bookmark: _Toc133999051]CHAPTER TWO
[bookmark: _Toc133999052]Superstore Industry in Bangladesh


[bookmark: _Toc133999053]1.1 Specification of Industry:
A super store is a self-service store that sells a variety of food, beverages, and household items in sections. One of Bangladesh's fastest growing sectors is the superstore. The country's socioeconomic progress, urbanization, and the purchasing power of the country's middle and upper-middle classes have all boosted supermarket growth. Following the western concept, Rahimafrooz Superstores Ltd. founded 'Agora' as Bangladesh's first supermarket in 2001.Rahimafrooz Superstores Ltd. founded this store. The 'Gemcon group' followed up with 'Meena Bazar' the following year."Shawpno" commenced operations in Bangladesh in 2006 as a subsidiary of ACI Limited. With over 185 outlets serving over 40,000 customers daily, "Swapno" is currently Bangladesh's largest grocery chain.

[bookmark: _Toc133999054]Shawpno:
Shwapno (ACI Ltd) is operated by ACI Logistics Ltd., a subsidiary of ACI Industries. Shwapno entered the Bangladesh retail industry in 2008 under the brand "Fresh and near," with the purpose of implementing the company's vision of "Seed to Shelf," which would connect directly by farmers with consumers via a superstore platform. Shwapno has built a name for itself and evolved to become Bangladesh's largest retail chain brand, with over 60 stores across the country and the potential to target the people of 35000 households on a regular basis. It is currently the market leader, with a market share of more than 45%. ACI Logistics Limited's Shwapno is Bangladesh's leading retail brand. As the largest retailer in the world.

[bookmark: _Toc133999055]Meena Bazar:
. Meena Bazar was the country of Bangladesh's first retail superstore, and they developed an online shopping platform. The Garcon Group company Meena Bazar sells around 15,000 things, including groceries, cosmetics, stationery, toys, baby items, beverages, and food, as well as a variety of agricultural, dairy, electronic, and other basic household productsMeena Bazar is dedicated to providing its customers with the best of the best because it is recognized as one of the nation's reliable food suppliers. At Meena Bazar, employees try to explain the advantages of the products to consumers in addition to simply selling them to them. They buy the items directly from the farmers, cutting out the middlemen and guaranteeing high quality, freshness, and constant availability to provide the clients the most value for their money. 

[bookmark: _Toc133999056]AGORA: In 2001, Rahimafrooz Superstores Limited, which operates the chain of stores under the name Agora, was founded. Rahimafrooz's interests have undergone several significant changes, but this one constituted a diversification away from its core skills in the industrial sector and power. Rahimafrooz Superstore, a sole venture of the Rahimafrooz group, is known under the brand name Agora. Agora is a Greek word that means a marketplace, bazaar, or gathering place. Agora was a typical name for the location of the public assembly in ancient Greek cities, but over time, it came to be utilized more and more for commercial endeavors.

[bookmark: _Toc133999057]UNIMART:
UNIMART LTD, a United Group company, is a hub of premium retail services designed to give customers a luxurious experience. Unimart Ltd. is a household name in the retail and service sectors, with two major wings- Retails and Food & Beverages- that have consistently set standards in their respective fields since their inception. United Group, known for its diverse commercial ventures, first introduced Unimart in 2013 as a single floor compact superstore covering an area of 40,000 SFT. This was the first retail format of its kind, offering food, non-food, and general merchandise, as well as store-in-store counters.
Following the success of Unimart, Chef's Table opened in the heart of Dhaka City's most wealthy zone in 2018, where food culture was reaching new heights and milestones.Under the umbrella of Unimart Ltd, United Group pioneered a unique concept that caters to all cravings of various delicacies, as eating out with friends and family has become a main avenue of leisure and entertainment.

Lavender Super Stores Ltd.
Lavender superstores offer customers an enjoyable shopping experience as well as enhanced shopping facilities via a digital and store networking system. Lavender is an Elephant Group subsidiary. The group began its journey in 1995. The Elephant Group's executive director is Mr. Tanveer Ahmed. Garments & Apparels, Banking, Hotels, Real Estate, Power & Energy, and other successful business sectors are represented by this group.

Khulshi Mart
Khulshi Mart began operations in Chittagong on February 10, 2006.The Khulsi Mart supermarket is owned by Mart Promoters Ltd.The goal of this supermarket is to provide Chittagong resident with highquality products and shopping options. They offer customers highquality fresh products at a fixed price. All products are granted, and computerized billing systems are used. Customers can get all of their daily and necessary products under one roof here. Foods, vegetables, groceries, cleaning supplies, home essentials, and other items are among their product categories.

[bookmark: _Toc133999060]Pick & Pay 
Pick & Pay began operations in Uttara, Dhaka, in 2008. They provide excellent customer service.It only has one store in Uttara, Dhaka. A customer can get all of his or her daily and essential products under one roof.Customers are given comfortable shopping facilities and products. Vegetables, Meat, Fish, Fruits, Cleaning Needs, Home Essentials, Living, Personal Care, and other products are available.

[bookmark: _Toc133999061]Almas Super Shop
Almas Super Shop has over 5 locations in Dhaka.It has three locations in Dhanmondi, one in Uttara, and one in the Bashundhara City Shopping Complex. It is Azamshop's sister organization. In general, they sell cosmetics. Household, toiletries, personal care, health & hygiene, child care, teen, outfits, gift items, chemicals, and other products are available.

[bookmark: _Toc133999062]Prince Bazar Ltd.
Prince Bazar has four locations in Dhaka: Mirpur, Pallabi, Mohammadpur, and Shyamoli. This supermarket is well-known in Bangladesh for its food products such as Jelly, Jam, Prince Pani, Prince Lascha Semai, Prince Dora Cake, and others. There are sections such as Home Essentials, Living, Personal Care, Foods, Vegetables, Grocery, and others.
[bookmark: _Toc133999063]Saad Musa City Center
Saad Musa City Center has one location in Dhaka. "Wholesale to every door," says the supermarket's slogan. The supermarket's mission is to provide various types of goods, the best customer service, advantageous shopping facilities, and more.


[bookmark: _Toc133999064]1.2 Size, Trend& Maturity of the Industry:
The majority of shoppers in Bangladesh choose to purchase everyday home items from traditional markets and grocery stores. However, as Bangladesh's middle and upper classes' spending power develops, so does the number of individuals shopping at supermarkets. As a result, Dhaka's supermarkets have recently expanded their operations in numerous places. Online grocery delivery services, in addition to big-box stores, have grown in popularity in recent years. Pathao, a local ride-hailing service, and Food panda, an internet meal delivery service, both emerged at one moment.

The growth of super stores has been significantly impacted by this. However, retailers like Shawpno, Meena Bazaar, and Agora prioritize home delivery and internet sales in addition to in-store sales. The nation's big retailers now have the chance to serve more customers by serving them both in-person and online. However, the majority of customers still frequent the standard markets and grocery stores now that the pandemic situation has calmed. Customers have reportedly resumed their previous purchasing habits in order to avoid having to pay an additional value-added tax on packaged items, according to industry analysts.

[bookmark: _Toc133999065]Shawpno 
[bookmark: _Toc133999066]Shwpno outlets began by offering fresh produce and daily household essentials, but have since expanded to offer a wide range of other products such as apparel, home décor, electronics, and various other items. This includes several private labels for grocery, baked goods, and so on, as well as the in-house fashion label Shawpno life. Shwapno has locations in Dhaka, Chittagong, Sylhet, and Comilla. It has a variety of outlet formats ranging from small convenience stores to large megamall outlets ranging from 1500 to 27000 sq. ft. Shwapno is the retail market leader in Bangladesh. In the 2016-2017 fiscal year, Shwapno led significant expansion, operating 12 shops across Bangladesh and expanding into areas outside of major cities (ACI Ltd, 2018). As a result, sales and foot traffic have increased. The number of individuals who enter a certain location, usually a shop or a shopping mall, at a given time is referred to as footfall. Shwapno has prioritized customer satisfaction while maintaining market pricing leadership. 

[bookmark: _Toc133999067]Meena Bazar
[bookmark: _Toc132431150][bookmark: _Toc133999068]Meena Bazaar is an internationally recognized Bangladeshi retail grocery business. It began operations in 2002 and now has outlets in the Dhaka, Chittagong, and Khulna divisions, though the Khulna division operation was recently canceled. Every Meena Bazar location sells between 6,000 and 8,000 items. Meena Bazar not only sells things to customers, but also tries to educate them on their benefits. Meena Bazar is also renowned as one of the most dependable food providers in the country. Meena Bazar is committed to offering clients the greatest products available and is currently expanding to better serve Bangladeshi customers. Gemcon Group pioneered the Bangladesh retail sector in 2002 with its Meena Bazar superstore chain, which has developed to become a major superstore chain because to its quality items, service, and innovative organic offers. Meena Bazar, which offers fair prices to both consumers and contract farmers, is primed for substantial expansion in the next years. 

[bookmark: _Toc133999069]Agora
In 2001, Agora was the first retail chain to open in Bangladesh. Since then, the store has been meeting customers' everyday shopping needs by offering low prices, a diverse selection of goods, high quality, and excellent service. They employ over 1000 people. Currently, there are 14 outlets of Agora in Dhaka, 1 in Chattogram, and 2 in Sylhet. It had four superstore retain branches in Dhaka by 2008. The store is supplied by 50 thousand rural farmers and traders. The store opened its first branch in Chittagong in 2011. In Dhaka, the same Agora acquired rival brand PQS. Agora had ten branches in Bangladesh by 2012. 

Agora, the country's first superstore, has made significant contributions to the industry's growth. To ensure a better market for the country, we have always maintained excellence in product quality and operational standards. Agora is always striving to provide the highest quality products to its customers. To that end, Agora always takes the necessary precautions and follows best business practices in order to establish an ethical business source. Agora also believes in decentralization and wants the healthiest produce to reach its customers across the country.

[bookmark: _Toc133999070]UNIMART
Unimart is a United Group subsidiary" A state-of-the-art shopping center with 40,000 sq. feet floor space. Everything from clothing to bags and shoes, electronics to fish and coffee. Unimart has everything. Under one roof, with plenty of open space and a clean, fun environment that makes shopping enjoyable. Enjoy the best products and services in town.

[bookmark: _Toc133999071]Lavender superstores
[bookmark: _Toc132431154][bookmark: _Toc133999072]Lavender Superstores have 2 outlets in Dhaka. Customers enjoy coming here because the prices of the imported goods are lower than at other Bangladeshi superstores. Baking needs, baby needs, beverage needs, commodities, condiments, cleaning needs, home essentials, living, personal care, and cereals are among their product categories. Food spreads, spices, milk, snacks, and confections, among other things.

[bookmark: _Toc133999073]Khulshi Mart 
Khushi Mart has brought to Chattogram what we all desired: a positive change. We have established a standard of high quality of groceries, household products, and everyday needs in a hygienic, well-laid out environment, accessible to all, at the fairest bargain prices the local markets have to offer, for even the most premium products, as one of the pioneers in bringing the American superstore model to Bangladeshi shores. Khulshi Mart recognizes the significance of positive change. With our home delivery service, our service does not end at our door, but it also arrives at yours. We ensure that the best of the neighborhood reaches you wherever you go by serving the largest local food chains and restaurants. Our community deserves not only the best, but also the safest quality check and produce on the market. It is our responsibility, with our upcoming platforms and campaigns, to ensure that we are giving back to the world everything that it has given to us, through recycling, all-year indoor vertical farming, and so on. Lowering our carbon footprint and educating people on how to make their surroundings cleaner and safer... for the entire Khulshi Mart neighborhood.

[bookmark: _Toc133999074]1.3 Political, Legal and Regulatory factors
Superstores are struggling because regular strikes and blockades are hurting sales. "Our companies are on the verge of failing. Due to the continuous instability, very few people visit the superstores, according to Md. Zakir Hossain, general secretary of the Bangladesh Supermarket Owners' Association. Sales at superstores as a whole have recently decreased “Customers are not coming to the stores for security reasons." The sales at Shwapno are likewise declining. Political unrest has caused a dramatic decline in consumer confidence. Instead of visiting the superstores, people are purchasing their basics from local shops.

Ashraful Hasan, the company's marketing manager, reported a more than 35% fall in sales at Rahimafrooz Superstores Ltd, the owner of Agora. Because of the threat of violence, the middle class, Agora's target market, cannot drive to the stores. Our daily sales have decreased as a result, said Hasan.Agora, which has 13 locations, used to report sales of about Tk 70 lakh on an average day. According to Hasan, the sum decreased by over Tk 40 lakh. "Another factor contributing to the decline in sales is product unavailability. Due to the blockades and strikes, our suppliers are unable to deliver items on schedule, according to a Rahimafrooz Superstores representative.

According to the supermarket owners group, 24 corporations already run more than 100 superstores across the nation. According to industry experts, supermarkets represent about 2% of all sales in the nation, compared to 10% in India. Superstores and other businesses totaling about 38,000 are currently open in Dhaka. According to figures from the association, their combined yearly revenue exceeds Tk 1,500 crore, with the government getting roughly Tk 30 crore in value added taxes. Supermarket owners urged the major political parties to resolve their differences quickly and create a stable economic environment.

[bookmark: _Toc133999075]1.4 Technological Factors
Super shop management software can help create invoices, product categories, purchase orders, receipt lists, payment slips, and print barcode labels. A supermarket management software system configured for a warehouse, store, or product line helps generate revenue for your business.Supershop management manages operating costs and provides better insights. BD Soft Lab is the leading developer and provider of Super Shop Management, software, and tools in Bangladesh for excellent Super Shop Management. Supermarket Software to Automate your Supermarket. Additionally, BD Soft Lab Supermarket Software can manage invoices and accounts, track payments, and handle all sales and buy activities based on MRP. Immediate billing with the BD Soft Lab Supermarket POS system for greater efficiency. You can rate daily reports, obtain a thorough client history, quickly track products, and do a lot more. Keep track of your inventory, decide when to reorder, and update it. The supermarket software from BD Soft Lab may help you organize your whole business because it has a productive expiration management system and inventory tracking capabilities.

Never compromise customer safety, offer a 100% security guarantee, order QR codes, and receive digital payment with a single click. Boost your business by streamlining your finances and accounting from billing to balance with an integrated accounting solution that covers all of your finances. These activities can be carried out in a supermarket by using the dashboard- Total Purchase, Total Sales, Purchase Due, Invoice Due, Sales Last 30 Days Chart, Sales Current Financial Year, Purchase Payment Due, and Product Stock Alert.

[bookmark: _Toc133999076]1.5 Industry Rivalry:
Nowadays, the number of supermarkets has increased throughout Bangladesh's districts. There are numerous supermarkets that provide the same service to their customers. They all export their products from other countries. Aside from that, every superstore has served the same products. For example, grocery items, clothing, jewelry, health and beauty, sporting goods and fitness, photo finishing, craft supplies, party supplies, and electronics. As a result, there is fierce competition among them to gain any competitively. Shawpno is a well-known Bangladeshi supermarket. Agora, Unimart, Meena Bazaar, and Almas Supermarket are its main competitors. These shops, like Shawpno, provide both online and offline services. Online competitors include Chaldal.com, Daraz Mart, and HaatBazaar. Shwapno is a physical business. As a result, Shwapno competes in this area with both online and physical businesses. This section will only discuss the lifestyle department of Shwapno and its competitors. Lotto, Yellow, Cats Eye, Anjan's, and Bibiana are Shwapno Lifestyle's click and brick competitors. All of these retail chains have an online and offline presence in the lifestyle business. Online stores that sell lifestyle items include Daraz.com, Ekhaney.com, Outtlet.com, Bagdoom.com, and Itseba.com. Apart from these places.

[bookmark: _Toc133999077]1.6 Summary of Challenges and Opportunities:
Consumers' preferences, satisfaction, and loyalty toward supermarkets in Bangladesh have been studied, but this study aims to identify customers' problems when purchasing from supermarkets, as well as their socioeconomic characteristics, as well as the current scenario and economic significance of the supermarket industry in Bangladesh.
The challenges can be faces by the superstores are:

Product differentiation: Every superstore carries higher-quality merchandise. They exported their product from abroad. Customers are always looking for the best quality. Other superstores that sell high-quality foods and goods. Customers can activate those superstores.

Capital requirements: Every economy has economic turbulence. Both the buyer and the seller experience capital problems during that time. Less opportunities exist at that time for businesses to be profitable. Running a business is difficult if there are no profits. There are financial needs for running the business.

Access to distribution channels: When your channel partners are unfamiliar with your products or the market, channel distribution issues may arise. Poor customer service and missed sales chances are the end results. By offering educational materials that increase product expertise, your marketing team can solve this issue.

Government policy: Food preferences and nutrient consumption are indirectly impacted by federal policies and initiatives that affect the quantity and prices of agricultural products. Certain initiatives retire farms, which reduces commodity production and drives up prices. Others take the risk of producing commodities with guaranteed pricing.

Industry competition and threat of substitutes: Supermarkets face fierce competition in both the online and offline markets. Other superstores provide comparable products and services. Product differentiation is difficult in this industry. Aside from that, there are grocery stores that sell the same product or sell it at a lower price. People who are price sensitive and untrusting tend to shop at grocery stores.

Logistic Issue: One of the most critical concerns in Bangladesh's industries is supply chain logistics. Supermarkets must deal with a number of difficulties when selling fresh vegetables and fish. However, a lot of customers think the meat, fish, and vegetables in the shop aren't fresh. They should focus on about the sanitization and hygiene, the super stores consistently maintain a particular temperature. Because of this, the fruits, vegetables, fish, and meat offered in supermarkets are more recent than those found in the traditional market's dirty environment.

[bookmark: _Toc133999078]1.7 Future Opportunity
In Bangladesh, the purchasing power of the populace is rising daily. Since this year's per capita income rose from 2064 to 2227 USD, we may conclude that people's discretionary income is also rising and that middle- and upper-class customers, they want to purchase everything under consequently, there is a growing need for big stores across the nation. A business standard research states that super shops would be constructed in every district administrative centers and suburban areas of Bangladesh to accommodate the growing demand within the next five to ten years. According to another TBS news article, which shows that customers are shifting away from traditional kitchen shops. Although it is still in its infancy, the Bangladeshi super store industry is well established in certain developed nations. The largest retail companies in the world will be drawn to Bangladesh if this industry grows successfully there. If these retail behemoths visit Bangladesh, they will increase both the size of the nation's super shops and the overall retail market. Traditional stores are still thriving in the market even as major global retailers increasingly transition to e-commerce. Despite being an e-commerce corporation, Amazon is conducting research for in-house grocery item selling in physical stores employing a variety of cutting-edge technology. Due to their ability to support both physical and online platforms, they will be able to serve more clients. E-commerce is expected to grow at a remarkable 10% annual rate. Many new forms of technology, such as artificial intelligence for price forecasting and probation allocation for assortment optimization, will be adopted by the retail industry. In the next five years, people will see the use of robotics in warehouses. Drones will deliver products directly to consumers' homes within the next decade.









[bookmark: _Toc133999079]Chapter two
[bookmark: _Toc133999080]Literature Reviews and Variables












[bookmark: _Toc133999081]2.0 Purchase Intention
[bookmark: _Toc132431186]Purchase intent is the probability that a consumer will buy a product or service. To evaluate purchase intent, marketers uses predictive modeling to help identify the possibility of future outcomes based on historical data. Purchase intent takes many things into account: demographics, content consumption, and behavioral information— even channels and devices — to form a better picture of your audience in their path to purchase.
[bookmark: _Toc133999082]Understanding purchase intention 
[bookmark: _Toc132431188]Purchase intentions can be used to pilot a new distribution channel, assisting managers in determining whether the concept merits further development and deciding which geographic markets and consumer segments to target through the channel. One important goal of assessing purchase intent is to learn how effective an offline or online media campaign is and whether the money spent on marketing initiatives yields a reasonable return on investment (ROI). Marketing using purchase intentions as a metric increases the return on investment in terms of marketing activities. Having an idea or an exact measure of a customer's intentions can help design marketing activities in ways that reach the target audience and produce the desired results, which are greater customer involvement and a higher return on investment. This occurs because there is no need to create awareness about a brand's product or service in the consumer's mind before promoting it. Purchase intentions can be predicted or recorded based on behavioral data or an interaction database, and they are explicitly captured when a customer attempts to purchase a product or service and the transaction is aborted or the purchase does not occur.
  
[bookmark: _Toc133999083]How purchase intention influences marketer?
Purchase intentions as a measurement are effective in designing marketing activities or promotions. The intent of a customer can make it very easy to exactly iterate what kind of content should be displayed in an advertisement. Intentions can reveal information about the consumer's knowledge levels. Search marketing, also known as search engine marketing and search engine optimization, can provide some sources of purchase intention measurement. Site data, off-site web activity, point of sale, and customer relationship managers are all potential sources of intent data. Data obtained from social networks, known as social data, may also be very useful. . Content consumption data or patterns are extremely useful in that the intent data obtained from them acts as a digital footprint because it is mapped through specific key head terms on a search engine. These are derived from interactions with customers when they visit a website or engage on social media platforms, and they provide us with a brief idea or measurement of the customer's current and future purchase intentions. Individually, these intent measurements tell us a lot about how to design effective engagement activities so that platforms can become more interactive and fruitful.

[bookmark: _Toc133999084]2.1 Distinctiveness
Distinctiveness means the quality of being easy to recognize because of being different from other things. Distinctive indicates qualities distinguishing and uncommon and often superior or praiseworthy. To be considered distinctive, an element must score highly on both fame and uniqueness. That is, a) the majority of consumers must be aware that the element in question represents the brand, and b) the element must evoke the brand and only the brand; not its competitors. Positive distinctiveness is defined as the degree to which people prefer their in-group to an out-group. A striking blue eye is an example of a distinguishing feature. A user-friendly computer operating system is an example of a distinguishing feature.

[bookmark: _Toc133999085]Importance of distinctiveness
Distinctiveness makes anything unique that makes superior from others. It contains uncommon characteristics. It creates an identity. One of the most important, according to the Ehrenberg-Bass Institute, is that brand distinctiveness assists with mental and physical availability. This means that your brand is more likely to be top of mind and recalled when your audience needs or wants your product or service. A trade mark serves as a brand indicator, allowing consumers to distinguish you and your products or services from other brands. As a result, it is critical that your company stands out from the crowd. As a result, your trademark must be distinct. Not only must your trade mark be distinctive from a practical standpoint, but it must also be distinctive in order to comply with the Trade Marks Act of 1994 and be accepted as a registered trade mark. A registered trade mark grants the owner complete ownership of the word, phrase, or image. As a result, it is unacceptable to grant someone this level of protection for commonplace words that merely describe the goods.

[bookmark: _Toc133999086]Distinctiveness and consumer attention
When a brand has distinctive quality it assures consumer preference. Consumer always looking for a product or service which has qualities, uncommon and has unique characteristics from competitor’s brand. Distinctive brand assets allow you to stand out in even the most crowded spaces, conveying a depth of understanding, background knowledge, and reputation in a single movement. Customers and potential customers can connect with your brand immediately and without leaving their homes. The quickest way to your brand is to be distinctive. Differentiation (even if only temporary) is beneficial. Distinctiveness (which can be owned forever) is fantastic. What really matters is brand distinctiveness (as delivered by strong and consistent branding). Not because it increases brand appreciation, but because it makes the brand more easily identifiable and memorable.

[bookmark: _Toc133999087]2.2 Consumer Group Distinctiveness:
Consumer group distinctiveness is a set of qualities and characteristics that make the brand unique and distinct in the eyes of the consumer, allowing it to distinguish itself from its competitors. Consumer research using Distinctiveness theory implies that targeted advertisementswill be most effective in contexts where the targeted group is a minority. This paper investigates the influence of social status in addition to numeric status. Results demonstrate that incorporating social dimensions increases the explanatory value of distinctiveness theory for consumer research.

[bookmark: _Toc133999088]Importance of Consumer Group Distinctiveness
Consumer distinctiveness results in a heightened sensitivity to targeting efforts, more identification with and trust of a similar source, and increased favorability toward the advertisement and brand. The battle for growth becomes more difficult as consumer categories become increasingly crowded with new entrants. Distinctiveness, defined as a brand's identity and how it is recognized, can sometimes be more effective than differentiation in competing for customers' valuable mental attention. Unlike differentiation, which helps a brand stand out among competitors through a unique selling proposition or superior offering, distinctive brands are well-known regardless of the offerings. Pursuing distinctiveness broadens reach among potential buyers by claiming broad mental real estate for easy brand recall and recognition during purchasing occasions.

[bookmark: _Toc133999089]Consumer group distinctiveness and consumer attention 
The significance of distinctiveness does not imply that differentiation is obsolete. Not at all. Strategic and meaningful differentiation is still a critical step in successful brand building. Create a positioning that leverages opportunity space and resonates with buyers as part of your brand strategy effort Because positioning is the "master strategy" that drives all of the organization's activities and in today’s competitive and disruptive market, weak or fluffy (meaningless) positioning is less effective. According to optimal distinctiveness theory, people strive to balance two opposing fundamental needs: assimilation and similarity with others (i.e., a need to belong) and differentiation and distinctiveness from others (i.e., a need to be unique). One way to achieve this optimal balance is through group membership; the need for assimilation can be satisfied by identifying with the in-group, and the need for distinctiveness can be satisfied by distinguishing the in-group from the group. Marketing, it must be clear, direct, and credible.

[bookmark: _Toc133999090]2.3 Brand Quality
Brand quality is defined as the recognition of product quality, which has an influence on consumer purchasing behavior. Brand should be so distinctive that it highlights itself in the group of other brand names. Such as tide, cinthol, perk, nirala, etc.: Apart from the above features, the selection of words of the brand name should not convey any negative and confusing meaning in different languages.

[bookmark: _Toc133999091]Importance of Brand quality 
Customer loyalty is the result of satisfied customers. If a customer is pleased with a company's product, they will return for additional items. The reputation of a company is influenced by its quality. Because of the growing importance of social media, customers and prospects can easily share both positive and negative opinions about your product's quality on forums, product review sites, and social networking sites like Facebook and Twitter. In highly competitive markets, a strong reputation for quality can be a significant differentiator. Customer loyalty is the result of satisfied customers. If a customer is pleased with a company's product, they will return for additional items. The reputation of a company is influenced by its quality. Because of the growing importance of social media, customers and prospects can easily share both positive and negative opinions about your product's quality on forums, product review sites, and social networking sites like Facebook and Twitter. In highly competitive markets, a strong reputation for quality can be a significant differentiator.

[bookmark: _Toc133999092]Brand quality and consumer attention
[bookmark: _Toc132431173]The distinctiveness of brand identity elements (logo, color palettes, typography styles, advertising style, etc.) can be quantitatively assessed. This step begins with creating a brand identity design brief based on the brand strategy / positioning, which will serve as your guidepost for developing a variety of elements. A strong brand identity emerges when brand strategy (new or revamped) grounds and informs the development of brand assets, linking strategy to execution. This is a very effective way to create differentiated and distinctive brands. Your brand's identity is its distinct look, feel, mark, words, or combination that creates its image, drives awareness, and distinguishes it from competitors. Many brands with excellent products and services have not realized their full potential due to a lack of a comprehensive brand strategy and brand identity effort. Growth Works strives to provide you with long-term brand strategy and design solutions that make it simple to blend meaningful differentiation and distinctiveness for brands that customers can't help but remember.
 
[bookmark: _Toc133999093]2.4 Organizational Associations:
Organization is a structure of people with well-defined roles and functions whereas an association is a group of people with common interests.  Organization can be any entity from a small business to a world body whereas an association is a collection of people forming an alliance for a particular purpose. For management, an organization is an instrument to achieve a goal. WHO and UN are examples of organizations whereas NATO and ASDEAN are examples of associations.

[bookmark: _Toc133999094]Importance of organizational association
Most associations provide some tangible benefits, such as products, services, information, and discounts, as well as numerous intangible benefits, such as networking, a sense of community and shared purpose, and even the opportunity to volunteer. An industry or business association (or group) brings together people who share similar interests and are linked by industry, profession, or geography. Associations' roles are to protect and promote their members' interests while also providing access to industry-specific information and training. . Associations are groups that bring together business owners from a specific geographic area. These small business organizations range from national organizations to those that serve businesses in specific states, counties, cities, or neighborhoods. Whatever its scope, a business association can offer a variety of advantages to owners who choose to pay dues and participate as members.

[bookmark: _Toc133999095]Influence of organizational association?
[bookmark: _Toc132431178] Consumer evolution has created a turbulent environment in which organizations today require dynamic communication with potential customers while offering new products. Consumer needs and preferences are rapidly changing. The adaptation of products to local markets is an important component of these changes. The advantage of participating in multiple markets is that local innovations can be used to help organizations grow globally. Continuous market-driven development has a significant impact on organizational change. An organization's transformation should be carried out at various levels so that its efficiency in a turbulent environment remains at its peak. Consumer integration into the product co-creation process is one of the new business models. A new consumer model, the so-called smart shopper, has emerged: an active, conscious, and extremely demanding individual who co-creates products and services. Nowadays, a business needs to be operationally perfect, it needs to accept risk, because uncertainty is a sign of our times.

[bookmark: _Toc133999096]2.5 Image Consistency
[bookmark: _Toc132152387][bookmark: _Toc132431181]Brand consistency means ensuring that the way you present your company—and what it stands for—remains the same across all your marketing channels, unifying the image and message your customers and potential customers see.
[bookmark: _Toc133999097][bookmark: _Toc132431182]Importance of Image consistency 
Image Consistency builds that bridge by increasing consumer knowledge about the brand. Regular brand messages that create a coherent picture help the audience understand what a business is all about. Consumers can begin to predict your actions once they are familiar with your brand. When you have brand consistency on your side, it is easier to shape consumer perception of your brand by introducing key messages alongside your consistent brand elements. When you connect brand consistency to positive emotions (via well-chosen words and imagery), your audience will begin to associate those positive emotions with your brand. When done correctly, whether or not those positive emotion-evoking messages and images are present, exposure to a stand-alone logo or your brand name eventually evokes those emotions. That is, simply being exposed to your brand can make people happy, and happy people are more likely to buy (especially from a company they trust).

[bookmark: _Toc133999098]Image Consistency and consumer attention
A stable, consistent and clear brand image contributes to a consumer's relationship with your brand. For example, if your brand image creates thoughts of reliability, professionalism and quality goods or services, potential customers will be more likely to engage in a relationship with your brand. Strong brand images improve perceptions of quality and benefits, lower perceived risk, and soften the consumer tendency to judge solely on price. These factors, when combined, improve consumer purchase intentions. According to existing research, customer satisfaction and customer loyalty are the most widely used predictors of consumer behavioral intention. Customer satisfaction refers to a customer's overall evaluation of their shopping experience. As a product performs poorly, customer satisfaction declines. Companies could infer the potential influence of brand image on customer satisfaction by identifying the perceptual difference toward a brand between existing customers and non-users of the brand, because product performance is an important component of brand image. . Brand image has a significant impact on customer satisfaction especially across the E-banking, landline, mobile phone, bank and supermarket industries.

[bookmark: _Toc133999099]2.6 Combined effect of all these variables on consumer purchase intention
Distinctiveness 
An identifiable quality of a brand ensures consumer preference. Consumers are constantly searching for goods and services that stand out from the competition in terms of quality, rarity, and distinctive features. With the help of distinctive brand assets, you can stand out in even the busiest environments and quickly convey a depth of expertise, background, and reputation. They make it possible for current and potential customers to instantly connect with your brand. Being distinctive is the fastest way to establish your brand. Differentiation is a positive thing, even if it is transient. Being distinctive is wonderful because it may last forever. What matters most is brand distinctiveness, which is provided through powerful and consistent branding. Not because it increases brand appreciation but rather because it helps customers remember and readily identify the brand.

Consumer group distinctiveness:
Although distinctiveness is significant, difference is not obsolete. Not at all. A key component of effective brand building is still strategic and meaningful distinction. Your brand strategy should include developing a positioning that takes advantage of the available market space and appeals to consumers. Positioning establishes what the brand represents to consumers and how it truly differs from rivals. What makes it unique? What particular emotional and functional advantages does it offer? Positioning must be precise, decisive, and credible since it serves as the "master plan" that directs all other organizational actions including marketing. Positioning that is too weak or fluffy (meaningless) is less effective in the competitive and disruptive market of today.

Brand Quality:
The distinctiveness of brand identification components, such as logos, color schemes, typographic designs, advertising styles, etc., can be objectively evaluated. The first stage in this process is to create a brand identity design brief based on the brand strategy and positioning. This brief will serve as your compass while you create a variety of pieces. A strong brand identity develops when brand strategy (new or revised) grounds and informs the creation of brand assets, connecting strategy to execution. This is a very effective strategy for creating distinctive and distinguishing brands. Your brand's identity is its distinctive appearance, sensation, mark, words, or combination of these elements that shapes its image, promotes awareness, and helps it stand out from the competitors. Due to a lack of a thorough brand strategy and brand identity effort, many brands with excellent products and offerings have not been able to realize their full potential. Growth Works strives to offer you long-lasting brand strategy and design solutions that make it simple to combine distinctiveness and significant differentiation for businesses that people can't help but remember.

Organizational association:
A consumer's relationship with your brand is influenced by its consistent, clear, and solid brand image. Potential clients are more inclined to interact with your brand if, for instance, their perception of it is one of dependability, professionalism, and high-quality goods or services. Strong brand perceptions enhance perceptions of benefits and quality, lessen perceived risk, and moderate the propensity of consumers to judge simply on the basis of price. When all of these elements are considered, consumer purchasing intentions improve. Customer happiness and customer loyalty are the most frequently utilized indicators of consumer behavioral intention, according to the research that has already been done. Customer satisfaction relates to how consumers generally rate their overall shopping and product performance. As a result, customer satisfaction declines. Customer happiness is significantly influenced by brand image, particularly in the E-banking, landline, mobile, bank, and supermarket industries.

[bookmark: _Toc132431191][bookmark: _Toc133999100]Image Consistency: 
[bookmark: _Toc132431192]A consumer's relationship with your brand is influenced by its consistent, clear, and solid brand image. Potential clients are more inclined to interact with your brand if, for instance, their perception of it is one of dependability, professionalism, and high-quality goods or services. Strong brand perceptions enhance perceptions of benefits and quality, lessen perceived risk, and moderate the propensity of consumers to judge simply on the basis of price. Customer satisfaction relates to how consumers generally rate their overall shopping and product performance. As a result, customer satisfaction declines. Companies could deduce the possible impact of brand image on customer satisfaction by analyzing the perceptual difference toward a brand between the present consumers and non-users of the brand as product performance is a significant component of brand image. 













[bookmark: _Toc133999101]CHAPTER THRE
[bookmark: _Toc133999102]Analysis, Findings, and Discussion


[bookmark: _Toc133999103]3.0 Findings
From the survey result a number of conclusions are drawn based on the following table. 

	Distinctiveness
	Consumer group distinctiveness
	Brand quality
	Organizational associations
	Image consistency
	Purchase Intention

	4.00
	4.00
	4.12
	3.00
	4.25
	4.25


  
      From these six variables we found that, almost five variables averages are 4 out of 5.Which can be considered as a good result. Among the variables, image consistency is the most influencing variable that influences the customer purchase intention. Only organizational Associations average has come out 3. So I think superstores should work on this particular variable more. 

[bookmark: _Toc133999104]Distinctiveness:
Here we found that, in distinctiveness 1 and 2 most of people giving 4 and 5 out of 6 people. But in distinctiveness 3 average people are giving 3 out of 6. In distinctive 3, question was,” The brand differentiates itself from other brand” .Out of 6 people 3 are neutral about it. And the percentage is less here.



[bookmark: _Toc133999105]Consumer Group Distinctiveness:
Here in consumer group distinctiveness 1 and 3, positive percentage is less here. Out of 6 people 4 people are neutral about con dis 1 and 3 people are neutral in con dis 3. 



[bookmark: _Toc133999106]Brand Quality: 
The percentage is good in here. Out of 6 people 2 people are neutral in BQ 3 and 4.Most of people are gives 4 and 5.


[bookmark: _Toc133999107]Organizational Association:
Here we found a positive feedback .One people only gives 2 in the form. Others are gives agree and strongly agree about the facts.



Image Consistency: 
In Image consistency, Almost every people are agree and gives strongly agree but in IC1 two people are disagree here and 1 is neutral .So here the percentage is less and needs a change.



Purchase Intention:
The average score is good in here. Out of 6 people most of them are agree and strongly agree. Just only one people are neutral in PI 2. So there needs no change about the fact.











[bookmark: _Toc133999108]3.1 Recommendation:
[bookmark: _Toc133999109]Distinctiveness: 
In between 3 distinctiveness question we need a solution to distinctiveness 3 question. In distinctiveness 3, question was,” The brand differentiates itself from other brand”. As half of people neutral about this. That means the super shop is unable to differentiate itself from other super shop. To make a difference the super shops must enhances its facilities and unique attributes. In every super shop are selling foods, beverage and other essential commodities with a high price. To make a change the super shop can bring unique products with a reasonable price. They can keep track of market demands, daily customer reviews, and addition of new products by conducting a survey on consumers to identify their level of expectations to ensure maximum satisfaction in order to establish a strong base of desirability, deliver anticipated results, and differentiate themselves from rivals.


[bookmark: _Toc133999110]Consumer Group Distinctiveness:
As maximum people are neutral about consumer distinctiveness 1 and 3 so there need a change for improvement the super shop quality. In Con Dis 1 the question was “There is something that makes super shop buyer unique in comparison with other brand buyer.” Customers seek ease, joy, and       Contentment in their lives, and they partially achieve this through the goods they purchase. Consumers develop an opinion of a brand's reliability if they repeatedly have a good experience with it, which provides them comfort when making purchases. In Con Dis 3 the question was “The super shop community has a distinctive character compared to their communities”. To make distinctive character a brand or super shop should make a distinctive quality to their business. By giving opportunities to their consumer with good quality of products and maintaining it will make the brand distinctive.

[bookmark: _Toc133999111]Brand Quality:
In brand quality two people are neutral about BQ 3 and BQ 4. In BQ 3 the question was “The super shop consistently performs better than other super shops. Improved user experience is a prerequisite for brand value development or achievement for any firm. Making sure that all interactions between their brand and clients are as simple and engaging as possible is necessary to achieve this. Creating a strong visual identity for your brand is easier said than done because summarizing your brand and everything it stands for and then presenting it in the form of a logo design or company image is a significant challenge. People are very visual, so if you can get your logo and visual identity right, make sure it's consistent across your entire presence, whether it's your website, blog, emails, social media channels, and newsletters, or print media, billboards, or television.

[bookmark: _Toc133999112]Image Consistency: 
In Image consistency, In between four question 2 people are disagree and one people is neutral about IC 1. The question was “The super shop has a rich history.” To solve this problem the brand should create a strong image. It must enhances its brand value. By creating loyalty in customers and give them good products they can create it and makes a good image and can makes a history for future.

In conclusion, we can recommend for super shop improvement the brand can Customize Messaging to the Customers, Recount the Story Behind the Products, Add a Unique Experience, Instruct Employees on Products, Think Mobile, Use Coupons and Deals Creatively, Reexamine the, Traditional Store Layout, Offer Some Online Options. Besides giving customer discount and takin care of customer’s choice also can be effective to become successful to the brand. Should create a strong image. It must enhances its brand value. By creating loyalty in customers and give them good products they can create it and makes a good image and can makes a history for future.
  
[bookmark: _Toc133999113]3.3 Conclusion:
Finally, we can suggest improvements to the superstore. The brand can personalize messaging to customers, tell the story behind the products, create a unique experience, and train employees on the products. Consider Mobile. Make creative use of coupons and deals, reconsider the traditional store layout, and provide some online options. Aside from giving customers discounts and taking care of their preferences, it is also possible for the business to become successful. The number of supermarkets in Bangladesh is minimal. It has substantial growth potential since customer demand patterns are shifting, overhead income is increasing, and superstore chains are expanding. Over the last 19 years, supermarkets have changed the country's shopping habits and customer service. Regulators and tax authorities, for example, could have supported the superstore industry.
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Distinctiveness Average	
Dis 1	Dis 2	Dis 3	Total Avrage	0.22	0.22	0.19	0.5	


Consumer Group Distinctiveness	
Con Dis 1	Con Dis 2	Con Dis 3	Total Average	0.21	0.21	0.19	0.48	


Brand Quality	
BQ 1	BQ 2	BQ 3	BQ 4	Total Average	0.21	0.21	0.22	0.21	0.69	


Organizational Association	
OA 1	OA 2	OA 3	OA 4	Total Average	0.18329999999999999	0.22	0.2	0.21	0.65580000000000005	


Image Consistency	
IC 1	IC 2	IC 3	IC 4	Total Average	0.1933	0.24	0.2	0.2	0.68330000000000002	


Purchase Intention	
PI 1	PI 2	Total Avrage	0.24	0.2	0.34	

