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Abstract (Executive summary)

Brand equity is nothing but the understanding the past action and future course of action for the markets, which are continuously active in formulating the future marketing strategies for the customer. In this project I have collected data based on three brands (carbonated soft drinks) including Coca cola, Pepsi, Mojo. Here collected data used to measure the customer based brand equity. In addition, those data used for three particular area of these three brands including brand loyalty, perceived quality and overall brand equity. This data help to know which brands are stronger and better in the market according to the preference of the customer. Here I have used the specific method including one way Anova, correlation, regression and frequency distribution with the help of SPSS. Here checked all the output off SPSS and tested the hypothesis to know it is rejected or accepted. When it is rejected, that is means there is a statistically valid relationships among the constructs, then we need to see the how strong the relationship is. In our findings of the analysis, condition and customer preference of coca cola is better than the other two brands (Pepsi, Mojo) based on the mean value. Then I have examined the Relationships among the Major Constructs of the Study. We have found statistically significant and positive relationships among the aforementioned constructs. Another finding shows that customer satisfaction of the Coca cola is higher than Pepsi, Pepsi are holding number two position according to the findings of the study. We have also found that the impact of perceived quality and brand loyalty on customer-based brand equity is statistically significant in the context of carbonated soft-drinks industry in Bangladesh.

Key Words: Customer-Based Brand Equity, Carbonated Soft-Drink Industry.
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1.0 [bookmark: _Toc535418814]Introduction:

[bookmark: _Toc535418815]1.1 Customer based brand equity:

Keller (1993) defines brand equity as “The differential effect of brand knowledge on consumer response to the marketing of the brand. He suggests comparing the assessments by a consumer of a product with a brand name on the one hand and an unnamed product (without brand) on the other hand. The result of this comparison can explain the preference, or intention to buy, or even the final consumer choice.”
 Brand equity is nothing but the understanding the past action and future course of action for the markets, which are continuously active in formulating the future marketing strategies for the customer.
Customer based brand equity results in creation of strong brand and this is achieved when brand awareness and image are at high level.
 Brand equity helps to facilitate the brand extension and introduce the brand successfully. This is because consumers who belief and display loyalty toward a brand are ready to try to accept brand extensions. The customer-based brand equity scale is created based on the five underlying dimensions of brand equity. Those are performance, value, social image, trustworthiness and commitment. During the empirical tests, brands that scored higher on the customer‐based brand equity scale usually had higher prices.


[bookmark: _Toc535418816]1.2Context of the study:

According to the report published on Study mode.com “After independence the food habit of Bangladeshi people has been changed a lot. Besides our traditional food consumer of Bangladesh like to take western food also after 1980s. As a result of global marketing this was not too hard for the consumers. Different foreign food companies were established in Bangladesh. Beverage industry is one of them. But more interestingly we don’t know beverage is also our cultural food because beverage doesn’t mean only carbonated drinks. Yoghurt, soup and lacchi area also beverage of our own tradition which consumed for the last 100 years in Bangladesh. But carbonated beverage is new in Bangladesh and today our research is on carbonated beverage market in Bangladesh and consumer reaction to it. Carbonated beverage entered into our market in the later part of 1980. At that time there were only few companies in Bangladesh. But by the change of time and western culture influences it’s become very popular in Bangladesh. By year 2000 more than 12 Beverage Company operating business in Bangladesh and most of them are foreign companies. (Bangladesh Beverage: 2006)”. Bangladesh Beverage Industry
Introduction of the carbonated soft drinks market in Bangladesh consists mainly of seven companies. 
1. Abdul Monem Limited (Coca-Cola, Sprite, Fanta)  
2. Agriculture Marketing Company Limited (Pran)
3. Akij Group (Mojo, Lemu, Frutika)  
4. Global Beverage Limited (Virgin)
5. Globe Soft Drinks Limited (Uro Cola, Uro Lemon) 
6. Partex Beverage Limited (RC Cola, Lychena) 
7. Transcom Beverage (Pepsi, 7up, Mirinda) of these, Pran and Mojo are the only local brands. 
Coca-Cola, with its three varieties, namely, the cola-flavored Coca-Cola, the clear-flavored Sprite and the orange-flavored Fanta, is the number one soft drink producer in Bangladesh, as well as all over the world. Closing in on Coke is rival Pepsi. Pepsi is one of the oldest brands in Bangladesh. Pepsi first arrived in Dhaka in 1976 with the cola-flavored Pepsi, the clear-flavored 7up, the orange-flavored Mirinda and later introduced the mango-flavored Slice. Pran, on the other hand, started with jam, jelly and pickle. In 1995, it started producing mango bottled juice, and is currently operating all over the country. Virgin is renowned worldwide through its brand name. It was introduced in our country by Global Beverages Ltd. RC Cola entered the Bangladesh market in 1997, and was the first to introduce the cloudy lemon flavor. It has not been long since Akij group brought out Mojo and Lemu. They have already gained huge popularity. The recent success of Akij group is Frutika, which delivers the promise of no preservatives.
 Reference:
2.0 [bookmark: _Toc535418817]History of the brands:

[bookmark: _Toc535418818]2.1 History of coca cola in world context:

The Coca-Cola Company is an American corporation, and manufacturer, retailer, and marketer of nonalcoholic beverage concentrates and syrups. The company is best known for its flagship product Coca-Cola, invented in 1886 by pharmacist John Stith Pemberton in Atlanta, Georgia. The Coca-Cola formula and brand were bought in 1894 by Asa Griggs Candler (December 30, 1851 – March 12, 1929), who incorporated The Coca-Cola Company. The company—headquartered in Atlanta, Georgia, but incorporated in Wilmington, Delaware—has operated a franchised distribution system since 1889: the Company only produces syrup concentrate, which is then sold to various bottlers throughout the world who hold exclusive territories. The company owns its anchor bottler in North America, Coca-Cola Refreshments. The company's stock is listed on the NYSE and is part of DJIA, the S&P 500 index, the Russell 1000 Index, and the Russell 1000 Growth Stock Index. Muhtar Kent serves as chairman of the company with James Quincey as president and chief executive officer.
In 1886, pharmacist John Pemberton from Columbus, Georgia invented the original Coca-Cola drink and sold it as a medicinal beverage. Pemberton's bookkeeper, Frank M. Robinson, is credited naming the products and creating its logo. Robinson chose the name Coca-Cola because of its two main ingredients (coca leaves and kola nuts) and because it sounded like an alliteration. John Pemberton had taken a break and left Robinson to make, promote, as well as sell Coca-Cola on his own. He promoted the drink the best he could with the limited budget that he had and succeeded. 
In 1894, American businessman Asa Candler purchased the company from Pemberton's heirs with the intent to advertise and sell it as a beverage to regular consumers. Candler was one of the first businessmen to use merchandising in his advertising strategy. By 1895, Coca-Cola was being sold in every state in the union. Coca-Cola’s first ad read "Coca Cola. Delicious! Refreshing! Exhilarating! Invigorating!" 
As of 1948, Coca-Cola had claimed about 60% of the market share. In 1919, the company was sold to Ernest Woodruff's Trust Company of Georgia. By 1984, The Coca-Cola Company's market share decreased to 21.8% due to new competitors, namely Pepsi, being released. 
[bookmark: _Toc535418819]2.2 History of coca cola in Bangladesh context:

Abdul Monem Ltd. (AML) is the only official bottler of Coca Cola, Sprite, Fanta Orange and Fanta Lemon in Bangladesh authorized by the Coca Cola International headquarter located in Atlanta, USA. Through three bottling plants located in Dhaka, Comilla and Chittagong and with a devoted distribution channel spread all around the country, AML has well established its strong and dominant presence in beverage industry of Bangladesh. The satellite warehouses established at different logistic locations help to facilitate keeping the sufficient stocks in the remote areas. The bottling plants of AML for bottling Coca Cola are located in Dhaka, Comilla and Chittagong. However, at present, the operation of Dhaka plant is suspended and the total bottling operation is constricted to the other two plants. The details of the Chittagong and Comilla plant are Chittagong (Site Area 10 Acres), Comilla (6 Acres)
[bookmark: _Toc535418820]2.3 History of Pepsi in world context:

pepsi is a carbonated soft drink manufactured by PepsiCo. Originally created and developed in 1893 by Caleb Bradham and introduced as Brad's Drink, it was renamed as Pepsi-Cola on August 28, 1898, and then as Pepsi in 1961.
Pepsi was first introduced as "Brad's Drink" in New Bern, North Carolina, United States, in 1893 by Caleb Bradham, who made it at his drugstore where the drink was sold. It was renamed Pepsi-Cola in 1898 after the root of the word "dyspepsia" and the nuts used in the recipe. The original recipe also included sugar and vanilla. Bradham sought to create a fountain drink that was appealing and would aid in digestion and boost energy. 
In 1903, Bradham moved the bottling of Pepsi-Cola from his drugstore to a rented warehouse. That year, Bradham sold 7,968 gallons of syrup. The next year, Pepsi was sold in six-ounce bottles, and sales increased to 19,848 gallons. In 1909, automobile race pioneer Barney Oldfield was the first celebrity to endorse Pepsi-Cola, describing it as "A bully drink...refreshing, invigorating, a fine bracer before a race." The advertising theme "Delicious and Healthful" was then used over the next two decades. 
In 1931, at the depth of the Great Depression, the Pepsi-Cola Company entered bankruptcy—in large part due to financial losses incurred by speculating on the wildly fluctuating sugar prices as a result of World War I. Assets was sold and Roy C. Megargel bought the Pepsi trademark. Megargel was unsuccessful, and soon Pepsi's assets were purchased by Charles Guth, the President of Loft, Inc. Loft was a candy manufacturer with retail stores that contained soda fountains. He sought to replace Coca-Cola at his stores' fountains after The Coca-Cola Company refused to give him a discount on syrup. Guth then had Loft's chemists reformulate the Pepsi-Cola syrup formula. On three separate occasions between 1922 and 1933, The Coca-Cola Company was offered the opportunity to purchase the Pepsi-Cola company, and it declined on each occasion. 

[bookmark: _Toc535418821]2.4 History of Pepsi in Bangladesh context:

Transcom Beverage Ltd (TBL) is the exclusive PepsiCo Franchisee for Bangladesh. TBL owns and operates modern plants in Dhaka and Chittagong for bottling the renowned soft drink brands such as, Pepsi, 7UP, Mirinda, Slice, Mountain Dew, Pepsi Diet and 7UP Light. The company is emerging with the motto to deliver sustained growth in Bangladesh and move towards dominant Beverage Company, delighting & nourishing every Bangladeshi, by best meeting their everyday beverages needs & stakeholders by delivering performance with purpose, through talented people. 2009 has been an amazing year for TBL, winning several spectacular awards as PepsiCo's exclusive bottling partner in Bangladesh. For its' extraordinary and outstanding venture through excellence TBL has been rewarded with several prestigious national and international recognitions.
[bookmark: _Toc535418822]2.5 History of Mojo:

AKIJ GROUP OF INDUSTRIES is considered to be one of the most aged industries that is still sustaining with great success and prosperity. It was more than fifty years ago the company emerged into the market. Entrepreneur, Founder and life time Chairman Late Mr. Sheikh Akij Uddin initiated the business in 1950s with a single product of cigarette naming AkijBiri. This brand is one of the well-known units of Akij Group and it is considered to be one of the oldest and most well-known products across the country and in the few international market as well. Then in the late 70s Dhaka Tobacco Industries came to the fold of Akij Group when government decided to disinvest and hand over the factory to the private sector from the nationalized sector. It was the first booming stage of Akij Group and from then onwards this entity diversified its business in various product line and reached the peak of success.

MOJO is one of the local cola brands in Bangladesh which is dominated the market since 2006. Akij food & Beverage Ltd. has created a good marketing strategy to compete with international cola brands like Coca - cola, Pepsi Cola etc. Akij group launched this Carbonated drinks in April 1, 2006.

[bookmark: _Toc535418823]2.6 Review of the brand:

Abdul Monem Ltd. (AML) is the only official bottler of Coca Cola, Sprite, Fanta Orange and Fanta Lemon in Bangladesh authorized by the Coca Cola International headquarter located in Atlanta, USA. Through three bottling plants located in Dhaka, Comilla and Chittagong and with a devoted distribution channel spread all around the country, AML has well established its strong and dominant presence in beverage industry of Bangladesh.
Transcom Beverage Ltd (TBL) is the exclusive PepsiCo Franchisee for Bangladesh. Transcom Beverage Ltd (TBL) is the exclusive PepsiCo Franchisee for Bangladesh. TBL owns and operates modern plants in Dhaka and Chittagong for bottling the renowned soft drink brands.
MOJO is one of the local cola brands in Bangladesh which is dominated the market since 2006. Akij food & Beverage Ltd. has created a good marketing strategy to compete with international cola brands like Coca - cola, Pepsi Cola etc. Akij group launched this Carbonated drinks in April 1, 2006.

[bookmark: _Toc535418824]2.6.1Consumer-based brand equity conceptualization and measurement

Brand Equity

                       Other
Multiattribute
Intermediate
Outcome
FBBE
Indirect
CBBE
Direct












There are two approaches to measure the brand equity. Those are customer based brand equity and financial based brand equity. However, in our article we are going to focus on customer based brand equity. Further customer based brand equity divided into two approach (Direct and indirect).we are using indirect approach and there are two types of indirect approach (Intermediate and Outcome).so we are basically using outcome approach from this two approach.


	
[bookmark: _Toc535418825]Article no 1:


Developing and validating multidimensional consumer-based brand equity scale written by Boonghee Yoo
There are several form and definitions of the brand equity. These are including available impression, favorable impressions, attitudinal dispositions, and behavioral predilections, brand loyalty, brand awareness, perceived quality, brand associations, and other proprietary brand assets brand knowledge such as brand awareness and brand associations, loyalty and image , the added value endowed by the brand name , incremental utility the difference between overall brand preference and multi attributed preference based on objectively measured attribute levels.
Brand equity developed based on dimension such as brand loyalty, brand awareness, perceived quality and brand association. These dimensions are usually useful to analyze and measure the findings of marketing and consumer behavior research in such a way that there is any relationship with brand equity or not.
According to Aaker, “Brand loyalty is the attachment that has to a brand”. In our study brand loyalty, define as to become loyal to a central brand that is responsible for purchasing from that particular brand at any situation.
Brand awareness is nothing but the ability of buyer to recognize and remember the particular brand.
Perceived quality is the consumer judgment about product quality if it is good or not.
Brand association defines as “Anything linked in memory to a brand and brand image in meaningful way”.
Based on all, some definitions we are linking perceive quality item to estimate the consumer’s subjective judgment about brand overall quality because quality represents overall quality perceived rather than individual elements of quality. Brand association item designed to measure “the strength of connection to brand and performing function as both amount and quality information received at encoding, at the sometime the nature and quality of processing the information received at encoding.

[bookmark: _Toc535418826]2.7 Objective of the study:

Broad objective:  To measure the customer based brand equity of Coca cola, Pepsi, Mojo
Specific objective:
· To know the customer satisfaction of Coca cola, Pepsi and Mojo
· To know the market condition of these brands
· To know the profile of Coca cola ,Pepsi and mojo
· To know the customer preference, brand loyalty and brand equity of these particular brands.
[bookmark: _Toc535418827]2.8 Methodology:

Data collected though the market survey based on the three brands (Pepsi, coca cola and mojo). Here data is collected through the questionnaires and used SPSS to find the output of those collected data. And also used one way Anova, regression, and correlation with the help of SPSS to know the result of the study.
[bookmark: _Toc535418828]2.9 Limitation of the study:
· Data is not properly given by the people.
· Job holder are properly not  interested to give the data
· Lack of experience to work in this area.
· It was very time consuming.
· Real feelings about brands may not express.
[bookmark: _Toc535418829]3.0Findings of the study:

[bookmark: _Toc535418830]3.1 Sample characteristic 

[bookmark: _Toc535418831]A) Gender:

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	56
	62.2
	62.2
	62.2

	 
	Female
	34
	37.8
	37.8
	100.0

	 
	Total
	90
	100.0
	100.0
	 



In this frequency table, total sample size is 90 and here number of male is 56 which is 62.2 percent of total sample and number of female is 34 and which percentage id 37.8 (out of 100%)


[bookmark: _Toc535418832]B) Education:

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSC or below
	3
	3.3
	3.3
	3.3

	 
	Bachelor
	69
	76.7
	76.7
	80.0

	 
	Masters or equlvalent professional degree or above
	18
	20.0
	20.0
	100.0

	 
	Total
	90
	100.0
	100.0
	 



In this table education level was divided into three categories. Here I have collected data from the respondents of from various categories, namely, SSC or below student (3 which is 3.3 percent), bachelor masters or equlvalent( 69 which is 76.7 percent ), professional degree and above ( number of frequency is 18, which is 20 percent ) of total number of data collection from people.


[bookmark: _Toc535418833]C) Profession:

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	73
	81.1
	81.1
	81.1

	 
	Service Holder
	4
	4.4
	4.4
	85.6

	 
	Business
	2
	2.2
	2.2
	87.8

	 
	Others
	11
	12.2
	12.2
	100.0

	 
	Total
	90
	100.0
	100.0
	 



This figure indicate that here I have collected data from variety of people such as students, service holder, businesspersons and others. Here majority are the students, the number of students are 73(81.1 percent), service holders are 4(4.4 percent), business people are 2 (2.2 percent) and others are 11(12.2 percent). 








[bookmark: _Toc535418834]D) Average Monthly Family Income:

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30.000 or below
	31
	34.4
	34.4
	34.4

	 
	30,000 - 60,000
	32
	35.6
	35.6
	70.0

	 
	60,000 - 90,000
	21
	23.3
	23.3
	93.3

	 
	90,000 - 1,20,000
	6
	6.7
	6.7
	100.0

	 
	Total
	90
	100.0
	100.0
	 




In this frequency table, number of frequency is 31(34.4) whose monthly income of the family is 30,000 or below , number of  people  who  are earning 30,000 to 60,000, their frequency is 32 (35.6 percent) , income 60000 to 90000 , people are 21 (23.3 percent) and lastly, 90000-120000 people are 6 (6.7 percent) total collecting data from different family income people. 

[bookmark: _Toc535418835]E) Brands:
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Coca-Cola
	30
	33.3
	33.3
	33.3

	 
	Pepsi
	30
	33.3
	33.3
	66.7

	 
	Mojo
	30
	33.3
	33.3
	100.0

	 
	Total
	90
	100.0
	100.0
	 



In this table, there are three brands, total sample size is 90, and collecting 30 sample for each brand.

[bookmark: _Toc535418836]3.2 Reliability of the Constructs Used in the Study  

Cronbach’s Alpha is a measure of internal consistency, that is, how closely related a set of items are as a group.    It is considered a measure of scale reliability. A “high” value for alpha does not imply that the measure is unidimensional. If, in addition to measuring internal consistency, you wish to provide evidence that the scale in question is unidimensional, additional analyses can be performed. Exploratory factor analysis is one method of checking dimensionality. Technically speaking, Cronbach’s Alpha is not a statistical test – it is a coefficient of reliability (or consistency).

Cronbach's alpha           Internal consistency
0.9 ≤ α               	Excellent
0.8 ≤ α < 0.9	             Good
0.7 ≤ α < 0.8	            Acceptable
0.6 ≤ α < 0.7	            Questionable
0.5 ≤ α < 0.6	             Poor
α < 0.5	                         Unacceptable


Based on rules of Cronbach Alpha here –

· For Brand loyalty, the value of Cronbach Alpha is 82.69%, which is considered as good according to the rules.
· For perceived quality, the value of Cronbach Alpha is 77.93%, which is considered as Acceptable according to the rules.
· For Brand equity, the value of Cronbach Alpha is 81.64 %, which is consider as  considered  good according to the rules.



[bookmark: _Toc535418837]3.3Descriptive Statistics of the Construct Used in the Study


For Brand Loyalty,
x̅= 3.47

ɕ=1.06

Confidence Interval assuming 95% level of confidence will be given by—

 = x̅ ± zɕx̅

= 3.47 ± 1.96 ×

= 3.47 ± 1.96 × 

 = 3.47 ± .22

= (3.253.69)


For Product Quality,

x̅= 3.57

ɕ = .85

Confidence Interval assuming 95% level of confidence will be given by—

 = x̅ ± 1.96× 

=3.57 ± 1.96 

= 3.57 ± .18

=3.393.75


For Overall Brand Quality

x̅= 3.6

ɕ = .77

Confidence Interval assuming 95% level of confidence will be given by— 

= x̅ ± 1.96× 

=3.6 ± 1.96 

= 3.6 ± .15

=


[bookmark: _Toc535418838]3.4 Analyzing the Variability in Brand Loyalty across the Brands 

For Brand Loyalty,
The following hypothesis can be tested here




Here
                                                                                     F=3.176
                                                                                     
Sig.= 0.047



Null Hypothesis will be rejected here. Null Hypothesis will be rejected because the value of   is greater than value of sig. (.047)

Now the strength of association will be calculated in the following way—
	
  

 

 

There is a weak relationship between the brands and the associated brand loyalty.
Interpretation:
 For brand loyalty based on mean value, condition of Coca Cola is much better than other two brands (Pepsi and Mojo)  mean value of coca cola is (3.8444),  which is higher than other two brands.

[bookmark: _Toc535418839]3.5Analyzing the Variability in Perceived Quality across the Brands 

For perceived quality,
The following hypothesis can be taste here





Here,
                                                                                     F=2.882

                                                                                      ɕ= 0.061




 Hypothesis is accept because the value of sig. is greater than the value of alpha. Null Hypothesis will be accept here, because the value of sigma (.061) is greater than the value of  (.05)


[bookmark: _Toc535418840]3.6 Analyzing the Variability in Brands equity across the Brands 

For overall brand equity,
The following hypothesis can be tested here



Here
                                                                                     F=8.705

                                                                                      Sig.= 0.000




Null Hypothesis will be rejected here. Hypothesis will be rejected because the value of  s greater then sig. (.000) 

Now the strength of association will be explained in the following way—

 Can be calculated for understanding how strong the relationship is.

  

 

 

There is a weak relationship between the brands.

For overall brand equity:
Based on the men value he condition or performance of Coca Cola is better than other two brand , the mean value of Coca-Cola (4.033) which is greater than Pepsi(3.7167), Mojo(3.2586) 
Coca Cola (4.033)  Pepsi (3.7167)
Coca Cola (4.033)  Mojo (3.2586)

[bookmark: _Toc535418841]3.7 Examining the Relationships among the Major Constructs of the Study:


	
	Brand Loyalty
	Perceived 
Quality
	overall brand equity

	Brand Loyalty
	1
	
	

	Perceived 
Quality
	.752(**)
	1
	

	overall brand equity
	.681(**)
	.625(**)
	1



In this table the brand loyalty is .752(**) , perceived quality value is.681(**),and overall brand equity is .625(**)
Single star (*) means the relationship is statistically significant at 95% confidence level. 
95% confidence interval= 1.96 so, ɕ =0.05
Double star (**) means the relationship is statistically significant at 99% confidence level.
99% confidence interval= 2.575 so, ɕ =0.01


[bookmark: _Toc535418842]3.8 The Impact of Brand Loyalty and Perceived Quality on Overall Brand Equity

The impact of brand loyalty and perceived quality on overall brand equity can be expressed in terms of the following regression equation:

Here,
Y= overall brand equity
=Brand Loyalty,
 
Now,

Overall hypothesis is,
 There is no linear relationship between variable
 There is a linear relationship between variable




Now the strength of association will be explained in terms of coefficient of determination.
Coefficient of determination can be conducted for the purpose knowing how strong the relationship is 



Therefore, there is a moderate relationship between the brand loyalty, perceived quality value, and overall brand equity.
3.9 Relative Contribution
Relative contribution of each independent variable can be interpreted based on the associated β (beta) values.
So here beta value of the brand loyalty (.486) is higher than preference quality (.258) .So, we can easily conclude that brand loyalty contribution is high 



[bookmark: _Toc535418843]

4.0 Conclusion:

Carbonated soft drinks are more popular in Bangladesh so that more competitor are entering in this industry because of the attractiveness of the market. But in Bangladesh coca cola’s market share and customer satisfaction are higher than any other brands. Pepsi also trying to beat the coca cola but coca cola’s strategy, positioning, slogan and marketing may help them to reach the top position in the market. As a local brand, Mojo develop strategies to increase their market share and brand loyalty. Coca cola’s slogan “test the feelings” may help them to reach the mind of the customers. In this study,  there is a positive result of coca cola and they have more customer satisfaction and loyalty, so as a market leader they try to make their customer more happy and attract the customer toward their brands which may help them to hold on the top position in Bangladesh,
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[bookmark: _Toc535418845] Appendix:
[bookmark: _Toc535418846]Questionnaires:
An Academic Survey
(The Impact of Brands Trust on Brand Equity)

Name (optional):

Phone Number (optional):

Gender:        Male         Female

[bookmark: _Hlk523429795]Education:        SSC or below 	HSC       Bachelor       Masters or equivalent professional degree or above

Profession:       Student        Service Holder        Business         Others

Average Monthly Family Income:       30,000 or below          30,000—60,000         60,000—90,000

				         90,000 –1,20,000          above 1,20,000         

Please indicate your level of agreement with the following statements regarding the following statements. Where 1 = highly disagreed, 2 = disagreed, 3 = neutral, 4 = agreed, and 5 = highly agreed.

	SN
	Statements
	1
	2
	3
	4
	5

	BL1
	I consider myself to be loyal to Coca-Cola
	
	
	
	
	

	BL2
	Coca-Cola is always my first choice
	
	
	
	
	

	BL3
	I will not buy other brands if Coca-Cola is not available
	
	
	
	
	

	PQ1
	The expected quality of Coca-Cola is very high
	
	
	
	
	

	PQ2
	Coca-Cola will always deliver what Coca-Cola promises
	
	
	
	
	

	OBE1
	It makes sense to buy Coca-Cola instead of any other brand
	
	
	
	
	

	OBE2
	Even if another brand has the same features as Coca-Cola, I would prefer to buy Coca-Cola
	
	
	
	
	

	OBE3
	Even if there is another brand as good as Coca-Cola, I would prefer to buy Coca-Cola
	
	
	
	
	

	OBE4
	If another brand is not different from Coca-Cola in any way, It seems smarter to purchase Coca-Cola
	
	
	
	
	







An Academic Survey
(The Impact of Brands Trust on Brand Equity)

Name (optional):

Phone Number (optional):

Gender:        Male         Female

Education:        SSC or below 	HSC       Bachelor       Masters or equivalent professional degree or above

Profession:       Student        Service Holder        Business         Others

Average Monthly Family Income:       30,000 or below          30,000—60,000         60,000—90,000

				         90,000 –1,20,000          above 1,20,000         

Please indicate your level of agreement with the following statements regarding the following statements. Where 1 = highly disagreed, 2 = disagreed, 3 = neutral, 4 = agreed, and 5 = highly agreed.

	SN
	Statements
	1
	2
	3
	4
	5

	BL1
	I consider myself to be loyal to Pepsi
	
	
	
	
	

	BL2
	Pepsi is always my first choice
	
	
	
	
	

	BL3
	I will not buy other brands if Pepsi is not available
	
	
	
	
	

	PQ1
	The expected quality of Pepsi is very high
	
	
	
	
	

	PQ2
	 will always deliver what Pepsi promises
	
	
	
	
	

	OBE1
	It makes sense to buy Pepsi instead of any other brand
	
	
	
	
	

	OBE2
	Even if another brand has the same features as Pepsi, I would prefer to buy Pepsi
	
	
	
	
	

	OBE3
	Even if there is another brand as good as Pepsi, I would prefer to buy Pepsi
	
	
	
	
	

	OBE4
	If another brand is not different from Pepsi in any way, It seems smarter to purchase Pepsi
	
	
	
	
	











An Academic Survey
(The Impact of Brands Trust on Brand Equity)

Name (optional):

Phone Number (optional):

Gender:        Male         Female

Education:        SSC or below 	HSC       Bachelor       Masters or equivalent professional degree or above

Profession:       Student        Service Holder        Business         Others

Average Monthly Family Income:       30,000 or below          30,000—60,000         60,000—90,000

				         90,000 –1,20,000          above 1,20,000         

Please indicate your level of agreement with the following statements regarding the following statements. Where 1 = highly disagreed, 2 = disagreed, 3 = neutral, 4 = agreed, and 5 = highly agreed.

	SN
	Statements
	1
	2
	3
	4
	5

	BL1
	I consider myself to be loyal to Mojo
	
	
	
	
	

	BL2
	Mojo is always my first choice
	
	
	
	
	

	BL3
	I will not buy other brands if Mojo is not available
	
	
	
	
	

	PQ1
	The expected quality of Mojo is very high
	
	
	
	
	

	PQ2
	Mojo will always deliver what Coca-Cola promises
	
	
	
	
	

	OBE1
	It makes sense to buy Mojo instead of any other brand
	
	
	
	
	

	OBE2
	Even if another brand has the same features as Mojo, I would prefer to buy Mojo
	
	
	
	
	

	OBE3
	Even if there is another brand as good as Mojo, I would prefer to buy Mojo
	
	
	
	
	

	OBE4
	If another brand is not different from Mojo in any way, It seems smarter to purchase Mojo
	
	
	
	
	







[bookmark: _Toc535418847]Statistical output:
Frequency Table 

	Gender

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	56
	62.2
	62.2
	62.2

	 
	Female
	34
	37.8
	37.8
	100.0

	 
	Total
	90
	100.0
	100.0
	 




	Education

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSC or below
	3
	3.3
	3.3
	3.3

	 
	Bachelor
	69
	76.7
	76.7
	80.0

	 
	Masters or equlvalent professional degree or above
	18
	20.0
	20.0
	100.0

	 
	Total
	90
	100.0
	100.0
	 




	Profession

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	73
	81.1
	81.1
	81.1

	 
	Service Holder
	4
	4.4
	4.4
	85.6

	 
	Business
	2
	2.2
	2.2
	87.8

	 
	Others
	11
	12.2
	12.2
	100.0

	 
	Total
	90
	100.0
	100.0
	 




	Average Monthly Family Income

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30.000 or below
	31
	34.4
	34.4
	34.4

	 
	30,000 - 60,000
	32
	35.6
	35.6
	70.0

	 
	60,000 - 90,000
	21
	23.3
	23.3
	93.3

	 
	90,000 - 1,20,000
	6
	6.7
	6.7
	100.0

	 
	Total
	90
	100.0
	100.0
	 




	Brands

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Coca-Cola
	30
	33.3
	33.3
	33.3

	 
	Pepsi
	30
	33.3
	33.3
	66.7

	 
	Mojo
	30
	33.3
	33.3
	100.0

	 
	Total
	90
	100.0
	100.0
	 






Reliability 

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     90.0                    N of Items =  3

Alpha =    .8269

Reliability

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     90.0                    N of Items =  2

Alpha =    .7793

Reliability

 ****** Method 1 (space saver) will be used for this analysis ******
_



  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A)



Reliability Coefficients

N of Cases =     89.0                    N of Items =  4

Alpha =    .8164

Descriptives

	Descriptive Statistics

	 
	N
	Kurtosis

	 
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	BL
	90
	1.00
	5.00
	3.4704
	1.06223
	-.415
	.254
	-.595
	.503

	PQ
	90
	1.50
	5.00
	3.5778
	.85101
	-.067
	.254
	-.749
	.503

	OBE
	89
	1.50
	5.00
	3.6742
	.77643
	-.778
	.255
	.272
	.506

	Valid N (listwise)
	89
	 
	 
	 
	 
	 
	 
	 
	 




Oneway

	Descriptives

BL 
	 
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	 
	 
	 
	 
	 
	Lower Bound
	Upper Bound
	 
	 

	Coca-Cola
	30
	3.8444
	.91280
	.16665
	3.5036
	4.1853
	1.67
	5.00

	Pepsi
	30
	3.3778
	1.12012
	.20450
	2.9595
	3.7960
	1.33
	5.00

	Mojo
	30
	3.1889
	1.06740
	.19488
	2.7903
	3.5875
	1.00
	5.00

	Total
	90
	3.4704
	1.06223
	.11197
	3.2479
	3.6928
	1.00
	5.00




	ANOVA

BL 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	6.832
	2
	3.416
	3.176
	.047

	Within Groups
	93.589
	87
	1.076
	 
	 

	Total
	100.421
	89
	 
	 
	 







Oneway
	

Descriptives

PQ 
	 
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	 
	 
	 
	 
	 
	Lower Bound
	Upper Bound
	 
	 

	Coca-Cola
	30
	3.8333
	.69893
	.12761
	3.5723
	4.0943
	2.00
	5.00

	Pepsi
	30
	3.5833
	.82088
	.14987
	3.2768
	3.8899
	2.00
	5.00

	Mojo
	30
	3.3167
	.96027
	.17532
	2.9581
	3.6752
	1.50
	5.00

	Total
	90
	3.5778
	.85101
	.08970
	3.3995
	3.7560
	1.50
	5.00




	ANOVA

PQ 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	4.006
	2
	2.003
	2.882
	.061

	Within Groups
	60.450
	87
	.695
	 
	 

	Total
	64.456
	89
	 
	 
	 




Oneway

	Descriptives

OBE 
	 
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	 
	 
	 
	 
	 
	Lower Bound
	Upper Bound
	 
	 

	Coca-Cola
	30
	4.0333
	.68145
	.12441
	3.7789
	4.2878
	2.00
	5.00

	Pepsi
	30
	3.7167
	.68145
	.12441
	3.4622
	3.9711
	1.50
	4.75

	Mojo
	29
	3.2586
	.78343
	.14548
	2.9606
	3.5566
	1.50
	4.75

	Total
	89
	3.6742
	.77643
	.08230
	3.5106
	3.8377
	1.50
	5.00




	ANOVA

OBE 
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	8.932
	2
	4.466
	8.705
	.000

	Within Groups
	44.119
	86
	.513
	 
	 

	Total
	53.051
	88
	 
	 
	 





Correlations 

	Correlations

	 
	 
	BL
	PQ
	OBE

	BL
	Pearson Correlation
	1
	.752(**)
	.681(**)

	 
	Sig. (2-tailed)
	.
	.000
	.000

	 
	N
	90
	90
	89

	PQ
	Pearson Correlation
	.752(**)
	1
	.625(**)

	 
	Sig. (2-tailed)
	.000
	.
	.000

	 
	N
	90
	90
	89

	OBE
	Pearson Correlation
	.681(**)
	.625(**)
	1

	 
	Sig. (2-tailed)
	.000
	.000
	.

	 
	N
	89
	89
	89


**  Correlation is significant at the 0.01 level (2-tailed).


Regression

	Variables Entered/Removed(b)

	Model
	Variables Entered
	Variables Removed
	Method

	1
	PQ, BL(a)
	.
	Enter


a  All requested variables entered.
b  Dependent Variable: OBE


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.701(a)
	.492
	.480
	.56005


a  Predictors: (Constant), PQ, BL


	ANOVA(b)

	Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	26.076
	2
	13.038
	41.567
	.000(a)

	 
	Residual
	26.975
	86
	.314
	 
	 

	 
	Total
	53.051
	88
	 
	 
	 


a  Predictors: (Constant), PQ, BL
b  Dependent Variable: OBE


	

Coefficients(a)

	Model
	 
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	 
	 
	B
	Std. Error
	Beta
	 
	 

	1
	(Constant)
	1.610
	.258
	 
	6.246
	.000

	 
	BL
	.353
	.085
	.486
	4.134
	.000

	 
	PQ
	.234
	.107
	.258
	2.193
	.031


a  Dependent Variable: OBE
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