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In Bangladesh's extremely competitive food and beverage industry, this study explores the complex interactions between consumer preferences and the product landscape provided by Akij Food and Beverage Ltd. (AFBL). The study is a methodical investigation of a number of aspects with the goal of offering a comprehensive perspective of AFBL's position in the market and its conformity with consumer preferences.

The study commences by setting the stage with a detailed examination of AFBL's organizational background. As a significant player under the renowned Akij Group's umbrella, AFBL is characterized by a rich legacy of commitment to excellence. The report underscores how AFBL's journey since its inception in 2006 has been driven by the vision of becoming the most respected food and beverage company in Bangladesh. The diverse product portfolio ranging from carbonated beverages to dairy products showcases AFBL's versatility and its dedication to fulfilling diverse consumer needs.

The analysis moves on to identify key competitors in the sector, including Pran Foods, Square Food & Beverage, PepsiCo Bangladesh, and Coca-Cola Bangladesh. This exploration outlines the competitive landscape AFBL operates within and emphasizes the need for strategic innovation to maintain a competitive edge. The study underscores the significance of keeping a finger on the pulse of consumer preferences and constantly innovating to meet evolving market demands.

Methodologically, the study employs a dual approach of primary and secondary data collection. The primary data collection involves meticulously designed surveys to gauge consumer sentiments and preferences directly. This approach ensures the incorporation of real-time insights directly from the target audience. Concurrently, secondary data is harnessed from trusted sources to enhance the depth of analysis and validation of primary data findings.

The key findings reveal intriguing insights into consumer preferences for various product categories, specifically Dairy, Chanachur, and Chips brands. The positioning of AFBL's products in comparison to its competitors unveils valuable market insights. Furthermore, the recommendations segment provides actionable strategies for AFBL to strengthen its market position. Emphasizing the consistency of marketing efforts, establishing brand credibility, and diversifying marketing channels are central to these recommendations.

In conclusion, this study reinforces the symbiotic relationship between consumer preferences and AFBL's market strategies. The insights gained from the analysis serve as a compass, guiding AFBL's decisions toward aligning its product offerings with consumer desires.

Key Words: Customer Preference Analysis, Akij Food & Beverage Limited





Table of Contents
Acknowledgment	2
Letter of Transmittal	3
Executive Summary	4
Chapter 1: Introduction	6
1.1 Topic in Hand	7
1.2 Context of the Study	9
Chapter 2: Organizational Background and Competitor Analysis	11
2.1 Organizational Background	12
2.1.1 Board of Directors:	14
2.1.2 Organization Hierarchy:	14
2.1.3 Product Portfolio:	15
2.2 Competitor Analysis	16
2.2.1 SWOT Analysis	18
Chapter 3: Objectives and Methodology of the Study	21
3.1 Objectives of the Study	22
3.2 Methodology of the Study	23
3.2.1 Primary Data Collection:	23
3.2.2 Secondary Data Collection:	23
Chapter 4: Findings of the Study	24
Chapter 5: Recommendations and Conclusion	32
5.1Recommendations	33
5.2Conclusion	35
References	36
Appendix (Questionnaires)	37


























[bookmark: _Toc143694580][bookmark: _Toc152356989]Chapter 1: Introduction
[bookmark: _Toc143694581]






















[bookmark: _Toc152356990]1.1 Topic in Hand
Customer Preference

Customer preference stands as a foundation within the complex embroidered artwork of buyer behavior, using the control to shape the direction of businesses and their offerings. This interesting wonder digs into the profundities of a person or gathers slants, unpredictably woven with a heap of components that paint an all-encompassing picture of choices made among items, administrations, and brands. Past an unimportant value-based choice, client inclination reverberates as a reflection of individual likes, disdains, yearnings, and historical experiences.

In the realm of Akij Food and Beverage Ltd. (AFBL), comprehending customer preference gets to be the craftsmanship of decoding the perplexing dialect that shoppers talk through their determinations. This includes an orchestra of components, counting social impacts that whisper through the choices, the reverberation of past encounters, the organized tune of showcasing endeavors, and the dynamic choreography of advancing social patterns. Tied down within the heart of shopper behavior, client inclination moves in concordance with acquiring choices, applying its impact on the strings of brand devotion.

The centrality of disentangling this orchestra cannot be exaggerated. Businesses, counting AFBL, explore the oceans of the showcase by directing their items and administrations towards the North Star of customer needs and yearnings. Divulging the components that control these inclinations is associated with finding the outline of the treasure trove of customer fulfillment. 

AFBL’s collection of items, extending from carbonated beverages to dairy delights, looks for reverberation with the interesting wants of assorted customer bunches. This reverberation, etched by an understanding of client inclinations, shapes the forms of item development, promoting methodologies, and eventually, commerce victory.

Whereas the interest of customer preference remains consistent, its frame is as liquid as the changing tides. More youthful eras ride the waves of mechanical patterns, their inclinations etched by the allure of development and advancement. Contrastingly, prepared shoppers stay their choices within the harbor of unwavering quality and recognition. This energetic scene underscores the quintessential requirement for adjustment – a move of advancement and advancement that guarantees a business's significance in the midst of ever-changing client inclinations.

The strategies of deciphering this move are as changed as the impacts that shape it. AFBL, recognizing the need to be adjusted to these energetic inclinations, locks in an ensemble of advertised inquiries, conducting studies, coordinating interviews, and curating center bunches. These endeavors, associated with a conductor driving an ensemble, agreeably mix to compose a song of experiences that light up the way toward customer fulfillment.




As businesses like AFBL tread this way, the relationship between customer preferences and brand recognition rises as a captivating subplot. By overlaying these two stories, marketers pick up a one-of-a-kind vantage point – an all-encompassing see of holes and openings that divulge neglected buyer needs. This coordination, a combination of brain research and technique, guides the creation of items and administrations that resound with hearts, minds, and desires.

In this journey through the realm of customer preference, AFBL stands as both conductor and composer, making offerings that resonate with the tunes of its customers. This orchestra isn't only value-based; it's a transformative involvement – a journey where items and administrations collaborate with customer wants, making an agreeable move that fills brand dependability and powers trade development.

In essence, customer inclination isn't a fair choice; it's an ensemble – an ensemble that businesses like AFBL are learning to examine, conduct, and compose, portray the canvas of their victory with strokes of consumer delight.
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In the fast and competitive world of Bangladesh's food and beverage industry, success depends on understanding what consumers like. This study is important because it explores what customers like, focusing on a big company called Akij Food and Beverage Ltd. AFBL is a company that works in various sectors. To identify the daily needs of customers they put a huge effort into research and based on the data they develop their business. For that purpose, they rely on people with different sets of expertise who can achieve this goal. AFBL has always been concerned about providing the best quality food and beverages for their customers.   

AFBL has over 11 categories of products. Thus, they face huge competition in all of the categories. Their wide range of products have a strong market presence. It is very important for them to deliver the customers what they want so that they can hold their position in the future.

AFBL carefully reads the market and tries to detect exactly what the customers want from them. Then they try to deliver the product so that they can match the market demand. In all these, they have to carefully consider the economic factors, global trends, culture and demand of the customer so that they can balance everything.  

However, this is not as simple as it sounds. While meeting the demands of the customers they also have to focus on building relationships with the customer so that they can retain them. It is easier and more profitable to retain the existing customer base rather than build a new customer base. So, the strategic approach of AFBL is to create loyal customers and grow the business at the same time.

This report and the results only focuses on a very small segment of the whole picture that AFBL has applied to capture such a big market in Bangladesh. The results of this study help guide AFBL's plans, improve their products, and build stronger relationships with customers. In a competitive market where being dominant depends on meeting consumer needs, the information gathered in this pursuit gives AFBL a strong advantage over its competitors.

As the information comes together, it reveals a complex and fascinating story. This is about understanding what customers want, their preferences, and how AFBL's products match up with those preferences.



The main goal of this study is to understand what consumers really want. It wants to find helpful information that can make us understand how AFBL does things, creates new products, and connects with their customers and supporters. In a world where business transactions happen based on how customers feel, this study helps us understand what customers really want even if they don't say it out loud.

In a world that is constantly changing, where what consumers like has a lot of influence on the business, the findings from this study can help in understanding that perspective. They help AFBL to gain a competitive advantage and navigate through competition with skill and accuracy.

Basically, this is not just something for academics to think about. It affects the way AFBL operates, spreads in its marketing efforts, and influences their product innovations. This study keeps finding patterns in the data, which helps AFBL work better with its customers. This will guide AFBL in a marketplace where customer preferences are important. In the midst of many options, this study is like a great achievement for AFBL.
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2.1 Organizational Background

[image: ]“Akij Food and Beverage Ltd. (AFBL) started its journey in 2006 with the vision of becoming the most respected food and beverage company in Bangladesh through a commitment to quality. As a part of the renowned Akij Group, which was founded by Sk. Akij Uddin in 1950, AFBL emerged as a leading player in the food and beverage industry in the country. 

The Akij Group is a conglomerate with a diverse range of industries, comprising a total of 26 units. These units are spread across various sectors, including tobacco, textiles, cement, ceramics, printing and packaging, pharmaceuticals, and more. 

With a workforce of over 50,000 dedicated employees, the Akij Group has consistently contributed to the economic growth of Bangladesh. Under the chairmanship of Sk. Nasir Uddin and the dynamic leadership of Sk. Bashir Uddin as its Managing Director, the group has achieved 25 significant national accolades, exemplifying its commitment to excellence and innovation.”

As a subsidiary of the Akij Group, AFBL plays a vital role in the food and beverage sector. The company manufactures and markets a wide range of products for both the local and international markets. AFBL is best known for its diverse portfolio, which includes carbonated beverages, fruit drinks, energy drinks, malted drinks, drinking water, milk, milk-based products, chips, mango bars, and pickles. 

The brand offers a wide range of products that fulfill the taste preferences of consumers across various demographics. AFBL is committed to sustainable business practices that not only ensure high-quality products but also benefit society. The company achieves this through cutting-edge technology, motivated employees, and close collaboration with local small and medium-level farmers. 

“AFBL practices contract farming for milk sourced from Pabna and Rajshahi, and mangoes sourced from Rajshahi and Chapainawabganj, empowering local farmers and contributing to the agricultural sector. The company's dedication to quality and excellence is underscored by the numerous recognitions and certifications it has garnered over the years. AFBL has been the recipient of the prestigious Best Brand Award on four occasions, highlighting its commitment to meeting consumer expectations. Additionally, AFBL holds national and international certifications, such as BSTI, HALAL, ISO, and HACCP, affirming its adherence to rigorous quality standards.”




“Innovation, teamwork, integrity, customer focus, trust, and respect are the core values that guide AFBL's business practices. By upholding these values, the company has successfully built a loyal customer base and a strong brand reputation.
[image: ]


Beyond its business endeavors, AFBL is actively involved in corporate social responsibility (CSR) activities. The company believes in giving back to the community and making a positive impact on society through various initiatives.

AFBL maintains strong relationships with banks, other financial institutions, and government agencies, cementing its reputation as a reliable and responsible corporate entity. The company's financial stability and transparent business practices have earned it the trust and confidence of stakeholders, further contributing to its growth and success.”

In conclusion, Akij Food and Beverage Ltd. is a flagship subsidiary of the esteemed Akij Group. They have continuously excelled in the food and beverage industry with their diverse product range, commitment to quality, and dedication to social responsibility. Through innovative practices, the pursuit of excellence, and a customer-centric approach, AFBL continues to position itself as a leading player in the market, both locally and internationally.
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	Name of Directors
	Position

	SK. Nasir Uddin
	Chairman

	SK. Bashir Uddin
	Managing Director

	SK. Jamil Uddin
	Corporate Director

	SK. Shamim Uddin
	Corporate Director

	SK. Jashim Uddin
	Corporate Director
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	Product Line
	Brand 
	Size (SKUs)

	Cola
	Mojo (Mojo Diet, Mojo Zero Cal, Naga Mojo)
	150ml  can, 250ml  pet and can, 500ml pet, 1 litre pet, 2 litre pet

	Cloudy Lemon
	Lemu
	150ml  can, 250ml  pet and can, 500ml pet, 1litre pet, 2litre pet

	Orange Drink
	Twing
	250 ml Pet

	Clear Lemon
	Clemon 
Clear Up
	150ml  can, 250ml  pet and can, 500ml pot, 1 liter pet, 2 liter pot

	Energy Drink
	Speed, 
Houston, 
Hero (Discontinued)
	250ml  pet and can
250ml Can 
250 ml pet

	Spicy Drinks
	Aafi Jeera Pani
Clemon Masala
	250 ml Pet
250 ml Pet

	Mineral Water
	Spa, Rivera, Aafi 
	500ml pet, 1-liter pet, 2.15  liter pet, 5 Liter pet

	Juice
	Frutika (Mango, Red Grape, Apple, Orange, Pineapple. Guava)
Aafi (Mango Drink;  Ziraa Pani)
	125ml Tetra Pack; 250ml pet,250 ml& 500 ml tetra pack and pet, 1 liter pet

	Dairy
	Farm Fresh UHT milk
Farm Fresh UHT milk ( Mango flavored, Chocolate flavored) 
Farm Fresh Pasteurized Milk
Farm Fresh Ghee
Farm Fresh Butter
Farm Fresh Powdered Milk
Farm Fresh Yoghurt (Sweetened, sour, low fat)
	200ml and 500 ml tetra pack
200 ml

500 ml, 1 Liter
200gm, 450gm, 900gm 
200gm 
400gm, 500gm, 1000gm
100gm, 500gm 

	Malt Beverage
	Wild Brew
	250ml can

	Snacks
	Cheese Puffs, Baked Cheese Puffs O'Potato (Tomato Tango, Spicy Cocktail)
Aafi Chanachur
	15/30gm Foil pack

	Fruit Bar
	Aafi Mango Bar
	15 gm.




[bookmark: _Toc143694588][bookmark: _Toc152356997]2.2 Competitor Analysis

In Bangladesh, Akij Food and Beverage Ltd. is a strong competitor in the food and drink industry. AFBL is facing a group of really tough competitors who are all trying to get the attention of customers. 

It is important for AFBL to understand its competitors' strengths, weaknesses, and strategies in order to create a successful market strategy. Here is a detailed examination of the main rivals of AFBL.

Pran Foods Ltd.: In the food and drink industry in Bangladesh, this company holds a significant position due to its popularity and power. Pran Foods offers a wide range of different products like fruit juices, snacks, dairy items, and drinks. The company has achieved well-known recognition for its products and integrity. This indicates how strong and established the company is because of its wide range of quality products and the demand by the customers.  

Pran Foods has built a strong connection with consumers over time, which gives them a strong position in the market. This connection turns into loyal customers, giving them a big advantage over their competitors. Pran Foods has a large distribution network that covers both cities and rural areas, which is a big challenge for AFBL. Pran Foods has started doing business outside of its home country, which has increased the competition for AFBL.

Square Food & Beverage Ltd.: Square Food & Beverage Ltd. is a company owned by Square Group, and it's one of the strongest competitors for AFBL. Square is known for making really good food products and coming up with new ways to sell them. They have a bunch of different things to eat like snacks under the branding of Ruchi. Square is always thinking and trying new things. 

SFBL continuously researches and tries to create new products for the consumers. In addition, they put effective marketing behind their products and since it is a trusted name in the food and beverage industry of Bangladesh people easily put trust in their new products. AFBL can use this technique to establish its new products in the market.  


PepsiCo Bangladesh: PepsiCo Bangladesh, which includes popular drinks like Pepsi, 7UP, and Mirinda, is a huge multinational company. It has a big influence on the carbonated beverage industry, and this can overshadow AFBL. Well-known brands such as Pepsi, 7UP, and Mirinda have a strong presence, and a lot of people like them a lot. PepsiCo Bangladesh is very successful and competitive because they have excellent marketing and global resources.

Coca-Cola Bangladesh: Coca-Cola Bangladesh is a big company that sells drinks like Coca-Cola, Sprite, and Fanta. They are a major competitor of AFBL which also sells carbonated drinks. Many people are loyal to Coca-Cola, Sprite, and Fanta so they always buy them. With a large distribution network and effective marketing strategies, Coca-Cola Bangladesh is posing a significant challenge for AFBL.

In short, the story of Akij Food and Beverage Ltd. In Bangladesh, the food and beverage industry is connected to many different types of challenges. Four companies, Pran Foods Ltd., Square Food & Beverage Ltd., PepsiCo Bangladesh, and Coca-Cola Bangladesh, are strong competitors in the market. Each company has its own special strengths and marketing stories. 

To stay ahead in the competition, AFBL needs to strongly focus on constantly coming up with new and better products, marketing them in a way that attracts consumers, and making sure the quality of their products remains excellent. This ability to quickly adapt and change will be important for navigating the constantly changing consumer preferences and market trends.

[bookmark: _Toc143694589]
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“The SWOT analysis is a tool that businesses use to understand their strengths, weaknesses, opportunities, and threats. It helps them see what is happening inside and outside the company, and how it affects their performance and plans. In the food and beverage industry in Bangladesh, the SWOT analysis is an important tool for understanding the competition and finding opportunities for growth.”

In this report, the analysis of AFBL is done by looking at its strengths, weaknesses, opportunities, and threats. We also compare its position in the industry to other important competitors. This analysis highlights the special qualities of AFBL and helps understand the strategies that will keep it successful in the long term. As the food and drink industry keeps changing, a strong SWOT analysis helps guide the company through uncertainties and helps make informed decisions and effective strategies.

Strengths:

1. Diverse Product Portfolio: Akij Food and Beverage Ltd. is a company that makes and sells food and drinks. AFBL has thoughtfully curated an extensive selection of items, such as carbonated beverages, fruit juices, and snacks. 
This wide variety of products allows AFBL to meet the needs of many different customers, making the company well-rounded and versatile in the market. Offering different choices under one brand makes more people feel included and welcome as customers.

2. Robust Distribution Network: One of the main advantages of AFBL is its strong and carefully planned delivery system. This network covers cities and countryside in Bangladesh, making it easier for people to buy their products. Due to its ability to establish a solid foothold and cultivate a dedicated clientele in remote areas, AFBL enjoys a unique edge.

3. Brand Recognition: AFBL's brand recognition has greatly improved because of a consistent and well-planned set of advertising efforts. The campaigns have not only made more people know and recognize the brand, but they have also helped people trust and stay loyal to it. The way the brand consistently talks to and interacts with customers makes them like the brand and think positive things about it.

4. Innovation and Research: AFBL has always been focused into research so that they can come up with new ideas for their products. As I was a part of the research team I closely observed how serious they are about their research. In every 3 months teams travel to different parts of Bangladesh to gather data from customer which is analyzed later for new product ideas or modification of existing products. By being innovative, AFBL stays ahead in the competition and grabs the attention of consumers.




5. Quality Certifications: AFBL is dedicated to ensuring the best quality. They have received certifications from national and international organizations like BSTI, HALAL, ISO, and HACCP to prove their commitment to quality standards. These certifications show that AFBL is very committed to making high-quality products. This helps people trust the company and become loyal to its brand.

Weaknesses:

1. Limited Global Presence: AFBL is not as globally recognized as multinational giants such as PepsiCo and Coca-Cola. The presence of major global brands makes it hard for businesses to enter and expand in foreign markets. The job of entering and doing well in new markets can be very difficult.

2. Marketing Budget Limitations: AFBL's marketing budget might be naturally more limited in comparison to some of its bigger multinational rivals. This rule might make it difficult for them to start big and effective marketing campaigns that are important for capturing more customers and keeping them interested.

Opportunities:

1. Health-Conscious Consumer Trend: The growing number of people who care about their health is a great chance for AFBL to make a lot of money. AFBL can cater to health-conscious customers by highlighting the positive effects on health and using only natural ingredients in their products. By creating marketing plans that showcase these qualities, they can attract and gain the attention of this increasing group of people.

2. Product Diversification: The ever-changing tastes of consumers give AFBL a chance to add more variety to its products. By increasing the variety of products and including more options for the customers AFBL can increase their business financially and geographically. This could help them in finding new ways to make money and grow their customer base across the globe.

3. Expansion of Distribution Channels: AFBL can expand its market reach by working together with retail stores, online shopping platforms, and local sellers. This strategic expansion can make products easier to access, especially in cities, and make the overall shopping experience better for customers.

Threats:

1. Intense Competition: The food and drink industry in Bangladesh is very competitive, with big companies like Pran Foods, Square Food & Beverage, PepsiCo Bangladesh, and Coca-Cola Bangladesh all trying to be the most powerful. The strong competition requires AFBL to plan carefully, always come up with new ideas, and be able to adapt to stay successful in the market.



2. Economic Factors: There is no country in the world that has absolute stable economy. The economic ups and downs are a part of any economy. This directly affect how much people spend on foods and drinks. In situations like inflation and other economic crisis the sells will go down and vice- versa.   So, AFBL has to make changes in order to adapt to this uncertainty.


3. Changing Consumer Preferences: Consumer tastes change quickly and trends come and go, so products and strategies can become outdated in a short time. AFBL needs to be quick and flexible in order to adjust to these changes and change its products accordingly.

4. Regulatory Changes: The rules and regulations, which can change how much taxes we pay and how safe our food is, make things harder to predict. These changes may cause problems for AFBL's operations and ability to make money, so it's important for them to be prepared and follow the rules.

To summarize, Akij Food and Beverage Ltd. is a company that produces fast-moving consumer goods such as food and drinks. This company has many positive things, such as a variety of products, a strong distribution system, a well-known brand, a culture of coming up with new ideas, and a commitment to high quality. On the other hand, the weaknesses include not being well-known worldwide and not spending enough money on marketing.

The company is in a good position to benefit from opportunities related to the growing demand for healthy products, the potential to expand into different areas, and reaching more customers through distributing their products more widely. However, we need to handle threats that come from strong competition, changes in the economy, changing customer preferences, and government rules. AFBL can use its strengths to overcome weaknesses and deal with challenges, making it a strong competitor in Bangladesh's food and beverage market.
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[bookmark: _Toc143694591][bookmark: _Toc152357000]3.1 Objectives of the Study
The primary objective of this study is to conduct a comprehensive analysis of customer preferences within the context of Akij Food and Beverage Ltd. (AFBL). The study aims to achieve the following specific objectives:

1. To determine the most popular Chips brand in Bangladesh and the most influencing factor for the customer to buy chips.  
2. To discover the most popular Dairy brand in Bangladesh. 
3. To evaluate the most important reason for liking a particular milk brand in Bangladesh. 
4. To determine the most popular Chanachur brand in Bangladesh.
5. To identify the reason for repeat purchases of a particular Chanachur brand. 
6. To determine the most important characteristics of packaging of the Chanachur brand in Bangladesh. 

The study seeks to gather valuable insights through data analysis, surveys, and consumer behavior studies. By achieving these objectives, we aim to contribute a holistic understanding of customer preferences that will inform strategic decisions and drive the future success of Akij Food and Beverage Ltd.





















[bookmark: _Toc143694592][bookmark: _Toc152357001]3.2 Methodology of the Study

The methodology employed in this study is centered on the collection and analysis of primary data through a comprehensive survey and secondary data from the company website, Wikipedia page, books, and some other websites. Recognizing the significance of understanding consumer preferences, a structured questionnaire was designed and administered to gather relevant insights directly from the target audience.

[bookmark: _Toc143694593][bookmark: _Toc152357002]3.2.1 Primary Data Collection:

Data Collection:
A survey was conducted to capture valuable data regarding consumer preferences for Akij Food and Beverage Ltd. (AFBL) products. The survey was distributed among a diverse sample of consumers, encompassing various demographic segments. The questionnaire was meticulously crafted to elicit responses that provide a subtle understanding of factors influencing consumer choices.

Questionnaire Design:
The questionnaire comprised a well-balanced blend of closed-ended and Likert-scale questions. Closed-ended questions allowed participants to choose from predetermined response options, while Likert-scale questions enabled participants to express their level of agreement or preference on a scale. The questions were structured to cover different aspects, such as taste preferences, packaging appeal, and brand perception.

Sampling:
The sample population was chosen based on the common demographic of consumers for a particular product. For instance, mothers and housewives tend to possess a better understanding of dairy products due to their frequent use in cooking and desserts within the family. Likewise, young individuals and adults (aged 15-24) are the primary consumers of chips. As a result, they were selected as the specific target audience for the respective brands.

Data Collection Process:
The survey was conducted through an offline channel to ensure maximum reach and participation. Utilizing offline methods like paper-based surveys effectively engaged individuals. The data collection process extended over a specific period to encompass a diverse range of responses.
[bookmark: _Toc143694594][bookmark: _Toc152357003]3.2.2 Secondary Data Collection:
This study supplements its primary data collection methods with secondary data. Secondary data include information from academic sources, industry reports, company documents, and online databases. Utilizing these existing resources enhances the analysis's depth, offers historical insights, and validates primary data findings. This approach ensures a comprehensive understanding of customer preferences and industry trends related to Akij Food and Beverage Ltd.
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The study was conducted from the data collected through the survey for Dairy, Chanachur, and Chips brands in Bangladesh. To understand customer preference for different Akij products the data was analyzed by SPSS. The detailed findings are given below: 

Most Popular Dairy Brands: To understand the customer preference for dairy brands in Bangladesh the respondents were asked to mention the 3 most popular dairy brands in Bangladesh according to them. Through frequency distribution, the table below was prepared to determine the top 3 brands.

	Popular_15
	
	
	
	
	

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent
	

	Valid
	Dano
	20
	25
	25
	63.7
	

	
	Pran
	18
	22.5
	22.5
	22.5
	

	
	Aarong
	10
	12.5
	12.5
	35
	

	
	Diploma
	10
	12.5
	12.5
	90
	

	
	Fresh
	8
	10
	10
	77.5
	

	
	Marks
	3
	3.8
	3.8
	67.5
	

	
	RD
	2
	2.5
	2.5
	38.8
	

	
	Farm fresh
	1
	1.3
	1.3
	36.3
	

	
	Nido
	1
	1.3
	1.3
	91.3
	

	
	Danish
	1
	1.3
	1.3
	92.5
	

	
	N/A
	6
	7.5
	7.5
	100
	

	
	Total
	80
	100
	100
	
	



· The findings clearly indicate that the most popular dairy brand in Bangladesh is Dano, followed by Pran and Aarong. However, Farm Fresh, which is the dairy brand of AFBL, currently holds the 8th position.















Reason for liking a particular Dairy Brand: To understand the customer preference for dairy brands in Bangladesh the respondents were asked to mention the reason for which they like a particular dairy brand. Through frequency distribution, the table below was prepared to determine the most important reason for liking a particular milk brand in Bangladesh.

	Rsn_14i
	
	
	
	
	

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Taste
	42
	52.5
	52.5
	82.5

	
	Purity
	10
	12.5
	12.5
	12.5

	
	Quality
	10
	12.5
	12.5
	25

	
	Tea Taste
	5
	6.3
	6.3
	88.8

	
	Dessert
	4
	5
	5
	100

	
	Good
	3
	3.8
	3.8
	30

	
	vitamin & Protein
	3
	3.8
	3.8
	92.5

	
	Use to/Habit
	1
	1.3
	1.3
	26.3

	
	Chemical free
	1
	1.3
	1.3
	93.8

	
	Natural
	1
	1.3
	1.3
	95

	
	Total
	80
	100
	100
	 



· The findings clearly indicate that the most important reason for liking a particular dairy brand in Bangladesh is Taste with 52.5% importance, followed by Purity and Quality with 12.5% importance each. 




















Most Popular Chanachur Brands: To understand the customer preference for Chanachur brands in Bangladesh, the respondents were asked to mention their favorite Chanachur brand. Through frequency distribution, the table below was prepared to determine their favorite brand.

	Like_8i
	
	
	
	
	

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Ruchi
	45
	45
	45
	78

	
	BD Food
	19
	19
	19
	97

	
	Pran
	17
	17
	17
	33

	
	Bombay Sweets
	16
	16
	16
	16

	
	Fun
	1
	1
	1
	98

	
	Amrita
	1
	1
	1
	99

	
	Fresh
	1
	1
	1
	100

	
	Total
	100
	100
	100
	 



· The findings clearly indicate that the most preferred Chanachur brand in Bangladesh is Ruchi, followed by BD Food and Pran. However, Aafi Chanachur, which is AFBL's brand, is not listed in the rankings as it is a relatively new brand recently launched.

Most Important Packaging Characteristics: To understand the customer preference for Chanachur brands in Bangladesh, the respondents were asked to mention the most important packaging characteristics according to them. Through frequency distribution, the table below was prepared to determine the most important characteristics of packaging of the Chanachur brands in Bangladesh.

	Packing_13ii
	
	
	
	

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Overall Packaging
	49
	49
	49
	83

	
	Packet Design
	21
	21
	21
	34

	
	Brand Name
	15
	15
	15
	98

	
	Packet Color
	13
	13
	13
	13

	
	Logo
	2
	2
	2
	100

	
	Total
	100
	100
	100
	 



· The findings clearly indicate that the most important characteristic for packaging of the Chanachur brands in Bangladesh is “Overall Packaging” with 49% importance. The expression of overall packaging indicates the overall combination of all the other factors in the table which includes packet design, brand name, package color, and logo. 

Reason for repeat purchase of Chanachur Brands: To understand the customer preference for Chanachur brands in Bangladesh, the respondents were asked to mention the reason why they buy a particular Chanachur brand regularly. Through frequency distribution, the table below was prepared to identify the reason for the repeat purchase of a particular Chanachur brand.

	Reason_4v
	
	
	
	

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Tasty/Yummy/Diff. Taste
	49
	49
	49
	55

	
	Brand Image/Loyal
	9
	9
	9
	73

	
	Quality /Trust
	8
	8
	8
	91

	
	Use to/Like/Family Choice/Favorite
	7
	7
	7
	83

	
	Flavor
	6
	6
	6
	6

	
	Spicy
	6
	6
	6
	64

	
	Popular
	4
	4
	4
	95

	
	Available/ Alternative
	3
	3
	3
	76

	
	Masala
	2
	2
	2
	58

	
	Bar-B-Q
	2
	2
	2
	97

	
	N/A
	2
	2
	2
	100

	
	Prefer as Snacks
	1
	1
	1
	56

	
	Quantity
	1
	1
	1
	98

	
	Total
	100
	100
	100
	 




· The findings clearly indicate that the most occurred reason for repeat purchase of a Chanachur brand in Bangladesh is its Taste or More specifically Unique/Different taste with 49% followed by Brand image/Loyalty and Quality/Trust. 














Most Popular Chips Bands: To understand the customer preference for Chips brands in Bangladesh, the respondents were asked to mention the available chip brand names. By this question, it can easily be determined which are the brands that come to their mind first after they hear about chips brands. It is safe to say that the name that comes to the mind first has a higher place in the minds of the customer. Through frequency distribution, the table below was prepared to determine their preference.

	Brand_1i
	
	
	
	
	

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Mr.Twist
	23
	23
	23
	40

	
	B.Potato
	17
	17
	17
	17

	
	Sun
	13
	13
	13
	53

	
	kurkure
	13
	13
	13
	83

	
	Alooz
	11
	11
	11
	64

	
	Ring
	7
	7
	7
	94

	
	Lays
	6
	6
	6
	70

	
	Pran
	4
	4
	4
	87

	
	Zeros
	2
	2
	2
	98

	
	Curl
	2
	2
	2
	100

	
	Pillow
	1
	1
	1
	95

	
	Dongdong
	1
	1
	1
	96

	
	Total
	100
	100
	100
	 



· The findings clearly indicate that the most popular Chips brand in Bangladesh is Bombay Sweets Mr. Twist, followed by Bombay Sweets Potato Crackers and Sun Chips. However, Cheese Puffs and O’Potato are nowhere to be found in this table. It is worth mentioning that O’Potato is a new brand and has been launched very recently. 
In the journey of brand recognition, this analysis shows that perception and memory are complicated and need to work together. A brand's resonance is not only about whether you like the taste or packaging; it's a combination of being recognized and remembered. The end result of this investigation shows the way for business plans and proves that consumers have different preferences, just like the various chip brands available.












Most of the chips found on this table are potato chips and they are tomato flavored. Thus the respondents were asked to identify their favorite cheese flavored chips brands. The following table indicates the result. 

	Cheese_F_11i
	
	
	
	

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Curl
	46
	46
	46
	67

	
	Cheese Ball
	23
	23
	23
	90

	
	Cheese Puffs
	21
	21
	21
	21

	
	Chip Star
	10
	10
	10
	100

	
	Total
	100
	100
	100
	 



· The findings indicate that, the impressive and loud Curl becomes the clear favorite with a 46% preference. The Bombay Sweets Cheese Ball gets 23% approval, while the Cheese Puffs and Chip Star get 21% and 10% approval, respectively.
Interestingly, this informative picture not only shows us which brands are popular but also helps us understand the specific preferences of the people surveyed. Among the many choices available, people are drawn to cheese-flavored options because they have a strong and noticeable taste that they enjoy. This discovery shows that consumer preference is complex and involves many factors, like what people like, how things feel, and what brands they remember. 

All these things come together to create a wide variety of choices. Basically, the chips brands that are loved by many people are not just snacks. They represent memories, tastes, and connections that show what people like in Bangladesh's ever-changing market.


















In the realm of how people buy things, assumptions can have a big impact on what companies do to sell their products. In Bangladesh, people believe that the market is mainly driven by price sensitivity, especially when it comes to kids and teenagers who don't usually have their own money. This idea suggests that the price of chips is the most important thing in deciding which brand to buy. Surprisingly, the survey results show something completely different.

To find out why people prefer certain chip brands, the survey asked a very important question: "What do you think about the most when picking a chip brand to eat.” People had four choices to explain why they picked the chips they did. The result is shown below: 

	Emphasize_16
	
	
	
	

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Taste
	58
	58
	58
	100

	
	Flavor
	40
	40
	40
	42

	
	Price
	1
	1
	1
	1

	
	Attractive packet
	1
	1
	1
	2

	
	Total
	100
	100
	100
	 



· Taste is the most emphasized factor when choosing a chips brand for consumption. Nearly 58% of the respondents prioritize taste over price or any other factor. This indicates a shift from the common assumption that a lower price can primarily attract customers in this price-sensitive market.
In conclusion, the survey findings have changed our understanding of how things work in Bangladesh's chips market. The importance of taste is becoming the focus again when it comes to what consumers want. This strong focus on taste changes our understanding, proving that price is not the only factor influencing what consumers like, especially for people who have limited money. So, what seemed like a simple explanation of people caring about prices is actually a wide range of different preferences and interests that influence what young people in this market choose to buy.
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[bookmark: _Toc143694597][bookmark: _Toc152357006]5.1Recommendations

Akij Food & Beverage Ltd. is a well-known indigenous firm that produces a number of product lines with the potential for many more in the future. Having examined the issues with the company, as well as the views of its customers and prospective customers, Akij Food & Beverage Ltd. is in a position to make the following suggestion to resolve the issues with the product's lack of consumer recognition and hence impacting their preference about the products. 

· Make sure your marketing approach remains constant: While promoting their goods Akij Food & Beverage Ltd. needs to concentrate on presenting a single subject. A target market for the goods. Consequently, an "integrated AFBL's marketing communications can increase brand recognition.

· Since the Aafi Brand and O'Potato markets are new and underdeveloped, they should work to establish their brands' dependability and credibility among customers by giving them as much information as they can.

· To effectively cultivate reliability and credibility for emerging brands like Aafi and O'Potato, AFBL should initiate a concerted effort to furnish potential customers with in-depth information. Utilizing various communication channels, these brands should highlight quality, origin, and benefits to build a robust foundation of trust.

· Instead of focusing on a single product, the brand needs to get all marketing and promotion efforts to boost its brand. Akij Food & Beverage Ltd. has to run more eye-catching TV, print, and billboard advertisements. Television and electronic media have enormous power where consumers can quickly hear about a product's message.

· The results of this survey have shown that the majority of people learn about or become aware of a product through their family, friends, and neighbors. And the majority of them are housewives and students. As a result, Akij Food & Beverage Ltd. could easily reach them if they increased their advertising and various programs and campaigns, especially in the area of educational institutes where a lot of housewives and students can be targeted easily. This will make it easy to attract a sizable number of clients who fit into their demographic.

· AFBL can grow by teaming up with other businesses in similar fields to reach new customers and expand to different markets. This might include partnerships with other brands for special promotions, combining products together, or working together on advertising campaigns. Collaborating with others can help AFBL bring its products to more people who may not have heard about them before. Also, working together with well-known and respected brands from different industries can make AFBL's brand more trustworthy and credible. This approach uses the best qualities of both sides, creating a situation where everyone wins and leads to more people being reached and consumers having more trust.


· The company should sustain product availability. In addition, the distribution should be expanded as much as possible as it is well-known that the stronger a distribution chain is the easier it is to get into the customer's mind. 

· To raise brand awareness of the products produced by Akij Food & Beverage Ltd., they should place a strong emphasis on social media marketing and event sponsorship.

· Encouraging customers to share their experiences with AFBL's products through content made by users can help build a feeling of togetherness and genuineness. Sharing stories, reviews, and photos from customers on social media can help build trust and improve interaction.

· They can sign up for loyalty programs where regular buyers receive coupons as an incentive.

· In today's conscientious market, environmentally friendly practices and packaging resonate deeply. Incorporating sustainable practices can enhance AFBL's reputation and preference.


























[bookmark: _Toc143694598][bookmark: _Toc152357007]5.2Conclusion

In a landscape characterized by evolving consumer preferences and intense market competition, the analysis of customer preferences within the realm of Akij Food and Beverage Ltd. (AFBL) has revealed significant insights and potential avenues for strategic refinement. The study's key findings shed light on several pivotal aspects:

In the realm of dairy products, AFBL's brand, Farm Fresh, occupies a position that presents an opportunity for elevation in consumer recognition. The study suggests a potential enhancement of AFBL's marketing approach, focusing on consistent branding and communication, to amplify consumer awareness.

Similarly, in the segments of Chanachur and Chips, the study indicates notable differences between customer preferences and AFBL's market presence. While AFBL's brands Aafi Chanachur and O'Potato are relatively new entrants, customer preferences lean toward established brands. The study's recommendations highlight the need for deliberate efforts to solidify the credibility and reliability of these brands through informative communication strategies.

Taste has emerged as a predominant factor influencing consumer preferences, challenging conventional assumptions about price sensitivity. This insight underlines the importance of prioritizing taste in product development and marketing strategies.

In light of these findings, the study's recommendations provide a roadmap for AFBL's strategic enhancement. Emphasizing an integrated marketing approach, bolstering product credibility, and diversifying promotional efforts are highlighted as key imperatives. Expanding distribution networks, particularly targeting educational institutions and areas with concentrated consumer demographics, is recommended for heightened brand visibility.

Furthermore, the study proposes leveraging social media marketing and event sponsorships to fortify brand awareness. The endorsement of loyalty programs and incentives for regular customers signifies a customer-centric approach to sustaining brand loyalty and repeat business.

In conclusion, the analysis of customer preferences conducted in this study serves as a valuable compass for AFBL's journey in a highly competitive market. By aligning its strategies with the insights garnered, AFBL has the opportunity to not only refine its market position but also foster stronger connections with its consumers. As a dynamic industry continues to evolve, the study's findings and recommendations stand as a robust foundation upon which AFBL can sculpt its future trajectory for enduring success and sustained customer satisfaction.
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