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[image: ]Executive Summery
The main objective of this research paper is to identify the effects of branding on consumer purchase decision which focus on soft drinks industry in Bangladesh. The whole research has been done based on the consumer preference towards soft drinks industry in Bangladesh. The core idea of this project is what consumer feels about branding, it is really affected their buying decision or not. Presently a-days, soft drinks turn into an in vogue thing for the young as well as for the more established individuals on the world. Bangladesh has a developing business sector for soft drinks. 
This study considered several influencing factors including brand consciousness, perceive quality, emotional     value, and perceived product price and their impact on consumer Soft drink choice. As a cross-sectional research, data has been collected from 150 people that comprise of different age and profession such as, students, businessman & service holder. The information which is collected during the interview process through questionnaire is used to investigate the assumptions raised in the project purpose. Various statistical techniques like descriptive statistics, correlation and multiple regressions were used to analyze the impact of independent variables on dependent variable. Results show that emotional value and perceived product price influence more on soft drinks purchase.
Bases on the findings several conclusions were drawn and some recommendations were provided.

Keywords: Soft Drinks, Brand Consciousness, Quality, Emotional Value, Price, Bangladesh
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Chapter One
INTRODUCTION












1. Introduction
This section provides the information about the background of the study, the studies problem, Intention & reason for the project study. This research presents the objectives,research questions, scope and limitations of the study.

1.1 Background of the study
A hastily changing of economic environment, characterized by such phenomena as the globalization and, changing consumer and investor demands, and ever-increasing product-market competition, has become the norm for most organizations. To compete, they must continually improve their performance by reducing costs, and be innovating (Brian and Barry, 1996).
“Brands are like human beings. They are birth, eat, strong and responsible so that they can be credible friends of consumers), form mutually beneficial and satisfying relationships with them and become their companions for life. We come across a number of brands in our daily lives. Our morning starts with using a toothpaste (Colgate, Pepsodent or Close-up), using a bathing soap (Lux, Meril or Dove) and shampoo (head & shoulders, All Clear or Sunsilk ), wearing clothes ( Allen Solly, Levi‟s or Raymond‟s), Huawei, watching television in LG, Sony or Philips or listening to music like Philips or Apple etc. But how often we think of what all of these companies put a positive fight for a shelf spac in the mind of the customer? Today nearly all these companies are focusing more and more on building strong brands.

Brand means icon or logo, design & many qualities. Brands present the customers thinking, intention and tell about condition of the product. Brands are differentiated its product from the competitors. Some brands are not known for the customer then those brands are shown high level of consciousness. The brands with more consciousness have a more acceptability & that is why consumers not refuse to purchase this kind of brand. So brands are very important factors to influence consumer about their perception of buying decision.

The strong brand is which resides in the consumers thinking. Brands are differentiated their products from the competitors in the market place. Some brands are usually unknown to the 


customers in the marketplace where some brands are shown very high degree of consciousness and awareness. The brands with high awareness have a high level of acceptability and customers that’s not refuse to buy such brands as they enjoy the brand performance. There are many examples of brand like Coca Cola, Pepsi, merinda for soft drinks; Hero, Honda for motor cycles; Rolex Titan, Citizen for watches; Toyota, Maruti-Suzuki, Tata for four wheelers.

“A product is something that’s made in a factory; a brand is something that is accepted by people or Customer. A product that can be copied by a competitor, brand is different and unique. A product can be quickly Outdated, a successful brand is timeless” (Quiston, 2004, p 345).

Organizations are shifting their product or market point of view to consumer or customer focus of  the evolution of marketing. As an implication to this standard shift, companies are continuously  injecting huge resources into understanding their consumers in relation to the 4ps like  product, price, place and promotion and the additional 3ps here people, process and physical evidence, (Kotler, 1999).
The influence of branding on customer purchasing decisions is an area of growing research interest & that is high critical for soda companies, where customer like products or services beyond mere acquisition of products or service. There are many affected issues that consumers consider this before making final purchasing decision these includes branding, price, condition, out looking, duration (Keller et al 2002).

These factors vary from country to country, thus there is a need to assess branding as an influence of consumer buying decision in developing countries such as Bangladesh.
[bookmark: page11]
1.2 Statement of the Problem
The issue of this study is to find out the effects of branding on customer purchase decision which focus on soft drinks Industry in Bangladesh. Now-a-days, most of the beverages products focus every kinds of customer such as starting age, more adults, middle age and old age. The main reason of this research is to change a best understanding of the effect of branding on consumer purchase decision towards soft drinks industry in Bangladesh. Consumers need to be more conscious about their drinks, have to find out there quality.If they visit physically in the shop then can know about the product. Among all the soft drinks brands customer have to judge the other factors such as price, variety and taste before making their buying decision. After satisfied with the above factors they have to select the right drinks. 



1.3 Intention and Reason for Study
The issues and advantages are discussed here to know this topic. Successful companies will require far-reaching data on customer attitude. The researcher is tried to focus on soft drinks Industry about Effects of branding on consumer purchase decision in Bangladesh overview. Because Bangladesh is a developing country & it have growing market for soft drinks.

1.4 Research Objectives
1.4.1 General Objective
The main reason of this study was as to identify the terms which effects of branding on consumer purchase decision with regard to soft drinks industry.
1.4.2 Specific Objectives
The researcher intends to gain the ordinary reason by using the following research objectives;
· To examine the impact of brand consciousness on soft drinks purchase
· To examine the impact of perceived quality on soft drinks purchase
· To examine the impact of emotional value on soft drinks purchase
· [bookmark: page12]To examine the impact of perceived product price on soft drinks purchase

[image: ]1.5 Significance of the study
In Bangladesh marking is a region of developing examination intrigue and it is more basic in soft drinks organizations where no enough investigations have been directed to demonstrate the impact of marking on consumer buying decisions. Therefore, the current study has the following significance:-
(I) Customers 
This investigation gives helpful data about the impact of branding on buyer purchasing choices which will be useful to clients for future basic leadership while buying branded soft drinks.
(ii) Intellectuals 
The examination adds writing to the current assemblage of information which will assist different specialists with using it in their task reports as a major aspect of their writing survey and for recommended territories for additionally concentrates to permit the individuals who will direct investigations identified with this. 
(iii)Management 
Moreover, the discoveries of the examination can benefit from outside assistance for soda organizations to know the purchaser mentality towards marking about Bangladesh sodas industry. Furthermore, advertisers and business endeavors will pick up a superior comprehension about impact of marking on purchaser purchasing choices. Subsequently, Marketers of the considered case and different organizations will have the capacity to enhance their promoting systems because of marking on customer purchasing choices. Additionally it will help Marketers later on while settling on choices concerning item marking.

1.6 Scope of the study
For the purpose of this project report, this study will show the light on the effects of consumer buying decisions which focus on soft drinks industry in Bangladesh. The choice was purposely done due to the fact that soft drinks industry is a growing market in Bangladesh. In this field, there is less report which focuses on soft drinks branding on consumer buying decision. So, this project report can be important for new organization and existing companies by whom they can understand the perception of consumers towards different brands of soft drinks and to gauge out the promotional strategic being adopted by the marketers to lure promiscuous buyers and win a larger share in the markets. The study also looked upon the nature of branding in soft drinks and challenges facing soft drinks branding in Bangladesh.

1.7 Limitation of the Study
There is some limitations. Below the limitation are:
· The survey was conducted in twin cities only, so the data collected can be generalized.
· The research made use of both the primary and secondary sources of information. The accuracy and authenticity of statistics depends of the accuracy of the second source itself. Therefore, the limitation of the secondary source is also bound to be present in the analysis too.
· In spite of all the care taken to translate the emotion and thinking of the respondents, the errors might creep into the study, may be because of the reason that customers may fail to articulate their thinking properly.
· The survey was conducted in starting of summer, due to which consumption of soft drink was influenced. So there was a seasonal constraint.

· The consumers/customers sample size is 150 (male-75 and female-75), because of time and financial constraints. Hence the data may not be representation on the entire population.
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Industry and Literature Review












Beverage Industry in Bangladesh: An Overview
2. Literature Review
The main objective of marketing is to face and satisfy the focus customer wants and needs. The marketer are always try to detention how individuals and organizations select & buy a product. Understanding customer attitude & knowing customers are not a normal task. Consumers may say one thing but do another. Small organizations and big corporations stand to earn from understanding how and why their consumer purchase their product. To gain a clear understanding of the topic under study, there is the need to explain lot of things related to brand & consumer.

2.1 Definition of Key Terms
2.1.1 Brand and Branding
A brand is an image, a word, an object and a concept all at one and the same time”. An image is a symbol which is something for a customer mind and there is a meaning behind it. Icons work by stimulating the cognitive process. Brand is mainly depend on colors, icon, and style and symbol that the marketers use to communicate their focus to the consumer. There are many examples of brand like Coca-Cola, mojo, for beverages (Lamba, 2012).
 Also Keller (2003) defines a brand as a product that adds other dimensions that differentiate it in some way from other products designed to satisfy the same need. These differences must be rational and tangible related to product performance of the brand or more symbolic, emotional and intangible related to what the brand represents. 
According to Sawant (2012), branding is a system of selecting a product or a group of products or something else which the marketer offers with some identifying name and mark or combination of both. It makes uniqueness in the package facilitating it to be simply different in the market from rival offerings. A product is a real that lives in the virtual earth. A brand is a perpetual entity that lives in the consumers thinking. Brands are drivers of competitive edge.

2.1.2 Consumer
Consumer is a broad label that refers to any individual or households that use goods and or services generated within the economy. The concept of consumer is used in different contexts so that the usage and significance of the term may vary (Pathan and Sharma, 2011).
Kesharwani, Khanna and Rajput (2012), defined consumer as someone who can make the decision whether or not to purchase an item at the store and someone who can be influenced by marketing and advertisement.

2.1.3 Consumer Behavior
Customer attitude is a section which operate with many stages a customer goes through before buying products or services for his use. That is a decisioncreating system of buyers both individually and in group. It studies characteristics of individual customers such as the demographic factors and behavioral variables in an attempt to understand peoples want. (Keshwarani et al, 2012).

2.2 Theoretical Basis of the studies
2.2.1 Nature of Branding:  The nature of brands in soft drink industry is customer likeness. The following flow chart shows the nature of brands and explained theories on branding and Consumer behavior.
Figure No.1: Consumer Decision Model

“Brand equity is a set of brand assets and liabilities linked to a brand, its name and symbol that add to or subtract from the value provided by a product or service to a firm and/or to that firm’s customers” (Hoeffler and Keller, 2002). . However, it can be helpful grouped into five categories (Aaker, 1991, p 15).
a. Brand Credibility 
b. Name consciousness
c. Perceived Condition
d. Brand association
e. Propriety brand assets
Brand equity is a very much important asset for the company. A powerful brand enjoys more consciousness and credibility. Organization can have a competitive advantage through high brand equity.

2.2.2 Brand Loyalty
“The brand loyalty of the customer base is often the core of brand equity. If customers are indifferent to the brand and, in fact buy with respect to features, price and convince with little concern to the brand name there is likely little equity. If they continue to purchase the brand even in the face of competitors with superior features; price, and convenience; generous value exists in the brand and perhaps in its symbol and slogan”(Aaker, 1991 p 39).

2.2.3 Name Consciousness
Name Consciousness next thing of the brand equity. Brand name consciousness roles main thing  in Customer decision creating system. Consumer generally do not like to purchase a not known brand, specially if it an expensive product like TV, phone,etc. On the other hand, they do not buy any unknown brand for their food or drinks. Because most of the consumers are depended on some known soft drinks brand.

2.2.4 Perceived Condition
It is important criteria for each an every product. It is identifies a consumer’s thinking and the product’s condition. The perceived quality gives main fact to buy. This is also effects brand integration and exclusion to consideration set before final selection. It gives provides highest beneficial advantagesof making high price. High prices increase high earnings. Perceived quality can be used as a helping tool when company intends to utilize a pricing strategy with high price and further extend a brand in several markets (Aaker, 1991).

2.2.5 Emotional Branding
Normally marking begins when association outlines an item with best element and capacities superior to what their rivals are putting forth. The organization at that point has a "position" in an item particular classification against contenders. The issue increments when neither of the gatherings has endeavored endeavors to make enthusiastic bond between the clients and the organization and its item. Enthusiastic marking is the fine approach that illuminates the estimations of the organization to the clients (Marken, 2003). 
At the point when association need to realize what purchaser feels about them, they need to fabricate individual correspondence with the clients. 
This is the great path in an association can view itself as on the grounds that client recognition is imperative for organizations. Anyway an association can take in a more by leaning to its client sees. It is essential for organizations to compare by their item by identifying with their clients inwardly; generally item can be an item and turn into a brand picture in the client's brains. Passionate Branding likewise consider mark name which impact buyers basic leadership process.

2.2.6 Brand Name
The brand name is exceptionally huge decision since some time it catches the focal topic or key relationship of an item in an extremely consolidated and sensible mold. Brand names can be to a great degree effective methods for correspondence. A few associations allocate their item with a brand name that in all actuality has nothing to do with the passionate experience yet is snappy and a name that individuals can without much of a stretch remember. The center base of naming a brand is that it ought to be exceptional can be effectively separated from different names, simple to recall and are appealing to consumers (Keller, 2008).

2.2.7 Logos and symbols
Logos and symbols have a long history which shows brand identification of the company.
There are diverse kinds of logos, which are interesting from corporate names or trademarks. Logos and image are simple approach to perceive an item. It is a more noteworthy achievement if image and logos wound up connected in memory to relating brand name and item to build mark review. Clients may maybe recognize clear images yet be not able connection them a specific brand or item (Keller 2008). Logos causes organizations to build up the brand value through raised brand distinguishing proof and brand dependability. Logos are essential resources; organizations invest tremendous energy and cash to advance brand logos and images. Logos and image are fruitful approach to show signs of improvement put in client mind.

2.2.8 Social Class
Social class is an imperceptible stratification of the tenants of the general public into various gatherings in view of a few qualities of the general population. Tenants of every a general publiccan be separated into various social classes as indicated by their salary level, occupation, training et cetera. Social class of a man is dictated by a wide assortment of set of factors including pay, family foundation and occupation (Solomon, 2006). A person‟s social class can be characterized by what he or she does with cash. 

2.2.9 Buying Thinking
The buying thinking shows consumer likeness to buying the goods whose picture is similar to consumer. Moreover consumer are good consciousof somelabel name through advertising, from their last experience or information from their friends and relatives (Keller, 2008).

2.3 Factors influencing Customer Attitude
Consumer behavior is influenced by three factors including cultural, social and personal factors. (Kotler and Keller, 2006, p.193)

2.3.1 Culture Factors
Culture is a very important factor for influencing consumer behavior. Especially for Bangladeshi people, the marketer have to conscious about culture.
Culture is the crucial determinant of a man's needs and conduct for instance; developing tyke secures an arrangement of qualities, discernments, inclinations, and conduct through his or her family and other key establishments. Each culture comprises of littler subcultures that give more particular distinguishing proof and socialization for their individuals. Subcultures incorporate nationalities, religions, racial gatherings and geographic districts. (Kotler and Keller, 2006, p.164)
2.3.2 Personal factor
A purchaser's choices are likewise affected by individual attributes. These incorporate the purchaser age and stage in the existence cycle, occupation and monetary condition, identity and self-idea and way of life and qualities. A portion of these trademark have an immediate effect on buyer conduct. (Kotler and Keller 2006, p.170)
2.3.3 Social Factors
A shopper conduct is impacted by such social factors as reference gatherings, family, and social parts and statuses. Reference amass is a person’s reference group consists of the entire groups that have a direct or indirect influence on individual attitudes or behavior. (Kilter and Keller, 2006, p.167) There are 2 types of group. Groups having a direct influence on a person are family, friends, neighbors and co-workers these people called a primary group.
co-workers these people called a primary group. Another group that peoples also belong to but tend to be more formal and require less continuous interaction is secondary groups such as religious, professional and trade-union groups. (Hawkins, Best and Coney, 1998, p.215)
Family is the most important consumer buying organization in society and family members are the most influential primary reference group. (Kotler and Keller, 2006, p.167)
2.4 Buying Decision Process
The basic psychological processes play an important role in understanding how consumers actually make their purchasing decisions. The model in Figure 2 provides a frame of reference.
Figure No. 2: Five-Stage Model of the Consumer Buying Process.
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Source: Marketing Management (Kotler and Keller, 2006)


2.4.1 Problem recognition
The process of marking a consumer decision begins with the problem recognition. Problem recognition occurs when a customer notices that the current state of affairs is not the deal or desired stage (Peter and Olson, 1994, p.159). Among consumers there seem to be two different problem-recognition situations. Some consumers face actual stage decision, where they perceive a problem with a product that fails to perform satisfactorily for example a watch that no longer keeps accurate time. In contrast, other consumer faces desired stage decisions, where the desire for something new may trigger the decision process. (Leon. David, Elizabeth, Aron, Judith and Leslie, 2001 p.523)

2.4.2 Information search
Once customers recognize a need consumers obtain the information about goods and service that might satisfy this need. Consumer might recollection of past experience that might be provided the consumer with adequate information to make present choice. If the customercannot retrieve enough information from memory, he or she may have to engage in a search of the outside environment for useful information on which to base a choice. For unimportant or cheap purchase this may not be necessary but for more important or expensive purchase it may take time and effort to find out what the options are. The source might be the media, friends, relations or other significant people. (Bareham, 1995, p.6)

2.4.3 Evaluation of alternatives
Consumers tend to use two types of information which are a list of brands and store from which they plan to make their selection and the criteria they will use to evaluate each brand (Leon. David, Elizabeth, Aron, Judith and Leslie, 2001p.525).
Some basic concepts help to understand consumer evaluation processes. First, the consumer is trying to satisfy a need. Second, the consumer is looking for certain benefits from the productsolution. Third, the consumers see each product as a bundle of attributes with varying abilities for delivering the benefits sought to satisfy this need (Kotler and Keller, 2009. p.183). Naturally,the criteria chosen on which to base the judgment are important. The criteria stem from beliefs and attitudes and intensions (Bearham, 1995, p.7).

2.4.4 Purchase decision
In the evaluation stage, the consumer forms preference among the brands in the choice set. The consumer may also form an intention to buy the most preferred brand. In exciting a purchase intention, the consumer may make up to five sub decisions include brand, dealer, quantity, timing and payment method. (Kotler and Keller, 2006, p.186-187)

2.4.5 Post purchase Behavior
After the purchase, the consumer might experience dissonance that stems from noticing certain disquieting features or hearing favorable thing about other brands and will be alert to information that support his or her decision.(Kotler and Keller, 2006, p.188).”

2.5 The influence of branding on consumer Buying Decision
Branding ultimately works as a signal. It allows customers to quickly recognize a product as one they are familiar with or once they like it. It acts as a memory cue, allowing consumers to retrieve relevant information from memory. This information may be about past experience of the brand, brand perceptions or brand connotations (Hoyer, 1984) 
Moreover, Mariotti (1999) indicated that branding on packaging allows us to quickly and efficiently select from a huge array of products. Specifically branding draws consumers‟ attention to certain products; it allows them to recognize familiar products and serves as a cue for retrieving stored information from memory about those products.
Jesper (2007), consumers are willing to pay more to buy brands because they believe that brands deliver outstanding & desirable benefits. Consumers also stay loyal with the brand because the brand equity is already established and there is no need for any promotional incentives. For a consumer, brand plays multiple roles like:-
1. Source of product
2. Delegating responsibility to the manufacturer of product
3. Lower risk
4. Less search cost
5. Quality symbol
6. Deal or pact with the product manufacturer, and
7. Symbolic device
	
2.6 Overview of Beverage Business in Bangladesh
Soda is also known as non-alcoholic beverages, is interconnected with Sherbet developed by the Arabs. However, there are different types of sherbets available now a day in the Bangladeshi market. Like, Fruit juice, energy drinks, and carbonated sodas are now available in Bangladesh. Now, soda both carbonated and non-carbonated have spread over in a variety of forms and brands all over the world. However, in terms of carbonated drinks, Coca Cola and Pepsi are main beverage in Bangladesh. In Bangladesh there is different kind of beverages such as
Coca-Cola: Coca-Cola was the first carbonated soft drink introduced in the then undividedPakistan in 1962. After 1971, the Coca Cola production unit in Bangladesh was given to the Freedom Fighter Welfare Trust. 
Coca-Cola‟s Bangladesh director had to flee Bangladesh after getting repeated extortion and death threats from a notorious under world terrorist. Recently, production of Tabani Beverage Company has been completely shut down (The Executive Times, 2015)
[image: ]

2. Transcom Beverages Ltd: Transcom Beverage Ltd (TBL) is the exclusive PepsiCoFranchisee 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.



[image: ]
3. Akij Food & Beverage LTD: Akij Food & Beverage Ltd. has been established at a beautifulsite Krishnapura, Dhamrai of Dhaka. It has come with the best food & beverage in Bangladesh. There are various types of drink. Mojo is the brand name of cola, Lemu is the brand name of Lemon and Speed is the brand name of energy drink. Instantly after the introduction of the brand it became very popular among its consumer because of the high quality and intensive distribution in every nook and corner of the country.


	
[image: ]

4. Globe Soft Drink Ltd. & AST Beverage Ltd: Globe Pharmaceutical Group of CompaniesLimited is a leading conglomerate engaged in Pharmaceutical Business for the last 27 years. As a part of the diversification strategy the group has actively entered the FMCG business with Globe Biscuit and Dairy Milk Ltd. in 1998. In 2002, to cater to the huge demand The Group ventured into beverage market with Globe Soft Drink Ltd. In 17th July 2002 GSDL has started its operation to produce carbonated and non-carbonated drinks, natural fruit drinks and mineral water. The plant is equipped with State-of-The- Art, fully automated machineries of European origin.
At the beginning the production capacity of GSDL was 10,000 liters of Soft Drinks per hour, to
meet the increasing consumer demand the capacity was increased to 25,000 liters per hour by the end of 2003. Despite the increased production capacity GSDL alone could not fill the demand-supply gap, it was necessary for the group to set up another plant to meet ever increasing demand. In 2005 AST Beverage Ltd.

[image: ][image: ][image: ][image: ][image: ][image: ][image: ]

1. Pran Beverage: Prandrinks mainly prepared for provide vitamins. It is non-carbonated 
flavored drinks. It provides flavor that contain taste of fruit.
Products: Colors Cola, PranFrooto, Pran up, Power Drink, Tango etc
[image: ]


The details of the companies and their products in Bangladesh are shown in Table 1.
Table 1: Companies Producing Soft Drinks in Bangladesh
	
	
	     Name of
	 Soft drinks
	Producing
	Company
	

	
	Globe Soft
Drinks Ltd.
	Akij Food and Beverage Ltd
	Pran RFL Group
	Globe Beverage
Company
Limited
	Transcom
Beverages
Ltd

	Partex
Beverage
Limited


	Year of Soft Drinks Launch
	2002
	2006
	2006
	2005
	2000
	1997

	Brands in the Market
	URO- Lemon, URO- Orange,
Lychena,
Fizz up,
Royal Tiger Energy Drinks,
Alma Mineral
Water
	Mojo, Lemu, 
Clemon, Speed,
(Energy Drink), Spa
	Pran up,
Pran Cola
MAXX Cola,

	Virgin,
ZamZam
Cola
	Pepsi, 7up,
Mirinda, Mountain Dew, Slice
	RC (Roya 1 Crown)
Cola, Upper 10,
Big Boss,
RC-Cola
Lemon,
MUM

	Production Capacity

	50000 litre
Per hour

	     N/A
	    N/A
	    N/A
	     N/A
	     N/A

	Factory Location
	Noakhali and
Kachpur Dhaka
	Dhamrai Dhaka 
	Narshindi
	Gazipur
	Konabari,
Gazipur and Kalurghat, Chittagong
	Jangaliapara,
Banlabazar
Joydebpur
Gazipur

	Total Investment
	     N/A
	400 Core
Taka
	    N/A
	50 Core Taka
	     N/A
	     N/A


	Workforce 
	     N/A
	   N/A
	    N/A
	120
	2000
	250



Source: The Executive Times, February 2015, pp.29-32.
On the off chance that we take a gander at the piece of the overall industry of the soda pops in Bangladesh, it will be obvious to us that Pepsi has now situated itself as the best brand. As indicated by an overview did in 2015, Coke's piece of the overall industry in Bangladesh is around 22 %, Pepsi 27% and RC’s 16%. The study additionally uncovers half of the market is possessed by universal brands while whatever remains of half by nearby brands. With overwhelming advertising effort attempted by Partex Beverages Ltd, Royal Crown (RC) is ready to build its piece of the pie. Contrasted with these three worldwide brands,Virgin set up a powerless execution as it was re-propelled in 2005 by Global Beverages Ltd. As far as juices, Pran has effectively earned a decent notoriety however its cola drink presently can't seem to make its position. Pran's soda pops involve 8% of the piece of the pie. Magic is another brand coming up and growing in a quick rate as it is the image of the youngsters and the jug estimate is proper to the clients (Table 2).
Table 2: Market Share of the Soft Drinks in Bangladesh
	Brand
	Market Share (Percentage), 2015

	Pepsi
	  22

	Coke
	  27

	Royal Crown (RC)
	  16

	Uro
	  12

	Mojo
	  08

	Pran
	08

	Others
	  07



Source: The Executive Times, February 2015, p.23
This analysis indicates that the local brand is growing rapidly in Bangladesh and international brands are going down. The reasons might be attributed by the awareness of the consumers of Bangladesh.











CHAPTER THREE
Methodology, Data Analysis, Findings, & Recommendations

















3.1 Research Methodology
All research difficulties oblige their own special emphases and approaches. Each and every research problem is different from one another, the research method is generally custom tailored. There is some steps when make the research project. Figure 3, presented the sequence of steps: 



                                                 Figure No 3. Stages in Research Process
                         Source: Basic Marketing Research (Churchill and Brown, 2004, p.40)
3.2 Research Design
Kothari (2004) concluded that research design is “the arrangement of conditions for the collection and analysis of data in a manner that aims to combine relevance to the research purpose with economy in procedure” That is, it is the conceptual structure/plan within which research is conducted and constitutes the blueprint for collection, measurement and analysis of data.
 Research paper, the descriptive research type has been chosen. By doing research we will try to look for the Effects of branding on consumer purchase decision: Focus on soft drinks Industry in Bangladesh. The focusing and fundamental details of this decision emerges when the specific information related to the view investigation is needed to be collected. Descriptive research design helped the researcher to understanding the Condition.

3.3 Population and Total Sample Size
My research topic is “Effects of branding on consumer purchase decision focus on soft drinks Industry”. But it is difficult for me to take sample from the whole Bangladesh. So I have selected students of college, university and some service holders to get actual information. UIU, ULAB, Northern, Asia Pacific University, City College, Dhaka College, Ideal College and some general public as a sample. The total targeted population had 150 of which most of the people was students & very less people was service holders. We targeted most of the students because soft drinks mostly drinks by the youth people in Bangladesh. The soft drinks industry main target customer is youth in Bangladesh. In this reason, I collected maximum data from the youth for my research paper.

3.4 Sampling Technique
Sample size is a subset of the target population and it is used to represent the population under the study (Kothari, 2004). This means that if the sample is carefully selected and if the sample is optimum to fulfill the requirements of efficiency, representative, reliability and flexibility then the information gathered from the sample can be used to generalize the general population. I have taken stratified sampling and after stratifying I have selected sample randomly.
	                       Classification
	                     Number of Samples

	                             Male
	                                  75

	                            Female
	                                  75

	                            Total
	                                 150



3.5Data Collection Process
The purpose of this study is to find the effects of branding on consumer purchase decision which focus on soft drinks Industry in Bangladesh. Considering our study, we need to primary data for taking the people preference. In Addition, we need some secondary data for the literature review & some other soft drink industry information. Our contract method is face to face interview through the questionnaire.
3.5.1 Primary Data
The Primary data analysis will be done with the help of data collection tool formed via the questionnaire that has been used. The questions are prepared in a very specific and clarified manner added with precise word formation so that the respondents do not confuse themselves and fill up the questionnaire without proper understanding of the questions. Most of the questions are close-ended structured questions so as to quantify the data easily. Our target group is the people who prefer to drink soft drinks mostly students, businessman & service holder. However before officially using the questionnaire to conduct the research, the questionnaire will be pre-tested among few selected persons having sound knowledge about researches in order to get their valuable feedback. Later in the process their valuable suggestions will be used to correct and improve the quality of the questionnaire.
3.5.2 Secondary Data
We used some secondary data for literature review. We see some online data and existing researches on internet sources which is outlined and referred respectively to validate authenticity.
3.6 Data Presentation & Interpretation:
Introduction:
Table3.6.1
CLASSIFICATION ON THE BASIS OF GENDER[image: ]
	SL.NO
	GENDER
	NO.OF RESPONDENTS
	      PERCENTAGE

	1.
	Male
	75
	50%

	2.
	   Female
	                          75
	50%

	                                    Total                 
	                        150
	 100%


Source: Primary Data
The study was performed on 150 people who were randomly selected where the male is 50% and female is 50%. The above fact is confirmed by the diagram.
Diagram 3.6.1


Table 3.6.2
CLASSIFICATION ON THE BASIS OF AGE
	      SL.NO
	AGE
	NO.OF RESPONDENTS
	  PERCENTAGE

	1. 
	       15-20
	               21
	         15%

	2. 
	       21-25
	               65
	         44%

	3. 
	       26-30
	               30
	         21%

	4. 
	       31-35
	               20
	         13%

	5. 
	       36-40
	               14
	         7%

	Total
	
	              150
	
	100%


  Source: Primary Data

The 150 people surveyed and there age was found to be 15-20 years is 15%, 21-25 years is 44%, 26-30 years is 21% , 31-35 years is 13% & 36-40 years is 9%. So we can say that 21-25 years is the majority age group who drinks soft drink mostly.

DIAGRAM 3.6.2



Table 3.6.3
CLASSIFICATION ON THE BASIS OF OCCUPTION
	SL.NO
	OCCUPTION
	 RESPONDENTS
	           %

	     1
	Student
	103
	69%

	     2
	Businessman
	9
	               6%

	     3
	     Service Holder
	                       38
	               25%

	
	Total
	                      150
	             100%


Source: Primary Data
Out of 150 people surveyed the major portion is covered by the student 69% and followed by business man with 6% and service holder 25%.
	
The above fact is confirmed by the diagram.


Diagram 3.6.3


Brand consciousness:
Q.1: It is important to buy well known soft drinks.
Table3.6.4
	SL.NO
	OPINION
	 RESPONDENTS
	        %

	1. 
	      Strongly Disagree
	                 0
	            0%

	2. 
	             Disagree
	                 6
	            4%

	3. 
	              Neutral
	                21
	           14%

	4. 
	               Agree
	                48
	           32%

	5. 
	       Strongly Agree
	                75
	           50%

	
	Entire Result
	               150
	          100%


Source: Primary Data

Out of 150 people, highly disagreed (0%), disagreed (4%), neutral (14%), agreed (32%) and highly agreed (50%). In this graph we see, the majority people are highly agreed to buy well known soft drinks. So we can say that people are very conscious about well known soft drinks. The above fact is confirmed by the diagram.


	
	
	Diagram 3.6.4
	
	


WELL KNOWN BRAND:


Q.2: I try to strike to a certain brand in buying soft drinks.
                                                           Table 3.6.5
	SL.NO
	OPINION
	 RESPONDENTS
	            %

	1. 
	      Strongly Disagree
	                 11
	            7%

	2. 
	             Disagree
	                 20
	           13%

	3. 
	              Neutral
	                 21
	           14%

	4. 
	               Agree
	                 60
	           41%

	5. 
	       Strongly Agree
	                 38
	           25%

	
	Entire Result
	                150
	          100%


Source: Primary Data

Out of 150 people try to strike to a certain brand in buying soft drinks by the people are highly disagreed (7%), disagreed (13%), neutral (14%), agreed (41%) and highly agreed (25%). In this graph we see, the majority people are agreed that they want to strike to a certain brand in buying soft drinks. There are very few people who don’t want to strike to certain brand. The above fact is confirmed by the diagram.



DIAGRAM 3.6.5
STRIKE TO A CERTAIN BRAND:


Q.3: I give importance on brand name to buy soft drinks.
Table 3.6.6
	SL.NO
	OPINION
	 RESPONDENTS
	            %

	1. 
	      Strongly Disagree
	                 5
	            3%

	2. 
	             Disagree
	                 39
	           26%

	3. 
	              Neutral
	                 24
	           16%

	4. 
	               Agree
	                 34
	           23%

	5. 
	       Strongly Agree
	                 48
	           32%

	
	Entire Result
	                150
	          100%


Source: Primary Data
Out of 150 people give importance on brand name to buy soft drinks by the people are highly disagreed (3%), disagreed (26%), neutral (16%), agreed (23%) and highly agreed (32%).In this graph we see that the majority people are highly agreed that they give importance on brand name to buy soft drinks. There are very few people who are unconcern about brand name. So we can say that brand name is an important factor to purchase a soft drink brand. The above fact is confirmed by the diagram.



DIAGRAM 3.6.6


Perceive Quality
Q.4: This is a reliable soft drinks.
                                                           Table 3.6.7
	SL.NO
	OPINION
	 RESPONDENTS
	            %

	1. 
	      Strongly Disagree
	                 7
	            5%

	2. 
	             Disagree
	                 18
	           12%

	3. 
	              Neutral
	                 17
	           11%

	4. 
	               Agree
	                 20
	           13%

	5. 
	       Strongly Agree
	                 88
	           59%

	
	Entire Result
	                150
	          100%


Source: Primary Data
Out of 150 people this is a reliable soft drinks by the people are highly disagreed (5%), disagreed (12%), neutral (11%), agreed (13%) and highly agreed (59%). In this graph we see, the opinion of majority people are highly agreed that this is a reliable soft drink brand. There are very few people who are not think about reliable soft drinks. The above fact is confirmed by the diagram.



Diagram 3.6.7
 RELIABLE:


Q.5: The ingredients of  this soft drinks is suitable to meet my refreshment need.
                                                           Table 3.6.8
	SL.NO
	OPINION
	 RESPONDENTS
	            %

	1. 
	      Strongly Disagree
	                 9
	            6%

	2. 
	             Disagree
	                 13
	           9%

	3. 
	              Neutral
	                 30
	           20%

	4. 
	               Agree
	                 57
	           38%

	5. 
	       Strongly Agree
	                 41
	           27%

	
	      Total
	                150
	          100%


Source: Primary Data

Out of 150 people theingredients of this soft drinks is suitable to meet my refreshment need by the people are highly disagreed (6%), disagreed (9%), neutral (20%), agreed (38%) and highly agreed (27%). In this graph we see, the opinion of majority people are agreed that the ingredients of this soft drinks is suitable to meet my refreshment need. There are very few people who think that the ingredients of this soft drinks is not suitable to meet there refreshment need. The above fact is confirmed by the diagram.



Diagram 3.6.8
REFRESHMENT:

	
	
	
	
	


Q.6: This is a very credible soft drinks brand.
                                                           Table 3.6.9
	SL.NO
	OPINION
	 RESPONDENTS
	           %

	1. 
	      Strongly Disagree
	                 0
	           0%

	2. 
	             Disagree
	                 0
	           0%

	3. 
	              Neutral
	                 19
	           13%

	4. 
	               Agree
	                 47
	           31%

	5. 
	       Strongly Agree
	                 84
	           56%

	
	      Total
	                150
	          100%


Source: Primary Data
Out of 150 people this is a very credible soft drink brand by the people are highly disagreed (0%), disagreed (0%), neutral (13%), agreed (31%) and highly agreed (56%). In this graph, we can see that majority people thinks that this is a very credible soft drinks brand. That is why consumer prefer to buy branded soft drinks. The above fact is confirmed by the diagram.



DIAGRAM 3.6.9
CREDIBLE:


Q.7: Marketer of  this soft drinks is very empathic to the customers.
                                                           Table 3.6.10
	SL.NO
	OPINION
	 RESPONDENTS
	            %

	1. 
	      Strongly Disagree
	                 0
	           0%

	2. 
	             Disagree
	                 12
	           8%

	3. 
	              Neutral
	                 33
	           22%

	4. 
	               Agree
	                 57
	           38%

	5. 
	       Strongly Agree
	                 48
	           32%

	
	Entire Result
	                150
	          100%


Source: Primary Data

Out of 150 people marketer of this soft drinks is very empathic to the customers by the people are highly disagreed (0%), disagreed (8%), neutral (22%), agreed (38%) and highly agreed (32%). The majority people thinks that marketer of this soft drinks is very empathic to the customer. So it influence consumer buying decision. The above fact is confirmed by the diagram.                       



DIAGRAM 3.6.10
MARKETER EMPATHIC TO THE CUTOMER:


Emotional value
Q.8: This branded soft drinks makes me feel good.
                                                           Table 3.6.11
	SL.NO
	OPINION
	RESPONDENTS
	            %

	1. 
	      Strongly Disagree
	                 17
	           11%

	2. 
	             Disagree
	                 22
	           15%

	3. 
	              Neutral
	                 33
	           22%

	4. 
	               Agree
	                 50
	           33%

	5. 
	       Strongly Agree
	                 28
	           19%

	
	Entire Result
	                150
	          100%


Source: Primary Data

Out of 150 people this branded soft drinks makes me feel good by the people are strongly disagreed (11%), disagreed (15%), neutral (22%), agreed (33%) and strongly agreed (19%). Most of the consumer prefer to buy soft drinks which makes them feel good. That is why the majority people are agree. The above fact is confirmed by the diagram.



    DIAGRAM 3.6.11
EMOTIONAL VALUE:


Q.9: This branded soft drinks gives me pleasure.
                                                           Table 3.6.12
	SL.NO
	OPINION
	 RESPONDENTS
	%

	1. 
	      Strongly Disagree
	                 0
	           0%

	2. 
	             Disagree
	                 31
	           21%

	3. 
	              Neutral
	                 25
	           16%

	4. 
	               Agree
	                 46
	           31%

	5. 
	       Strongly Agree
	                 48
	           32%

	
	      Total
	                150
	          100%


Source: Primary Data
Out of 150 people this branded soft drinks gives me pleasure by the people are strongly disagreed (0%), disagreed (21%), neutral (16%), agreed (31%) and highly agreed (32%).The majority people strongly agreed that branded soft drinks gives them pleasure. Consumer more aware of brand. The above fact is confirmed by the diagram.



Diagram 3.6.12


Q.10: This branded soft drinks makes me want to use it.
                                                           Table 3.6.13
	SL.NO
	OPINION
	NO.OF RESPONDENTS
	 PERCENTAGE

	1. 
	      Strongly Disagree
	                 0
	           0%

	2. 
	             Disagree
	                 20
	           13%

	3. 
	              Neutral
	                 28
	           19%

	4. 
	               Agree
	                 22
	           21%

	5. 
	       Strongly Agree
	                 70
	           47%

	
	Entire Result
	                150
	          100%


Source: Primary Data
Out of 150 people the packaging is an important factor to buy a soft drink brand by the people are strongly disagreed (0%), disagreed (13%), neutral (19%), agreed (21%) and strongly agreed (47%).The majority people agreed that  this branded soft drinks makes them want to use it. Because consumer may be more aware of brand. The above fact is confirmed by the diagram.



  Diagram 3.6.13
Emotional value:


Q.11: I feel comfortable in drinking this branded soft drinks.
                                                           Table 3.6.14
	SL.NO
	OPINION
	 RESPONDENTS
	          %

	1. 
	      Strongly Disagree
	                 0
	           0%

	2. 
	             Disagree
	                 25
	           17%

	3. 
	              Neutral
	                 27
	           18%

	4. 
	               Agree
	                 51
	           34%

	5. 
	       Strongly Agree
	                 47
	           31%

	
	Entire Result
	                150
	          100%


Source: Primary Data
Out of 150 people the advertisement is an important factor to buy a soft drink brand by the people are strongly disagreed (0%), disagreed (17%), neutral (18%), agreed (34%) and strongly agreed (31%).In this graph we see, the opinion of most people are agreed that they feel comfortable in drinking this branded soft drinks. So we can say some people are comfortable and some people are uncomfortable in drinking this branded soft drinks. The above fact isconfirmed by the diagram



Diagram 3.6.14


Perceived product price:
Q.12: I would rate the price of this soft drinks as lower than expected.
Table 3.6.15
	SL.NO
	OPINION
	NO.OF RESPONDENTS
	 PERCENTAGE

	1. 
	      Strongly Disagree
	                 0
	           0%

	2. 
	             Disagree
	                 25
	           17%

	3. 
	              Neutral
	                 27
	           18%

	4. 
	               Agree
	                 51
	           34%

	5. 
	       Strongly Agree
	                 47
	           31%

	
	Entire Result
	                150
	          100%


Source: Primary Data

Out of 150 people I would rate the price of this soft drinks as lower than expected by the people are strongly disagreed (0%), disagreed (17%), neutral (18%), agreed (34%) and strongly agreed (31%). In this graph, we can see that most of the people agreed. The above fact is confirmed by the diagram.



Diagram 3.6.15
Perceived product price:


Q.13: I would rate the price of this soft drinks as higher than expected .
                                                           Table 3.6.16
	SL.NO
	OPINION
	NO.OF RESPONDENTS
	 PERCENTAGE

	1. 
	      Strongly Disagree
	                 21
	           14%

	2. 
	             Disagree
	                 23
	           15%

	3. 
	              Neutral
	                 45
	           29%

	4. 
	               Agree
	                 30
	           20%

	5. 
	       Strongly Agree
	                 31
	           22%

	
	Entire Result
	                150
	          100%


Source: Primary Data
Out of 150 peopleI would rate the price of  this soft drinks as higher than expected by the people are strongly disagreed (14%), disagreed (15%), neutral (29%), agreed (20%) and strongly agreed (22%). In this graph, we can see that most of the people neutral. The above fact is confirmed by the diagram.



Diagram 3.16
Perceived Product price:



Q.14: I would rate the price of this soft drinks as expected .
                                                           Table 3.6.17
	SL.NO
	OPINION
	 RESPONDENTS
	          %

	1. 
	      Strongly Disagree
	                 14
	           9%

	2. 
	             Disagree
	                 30
	           20%

	3. 
	              Neutral
	                 30
	           20%

	4. 
	               Agree
	                 46
	           31%

	5. 
	       Strongly Agree
	                 30
	           20%

	
	Entire Result
	                150
	          100%


Source: Primary Data
Out of 150 peopleI would rate the price of this soft drinks as expected by the people are strongly disagreed (9%), disagreed (20%), neutral (20%), agreed (31%) and strongly agreed (20%). In this graph, we can see that most of the people are agreed. The above fact is confirmed by the diagram.



DIAGRAM 3.6.17
        PERCEIVED PRODUCT PRICE:


Purchase Intention:
Q.15: I intended to buy this brand when I need to buy soft drinks .
                                                           Table 3.6.18 
	SL.NO
	OPINION
	 RESPONDENTS
	            %

	1. 
	      Strongly Disagree
	                 11
	           7%

	2. 
	             Disagree
	                 24
	           16%

	3. 
	              Neutral
	                 25
	           17%

	4. 
	               Agree
	                 53
	           35%

	5. 
	       Strongly Agree
	                 37
	           25%

	
	Entire Result
	                150
	          100%


Source: Primary Data
Out of 150 people Iintended to buy this brand when I need to buy soft drinks by the people are strongly disagreed (7%), disagreed (16%), neutral (17%), agreed (35%) and strongly agreed (25%).In this graph we see that most of the people are agreed, . The above fact isconfirmed by the diagram.



 DIAGRAM 3.6.18
PURCHASE INTENTION:


Purchase Intention:
Q.16: I plan to continue buying this brand soft drink even the company  increases the price .
 Table 3.6.19
	SL.NO
	OPINION
	RESPONDENTS
	           %

	1. 
	      Strongly Disagree
	                 8
	           5%

	2. 
	             Disagree
	                 8
	           5%

	3. 
	              Neutral
	                 8
	           5%

	4. 
	               Agree
	                 84
	           56%

	5. 
	       Strongly Agree
	                 44
	           29%

	
	Entire Result
	                150
	          100%


Source: Primary Data
Out of 150 people Iintended to buy this brand when I need to buy soft drinks by the people are strongly disagreed (5%), disagreed (5%), neutral (5%), agreed (56%) and strongly agreed (29%).In this graph we see that most of the people are agreed. So we can say they plan to continue buying this brand soft drink even the company increases the price. The above fact isconfirmed by the diagram.
                                                       DIAGRAM 3.6.19
           PURCHASE INTENTION:



3.7 Correlation and Regression Analysis & Interpretation:
Correlation Analysis 
Strength and direction of relationship, that may be positive or negative, can be found with correlation analysis. For the present study, bivariate Pearson product-moment correlation coefficients (r) were calculated to judge the correlation between the variables. Preliminary analysis showed that there was no serious violation of basic assumption of normality, linearity and homoscedasticity. The interpretation was supported by the suggestions given by Cohen (1988). He categories the ‘r’ values into three categories which are “small (r=.10 to .29)”, “medium (r=.30 to .49)” and “large (r=.50 to 1.0)”. 

Pallant (2007) suggests that it is not wise to include two variables with a bivariate correlation of 0.70 or more in the same analysis. She also suggests that in this situation researcher may need to consider omitting one of the variables or forming a composite variable from the scores of the twp highly correlated variables. According to the suggestions all ‘r’ values for variables were within .46 range indicated medium and low correlations among variables. 

Firstly, concerning Brand consciousness and Purchase intention relationship, the correlation is positive and low. This relationship shows the correlation coefficient of r=.193. 
Relationship between Perceive quality and Purchase intention shows the correlation coefficient of r=.495 and it is moderate. Relationship between Emotional value and purchase intention is 
positive and high with  the correlation coefficient of r=.580. Finally, relationship between Perceived product price and Purchase intention positive with the correlation coefficient of r=.383. In relation to the antecedent variables, majority of them are significantly correlated with Purchase intention with correlation values ranging from .19 to .58 as shown in the table 4.9 below.

Correlations
	
Correlation




	
	PI
	BC
	PQ
	EV
	PPP

	
	PI
	1.000
	
	
	
	

	
	BC
	.193
	1.000
	
	
	

	
	PQ
	.495
	.605
	1.000
	
	

	
	EV
	.580
	.500
	.685
	1.000
	

	
	PPP
	.383
	-.049
	.169
	.192
	1.000



Nb: PI-Purchase intention; BC-Brand consciousness; PQ-Perceive quality; EV-Emotional value; and PPP-Perceived product price

Regression analyses 
In response to examining which factors  influence the purchase intention, regression analyses were done on the independent factors and purchase intention. 
To fulfill the assumptions of regression analysis outliers, multicollinearity, normality, linearity, homoscedasticity and independence of residuals were checked. 
Tolerance value of less than .10 or a VIF value of over 10 indicates the presence of multicollinearity (Hair et al, 2010; Pallant, 2007). From the coefficients table it is evident that Tolerance and VIF values   have not violated the multicollinearity assumption. The inspection of normal probability plot (P-P) of the Regression Standardized Residual, Scatterplots showed no violation of multicollinearity, normality, linearity, homoscedasticity and independence of residuals. Thus, our model met the assumptions of multiple regressions. 
Following Table provides evidence of the influence of independent factors on purchase intention. The F-statistic (F=28.968, p<.000) indicates that relationship between independent and dependent variables is significant. The R2 value indicates that the antecedents account for 44 percent of the variance in purchase intention. 

Among the total four independent variables included in the regression equation, each of these four variables emerged as significant predictors of purchase intention. These variables are Internal alignment, Top management involvement, Relational intimacy and Perceived risks. 
Results lead to the conclusion that variables Brand consciousness, Perceive quality, Emotional value, and Perceived product price are positively related to purchase intention. 
Table: Summary of Multiple Regression Analysis for Factors Influencing Key Account Management Performance (N=111).


	 Antecedents 
	B
	SE B
	Β

	Brand consciousness 
	-.184
	.087
	-.169

	Perceive quality
	.266
	.100
	.250

	Emotional value 
	.487
	.095
	.447

	Perceived product price 
	.363
	.095
	.246


Note: R2 =.444; F=28.968; Sig. F= .000; **p<.05
B=Unstandardized Coefficient; SE B= Standard error of coefficient; β=Beta coefficient.

An examination of beta values indicates the relative influence of the independent variables on purchase intention. Of the four significant variables, based on the size of their beta (ignoring any negative signs out the front), the predictor variables exercising the most influence on purchase intention were Emotional value (β=.487), Perceived product price (β=.363), Perceive quality (β=.266) and Brand consciousness (β=-.184).
	
3.8 Summary of Data Analysis & Regression: 
After considering all the above data, we can see that branding effects on consumer purchase decision towards soft drinks industry in Bangladesh. Consumers prefer to buy branded product in term of brand consciousness, quality, emotional value, product price. We also identify that most of the consumer are youth because of respondent 21-25 age is more than others. Bangladeshi people are mostly like to drink soft drinks in weekly basis. The overall majority people prefer to buy branded soft drinks. Because they are familiar with it & also proper satisfy with the brand. So it can be influenced people purchase decision in future. According to consumer they want to low price soft drinks & also prefer to high quality branded soft drinks. That is why, most of the consumer prefer to coca cola than any other brands. Finally we can say that branding effects on consumer purchase decision to buy soft drinks.

3.9. Findings, Conclusion & Recommendations
3.9.1 Findings of the Study
After research effects of branding on consumer purchase decision which focus on soft drinks industry in Bangladesh. The Main discover in this study are data dispensing and data investigation. Data investigation involves various ways such as gender, age, occupation and choice of consumer preference towards soft drinks and also data analysis included descriptive analysis. Descriptive research helped the researcher to understand the condition. I found many things related to this study such as-


· People generally first focus on smack, quality, price & brand of the product.

· Here is also identified that young people like beverages in Bangladesh.

· Identify that Coca-Cola is famous brand in Bangladesh.

· Identify that people mostly drink beverages with friends rather than family.

· None of them influence consumer to buying soft drinks.

· TV & radio is the most preferable side to know about soft drinks.

· Identify that people want to buy sodas from nearest source.

· It was also found that people prefer branded soft drinks because of quality, taste..



3.10 Conclusion
The aim of this research paper was to determine the effects of branding on consumer purchase decision which focus on soft drinks industry in Bangladesh. After analyzing all the data carefully we found that brand really effects on consumer buying decision in Bangladesh. Soft drinks industry is the growing market in Bangladesh. So organization should be careful about brand at the same time price, quality & taste rather than they cannot sustain with their business.

3.11 Recommendation
Through the research of soft drinks branding, I recommend a very important things like consciousness, reliability, product quality, purchase intention.
· Have to increase brand consciousness of soda.
· Product quality, reliability is necessary.
· Have to increase emotional value
· Consider product price.
· Focus on purchase intention
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QUESTIONNAIRE 
Brand consciousness, Perceive quality, Emotional value, Perceived Product Price and Soft drink choice

[bookmark: _GoBack]
Dear Respondent:
I am a student of BBA program at the United International University doing project on “Impact of Brand consciousness, Perceive quality, Emotional value, and Perceived Product Price on Soft drink choice” as a partial requirement for the fulfillment of the BBA degree. For preparing my project report on Customer Soft drink choice, I am collecting data from the respected executives.

This is not a test. There is no correct or wrong answer to any question. Don’t worry or puzzle on individual question. Response quickly and record your immediate thoughts. The information you provide will be treated as strictly confidential. All analyses will be conducted on an aggregate level with no reference to individual responses. 

If you have any questions please contact my supervisor Dr. Kawsar Ahmmed (E-mail: kawsar@bus.uiu.ac.bd, Phone: +8801915078285).

Sincerely yours,


Farzana Khan
111121635
Marketing Major
School of Business and Economics
United International University



1. Gender  
	· Male
	· Female
	· Other


2. Age
	· 15-20
	· 21-25
	· 26-30
	· 31-35
	· 36-40


3. Occupation
	· Student
	· Businessman
	· Service holder


4. Do you soft drinks?
	· Yes
	· No


5. Which brand do you prefer?
	· Cola-Cola
	· Pepsi
	· Sprite
	· Mojo

	· 7up
	· Tango
	·  Clemon
	· Fanta



	Brand consciousness
	Strongly Disagree (1)
	Disagree (2)
	Neutral (3)
	Agree (4)
	Strongly Agree (5)

	1
	It is important to buy well known soft drinks
	1
	2
	3
	4
	5

	2
	I try to strike to a certain brand in buying soft drinks
	1
	2
	3
	4
	5

	3
	I give importance on brand name to buy soft drinks
	1
	2
	3
	4
	5

	Perceive quality

	4
	This is a reliable soft drinks brand
	1
	2
	3
	4
	5

	5
	The ingredients of this soft drinks is suitable to meet my refreshment need
	1
	2
	3
	4
	5

	6
	This is a very credible soft drinks brand
	1
	2
	3
	4
	5

	7
	Marketer of this soft drinks is very empathic to the customers
	1
	2
	3
	4
	5

	Emotional value

	8
	This branded soft drinks makes me feel good.
	1
	2
	3
	4
	5

	9
	This branded soft drinks gives me pleasure
	1
	2
	3
	4
	5

	10
	This branded soft drinks makes me want to use it
	1
	2
	3
	4
	5

	11
	I feel comfortable in drinking this branded soft drinks
	1
	2
	3
	4
	5

	Perceived Product Price

	12
	I would rate the price of this soft drinks as lower than expected
	1
	2
	3
	4
	5

	13
	I would rate the price of this soft drinks as higher than expected
	1
	2
	3
	4
	5

	14
	I would rate the price of this soft drinks as expected  
	1
	2
	3
	4
	5

	
	
	1
	2
	3
	4
	5

	Purchase intention 

	15
	I intended to buy this brand when I need to buysoft drinks
	1
	2
	3
	4
	5

	16
	I plan to continue buying this brand soft drink even the company increases the price.   
	1
	2
	3
	4
	5




Thank you for the cooperation!!!
Appendix-2

                                                        Correlations

	
	
	AV_PI
	AV_BC
	AV_PQ
	AV_EV
	AV_PPP

	Pearson Correlation
	AV_PI
	1.000
	.193
	.495
	.580
	.383

	
	AV_BC
	.193
	1.000
	.605
	.500
	-.049

	
	AV_PQ
	.495
	.605
	1.000
	.685
	.169

	
	AV_EV
	.580
	.500
	.685
	1.000
	.192

	
	AV_PPP
	.383
	-.049
	.169
	.192
	1.000




Model Summary (b)

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

	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	R Square Change
	F Change
	df1
	df2

	1
	.666(a)
	.444
	.429
	.67145
	.444
	28.968
	4
	145
	.000


a  Predictors: (Constant), AV_PPP, AV_BC, AV_EV, AV_PQ
b  Dependent Variable: AV_PI


                                                                            ANOVA (b)
	ANOVA(b)
	Model
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	52.242
	4
	13.060
	28.968
	.000(a)

	
	Residual
	65.373
	145
	.451
	
	

	
	Total
	117.615
	149
	
	
	



     Predictors: (Constant), AV_PPP, AV_BC, AV_EV, AV_PQ
b  Dependent Variable: AV_PI


Coefficients (a)

	
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Correlations
	Collinearity Statistics

	
	
	B
	Std. Error
	Beta
	Zero-order
	Partial
	Part
	Tolerance
	VIF
	B
	Std. Error

	1
	(Constant)
	.268
	.422
	
	.634
	.527
	
	
	
	
	

	
	AV_BC
	-.184
	.087
	-.169
	-2.106
	.037
	.193
	-.172
	-.130
	.592
	1.689

	
	AV_PQ
	.266
	.100
	.250
	2.643
	.009
	.495
	.214
	.164
	.430
	2.326

	
	AV_EV
	.487
	.095
	.447
	5.144
	.000
	.580
	.393
	.318
	.509
	1.966

	
	AV_PPP
	.363
	.095
	.246
	3.809
	.000
	.383
	.302
	.236
	.917
	1.090


a  Dependent Variable: AV_PI
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      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	3.0000000000000002E-2	0.26	0.16	0.23	0.32000000000000145	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	
Series 1	





      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	3.0000000000000002E-2	0.26	0.16	0.23	0.32000000000000145	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	0.05	0.12000000000000002	0.11	0.13	0.59	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	6.0000000000000032E-2	9.0000000000000024E-2	0.2	0.38000000000000145	0.27	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	0	0	0.13	0.31000000000000127	0.56000000000000005	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	0	8.0000000000000043E-2	0.22	0.38000000000000145	0.32000000000000145	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	0.11	0.15000000000000024	0.22	0.33000000000000163	0.19	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	0.21000000000000021	0.16	0.31000000000000127	0.32000000000000145	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	0	0.13	0.19	0.21000000000000021	0.47000000000000008	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	0	0.17	0.18000000000000024	0.34	0.31000000000000127	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	0	0.17	0.18000000000000024	0.34	0.31000000000000127	Series 2	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	Series 3	      Strongly Disagree	             Disagree	              Neutral	               Agree	       Strongly Agree	

Series 1	
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