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ABSTRACT

,\do|rrns rb. c!$onrer \iNN is tlc e$e.c..lnr.cess ir r)Jx) s bNirrci\ wtrkL.

bec.us. ol th. .ontiNou\ r.d npid .huxro! rn\;omlcnl inl dr!mr(i. irrlolr r'1 irl

rhe i nrn[tior rechnok)-ly lhc plrll]se .l lhis reseidl nudl is lo niennl! th.

con\umcr Dcrce n a.d brand beha!tuu.lsoi drnr(s ln rbe lriricolralee DL{icl I rc

rnartclcs sunnaL d.Pcnds orr consunl.r pcreplion and thcir brind behr!i.ur ol tlt

frdic0l.r br.nd Th. .oncePtL.liT:ln txnc lor rhir .e\crch !ul) cl.JrLr lh.LLrt,l

!h.ul(hc elcmen* ntrL!dcd in rhe hmnd L.chi\iour. !lrncdrs olninrkeri! ri\. brrcit

!l,rrd.risrics. consrrn.r pcreplion. drciridr nixk Ds D$cc\s.nd drc Durchr.l.chior

olr oaniculir Lrrand lhc.onceplualr/arion Drodcl\45 dri\.n lNni Ihe obje!11\.s.lrhc

FnrcuLxr $c.rch sl il lit thh reselrh (ud) iLl I I Dn ilirt (idniil Dl\ ( 
' r

\rrc selc.tcd and 21]l]qlrnioniafts rere rsucd ro househllds add 50 lreiuloxir.s 1o

reiailcrs iI.rJ.r ro collect drh ro incel Llre rnrirdivs ollhe kscxr.li rudr. lho\c liJ0

cotrsnrcr qu.s1ion.rircs anl j0 rct.iLe$qucslr.ndancs\tEdistibutcd icco ilst' rh0

pmDonnr !f poDrlxlion i. (bc I I Div siorxL Sc.rctarials Dniri. s. llic obl]nrd J a

Srjeo.c (SPSSI Resca'.hcr h.s conrc u lh. conclusn,n. $al i{ is cmr.m l1rl rbe

oruni.6 h.ve rbe brand almrenes! only br l1 brrd\.asoi dinks. a;J thcs. brafn!

rra the na'k.t leaders. lnl balincc 29 br,.ds llarc leD fus\ brxtd i\arcnd\ rnon!

pe.p[ lh. I]Lcphrnt bo.d n the n rkcr L.a..r and rhc fcpsi bi r! i:lhc Dcxl

coorpeh(' lhc brand trehJ\nLr is iho irnforrJdl lor Prrchde.l h'and Acco.dirrg to

rhis srryct 2.1% olcorsurer\ Prcicr Neclo.ll,i Prlcr ltDs. L:l jh lretli C.rx Colx

ard l2%.alitucd br Crcan1 soda. Therc r\ no sisnillclfl tl.(ionslip heNccr

naLionxlilj_ and soft d.nl(.onsDed Bul in Knuir_i and Mr ur DS dnisntrN th.

colricrs aloid lo connntr. Coci CoLl, h..a!s.lhel llel x \rdrc ol prolil i\ tdstire{l

ro (.acL As soft drink h thc lo\ cosr md lolt nrlolrernrnl Prodlcl. $ tb.r. n slilhl

dillatun.. b.oreen purlhasc of pretetud brmd and b nd Prrch.scl lan 37',0 ol'

rdtomLcrts b!-\ ! d,lld.cnr hr.nd a! the smr. shop lherelnr. 
'narketeis 

shorLl c.nslde

giri|g flolicr hrand lrrrd.$ 1o rlt con{L.r.s. rlrerc nrar |. i chru nt lrml

sqilchrog. !i llr31. mirkel lerdus mat chxnsc n litr!r. ir the50li didk mrrkel


