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Abstract

A stiffly Competitive business environment exposed consumers to o
lorge number of product alternotives in the morket. As result, morketers
are struggling to increose their brond preferences by customers ond
trying to avoid competitors from grabbing of these a€quired Customers
mind. To do this, disCovering determinonts of ¢onsumers brond
¢hoices is very essentiol. This research wos ¢onducted to identify
determinont foctors of consumers brond choice on bottled water
products ond to examine relationship among determinonts voriables.
This study was adopted descriptive ond explonatory resecrch design
with ¢ross-sectional survey strotegy. To Collect doto from respondent's
convenience and purposive sompling teChniques were used. Primory
doto hos been collected from 400 bottled woter Consumers by using
self-administrated structured questionnoires. Quontitotive dota hos
been Collected ond onalyzed by using descriptive ond multiple lineor
regression models. This study wos found that packoging, product
quality, price, brond nome, brond ovailobility, brond imoge ond
odvertisement were significontly osso¢ioted with ¢onsumers brond
¢hoice for bottled water products. However, the influences of brond
imoge, brond nome, pockoging ond price on ¢onsumers brond ¢hoice
decision were more Contributing thon others. Bottled water firms ore
advised to ¢reate brond equity to their product thot con emotionally ond
psychologically ¢onnected to Customers. They have to features their
pockoging to moke it ottractive, ond finolly set theirs price based on
affordobility ond brond accessibility ot right ploce and time.

Keywords: Brond Choice, Brond Preference, Brond Awareness,
Bottled Water products.

Introduction
Background of the Study

As living orgonism, human beings ¢annot survive without waoter ond it
is mojor Constituent of body cells, tissue, ond fluids (Gleick, 2004).
Next to oxygen, woter is the most importont substonce for humon
existence. For this reasons, the pattern of humon settlement throughout
history hos often been determined by its acCessibility (Soleh et al.,
2001). Bottled water hos been used in ploce of tap woter for its
convenience, better toste, for good heolthy, perceived purity ond
quality(Dorio, 2006). Currently, people ¢on find bottled drinking woter
almost everywhere. However, products vary, in terms of broand nome,
pockoging design, ingredient Content ond toste. In today’s living
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¢ondition, the need for potoble drinking water is be¢oming
the main issue for the common humon beings. Underston-
ding the ¢ustomer mind is ¢entral issue for the survival ond
growth of the compony by way of attracting ond selling the
products to them. Competition is inevitoble for beverage
product industry especiolly bottled woter morket (Ferrier,
2001).

As per(2009) bottled woter issues, bottled water Con be
defined os ony product, in¢luding notural spring or well
waoter, token from private utility systems or other water or
ony of the foregoing to whi¢h ¢hemicols moy be added,
which ore put into seoled bottles, pockoges or other
Containers, to be sold for personal ¢onsumption (Durgo,
2010). Bottled water market is token os one of the fostest
growing ond most dynomi¢ morket in the beveroge
Category (Ferrier, 2001). Consequently, like ony product, it
operates stiffly competitive morket ond requires thorough
reseorch regording cConsumer brond choiCe to guide
morketing progroms towords present ond future actions
(Quonsoch et al., 2015). Bottled water consumption has
inCreosed exponentially, globolly ond locally ond
in¢reasing by ten percent every yeor worldwide (Hu et ol.,
2011). The fostest rise hos been seen in the emerging
morkets like Countries of Asio, South Americ¢o ond Africa
(Gleick, 2004).

Correspondingly, demond for bottled woter increosed
which resulted from oftitude towords toap woter quality,
economic, demographi¢ ond sociol chonges throughout the
Country these provided on opportunity to sole bottled water
os aproduct(Matewos, 2014). In addition to this, exponsion
of bottled woter Componied is other Cause driving force for
the growing demond. This ropidly growing morket will
moke the Competition environment; the way by which
¢omponies ¢on win the Competition is by investigating the
determinont foctors thot Consumers perceived to be
importont in their brond ¢hoice decision for bottled water
products.

Ethiopiais adeveloping country ond has witnessed speedy
C¢onsumption growth in fost moving Consumer goods
penetration in recent yeors; portiCulorly, bottled water
products. The government action towords industrializotion
ond privatization of monufocturing sector resulted in
different investment in bottled water by local as well os
foreign investors started selling bottled water in vorious
ports of Country. The bottled water monufoctures in
Ethiopiahas procticed huge growth os result of anumber of
¢honges, together with emerging middle incomers, the
need for ¢leon, safe ond hygieni¢ drinking woter(Yolew,
2014). The bottled woter industry storted in Ethiopia lotely
in lote 1990s by brond nome called Highlond. The brond
now is now existent.
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Problem Statement

The fierée Competition in terms of product similarity in the
morket have led morketers to study foctors thot ore
influentiol in consumers’ brond ¢hoice decisions ond its
indispensoble to deol with the Competitors, ¢honging
Customer tostes ond preferences (Dos, 2012). To improve
the bottled woter morket share, the marketers need to
understond Customer insight in. In today’s morketing
environment, consumer preference is Continuously
¢honging ond beComing highly diversified, buyers were
exhibiting diversified, unonti¢ipated ond surprising
purchase behavior (Nokmongkol, 2009). In these
¢ir¢umstonces’ it be¢omes necessary for firms to ascertoin
diversified needs, desires of Consumers ond produce
product a¢cordingly (Batro, 2015).

Marketer’s obility to creote strong brond depends on
thoroughly understonding customers profile obout why
they prefer one brond over competitors(Njugunao, 2014).
Strong brond ¢on be o powerful weopon to maintoin
c¢ompetitive advontoge(Rijol, 2013). Building strong brond
is monogement moin issue (Aoker, 1991). Componies with
better ond superior information ¢on oble to develop better
product ond execute better morketing progroms towords
their Customer (Kotler ond Keller, 2012). Even though
moarketers toke decisions for plonning ond implementing
the most effective and efficient brond building morketing
programs ond strotegies os possible, the realization of these
marketing progroms ond strategies ultimotely resides on
how customers respond to porticulor product brond over
c¢ompetitor’s offers.

Mony studies were Corried out to identify determinont
factors of brand preference ond why consumers prefer one
brond over competitors brond in porticulor product
category. The various foctors influence might vories with
different product Categories ond Country ¢ontext. Product
variobles such os quality, quontity style, features, varionts
& color Customer services among others have relotionship
with brond quoality thot ¢ould offect cConsumer’s porticulor
product choice decision (Ejionueme ond Gerold, 2013).

Consumers are willing to pay higher prices for brands that
they perceive to have high importonce thon Competing
bronds in the market with in similor produdt
category(Henry ond 2013). If Consumers have o positive
perception of o brond, they tend to ¢hoose the brond, ond
this will have on effect on repeat purchoses by ¢onsumers
(Andihka et al., 20160, Andihka et al., 2016b). A well-
known ond trusted brond personality mokes people
confident that the orgomizotion is dependable (Isik ond
Yosar, 2015).

There is on energeti¢ boost in the number of bottled water
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users os the some time number of bottled water producers
are exponding. However, the c¢hoi¢e of Consumer is
different due to various foctors associated with Consumer
behavior. Understonding whot Consumers consider in
¢hoosing aparticular bottled water product is importont for
bottled water Componies; it will provides insight to
formulate o better marketing strategies. On the other hond,
foilure to do this may result in losing a substontiol morket
shore that in return leods to loss of profit ond morket shore.
Moreover, Consumers may have their own ¢hoice Criteriain
selection of o parti¢ulor brond from a set of given product
Category. Several componies moy not understond whot
factors determine of brond ¢hoice of consumers ond wrong
investments ore made to improper ospect, this in return
leads them to loss of their ¢ustomers. Marketers need to
¢omprehend why Consumers prefer one brond over the
other, how price, product quolity, brond imoge, brond
nome, brond avoilobility ond brond odvertisement will
offe¢t Consumers’ broand c¢hoice decision, ond how
¢onsumers will respond to those foctors.

Review of Related Literature

Brond preference is o meosure of brond loyolty in which o
consumer will ¢hoose aporticulor brond in presence of rival
bronds, but will acCept substitutes if thot brond is not
present (Christion ond Sunday, 2013). Brond ¢hoice is in o
fact thot Consumers’ selective Choi¢e of brond over
c¢ompetitor’s bronds (Korjoluoto et al., 2005). Purchosing
decisions ore the customer behavioral outCome that
precede differentiation between several alternotives brands
ond subsequent out¢ome of ¢onsumer preferences(Dhar et
al., 1999). Bronds are crucial element for consumer product

[ Advertisement

Packaging 4

Price of Brand

Volume 11 Issue 3, September 2018

¢hoices when moking purchase decision. Now a doy
Customers perceive brond os on importont port of the
product. To build strong brond image morketers should find
out the foctors that affect the Consumer’s product ¢hoice
decision on that specifi¢ brond (Sarker et al., 2013).

Advertisement has o positive impoct on purchosing
decision since purchasing decision is one of Consumer
¢hoice decision so it’s directly offects ¢onsumer brond
¢hoices(Latif et al., 2012). Advertisement os on influentiol
factor of beer Consumers which is boased on the fact of
Creativeness of the message, the Contents ond the use of
spur in the development of morketoble Communications
(Christion ond Sunday, 2013). Brond nome has signifi¢ont
positive relationship with Consumers’ choice for
products(Oyedikachi et al., 2015). As per study of Ogbuji
et al. (2011), brond nome hos o significont effect on
c¢onsumer purchose for regulated bottled water. The eosily
ocCessibility of o product hos o greot influence on the
¢ustomer buying behavior(Boodu, 2012). Brand
availobility is key brond performonce driver ond
distribution strength is Certainly o mojor foctor thot drives
brond preference ond ultimately brond loyalty(Srinivoson
ond Poark, 2005). Yolew (2014), osserted thot packoging
Color, grophi¢ design, size ond shope of pockoging
significantly influence consumers purchose decision for
bottled woter.

Conceptual Framework of Research

Mony reseoarchers ogree thot the following voriobles are
determines of consumers brond choice decision for
partiCulor product. On the bosis of literoture review ond
previous studies conceptual fromework was developed.

Brand Choice of Bottled

-

)/

Brand Availability

Brand Name

|
{
[ Brand Image
|
[

[ Product Quality

Objectives of research

e To identify determinont foctors of Consumers brond
¢hoice decision for bottled water products in Gondor
City.
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e To exomine if there is o difference omong the
demogrophic¢ profile of consumers ond the foctors they
¢onsider in their brond ¢hoice decision.
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Methods and Materials

This research wos employed both explonotory ond
descriptive reseorch design by using ¢ross sectional survey
strategy which wos data collected ot one point of time from
sompled population to give generalizotion to torget under
study. The population of the research wos all peoples in
Gondor town who ¢onsumes different bronds bottled woter.
The torget populations for this study wos residents of
Gondor City who ore ocCosionol ond regulor users of
bronded bottled water ond have ot least o foundation of
education and ore eighteen yeors or older. This study has
been conducted on mainly on bottled water monufocturing
industry, therefore findings of study wos limited to this
sector only. Geogrophical sCope of the study is Gondor City

To achieve purpose of study, this research wos employed
non-probobility sompling teChniques. Both ¢onvenience
ond purposive sompling te¢hniques hod been used in this
study. The former hos been implonted in this study to select
respondents of study, because they hoppen to be ot the right
place ond time. Loter has been employed in this study with
aim of to select some ports of the Gondor ity in which the
investigator believes thot consumers of bottled water will
be available. Specifi¢ places which dotawas ¢ollected from
hotels & restouronts, sports orea, recreotion centers, Coffee
houses, supermarkets ond university of Gondor lounges.

The somple size for this study wos 384, however 4% non-
response rote wos expected ond it wos increosed to 400.
The population of the study is unknown ond infinite
(Cochron, 1963).

_ (1.96)*(0.5)0.5)
(0.05)*

based on this result somple size

n0=229 , . —384.16 =384,
>

The primory instrument for doto ¢ollection in this research
wos designed through structured questionnoire, which
Consists of Closed-ended questions with five point Likert
sCale stotements. Questionnaires hos been odopted ond
Constructed from different previous studies ond literotures
(Alhedhaif et al., 2016, Anond et al., 2013, Andihka et ol.,
20160, Andihkaet al., 2016b)

To assure reliobility ond volidity of questionnoire,
questionnaire has been pre-tested on o smoll somple of 30
consumers of bottled water products. Questionnoire hos
been distributed to somple of 400 consumers of bottled
water products ond dota hos been Collected within days of
Maoarch 1st-29th2017.

Zikmund et ol. (2010), suggested thot scoles with
coeffic¢ient olphabetween 0.6 and 0.7 has fair reliobility for
further onalysis. To assure thot dotarelioble ond Consistent,
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Cronboch’s alpha Coefficients test hos been done. The test
revealed that price has (0.83), product quality (0.781),
pockoging (0.682), advertisement (0.793), brond nome
(0.679), brond imoge (0.920) ond brond availobility (0.840)
which indicate the instruments are relioble ond ac¢ceptable
for further dota onolysis. In order to ensure the Content
validity discussion with experts in study oreos hos been
mode.

After datoo had been Ccollected, Coded, sCreened ond
processed, dotor onalyses were mode by using both
descriptive, bivariote correlotion, multiple linear
regression models, independent somple t-test ond one way
ANOVA wos done. Multivoriate doto assumptions test has
been done ond acceptoble results found for lineority,
Collinearity, normality ond homoséedocity. Descriptive
statisti¢s have been employed, to onalyze doto thot reloted
to demogrophi¢ profile of respondents, correlotion
Coeffi¢ient hos been employed to show the
interdependence between the seven explonotory variobles;
price, produét quality, pockoging, advertisement, brond
nome, brond avoilobility, ond brond image ond dependent
variobles that is consumer brond ¢hoice decision. Multiple
lineor Regression anolysis wos used to test the significonce
contribution of each independent varioble to the dependent
varioble brond ¢hoice decision ond independent somple t-
test ond one way ANOVA hos been employed to exomine
relationship between underlying foctors of Consumers
brond choice decision ond demogrophic profiles of
respondents (Pallont, 2016, Zikmund et al., 2010)

Hypotheses of study

H1: There is signifi¢ont ond positive relationship between
pockoging and brond ¢hoice decision of consumers on
bottled water products.

H2: There is signifi¢ont ond positive relotionship between
product quality ond brond choic¢e decision of
¢onsumers on bottled water products.

H3: There is signifi¢ont ond positive relationship between
price ond brond c¢hoice decision of Consumers on
bottled water products.

H4: There is signifi¢ont and positive relationship between
advertisement and brond ¢hoice decision of Consumers
on bottled water products.

HS5: There is signifi¢ont ond positive relationship between
brond nome ond brond ¢hoice decision of Consumers
on bottled water products.

H6: There is significont ond positive relationship between
brond image ond brond ¢hoice decision of consumers
on bottled water products.
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H7: There is signifi¢ont ond positive relationship between
brond avoilobility ond brond c¢hoi¢e decision of
Consumers on bottled water products.

HS: There is significont difference between demogrophic
profile of respondents ond foctors that respondents
consider in their brond choice decision for bottled
water products in Gondor town.

Volume 11 Issue 3, September 2018

Results and Findings

This secCtion describes descriptive statistics on
respondent’s demogrophi¢ characteristics of respondent
ond respondents, thot distribution by gender, oge, education
occupation, income ond bottled water usoge behavior.

Table 1 Demographi¢ ¢haracteristic¢s of respondents

No

1 Gender of respondents
Maoale
Femole

2 Age (In Yeors)
18-25
26-35
36-45
46 ond above

3 Educational Level
Primary ond Secondory
University and College student
Diploma
First Degree
Maosters ond Above

4  Monthly In¢ome (In birr)
Less thon 1000
1001-2000
2001-3000
3001-4000
4001 ond obove

5 Occupation
Student
Government employee
Private business owners
NGO’s employee
Unemployed

6  Bottled Woter Usoge Behavior
Everyday
Once in o Week
More thon once in o Week
Others

Mojority of respondents were males. The Clossification of
somple bosed on age seems to be quite appropriote beCouse
the toste ond Consumption pottern of people of different age
groups vory from moderotely to significont from one
onother. Somple population lorgely dominoted by oge
group of 26-35 (34.7%) followed by the group Comprising
the oge group of 36-45. This reveals that brond users for
bottled water products prevalent middle aged groups which
comprises 63%.Education plays importont role in
influen¢ing humon oction ond buying behavior. Mojority of
respondents were bachelor degree holders (33.9%)
followed by primory ond seCondory educotion (26.1%).

www.pbr.co.in

Frequency Percent (%)
227 57.5
168 42.5
101 25.6
137 34.7
113 28.6
43 11.2
103 26.1
52 13.2
52 13.2
134 33.9
54 13.7
40 10.1
46 11.6
60 152
77 19.5
172 43.6
80 20.8
150 38.0
99 25.1
51 12.9
13 33
116 294
78 19.7

146 37.0
55 13.9

Most of the respondents earns4001-obove (43.6%), 3001-
4000 (19.5%), 2001-300 (15.2%) ond those others eorn o
monthly in€ome that is more thon 5000 Ethiopion birr was
(14.7%).This might be explained by the foct that o great
part of the sample population were highly educated ond
therefore probobly eorns o better income. Mojority of
respondents are government employee (38%) ond private
business owners (25.1%). The buying behavior of
respondents revealed thot 37%, 29.4% ond 19.7% of
respondents were drinking bottled water more thon once in
aweek, every day ond once in aweek respectively.
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Toble 2 Top of Mind Brond Recall

Frequency Peréent Valid Percent Cumuloative Per¢ent
Gift 24 6.1 6.1 6.1
Aquaddis 36 9.1 9.1 15.2
Guna 43 10.9 10.9 26.1
Abyssinia Spring 86 21.8 21.8 47.8
Eden 61 15.4 15.4 63.3
Origin 5 1.3 1.3 64.6
Agmos 25 6.3 6.3 70.9
Aquasafe 23 5.8 5.8 76.7
Yes 42 10.6 10.6 87.3
Arki 17 4.3 4.3 91.6
Sofi 2 5 S 92.2
Hiwot 14 3.5 3.5 95.7
Selom 4 1.0 1.0 96.7
Cool 8 2.0 2.0 98.7
One 5 1.3 1.3 100.0
Totol 395 100.0 100.0
Most respondents recall Abysina first, Eden Second, Guna.  of mind is insignificont.
third, Yes fourth, Aquodiss fifth ond Gift six. The rest shore
Table 3 Model Summary

Model R R Squore  Adjusted R Std. Error of Chonge Stotistics

Squore the Estimate R Square  F Chonge  dfl df2  Sig. F Change
Chonge

1 864" 746 742 163 746 162.734 7 387 000

a. Predictors: (Constont), Bron Noame, Brond Image, Advertisement, Quolity, Price, Avoilobilty, Pockaging

b. Dependent Variable: Brond Choice

The regression model summory reveoled that exploined R
squore that how much of the vorionce brond ¢hoice of
Consumers wos explained by the determinont foctors of
consumers brond choice decision. Model Coefficient of
determination or R2 was indicoted thot 74.6% of the
variotion in the Brond Choice function con be explained by
price, produét quality, pockoging, advertisement, brond
nome, brond imoge ond brond avoilobility of o porticulor
bottled water. The remaining 25.4% voriotions on brond
¢hoice of bottled water product were exploined by other

voriobles.

ANOVA F-test reveoled that the model is significance; all
independent variobles were related to brond choice
decision ond F-Count ot 162.734 with p-value of 0.000
which is less thon alpha value 0.05. The p-volue is less thon
<0.05 meons thot all explonatory voriables influence
C¢onsumers bottled water brand ¢hoice. Hence, model wos
significont, there were lineor relotionship in multiple
regressions ond it indiCates thot the variotion explained by
the modelis notdue to ¢honce.

Table 4 Brand choice decisions and determinant factors
Coefficients®

Model Unstandardized Coefficients Standardized T Sig.
Coefficients
B Std. Error Beta
(Constant) .236 161 1.467 143
Price -.147 .032 =141 -4.599 .000
Quality .056 .022 .075 2.504 .013
1 Advertisement .079 .021 120 3.790 .000
Availabilty 144 .036 140 3.998 .000
Packaging 197 .038 197 5.164 .000
Brand Image .394 .025 482 15.519 .000
Bran Name .223 .027 279 8.176 .000

a. Dependent Variable: Brand Choice

12
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Brond ¢hoice decision of consumers on bottled water ore
affected by Brond availobility, advertisement, brond image,
Price, brond nome, pockoging ond product quality (0.140),
(0.120), (0.482), (-0.141), (0.279),(0.197) and (0.075)
respectively with their signifi¢once values of 0.000, 0.000,
0.000, 0.000, 0.000, 0.000 & 0.013. There wos positive
significont relationship between voriables ond consumers
brond ¢hoice decision. Since, Coefficients of the predictor
variobles were statistically significont at less thon 0.05, so

Volume 11 Issue 3, September 2018

the hypotheses related with odvertisement, brond imoge,
price, brond nome, brond avoilobility, pockoging, ond
product quality were accepted.

Demographic Profile and Brand Choice Decisions

One Woy ANOVA ond Independent sample T-test onalysis
hos been employed to examine relationship between the

underlying foctors of brond choice decision ond
demographic profiles of respondents.

Toble 5 Relationship between gender oand determinont factors of broand ¢hoice decision

Gender N Mean Std. D Mean Difference T Sig.2-tailed
Price Mole 227 439 281 .066 2.101 .036
Femole 168 4.32 333 .066 2.055 041
Product Quality Male 227 433 420 .019 428 .669
Female 168 431 446 .019 424 672
Packaging Mole 227 4.38 .309 .023 .677 486
Female 168 4.36 .339 .023 .688 492
Advertisement Mole 227 4.19 471 .108 2.178 032
Female 168 4.38 .504 .108 2.156 .032
Brand Name Mole 227 439 410 .022 .545 .586
Female 168 437 391 .022 549 .583
Brand Image Male 227 4.33 .385 .039 967 334
Female 168 4.30 405 .039 .960 338
Brand Mole 227 440 320 .011 355 7123
Availability Femole 168  4.39 .306 .011 357 721

Source: SPSS output (2017)

An independent sample T-test onolysis exhibited thot there
is a significonce difference between gender groups ond
underlying foctors of Consumers brond ¢hoice decision.
Price ond advertisement ore stotistically significont foctor
with their p-value of 0.036 ond 0.030 respectively.

Therefore, there is o statistiColly significont meon
difference between determinont foctors of brond choice
decision and gender of respondents. Thus the monogement
need to further study ond segment the pri¢ing ond
advertisement decisions based on gender difference.

Table 6 Relationship between education ond determinont foctors of brond ¢hoice decision

Sum of Squares DF Meon Squore F Sig.
Pockoging Between Groups 402 5 .080 774 .569
Within Groups 40.423 389 .104
Totol 40.825 394
Brond Image Between Groups 115 5 .023 .148 981
Within Groups 60.664 389 .156
Totol 60.779 394
Brond Nome Between Groups 594 5 .119 734 598
Within Groups 62.941 389 .162
Totol 63.535 394
Price Between Groups 469 5 .094 988 425
Within Groups 36.946 389 .095
Totol 37.415 394
Product Quality Between Groups 2.153 5 431 2.357 .040
Within Groups 71.054 389 .183
Totol 73.207 394
Advertisement Between Groups 1.303 5 261 1.098 361
Within Groups 92.359 389 237
Totol 93.662 394
Brond Between Groups 296 5 .059 .599 701
Availobility Within Groups 38.447 389 .099
Total 38.743 394

Source: SPSS output (2017)
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The product quality is o determinont foctor thot is
¢onsidered in bottled water brand ¢hoi¢e among consumers
who are in different educational groups. This indicates thot

all variables except product quality ore not used a.selection
Criteriaby different educational groups of respondents.

Toble 7 Relationship between ocCupation ond determinont foctors of brond ¢hoice decision

ANOVA
Sum of DF Meon F Sig.
Squares Square

Pockoging Between Groups 417 5 .083 .802 .548
Within Groups 40.408 389 104
Totol 40.825 394

Brond Imoge Between Groups 400 5 .080 515 765
Within Groups 60.379 389 155
Totol 60.779 394

Brond Nome Between Groups .610 5 122 755 583
Within Groups 62.925 389 162
Totol 63.535 394

Price Between Groups 531 5 .106 1.120 .349
Within Groups 36.884 389 .095
Totol 37.415 394

Quality Between Groups .626 5 125 .671 .645
Within Groups 72.581 389 187
Total 73.207 394

Advertisement Between Groups 2.613 5 523 2.233 050
Within Groups 91.049 389 234
Total 93.662 394

Availobility Between Groups .388 5 .078 787 .559
Within Groups 38.355 389 .099
Total 38.743 394

Source: SPSS output (2017)

The one way ANOVA test values reveoled that the group
meons differ between underlying factors ond o¢Cupational
groups with regord to brond odvertisement hos been
represented by F-ratio ot 2.233 with p-value of 0.05 which
is equoal to 0.05, therefore, there is statisti¢olly signifi¢ont
meon difference between underlying foctors of brond
¢hoice i.e. advertisement ond different educotional groups
ofrespondents.

Conclusions

This study found that price, product quality, brond nome,
odvertisement, poCkaging, brond availobility ond brond
imoge, os acritical to brond ¢hoice of consumers for bottled
water products in Gondor ¢ity. Voriation on brond ¢hoice
based on respondent’s educational, o¢cupation ond gender
groups were statisti¢olly signifi¢ont. However, variotion on
brond preference consumers for bottled water products,
based on respondent’s oge ond inCome were statistically
insignificont.

Brond imoge is first dominont foctor in order of its
Contribution to brond ¢hoice of Consumers for bottled woter
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products. If consumers have positive perception of abrond,
they tend to ¢hoose o brond ond this hos positive effect on
¢ustomers repeoted pur¢hase of brond.

Brond nome is hos a statistially significont ond positive
relationship with Consumers brond ¢hoic¢e decision for
bottled water. This foctor Considered os the second
importont factor thot influendes consumers brond
preference for bottled woter products. Brond nome is
c¢omposed of manufoctures reputotion, relationship with
other bronds, quality assuronce, toste ond odor, besides this,
it associoted with volue it provides to customers. Pockoging
is the third most Contributing foctor ond has signifi¢ontly
positive relotionship to brond ¢hoice of Consumers for the
products. Packaging is on essential port of bottled water
marketing strotegies ond it mokes the brond ond
differentiotes from competitors. Poackoging in various
serving sizes (lorge, smoll ond medium) ¢on expond o
product into new torget morkets or help to overéome Cost
barriers. It is Copoble enough to drive ond influence the
brond choic¢e decision of Consumers for bottled water
products.
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On the other hond, price is on importont foctor that found to
be signific¢ont predictor of brond ¢hoice decision for bottled
water. Most of study parti¢iponts believe thot affordobility
ond reasonobly price influences their brond choice decision
for bottled woter products.

Advertisement is found to be the determinont foctor in
brond ¢hoice decision for bottled water. Consumers prefer
to buy bottled woter product thot frequently exposed by
advertisement. The probability to ¢hoose the advertised
brond will in¢reose.

Brond availobility wos statistiColly signifi¢ont predictor
variable to brand ¢hoice decision. Since most of bottled
water brands in Ethiopia exhibits olmost similor product
ottributes (toste, mineral ¢ontent, size...), the brond which
is distributed intensively ¢on get the chonce to be ¢hosen by
mony Consumers who look for ease of availobility.
Products may be provided at a.time that is most convenient
ond ac¢essible for the customer to be ¢hosen by users. Not
leost but, lostly, produ¢t quolity was found to be
significontly Contributing foctor to Consumers brond choice
decision for bottled water.

Recommendations

The determinonts of brand choi¢e for bottled woter
products ore advertisement, price, brond imoge, product
quality, brond ovailobility, packoging, ond brond nome.
These dimensions have on importont role in consumers
brond ¢hoice decision for bottled water products ond they
provide cleor mop which ore significont points thot
determine the strengths in Consumer’s brond choice
decision for bottled water products.

e Thebottled water firms’ monogement are advised to set
price for its brond reosonably thot is Consistent with the
quality, ingredient contents, resourée ovailobility,
price, quality ond volue relationship becouse most of
the Consumers Consider this issue as significont. It is
advised to bottled water industry to restructure prices in
amoenner thot is affordoble to Customers.

« Pockoging ottributes is essentiol for the sucess of o
product. Bottled water componies have to put in more
effort to Create visually ottroctive packoging shape ond
design, preferred packoge size; using more distinctive,
upscale new pockoging, ¢reative ond up-to date logos. It
is better to bottled water industries to set packaging
stondord that Con implement pockoging strategy
occordingly for better design ond ottractiveness. They
have to integrate ¢ool ¢olors, oppealing coverings ond
attractive bottle shapes with rippled texture ond seals.

o It is better for bottled woter industry to improve
customer’s positive perception obout compony through
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developing Compony’s positive Charocteristic¢s through
green marketing, heolthiness ond purity of product,
¢ommunity octivity involvement, sponsoring ond event
morketing.

e Consumers spend little effort on the Consumption
decision for low involvement products, recognizing
brond nome alone is suffi¢ient to de¢ide which brond to
purchase. Therefore, it’s better to Componies to choose
brond nome that is well known, ottractive ond prestige
by considering water sources; notural springs,
mountains ond woterfoalls nomes that are
psychologically ¢onnected ond inspire o notion of
purity, quen¢h ond safety to outperform in morket
ploce.

+ Bottled woter firms ore advised to inérease frequency of
brond advertisement, to design message thot is
persuosive, ¢reative ond develop positive relotionship
with ¢hannel members.

e Bottled water Consumer may view quolity of the
product in terms of hoving quality ossuronce,
occeptable quality stondord, purity, orgoni¢ noture,
toste, sour¢e ond being nutritious suc¢h os high in
mineral Content of brond. Peréeption of quality of
bottled water ¢omes from the extrinsi¢ morketing
communicotion. It is recommendable that bottled water
industry to use different positioning strategies,
monufoacturing process technology, keeping
internationol quolity stondord ond Consistent quolity
ond use on ingredient thot put their brond unique in the
eyes of the ¢onsumers ond oble to ¢reate the point of
difference for brond.

 Given that bottled water is o low-involvement product,
availobility of the brond is importont for decision-
moking. Therefore, componies should ¢onsider their
distribution networks, to guorontee level of product
avoilobility thot con oble to satisfy given market
demond throughout the ¢ountry ond provide product
easily ovailoble/acCessible ot right time ond ploce.
Otherwise, Customers prefer to buy bottled water
product thot is eosily avoiloble for them in shopping
display/supermorkets.
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