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CHAPTER ONE
INTRODUCTION

1.1 Background of the Study

Today the primary capital of many businesses ig tirands. For decades the value of a company
was measured in terms of its real estate, thenltiengssets, plants and equipments. However, it
has recently been recognized that company’s rdaévees outside business itself, in the minds of
potential buyers or consumers. "A brand is bathgible and intangible, practical and symbolic,
visible and invisible under conditions that are remically viable for the company” (Kapterer,
1986). Brands are built up by persistent diffeeegeer the long run. They cannot be reduced just
to a symbol on a product or a more graphic and etisrexercised. A brand is the signature on a
constantly renewed, creative process which yie&dous products. Products are introduced, they
live and disappear, but brands endure. The cemsigtof this creative action is what gives a brand
its meaning, its content, and its characters’: tangaa brand requires time and identity. The
American Marketing Association defines the termafm’ as “A name, term, symbol or design, or
a combination of them, which is intended to signifg goods or services of one seller or group of
sellers and to differentiate them from those of petitors.” More importantly, a brand promises
relevant differentiated benefits. Everything agasization does, should be focused on enhancing

delivery against its brand’s promise (American Msikg Association).

1.1.1 Background of the Organization

Ambo Mineral Water has been bottled and marketedesil930 and is considered the market
leader in Ethiopia. The source of Ambo Mineral ¥as a thermo-mineral spring rich in natural
calcium, magnesium, potassium, bicarbonates anooadioxide. The eater originates in a
volcanic fissure which then peculates through mamous terrain eventually being tapped at the
springs in Ambo Senkele, 130 km from Addis Abalapital city of Ethiopia (www.Ambo mineral
water.com)

Ambo is a unique product, used by today’s consurasra thirst quenching soft-drink, discerning
mixer and after meal revitalize. It comes formrague part of the world and is regarded as an

‘Ethiopian icon’. The growing demand for Ambo bdtitally and abroad has resulted in new



investment and plans to further expand capacity @ackaging variations to meet and exceed
consumer expectations (www.Ambo mineral water. com)

1.2 Statement of the problem

A brand is a complex symbol; it is the intangiblersof products, attributes, its name, packaging
and price, its history reputation and the way #ddyertised. It is also consumers’ impression ef th
people who use it, well as their own experiencevi@®, 1955). A brand is the company’'s

definition of what they have to offer and promiedtie consumer.

Ambo mineral water produces Ambo, the oldest mineser in Ethiopia. The brand Ambo is
famous and has a good reputation in the marketcdhgany adds product lines which are Ambo
flavor, Ambo xxI, Ambo lit and Jiva soft drink. Thistudy focuses on Jiva, which has been
launched before two years. However the brand Jwédmot get the reputation Ambo has. Even it
is belived that Jiva could not survive the markeke do various factors which are brand
promotion,positioning, endorsing and other reldtedors are the core issues to be touched up on

this paper.

1.3 Research Question

The following are the basic research questions thist study attempts to answer the above
mentioned problems.

1) What are the problems that the company is faciiig igard to the brand Jiva?

2) What kind of promotional tools does the company?use

3) What does the company should do in order to bunttisustain a strong brand image in the

minds of customers

1.4  Objective of the study

1.4.1 General Objective
The general objective of this study is to assedbtheading practice of Ambo Mineral water in the

case of Jiva Soft drink.

1.4.2. Specific Objective
In order to satisfy this general objective, theeersh aims at meeting the following specific
objectives.

- Analyze and examine the company’s branding pracggarding to the product Jiva.



- To probe what promotional tools had been emploggarémote Jiva and how effective
the tools were.
- Toidentify a problem facing a company with regardranding.

- Toindicate how strong brands help enter in tontlaeket easily.

1.5 Significance of the study

This is significant primarily for the student resgeer as it would help to apply the learned
theoretical research methodologies and fulfill teguirements of undergraduate degree program.
Secondly, it will provide initial ideas and strivesearch topics for the undergraduate students who
may be interested in the some field. Thirdly, @yralso help Ambo Mineral Water to take some

corrective actions and improvements with regardsstbranding practice.

1.6 Delimitation of the study
The research paper mainly emphasized on Addis Ababbmers and retailers which are
located in Mexico, Merkato, and Shegole. The reasdhat it is not possible to include all
the places because of time and financial barrienc€rning time this research paper included
from 2004-2005. The reason the student resear@hects this time was because Jiva was
first launched in 2004.

1.7 Research Design and Methodology

1.7.1 Research design
In this study descriptive research method was used.

1.7.2 Population, sample size and Sampling techniques

Populations of this study are customers, retagers marketing manager of Ambo. Concerning

final users and retailers convenience, non probalsampling approach was used for the reason
that their exact number and list was not availabies helped to choose samples based on the
student researcher’'s , customers and retailersecogces in terms of time and space. A total

number of 200 customers and 30 retailers were takenreliable sample size.

1.7.3 Types of Data collected



The student researcher used both primary and saopuiéta. The primary data were collected
from managers, final users and retailers. The strgndata were obtained from relevant books,

articles and journal.

1.7.4 Method of Data Collection

Conducting an in-depth interview with the Markingaivager of Ambo Mineral Water Company
was one of the methods of capturing data. Questioes were prepared and distributed to
customers and retailers.

1.7.5 Data Analysis Method

The data which was obtained from close ended dquestwas analyzed using frequency and
percentage and was placed in tables. Responsesdh@abbtained from open ended questions and

interview were narrated and are used to supporiagysis.

1.8 Limitation of the study

While conducting the research study there were sfatrs that hinders the study not to be
carried out as it was expected from which; the mink manager was not easily accessible for
interview and questionnaires were not fully filladd returned. But finally the student researcher

collects the necessary data to conduct the respagmr.

1.9 Organization of the paper.

This paper is organized in four chapters wherefitise chapter provides an Introduction and the
second chapter deals with Review of Related LiteeatThe third chapter deals with presentation,
analysis and interpretation of data. In the findiapters, summary, conclusions and
recommendations are included. Finally the biblipbra and appendixes are attached with the

research paper.



CHAPTER TWO

Review of Related Literature

2.1 Historical Development

Brands have been used since ancient times. Famg@a&ato mark livestock, singular designs were
burned in to animals’ skin to identify the owneEgyptian brick makers used brands to identify
craftsmen’s wares. A potter, for example, wouldktas pots by putting his thumbprint or other
personal tag on the wet clay at the bottom of & \@spot. Likewise, silversmiths would brand
their pieces with marks or initials. The valueco&ftsmen’s wares soon became associated with
their brands, as consumers quickly learned to @&ssovarying degrees of quality with marked
goods. At least one source traces the roots septebranding techniques to™lentury Whiskey

distillers, who burned their names in to the toptheir Whiskey barrels. (Keller ,2000)

It is only since the second half of the"t&hat has branding evolved in to an advanced rtiagke
tool. The industrial revolution land new commuiicas systems made it easier for companies to
advertise brands over larger regions. Most impdistaimproved modes of transporting goods
emerged. Manufacturers transported merchandiseapyiby ship prior to the late $&entury.
(Keller ,2000)

As a result, large scale commercial branding waeigdly limited to regions served by particular
parts and companies near to those shipping poiAss.manufacturers gained access to national
markets, numerous brand names were born that wamiiteve legendary U.S and global status.
Procter and Gamble, Kraft, Heinz, Coca-cola, Kodald Sears were a few of the initial brands
that would become common household names by the2@fficcentury. At least four important
evolutionary changes occurred to case those brams$,the entire branding concept for that

matter, in to the forefront of modern advertisitg®gy:

() the internal combustion engine made possible tsiilsltion of products into more
remote areas;

() branding become a tool to distinguish nearly homoge goods. Such as eggs and
bananas;

(1 legal systems were devised to recognize and prbtaotd names; and

(IV) branding strategies were extended to encompasscegrvsuch as car repair.
(Philip/Armstrong : 2006)



2.2 What is a brand?

Many literature has defined what a brand is, (Aai®91) states|: A brand is a distinguishing
name and/or symbol intended to identify the goodsewvices of either one seller or a group of
sellers, and to differentiate those goods or sesvfrom those competitors. A brand thus signals to
the customer the source of the product, and psotaath customer the source of the product and
protects both the customer and the producer frompetitors who would attempt to provide
products that appear to be identical. The abovaitieh show that a brand has a tangible and
intangible concept. It is a symbol or a sign tatidentifiable to the customers. And it
differentiates the product or service from othemikr products. Today’s business often face
fierce competition, and a brand may be somethingdé&e their product differ from others so that

it stands out in the crowd.
2.3 Functions of brand
(Kotler ,2003) argues that brand gives the busitfes$ollowing advantages.

1) The brand name makes it easier for the sellerdogss orders and tack down problems.

2) The seller's brand name and trademark provide legagction of unique product features.

3) Branding gives the seller the opportunity to atttdoyal and profitable set of customers.
Brand loyalty gives sellers some protection frormpetition.

4) Branding helps the seller segment markets.

5) Strong brands help build the corporate image, ngakirasier to launch new brands and
gain acceptance by distributors and consumers.

Aside from the brand advantage that Kotler listedva, other literature, listed below, suggests
that brand equity would have an effect, whethertpasor negative, on the product. (Keller ,1997)

defines brand equity as a differential or speciéiaction of the customer towards the marketing of
a brand as compared to the marketing of a genesdupt. The source of this reaction is acquired

brand knowledge comparably (Aaker ,1996) definemBrEquity as a set of asset (and liabilities)



linked to a brand’s name and symbol that adds tos@btracts from) the value provided by a
product or services to a firm and/or that firm’stmmers. Brand equity provides value to both the
consumer and to firm, which will then produce aipes effect for the product on the market.
Along with the advantages claims by Kotler, a brabgroperly managed, will help the firm in

many ways.
2.4 Establishing brand identity

Brand identity is a unique set of brand associatiorplying a promise to customers and includes a
core and extended identity. According to( Aaked a@wachimsthaler, 2000): to be effective a
brand identity needs to resonate with customeféerdntiate the brand from competitors, and
represent what the organization can and will dortowe. (Knapp ,2000) states that: to excel, a
brand image must be well planned, nurtured, supdorand vigilantly guarded. One key to
successful brand building is to understand howedwetbp a brand identity — to know what the
brand stands for and to effectively express thantity. According to( Schmitt and Simonson
,1997) companies that represent a cohesive, dis#nand relevant brand identity can create a
preference in the marketplace, add value to thedyrcts and services, and may command a price
premium. When brand faces aggressive competittormarketplace, brand personality and
reputation of the brand help it distinguish frommgeting offerings. This can result in gaining
customer loyalty and achieve growth. A companydsee establish a clear and consistent brand
identity by linking brand attributes with the walgely are communicated which can be easily

understood by the customers.
2.5 Brand Association

A set of brand associations enable a brand to dpweelich and clear brand identity. As( Wee and
Ming ,2003) States building brand associations iregua company to understand its brand as well
as competitors’ brands through customer reseaf@instomer research should study existing and
prospective customers, former customers, industpers and intermediaries. Brand strengths
associated with beliefs and values are the mostedaand most difficult to imitate. Brand

image is the perception in the mind of the custenadout the brand and its associations.

In contrast to brand image (Aaker and Joachimsth@@00) argue that, a brand identity is
inspirational and may imply that the image needbdachanged or augments. In a fundamental
sense the brand identity represents what the argthom wants the brands to stand for. The brand

as personality stage marks an important transfiltase since not all brands evolve in to consumer



icons, especially if the consumers do not relaje@tdoelieve in, the communication of the brand,
or they sense some inconsistencies with the brasaitsnunication. According to (Sherrington

,2003) personality attributes help the brand taea@hsustainable differentiation as they are more
difficult to copy than functional features of theoguct and service by the competition. Another

personality association is that it establishesctlirelationship with the customers.

Some companies hire professional consultants taweinmarket research on how successful a
brand is. It can be done using a list of custorteeesk if they are aware of their product or sezvi
and if they have tried it or would consider tryitg The second measurement is by assessing
brand recognition. This is the level of public agrsess of a product or service. Increased brand
awareness is reflected in a company’s market stfaxgroduct in relation to competing brands, as
people tend to buy product they trust and feel liamwith or that have been recommended by

other people.
2.6 Positioning the brand

Positioning is related with creating the perceptmfna brand in the customer's mind and of
achieving differentiation that it stands apart freaompetitors; bands /offerings and that it meets
the consumer’s needs/expectations. A brand pas#xording to (Aaker, 1996) is part of the
brand identity and value proposition that is toalsévely communicates to the target audience and
that demonstrates and advantage over competingddéranA well positioned brand has a
competitively attractive position supported by styoassociations, such as high ratings on a
desirable attributes. According to (temporal ,20G8e branding focus should be on adding
psychological value to products, services and caonegain the form of intangible benefits — the
emotional associations, beliefs, values and feglthgt people relate to the brand. (Sherrington
,2003) suggest that strategically positioning itia minds of the target audience, the company can
build a strong identity of personality for the bdan Ability to endow a product, service or
corporation with an emotional significance over aibve its functional value is a substantial
source of value create. According to( Chernatamy icDonald ,1998) a successful brand aims
to develop a high quality relationship, in whichstamers feel a sense of commitment and
belonging, even to the point almost of passion.e Bhand preferences is the outcome of the
emotional needs the customers have. Emotionat@asems can strongly distriquish the brand in

customers mind in comparison to competitors offgrin

2.7 Communicating the brand Message



A brand needs to carve a vision of how that bramoukl be perceived by its target audience.
According to (Knapp ,2000) the brand positionindpkein prioritizing the focus of the brand
identity and resultant communication themes whictabte the company to set forth the
communication objectives such as the type of mesdagnd differentiation to be achieved, and
themes that appeal to the target customers. Adwegtthat is creatively executed helps the brand
to break the clutter and build strong impact in theget market (Sherrington, 2003). (Keller
,2000) states that the major channels of communitatsed widely to position the brands in the
minds of customs and advertising, direct marketsadgs promotion, sponsorships, endorsements,
public relations, the internet and integrated braathmunications. Successful brands are build
through creative repetition of themes in varioysetyof media. Use of emotions in advertising that
appeals to the hearts and minds of the peopletseisubn emotional relationship with customers.
According to (Aaker ,1991) brand awareness is thétya of a potential buyer to recognize or
recall that a brand is a member of a certain prodategory, a link between product class and
brand involved. A brand’s message is receivedutinoa series of filters that exist within each
consumer’s life. As (Keller ,2000) stated that thest successful brands keep up with competitors
by creating points of parity in those areas whemametitors are trying to find an advantage while
at the same time creating points of difference dbieve advantages over competitors in some
other areas. It is necessary to develop and imgienong term integrated communication
strategies demonstrating the brand’s value to #rget customers. The message should be
consistent with the brand value, brand personaitg other brand identity dimension. Strong
brand helps the company in positioning and extepdsbrand and have a greater influence on the
customer purchase process.

The source of this reaction is acquired brand kedgé comparably (Aaker ,1996) defines Brand
Equity as a set of asset (and liabilities) linkedat brand’s name and symbol that adds to (or
subtracts from) the value provided by a productewices to a firm and/or that firm’s customers.
Brand equity provides value to both the consumertarfirm, which will then produce a positive
effect for the product on the market. Along witte tadvantages claims by Kotler, a brand, it

properly managed, will help the firm in many ways.

Consistent, solid advertising support is fundamletatasuccessful brands. The brand group may
need to work hard to convince management partiguae finance function that this is forth while
but, there is absolutely no doubt that for mosintsaapart from retailers, it is essential. Even

retailers may have to use advertising to changswuoer perception, restore a tarnished image, or



reposition themselves. Promotion leads to be iatedrin to the total brand strategy. Well used, it

can introduce excitement and keep the brand iméines used badly.
We can safely make three statements about branthaaroation

- Every brand must have some means of communicatithigite buyers

- Many other methods of communication are availallé eome be used to gear up and
multiply the effects of advertising

- On the means of communication and the messagenrtité®d must be coordinated to make

sure that they are saying the same thing.
2.8 How to measure brand success

According to (Elizabeth Burns ,2010) there are feays to measure how successful the brand is.
The first one is by talking to potential custome®ome companies hire professional consultants to
conduct market research on how successful a beantt can be done using a list of customers to
ask if they are aware of their product or service & they have tried it or would consider trying i
The second measurement is by assessing brand re@ogrThis is the level of public awareness
of a product or service. Increased brand awaresasdlected in a company’s market share of a
product in relation to competing brands, as petge to buy product they trust and feel familiar
with or that have been recommended by other peoplee third measurement is by monitoring
sales. Advertising and marketing campaigns shadéally, result in increased sales, which bring
increased brand success. Companies measure hraress by carefully monitoring the impact
advertising campaigns have on sales revenue. al$oshelps businesses to identify the strengths
and weaknesses of advertising and marketing stestedhe fourth measurement is on focusing in

the identity of brand.

Brand identity differs from brand recognition besaua strong identity also impacts on staff
motivation and performance. Brand identity incogtes a company’s culture, business strategies,
investment value and financial performance. Bussae that continuously assess and monitor their

brand’s identity gain a good overall perspectivehow successful a brand is.

While the challenges to successful brand developm@enformidable, brand builders are time and
again passionate and seasoned executives who pamdusucceed n career paths dominated with

obstacles.



In fact, history shows that many of the most sasfié corporate brands were personally driven
by a single person. Brand builders consistentlpgaze the power of brands and leverage their

passion and experience to excel beyond powerferchtts.



If we know relatively little about our market oralt the product in use, or about the nature of our
brand, we need to start with qualitative reseafshthe name indicates this does not produce
numbers but explores how consumers talk aboutritdupt field what concepts and words they
use, how they feel. It should be used to develgmthesis for further testing , but should never be
used as if it produced reliable measures basedeprasentative sample.(Geoffery Randall:2004)

In particular, in developing branding we need ttsivith soft data, with feelings. We need to use
some means of exploring behavior in great deptlof going beyond behavior. For this we need in
depth interviews or grop discussion. Group dis@urssdr focus groups can be used sensibly to
produce important qualitative data, and inddedbéen essential starting point for brand
development. We can not rely on the results of allssample in qualitative studies, and need a
properly designed survey on a large sample. Ondywhy we can be confident how our target
market thinks and feels about our brand. (Geoffapdall:2004)

2.9.1 Marketing Information and Research

If we are to focus on customers and customersgrigrprovide what will delight them- and
building a relationship between our brand and th&en we need information. Equally , it follows
from our earlier insistence that branding involttes whole company that marketing information
should not remain the property of the market rededepartment or even the marketing function
alone but should be widely available to all thegleavho contribute to the delivery of customer
satisfaction. (Geoffery Randall:2004)

Closeness to the customer is a hallmark of suadessipanies, and each firm needs to work out
for it self how to insure that everybody maintagngeal understanding of customer needs. Some
companies hire professional consultants to conaiacket research on how successful a brand is.
It can be done using a list of customers to agtkely are aware of their product or service and if
they have tried it or would consider trying it. @fery Randall:2004)

In some firms (Marks & Spencer) for example — alisr managers have to spend sometime
regularly on the shop floor. At service master, agars continue to work at the operational end
actually cleaning customer premises’- for a pegudry year. In some manufacturing, groups of
shops floor workers visits their customers to $egr products in use. This is the most basic form
of marketing information fundamental to understagdiustomers and therefore central to
branding. (Geoffery Randall:2004)

Brands are built up by persistent difference ¢rerlong run. They cannot be reduced just to a
symbol on a product or a more graphic and cosmegccised. A brand is the signature on a
constantly renewed, creative process which yie&us products. Products are introduced, they
live and disappear, but brands endure. The cemgigtof this creative action is what gives a brand
its meaning, its content, and its characters’:tangaa brand requires time and identity (Aaker
:1996)



2.10 Brand Decisions

In developing a marketing strategy for individuabgucts, the seller has to confront the branding
decisions. Branding is a measure issue in prodrategy. On the one hand, developing a branded
product requires a great deal of long term investrapending, especially for advertising,
promotion and packaging. Many brand oriented congsasubcontract manufacturing to other
companies. For example, Taiwanese manufacturers engkeat amount of the world’s clothing,
consumer electronics and computers, but not undevahese brand names. (Philip kotler: 1997)

On the other hand manufacturers eventually leatim&tdmarket power lies with the brand name
companies. Brand-name companies can replace tasuailese manufacturing sources with
cheaper sources in Malaysia and elsewhere. Japandsgouth Korean companies realized this
and spent liberally to build up brand names sucBasy, Toyota, Goldstar, and Samsung. Even
when these companies can no longer afford to matur&atheir products in their homeland, the
brand names continue to command customer loydttyilip kotler: 1997)

A brand can convey up to six levels of meaning:

» Attributes: a brand first brings to mind certaitriutes. Thus, Mercedes suggests
expensive, well built, well engineered, durablghhprestige, high resale value, fast, and so
on. The company may use one or more of theséuatis to advertise the car in the world.
(Philip kotler: 1997)

» Benefits: a brand is more than a set of attribu@estomers are not buying attributes; they
are buying benefits. Attributes need to be trapslat to functional benefit. The attribute
“expensive” might translate in to the emotional é&fen (Philip kotler: 1997)

* Values: the brand also says something about theupes’s values. Thus, Mercedes stands
for high performance, safety, prestige and so twe. Arand marketer must figure out the
specific groups of car buyers who are seeking thakees. (Philip kotler: 1997)

» Culture: the brand may represent a certain culfline.Mercedes represent German culture:
organized, efficient, high quality. (Philip kotleir997)

» Personality: the brand can also project a certaragnality. If the brand were a person,
animal, or an object, what would come to mind? Mdes may suggest a no-nonsense boss
(person) a reigning lion (animal) or an austerapalobject). Sometimes it might take on
the personality of an actual well-known personpwkesperson. . (Philip kotler: 1997)

» User: the brand suggests the kind of consumer wige br uses the product. We would be
surprised to see a 20 year old secretary drivinpecedes. We would expect instead to see
a 55 year old top executive behind the wheel. Heuwill be those who respect the
products values, culture and personality. (Phibgds: 1997)

2.11 Brand —Name Decision



Manufacturers who decide to b rand their produaistrahoose which brand names to use.
Four strategies are available here. (Philip koflé87)

1. Individual brand names : this policy is followed Ggneral mills (Bisquick,Gold
medal, Betty Crocker, nature valley)

2. Blanket family names for all products

3. Separate family names

4. Company trade name combined with individual prochaches.

What are the advantages of an individual — bramdesestrategy? A major advantage is that
the company does not tie its reputation to the petelacceptance. If the product fails or
appears to have low quality, the company’s nammage is not likely to be hurt. (Philip
kotler: 1997)

A manufacturer of good quality watches can intradadower quality line with out diluting the
name. The individual names brand name strategyifsetine firm to search for the best name
for each new product. A new name permits the bugidif new excitement and conviction. A
blanket family name also has advantage. The denedapcost is less because there is no need
for name research or heavy advertising expenditoreseate brand name recognition. .

(Philip kotler: 1997). Furthermore sales of the n@aduct are likely to be strong if the
manufacturers name is good. Thus Campbell’s inttedew soups under its brand name with
extreme simplicity and achieves instant recognitio(Philip kotler: 1997)

Where a company produces quite different proditicgsnot desirable to use one blanket
family name. Swift and company develop separatelyammes for its hams and fertilizers.
When Mead Johnson developed a diet supplementfoing weight, it cleared a new family
name, nutriment, to avoid confusion with its weigtducing family products, metrical.
Companies of ten invent different family namesdiferent quality lines within the same
product class of brands —Ann page, sultana andrespectively. (Philip kotler: 1997)

Once accompany decides on its brand name stratépes the tasks of choosing specific
brand name. The company could choose the nameerfan quality, life style or artificial
name. Among the desirable qualities for a brandenara the following (Philip kotler: 1997)

* It should suggest something about the productsfibene

* It should suggest product qualities such as actiorslor.

» It should be easy to pronounce recognize and remerAlshort name helps.
* It should be distinctive.

* It should not carry poor meanings in other coustdelanguage.



names and a choice. Today many companies hire leetimay research firm to develop names
and taste them. Name- research procedures incksleiation tests, learning tests, memory

testes and preference test. (Philip kotler: 1997)

It is necessary to develop and implement long fetegrated normally, companies choose
brand names by developing a list, debating thetmefidifferent communication strategies
demonstrating the brand’s value to the target costs. The message should be consistent
with the brand value, brand personality and otmand identity dimension.

Strong brand helps the company in positioningextdnding its brand and have a greater
influence on the customer purchase process Bramg:igampanies can replace their
Taiwanese manufacturing sources with cheaper seurddalaysia and elsewhere. Japanese
and South Korean companies realized this and sipenally to build up brand names

Many firms strive to build a unique brand name tleaentually will become intimately
identified with the product category. A number oéfd names have succeeded in this way.
Unfortunately success is at identifying a brand @amith a product category, not a single
product or the company that makes it. . (Philijde 1997) ,

the branding focus should be on adding psychodbgialue to products, services and
companies in the form of intangible benefits —¢hmtional associations, beliefs, values and
feelings that people relate to the brand. streddlyg positioning it in the minds of the target
audience, the company can build a strong identipeosonality for the brand. Ability to
endow a product, service or corporation with antnal significance over and above its
functional value is substantial sources of valeat. . (Geoffery Randall:2004)

This is the level of public awareness of a producervice. Increased brand awareness is
reflected in a company’s market share of a productlation to competing brands, as people
tend to buy product they trust and feel familiathwor that have been recommended by other
people. Monitoring sales, Advertising and markgittampaigns should, ideally, result in
increased sales, which bring increased brand ssicé&smpanies measure brand success by
carefully monitoring the impact advertising campeidnave on sales revenue. This also helps
businesses to identify the strengths and weakne$selvertising and marketing strategies.
(Geoffery Randall:2004)



2.12The Concept and Measurement of Brand Equity

Brands vary in the amounts of power and value trexe in the market place. At one extreme
are brands that are known by most buyers in th&eh@tace. Then there are brands for which
buyers have a fairly high degree of brand awarepneswmeasured either by brand recall or
recognition. There are brands for which buyersehav fairly high degree of brand
acceptability- in other words that most customemild not resist buying. . (Philip kotler:
1997),

Then there are brands that enjoy a high degreeamidbpreference. These are brands that are
selected over the others. Finally brands that comehea high degree of brand loyalty. Few
customers are as brand loyal as O'Reilly hopes Heurstomers will be. Aaker distinguished
five levels of customer attitude toward their bradnain lowest to highest. . (Philip kotler:
1997)

Customers will change brands especially for prezsons. No brand loyalty
Customer is satisfied. No reason to change thedbran

Customer is satisfied and would incur costs by ghanbrand.

Customers value the brand and see it as a friend.

Customer is devoted to the brand.

akrwbdprE

Brand equity is highly related to how many of arlgl& customers are in classes. It is also
related according to Aaker to the degree of braachen recognition, perceived brand
equity, strong mental and emotional associationd ather assets such as patents,
trademarks and channel relationships (Philip koflé87)

Certain companies are basing their growth on actguand building rich brand portfolios.
This company do not normally list brand equity d®it balance sheet because of the
somewhat arbitrariness of the estimate. (for examphe measure of brand equity value is
the price premium the brand commands times theaexifume it moves over what an
average brand would command) (Philip kotler: 1997)

The worlds 10 most valuable brands according to1i9@4 Financial World survey of
brand value are (in rank order): coca cola, Madbdkodak, Microsoft, Budweiser,
Kellogg's, Motorola, Gillette, and Bacardi. (Phikotler: 1997)

High brand equity provides a number of competiidgantages:

* The company will enjoy reduced marketing costs bseaof high level of consumer
brand awareness and loyalty.

* The company will have more trade leverage in baiggiwith distributors and retailers
since customers expect them to carry the brand.

 The company can charge a higher price than its etitops because the brand has
higher perceived quality.



* The company can more easily launch brand exterssime the brand name carries high
credibility.
* The brand offers the company some defense ag&nse forice competition.

A brand name needs to be carefully managed satghatand equity does not depreciate.
This requires maintaining or improving over timat awareness, brand perceived quality
and functionality, positive brand associations, aadn. (Philip kotler: 1997) .These tasks
require continuous R&D investment, skillful adventig, and excellent trade and customer
service. Some companies, such as Canada Dry am&t€oPalmolive, have appointed “
brand equity managers” to guard the brands imagggcaations, and quality- especially
when the brand name is extended over other prodantsto prevent short term tactical
actions by overzealous brand managers from hutti@dprand. (Philip kotler: 1997)

Some analysts see brands as the company’s majorriegdasset. Yet every powerful
brand really represents a set of loyal custometserdfore, the fundamental asset
underlying brand equity is customer equity. Thiggested that that proper focus of
marketing planning is that of extending loyal cuséo lifetime value, with brand

management servings a major marketing tool. (@kotler: 1997)

Unfortunately, many companies have mismanaged gneatest asset- there brands-by not
making an effort to managed brand equity. Swift aocthpany develop separate family
names for its hams and fertilizers. When Mead Johrteveloped a diet supplement for
gaining weight, it cleared a new family name, maént, to avoid confusion with its weight
reducing family products, metrical. Companies of tevent different family names for
different quality lines within the same productssdaf brands —Ann page, sultana and lona
respectively. (Philip kotler: 1997)

. Successful brands are build through creativetigépn of themes in various types of
media. Use of emotions in advertising that appeeatke hearts and minds of the people
results in an emotional relationship with customekscording to ( Aaker ,1991) brand
awareness is the ability of a potential buyer timogmize or recall that a brand is a member
of a certain product category, a link between pobvdiass and brand involved. A brand’s
message is received through a series of filtettsetkiat within each consumer’s life. As
(Keller ,2000) stated that the most successfuldsdeep up with competitors by creating
points of parity in those areas where competitoediging to find an advantage while at

the same time creating points of difference to @shiadvantages over competitors in some
other areas. Itis necessary to develop and imgiétong term integrated communication
strategies demonstrating the brand’s value toafget customers. The message should be
consistent with the brand value, brand personality other brand identity dimension.
Strong brand helps the company in positioning attdreling its brand and have a greater

influence on the customer purchase process.



2.13 Brand Positioning Decision

However well a brand is positioned in a market, tbenpany may have to reposition it
later. A competition may launch a brand next t@@pany’s brand and cut in to its market
share. Or customer preferences may shift leaviegcdmpany’s brand with less demand.
(Philip kotler: 1997). A classic story of successfwand positioning is the seven up
campaign. Seven up was one of several soft drimkgyht primarily by older people
wanted a bland, lemon-flavored drink. Researchcetedd that while a majority of soft-
drink consumers were noncola, they did not prefal ithe time and many other customers
were noncola drinkers. Seven up went for leadershthe noncola market by executing a
brilliant campaign, calling it self the uncola. Tlrampaign featured the uncola as a
youthful and refreshing drink, the one to reachif@tead of cola. Seven up created a new
way for consumers to view the soft drink marketcassisting of colas and uncolas, with
seven up leading the uncolas. It thus repositioseden up as an alternative to the
traditional soft drink, not just another soft drirfRhilip kotler: 1997).

2.14 Brand-Strategy Decision

A company has five choices when it comes to brarategyy. The company can introduce
line extension (existing brand names extended @ sizes, flavors, and so on in the
existing product category), brand extensions (braathes extended to new product
categories), multibrands (new brand names intradlucehe same product category), new
brands (new brand name for new category prodyethilip kotler: 1997).

Line Extension

Line extension occur when a company introducestaddil items in the same product
category under the same brand name, usually with features , such as new flavors ,
forms , colors, added ingredients, package sizelssanon. The vast majority of new
product introductions consists of line extensioasmaich as 89% in the case of grocery
products. The company might be trying to utilizeess manufacturing capacity, meet new
customer needs , match a competitors new offerimgy Jock up more retail shelf
space(Philip kotler: 1997).

Line extensions involve risk and have provoked déeatlebate among marketing
professionals. On the down side, extension may fedtle brand name losing its specific
meaning; Rise and trout call this the line —extemgrap. Today the seller would have to
ask new, classic or cherry coke? Regular or dieme&imes the original brand identity is
so strong that is line extension only serve to esafand don't sell enough to cover their
development and promotion cost. (Philip kotler: 799

However can and often do have a positive side. Tiaene a higher chance of survival than
new products which have an 80%-90% failure ratan&onarketing executives defined
line extension as the best way to build a businkssnany markets the development of



product line extension is a competitive reality.pfoduct categories evolve a company
must continuously adapt its product lines. (PHipler: 1997).

Brand Extension

A company may decide to use an existing brand namkunch a product in a new
category. Amour used its dial brand name to laumetfariety of new products that would
not easily have obtained distribution with out steength of the dial name. Honda uses its
company name to cover such different products as aiitomobiles, motorcycles,
snowbladers, lawnmowers and snowmobiles. This allBwnda to advertise that it can fix
six Hondas in a two car Garage. (Philip kotl€97).

Brand extension strategy offers a number of adgmstaA well-regarded brand name gives
the new product instant recognition and earlieeptance. It enables the company to enter
new product categories more easily. (Philip kotl®97).

Like line extension, brand extension also involiisks. The new product might disappoint
buyers and damage their respect for the comparlyés products. The brand name may be
in appropriate to the new product. Transferringeaisting brand name to a new category
requires great care. Companies that are temptedrsfer their brand name must research
how well the brand’s association fit the new prddiitie best result would occur when the
brand name builds the sales of both the new prodnc the existing product. An
acceptable result would be where the new produist well without affecting the sales of
existing product. The worst result would be whére mew product fails and hurts the sles
of the existing product. (Philip kotler: 1997).

Multibrands

A company will often introduce additional brandstie same product category. There are
various motives for doing ths . sometimes the camgpia trying to establish different
features and/or appeal to different buying motifgesdoing this. Sometimes the company
in herits different brand names each with a logdlofving, in the processe of acquiring
competitors. A major pitfall in introducing multidand entries is that each might obtain only
a small market share, and none maybe particuladjitpble . the company will have
dissipated its resources over several brands ohsiEduilding a few brands to a highly
profitable level. These companies should weed loeitweake brands and establish tighter
screening procedures for choosing new brands. lYdeal company’'s brands should
cannibalize the compeitor’s brands and not eacérottPhilip kotler: 1997).

New Brands

When a company launches products in a new categomay found that none of its
current brand names appropriate. Thus if the tintkecsdes to make toothbrushes , it is not



likely to call them timex toothbrushes. When thegant brand image is not likely to help
the new product , companies are better off createéwg brand names. (Philip kotler: 1997).

In deciding wether to introduce a new brand narhe, manufacturer should consider
several question. Is the venture large enough? Méllproduct last long enough?will the
cost of imprinting a new brand name in the publigisxd. Establishing a new product
name in the US market place for a mass-consumésagad good can cost anywhere from
$50 million to$100 million. (Philip kotler: 1997).

Cobrands

A rising phenomenon is the apperance of cobranfiisp called dual branding)in which
two or more well known brands are combined in daroEach brand sponsor expects that
the other brand name will strengethen brand preéer@r purchase intention . in the case
of co-packaged products, each brand hopes it niighteaching a new audience by
associating with the other brand.cobranding takeargety of forms . one is component
cobranding . another form is same company co bngnaind multiple sponsor cobranding.
(Philip kotler: 1997).



DATA PRESENTATION, ANALYSIS AND INTERPRETANTION

This chapter of the research paper deals with pliesentation analysis and interpretation of the

data gathered from analysis and interpretationhef tespondents through questionnaires and

interviews.

Questionnaires were distributed to customers atadless of Jiva. The questionnaires were given
to 200 respondents however, 174 respondents héwe @ut and returned out of 30 copies of
guestionnaires distributed to retailers 25 respotsdhave filled out and returned. Furthermore,
interview was conducted with the company’s markgtimanager

The data which was gathered through close endestigus are analyzed and presented in tables

and the data which was gathered through open enagestions and interviews are also narrated.

3.1 Analysis of customer Respondents General Characistics

CHAPTER THREE

Table 1: General Characteristics of customer resparents

ltems ltems No. of respondents Percentage (%)
no.

Sex

1 Male 86 44.42
Female 88 50.58
Total 174 100
Age

2 16-25 74 43
26-35 50 29.0
36-45 30 17.0
> 45 20 11.0
Total 174 100

As it is attested in the above table 1 items 10duif74 respondents 86 (49.42%) found to be males

and the rest 88 ( 50.58%) of them are found tcebeafes.




As it is illustrated in the above tablel itemsdut of 174 respondents 74 ( 42.5%) found to be in
the age of between ( 16-25) , 50(29%) found tone age between (26-35) 30 (17%)found to be
in the age between (36-45) and the rest 20 (11f6&6)d to be in the age above 46. This found to

be in the age above 46. This shows that majorigustomers are found in the age group of 16-25.

3.2 Analysis of Major Findings

Table 2: Awareness about Jiva

0

ltems ltems Scale No. of Respondents Percentage (¢
no.
1 | Have you ever heard about Jiwes 44 25.0
soft drink? No 130 75.0
Total 174 100
It your answer is yes from wherdV adv. 18 41.0
2 | did you hear about it Radio adv. - -
News paper 20 45.0
Billboard 6 14.0
Total 44 100

As it is illustrated in the above table 2 itenolif of 174 respondents 44 (25%) responded Yes and

130 (75%) responded No. This implies that majooitycustomers doesn’t have awareness about

Jiva.

As to the means through which the respondents katmout Jiva is illustrated in table 2 items 2,
out of 44 respondents 18 (41%) responded TV ademient 20 (45%) responded News paper and

6 (14%) responded Billboard. This implies majoritly the customers are aware of the product

through Newspaper

Table 3: Jiva's Uniqueness



ltem Item Scale No. of respondents  Percentage
no (%)
Do you think Jiva is UniqueYes 78 45.0
1 among other soft drinks No 46 26.0
| can't 50 29.0
Total 174 100
It your answer is Yes whatFlavor 40 44.4
2 | makes other it unique Price 28 31.1
Packaging 10 11.1
| can’t say 12 13.1
Total 90 100

As it is illustrated in the above table 3 itenolif of 174 respondents 78 (45%) responded Yes, 46
(26%) responded No and 50 (29%) responded | cayt $his indicate that majority of the
customers thinks that Jiva is unique.

As it is attested in the table 3, item2, out of r@8pondents 40 (44.4%) responded flavor, 28 (
31.1%) responded price 10 (11.1%) responded pacgagd 12 (13.1%) responded | can’t say.

Table 4: Influence of Packaging on Sale
ltem Item Scale No.of Percentage
no. respondents (%)
Do you think the packagingYes 58 33.0
1 | has influence on the scale jofo 72 42.0
the sales of the product | can’t say 44 25.0
Total 174 100

As it is illustrated in the above table 4 item Ut of 174 respondents 50% (33%) responded Yes,
72 (42%) No and 44 (25%) responded | can’t say.

Table 5: Jiva well Distributed



ltem Item Scale No. of Respondents Percentage (%)
no.
Do you think that Jiva Yes 52 30.0
is distributed enough | NO 60 34.0
1 | can’'t say 62 36.0
Total 174 100

As to the means through which the respondents thiotkit the distribution of Jiva is illustrated in
table 5, item 1, out of 174 respondents 52 (30%parded Yes, 60 (34%) responded no and 62
(36%) responded | can’t say.

Table 6: Jiva well Promoted

Item ltem Scale No of respondents| Percentage (%)
no.
Strongly Agree 7 4.0
| think Jiva is well| Agree 17 10.0
1 promoted Neutral 20 11.0
Disagree 44 25.0
Strong disagree 86 50.0
Total 174 100
What type off TV adv 58 33.0
2 promotional activities Billboard 48 28.0
would you recommendDiscounts 58 33.0
the company Print adv 10 6.0
Total 174 100

As it is illustrated in the above table 6 itenolif of 174 respondents 7 (4%) responded strongly
agree, 17 (10%) responded Agree, 20 (11%) respeutial 44 (25%) responded disagree and 86
(50%) responded strongly disagree.

Table 6, item 2 shows that out of 174 respondeBt83%) respond TV advertisement discounts
and 10 (6%) responded print advertisement.

Table 7: Jiva produced by Ambo



Item ltem Scale No of respondentg Percentage
no. (%)
Do you know Jiva is Yes 68 39.0
produced by Ambo No 106 61.0
1 Total 174 100
Very Strongly 74 43.0
How likely would you| Strongly 65 37.0
2 | recommend other Neutral 25 14.0
Ambo’s  products tq Poorly 9 5.0
others Very Poorly 1 0.5
Total 174 100

As it is illustrated in the above table 7 itemft of 174 respondents 68 (39%) responded Yes and
106 (61%) responded No. this implies that mora thalf of costumers do not know that Jiva is

produced by Ambo.

Table 7, items 2 illustrated that out of 174 respents 74 (43%) responded very strongly neutral,
9 (5%) responded poorly and 1 ( 0.5%) respondeyl paorly.

Table 8: Like the name Jiva

Item Item Scale No of respondents  Percentage (%
no.

How do you likely the Very Strongly 20 115
1 | name Jiva Strongly 76 44.0
Neutral 32 18.0
Poorly 20 115
Very Poorly 26 15.0
Total 174 100

As to the means through which the respondentsthi@ename Jiva is illustrated in table 8 items 1,
out of 174 respondents 20 (11.5%) responded veonglly , 76 (44%) responded strongly 32
(18%) responded neutral, 20 ( 11.5%) respondedyand 26 ( 15%) responded very poorly.



Table 9: Recommendation to other

Item Item Scale No of respondents  Percentage (%
no.

How likely would you| Very Strongly 19 11.0
1 | recommend Jiva to others| Strongly 20 12.0
Neutral 38 22.0
Poorly 51 29.0
Very Poorly 46 26.0
Total 174 100

Table 9, item 1 illustrated that out of 174 respamtd 19 (11%) responded very strongly 20 (12%)
responded 38 (22%) responded neutral, 51 (29%pneigal poorly and 46 (26%) very poorly.

Table 10: Jiva should be re-launched

Item ltem Scale No of respondenty Percentage(%)
no.
Strongly Agree 68 39.0
Jiva should be re-Agree 84 48.0
1 | launched again Neutral 17 10.0
Disagree 5 3.0
Strongly disagree - -
Total 174 100

As illustrated in the above table 10 item 1 ou# ¥&spondents 68 (39%) responded strongly
Agree, 84 (48%) responded Agree, 17 (10%) respohgerdiral and 5 (3%) responded disagree.

3.3 Customer respondent’s response for the open ezl question

Customer respondents were asked to recommend tipgacry about what to do to make the brand
strong and competing like other brands. And heedlee responses

» To make aggressive promotion until awareness abeutrand can be fully achieved.



* Quality of the product makes the brand popularrst fhake sure that it has high quality.
» Preparing attractive prizes so that customersshift their attention to Jiva.

* Advertising on Tv by selecting a well known armt@pted celebrity

» Participating and sponsoring charity events thataraate a good image.

» Explaining what makes Jiva unique from other brands

3.4 Analysis of Retailers Respondents General Chasteristics

Table 11: Characteristics of Retailers Respondent

Items no. Items Scale No of Respondents  Percenta@é)

1 How long has it beerl-5 yrs 3 12.0
since you are in this6-10 yrs 13 52.0
business 11-15 yrs 4 16.0
>15 yrs 5 20.0

Total 25 100

2 How many shops do 1 14 56.0
you have 2 8 32.0

3 3 12.0

>3 - -
Total 25 100

As it is attested in table 11 item1, out of 25 mwggpents 3 (12%) responded 1-5 years, 13 (52%)
responded 6-10 yrs and 5 (20%) respondents nunfilsop illustrated in table 11, item 2, out of
25 respondents 14 (56%) responded 1, 8 (32% respdhd3 ( 12%) responded

3.5 Analysis of Major Findings
Table 12: Target Market

Item no. ltem Scale No. of Percentage (%)
respondents
Who are your biggest Youngster 14 56.0




market  segment  inMiddle aged 10 40.0
1 buying soft drink Adult 1 4.0
Senior citizen - -
Total 25 100
Were you made aware plYes 3 12
the target market theNo 17 68
2 | company intended | was not in thig 5 20
business
Total 25 100

As it is attested in table 12, item 1, out of 2spondents 14 (56%) responded youngster, 10
(40%) responded middle aged and 1 ( 4%) resgb Adult.

Table 2 item 2 illustrated that out of 25 respondeéh(12%) responded Yes, 17 (68%) responded

no and 5 (20%) responded | was not in this business

Table 13: Why Customers Buy Jiva

Item item Scale No .of Percentage(%)
no respondent
Why do you think| Because they preferit| 3 12.0
customers buy Jiva | Because it is most4 16.0
1 available
When other options arel?7 68.0
not available
Because there are nd 4.0
better option.
Total 25 100

As it is illustrated in the above table 13 itemoiif of 25 respondents 3 ( 12%) responded they
prefer it, 4(16%) responded it is most availabld & 4%) responded when other options are not

available and 1 ( 4%) responded there are no batteons

Table 14: Jiva Well Promoted

Item Item Scale No. of Percentage (%)




no. respondents
Strongly Agree - -
1 |Jivis well promoted Agree 7 28
Neutral 3 12
Disagree 8 32
Strongly disagree 7 28
Total 25 100

As it is attested in the above table 14 item 1afu@5 respondents 7 (28%) responded Agree, 3

(12%) respondents Neutral, 8 (32%) responded disagnd 7 (28%) respondents strongly
disagree.

Table 15: Jiva’s Distribution

ltem Item Scale No. of Percentage (%)
no. respondents
Strongly Agree 10 40
1 | Jivais well promoted | Agree 9 36
Neutral 3 12
Disagree 2 8
Strongly disagree 1 4
Total 25 100

As it is attested in the above table 15 out of &pondents 10(40%) responded Strongly Agree, 9

(36%) responded Agree, 3 (12%) responded NeutrdB%2) responded Disagree and 1 (4%)
responded strongly disagree.

Table 16: Jiva Sales More than Others

Item Item Scale No. of Percentage (%)
no. respondents
Strongly Agree 1 4.0
1 |Jiva has a betterAgree 7 28.0
sales volume thanNeutral 3 12.0




others substitutes

Disagree 13 52.0
Strongly disagree 1 4.0
Total 25 100

As it is illustrated in the above table 16 out &fr2spondents 1(4%) responded Strongly Agree, 9
(36%) responded Agree, 7(28%) responded Neutrdl298f responded disagree and 1 (4%)

responded strongly disagree.

Table 17: Demand of Jiva

Item Item Scale No. of Percentage (%)
no. respondents
Strongly Agree - -
1 |Jiva has highef Agree - -
demand than Neutral 5 20.0
substitutes. Disagree 10 40.0
Strongly disagree 10 40.0
Total 25 100

As table 17 shows out of 25 respondents 5(20%oreded Neutral, 10 (40%) responded disagree

and 10 (40%) responded strongly disagree.

Table 18: Ambo is the Manufacturer

Item

no.

Iltem

Scale

No. of

respondents

Percentage (%)

Strongly Agree

2

8.0




1 | Customers are awa{re\gree 4 16.0
of Jiva is a product of Neutral 6 24.0
Ambo Disagree 9 36.0

Strongly disagree 4 16.0
Total 25 100

Table 18 item 1 illustrated that out of 25 respamtd 2 (8%) responded strongly Agree, 4 ( 16%)

responded Agree, 6 (24%) responded Neutral, 9 (36%ponded disagree and 4 (16%) responded
Strongly disagree

Tablel9: | Prefer Other than Jiva

ltem Item Scale No. of Percentage (%)
no. respondents
Strongly Agree 7 28.0
1 | | prefer bringing other Agree 6 24.0
soft drink than Jiva | Neutral 4 16.0

Disagree 6 24.0

Strongly disagree 2 8.0

Total 25 100

Table 19 item 1 illustrated that out of 25 respamd 7 (28%) responded strongly Agree,

6 (24%) responded Agree, 4 (16%) responded Ne®t(@4%) responded disagree and
1 (8%) responded strongly disagree.

Table 20: The Name Jiva is well known

Item ltem Scale No. of Percentage (%)
no. respondents
Strongly Agree 2 8
1 | Customers are awareAgree 3 12
of the name Jiva Neutral - -
Disagree 9 36




Strongly disagree

11

44

Total

25

100

As it is illustrated in the above table 20 out &frespondents 2 (8%) responded Strongly Agree, 3
(12%) responded Agree, 9(36%) responded stronghgdee 11 (44%) responded Strong disagree.

Table 21: Sales Volume of Jiva is higher than Ambe’Product

ltem Item Scale No. of Percentage (%)
no. respondents
Strongly Agree - -
1 | Jiva sales more thanAgree 3 12
the rest of Ambo’s Neutral 5 20.0
product Disagree 11 44
Strongly disagree 6 24
Total 25 100

As it is attested in the above table 21 out of @§pondents 3 (12%) responded Agree, 5(20%)

responded Neutral, 11 (44%) responded Disaamdes (24%) responded Strong disagree.

3.5The research findings from interview

1. Do you have a separate section with in the ntiaudkelepartment who is in charge of brand
management?
No we don’t. Marketing staffs are in charge of nging brands.
2. What is the position of Jiva as compared to cetitqrs?
As the product is new we can not say thatstdnhaig market share.



3. What kind of promotion are you using?

We are using advertisement as a promotional toblickVare ATL and BTL. ATL(above the line)
means by making physical contact with the custoamer BTL(below the line) by promoting on
TV, radio and posters.

4. Do you evaluate the out come of promotion?

It takes time to make customers so fast but wergireg to evaluate it.

5. Do you think Jiva is promoted well?

No and that’s why we are planning to launch thedpob again.



CHAPTER FOUR
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

4.1 Summary of the major findings

* Majority of retailers (52%) has been in this bussér about 6-10 years.

» Concerning number of shops majority of retaile%$ have 1 shop.

» Majority of customer respondents (75%) have no aness about the name Jiva.

» Concerning promotion majority of customer responsl€i@5%) indicate that Jiva is not
well promoted.

* Majority of customer respondents (66%) recommertiedcompany to use discounts and
TV advertisement.

* Majority of retailer respondents (68%) said thastomers buy Jiva when other options are
not available

» Concerning demand majority of retailer respond€B@8s) it has lower demand than other
substitutes.

» Concerning promotion majority of retailer responde32%) indicate that Jiva is not well
promoted.

* Majority of retailer respondents (80%) implies tbastomer have no awareness about Jiva

» 88% of retailer respondent agreed that other prisdafcAmbo have high demand and sales
volume than Jiva.

* Majority of retailers respondents (53%) impliesttbastomers have no awareness about
Jiva is produced by Ambo.

» Majority of retailer respondents (52%) prefer bimggother soft drink than Jiva.

* As the marketing manager responded the company mloebave a separate section in
charge of brand management.

» Concerning brand survey the marketing manager nelgzbthat they only take once in a
year.

» Concerning promotion the manager responded thgtdba't think that the promotion is

enough and that's why they are planning to lauhehproduct again



4.2 Conclusions

As it is discovered in the research findings theelef customer awareness about Jiva is
very low. All of the respondents agreed that Jssaat well promoted. This shows that the
promotion that has been used is not effective aodigh.

According to the research findings customers only biva when other options are not
available. This indicates that Jiva has no markatesdue to poor management of brand.
As the research findings indicate that majorityrethilers prefer not to have Jiva in their
stores because the demand is very low. This imghigsJiva is being a

As the research findings indicate customers recaminige company to use discounts and
TV advertisement so as to make awareness andtgitimspective customers. This shows
that through promotion the brand can be competiing can gain a market share of its
own.

As it is discovered in the research findings Ambddamous and have a positive image in
almost all of respondents and they like other pctelproduced by Ambo. This implies
that if Jiva were endorsed by Ambo it would haverbeasy to promote, gain acceptance
and build the brand stronger as competitors.

As it is shown in the research findings the compdaogs not have a section that is in
control of brand management and do not make bramdeg. This shows that poor
management of brands will lead to a complete failbecause a brand is an asset of a
company which determines tomorrow’s success. Cdimdusurvey shows us where we

are standing now and shows us where the gap lies.

4.3 Recommendations

Successful brands are built through creative rgpetiof promotion in various types of
media. It is necessary for the company to develogp implement long term integrated
communication strategies demonstrating the braradsevto the target customers. The
message should be consistent with the brand vpkmspnality and other branch identity

dimension.



Strategically positioning the brand in the mindstlué target audience, the company can
build a strong identity of personality of the brand

Businesses the continuously assess and monitarkfed’s identity gain a good overall
perspective on how successful a brand is. The coyphould assess where their brand
stands.

Strong brand helps the company in positioning atdreling its brand and have a greater
influence on the customer purchase process. Theaoynshould build the brand so as to

gain long term success.
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St. Mary’s University
Faculty of Business
Department of Marketing Management
Interview questions of for Marketing Manager of Ambo Mineral Water

I am a prospective graduate student at St. Mary’s University in the department
of Marketing Management. I am working my senior research on the practice of
branding in your company with reference to Jiva Soft drink. The information
that you are going to provide will be treated as confidential and used only for the

research purpose.

1) Do you have a separate section within the Marketing Department who is
in charge of brand management?

2) What is the position of Jiva as compared to competitors?

3) What is its relative market share?

4) Do you undertake a brand survey for your products?

5) What kind of promotional tools do you use to make awareness about the
brand?

6) Did you/Your department promote Jiva enough?

7) Did you evaluate the out come of the promotion?



pEef T'AU >y'c=+
u="e 6;jM+
TY?2+°0 T'@iS’s fUI'f j6M
KO“f KIS[O< c~ 3%T>VL

A1 SOAp 3]20E- upEef T'AU s>y'c=+ %SU[h »Sf %T'Y2£’0 T'@IS”f IT] ¢J” >LT-U KSS[mA Q“f
S[i KScwew ’-:: %4SOAl 2 LT wlx -H E'if -e@ YT>S[~f U'x -e@ »"& eKJ- ui=z KeLd SOQ 2<]A "-: ©“-
S<K< uS<K< fUI' © 'z % 'f ULi u@“~ LA Y6]— OKT@ eKT>+[- fjjK—-" SMe uSeOf Alvu\": -E N>22-
-}~ A1” SOAp KSS<Lf 6nA— eK)'< upET>A YMw »ScO“KG<::

Tdeu=A:-

- u2=1 SOAp el Si5 »edLN> >AAKU
- K@Ao- T SMf £i;M %T>K<f” SMe sONu< vK- vE x 32X "AU v UM;f AE'N<:

%SLi G<@

Lo
G. c?f
K. E
2. ET@
G16-25 [ N.36-45 [
K 26-35 [ ] S.Y 45 ulA ]
Yo O %}AA2< BAo~
3. eK KeLd SOU« c=Aeu< uSES]A "A > Ua 3%T>SO<f" eVc upEU JYIM AekUO<

G. N.
K. S.
4. eK i=z %4Keld SOQ cU}- A-nK<;
G. »-nKG<
e
5. KOAo 10" 4 SMe= G< Y) Y34f - 34cS<f;
G. Te 'mA ‘T:T“:lﬁ N. Yu?jew ]
K. YOA™S ] S. YKzL
6. I=z3Ux -G U'f "A) A-nKs;
G. »-nKG< ]
K. sL-pU ]
7. =z uA"w }a—.sM wK= AevK<;
G.revKG<  [_] N. U”U TKf sMMU ]
[

] 1]



K. s>LewlU
8. =z YK?KA: KeLd SOU« M; "~ wK~ AevKs<;

G. »evKG< N. U"U TK§f sMMU
K. s>Lewl

9. KQAo 10" 8 sevKG< Y SMe- ull's;
G. uxl N. wethgO
K. u?0 S. u”U TKf sM<MU

10. 3welhgN< G<@ uiAl LA }& + K- wK- AevKs;
G. sevKG< N. U”U TKf sMMU
K. s>Lewl

. Bi- WA f %Te "mA e~ ”C=0OkU AS;"K<;

G. %+y= Te "mA=" N. p“i
K. u=Mx'E S. K7L
12. Bi-U~" ”AC=e SES' sKuf wK- AevKs;
G. »evKG< N. U”U TKf sMMU
K. s>LewlU
13. Bl~- U~ uum G<@ ;Y66LDM wK- AevK<;
G. »evKG< N. U”U TKf sMMU
K. s>LewlU
14. ET- U'~" YSES\ udf eKNuA JNu= 0“f ;E'OM wK- AevK<;
G. >evKG< N. U”U TKf >MMU
K. sLewlU
15. eK i=z KK?KA« U” wK- A“N K<;
G. 0\ L1 N. p}— ]
K. S"YK— 1 S. U"U TKf sM«MU
16. U” AIM =z 34T>K-" el "A- M;
G. 10 uxu L1 N. S"YK— L1
KuwU [ ] S. 'p}— L]

17. KET- U~ 1'CCl“ 07" KTE[O %T>cO<f se}Asas

St. Mary’s University
Faculty of Business
Department of Marketing Management

Questionnaire to be filled by those selected for the study.



This questionnaire is prepared by a student researcher, prospective graduate of
2014 in the field of Marketing Management. This questionnaire is prepared to
measure the branding practice of Ambo Mineral Water S.C. The response
provided by the respondents only used for academic purpose. You are invited

respectfully to provide genuine answer for each question.
Thank you in advance for your cooperation
Note:

- No need to write your name

- PutJ/ or xon your answer
Personal profile

1) Sex
A. Male O

B. Female o

2) Age
A.16-25 O C. 36-45 O
B.26-35 O D above 45 O

Questions related with the study.

3) When you think of soft drinks, which brands comes to your mind (list them
interms of their priority)
A. C.
B. D.

4) Have you ever heard about Jiva Soft drink?

A. YesO

B. No O

5) If your answer is yes for question number 5 from where did you hear about

it(circle your answer/s)

A. Advertisement O C. From family O



6)

7)

8)

B. From friends O D. other (please specify)

Do you know that Jiva is produced by Ambo?

A. Yes [

B. NoO

Do you think Jiva is unique among other soft drinks?

A. Yes O

B. NoO

If your answer is “yes” for question number 7 please mention how unique the

brand of Jiva from other competing brands.

9)

If Jiva is not available what will you do? How likely would you recommend

Jiva to others.

10)

11)

12)

A. 1 will wait. O

B.1 will switch to another brand O
How likely would you recommend Jiva to others?

A. Very stronglyd D. Poorly O
B.strongly O E. Very poorly O

C.neutral O

Do you think Jiva is promoted well?

A. Yes O

B.No O

What type of promotional activities would you recommend the company to

use?

A. TV advertising O D. Print advertisement O



B. Billboard O E. Other (Please specify)

C. Discounts O

13) What did you suggest that ambo Mineral Water should do to make the

brand Jiva strong?
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