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Abstract

The study was conducted in St. George Beer Faduintgco Addis Ababa, Ethiopia from
February 19, 2014 to May 19 to assess the praatibeanding in the company. Descriptive type
of the study method was used, through collectiodadd by non- probability sampling from the
customers of the company. A total of 188 custoraasa marketing manager of the company
were involved in the study as a respondent. Framdtal of 188 respondents, 114(61%) of them
rated company’s effort to create brand awareneSs.dbeorge beer to the public as it is low,
71(38%) of the respondents rated as moderate éoedbation How good is the brand design of
St. George compared to competitors. 101(54%) caedithat St. George’s brand is unique
among other beer brands as negative. Among thedsi8mer respondents, 102(54%) of
respondents believed that the name St. Georgethay®wer to capture customers preference.
Finally, those 113(60%) respondents out of thd fmipulation did not conceder themselves as
the company’s loyal customers. As the result indidahat the practice of branding in St. George
Beer factory is in a good condition even if there some problems in the department of the
marketing management on their branding strateggréfbre, series decision is required to
observe and identify those problems and appropmgigsures should be taken to reduce the risk

and uncertainty which can be occurred in theseoreas

Key words:- St. George Beer Factory, practice of brandimdixjco Addis Ababa, Ethiopia
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CHAPTER ONE
INTRODUCTION

1.1. Background of the Study

Brand name, term, sign, symbol, or a combinatiorthelse intends to identify the goods or

services of one seller or group of sellers anditizréntiate them from those of competitors.

Customers view brand as an important part of aymand branding can add value to product
(Armstrong; 2006: 549). Moreover, according to fapr, (2008; 13) since a brand is a name
with the power to influence the market, its powecreases as more people know it, are
convinced by it and trust it. A brand is a sharesihble and exclusive idea embodied in
products, services, places, and/or experiencesmiine this idea is shared by a large number of

people the more power the brand has.

Brands provide products with value beyond justrtienctional benefits. Brands provide a
company with possibilities to differentiate froms itompetition and enhance positioning
possibilities. With the right positioning, compasiean establish certain brand associations and
knowledge structures in the minds of consumers. 3hecess in securing a large market
therefore all lies on the consumer’s perceptiorbr@inds and how companies can build brand

equity based on the customers’ perception (Kele@4: 45)

St. George Brewery was first established in 1915 By a German Company according to some
sources the company was owned by Mussie Dawit whe Belgian who later sold it to a

German company and after six years later an Etwmomgiompany took over it. St. George
Brewery continued to grow in the early 1970’s thieviery was in good shape in terms of its
machineries, physical buildings, vehicles, marlgtiretwork, etc. in 1974 the brewery was
nationalized. Even though this created some olestaitle brewery pulled through with some
improvements particularly with regard to manpowerelopment and betterment in workers
engagement. On the other hand the brewery wasigd¢ke finance it needed to introduce new

technologies that came in the 1970’s.



1.2. Statement of the Problem

Brands are important assets of firms. They servaagers for a company’s offering and reflect
the complete experience a user has with a prodinis. implies that brands provide products
with value beyond their just their functional behefhey provide a company with posibilitis to

differentiate from its competition and enhance posing possibilities (Keller; 2006: 142).

According to Kotler, (2006; 549) there are six enig’s for choosing brand element this are:
memeorability: easily recognized and easily regakaningfulness: it has to be descriptive and
persuasive, likability: fun and interesting, readlual and verbal imagery, and aesthetically
pleasing, the fourth criteria is transferability:ithin across product categories, across
geographical boundaries, culture and religion. Tifte criteria is adaptability: it has to be
flexible and updatable, and the last criteria ist@ctability: either legally or competitively a

brand should have the power to stay in the market.

The student researcher is initiated to identify pheblem associated with the branding practice
of St. George Beer Factory; based on preliminaigeokation the company’s branding strategy
give due attention to other things than the mostigehings in choosing brand element; such as
meaningfulness, likability, and transferability. Asnentioned above transferability is the brand
need to be across product categories, across gencphboundaries, culture, and religion. So
when we come to the case company it uses the nan@e8rge as a brand name it is not across
religion, it is not meaningful related with the gt and from my perspective though the

company is facing no problem, its likeability fraeligious person’s perspective is questionable.



1.3. Basic Research Questions

1. What does the branding strategies of the compavkslbke?
2. What are the problems that affect the brandindesgsaof St. George Beer Factory?

3. How does the company evaluate the effectiveneis bfanding strategy?
1.4. Objective of the Study
This part of the study covers the general and Spexbjectives.
1.4.1. General Objective
The general objective of the study is to asses®tanding strategy of St. George Beer Factory.
1.4.2. Specific Objectives
The student researcher will try to achieve theofeihg specific objectives:

» To indicate the branding strategy of the company.
» To identify factors that affect branding stratedyh® company.
» To point out methods of evaluation on the effectess of the branding strategy of the

company.
1.5. Significance of the Study

Under taking this kind of study is very vital foiffdrent beneficiaries. The beneficiary of this
study can be useful Company itself, to apply theeame of the study to its effectiveness. Most
of all this study is also useful to the studenptactice the theoretical since in a practical manne
It can also serves as a reference for the one wharalertaking the same topic or related fields.

This study is also significant to others who wantihderstand and know about social marketing.
1.6. Delimitation of the Study

The study is delimited to the branding strategnfGeorge Beer Factory. Because the company
has different branches across the country reaamiogt of them is difficult. Due to this reason
the study is delimited on the head office foundAeidis Ababa around Mexico. Similarly the
student researcher review the past three yearde(8bpr2010-May2014) branding strategy of

the company in order to have a reliable data.



1.7. Research Design Methodology

1.7.1. Research Design

As mentioned earlier, the general objective ofghaly is to assess the branding strategy of St.
George Beer Factory in order to achieve this objedhe student researcher used descriptive
research method because it helps to answer tharcbsquestion and to assess, identify, and

describe the branding strategy of St. George BaetoFy.
1.7.2. Population and Sampling Technique

The target population of the study is the MarketiMgnager of St. George Beer Factory and
customers of the company. In reference to Malhstf2007: 239) a sample size of 200 numbers
of respondents were considered to represent thternass of the company. It is wide to cover

the whole population. Therefore, the student researused non-probability sampling approach,
specifically convenient (Accidental) sampling tecjug by using those customers available in a

certain specific time and place.
1.7.3. Types of Data collected

The student researcher use both primary and secpr#da. The primary data collected
from customers and head of the company’s MarkeNeapager. The secondary data has

been gathered from reference books, internet, aedqgus researches.
1.7.4 Methods of Data Collection

Questionnaires were distributed to customers coimtgiboth open and ended questions. The
student researcher conducts an interview as on@sn&gfaqualitative data collection to obtain
more information in greater depth. Thus, structurgdrviews, unstructured and non- directive

interviews were used as per requirement of thearekequestion the study aims to answer.

The researcher used interview as one means oftajiadi data collection to obtain more
information in greater depth. Secondary data welkec from the company’s advertisement
website, company annual, reports, journals, bodkerature reviews from much more

experienced countries on the particular field dreddthers.



1.7.5 Data Analysis Method

The student researcher used both qualitative arshtijative data analysis techniques. The
responses that are collected from questionnaires agralyzed by quantitative approach,
tabulation of the results shows the number of respe to each question and percentage of
respondents who gives each possible response mutstions, and responses that are obtained

through interview are narrated qualitatively.

1.8. Limitation of the study

There were some actors that affected the studybaotontinued as expected. Among these

factors the following are mentioned.
» Questionnaires were not fully returned
» Some of the customers were not willing to fill quesnaires
» some of the questioners were filled negligently amde not fully returned

» some open ended questioners were not sufficiendyared

1.9. Organization of the Study

This study is organized in four chapters; the folsaipter gives introduction which includes
background of the study, statement of the probleasic research question, and objective
of the study, significance of the study, delimitatiof the study, research design, and
methodology and organization of the study. The mdcchapter deals with review of

related literature. The third chapter incorporatdata presentation, analysis, and
interpretation. Finally, the summary, conclusiomsl aecommendations are presented on

the fourth chapter.



CHAPTER TWO
RELATED LITERATURE REVIEW

2.1 Overview of Brand and Branding

Brand has been in use since the medieval timesbfdad’ means literally to burn a mark on
something; the word comes from the Scandinaviandwimr burning which is ‘brunna’
(Woubishet; 2009: 45)

According to the American Marketing Associatiorhrand is a name, term, sign, or symbol or a
combination of all of them intended to identify theods and services of one seller or group of

sellers and to differentiate them from those oto#ellers.

Some brands are supported by logos, for exampl& K& (V) and the prancing horse of
Ferrari. By developing an individual identity, bdamg permits customers to develop
associations with the brand (e.g. Prestige, ecoh@ng eases the purchase decision. Branding
affects perceptions since it is well known thatlmd product testing consumers often fail to
distinguish between brands in each product cate(ayid; 2001:229).

Branding enables products to differentiate theneselirom other competitive products, even
though there is no tangible difference betweenptfeelucts. That is why customers can’t often
distinguish between products from each other ondbtesting as mentioned earlier (David;
2001:134).

Brands are important assets to firms as they ssesvaakers for what the company has to offer to
its customers; it also signifies the experiencd th@ustomer will have when purchasing the
product. Brand therefore, should be given a comalile amount of attention. If it is not carried

out properly, it will have an immense effect on teputation of the company and so much more.

Brands provide products with value beyond justrthienctional benefits. Brands provide a

company with possibilities to differentiate froms itompetition and enhance positioning



possibilities. With the right positioning, compasiean establish certain brand associations and
knowledge structures in the minds of consumerstioeess in securing a large market therefore
all lies on the consumer’s perception of brandslams companies can build brand equity based

on the customers’ perception (Keller; 2004: 45).
2.1.1 Brand Equity

Brand equity is a concept that emerged in the 198@s believed to be one of the most popular
and potentially important marketing concepts. lves as a tool to interpret the potential effects
of various brand strategies. It stresses the irapod of the role of the brand in marketing

strategies.

Brand equity has been defined by various institares individuals in various ways. According
to Aaker, (2003; 234) brand equity is a set of drassets and liabilities linked to a brand, its
name and symbol that add to or subtract from theevprovided by a product or service to a

firm and/or to that firm’s customers.

The underlying assumption behind the brand equtcept is that ‘the power of a brand lies in
what resides in the minds of customers’. Money spamarketing activities should therefore be
considered as investment; because it influencepéheeption of consumers. The perception of
consumers is derived from past experiences theg had from the particular products and the
knowledge they have acquired from those experientherefore; the true value and future

prospects of a brand rest with customers and kinewledge about the brand.

The sources of brand equity are discussed in tregpgphs below.
2.1.1.1 Brand Awareness

Brand awareness consists of brand recall perforsmand brand recognition. Brand recognition
relates to consumers ability to confirm prior exyesto the brand when given the brand as a
cue. Brand recall relates to consumers’ abilityetimieve the brand from memory when given the
product category, the needs fulfilled by the catggo usage situation as a cue brand awareness
is of critical importance since customers will monsider your brand if they are not aware of it
(Keller; 2004: 67).



2.1.1.2 Brand Salience

Achieving the right brand identity involves creatifbrand salience with customers. Brand
salience relates to aspects of the awareness diréimel. For example; how often and easily the
brand is evoked under various situations or cir¢éante; to what extent the brand is top of mind
and easily recalled or reorganized; what kinds wéscor reminders are necessary? How
pervasive is the brand awareness? Achieving th# bgand identity involves creating brand

salience with customers (Keller; 2004: 76).

A highly salient brand is one that has both defthrand awareness- the likelihood that a brand
element will come to mind and the ease with whiatoes, and thbreadth of brand awareness-
the range of purchase and usage in which the becanges to mind. Brand salience is an

important first step in building brand equity, lisiusually not sufficient (Keller; 2004: 84).
2.1.1.3 Brand meaning/ image of the brand

There are also other factors that customers cansids as brand meaning. Brand meaning is of

two types:
A. Brand Performance

A product that satisfies the customer’s needs aatsvis necessary for successful market. The

product’s performance helps in building brand eguit

Brand performance relates to the ways in which pheduct or service attempts to meet
customers’ more functional needs. The specificquarénce attributes and benefits making up
functionality will vary widely. However, there afie important types of attributes that underlie

brand performance (Keller; 2004: 82).
1. Primary ingredients and supplementary features

2. Product reliability, durability and service ability

w

. Service effectiveness, efficiency and empathy
4. Style and design

5. Price



B. Brand Imagery

Brand imagery deals with the extrinsic propertiethe product or service, including the ways in
which the brand attempts to meet customers’ psycficdl or social needs. It refers to intangible
aspects of the brand. The following categoriestEhighlighted (Keller; 2004: 83);

1. User profiles
2. Purchase and user situations
3. Personality and values

4. History, heritage and experiences
2.1.1.4 Brand Judgments

Brand judgments focus on customers’ personal opsiand evaluations with regard to the
brand. Brand judgments involve how customers pgetteer all the different performance and
imagery associations of the brand to form differkimds of opinions. In terms of creating a
strong brand four types summary brand judgments gadicularly important: Quality,
Credibility, Consideration and Superiority (Kell@Q04: 88).

2.1.1.5 Brand Feelings

Brand feelings are customers’ emotional responsds@actions with respect to the brand. The
feelings can be intense or mild or can be postiiveegative. Warmth, fun, excitement, security,
social approval, and self respect are six impottigoe s of brand building feelings the first three
types are experiential and immediate, increasintgvel of intensity. The latter three types of
feelings are private and enduring increasing inlekrel of gravity. Brand judgments and feelings
can only favorably affect consumer behavior if aonss internalize or think of positive

responses in their encounters with the brand (Ke&l@04: 90).



2.1.1.6 Brand Resonance

The final source of brand equity the paper will thscussing is brand resonance. Brand
resonance refers to the nature of the relationghap the customer has with a brand and the
extent to which customers feel that they are ircsyith the brand. It is characterized in terms of
intensity or the depth of the psychological borat the customers have with the brand as well as

the level of activity engendered by this loyalty.
2.2 Factors Affecting Consumer Behavior

Consumers are individuals who buy products or sesvior personal consumption the behavior
of consumers needs to be understood in order kp duhsp the reason behind the purchases of

consumers: how and why they purchase the way tb€{pdvid; 2001: 60).
2.2.1 Consumers’ Behavior

Often times, consumers buy individually but somesnthe decision making process can be
made by a group. In such a situation, a numbemndividuals may interact to influence the
purchase decision each individual that is parhefdecision making group may assume different
roles (David; 2001: 62). These roles are:

a. Initiator - the person who begins the process of consideaingurchase.

Information may be gathered by this person.

b. Influencer- the person who attempts to persuade others in gtioeip
concerning the outcome of the decision. Influencéypically gather

information and attempt to impose their choiceetid@ on the decision.

c. Decider- the individual with the power and/or financialtlaority to make the
ultimate choice regarding which product to buy.

d. Buyer- the person who conducts the transaction. Therbalés the supplier,

visits the store, makes the payment and effectsaiyl

e. User-— the actual consumer/user of the product.

10



2.2.2 Influences on consumer behavior

Not all purchasing decisions go through the saneésibe making process. There are different
factors that influence the decision making procelss, buying centre and choice criteria in
consumer behavior. These factors can be classified three groups; the buying situation,

personal influences and social influences (Jol@]1: 71).
A. The Buying Situation

According to David Jobber, three types of buyirtgagions can be identified; extended problem

solving, limited problem solving and habitual pretnl solving.

1. Extended problem solving-It involves a high degree of information searchd amose
examination of alternative solutions using manyiclccriteria. It is commonly seen in the
purchase of cars, video and audio equipment, houmes$ expensive clothing where it is
important to make the right choice. Informationrsbaand evaluation may focus not only on
which brand/model to buy but also where to makeptivehase. (David; 2001: 72).

2. Limited problem solving- According to David Jobber, many consumers purcfakato the
limited problem-solving category. The consumer Ilsasne experience with the product in
guestion so that information search may be maimigrnal through memory. However, a certain
amount of external search and evaluation may téeee.g. checking price) before purchase is

made.

3. Habitual problem solving —habitual problem solving occurs when a consumeeatgully
buys the same product with little or no evaluatddralternatives. The consumer may recall the

satisfaction gained by purchasing a brand and aatioally buy it again.
B. Personal Influences

According to Jobber, there are six personal infbl@snon consumer behavior: information
processing, motivation, beliefs and attitudes, @eaty, lifestyle and lifecycle. Each of them

will be discussed in the following paragraphs.

1. Information processing refers to the process by which a stimulus isiveck interpreted,
stored in memory and later retrieved. Accordingdbber, (2001: 74) there are two key aspects

of information processing which are, perception éaning. Jobber defines perception as a

11



complex process by which people select organize iatetpret sensory stimulation into a
meaningful picture of the world. And he definesrieéag as any change in the content or

organization of long-term memory and is the restiibhformation processing.

2. Motivation- a set of factors that derives consumers to aatgertain way can be considered

as motivation.

The basic process involves needs (deprivationd) 46 drives in motion (deprivations with
direction) to accomplish goals (anything which abges a need and reduces a drive (Jobber;
2001: 78).

According to Abraham Maslow, (2003; 43), motives ¢t grouped into five categories. These

categories are:
Physiological-the fundamentals of survival e.g. hunger, thirst
Safety —protection from the unpredictable happeningsfe k.g. accidents, ill health

Belongingness and love striving to be accepted by those to whom we feedecand to be an

important person to them.

Esteem and status striving to achieve a high standing relative tbestpeople; a desire for

prestige and high reputation.

Self actualization —the desire for self-fulfillment in achieving whane is capable of for one’s

own sake.

Beliefs and Attitudes A belief is a thought that a person holds abomething (Jobber; 2001:
78). In a marketing context, it s a thought aboytr@duct or service on one or more choice

criteria.

According to Jobber, an attitude is an overall fatate or unfavorable evaluation of a product or
service. The consequence of a set of beliefs may jpesitive or negative attitude towards the

product or service.

Personality- personality is the inner psychological charasters of individuals that lead to
consistent responses to their environment. A persoay tend to be warm/cold,
dominant/subservient, introvert/extrovert, sociébleer, adaptable/ inflexible,

competitive/cooperative etc (Jobber; 2001: 78).
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According to David Jobber, the concept of perstyal also relevant to brands. Brand
personality is their characterization as perceivgadonsumers. Brands may be characterized as

‘for young people’, ‘for winners’ or ‘intelligent’.

Life Style —life style refers to the pattern of living as exgsed in a person’s activities, interests
and opinions (Jobber, 2001: 78).

Life Cycle- life cycle refers to the different stages thabgle go through in life. People at
different stages in their life cycle behave diffethg. Consumer behavior is largely affected by
life cycle because disposable income and purclegeérements may vary according to life cycle
stage (Jobber, 2001: 78).

C. Social Influences

According to David Jobber, there are different abanfluences that affect the behavior of

consumers. These are:

a. Culture — culture refers to traditions, taboos, values laasic attitudes of the whole
society within which an individual lives (JobbeQ@: 79) If a certain consumer
behavior is frowned upon or if it is not acceptallee consumers will restrain

themselves from behaving that way.

b. Social Class social class has been regarded as an importgerhtdaant of consumer
behavior for many years (Jobber; 2001: 80). Nowadmgial class is being criticized
because it is believed that it fails to relate iffedences in disposable income among

the different social classes.

Social class as a predictive measure of consumgpliiferences is not dead but can

usefully be supplemented by other measures sulife asage and life cycle.

c. Geo-demographics according to David Jobber, (2004; 204), an a#itve method
of classifying consumers is based upon their ggagcaocation and this analysis is
called geo-demographics. Consumers are grouped gatedemographic clusters
based upon such information as type of accommadatoar ownership, age,

occupation, number and age of children and etha&dpround.

d. Reference Groups— the term reference group is used to indicateoapgof people
that influence an individual's attitude or behavipavid; 2001: 80). This group may
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consist family, a group of friends or work colleaguOften times, consumers choose

a brand or model based on what they perceive a&ptatde to their reference groups.
2.2.3 Types of Goods

There are three types of goods. These are:

a) Convenience Goods — these are the type of gootisuthdought frequently with no

effort of information search and with relativelylgrices.

b) Shopping Goods — these are the type of goods tkabaught infrequently which
require moderate effort in selecting what is b&bey have relatively high prices as

well.

c) Specialty Goods —these types of goods are purcleak#dnore infrequently and they

need maximum effort of information search and taeyalso very expensive.
2.3 Brand Sensitivity

One aspect that has not been given attentionticarsd sensitivity, which is an important factor

to account for. If consumers are relatively insewsito marketing efforts or brands for that

matter, less brand equity will be generated ansltieee brand loyalty will be created. This would

diminish the aforementioned advantages of brandssatherefore useful to research. Of course,
consumers might still repeatedly buy a certain tyéut without a high level of brand sensitivity

this would only be purchase inertia (Odin, 2001)254

In the case of purchase inertia, the consumertisiole to distinguish between brands and does
not perceive any important differences between dsaRepeat purchases would be caused by
habitual buying or environmental constraints likequct assortment. Only under the condition

of strong brand sensitivity a consumer is saidgdiand loyal.

This is supported by Amine, (1998: 231), who recogs brand sensitivity as a direct antecedent
of brand loyalty and defines it as a psychologiw@lable describing the consumers’ tendency to
use brand information as a determining criteriomhi& choice process. Amine states that highly
involved consumers with strong brand sensitivitg Bkely to be brand loyal. This shows the
importance of brand sensitivity in the context cdrid loyalty.
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According to (Amine, 1998:187) building brand séingly can be seen as the extent to which a
consumer takes the actual brand image into coraidarin the purchase decision process. This
is consistent with (Kapferer, 1992: 675) who deflmand sensitivity as the importance of a

brand when choosing a product.

Brand sensitivity is a crucial concept in the cantef brand loyalty, which in turn is of great

importance to companies due to the competitive reidhgges provided by a loyal customer base.

Brand sensitivity therefore is the central conceptthis thesis. We will try to explain this
psychological variable by researching the undegy@xplanatory variables; this should make

clear why some persons are more sensitive to bithadsothers.

In line with Amine (1998: 219), Robitaille (2003:42) also see brand sensitivity as a
psychological construct that refers to the buyedecision-making process. According to
Lachanceet al., being brand sensitive means that brands play ngportant role in the

psychological process that precedes the buyingrait.means that through brand sensitivity one
could identify the underlying intrinsic motivatioof consumers to buy a certain brand - the

underlying explanatory variables that together iheitee a person’s brand sensitivity.
2.3.1 Involvement

According to Lachance, (2003; 1998) One of thediactnost directly related to brand sensitivity
is consumer involvement in a product category Imepient refers to the extent to which the
product category is motivating for the consumeingenore involved means that consumers are
motivated to willingly search for and actively pess product related information (Warrington
and Shim, 2000). This leads to more time and eBpednt in search related activities, greater
perceived differences in product attributes andegtablishment of brand preferences. This is in
line with Laurent and (Kapferer, 1985:54) who arghat the extensiveness of consumers’

purchase decision processes will differ dependmtheir level of involvement.

Amine, (1998: 422) comments that perceived diffeesn between brands depend on the
consumers’ familiarity with the product categoryighl involvement in a product category

enables consumers to identify more subtle diffegsnoetween brands in both functional and
psychological attributes, leading to higher funcéih experiential and symbolic benefits (Keller,

1993: 131).
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According to (Shim, 2000:184), product involvemerturs when a product category is related
to a person’s centrally held values and self-concCBEpe authors distinguish between situational
and enduring involvement, with the difference beihgt situational involvement refers to the
use of a product in a specific situation, while @muy involvement is related to the consumers’
centrally held values across all purchase occasiditsnately, Warrington and Shim follow
Zaichkowsky, (1985; 259) in defining product invelaent as the perceived relevance of a

product class based on the consumers’ inherensneddrests and values.

The relevance of a product category is based osurners’ needs, interests, and values. This
implies that a highly involved consumer will intsigally engage in a more extensive purchase
decision process, which in turn will increase tleecpived difference between brands, making
the consumer more brands sensitive. This is supgdry (Zaichkowsky; 1985: 401) who argues
that the perceived differences between brands,tdu@gh involvement, cause consumers to

prefer one brand over another.
2.3.2 Perceived risk

Buying a product brings a certain amount of riskoiPto the purchase, one cannot know if the

product will perform as expected. Perceived riskstrefers to the risks associated with making a
poor brand choice (Walker, 2001:211) and can batedlto performance, financials, or social

aspects (Ailawadi, 2003:362).

Buying a well-known brand may decrease uncertaanty post-purchase dissonance. (Ailawadi,
2003:314) supports this and states that it is teesp to buy a well-known alternative.

(Gounaris, 2004:611) state that this is especiailg for high valued and high involvement
goods. This is logical given that perceived risksiets of the probability of making a wrong
choice and the importance of the negative consegserof this wrong choice (Amine,

1998:224).

Naturally, these consequences are higher for hajbhed products or if a consumer is highly
involved in the product category. The value asgigioeproducts and brands is directly related to
perceived risk. (Ailawadi, 2003:162) state that pleeceived risk in a certain product category is
linked to the value that consumers give to a brdnaesus an unbranded product.
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In categories with high perceived risk, consumessigm higher values to well-known brands.
Along with the argument that brands in categoriégh greater perceived risk should have higher
brand equity, this implies that in categories wgtleater perceived risk, consumers tend to be

more sensitive to brands (Ailawadi, 2003:245).

(Venkatesan, 1968:211) argue that consumers relyrand image as a risk reduction process.
Since brand sensitivity was defined earlier onhasextent to which a consumer takes the actual
brand image into consideration in the purchasesd&tiprocess, this shows a direct link between

perceived risk and brand sensitivity.
2.3.3 Perceived risk and involvement

These topics seem to be related as (Sheth, 196&t@de that the greater the perceived risk, the
more extensive the purchase decision process wilBlbands are a way of reducing perceived
risk and perceived risk tends to be higher if adpod category is relevant for a consumer’s
needs, interests, and values. This is logical ssnegong choice will have greater consequences
if the product category is important to the consuniéis is also true for high value products;
because the price is high, risks are high andl¢iaids to state that consumers tend to be highly
involved (Laurent, 1985:46).

This is also in line with (Gounaris, 2004:487) anguthat brands are used to reduce perceived
risk, especially in high valued and high involvermnproduct categories. This seems to imply that
the greater the perceived risk, the greater thecefif involvement on brand sensitivity will be.

Perceived risk thus tends to affect the relatignleitween involvement and brand sensitivity.
2.3.4 Perceived product quality

One of the brand equity assets that (Aaker, 1990:&%entifies as the source of the value of
brands is perceived quality. Different consumer agmand different levels of quality. Since a
reputable brand name conveys a strong indicatioa @foduct’s quality (Gounaris, 2004:337),
one could argue that consumers looking for a higheity level are more sensitive to brands

than those that demand less quality.

(Monroe, 1989:136) have proved this in their metahgsis by finding a positive relationship
between brand name and perceived quality. (Lehm2006:342) support this in stating that
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brands promise a particular quality level. Peragiggiality provides value to the brand by

providing the consumer a reason to buy (Aaker, 892

This is also supported by (Ailawadlp03:139), who argue that the perceived risk of ingak
wrong buying decision is greater if there is a éairgap in perceived quality between branded
and unbranded products. This implies that the nmoportant perceived product quality is to a

consumer, the more brand sensitive he/she will be.
2.3.5 Consumer social influence

Social factors are an important aspect of the @sehdecision process; Bearden, state that
interpersonal influence is a major determinant ohsumer behavior. The formation of
consumers’ attitudes, norms, values and purchasavim is partly due to interpersonal
influence (Netemeyer, 1989:122).

According to Bearden, (1982; 253) the referenceigroonstruct has been generally accepted as
being one of the determinants of consumer decisiaking. They provide a more compact
definition in stating that a reference group iseaspn or a group of people that significantly
influences an individual's behavior. The definisomentioned above are the result of previous

research on social influence (Burnkra; 1975: 354).

In his extension of prior research, Burnkrant, @97ind that people use other’s product
evaluations as a source of information about prsdugased on this information people will
develop or alter their attitudes towards produaots larands.

The authors distinguish between informational aothrative social influence in the consumer
decision making process. This is supported by Baa(d989) as they state that social influence
is a multidimensional construct. The multidimensility is also present in their definition of
consumer susceptibility to social influence thstfppart of this definition is about the normative
dimension of social influence whereas the second ph the definition deals with the
informational dimension of social influence(Bearpd&889: 474).
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2.3.6 Normative Social influence

Normative social influence is defined as the tewgteio conform to the expectations of others
(Beardenet al., 1989) and entails two different aspects. Burnkrgd®75; 213) state that social

influence is achieved either by the process oftifleation or compliance.

The process of identification is about an indivickimeed to enhance his self-concept and is
reflected in the acceptance of positions expresgedthers (Bearden and Etzel, 1982). The
acceptance of positions expressed by others, beaigvior or opinions, occurs when the
behavior or opinions of these others are associaittdthe self-concept the individual wants to
achieve (Bearden; 1989: 137).

The process of compliance entails the individuaksey rewards or avoiding punishment by
conforming to the influence of others (Burnkrar®7%: 345). They further state that this type of
influence only occurs when the result is visible diners. Later works have renamed the
processes of identification and compliance to valxgressive influence and utilitarian

influence, respectively.

In developing a measure for consumer susceptilidityterpersonal influence, Bearden, (1989;
239) discuss both value-expressive and utilitarrdluence. In their final measurement scale
however, they do not explicitly distinguish betwdbese two processes, but provide a general
measurement scale for normative social influencewill not make a distinction between the

two processes, but use the term normative sodiakimceinstead.
2.3.7 Informational social influence

Using the second part of the previously mentionedindion of Bearden, (1989; 231),

informational social influence can be seen asehddncy to learn about products and services

by observing others and/or seeking information fitirers. Informational influence stems from
the uncertainty associated with a purchase decifiamkrant, (1975; 148) provide evidence to
indicate that people use other’s product evaluatama source of information about the product.
They state that consumers draw conclusions abeuprtbduct based on other’s evaluations. It
was found that positive peer evaluations lead toenpwmsitive evaluations from the consumer
itself. This is reflected by the statement of Beard(1989; 148) that informational influence

affects the consumer decision making process regargroduct evaluations and brand
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selections. Lessig, (1977; 231) recognize two ciffié ways for consumers to be susceptible to
informational influence. One way is an active skafar information from those considered
credible. The other way is more subtle and entais individual being influenced by others

through observing their behavior and drawing cosiolus based on their behavior.
2.3.8 Social influence and brand sensitivity

In a context of brand sensitivity, it is likely treocial influences will play a substantial role.

Building on Amine (1998; 342), | have defined brasensitivity as the extent to which

consumers
take the actual brand (image) into consideraticthénpurchase decision process. In the
preceding theory on consumer social influence ais found that consumers use others to learn
about products and brands.

This information is then used to develop or altesitt attitudes towards the brand. When faced
with a purchase decision process, consumers velkhis information in deciding whether or not
to buy a (specific) well-known brand. Consumer sps$ibility to informational social influence
thus seems to have a positive effect on brand tsetysi This also seems to be the case for
normative social influences. In their research @olescents’ brand sensitivity in apparel,
Lachance(2003; 342) suggest that brand sensitivity is #®ult of interactions with the social
environment. They find that the influence of peéssthe most important predictor for
adolescents’ brand sensitivity. The need to idgntith certain reference groups drives them to
be very sensitive to brands in a context of appanebther words, following the definition of
Lauren, (1992; 285), when choosing a product (agpdiney assign great importance to the
brand. This is consistent with Bettman, (2005; 148ho state that consumer research on
reference groups has shown congruency between gneagbership and brand usage (and thus
brand sensitivity). The fact that the. Bearden 8¢ 820) state that the product or brand has to
be observable by others. The process complying otitlers and adopting their values involve

communication of observation. This can only bedage when the product is observable.
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2.4 Brand Loyalty

In the preceding theory development, we have tt@ddentify the underlying explanatory
variables that together determine a person’s bsanditivity. To enhance the practical relevancy
of this thesis, we will make one more addition he tonceptual framework by adding brand
loyalty. In the introduction of this thesis, it lz@we clear why brands are so important and how
brand loyalty can help firms in obtaining a susabile competitive advantage. It is therefore
interesting to add brand loyalty to the framewoltk.this thesis, brand sensitivity will be
measured and explained (Odin; 2001: 342) define tirtand loyalty as repeat purchasing
behavior under the condition of strong brand sefitsit In combination with the measure for
brand sensitivity, adding a measure for repeathasiag behavior will probably provide enough

information to draw some inferences on brand Igyalt

From the preceding theory development and extanttite direction of brand loyalty, one of the
antecedents of brand sensitivity that the papeidetified is involvement. It has become clear
that involvement in a product category is directyated to the perceived differences between

brands.

As mentioned, Zaichkowsky (1985: 132) argues thatgerceived differences between brands
cause consumers to prefer one brand over anothier.plausible that this preference for one
brand remains intact over time and causes the omaisto remain loyal to a certain brand.
Another antecedent of brand sensitivity that inficess brand loyalty is perceived risk (Odin;
2001: 231). Conclude that perceived risk is a mdgterminant of brand loyalty. Consumers
who perceive strong risks in a certain productgate tend to be more brand loyal as a means of

risk avoidance.
2.5 Brand Parity

Brand parity is the perception of customers thahesdorands are equivalent. This means that
shoppers will purchase within a group of accepteghds rather than choosing one specific
brand. When brand parity is present, quality i€mfhot a major concern because consumers

believe that only minor quality differences exisagid, 2001: 231
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2.6 Brand Equity Measurement Systems

Customer based brand equity is defined as therdiffeal effect that knowledge about the brand
had on customer response to the marketing of taaudb There are two approaches in measuring
brand equity. An indirect approach could assesntiatesources of customer based brand equity
by identifying and tracking consumers’ brand knadge structures. Direct approach on the other
hand could measure customer based brand equitys§gssing the actual impact of brand

knowledge on consumer response to different elesradithe marketing program.

A brand equity measurement system is a set of res@aocedures designed to produce provide
timely, accurate and actionable information on Hdeafor marketers so that they can make the

best possible tactical decisions in the short nohstrategic decisions in the long run.

Introducing a brand equity measurement system megjuivo critical steps; designing brand
tracking studies and establishing a brand equityagament system (Keller 2004: 389).

2.6.1 Quantitative measures

Quantitative measures of brand knowledge can béogexgbto better asses the depth and breadth
of brand awareness; the strength, favorability amidueness of brand associations; the valence
of brand responses and feelings: and the extenhatae of brand relationships (Keller; 2004:
453).

Brand awareness and brand image can be measungsdifférent techniques. There are ‘direct
and indirect measures of brand recognition’ andédiand unaided measures of brand recall’

that will help in measuring brand awareness.
Brand image can be measured by:
1. Open-ended and scale measures of specific ramouds and benefits
= Strength
» Favorability
*= Uniqueness
2. Overall judgments and feelings

3. Overall relationship measures
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» Intensity
= Activity
2.6.2 Qualitative Measures

Qualitative research techniques are relatively ructiired measurement approaches whereby a
range of possible consumer responses is permittezhn be a useful first step in extorting
consumer brand and product perceptions. One diithplest and most powerful ways to profile
brand associations involves free associated tabksely subjects are asked what comes to mind
when they think of the brand (Keller; 2004: 433).

Projective techniques are used to uncover thedpirgons and feelings of consumers when they
are unwilling or otherwise unable to express thealings freely there are also techniques that
can be used to measure customer bases brand efuiyneasures are useful to identify the
range of possible associations to a brand and ttle@racteristics in terms of strength,

favorability and uniqueness (Keller; 2004: 440).
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CHAPReTHREE

DATA ANALYSIS, INTERPRETATION, AND PRESENTATION

This chapter of the study deals with presentation, amland interpretation of data’s obtained
from sample respondents of St. George custometldogneans of questionnaire. A total of 200
guestionnaires were distributed to customers, hewesut of the 200 customers 188(94%) of
theme cooperated in filling and returning the quoestaire; the rest 12(6%) were not able to
return the questionnaire due to unknown reasons.
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3.1. Analysis of Respondent’s Characteristics

Table 1 Background Information of Respondents

Item Question No of respondents Percentage
1 Sex
Male 123 65
Female 65 35
Total 188 100
2 Age
18-27 37 20
28-37 49 26
38-47 63 28
48-57 34 23
Above 58 5 3
Total 188 100
3 Educational level
12 complete 68 36
Certificate 36 19
Diploma 25 13
Degree 56 30
Above degree 3 2
Total 188 188
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The data shown in item 1 of table 1 in the previgage which shows background of
respondents, 123(65%) of respondents were mal8585( of respondents were female. This
shows that most of the respondents are male.

In terms of age indicated in item 2 of the saméetélire majority of the respondents, 63(28%) are
in the range 38-47, 49(26%) of the respondentsnatiee range 28-37, 37(20%) are in the range
18-27, 34(23%) are above the range of 48-57, ie5(@%) are above the age of 58. This shows
that most of the respondents are found adults.

Item 3 shows educational level of respondents. Ritwentotal respondents 56(30%) are degree
holders, 25(30%) are diploma holders, 36(19%) aesificate holders, 68(36%) are “12
complete, the rest 3(2%) are above degree holders.
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3.2. Analysis of Questions Directly Related With ta Study

Table 2 creating brand awareness

Item Question No of respondents Percentage

1 How do you rate the level of the
company's effort to create brand

awareness of St. George beer to fthe

public?
Very high 34 18
High 40 21
Medium 52 28
Low 43 23
Very low 19 10
Total 188 100
2 How do you rate the effort of the

company in creating a favorable image
in the mind of customers?

Very good 31 16
Good 43 23
Moderate 67 36
Bad 47 25
Very bad - -
Total 188 100
3 How do you rate the company’s effort|in

giving information about its brand?

Very good 28 15
Good 32 17
Moderate 76 40
Bad 52 28
Very bad - -
Total 188 100
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The table indicated in the previous table shows bostomers evaluated the company’s effort in
creating brand awareness in three different itdtam 1 shows how respondents rate the level of
the company’s effort to create brand awareness.db&orge beer to the public, 34(18%) of the
total respondents rated the effort to be very h#fi(21%) high, 43(23%) low, 19(10%) very

low, the rest respondents i.e. 52(28%) rated ieanedium. Most of the respondents rated the
effort medium. When we compare the sum of the nedents that chose high and very high with
the sum of respondents that chose low and verytlmvfirst sum exceeds the later but the
majority of respondents rated the effort to be mediand in a highly competitive industry

medium is not enough so when we add number of relpds that chose medium with

respondents that chose low and very low it complatkanges the above result indicating the
company should try and create brand awareness. @b&trge beer to the public in a broader

level.

With respect to item 2 of table 3 in the previoag@, 31(16%) of respondents chose very good,
43(23%) chose good, 67(36%) chose moderate, 47)(2B®se bad, regarding the effort of the
company in creating and maintaining a favorablegenan the mind of customers. Again the
majority of respondents chose moderate, even thowgle of the respondents chose very bad
and a total of 74(39%) chose above moderate theadumoderate and below still exceeds this

result indicating there is room for improvement.

According to item 3 of the same table the majootyespondents, 76 in number 40 in percent
rated the company’s effort in giving informationoal its brand as moderate, 52(28%) rated it as
bad, and a total of 60(32%) rated it as above natddeilo put it a nut shell the overall effort of
the company is not as it should have been sincedbe company is a pioneer in the brewery
industry of Ethiopia.
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Table 3. Customers’ Perception of BGI's Brand

Item Question No of respondents Percentage

U)
o

1 How good is the brand design of

George compared to competitors?

Very good 17 9
Good 32 17

Moderate 71 38
Bad 45 24

Very bad 23 12
Total 188 100

2 Do you think St. George’s brand [is
unique among other beer brands?

Yes 87 46
No 101 54
Total 188 100

As it is shown in item 1 of the above table 16(14%6dhe respondents rated the bottle design of
St. George as very good, 32(17%) as good, 45(24%ad, 23(12%) as very bad, the majority of
respondents i.e. 71(38%) rated it as moderate. ddbt the majority of respondents chose
moderate but also a total of 68(36%) chose belowleraie indicating the company lacks a

competitive advantage over its competitors onriénd.

Item 2 of the same table shows that customersorespto the question “do you think St. George
is uniqgue among other beers?” out of the totalardpnts 87(46%) of respondents believe that
St. George is indeed unique from other beers, laitrést 101(54%) of respondents disagrees
with them.
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Further respondents that chose ‘no’ were askedvi® their answer as to why they chose ‘no’
some stated that it is because the bottle lackgieity compared to other beer factory’s but most

of the respondents left the question blank.

Table 4 Power of the Brand Name

Item Question No of respondents Percentage

1 Does the name St. George have |the

power to capture consumer preference?

Yes 102 54
No 86 46
Total 188 100

The above table shows customers response on whathet the name St. George has the power
to capture consumer preference. 86(46%) of thé espondents believe the name does not have
the power, on the other hand 102(54%) of resposdagiieve the name does have the power to
capture consumer preference. Based on the datatediabove we can deduce that the majority
of the respondents believe that the name of Strgeebave the power to capture consumer

preference.

Respondents that chose ‘no’ were further askedvi® their reason shortly. Almost all of them

gave the same reason i.e. the name is a saint aadhi is not appropriate to name a beer after

the great saint of the religion.
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Table 5 corporate identity and corporate image

Item Question No of respondents Percentage

1 St. George has a strong corporate

identity (unique personality).

Strongly agree 22 12

Agree 26 14

Neutral 89 47

Disagree 38 20

Strongly disagree 13 7
Total 188 100

2 What is the level of St. George’s

corporate image (accepted image)?

Very high 20 11
High 39 21
Medium 73 39
Low 44 23
very low 12 6
Total 188 100

The above table shows the level of the company’garate image and identity from customers’
perspective. Item 1 shows customers’ level of aged to the statement “St. George has a
strong corporate identity (unique personality)”’rfradhe total of respondents 22(12%) strongly
agreed, 26(14%) agreed, 89(47%) chose to be ned8éP0%) disagreed, the rest 13(7%)

disagreed strongly. This findings show the majooityespondents chose to be neutral, but when
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we compare the sum of respondents that chose ateueal with the sum of respondents that

chose below neutral the later is greater indicatirgcompany’s uniqueness is at a lower level.

On the other hand on item 2 of the same table, thagh the difference is not much the sum of
respondents that rated the company’s corporatednabgve medium 59(32%) is greater than
respondents that rated it to be below medium reke73(39%) of respondents rated the level of
St. George’s accepted image as medium. This ireBdae company has more or less has a good

corporate image.

Table 6 brand identity

Item Question No of respondents Percentage

1 How do you rate the brand identity |or
communication of the company with its

potential customers?

Very high
28 15
High
38 20
Medium
69 37
Low
43 23
very low
10 5
Total 188 100

Table 6 above shows how customers rated the bdamdity or communication of the company
with its potential customers, from the total respemts, 66(35%) of the respondents chose above
medium, 69(37%) chose medium, while 53(28%) chadevib medium. This finding shows the
company’'s communication strategy with its potentastomers is well implemented but the

response of the 53(28%) respondents shows it ctililthe improved.
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Table 7 loyalty of customer to the brand

Item Question No of respondents Percentage
1 Do you consider yourself as a loyal
customer of St. George?
Yes 75 40
No 113 60
Total 188 100
2 What will you do if St. George beer is
not available while you are in a bar?
| will leave 73 39
I will switch to another beer 115 61
Total 188 100

As per item 1 of table 7 indicates the loyalty alstomers of St. George, 113(60%) of the

respondents chose yes while the remaining of them15(40%), chose no. based on the data
indicated above majority of the respondents doesorisider themselves as a loyal customer.
This implies that the respondents believe thandidearn their loyalty.

Item 2 of the above table shows the decision custemmake if St. George beer is unavailable in
the bar, 115(61%) of the respondents chose to lswatanother beer whereas 73(39%) of the
remaining chose to leave the bar. Based on thegddit@red from respondents shows majority of
the customers prefer less moderately St. George fb@® other beers. This implies that the
customers of the company mostly switch to othermamy’s product when St. George’s beer are
not available which in turn indicates that mositsefcustomers prefers to shift rather than to be
loyal.
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CHAPTER FOUR

SUMMARY, CONCLUSION, AND RECOMMENDATION

This chapter of the research covers summary of milagofindings stated in the previous chapter,
conclusion and possible recommendation suggestsddban the findings attained from the
research.

4.1.Summary of the Major Findings

In this portion of the chapter the major pointsseai and discussed are summarized and
presented. The focus of this research paper isdlyze and evaluate the branding practice of St.

George beer weary aiming on identifying the bragd@lated problems and their causes.

Summary of major points and findings gathered framalysis of data gathered through

guestionnaires and interview.

» Based on the characteristics of sex 123(65%) ofdhpondents found to be male and the
majority of them, i.e. 63(25%) are in the age ranf§88-47 out sum of 188(94%) total
respondents. as for educational background, Mgjofithe respondents are 12 complete
that comprises 68(36%) of the total respondents.

» The company’s effort in creating brand awarenesaialts products is at medium level
in the minds of its customers. Similarly the effaft the company in creating and
maintaining a favorable brand image in the minccw$tomers and giving information
about its brand is also at medium level as rated36% and 40% of respondents
respectively.

> In terms of perception respondents evaluate asntdderate how good the bottle design
of St. George is compared to competitors, with itegority percentage of 38. Also
majority or the respondents say’s that st George [senot unique relatively with other
beers.

» Respondents were asked does the name St. Georgetlipower to capture their

preference and 54 percent of the respondents #ngti¢he brand name have detain their
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preference.

Respondents were also asked if they think St. Gebas a strong corporate identity
(unique personality) and the level of St. Georgegporate image (accepted image), the
majority of the respondents found to be neutral @aduate medium respectively.
Respondents were asked to rate the brand idemtdytlee communication level of the
company with its potential customers. In this relgéne majority of respondents rated the
company'’s brand identity and level of communica@smmoderate.

The student researcher has tried to assess custdoyalty of the brand in terms of
respondents consider themselves as a loyal custoin®tr George and what will they do
if St. George beer is not available while they area bar. Accordingly most of the
respondents have shown similar views the majofithem don’t conceder themselves as
a loyal customer and they can switch to other b#e8s George is not available while

they are in the bar.

Conclusion

This section of the chapter is driven and preskhssed on the findings of the previous chapter.

/7
0.0

Generally depending on the majority of respondeibtsan be concluded that medium

effort is being exerted by St. George marketing aga@ment department to maintain the
company’s branding strategy already establisheteddrthe marketing effort is enhanced
towards creating a better branding strategy ancenstahding to its brand in order to

improve its strategy towards its brand, it is vikely that its brand lake competency to
other competitors easily.

Corporate identity (unique personality) and acagpbeand images are also very
important in order to have a strong brand which s@al the product. An accepted brand
can make a product to survive in a market and apeomy competitor. This lades to a
conclusion that the company needs to identify theblems that affect its branding

strategy.

Positive brand acceptance for a business entitthesresult of a carefully nurtured

relationship between the business itself and itgarners, and also the business entity
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over a long period of time. In the case of St. @epthe company have come a long way
in the beer weary business the acceptance of iidbed medium level leading to a
conclusion that the marketing department is notkimgr effectively on its branding
strategy to reinforce the approval of its brand eamark, and like which in turn affects
the strength of the company’s branding.

+ On the basis of the findings of this research,|¢ivel of the company’s effort to create
brand awareness of St. George beer to the puhbceffort of the company in creating
and maintaining a favorable brand image in the nehdustomers and the company’s
effort in giving information about its brand wasiged by the majority of the respondents
medium and low level. Depending on that the studesgarcher concludes that the needs
to work on its creating maintaining a favorablertadtamage and on its information center

in order to make its brand competitive in the marke

Recommendations

At last this section of the chapter incorporatessgde recommendations given by the student
researcher based on the major findings of the relsealn order to create a better image and
understanding on its brand in order to keep it¢oruers loyal to the brand the company should
have to design different brand awareness consistsrand recall performance and brand

recognition programs in order to mentions good wstdading with its customers.

Although the company is making effort to creati@awerable brand image with its customers, it
could not take the brand image up to the desirgdl len the minds of the majority of its
customers. Hence, being responsible for ensuristasability of the company’s brand image
the marketing department should work aggressiveti the brand strategy by making use of
different concepts of the brand management espebiand launching, the challenge of growth
in maturity market, sustaining the brand for a loimge, growth through brand extension, brand
architecture and like in order to enhance the cawyigacurrent brand image, which has been
judged as medium by the majority of respondentsathigher level. To achieve this, the
marketing management department must be reinfarcegrms of budget, facilities, manpower,
and the likes.
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APPNDEX |
St. Mary’s University College
Faculty of Business
Department of Marketing Management

Questioner to be field bySt. George Brewerycustomers

This questionnaire is prepared by a student relsegrprospective graduate for the year 2014 G.€hen
field of marketing management for partial fulfillmeof a senior essay. This is a questionnaire peepa

on the advertising practice 8t. George Brewery.

Please fill the questionnaire with due attentiondose the accuracy of the data collected and fiysdirfi

this research paper is important for the comparadjost its performance in satisfying customers.
Remark

e Don't write your name

e Put (v') on the space provided

Part | General characteristics of the respondents

1. Sex Mald | Femal ]
2. Age 18-27] | 38-4 | Above58[ |
28-37 ] ag_]

3. Educational level

12 complete|:| Certifica|:|

Diploma [ ] Degree [ ] Above degree [ ]



[I. Questions Directly Related to the Study

5. How do you rate the effort of the company inatireg and maintaining a favorable image in
the mind of customers?

A. very high B. high C. mediu D. low E. very low

6. How do you rate the company’s effort in givimgormation about its brand?

A. very high B. high C. diem D. low E. very low

7. When you think of beer which beer comes to yoind first second and so on?

L e —

R

8. What will you do if St. George is not availaktbat will you do?

A. | will wait

B. I will switch to another brand

9. How good is the bottle design of St. George?

A. Very good B. Good Codlerate D. low E. Very low

10. Do you think St. George beer is unique amohgrdbeers?

A.yes B. no

11. If ‘yes’ pleas point out the unique of the an

12. Do you consider yourself as a loyal customestofseorge?



A. yes B. no

13. How do you rate the level of the company’s ffo create brand awareness of St. George

beer to the public?

A. very high B. hig . @edium D. low \Eery low

14. How do you rate the brand identity or commutidocaof the company with it's potential

customers?

A. very high B. high C. medium D. low \[ery low

15. Does the name St. George have a power to eapdasumer preference?

A.yes B. no

16. If your answer is ‘no’ please explain your kgashortly?

17. Do you think St. George has corporate idei(tibyque personality)?

A. yes B. no

18. If your answer is no please explain your re@son

19. How is the level of St. George corporate im@peepted image)?

A. very high B. high C. medium D. low E. very low

20. If there is anything you would like to add Healo?



APPNDEX I
St. Mary University College
Faculty of Business
Department of Marketing Management

Interview Check List

This interview is prepared by a student researdPrspective graduate of year 2014 G.C in the
filled of marketing management for the partial ififient of a senior essay. The main objective

of this interview is to make an assessment on taeddsensitivity on St. George beer factory.

There for you are kindly requested to respond hbneend with due care because the

truthfulness of the answer will have paramount intgrat for the image of the corporation.
Thank you in advance for you sincerely cooperation

1. How many products do you currently produce?

2. Which specific product is mainly sold?

3. How frequently do you undertake a brand sureeywbur products?

4. Do you have a separate section with in the ntiudgcelepartment who is in charge of the brand

management?

5. What is the position of St. George beer as coetpto competitors?

6. What is your relative market share?

7. What are the problems encountered related Wwétbtand of St. George beer?

8. What major activities do you undertake to pramibte brand St. George in the mind of the

society?






