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Consumers make decisions and takes action based on what they perceive to be

reality, it is important that marketers should understand the whole notion of

perception, so that they can more readily determine what factors influence

consumers to buy. If marketers understand impact of consumer perception in

buying behaviour, they are able to predict how consumers are likely to react to

various informational and environmental cues, and are able to shape their

marketing strategies accordingly. Thus this report is prepared on titled,

“Consumer perception in buying and behavior and market analysis with respect

to Nobel's packaged drinking water”, which is packaged purified water. It is an

attempt to know everything about consumers, which shall be beneficial to the

organization. Similarly this research also aims to analyze the market situation of

Nobel's packaged drinking water in Biratnagar.

The understanding objectives of this research is to find out the major influencing

factors in purchasing purified water, consumer perception to different cues, their

preference towards different brands, consumption pattern, brand loyalty as well

as consumer mind share and heart share. To serve this objective, exploratory

research is conducted with 160 sample sizes of direct consumers and for the

market analysis 35 sellers of Biratnagar is undertaken. After conducting the

survey and analyzing the data with different tools, it has been found that

different occupation group does not equally prefer purified water. Regarding the

consumption pattern of consumers, this research has found out that major

portion of respondents do not prefer packaged drinking water because of

economic condition and rest due to other factors. The major finding of this

Executive Summary
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research is that consumer are brand shifter, they are not loyal to any particular

brand rather their purchasing decision is affected by factors like price, goodwill,

advertisement, and other cues. The research also found that the sale of purified

water is dependent on sellers because consumers buy the one that seller has in

stock and gives to them. So seller has an important role in selling the particular

brand. The research found that due to company’s goodwill, perceived value of

consumers towards Nobel's is high. However due to its price factor and other

issues consumer are gradually shifting to competitors' brand. It has been found

that national product/brand Lifeline and Multinational brand Bisleri is also doing

well in the market.

With the help of these findings, this can be concluded that the way consumer

behaves depends upon their perception. Thus, it is important to study how

consumer takes things around him/her. Hence, Nobel's is doing best in the

market and consumers perceive it as excellent brand. However, Nobel's should

take care of consumers feelings and be aware that any hasty decision taken for

the short term benefit shall yield a negative impact in the long run. And since

there are numbers of competitors seeking to satisfy the same customers, Nobel's

should not overlook the competitors.

Thus it is recommended that a company must study its competitors as well as its

actual and potential customers. A company should identify competitors by using

both industry and market based analysis. It is suggested to study customer value

analysis to reveal the company’s strength and weakness and initiate for

protecting exiting market share solving the emerging issues regarding packaged

water.
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