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Executive summary

This thesis (“a study on consumer behavior with special reference Pepsi product

of Varun beverages( Nepal) Pvt. Ltd. In case of Sunsari district)”has been

submitted by Albina Basnet and done for the partial fulfillment of the MBS

Program.

Consumer is the king in modern business, the success and failure of any business

firm entirely depends on consumer’s reactions to its offers. It is, therefore,

essential for the marketers or manufactures of the products and services to

understand the consumer buying behavior for long-term survival in today’s

changing, and competitive business environment. However, under standing of

consumer behavior is becoming more complex and complicated standing of

consumer behavior is becoming more complex and complicated day by day; it

requires continuous, efforts of investigation and exploration of consumers, but

such practices of investigation and exploration on consumers buying behavior are

too rare or entirely absent in Nepalese business perspectives.

Varun Beverages (Nepal) Pvt. Ltd has been producing Pepsi products under

technical celebration with Pepsi Co., New York. The company is producing seven

brands within different flavors and packs. Pepsi Co. has its competition with Coke

in terms of Coca cola Vs Pepsi cola, Mirinda Vs Fanta, 7’up Vs Sprite, Soda Vs

Teem, and Slice Vs juice. But there is no competitor brand of Mountain Dew, so it

keeps the monopoly market in soft Nepal is a small and poor country and so

Nepalese consumers seem bias and they use any products depending upon

availability. Most of the marketing policies, strategies, and work forces are

heavily borrowed form India. However, Nepalese market is small, the researcher

tries to enhance or support to understand the consumers’ behavior in Nepal.

This study is very small. So the thesis prepare has been divided into five specific

chapters or parts.
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The first chapter (introduction) includes background of the study and company,

statement of the problem, objectives of the study, significance of the study,

limitation and organization of the study. So the researcher has limited objectives.

In this study the researcher has tried to find out the consumption pattern of

consumer, degree of consumer satisfaction, effectiveness of promotional schemes,

effectiveness of advertising media, location, store and brand awareness of

consumers, and factors influencing consumers purchase decision.

The second chapter (review of literature) contains conceptual review, review of

previous studies and research gap. In conceptual review includes introduction and

models of consumer behavior and introduction of advertising, brand, brand

awareness, marketing concepts etc.

The third chapter (research methodology) includes research design, nature and

sources of data, sampling plan, data collection procedure, and data analysis

procedure. In data analysis only two tools (i.e. percentage, and chi-square test)

and pie chart are used.

The population of this study is the consumers of Pepsi product, who are exposed

to the advertisements of Pepsi brand by different medium. The sample of the

study comprised of 100 consumers (25 business man, 25 service holder, and 50

students) in Sunsari district. A judgmental sample method is used to select the

samples. A well set of questionnaire is the main source of information. These

questionnaires are served, collected and tabulated for analysis. Tabulated data are

analyzed using possible statistical tools and percentage methods to attain the

stated objectives of the study.

The fourth chapter (data presentation and analysis) is explanatory in nature and

deals with consumption pattern of Pepsi consumers, consumer satisfaction, and

effectiveness of promotional activities of the company, effectiveness of the media

advertising, location, stores and brand awareness of the company and also
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includes major findings of the study. In major findings we can see the findings of

consumer behavior toward Pepsi product.

The last chapter provides summary, conclusion and recommendations. Conclusion

based upon the objectives of the study and recommendation is made on the basis

of conclusion.

Consumers have their own interest in using various types of goods though most of

them have almost the same type of nature for consuming. From the investigation,

the researcher has concluded various findings, which are; most of consumer

consume Pepsi product in 4 to 7 times within a week.78% respondents consumer

Pepsi product at noontime, respondents prefer to drink Pepsi products first at

restaurant and bar and then Retail shop, anywhere, street side and home. Majority

of the respondents have placed Pepsi-cola the first priority and other products like

mountain dew, Mirinda, 7’up, slice and soda in that order. Seventy six percent and

more than seventy consumers are usually buying Pepsi products from grocery

store and etc.

On the basis of analysis and findings the study has forwarded some

recommendations. They are Pepsi products are not even available in urban area.

Therefore, the company should employ its effort to enlarge its branches in

remaining urban areas. It should also focus on distributing to the remote areas.

most of the people preferred to further improvement in quality if the available

brands, so this expectation should rightly be considered. Advertising of the

company is dependent on Indian origin but in Nepal, it should focus on Nepali

origin. In advertising, visuals and slogans should also be oriented toward

Nepalese origin. Promotional schemes are not efficient; they are only focusing to

dealers. Therefore, the company should improve their promotional policy etc.

This thesis is descriptive and analytical in nature and able to meet the target as

desired by the researcher. The thesis consists of all the material required by the
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format. Researcher hopes that this thesis will be helpful for all those who seek

information about consumer behavior toward Pepsi products.

.
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