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ABSTRACT The purpose of the study is to test empirically the conceptualization of consumer brand evaluation: brand 
image, brand attitude and perceived quality of a soft drink which is considered as a non-durable product. Ten 

attributes have been taken into consideration for the study. The findings support brand evaluation for the same product using differ-
ent factors. Results of the study might be useful to academicians, manufacturers, and other applied researchers

Consumers Attitudes and Preperences 
Towards Purchasing Non-Durable Items in 

India

Introduction
Brand attributes consist of ‘bits’ of information that are linked 
to a brand name in consumer memory and that, when com-
bined with the brand name, make up a brand’s image (Keller, 
1993). The brand attributes themselves come from a variety of 
sources, including consumer experiences, marketing communi-
cations, and/or word of mouth (Krishnan, 1996). The linkages 
between the brand name, its attributes, and other brands in the 
marketplace mean that associated attributes can be unique to 
the consumer, unique to the brand, or shared with other brands 
(Meyers-Levy, 1989). Soft drink is an important product item in 
modern society both urban and rural areas. Consumers mainly 
purchase the product for their refreshment. Today it has a web 
in various parties and picnics. Gradually it is becoming more 
popular in the consumers’ world and its demand is world- wide 
(Nuruzzaman, 1996). Consumers purchase decisions for soft 
drinks are always influenced by a number of factors, which lead 
them to select a particular brand in preference to others. In this 
study ten attributes are considered as important cues, which 
lead consumer to select a particular brand of soft drink. This 
study examines products from a low involvement consumer 
product category. Researchers include brand, which is highly 
similar on measurable attributes such as caloric content. The 
reasoning is that the nature of the competitive marketplaceof-
fers many brands within distinct subcategories and this may 
provide further understanding of brand choice relating to pre-
sent market conditions.

Related Terms
Brand: The brand is conceptualized as a node in memory, which 
allows other information about the brand to be “anchored” to 
it (Aaker 1991). The conceptualization of a network of brand 
associations in memory with brand as a central core has been 
put forward by many others (Killer 1993, Holden 1993, Holden 
& Lutz 1992). A brand that is not considered cannot be chosen 
(Baker et al. 1986). Further, the probability of the brand be-
ing chosen is a condition of the number of other brands in the 
consideration set. Consumers may employ heuristics (decision 
rule) to buy only familiar, well-established brands (Roselius 
1971, Jacoby et al. 1977 both cited in Keller 1993). For a con-
sumer to buy a brand positive attitude must first be made but 
brand attitude cannot be formed and intention to buy cannot 
occur unless brand awareness occurs (Rossister & Perey, Ros-
sister et al 1991).

Brand image: A brand image is the totality of consumer percep-
tions about the brand, or how they see it, which may not co-
incide with the brand identity. Brand image is defined as the 
reasoned or emotional perception consumers attach to specific 
brands (Dobni and Zinkhan,1990). A brand image consists of 
functional and symbolic brand beliefs. A measurement tech-
nique using semantic differential items generated for the rele-
vant product category has been suggested for measuring brand 
image (Dolich, 1969; Fry and Claxton, 1971). Brand image as-
sociations are largely product category specific and measures 
should be customized for the unique characteristics of specific 

brand categories (Park and Srinivasan, 1994; Bearden and Et-
zel, 1982). Brand benefits are the foundation of brand image. 
Chiranjeeb (1997) claimed that a brand name itself is the foun-
dation of brand image. In a broad sense purchase decisions are 
based almost solely upon the attitude existing at the time of pur-
chase. The factors which may prevent consumers from convert-
ing their attitudes into intentions and buying behavior are very 
numerous and frequent (Wallendorf, 1979).

Brand attitude: Attitudes are not overt behaviors but rather 
are covert, or unobservable internal reactions (Kim 2002). It 
is one of the pervasive notions in all of the Marketing (Gillbert 
1995). Formal attitudes are learned predispositions to respond 
to some object in a consistent way. The response may be favora-
ble or unfavorable (Wallendorf, 1979). Consumers learn these 
attitudes over time by being exposed to the object directly or 
through receiving information about the object. Our learned at-
titudes serve as general guides to our overt behavior with re-
spect to the attitude object, giving rise to a consistently favora-
ble or unfavorable pattern of response.

Product Attributes: Product attributes are the benefits of 
products, and these benefits are the surface means used in ad-
vertisement and promotion offer to connect the brand with a 
motivation which influence brand attitude (Rossister, 1987). 
Nowadays, companies try to differentiate their products em-
phasizing some trivial attributes which in a real sense create 
no differences from those of its competitors’ or, sometimes 
they are not actually used by consumers at all (Chowdhury & 
Islam 2003). Different techniques are suggested in the literature 
to find out which attributes consumers use to judge products 
(Snelders and Schoormans 2000). Making a product different 
from it’s competitors by adding even a meaningless attribute 
can increase consumers’ quality perception or can decrease 
perceived risk (Simonson and Tversky, 1992). It is evident that 
product attributes are most salient to the consumers (Garvin, 
1983, 1984). In reality, during the decision for a dealing, it is 
assumed that consumers not only consider the present value of 
the products but also take the future performance or future as-
sociated with the product attributes into consideration (Chowd-
hury and Islam, 2003).

Perceived Quality: Perceived quality is defined as the consum-
er’s judgment about a product’s overall excellence or superior-
ity (Zeithaml, 1988; Aaker and Jacobson, 1994). For example, 
Sethuraman and Cole (1997) found that perceived quality ex-
plains a considerable portion of the variance in the price pre-
mium consumers are willing to pay for national brands. The 
perceived quality of products and services of strong brands add 
value to consumers’ purchase evaluations.

Non-Durable Products: Soft drink has been considered as a 
consumer nondurable for the study. At present many brands 
of soft drink are being consumed in Bangladesh. Consumers 
can express their attachment and be loyal to a brand. Consum-
ers avoid those brands which are not attributed as expected by 
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them (Mia 1990). Consumers’ purchase decisions for soft drinks 
are always influenced by a number of attributes that lead them 
to select a particular brand in preference to other available 
brands in the market. The present study is for measuring brand 
image based on perceived quality dimension. Low involvement 
products may be viewed differently from high involvement 
products. Low involvement products are advertised and pro-
moted frequently and consumers are likely to have formed a 
more objective view of the nature of the attributes, even those 
that are more abstract. We postulate that this may be an expla-
nation for the difference in attributes.

Soft Drinks: Once upon a time a soft drink was considered as a 
prestigious product in Bangladesh and it has become acceptable 
to people of every age group. The first soft drink business was 
begun in 1783 as an artificial mineral water. Using the modern 
brand name, an Atlanta pharmacist began to sell Coca-Cola as a 
tonic in 1886 (Kotler, 1999). Mr. Sattar was the first entrepre-
neur to be involved with the marketing of soft drinks in 1965 in 
the then East Pakistan (Solaiman & Chowdhury 1996).

Justification of the study
Many national companies of various countries are deregulating 
and encouraging market forces to operate. Multinational com-
panies are also aggressively moving into new markets and prac-
tising global marketing by maintaining conformance of quality 
and brand positioning. Consumers of a product also are getting 
multiple options to choose their product or brands by consider-
ing quality and other features.

Quality “lies in the eyes of the beholder” (Garvin, 1984). Indi-
vidual consumers are assumed to have different wants or needs, 
and those goods that best satisfy their preferences are regarded 
as having the highest quality (Edwards 1968; Kuehn and Day, 
1962). This is an idiosyncratic personal view of quality, and one 
that is highly subjective (Garvin, 1984).

A quality product is one that provides references at an accept-
able price (Broch 1982; Feigenbaum, 1961). Consumers are 
for value that will best satisfy their needs and wants. They are 
for products that best satisfy their preferences with minimum 
cost i.e. they expect the highest quality of the products. In the 
consumer oriented markets intrinsic quality is becoming a ba-
sic expectation of customers (Carpenter Glazer, and Nakamoto, 
1994). Product attributes as well as psychological mechanisms 
may influence the purchase of products. Some, of these attrib-
ute beliefs create a strong sense of preference in consumers 
mind; (Barringer, Foster, and Macy, 1999; Bloch and Richins, 
1983). Today’s consumers are very conscious about various soft 
drinks. This study will help the marketers to know consumer 
choice of their brands. After knowing this, company or market-
ers can take an efficient and effective measures to persuade the 
consumers. Manufacturing companies should be well informed 
about the dimension of quality emphasized by consumers for 
taking their purchase decision. Research is a careful inquiry or 
examination to discover new information or relationships and 
to expand and to verity knowledge (Abedin, 1996). The qual-
ity of a product and its brand image is becoming an important 
competitive issue in the global market place.

Objectives and Research Questions
The overall purpose of the study is to test empirically consum-
ers’ brand evaluation brand image, brand attitude and quality 
perception. The specific objectives of the research are first, to 
measure the image of brands, second, to investigate the impact 
of brand image and the attributes on brand preferences; and 
third to provide suggestion to managers of brands and other 
related bodies for practical measurement of the brand image 
based on different attributes of quality perception.

Brands and Attributes Selection: Different foreign and local 
brands of soft drinks are available in the market. The brands 
Coca-Cola, Pepsi, 7up, Sprite, Pran and Rc-Cola have regular de-
mand, supply, and sales in Bangladesh. The respondents cited 
about twenty attributes. But only ten e.g. attributes, Taste/ Fla-
vor, Digestion, Calorie Content, Sugar Content, Pungency, Price, 

Color, Hygien, Brand Image and Power of Freshness were taken 
into consideration for the convenience of the study.

For confirmatory factor analysis, computation of correlation 
is essential. It is done to determine the appropriateness of the 
factor analytic model. If there is high correlation (≥.8) between 
two independent variables those should be excluded from the 
factor analysis. The mentioned correlation matrix (Table: 1) has 
displayed correlation between the variables mean and standard 
deviation of the scale items and reliability alpha coefficient for 
each variable. This table indicated that all of the variables are 
significantly correlated to each other. The table also has indi-
cated that all the scale items used in this study for data collec-
tion were reliable as the coefficient alpha value for none of the 
value is below .06 as suggested by Churchill and Peter (1984). 
For facto analysis, correlation matrix is necessary for testing 
significance and Cronbech’s Alpha help to coefficient of inter-
nal consistency in difference factors, which produce a reliable 
scale. From the correlation matrix table one it is clear that all 
are Significant at P< .05 and Alpha values are ≥ .7 for each indi-
vidual item (Nunnally 1994 cited Kumar et al 2005; Azam, 2004, 
2005). The overall Cronbach Alpha values were calculated as 
.7988 for the ten explained variables, which has been expressed 
as highly satisfactory.

Anti-image Correlation: The anti image correlation matrix has 
been used to asses the sampling adequacy of each variable for 
mentioned product. The measures of sampling adequacy have 
been displayed on the diagonal of the ant-image correlation 
matrix (Table: 2). The variables with a measure of sampling 
accuracy that falls below the acceptable level of .5 should be 
excluded from the analysis for getting actual prediction. Inspec-
tion of the anti image correlation matrix reveals that all meas-
ures of sampling accuracy are well above the acceptable level .5 
(Coakes and Steed, 2001). From the given table 2 it is clear that 
no correlation value is < .5 each and every correlated value is 
acceptable ≥. 5. Therefore, each variable could be used for con-
firmatory factor analysis without reservation.

Confirmatory Factor Analysis (CFA): Factor analysis is a ge-
neric term for a family of statistical techniques concerned with 
the reduction of a set of observable variables in terms of a small 
number of latent factors. It has been developed primarily for 
analyzing relationships among a number of measurable entities 
(such as survey items or test scores). The underlying assump-
tion of factor analysis is that there exist a number of unobserv-
able latent variables (or “factors”) that account for the correla-
tions among observed variables, such that if the latent variables 
are partial out or held constant, the partial correlations among 
observed variables all become zero. In other words, the latent 
factors determine the values of the observed variables (Habib 
et al. 2005). The obtained data for the study have been analyzed 
following Confirmatory Factor Analysis” for identification of the 
‘key factors’ preferred by the respondents. Factor analysis has 
been done systematically to find out the actual variables under 
each construct.

Rotated Component Matrix: Principal component factor anal-
ysis with varimax rotation (Table 4) was performed on the sur-
vey data. Principal Component Analysis (PCA) is the commonly 
used method for grouping the variables under few unrelated 
factors. Variable with a factor loading ≥ 0.5 are grouped under 
a factor. A factor loading is the correlation between the original 
variable with the specific factor and the key to understanding 
the nature of that particular factor (Debasish, 2004). Table 4 has 
provided the varimax rotated factor loadings against the men-
tioned10 variables. Moreover, factor analysis using Varimax ro-
tation finds three derived factors. According to table 4, Factor 1 
(F1) has an Eigen value of 3.828 and explains 38.281% of total 
variance. The Eigen values of the second factor, and third fac-
tor are 1.221 and 1.152 with explained variance 12.206% and 
11.524% respectively. The cumulative variance accounted for 
by all the three factors was 62.011%.

Scree Plot Analysis: Scree Plot is formed by plotting the num-
ber of factors against their respective Eigen values (Hackett and 
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Foxall 1999). In the present analysis (Figure1), an elbow in the 
Scree Plot suggests the retention of three factors (factors one to 
three may be connected by a line in a more vertical plane, whilst 
factors four to ten join in a more horizontal plane). Together the 
three factors accounted for 62.011% of the cumulative variance. 
The Eigen values for the three factors were: factor 1 (3.828), fac-
tor 2 (1.221), and factor 3(1.152).

Implications of the Research Findings
This study was focused on the identification of different influ-
ential variables that lead consumers to choose a non-durable 
product. The research findings may help producers, policy-
makers to understand what key factors helped implement suc-
cessful competitive strategies in the competitive market. These 
results are likely to help academicians and marketers to collect 
information and plan appropriate competitive strategies based 
on the three above components, which they prefer to develop. 
The selection of appropriate target markets, the development 
of strong product image, promotion and operation for domes-
tic market may be recommended as specific marketing plans. 
More specific implication supported by consumers in this study 
is that product management organizations might need to play 
an important role as facilitators between local company and 
agencies for market development. The establishment of effec-
tive linkages between local organization and agencies is recom-
mended in order to improve market competitiveness in the long 
run. Lastly, establishing effective cost strategies in providing dif-
ferent levels of quality and various types of attribute experienc-
es can be recommended for developing market as a competitive 
business for the country. Finally it can be said that marketers 
stand to benefit from favorable consumer attitudes, as reflected 
in the consistency of consumer behaviors with respect to their 
brand, for example brand loyalty and positive word-of-mouth 
(Kim, 2002). Homogeneous respondents (as real consumer) 
were used for collecting data for this study. By this study the 
academicians, therefore, can get an idea about the theory ap-
plication in marketing research.

Limitations and Further Research
Different limitations are found in this study and they should be 
addressed to encourage more sound research in the future. This 
study investigated the influential variables that lead consumers 
to perceive quality perception with brand image and product at-
tributes perspectives in Bangladesh. A study of a representative 
sample of general users can vary the findings of this study that 

are applicable to the general people. Only 300 consumers were 
taken as respondents for the study from the Rajshhai University. 
Other categories’ consumers may express different perceptions, 
attitudes, and behaviors concerning the issues presented in this 
study. The use of student subjects inhibits the generalization of 
these findings to other populations. Further research may be 
conducted to assess executives’ perceptions of different brands 
benefits and risks for each attribute of soft drink with other 
catagories. The surveyed data were only collected from Ra-
jshahi University. This study somewhat limited in its selection 
of observed variables. Even if those observed variables were se-
lected based on the survey, other variables may exist to achieve 
further insights of product selection. This study did not include 
any preferences and satisfaction variables to see what and how 
much choice works in the market.

Conclusion
Basically this study considered the effect of intangible and tan-
gible attributes on brand image development as well as its re-
lationship to consumer preferences. There is a strong relation-
ship between brand image and each of the preference measures 
utilized in the study. Across this category, the brand with the 
greater market share yielded substantially higher levels of 
brand acceptability. In turn, the brand with the higher image 
in the category generated significantly greater preference. The 
findings highlight the need to gain an understanding of the im-
pacts of taken attributes and their contribution to brand image 
and preference under different components. It might have been 
expected that brand name may have greater importance than 
overall preference for the brand, given the less abstract nature 
of this product category. This finding should be viewed with 
caution, since the products used in the study were non-durable 
products the measurement and management of brand image 
have become top priority marketing issues in recent years, as 
evidenced by the growing literature on the subject. Most arti-
cles automatically assume that brand image has an impact on a 
brand’s performance. However, it does not make sense econom-
ically to invest a firm’s scarce resources in strategies to add val-
ue if the value does not translate into preferences and purchase 
behavior. Firms need empirical evidence of the consequences of 
brand image. The present study demonstrated that selected ten 
attributes together help to build up brand image in the market. 
From the statistical analysis it is found that ten attributes come 
under three component which create the product image and in-
dicate product perceived quality perception.
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