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Abstract

Though the patents and trademarks have been in the social circles way before the marketing even took birth but the concept of brands started in the 19th century with the advent of the packaged goods and mass marketing. The companies needed to have a different name for their products for the customer to differentiate them from their peers.
Branding mainly focuses on the human psychology towards the product. There may not be much difference in the quality of the two competing products like if we take the example of LUX and Capri, both are pretty much concerned with the total quality of the products but the image of the products in the minds of two persons loyal to them would be different for the favorite one and the competing one. This is the magic of branding. Branding includes different aspect of the environment around the customers but the social and cultural factor are the most critical ones that make up the human psychology. The target market for Telenor and Zong are entirely different from each other. Zong focuses on the people who just care about the cost of the product but the Telenor focuses on the people who care about the quality of the service and that is clearly visible in their services.

Yet so much work done in the field of branding and its impact on the human psychology and the measurement of the stimulus that the advertisement makes, yet there are many examples of the brand failures. People just done accept some new products in the market. This research is intended to narrow its focus on the branding and the failure to meet up the human factors (psychology, society and culture).
1. INTRODUCTION
In the process of developing the most efficient production and distribution systems in history, business has contributed not only to national economic process, but also to a richer, fuller, more diverse life for individual citizens.
Yet, in the midst of affluence and economic progress, pressing social problems such as poverty and the urban crisis plague in the nation. Within the vastly altered environment, changes in cultural attitudes and social values have produced a new awareness of these problems and of the need to solve them (Phillip, 1995). 

But even in the middle of such progressing and developing business culture the poverty and the diverse culture plays a very important role. As the world has become a global village the business community has to take into account all the aspects of economy and rectify the social and cultural problems to progress in much tougher competitive environment.
In addition to the basic nessacities of life, people are now more concerned with the luxuries like transportation, communication, personal care, entertainment.
Although the basic target of the corporate world is to gain more and more market share but to do that they have to be social welfare oriented. Though this is not directly profit oriented but in the long run it makes a good image in the mind of the customer because today’s customer is more educated and socially and environmentally concerned.
Buying Behavior is the decision processes and acts of people involved in buying and using products. 

Consumer Buying Behavior refers to the buying behavior of the ultimate consumer. A firm needs to analyze buying behavior for: 

· Buyer’s reactions to a firms marketing strategy has a great impact on the firms success. 

· The marketing concept stresses that a firm should create a Marketing Mix (MM) that satisfies (gives utility to) customers, therefore need to analyze the what, where, when and how consumers buy. 

· Marketers can better predict how consumers will respond to marketing strategies.

The buying process starts with need recognition – the buyer recognizes a problem or need. The buyer senses a difference between his or her actual state and some desired state. The need can be triggered by internal stimuli when one of the person’s normal needs rises to a level high enough to become a drive. A need can also be triggered by external stimuli.

Marketing stimuli consists of 4p’s: product, price, promotion and place. Then on the same time the buying behavior is also influenced by the social, cultural and psychological factors. In addition to this the economical, political and technological aspects are of great importance too.
The consumption nowadays is not bordered to the tangible things, but is engulfs all the aspects of life. It can be a needle or doctor prescription, insurance or car, computer system or software. It can be anything from idea to gigantic multistory building.
All the people in the world are not the same as the surface of the earth. Therefore to satisfy the customers that are more attracted to a certain product or those who can afford them have to be separated from the others so that the marketers can pay more attention to the customer for whom the product is made.
Different people have different perception and behavior regarding products and service. As there are no hard and fast rules to cope with consumer buying behavior so it becomes difficult for the marketers to focus on all the customers with different characteristics. Marketers have to focus on the basic characteristics that affect the consumer buying behavior like cultural, social, personal and psychological. 

1.1 Social Factors:

Social factors refer to all groups that have a great impact on the society. They may be groups of individuals living in a community either sharing similar beliefs or religion. Or they may be the family – either living in the form of husband – wife with children or without children or, old couple living with children and grand children or alone. 

1.1.1 Groups, Family, Role and Status:

A person’s behavior is influenced by many small groups. Groups that have direct influence and to which a person belongs, such as neighbors, friends and coworkers etc., or religious groups, professional associations and trade unions. All such factors widely affect a consumer’s purchasing decisions. Sometimes the individual wants to purchase a particular product but his society does not accept it, in this case the consumer has to change his decision about purchasing that product, like for instance, a girl wants to purchase a heavy bike, but the society in which she lives, does not accept girls riding bikes, ultimately she has to switch to something else, something which her society accepts.
Family members can strongly influence buyer’s behavior, because family is the most important consumer buying organization in society. Marketers are always interested in roles and influence of the husband, wife, and children on the purchase of different products or services. Marketers always see the family demand in general and then accordingly promote the product/service. Like for instance, marketers observe, that women buy more coffee than men, so they start targeting more women for coffee as compared to men (Henthorne, 1995).   Children may also have a strong influence on family buying decisions. 

Families are a very strong influencing  factor in the purchasing behavior of the customer. In certain societies the buying behavior revolves around the families because in general the society is family oriented.
1.2 Cultural Factors:

Cultural factors have a great impact on the consumer buying behavior. It is important for the marketer to understand the consumer’s culture, subculture and social class. A marketer has to understand the norms and values, lifestyle, their need and perception of a targeted group. 

1.2.1 Culture, Subculture and Social class:

Culture is the set of actions, reactions, retaliation, objections and the masses entertain themselves and enjoy.
Each culture contains smaller subcultures, or group of people that share some values and set of acts and behavior. These subcultures have different attitudes, norms and living standards.
In the subcultures or the cultures on the whole there are different groups that unite together on the basis of financial status, attitude status, religion and other things and it normally contains families and sects.
Social classes are society’s permanent and ordered divisions whose members share similar value and interests (Kaunk & Schiffman, 1998).

1.3 Personal Factors:

It includes the persons on behavior. His/her behavior is highly influenced by his occupation, his surroundings and the mental condition. The occupation is the most influencing aspect in the life of an individual and changes the behavior and mental condition not in the sense of disorder but arrogance, calmness, thinking process and many other things.  
Personal factors are highly affected by moderating variables, advertising and brand. Advertising plays a major role in convincing a consumer to buy a particular product. Advertising changes an individual’s personality. Consumers generally rely their expectations on the advertisements. In an interview conducted it was observed that advertisements play a major role in changing an in individuals perception about a product. Consumers feel that if the advertisement is attractive and appealing, they always run to purchase and try that product, if not always, than at least once. Consumers do get attracted to the product, if the advertisement is attractive, but they also associate quality to that product. If that product is unable to satisfy their expectations they definitely do not go for it again (Kelly, 1997).
The branding mostly effect the personal factor or are altered according to the personal feature of the individual’s life. It is not that the product is made according to one individual but for the group of people that share the same personal characteristic.
Together all these independent and moderating variables lead to customer satisfaction/ un satisfaction or response, which further leads to the dependent variable i.e. consumer behavior.

1.4 Psychological Factors:

The psychological factors are all affected by the personal factors like the occupation. It give way to the convincing power of the individual and how much time he takes to get his/her mind ready to purchase it. 

Moderating variables, brands and advertising also affect the psychological factors. Advertising helps in changing people’s perceptions, because people associate a lot of their expectations with the products promotion. Similarly brands play an exclusive role in motivating people. Different brands, in competition with each other brands, make their packaging so attractive that consumers ultimately purchase their products. According to an interview, it was observed that in Pakistan people get highly attracted to the packaging of the product, but at the same time their first priority is the quality and the price of the product. For a branded product people are ready to pay any amount because brand serves as a symbol of dignity to them.
Psychological factors are affected by personal factors. An individual’s age and lifestyle change his/her perceptions, beliefs and attitudes about that product. A human being learns from different sources and it all depends on him how quickly he’s motivated to take that necessary action and how that learning changes their attitudes toward it (Sandberg, 1997).
On the other hand, psychological factors affect the product and its placement. And together all these independent and moderating variables affect the consumers level of satisfaction/dissatisfaction or their response.

1.4.1 Product:

A product is anything that satisfy the needs. It can be tangible or intangible. It can be an idea or a concrete anything. It is the one that is offered in the market and is purchased by the customer.
Product is anything that can be offered to a market for attention, acquisition, use or consumption and that might satisfy a need or want. Consumer products are those brought by final consumers for personal consumption. Marketers usually classify these goods further based on how consumers go about buying them. Products include convince products, shopping products, specialty products and unsought products (Kasturi, Karim & Sandberg, 1996).
Product almost affects all the independent variables. But most significantly, products affect social factors and placement of the product. While on the other hand they are affected by psychological factors, advertising and brands. 

The reputation of the product is measured by the way it is advertised and the acceptance of it in the social circles and how readily it is purchased. It is most certainly affected by the individual’s perception of it. A product will not succeed in the market if it is not properly advertised, because the education of the product matters a lot and the awareness leads to purchasing in the first place.
1.4.2 Price:

Pricing strategies usually change as the product passes through its life cycle. The introductory stage is the most challenging stage. Price is assumed as the indicator of the product’s quality. 

As price determines the quality of the product in the first glance, it also makes or breaks the product. If the price is high for the quality then the product is done in the market and if it is under priced then it creates suspicion among the masses. It has to be according to ingredients and the economy. 
Price affects the cultures, subcultures and roles and status. Basically companies always suggest those prices that match the cultural demands. So there exists a very strong relationship of product and price plus the cultural factors.

1.4.3 Brands:

As a person has an identification to prove that he/she is different from the other, the products also want a unique identification for themselves so that the public can separate them from others. It is the most important and the most significant part of the product. Other than the price and quality the name, insignia or the color of the product has to be feasible, direct to the customer and easy to comprehend for the public.
Branding has become so strong that today hardly anything goes unbranded. Branding helps buyers in many ways. Brand name helps customers identify products that might benefit them. Brands also tell the buyer something about the product quality (Lefton & Auson, 1996).

The brand name becomes the basis on which a whole story can be built about a product’s special qualities. The seller brands name and trademark provide legal protection for unique product features that competitors might copy other wise (Aaker, 1991).   

1.4.4 Advertisement:
Advertising is joined by two other mass-promotion tools – sales promotion and public relation. The main consumer-promotion tools include samples, coupons, cash refunds, price packs, premiums, advertising specialties, patronage rewards, point-of-purchase displays and demonstrations, and contests, sweepstakes, and games (Brand week, 1995).      
Advertisement is any paid form of personal or nonpersonal presentation and promotion of ideas, goods, or services by an identified sponsors. Advertising is the most popular form of promotion strategies. Today, U.S runs up an annual advertising bill of more than $175billiuon. Worldwide ad spending exceeds $414 billion (Gleason & Kelly, 1997).  While or before advertising marketers always choose a tone for the ad. Like Procter & Gamble always uses a positive tone.

Advertisement is the joined by two more tools that play a vital role in the promotion of the brand. One is the publicity and the other is the public relation of the company. The publicity plays a significant role in the reputation of the product as the individual is more convinced by the relative or friend then the television.                                                                                                                                                                                                                                                                       

Overall advertising affects product, psychological factor and personal factors. Good advertising leads to consumer satisfaction and bad advertising brings a downfall for the product. But in this case, there are conditions. On the other hand in some cases the bad advertisement can ruin the reputation of the brand.
This research study is based on the dimensions described above regarding consumer buying behavior. Yet it would be unjust to not to mention that Decision Making Process is one of the most important factor that has to be considered for the branding of the products and it surely effects the market share of the companies.
1.5 The decision making process:
The decision making process includes:

1.5.1 Need Recognition and Problem Awareness

The buyer would think of the problem in the first place and would like to have something to eliminate the problem and that is called the need. The solution will then lead him/her to the next level of the process.
1.5.2 Information Search

The next step is the information gathering. The buyer needs to know what will help him to get rid of the problem. Therefore he/she starts to get information about the problem how it arouse and what was/were the root cause(s) of it. Then he/she get to the solution and focus there attention on the ingredients that can solve the problem.
1.5.3 Evaluation of Alternatives

The next step that most of the buyers execute is the evaluation of the alternatives. This trait is not much practiced in the convenience products. The customer only wants to have a solution like in the case of thirst, the customer would like to have a product that can quench the thirst. The alternatives can be Pepsi, Coke, mineral water but the usually the buyer goes for the favorite one but if he/she cannot find there favorite ones they would go for the alternative. But in the shopping and specialty products the customer would tend to make a research on the alternatives.
1.5.4 Purchase

The next step is that the customer would go for and alternative and purchase it.
1.5.5 Post-Purchase Evaluation   

The thing that bothers the marketers and the producers is the post purchase experience of the product. The success of the companies does not rely on the one time sale of the product but the creation of the loyalty in the customer is the main ingredient of success.

Companies spend millions and billions to evaluate the post purchase experience of the customers so that they can improve more to come up with the expectation of them.

These steps are very crucial in the launch of the product and the development of it but these things can go all in vain if the product is not acceptable in the culture and the norms of the people in the society. The product should be aligned with the culture. Like in Pakistan if Victoria Secrets launches the lingerie on a massive scale it would be disastrous and a great flop because it is not acceptable in majority of the social circles. 

1.6 Problem Statement:

The research study is based on “characteristics that affect the consumer buying behavior and the reputation of the brand”. The basic purpose of this research study is to find out how the consumer buying behavior is influenced by cultural, social, personal and psychological characteristics, and how often they affect their purchasing power. The rational of the study is also to find out that how much different factors like price, brand, advertisements etc have a impact on consumer buying behavior and what consumer perceive about these factors. 

1.7 Significance of the study:

Consumers play a vital role in business, in fact consumers are the life of any business. A business is successful till the customers are attached with the organization. As the world has become a global village the competition between different businesses or organizations has dramatically increased. To retain the customers organizations have to understand the basic needs and requirements of their customers. Consumer buying behavior is affected by many factors which manufacturer or a service provider has to keep in mind before manufacturing or providing services.
To be successful, marketers, have to go beyond the various influences on buyer and develop an understanding of how consumers actually make their buying decisions. It is easy to identify the buyer for many products. Marketers must be careful in making their targeting decisions, because buying roles change (Kotler, 1999).

The consumer buying behavior is subject to the beliefs and the attributes of the product. In addition to these aspects the knowledge of the product is also vital for the success of the product. 
The marketers have to inculcate the belief in the customers that the brand is trust worthy. Then the education about the product is also mandatory for the marketers to give to the customers. Then comes the attributes of the product which eventually makes link to the education of the product as the customer has to know all the attributes of the product.
1.8 Scope of the study:

The research has been conducted within the compounds of Islamabad and Rawalpindi; however, the results and the conclusions that this study brings out will and can be applied to consumers of Rawalpindi and Islamabad only. The variables that have been listed and the relationship amongst them are applicable to universal level. This study will help us to find out what factors are more important in consumer mind and what components affect the consumer buying behavior? This study could also be conducted on other consumer of different cities. With the changed factors the influence and the consumer perception can also be determined.  

2. LITERATURE REVIEW
You wake up in the morning and feel that this is the same boring life that will continue today too. The same mechanical routine will make you sick to your guts. But taking the shower and putting on your leather jacket and wearing your sun glasses make you realize that there is something outside that will make you satisfied. You start your Harley-Davidson and realize that somethings can make the difference.
The above example shows that the motivational theory is applied on the customers and the background part of the passage shows that the customer is encouraged to come to the forefront and in order to do that he/she has to purchase the product. This means that the brand will make it easy for the customer to become visible in the community he/she lives in otherwise it will be tough for them to come up to the mark.
It has been evaluated in the course of time that any industry is a consumer satisfying industry and not the production industry. The company that acts on the rule that they have to satisfy the customer they progress.
Marketers play a major role in the life of the company or they are the actors that make the bread and butter of the organizations. They determine the social, cultural and psychological aspects of the customers and then they make them to purchase their products. The main work is not to convince them but to create a value of the brand in the minds of the customers. That way the loyalty of the brand is created.
The behavior of the customer is effected by the psychological changes in his/her environment not by the physical changes. The behavior of the society has to be determined in order to convince them as it give the marketers the way to reach to their minds.
In neither classical conditioning nor operant conditioning do researchers have to refer to internal causes, such as attitudes or memory traces, to explain why a behavior occurred. In each case behavior is propose to be influenced by an environmental event. In classical conditioning the event occurs prior to the behavior. In operant conditioning the event occurs after the behavior. In vicarious learning minimal use is made of internal processes to explain how the behavioral change occurs. People are viewed as observing the acts of others and the consequences that result from those actions. If the consequences are positive, the behavior will be imitated. In contrast, if the consequences are negative, the behavior will be avoided (Kotler, 1999).
There are different types of reactions and actions and the customer might act in proactive manner or in reactive manner. In any condition the product or brand that is made should be capable of satisfying his/her needs.

The consumer buying decision varies with the product that is under discussion. For example the consumer will pay different attention to different product types like purchasing a tooth paste or a computer or cell phone or a Rolex watch need different attention and different type to research.
The consumer pays different amount of attention to different items. Like the grocery needs less attention or the purchase of Coke or Pepsi requires less brain storming but on the other hand the purchase of a car or health insurance and Rolex watch needs much more attention, education and research. Therefore the marketers have to develop different strategies for different products.
Complex buying behavior involves three – step process. Fist the buyer has to create a vision of the product, then comes the image of that product and then comes the research that he/she conducts for the best choice of it. The marketing or advertisement comes in the second and the third part where the brand has to create an image and ample information for the customer to help in the research and choose the right product.
(Hill & Robinson, 1991) state that motivation refers to the processes that cause people to behave as they do. It occurs when a need is aroused that the consumer wishes to satisfy. Once a need  has been activated, a state of tension exists that derives the consumers to attempt to reduce or eliminate the need. Marketers try to create products and services that will provide the desired benefits and permit the consumers to reduce this tension.
In the real state and the ideal state, comes a gap that creates the tension and that creates the desire to get to the ideal state and that is the window of opportunity that the marketers have to always utilize. They have to bring the customer to the ideal state with the help of their product in good money and good image.

Once the goal is attained, tension is reduced, and the motivation recedes. Then the advertisers have to develop a new strategy to bring the customer to purchase the product from another way. For that purpose the marketers do not have to completely satisfy the customer. A little flame of desired can always be made a burning desire once there is need.
The perception makes a lot of difference in the decision making process. People with same back ground and same education with same temperament might perceive a situation quite differently.
The marketers are interested in the situation that the customer is in and the way he/she acts. The marketers have to alter the attitudes of the individual to become same for the masses and to purchase their product.
Different people have different attitudes toward different things and that is influence by their environment and the people they live with. These attitudes make a substantial difference in the purchasing of different items as their approach toward them will be different. 
According to (Aaker, 1991) people have attitudes regarding religion, politics, clothes, music, food and almost everything else. Attitude describes a person’s relatively consistent evaluations, feelings and tendencies toward an object or idea. Attitudes put people into a frame of mind of liking or disliking things, of moving toward or away from them.
An attitude is more lasting and is dependent on the situation of the act. The surroundings are also the factor in it. The attitude toward the product and the action involved in it are of great importance to the marketers because a successful purchase has different factors involved in it and they have to be repeated in order to repeat the purchase.
The consumers reaction on the product is somehow determined by the advertisement itself also. The degree to which the ad is depicting the brand and the actual result is the combination that determines the reaction. The positive reaction after this scenario leads to loyalty and the negative result leads to product switch.
The attitude toward the brand or the ad is also influenced by the fact that how or on what theme is the advertisement made. The ad has to be viewable by the general audience and it should not include disgusting aspects like blood shedding or other crap etc. The attraction toward the brand is made possible through the advertisement because awareness and persuasion is essential and these days it is only done through advertisements. 
In developing a marketing strategy the marketer has to keep this thing in mind that whether he/she is evoking the right spirit in the mind of the customer or is he/she over projecting the product. The existing loyalty of the product should not be shattered by one blow. Because when some is not up to the mark to the beliefs of the customer then the relation is betrayed and the consequence is a switch. 

The advertiseer should take this thing in mind that the current association of the customer with the product is not shredded into stripes. The good customer-brand relation should be boosted and not terminated. In following section some examples will be discussed that either destroy the current relation of the customer with the product or disappoint the customer about the product as the advertisement had projected.

These examples will then lead us to the problem solution that what had happened in those companies that led to that kind of catastrophe.  

A brand can incorporate the following six things in it:
1. Attributes.
The brand always tell in one glance what the product is and what does it contain.
2. Benefits.
It tells the benefits of the ingredients of the product.
3. Values.
What good can come from this thing.
4. Personality.
What personality does it wear.
5. User.   
Which kind of customer does it have? Who are its customers and what class do they belong to?
2.1 Historical Brands Failure
If a company treats a brand only as a name, it misses the point of branding. A Mercedes is a deep brand because we understand its meanings along all six dimensions. An Audi is a brand with a less depth, since we may not grasp as easily its specific benefits, personality and user profile (Aaker, 1991).

Following passages are taken from the book “The Truth about the 100 Biggest Branding Mistakes of All Time by Matt Haig”.
But the chance won’t be missed to mention the most important and the historically acclaimed examples of the brand failures that have happened in the recent past. These are:

2.1.1 New Coke

If someone wants a perfect brand success story that immediately comes to mind is the Coca-Cola brand. In the history of this company there has been negligibly less number of times that their marketing campaign has failed to succeed. But in 1985 they actually decided to replace their hundred and fifty years old brand with the new formula The New Coke. Why was that decided, we will be discussing it in details later but the result was a complete disaster.
The competition between the two companies Coca-Cola and Pepsi-Cola has not been a healthy one in the past. They have actually fought a case of the use of Cola in Pepsi but eventually they lost it. The main problem was not the use of Cola but the product itself. 
There have been a number of Pepsi Challenges in the past and when it came to the taste the Coca-Cola was defeated by the rival. The new Diet Coke was much more nearer to the Pepsi taste that was sweeter. But the Coca-Cola brand itself was cannibalizing because of its own brand. Therefore it decided to change the name and formula. 

After spending a lot of dough on the research and marketing campaigns they finally launched the New Coke. But the result was quite opposite. Why was that?

In the Coke’s blind challenges people liked the new formula then the existing Pepsi formula. But the result was different because of what we call as the Brand-Customer relation. 

People actually liked the Coca-Cola as a brand and considered it to be their part of personality. But the new coke was not accepted as the substitute of their beloved one.  
The trouble was that the Coca-Cola company underestimated the power of its first brand. The result was a general boycott of the New COke. On 23 April 1985 New Coke was introduced and a few days later the production of original Coke was stopped. This joint decision has since been referred to as ‘the biggest marketing blunder of all time’. Sales of New Coke were low and public outrage was high at the fact that the original was no longer available.

2.1.2 The Ford Edsel

Along with many brand failures that Ford Edsel is considered one of the most disastrous product that the company launched. Called as the Titanic of the automobiles the company was not able to sell 100,000 units of the car.   
Such dramatic advertisements prior the launch of the vehicle as not displaying the car in ads and the orders of not showing the car in showrooms before the official launch all went to vain. 
The design of the car was no doubt the best at time. Edsel’s chief designer, Roy Brown Jr was recognized for the deigns that made a concrete first impression. The front end and the grille were the best but the thing inside the grille which we now call as the horse shoe made the first problem. 

The pre-launch advertisement seemed to work out but in return that created an expectation that the car was not able to fulfill. Nonetheless it was a car not anything else. The engine was like the ordinary and the shape was like a car but the advertisement was not like that. It was depicted in the ads that may be Ford is launching a spaceship in the price of a car. The grille logo of Edsel had many issues and the name was not so attractive as it was taken in the name of Henry Ford’s grangson.
In the minds of the public, the car simply didn’t live up to the hype. And unfortunately for Ford, neither did the sales. Edsel sold only 64,000 units in its first year, way below the number anticipated. Ford launched 1959 and 1960 Edsel models but sales fell even further (to 44,891 and 2,846 respectively).

In November 1959 Ford printed the last ever ad for the car and halted production.

2.1.3 RJ Reynolds’ Smokeless Cigarettes

Normally the cigarettes are considered as the thing that makes smoke. Other than tobacco the cigarette has the tendency to emit smoke. The RJ Reynolds’ new product the smokeless cigarette was another disaster in the history of business. The product was launched and then discarded because the smokers did not accept the product. May be that was because “normally smoking means smoke” and “usually people like the smoke that they emit from their mouths”. 
2.1.4 Clairol’s ‘Touch of Yoghurt’ shampoo

Launched in 1979, Clairol’s yoghurt-based shampoo failed to attract customers mainly because they did not want to wash their hair with the yogurt and the name was very confusing. Some people even ate it mistakenly and became very ill. The some company introduced a shampoo with the name of the “look of butter milk” because the name is catchy and milk don’t smell.
3. METHODOLOGY
3.1 Research Design

This is a descriptive study in which consumer buying behavior is analyzed on the different dimensions of personal, psychological and behavioral attributes. This study is more focused on the impact of product price, quality, brand, packaging, size and advertisement on consumer buying behavior. The study is completed in following three phases:

· Development of Scales

· Pilot Study

· Main Study

3.1.1 Development of Scales:

The five point scale is used (1-5), with anchors ranging from “strongly disagree” to “strongly agree” were used for all questions.

3.1.2 Pilot Study:

The main instrument was a questionnaire that was pre-tested on a sample of 30 respondents. Questionnaire was developed after the extensive study of the literature review. Demographics were also asked like gender, age, income and education. 

3.1.3 Main study:

3.1.3.1 Study participants:

The participants of the study were the people of different fields of life in Islamabad and Rawalpindi.

3.1.3.2 Sampling technique:

The non-probability convenience sampling technique was used. The most easily accessible members were chosen as subjects. The sample size taken was 150 which were selected from Rawalpindi and Islamabad.
3.1.3.3 Research instrument

Questionnaire was used to collect the data. 

3.1.3.4 Data Collection

The data type used in this research is quantitative. The data was collected from a sample of 150 users. Data was collected by personal visit to different sectors of services and was provided with an additional opportunity of interview with users. Questionnaire was also sent online to different respondents. The sample was assured to use this information purely for research purpose and would be kept confidential.

3.1.3.5 Data collection tools:

Data will be collected from both primary and secondary sources. Primary sources include:

· Questionnaires

· Generalized interviews

Secondary sources are:

· Research papers

· Internet

· Magazines

· Newspapers daily reviews

4. ANALYSIS OF DATA

Data had been analyzed through SPSS, software for this purpose. The data was first coded in SPSS then analyzed through mean analysis in order to find the influence of consumer buying behavior for selected Rawalpindi and Islamabad. Then mean analysis had been run for the demographic variable that is age, income and education.

Table 4.1 Respondent’s Gender (n=150)

Gender

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	86
	57.3
	57.3
	57.3

	
	Female
	64
	42.7
	42.7
	100.0

	
	Total
	150
	100.0
	100.0
	


Source: Field Data
Figure 4.1 Respondents Gender (n=150)
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Source: Generated form field data

Interpretation:


Out of the total respondents there are 57.3% respondents were male and 42.7 % were females.
Table 4.2 Respondent’s age (n = 150)
Age

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	20-35
	117
	78.0
	78.0
	78.0

	
	36-50
	32
	21.3
	21.3
	99.3

	
	51-above
	1
	.7
	.7
	100.0

	
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.2 Respondent’s age (n = 150)
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Source: Generated from field data

Interpretation:


From the above table and diagram we can see that the data is collected from different age segments and their behavior towards our questionnaire. The age is divided into 3 segments, from the age 20- 35 which gives the highest value of 78%. We can see the second value is between the age of 36 - 50 with 21.3% and the remaining is 0.7%.

Table 4.3 Respondent’s income (n = 150)

Income

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	5000-25000
	99
	66.0
	66.0
	66.0

	
	26000-45000
	37
	24.7
	24.7
	90.7

	
	46000-65000
	10
	6.7
	6.7
	97.3

	
	66000-above
	4
	2.7
	2.7
	100.0

	
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.3 Respondent’s income (n = 150)
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Source: Generated from Field data

Interpretation:

The above table and diagram shows that the users who were taken for the data collection have different income levels. 66% data was collected from those are of normal earning lie between 5000- 25000. Where 24.7% are those earn from 26000-45000. 6.7% respondents from the income group of 46000-65000. And 2.7% from the respondents earn above 65000.

Table 4.4 Respondent’s education (n = 150)

Education

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Under graduate
	27
	18.0
	18.0
	18.0

	
	Graduate
	67
	44.7
	44.7
	62.7

	
	Masters
	56
	37.3
	37.3
	100.0

	
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure: 4.4 Respondent’s education (n = 150)
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Source: Generated from field data

Interpretation: 

Data is also analyzed through respondent’s demographic “Education”. The respondents come under this category of under graduate are 18%, graduate 44.7%, and master and above 37.3%.   

Table: 4.5 You analyze the market before purchasing: Mean

	N
	Valid
	150

	
	Missing
	0

	Mean
	
	3.4333


Source: Field data

Table: 4.5 You analyze the market before purchasing: Percentages

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.7
	.7
	.7

	
	Disagree
	43
	28.7
	28.7
	29.3

	
	Neutral
	34
	22.7
	22.7
	52.0

	
	Agree
	34
	22.7
	22.7
	74.7

	
	Strongly agree
	38
	25.3
	25.3
	100.0

	
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.5
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Source: Generated from field data

Interpretation:

Respondents were asked do they analyze the market before purchasing. Table of mean shows that most of the people agreed that they analyze the market. Same results are predicted through table of percentage and figure. According to table of percentages and figures most of the people agree with it. 25.3% strongly agreed, 22.7% agreed, 22.7% are neutral. 28.7% disagree and only 0.7 % strongly disagreed. 

Table 4.6 You instantly make decisions: Mean

	N
	Valid
	150

	
	Missing
	0

	Mean
	
	3.1933


Source: Field data

Table: 4.6 You instantly make decision: Percentage

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.7
	.7
	.7

	
	Disagree
	34
	22.7
	22.7
	23.3

	
	Neutral
	65
	43.3
	43.3
	66.7

	
	Agree
	35
	23.3
	23.3
	90.0

	
	Strongly agree
	15
	10.0
	10.0
	100.0

	
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.6
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Source: Generated from field data

Interpretation:


From the above table and figure we can analyze that mostly people instantly make decision while purchasing. 10% respondents strongly agreed, 23.3% agreed, 43.3% responded neutral, 22.7% disagreed and only 0.7% strongly disagreed.

Table: 4.7 Quality of a product plays a vital role in product selection: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.9200


Source: Field data

Table: 4.7 Quality of a product plays a vital role in product selection: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	20
	13.3
	13.3
	13.3

	 
	Neutral
	24
	16.0
	16.0
	29.3

	 
	Agree
	54
	36.0
	36.0
	65.3

	 
	Strongly agree
	52
	34.7
	34.7
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.7
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Source: Generated from field data

Interpretation:


From the above table and figure we can analyze that maximum people think quality as a vital part of a product. 34.7% respondents strongly agreed, 36% agreed, 16% responded neutral and only 13.3% disagreed with the importance of quality

Table: 4.8 The price packs (something extra offered with the product package) attracts you: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.5733


Source: Field data

Table: 4.8 The price packs (something extra with the product package) attracts you: Percentage

	 
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	4
	2.7
	2.7
	2.7

	 
	Disagree
	15
	10.0
	10.0
	12.7

	 
	Neutral
	40
	26.7
	26.7
	39.3

	 
	Agree
	73
	48.7
	48.7
	88.0

	 
	Strongly agree
	18
	12.0
	12.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.8
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Source: Generated from field data

Interpretation: 


Most of the respondents are attracted by the price packs. 12% respondents strongly agreed with it, whereas 48% agreed, neutral 26.7%, 10% disagreed and only 2.7% strongly disagreed. 

Table: 4.9 You believe in the guarantee that the marketers give regarding a product: Mean  
	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.4733


Source: Field data

Table: 4.9 You believe in the guarantee that the marketer give regarding a product: Percentage

	 
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.7
	.7
	.7

	 
	Disagree
	15
	10.0
	10.0
	10.7

	 
	Neutral
	66
	44.0
	44.0
	54.7

	 
	Agree
	48
	32.0
	32.0
	86.7

	 
	Strongly agree
	20
	13.3
	13.3
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.9
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Source: Generated from field data

Interpretation: 


Most of the respondents are attracted by the price packs. 12% respondents strongly agreed with it, whereas 48% agreed, neutral 26.7%, 10% disagreed and only 2.7% strongly disagreed. 

Table: 4.10 Grand sales affect your purchasing: Mean 
	N
	Valid
	150

	
	Missing
	0

	Mean
	
	3.6000


Source: Field data

Table: 4.10 Grand sales affect your purchasing: Percentage

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	4
	2.7
	2.7
	2.7

	 
	Disagree
	19
	12.7
	12.7
	15.3

	 
	Neutral
	42
	28.0
	28.0
	43.3

	 
	Agree
	53
	35.3
	35.3
	78.7

	 
	Strongly agree
	32
	21.3
	21.3
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.10
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Source: Generated from field data

Interpretation: 


Most of the respondents are attracted by the sales offered. 21.3% respondents strongly agreed with it, whereas 35.3% agreed, 28% are neutral, 12.7% respondents disagreed and only 2.7% strongly disagreed with it. 

Table: 4.11 Brand serves as a quality of product: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.8800


Source: Field data

Table: 4.11 Brand serves as a quality of product: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.7
	.7
	.7

	 
	Disagree
	3
	2.0
	2.0
	2.7

	 
	Neutral
	45
	30.0
	30.0
	32.7

	 
	Agree
	65
	43.3
	43.3
	76.0

	 
	Strongly agree
	36
	24.0
	24.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.11
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Source: Generated from field data

Interpretation: 


It can be interpreted from the above data that mostly respondents think that brand serves as a quality of product. 24% respondents strongly agreed with it, whereas 43.3% agreed, 30% are neutral, 2% respondents disagreed and only 0.7% strongly disagreed with it. 

Table: 4.12 Brand serves as a symbol of dignity: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.8733


Source: Field data

Table: 4.12 Brand serves as a symbol of dignity: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	13
	8.7
	8.7
	8.7

	 
	Neutral
	32
	21.3
	21.3
	30.0

	 
	Agree
	66
	44.0
	44.0
	74.0

	 
	Strongly agree
	39
	26.0
	26.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.12
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Source: Generated from field data

Interpretation: 


It can be interpreted from the above data that mostly respondents think that brand serves as a symbol of dignity. 26% respondents strongly agreed with it, whereas 44% agreed, 21.3% are neutral, 8.7% respondents only disagreed. 

Table: 4.13 Brand is something you deem necessary in a product: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.4733


Source: Field data

Table: 4.13 Brand is something you deem necessary in a product: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.7
	.7
	.7

	 
	Disagree
	6
	4.0
	4.0
	4.7

	 
	Neutral
	82
	54.7
	54.7
	59.3

	 
	Agree
	43
	28.7
	28.7
	88.0

	 
	Strongly agree
	18
	12.0
	12.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.13
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Source: Generated from field data

Interpretation: 


It can be interpreted from the above data that mostly respondents think that brand is something deem necessary in a brand. 12% respondents strongly agreed with it, whereas 28.7% agreed, 54.7% are neutral, 4% respondents disagreed and only 0.7% strongly disagreed with it. 

Table: 4.14 You respond and accept the change in price: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.1000


Source: Field data

Table: 4.14 You respond and accept the change in price: Percentage

	 
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	10
	6.7
	6.7
	6.7

	 
	Disagree
	41
	27.3
	27.3
	34.0

	 
	Neutral
	44
	29.3
	29.3
	63.3

	 
	Agree
	34
	22.7
	22.7
	86.0

	 
	Strongly agree
	21
	14.0
	14.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data


Figure 4.14
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Source: Generated from field data

Interpretation: 


From above chart and table we can interpret that most of the respondents respond and accept the change in price. 14% respondents strongly agreed with it, whereas 22.7% agreed, neutral 29.3%, 27.3% disagreed and only 6.7% strongly disagreed.
Table: 4.15 Advertisement plays a vital role in developing the image of product: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.6333


Source: Field data

Table: 4.15 Advertisement plays a vital role in developing the image of product: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	11
	7.3
	7.3
	7.3

	 
	Neutral
	48
	32.0
	32.0
	39.3

	 
	Agree
	76
	50.7
	50.7
	90.0

	 
	Strongly agree
	15
	10.0
	10.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.15
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Source: Generated from field data

Interpretation: 


From above chart and table we can interpret that advertisement plays a vital role in developing the image of the product. 10% respondents strongly agreed with it, whereas 50.7% agreed, neutral respondents are 32.0% and only 7.3% disagreed.
Table: 4.16 You purchase the product after seeing its advertisement: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.5000


Source: Field data

Table: 4.16 You purchase the product after seeing its advertisement: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.7
	.7
	.7

	 
	Disagree
	17
	11.3
	11.3
	12.0

	 
	Neutral
	49
	32.7
	32.7
	44.7

	 
	Agree
	72
	48.0
	48.0
	92.7

	 
	Strongly agree
	11
	7.3
	7.3
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.16
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Source: Generated from field data

Interpretation: 


From above chart and table we can interpret that advertisement plays a vital role in developing the image of the product and people mostly purchase after viewing particular ads. 7.3% respondents strongly agreed with it, whereas 48% agreed, neutral respondents are 32.7%, 11.3% disagreed and only 0.7% strongly disagreed.
Table: 4.17 You purchase a commodity according to your budget/income level: Mean 

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.8467


Source: Field data

Table: 4.17 You purchase a commodity according to your budget/income level: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	11
	7.3
	7.3
	7.3

	 
	Neutral
	35
	23.3
	23.3
	30.7

	 
	Agree
	70
	46.7
	46.7
	77.3

	 
	Strongly agree
	34
	22.7
	22.7
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.17


[image: image18.emf]strongly agree

agree

neutral

disagree


Source: Generated from field data

Interpretation: 


From above chart and table we can interpret that maximum people purchase according to income level. 22.7% respondents strongly agreed with it, whereas 46.7% agreed, neutral respondents are 23.3% and only 7.3% disagreed to purchase according to their income level.

Table: 4.18 Price of a product affects your purchasing decision: Mean 

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.6400


Source: Field data

Table: 4.18 Price of a product affects your purchasing decision: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	6
	4.0
	4.0
	4.0

	 
	Disagree
	12
	8.0
	8.0
	12.0

	 
	Neutral
	50
	33.3
	33.3
	45.3

	 
	Agree
	44
	29.3
	29.3
	74.7

	 
	Strongly agree
	38
	25.3
	25.3
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.18
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Source: Generated from field data

Interpretation: 


From the collected data it has been found that price plays a vital role in purchasing decision. 25.3% respondents strongly agreed with it, whereas 29.3% agreed, neutral respondents are 33.3%, 8% disagreed with it and only 4 percent strongly disagreed.
Table: 4.19 You purchase the product on others suggestion: Mean
	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	2.9800


Source: Field data

Table: 4.19 You purchase the product on others suggestion: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	4
	2.7
	2.7
	2.7

	 
	Disagree
	42
	28.0
	28.0
	30.7

	 
	Neutral
	66
	44.0
	44.0
	74.7

	 
	Agree
	29
	19.3
	19.3
	94.0

	 
	Strongly agree
	9
	6.0
	6.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data
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Figure 4.19

Source: Generated from field data

Interpretation: 


From the collected data it has been found that people are neutral in their decisions. 6% respondents strongly agreed with it, whereas 19.3% agreed, neutral respondents are 44.0%, 28% disagreed with it and only 2.7% percent strongly disagreed
Table: 4.20 Seller attitudes affect your purchasing decision: Mean
	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.3867


Source: Field data

Table: 4.20 Seller attitudes affect your purchasing decision: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.7
	.7
	.7

	 
	Disagree
	22
	14.7
	14.7
	15.3

	 
	Neutral
	63
	42.0
	42.0
	57.3

	 
	Agree
	46
	30.7
	30.7
	88.0

	 
	Strongly agree
	18
	12.0
	12.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.20
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Source: Generated from field data

Interpretation: 


From the collected data it has been found that seller attitude affects purchasing decisions. 12% respondents strongly agreed with it, whereas 30.7% agreed, neutral respondents are 42.0%, 14.7% disagreed with it and only 0.7% percent strongly disagreed. 
Table: 4.21 You feel that you have paid the right price for the product you purchased: Mean 

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.5933


Source: Field data

Table: 4.21 You feel that you have paid the right price for the product you purchased: Percentage

	 
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	5
	3.3
	3.3
	3.3

	 
	Disagree
	11
	7.3
	7.3
	10.7

	 
	Neutral
	47
	31.3
	31.3
	42.0

	 
	Agree
	64
	42.7
	42.7
	84.7

	 
	Strongly agree
	23
	15.3
	15.3
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.21
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Source: Generated from field data

Interpretation: 


From the collected data it has been found that people feel that you have paid the right price for the product they purchased. 15.3% respondents strongly agreed with it, whereas 42.7% agreed, neutral respondents are 31.3%, 7.3% disagreed with it and only 3.3% percent strongly disagreed.

Table: 4.22 Product packaging is necessary to attract a product. 

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.3667


Source: Field data

Table: 4.22 Product packaging is necessary to attract a product. 

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	5
	3.3
	3.3
	3.3

	 
	Disagree
	19
	12.7
	12.7
	16.0

	 
	Neutral
	59
	39.3
	39.3
	55.3

	 
	Agree
	50
	33.3
	33.3
	88.7

	 
	Strongly agree
	17
	11.3
	11.3
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.22
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Source: Generated from field data

Interpretation: 


From above chart and table we can interpret that product packaging is necessary to attract customers. 11.3% respondents strongly agreed with it, whereas 33.3% agreed, neutral respondents are 32.7%, 11.3% disagreed and only 0.7% strongly disagreed.
Table: 4.23 Product size does matter in purchasing decision: Mean
	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.2733


Source: Field data

Table: 4.23 Product size does matter in purchasing decision: Mean

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	4
	2.7
	2.7
	2.7

	 
	Disagree
	17
	11.3
	11.3
	14.0

	 
	Neutral
	81
	54.0
	54.0
	68.0

	 
	Agree
	30
	20.0
	20.0
	88.0

	 
	Strongly agree
	18
	12.0
	12.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.23
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Source: Generated from field data

Interpretation: 


From above chart and table we can interpret that product size does matter to affect customers buying attitude. 12% respondents strongly agreed with it, whereas 20% agreed, neutral respondents are 54%, 11.3% disagreed and only 2.7% strongly disagreed.
Table: 4.24 Advertisements change your perception about a product: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	3.6400


Source: Field data

Table: 4.24 Advertisements change your perception about a product: Percentage

	
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagree
	1
	.7
	.7
	.7

	 
	Disagree
	10
	6.7
	6.7
	7.3

	 
	Neutral
	59
	39.3
	39.3
	46.7

	 
	Agree
	52
	34.7
	34.7
	81.3

	 
	Strongly agree
	28
	18.7
	18.7
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.24
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Source: Generated from field data

Interpretation: 


From above chart and table we can interpret that consumer perception does changes due to advertisement. 18.7% respondents strongly agreed with it, whereas 34.7% agreed, neutral respondents are 39.3%, 6.7% disagreed and only 0.7% strongly disagreed.
Table: 4.25 Price rating: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	71.9333


Source: Field data

Table: 4.25 Price rating: Percentage

	 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	10.00
	3
	2.0
	2.0
	2.0

	 
	25.00
	3
	2.0
	2.0
	4.0

	 
	40.00
	3
	2.0
	2.0
	6.0

	 
	50.00
	8
	5.3
	5.3
	11.3

	 
	55.00
	6
	4.0
	4.0
	15.3

	 
	60.00
	18
	12.0
	12.0
	27.3

	 
	65.00
	3
	2.0
	2.0
	29.3

	 
	70.00
	18
	12.0
	12.0
	41.3

	 
	75.00
	12
	8.0
	8.0
	49.3

	 
	80.00
	35
	23.3
	23.3
	72.7

	 
	82.00
	3
	2.0
	2.0
	74.7

	 
	83.00
	3
	2.0
	2.0
	76.7

	 
	85.00
	9
	6.0
	6.0
	82.7

	 
	90.00
	26
	17.3
	17.3
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.25
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Source: Generated from field data

Interpretation:


From the given data and diagram we can easily judge that price plays a vital role in the consumer buying behavior. Most of the respondents rated the price an essential thing while purchasing a commodity.

Table: 4.26 Brand: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	72.7667


Source: Field data

Table: 4.26 Brand: Percentage
	 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	15.00
	3
	2.0
	2.0
	2.0

	 
	20.00
	3
	2.0
	2.0
	4.0

	 
	40.00
	6
	4.0
	4.0
	8.0

	 
	50.00
	3
	2.0
	2.0
	10.0

	 
	60.00
	12
	8.0
	8.0
	18.0

	 
	65.00
	3
	2.0
	2.0
	20.0

	 
	70.00
	32
	21.3
	21.3
	41.3

	 
	75.00
	12
	8.0
	8.0
	49.3

	 
	80.00
	43
	28.7
	28.7
	78.0

	 
	85.00
	9
	6.0
	6.0
	84.0

	 
	90.00
	24
	16.0
	16.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.26
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Source: Generated from field data

Interpretation:


From the given data and diagram we can easily judge that brand plays a vital role in the consumer buying behavior. Brand is an essential part of a product. Advertisement plays a major role in developing brand equity. 

Table: 4.27 Packaging: Mean
	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	61.1000


Source: Field data

Table: 4.27 Packaging: Percentage

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	10.00
	6
	4.0
	4.0
	4.0

	 
	40.00
	9
	6.0
	6.0
	10.0

	 
	50.00
	27
	18.0
	18.0
	28.0

	 
	55.00
	3
	2.0
	2.0
	30.0

	 
	60.00
	39
	26.0
	26.0
	56.0

	 
	65.00
	6
	4.0
	4.0
	60.0

	 
	70.00
	32
	21.3
	21.3
	81.3

	 
	75.00
	11
	7.3
	7.3
	88.7

	 
	80.00
	11
	7.3
	7.3
	96.0

	 
	90.00
	3
	2.0
	2.0
	98.0

	 
	95.00
	3
	2.0
	2.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.27
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Source: Generated from field data

Interpretation:


As compared to price and brand image packaging is not as much important. Most of the respondents rate packaging average or low.  

Table: 4.28 Product size: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	56.0267


Source: Field data

Table: 4.28 Product size: Percentage
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	10.00
	8
	5.3
	5.3
	5.3

	 
	20.00
	5
	3.3
	3.3
	8.7

	 
	25.00
	6
	4.0
	4.0
	12.7

	 
	35.00
	3
	2.0
	2.0
	14.7

	 
	40.00
	9
	6.0
	6.0
	20.7

	 
	50.00
	32
	21.3
	21.3
	42.0

	 
	55.00
	3
	2.0
	2.0
	44.0

	 
	58.00
	3
	2.0
	2.0
	46.0

	 
	60.00
	27
	18.0
	18.0
	64.0

	 
	65.00
	15
	10.0
	10.0
	74.0

	 
	70.00
	12
	8.0
	8.0
	82.0

	 
	75.00
	3
	2.0
	2.0
	84.0

	 
	80.00
	12
	8.0
	8.0
	92.0

	 
	85.00
	9
	6.0
	6.0
	98.0

	 
	95.00
	3
	2.0
	2.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.28
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Source: Generated from field data
Interpretation:


From the data we can interpret that people are not as much interested in product size. Product size was rated low than other components of a product. So the manufacturer has not to focus as much on size than price and quality. 

Table: 4.29 Quality: Mean

	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	77.5400


Source: Field data

Table: 4.29 Quality: Mean

	 
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	10.00
	3
	2.0
	2.0
	2.0

	 
	25.00
	3
	2.0
	2.0
	4.0

	 
	40.00
	3
	2.0
	2.0
	6.0

	 
	50.00
	9
	6.0
	6.0
	12.0

	 
	55.00
	3
	2.0
	2.0
	14.0

	 
	60.00
	5
	3.3
	3.3
	17.3

	 
	65.00
	3
	2.0
	2.0
	19.3

	 
	70.00
	15
	10.0
	10.0
	29.3

	 
	75.00
	9
	6.0
	6.0
	35.3

	 
	78.00
	3
	2.0
	2.0
	37.3

	 
	80.00
	29
	19.3
	19.3
	56.7

	 
	85.00
	9
	6.0
	6.0
	62.7

	 
	89.00
	3
	2.0
	2.0
	64.7

	 
	90.00
	30
	20.0
	20.0
	84.7

	 
	95.00
	3
	2.0
	2.0
	86.7

	 
	100.00
	20
	13.3
	13.3
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.29
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Source: Generated from field data
Interpretation:


From the data we can interpret that people are highly concern about the quality. They are interested in quality most of all. People develop brand image on the basis of quality. For better quality they are willing to pay high charges. So the manufacturer has not to focus as much on size than price and quality.

Table: 4.30 Advertisement: Mean
	N
	Valid
	150

	 
	Missing
	0

	Mean
	 
	63.4333


Source: Field data

Table: 4.30 Advertisement: Percentage

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	25.00
	3
	2.0
	2.0
	2.0

	 
	30.00
	9
	6.0
	6.0
	8.0

	 
	39.00
	3
	2.0
	2.0
	10.0

	 
	40.00
	6
	4.0
	4.0
	14.0

	 
	45.00
	6
	4.0
	4.0
	18.0

	 
	50.00
	15
	10.0
	10.0
	28.0

	 
	55.00
	8
	5.3
	5.3
	33.3

	 
	60.00
	21
	14.0
	14.0
	47.3

	 
	65.00
	9
	6.0
	6.0
	53.3

	 
	70.00
	23
	15.3
	15.3
	68.7

	 
	75.00
	15
	10.0
	10.0
	78.7

	 
	80.00
	14
	9.3
	9.3
	88.0

	 
	86.00
	3
	2.0
	2.0
	90.0

	 
	90.00
	9
	6.0
	6.0
	96.0

	 
	95.00
	3
	2.0
	2.0
	98.0

	 
	100.00
	3
	2.0
	2.0
	100.0

	 
	Total
	150
	100.0
	100.0
	


Source: Field data

Figure 4.30
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Source: Generated from field data

Interpretation:


Advertisement is one of the important elements in developing brand image. Data shows that most of the respondents are influenced by advertisement and they give ads as average importance. 

5. DISCUSSION
The success or failure of certain product depends upon the customer whether he/she likes the product or not. That means the customer buying behavior is the basic reason that makes a product a hit or a flop. How the customer is attracted toward the product and how he/she is convinced, all depends upon the advertisement. The quality comes after the purchase and it triggers the loyalty. 
The research shows that major portion of the people analyze the market of the before purchase. Of course it depends upon the product that you are purchasing. If it is a grocery product, you don’t need a market research but in the case of shopping or specialty product you certainly need a market analysis to get a better product. 
It was observed that most of the people don’t know whether they make instant decisions or not. It obviously depends upon the nature of the product but they seem to be neutral in the purchase of it. Actually normally people whenever get some money to spend they just go to market places and purchase the item there is not much decision making involved in items below the price of 10,000. 
When the customer is convinced by the marketer then what makes him/her loyal and satisfying is the quality of the product and that makes him/her loyal. The research show the exact result and people are very much concerned about the quality of the product but that is not the only one issue that concerns them. It is the price.
FREE. Something that comes free is good and eye catching and that is what marketers rely on mostly when their product sales are declining. Price packs are a tool that the marketers use usually to boost their sales and customers buy the idea. Research shows that they like the price packs and usually purchase the product that comes with something free.
Respondents are confused about the guarantee that the companies provide to them about the product but on the other hand they also are purchasing the product that comes with the guarantee. Basically the results show that they don’t know how the guarantee on the shampoo’s quality can be claimed but that on the same instant satisfies them that at least it comes with the guarantee.
A brand is the ambassador of the product in the minds of the customer and it develops an image of it in their minds. In a word or two it creates the quality and recalls that in the conscious of the customer that it is the same product that was good to them. Research show the same and most of the people prefer the product with a name then without one.
The research shows that the respondents are more concerned about the brand then the product’s ingredients because the product is known for its ingredients but the brand is the actual thing that differentiates it from the others and attracts them to it. The name of the product makes them to purchase it or not. So they are more brand conscious then product conscious. And also they brand resembles their state of being. A good brand shows the status of the people that purchase it. So it actually is the status symbol for them. Will someone purchase a St. Michael tie or an ordinary tie if he/she can afford it? 
Then comes the price of the product. The price as our research shows has a little to do when it comes to the brand versus price competition. When someone can afford a good brand the price change does not matter much. But they also say that a big price increase can show the response otherwise. Therefore the price change has to be justified. But when it comes to the quality a just change it ignored. How many people have switched to normal general transport from DAEWOO? 

Ufone Sold Offer. Where did you hear about it? Obviously the television and what else. The research shows that people are very much attracted by the advertisements. At least they come to know what is being offered in the market. Advertisement is much more helpful then the publicity or the publicity depends upon the advertisement because people are going to talk about the brand when they come to know what is it. Therefore the advertisement plays a major role in seducing the customer towards the brand. 
The research also shows that people feel more confident in purchasing a product after the advertisement as they know what is it then they purchase it before watching the advertisement. So in addition to convincing them it also puts confidence in the people.

People purchase according to their income level and there is no denying the fact and this is exactly the same that the research shows. But at some occasions when the brand is offered a good package with a price pack or any other offer then they tend to purchase it even with some encumbrances. 

As discussed above the publicity is a dependant variable. It depends upon the advertisement that people see. After that it is publicized. There is no denying in the fact that it plays an important role in the social sectors but normally there is good publicity after good advertisement and therefore people don’t really are effected by the publicity.
When you go to a shop and ask for something. You either purchase it or not. But in some cases the representative of the shop acts abnormally. The after sale effects also make a huge difference on the minds of the people. A good attitude makes you to go to that place again but if the rep. does not responds to you correctly then you get a bad image of the product on the whole. The research show this and respondents react above normal to the question that whether a good attitude makes any difference or not. And respondents agree to the fact that image of the product is drastically moved by the rep. response.

Size and package versus brand image is nothing but incandescent light versus sunlight. Good brand image has a little to do with the size but the quality.
In a nut shell the advertisements make the people to purchase and the quality make them loyal but if the relation is broken by any other fact than the whole effort is in vain. Price matter but the brand image matter a lot. Advertisement is the major source of information about the product.
6. CONCLUSION

Following has been concluded from the research study that.

· People analyze the market according to the product that they are purchasing and the alternatives that are present in the market. It also depends upon the category that the product belongs to, whether it is shopping or specialty.
· It also has been extracted from the research, instant decision making depends upon the situation and the nature and price of the product.
· Quality is the most essential thing in the minds of the people and they prefer to have good quality if the price does not matter and that creates the image of the brand too.
· Price packs also play an important role in the purchasing decision and can divert the decision from one product to another.
· Most of the respondents are not sure about the guarantee that the brand offers but they tend to purchase the product that has guarantee.
· If the brand competition is not so tense then the grand sale can also effect the switch to another product or brand.
· Brand serves as the identification card to the product. It has been concluded that the respondents prefer the product with the brand then without one.
· Some of the respondents were more brand conscious and the reason for that is that brand in some products serve as the status symbol to them and it reflects their personality.
· The price change to most of the respondents was a matter of debate as it depends upon the situation and the nature of the product. Also they disclose that the justified price change is acceptable but in some cases the price change does not matter.
· Advertisement without doubt is the player that creates the image of the product and attracts the customer to the market to purchase it.
· In many cases the price of the product is very influential and people purchase the product according to their income level. The price change can make them to switch to other products if they are not brand conscious.
· Word of mouth is not a very effective way to attract the customers and they are not affected by them because normally good advertisement makes good impression and there goes the good word of mouth. 
· It is also concluded that the seller’s attitude is very significant in the after sale effects and people make or break their decisions according to the attitude of the rep.
· Packaging and size are not questionably important in the minds of the customer as the quality if the product is concerned.
7. RECOMMENDATIONS

Recommendations are given as follow.

· As the advertisement is important, there are tow thing that the companies should concentrate on: the timing of the advertisement and the quality of the product. People create a good relation with the products that they like and the only thing that can destroy it is the quality.
· And in order to attract the customers that marketers should keep this thing in their minds that whether the concering demographic is watching the television or listening to the radio. Normally the house wives are watching the television between 10 AM to 2 PM and normally working class people are listening to the radio between 5 PM to 7 PM when they are heading back home.
· The price may not matter in the brand conscious people but it should be justified nonetheless.
· The focus must be on developing brand image. People do consider the image while purchasing.

· The representative’s attitude should be moderate and friendly. Training should be given to them for a standard of service like McDonald’s. 
8. LIMITATIONS

Limitations for the research study are as follow

· For more accurate results the sample size should be larger but that required more resources and more time.

· The general public lack technical knowledge so it is difficult to penetrate their minds so easily. Therefore the results do not give a more accurate picture.
· Lack of human and financial resources in distribution and retrieving of questionnaire.

· There may be a possibility that the respondents were not feeling easy in disclosing the personal information and may have misguided the results.
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Questionnaire

1. You analyze the market before purchasing.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

2. You instantly make decisions.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

3. Quality of a product plays a vital role in product selection.

a) Disagree

b) Neutral

c) Agree

d) Strongly Agree

4. The price packs (something extra offered with the product package) attracts you.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

5. You believe in the guarantee that the marketer give regarding a product.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

6. Grand sales affect your purchasing.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

7. Brand serves as a quality of product.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

8. Brand serves as a symbol of dignity.

a) Disagree

b) Neutral

c) Agree

d) Strongly Agree

9. Brand is something you deem necessary in a product.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

10. You respond and accept the change in price.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

11. Advertisement plays a vital role in developing the image of product.

a) Disagree

b) Neutral

c) Agree

d) Strongly Agree

12. You purchase the product after seeing its advertisement.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

13. You purchase a commodity according to your budget/income level.

a) Disagree

b) Neutral

c) Agree

d) Strongly Agree

14. Price of a product affects your purchasing decision.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

15. You purchase the product on others suggestion.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

16. Seller attitudes affect your purchasing decision.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

17. You feel that you have paid the right price for the product you purchased.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree
18. Product packaging is necessary to attract a product.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

19. Product size does matter in purchasing decision.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

20. Advertisements change your perception about a product.

a) Strongly Disagree

b) Disagree

c) Neutral

d) Agree

e) Strongly Agree

21. Price rating.

	10.00
	15.00
	20.00
	25.00
	30.00
	35.00
	40.00
	45.00
	50.00

	60.00
	65.00
	70.00
	75.00
	80.00
	85.00
	90.00
	95.00
	100.00


22. Brand.
	10.00
	15.00
	20.00
	25.00
	30.00
	35.00
	40.00
	45.00
	50.00
	55.00

	60.00
	65.00
	70.00
	75.00
	80.00
	85.00
	90.00
	95.00
	100.00
	


23. Packaging.

	10.00
	15.00
	20.00
	25.00
	30.00
	35.00
	40.00
	45.00
	50.00
	55.00

	60.00
	65.00
	70.00
	75.00
	80.00
	85.00
	90.00
	95.00
	100.00
	


24. Product size.
	10.00
	15.00
	20.00
	25.00
	30.00
	35.00
	40.00
	45.00
	50.00
	55.00

	60.00
	65.00
	70.00
	75.00
	80.00
	85.00
	90.00
	95.00
	100.00
	


25. Quality.

	10.00
	15.00
	20.00
	25.00
	30.00
	35.00
	40.00
	45.00
	50.00
	55.00

	60.00
	65.00
	70.00
	75.00
	80.00
	85.00
	90.00
	95.00
	100.00
	


26. Advertisement.

	10.00
	15.00
	20.00
	25.00
	30.00
	35.00
	40.00
	45.00
	50.00
	55.00

	60.00
	65.00
	70.00
	75.00
	80.00
	85.00
	90.00
	95.00
	100.00
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