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______________________________________________________________________________ 

ABSTRACT 

The purpose of the research was to examine the impact of Commercial Eye Catching 

Advertisement on the sales of Ritzbury Chocolate in Anuradhapura district of Sri Lanka. 

Relevant literatures were revealed and a questionnaire derived from previous studies completed 

by 100 customers in Anuradhapura district of Sri Lanka by using the simple random sampling 

method. Quantitative research methods - the correlation analysis was carried out to examine the 

interrelationship between commercial eye catching advertisement and sales  and single linear 

regression analysis was  applied to assess the impact of commercial eye catching advertisement  

on  sales of Ritzbury chocolate  by using the SPSS (20.0) software.  The findings showed that the 

Commercial eye catching advertisement tools- package design, mass media advertisement and 

online and web advertisement are used to creatively attract more customers to Ritzbury 

Chocolate. Correlation analysis proved that there is a positive relationship between Commercial 

eye catching advertisement and the sales of Ritzbury Chocolate in Anuradhapura district. The 

regression analysis showed that the Commercial eye catching advertisement has 53.9% impact 

on the sales. It is recommended that the company should investigate the other eye catching 

techniques and apply them to enhance the sales and increase the market share. 
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ABSTRACT 

In India there is a demand for renewable source of energy in recent years. There is a necessary 

to measure the level of satisfaction of the solar energy product using consumers. To measure 

this, it is inherent to know the usage practices of those consumers. Solar energy is the major 

contributors to renewable energy next to Wind energy in Tamilnadu. There are many solar 

energy products available in the market which are used for various purposes at home and in 

society. The question is how far the consumers using solar energy products are satisfied with 

those products. The nature of product is identified and its duration of usage is measured. The 

respondents were also asked for the frequency and hours of usage of solar energy products. The 

increase in number of duration, frequency of usage, implies that the respondents are more 

informative about the products based on its pros and crons. When the respondents are using the 

products more frequently, it is easy to measure their level of satisfaction. The reason to measure 

the level of satisfaction among the solar energy product is to provide guidance to the future 

product users and also for the solar energy product manufacturing industries in framing policies 

accordingly. 

 

KEYWORDS: Solar Energy, Consumers, Solar Policies, Level Of Satisfaction 

 

 

mailto:kprince@rediffmail.com


ISSN: 2249-877X            Vol. 8 Issue 1, January 2018         Impact Factor: SJIF =4.748 

South Asian Academic Research Journals 
http://www.saarj.com  

  

REFERENCES: 

[1] CERC (Terms and Conditions for Tariff determination from Renewable Energy) resources, 

2012. 

[2] CERC. (2010). Terms and conditions for recognition and issuance of Renewable Energy. 

[3] Shamsun Nahar Momotaz, Asif Mahbub Karim, Customer Satisfaction of the Solar Home 

System Service inBangladesh Vol. 2.No. 7.November 2012 Issue. Pp. 193 – 210 

[4] Behnaz Rezaie, Ebrahim Esmailzadeh, Ibrahim Dincer(2010), Behnaz Rezaie, Ebrahim 

Esmailzadeh, Ibrahim Dincer(2010) Renewable energy options for buildings: Case studies 

[5] Ashwin J.Baliga1, Dr.Lewlyn, L.R.Rodrigues2 (2015) Customer Satisfaction and Brand 

Loyalty of SolarWater Heater Users: A Structural Equation Modeling Approach 

[6] S P Viswanathan (2015) “Solar thermal power sector” 

[7] Prof. P.L.Chavan, Gavandi Munir Akram, (2015)  Design and Development of Solar Two 

WheelerVOLUME 2,ISSN: 2394-3696 

[8] Kassahun Y. Kebedea,Toshio Mitsufuji,(2016)Technological innovation system building for 

diffusion of renewable energy technology: A case of solar PV systems in Ethiopia  

[9] Sarat Kumar Sahoo,(2016), Renewable and sustainable energy reviews solar photovoltaic 

energy progress in India: A review  

[10] Gurubheemachar, (2017), Strategy Evaluation for accelerating the solar marketing 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.sciencedirect.com/science/article/pii/S0040162516302232
http://www.sciencedirect.com/science/article/pii/S0040162516302232
http://www.sciencedirect.com/science/article/pii/S0040162516302232
http://www.sciencedirect.com/science/article/pii/S1364032116000794


ISSN: 2249-877X            Vol. 8 Issue 1, January 2018         Impact Factor: SJIF =4.748 

South Asian Academic Research Journals 
http://www.saarj.com  

  

S o u t h  A s i a n  J o u r n a l  o f  

M a r k e t i n g  & M a n a g e m e n t  

R e s e a r c h  ( S A J M M R )   

 

(Double  B lind Refereed & Reviewed International  Journal )  

 

 

DOI NUMBER: 10.5958/2249-877X.2018.00003.6 

BUILDING STRONG BRAND EQUITY THROUGH DEVELOPING AND 

IMPLEMENTING STRONG BRAND STRATEGY: IN PERSPECTIVE OF 

BANGLADESHI SUPERMARKETS 

S M Feroj Mahmood* 

*Senior Lecturer,  

Department of Business Administration, 

Notre Dame University Bangladesh, INDIA. 

Emil id: feroj@ndub.edu.bd 

______________________________________________________________________________ 

ABSTRACT 

Branding has emerged as a top management priority in the last decade due to the growing 

realization because it is not only a name or symbols; it embodies everything that the product or 

service means to the consumer. The brand is a most valuable intangible asset. The purpose of 

this study is to create strong brand equity through developing and implementing a brand 

strategy from Bangladeshi supermarket’s perspective. The concept of brand equity emerged in 

the early 1990s. This paper contained a new brand equity model in the perspective of 

Bangladeshi supermarket and implements this new model to find out how much effective this 

model in supermarket’s branding strategy. The main asset dimension of new brand equity model 

is value based. The five stages APCJC value-based model highlights Cordial Reception stage 

that created by imagining and feel.  Actually, the cordial reception we meant here at this stage 

super marketers should pay heed of their brand reception because there is no necessity to hold 

them separately in perspective of Bangladesh. We used qualitative research techniques for 

conducting research that is exploratory in nature and secondary data analysis is used to address 

the objectives of this study.   This paper also breaks down the Keller brand equity model that is 

known as the Customer-Based Brand Equity (CBBE) Model. Implementing the APCJC value-

based brand equity model, the paper finds out that “SHOWPNO” leads the Bangladeshi 

supermarket by maintaining brand strategies rules and create strong brand equity among its 

consumer mind. High brand equity provides a company with many competitive advantages 

because a powerful brand carries high credibility and also offers the company some defense 

against fierce competition.  
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ABSTRACT 

In this research article author tries to identify the customer brand loyalty and buying behavior of 

consumers for fast moving consumer goods, especially biscuits. Two parameters gender and age 

are considered to verify health and brand consciousness of consumers while buying biscuits. The 

researcher collected the data by using observation method and questionnaire method. In the 

observation method researcher collect the data of actual timing taken by the consumer for 

buying biscuits. The sample size covered for this survey was 319 customers. Retail outlets 

covered in the survey are Reliance fresh, Dorabjees, Big Bazaar, and D-mart. It was found out 

that customers are health conscious irrespective of gender while purchasing the product 

especially biscuits. Gender of customer and time taken to buy plays an important role while 

buying biscuits. Also age of customer and their brand consciousness plays an important role 

while buying biscuits. Consumer decisions, in contrast, often involve many alternatives that are 

provided by the purchase environment, any of which may provide information useful for 

evaluating one's purchase. This is especially true in the case of purchase-timing decisions. 

Suppose that you have been monitoring the price of airline fares waiting for a good time to buy 

tickets. Keeping in mind the fact that a substantial percentage of Indian population stays in rural 

and semi-urban areas, biscuits, because of their economic pricing, become the most affordable 

snacks for this segment. For the high-end segment also, the affordability factor and the hygiene 

and convenience that biscuits offer, become a driving force. It was observed that age group of 

31-40 are more brand conscious than any other age group, while age group of 21-30 are least 

brand conscious than any other age. It was also observed that there is significant association 

between age and brand consciousness while buying biscuits. Hence researcher concludes that 

consumers are brand conscious where age plays an important role while buying biscuits. 
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ABSTRACT 

The retail industry is considered to be one of the fastest growing sectors of the country. It is 

taken as an important industry of India due to its high contribution to the GDP of about 10%. 

This industry has seen many changes from what it started earlier. From the Kirana stores to the 

hypermarkets and today with the help of the growing technology it has made shopping much 

more easier for the consumer who can order sitting at their homes. Indian consumers are very 

specific about what they buy, and their preferences change with the wind. Understanding this 

consumer behaviour can get difficult at times. This article examines how the consumers react 

towards the Online and the offline retail stores and from where they prefer buying their products 

from. The article “Consumer’s Online and offline shopping behaviour” is written by Melike 

Uzan. This study has been conducted in the Swedish country with consumers targeting only those 

who buy garments in both the online and offline stores. They are confused what to buy, where to 

buy and how to buy because the options available to them are plenty. Thus, understanding their 

perceptions and wants is a difficult task. This is a broad topic which cannot be concluded 

through a limited survey. The consumers also feel that it is easy to purchase online with the 

various payment options and are comfortable using the mobile applications of each site as well. 

The consumer today wants everything easily without much hard work as the technology is 

making us lazy. Thus, they may not prefer going out and shopping when the work can be done 

easily sitting at home itself. The article “Online and offline consumer buying behaviour” is an 

article written by Shuchi Singhal and Shashi Shekhawat. This paper talks about how the 

consumer behaviour today is unpredictable and understanding it can be a challenge. The study 

uses a secondary data analysis done from the previous papers published and articles written. 
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