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Introduction
Roughly, eighty percent (80%) of ailments in India are caused by water borne miniaturized 

scale life-forms. This is legitimate in rural and furthermore, urban India. In any case, familiarity 
with health-risks associated with unsafe water is still low among the rural masses. The very 
few who treat, rely upon boiling or utilize residential candles channel options. After examining 
the condition of urban and rural areas, it was found that the urban Indian is undeniably more 
health conscious and grasps the need of purifying water before its utilization. In light of present 
circumstances, it is assessed that around 7% of urban Indians utilizes non-manual water purifiers. 
More Indians should be turned out to be mindful of the significance of introducing water purifiers. 

Electrical or substance based home filtration systems are most suitable for urban families 
since they require for all intents and purposes no manual operation and depending upon 
the advancement can take out regular poisons, compound poisons and superfluous salts. 
The principle contaminants are however microorganisms. UV purifiers bargain adequately 
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with infections and microbes. This is one of the reason why UV based purifiers are most 
comprehensively utilized water purifiers in India.

Many companies were trying their hands into the use of BTL (Below the Line) activities for the 
marketing in their initial stage of business. BTL activities are the activities in which the company 
targets only the specific group of people for the ultimate aim of sale of products to the customers. 
It  can be said that these marketing activities are limited to those companies who target on a 
much focused group of people in any specific area. These type of marketing activities can be said 
as direct marketing. BTL activities done for expanding the brand image and brand-awareness of 
MNS technology water purifiers through arranging free service camps for clients crosswise over 
city, water purifier installation at a minimal cost, making consumer aware of new products of the 
organization and disclose their need to them. 

Exercises like free service camps help in fortifying ties with the clients and increase satisfaction 
level. BTL exercises can be better outlined by appropriately understanding the consumer 
purchasing behavior.

Review of Literature
Brands emerge from other marketing mix components infer-able from the way they are 

equipped for consolidating the beneficial outcomes of all marketing activities, and by this they 
come up plainly viable signs of quality for experience and confidence characteristics (Goldfarb, Lu, 
& Moorthy, 2009; Erdem, Swait, & Valenzuela, 2006).

The idea of buyer based brand value has turned into a focal marketing concept because of 
the expanding business and scientific enthusiasm for brands, perhaps the approach as per which 
brands initiate a standout amongst the utmost pivotal impalpable resources of organizations 
and stand up plainly progressively across the board (Kapferer & Noel, 2008). Brands can remain 
available in the long haul the point that product changes or vanishes (Kapferer & Noel, 2008); that 
is the reason it is valuable for putting resources into developing brands.

Inferable from Aakers’ treatises at the start of the 90’s, (Aaker D. A., 1996) there had been a 
developing interest for the problem of monetary reciprocates created by significant brands 
(Fournie & Madden, 2008). Organizations’ of elevated product worth could be expected to have 
huge piece of the overall industry increment in the market that they cut selling price, while their 
share would lessen would be immaterial if by chance they increase their selling price (Ailawadi, 
Lehmann, & Neslin, 2003).  A few observational research studies testimony in relation to an 
optimistic connection between retailers-based brand equity measures and monetary-returns and 
additionally stock-returns (Fournie & Madden, 2008).

There are many authors who categorized brand equity measure. In their framework, about 
3 vast classifications has been talked about (Keller & Lehmann, 2003) that is, the Consumer 
demeanor measures, the commodity market-measures and the financial-measures.

Consumer demeanor measures mostly contain awareness, affiliations, loyalty and perceived-
quality (Christodoulides, Chernatony, & Leslie, 2010). Their advantage points are that they 
evaluate brand-worth sources, can predict brand-equity changes and can foresee the brand’s 
potential. (Ailawadi, Lehmann, & Neslin, 2003). Commodity Market-measures, means that they 
evaluate brand-equity sources, can predict brand-worth changes and envision the brand as 
an incentive in the brand’s market of execution. The most surely understood Product advertise 
measure is brand premium and its potential. (Aaker D. , 1991). Financial-measures assess the 
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quintessence of a brand as a budgetary impalpable resource, developing a finance-related 
estimation of a brand. The reverse of this is that it can gauge future money inflow and outpour. 
(Ailawadi, Lehmann, & Neslin, 2003).

Various writings are related to the characterization of the consumer based brand equity, 
numerous authors said that brand-awareness, brand association, perceived quality, and brand-
loyalty are the most prominent arrangement of the consumer based brand equity (Aaker D. , 1991; 
Im, Kim, Elliot, Han, & Heejoo, 2012). The initial 4 measurements of customer based brand equity 
can be clarified as: 

Brand-loyalty speaks of a positive state of mind toward a brand bringing about purchase of the 
brand after some time. It is the aftereffect of customers’ learning that only the specific brand can 
fulfill their requirements. (Tuominen, 1999). Brand-awareness is the capacity of a potential buyer 
to have a perception that a brand is a person from a particular product-classification. (Tuominen, 
1999). Perceived-quality can be characterized as the customer’s view of the general quality or 
prevalence of an item or service relative to alternatives. (Tuominen, 1999). Brand associations may 
incorporate, e.g., product qualities, customer benefits, uses, life style, product classes, contenders 
and nations of origins (Tuominen, 1999) & (Kamakura & J., 1993).

However, in the study, Kamakura & J., (1993), said that a brand ought to be related with their 
customers keeping in mind the end goal to build their level of brand–equity. Aaker, in his further 
researches, demonstrated that adding over 4 dimensions, there are further more sub-areas of 
customer based brand value, for example, (Aaker D. A., 1996), loyalty, perceived comparative-
quality, perceived brand-value, consumers-perception of organization, perceived-differentiation to 
competing brands, brand-awareness, market position, prices and distribution coverage.

In a later period, it is said in different writings that brand equity is firmly identified with 
the brand value. Brand equity alludes to the inclination of consumers towards the brand; brand 
value alludes to the monetary performance of the deliberate brand. Brand esteem separates one 
company from its rivals (Fayrene & Lee, 2011). Also, it is said that if the brand has high brand-
equity, everything considered, the brand esteem will automatically increment. This infers with 
the high brand worth, a brand can win higher advantages in the suggested commercial center 
(Slotegraaf & Pauwels, 2008) (Yoo, 2000).

A company offers its products through the medium of retailers to the consumers. As retailer 
is important, so to get higher retailer perceived value, an organization ought to accomplish 
more appealing marketing activities as marketing activities influence retailer-perceived brand 
equity likewise emphatically and decidedly impacting brand profitability performance (Baldauf, 
Cravens, Diamantopoulos, Roth, & Petra, 2009 & Goldfarb, Lu, & Moorthy, 2009). Among the 
best marketing practices, event sponsorship could be the best marketing activity for gaining 
the concentration of both, the retailers and the customers. Event sponsorship is an approach to 
additionally engage the consumer with the sponsor’s items by setting up community involvement. 
Expansion to that, product at the occasion—alongside price promotions—may add to engaging 
the participant with the brand, advertisers should likewise consider participants’ passion for (i.e., 
enthusiasm and activeness) for better engagement by customers (Close, Finney, Lacey, & Sneath, 
2006). Free trials of the product and appealing offers on the products for the customers draw the 
attention of customers to purchase the product and in the event that they like the product after 
the use, there is a possibility of further sales. Behind this statement, there is logic. Logic is that 
customer never buys any new item without any lucrative offer on the product (Siddiqi, Sohail, Ali, 
& Nasim, 2014).
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Relationship between Brand-loyalty, Brand Association and Brand-awareness
Brand-loyalty can be characterized as mix of components including the level of consumer 

satisfaction and the positivity of brand associations. In this way it can be seen that if consumers 
have higher brand associations and brand-awareness, brand-loyalty will also subsequently 
increase. Additionally in, Atilgan, Aksoy, & Akinci (2005), the more good affiliation customers 
have towards a brand, the more their loyalty and vice-versa. Brand-awareness and brand 
association were observed to be associated  (Atilgan, Aksoy, & Akinci, 2005 and Pappu, Quester, 
& Cooksey, 2005). In addition, better level of brand-awareness among customers positively 
influences the brand image of the product (association) in the mind of customers (Ramos, 
Villarejo, Franco, & Sánchez, 2005).

Relationship between Perceived-quality and Brand Association
In the research paper Managing Brand Equity on Aaker, D (1991) and Pappu, Quester, & 

Cooksey, 2005, observed that customers who hold positive association towards a brand are 
likewise liable to create positive view of quality and the other way around.

Managerial and Practical Significance
If the meaning of customer-based brand-equity is compared with the financial side of the 

matter as the overall value of that brand’s product that is a detachable resource when it is sold 
or incorporated into the company’s balance sheet and final report (Feldwick, 1996). Customer-
based brand-equity is characterized from the viewpoint of the customers and it depends on 
the level of knowledge that the customer has, the nature, and  the relationship with the brand 
(Plank & Washburn, 2002). Others say that for a brand to have the value, it must be valued by 
the consumer. If by chance the brand has no significance to the respective customers, none 
of the alternate definitions is important (Walgren, Ruble, & Donthu, 1995 ; Keller, 1993). The 
author instituted the CBBE definition as “the differential effect of brand knowledge on consumer 
response to the marketing of the brand” (Keller, 1993).

An exhaustive comprehension of brand-equity from the consumer’s perspective is basic for 
the fruitful brand building. As Keller (1993) clarifies, positive customer-based brand-equity 
“can prompt more noteworthy income, bring down cost, and higher benefit; it is a guide for the 
association’s capacity to order higher costs, a consumer’s ability to search out new dispersion 
channels, the adequacy of advertising correspondences, and the achievement of brand expansions 
and other future openings or opportunities.” 

The ramifications of customer-based research recommend that measures of consumers’ brand 
image are exact impressions of the brand execution in the commercial market (Lassar, 1995). 
Positive and strong brand-equity affects the monetary execution of the companies (Kim & Kim, 
2004).

Water purification related literature
The main purpose behind a water purifier is to remove the hardness of the surface water. The 

purifying system is made according to the directives of the higher experts made before. According 
to the directives, the total hardness in water that is required is 60 mg/l Ca and the alkalinity ought 
to be least of 30 mg/l HCO3. (Directive, 1980; Directive, 1975)

The qualities of upper-ground water planned for the reflection of drinking or consumption 
water is said, under which, the standard techniques for treatment for changing surface water into 
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drinking water is appeared in which the surface water is ordered into 3 sorts, i.e., A1, A2, A3, 
separately (Directive, 1975).

Under Category Al, the pH level for this category should be 6.5-8.5. It includes straight forward 
physical treatment, at first and then, purification, e.g. swift filtration and purification. Under 
Category A2, the pH level for this category should be 5.5-9. It includes compound-treatment 
and the purification, physical treatment, for ex. – coagulation, pre-chlorination, flocculation, 
decantation, filtration, purification (last chlorination). Under Category A3, it includes concentrated 
corporeal and compound action, amplified action and sterilization e.g. chlorination process 
to break-point, the coagulation, taken forward to flocculation, then, decantation, filtration, 
adsorption (activated carbon), purification (ozone, last chlorination).

There can be 3 home-based techniques for the water purification of surface water (Laurent, 
2005), i.e., ceramic candles, chlorination and boiling water. Sound quality ceramic candle filters 
have micron or sub-micronic evaluations and are impregnated or covered with colloidal silver 
for additional bacteriostatic impact (to counteract bio-film arrangement on the channel). Ceramic 
candle filters are exceptionally successful against most waterborne pathogens (microscopic 
organisms, protozoa) (Laurent, 2005; Energy, 2010). Ceramic candles can be isolated into 2 sorts 
(Laurent, 2005) without activated carbons.

In the case that is accurately applied (as far as concentration and contact time), chlorine is 
powerful against most waterborne pathogens including infections. The aftereffects of a few 
epidemiological researches give a reasonable affirmation of this adequacy. Chlorination can 
likewise give a steady residual level of chlorine (free residual chlorine) bringing down the danger 
of potential microbial re-contamination amid storage (Laurent, 2005; Energy, 2010). In case 
of boiling, it is to a great degree viable and straightforward approach to totally evacuate every 
single waterborne pathogen. This strategy for treatment can be successfully applied to all waters, 
incorporating those with high turbidity or dissolved constituents. The ‘rolling’ boil speaks to a 
basic and safe sign of the treatment occurring (Energy, 2010; Laurent, 2005).

But, subsequent to examining both sorts of candles, it was discovered that candles with 
activated carbon are superior to the candles without activated carbons (Laurent, 2005). 

In the wake of dissecting the techniques, the specialist presumed that candles are superior to 
anything of these 3 strategies as water boiling strategy just deactivates the small scale life forms, 
however ceramic candles deactivates and evacuates the smaller scale life forms (partially). And, 
chlorination expels the small scale life forms, however they bring the biting taste of chlorine which 
likewise gets smell the drinking water (Laurent, 2005, Energy, 2010).

The extent of the market for the business in the field of water purification is big in the 
coming future. Additionally in different literary works it is said that if the entire innovative and 
conventional water purifier is taken in the range of brand, it is discovered that the market for the 
mineral water is very dynamic (Research, 2016). It is also found that individuals are happy with 
the cost of the mineral water and they are prepared to pay for it. The general population favoring 
local brands can be changed to branded item if the ads are offered to the customers through 
the medium of retailers and better product show (Dhal & Mitra, 2015). The key for moving the 
population supporting the local brands towards the branded products is advertisement and 
promotion with other marketing activities (Dhal & Mitra, 2015, Siddiqi, Sohail, Ali, & Nasim, 
2014). Water-purifiers advertisement in India is anticipated to develop at a Compounded Annual 
Growth Rate (CAGR) of over 21% amid “2015-20”. Underground water in India contains high 
amount of dissolved solids and different micro-organisms and infections, which render the 
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water unfit for drinking, in this way controlling interest for water purifiers in the nation. The 
development of water purifiers market in India is expected because of consistent decay in water 
quality, rising well-being concerns, increasing disposable pay and growing adoption of various 
water decontamination technologies. (TechSci, 2016, Research, 2016)

Objectives for Study
•	 To	find	the	brand	equity	rating	for	each	of	the	three	measurements	of	buyer	based	brand-

equity (i.e., Brand-Awareness, Perceived-Quality and Brand-Loyalty) for any brand.
•	 To	recognize	the	key	elements	or	attributes	those	are	vital	to	consumer’s	mind	concerning	

a water purifier and accordingly impact his buying choice.
•	 To	give	suggestions	to	increase	lead	generation	through	BTL	activities.

Hypothesis
1)  H0- There is no association between brand-loyalty and brand-awareness.
 H1- There is an association between brand-loyalty and brand-awareness.
2)  H0- There is no association between the brand-loyalty and perceived-quality.
 H1- There is an association between the brand-loyalty and perceived-quality.
3)  H0- There is no significant difference in the accreditation need fulfillment between the 

different household income groups.
  H1- There is a significant difference in the accreditation need fulfillment between the 

  different household income groups.

Research Methodology

Type of Research
•	 Descriptive	 Research-	 Descriptive	 Research	 is	 used	 to	 get	 data	 concerning	 the	 present	

status of the circumstance to delineate “what exists” in regards to variables or conditions 
in a situation.

Research Approach
•	 Deductive	 Approach-	 This	 approach	 is	 related	 with	 “building	 up	 a	 hypothesis	 (or	

hypotheses) in view of existing literatures, and afterward outlining an exploration strategy 
to test the hypothesis (or, hypotheses).

Sampling Technique- Stratified Sampling because the complete region is first analyzed and 
then divided into strata on the basis of the boundaries of areas under that region and then the 
samples are selected from different areas.

Sample Size- 151 respondents predominantly from West Delhi and South Delhi.

Data Collection Technique
•	 Primary	Data-	The	data	 is	being	gathered	by	 the	wellspring	of	questionnaire-form	 from	

various respondents.
•	 Secondary	 Data-	 The	 secondary	 data	 is	 collected	 from	 different	 literatures	 of	 different	

authors related to the objectives of the study.



Volume 2  Issue 2   2017AJM

64 Amity Journal of MarketingADMAA

Statistical tool used- SPSS

Hypothesis Testing

Variables Cronbach’s Alpha Value

Choice of replacement of existing purifier with the same brand

0.783

Satisfaction with the water purifier that they have
Recommendation of the same brand of water purifier to the 
relatives
Payment of higher price to purchase existing brand of water 
purifier rather than changing the brand
Delivery of safe drinking water
Good value for money
High in dependability/ quality
Rating the quality of water purifier
Rate the quality of after-sales services of water purifier company
Rate the quality of technology of water purifier
Consideration of special appealing offers at the season of 
purchase of the water purifier
Essentiality of ISI accreditation for any water purifier
Implication of IMA (Indian Medical Association) underwriting 
for any water purifier
Vitality of water testing before purchasing any water purifier
Prominence of the “power consumption effectiveness” of any 
water purifier
Source of knowing about the company’s product
Product shown at Canopy/Exhibition provoked for purchase
Exchanging the existing purifier with new recommended 
purifier
Continuing the relationship with company

•	 Cronbach’s	Alpha	(Reliability	Analysis)
•	 T-Test	(two-tailed)
•	 Correlation
•	 Chi-square	Test
•	 One-way	ANOVA	Test	(F-Test)

Limitations
•	 The	research	is	confined	to	the	water	purifier	organization	in	India	and	the	spotlights	are	

just on the city of New Delhi. 
•	 The	 study	 is	 made	 just	 from	 the	 organization	 perspective	 and	 the	 organizations’	

productivity is for the most part taken into thought.
•	 The	 sample-size	 for	 the	 present	 survey	 has	 included	 151	 clients	 of	 water	 purifier.	 This	

sample-size is just a little extent of the whole population of customers in the nation. In 
this way, this study requires considerably bigger sample-size to guarantee proper 
generalization of the findings of the paper.
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•	 This	paper	portrays	the	causal	connections	between	the	components	of	brand-equity	and	
is made without relating them to their precursors like marketing-practices, and without 
relating them to their results like equity of the firm, that may be more helpful for the 
promoting strategies.

Key Variables Testing

Cronbach’s Alpha Test (Reliability Test)

Overall Testing
Table -1

Variables Cronbach’s Alpha Value

Choice of replacement of existing purifier with the same brand

0.783

Satisfaction with the water purifier that they have
Recommendation of the same brand of water purifier to the relatives
Payment of higher price to purchase existing brand of water purifier rather than 
changing the brand
Delivery of safe drinking water
Good value for money
High in dependability/ quality
Rating the quality of water purifier
Rate the quality of after-sales services of water purifier company
Rate the quality of technology of water purifier
Consideration of special appealing offers at the season of purchase of the water 
purifier
Essentiality of ISI accreditation for any water purifier
Implication of IMA (Indian Medical Association) underwriting for any water 
purifier
Vitality of water testing before purchasing any water purifier
Prominence of the “power consumption effectiveness” of any water purifier
Source of knowing about the company’s product
Product shown at Canopy/Exhibition provoked for purchase
Exchanging the existing purifier with new recommended purifier
Continuing the relationship with company

 It is found from Table-1 that after analyzing every variable of the research, the Cronbach’s 
Alpha value is 0.783, which says that the data that is taken from various respondents of West Delhi 
is reliable.

Table – 2   Brand-loyalty

Variables Cronbach’s Alpha Value

Choice of replacement of existing purifier with the same brand

0.847Recommendation of the same brand of water purifier to the relatives
Payment of higher price to purchase existing brand of water purifier rather than 
changing the brand
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In the wake of applying the Cronbach’s Alpha Test onto the information collected on 
different factors of brand-loyalty, it is found that the alpha value is 0.847 (Table 2) which can be 
acknowledged according to the rule that the alpha value ought to be above the 0.70.This says that 
the data that is taken from various respondents of West Delhi is reliable by its nature.

Table- 3 Brand-awareness

Variables Cronbach’s Alpha Value

Delivery of safe drinking water
0.893Good value for money

High in dependability/ quality

In the wake of applying the Cronbach’s Alpha Test onto the information collected on different 
factors of brand-awareness, it is discovered that the alpha value is 0.893 (Table 3) which can be 
acknowledged according to the rule that the alpha value ought to be above the 0.70. This says that 
the data that is taken from various respondents of West Delhi is reliable.

Table – 4 Perceived-quality 

Variables Cronbach’s Alpha Value

Rating the quality of water purifier
0.911Rate the quality of after-sales services of water purifier company

Rate the quality of technology of water purifier
 

In the wake of applying the Cronbach’s Alpha Test onto the information collected on different 
factors of perceived-quality, it is discovered that the alpha value is 0.911 (Table 4)  which can be 
acknowledged according to the rule that the alpha value ought to be above the 0.70. This says that 
the data that is taken from various respondents of West Delhi is reliable.

Table – 5 Accreditation

Variables Cronbach’s Alpha Value

Essentiality of ISI accreditation for any water purifier
0.883Implication of IMA (Indian Medical Association) 

underwriting for any water purifier
 

In the wake of applying the Cronbach’s Alpha Test onto the information collected on different 
factors of accreditation needs, it is discovered that the alpha value is 0.883 (Table-5) which can be 
acknowledged according to the rule that the alpha value ought to be above the 0.70. This says that 
the data that is taken from various respondents of West Delhi is reliable.

 Data Analysis (Frequency Table)
Table – 6   Gender

Gender Frequency Percentage

Male 58 38%
Female 93 62%
Total 151 100%
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In  Table - 6 it is shown that the female contains the larger share in the data-set. Female has 
the proportion of 61.6% in the whole data-set and male contains 38.4%. The author has taken the 
majority of responses from the female portion in view of the reason that the females appoint more 
significance to the viable characteristics of the product and the financial choices taken by them are 
extremely economic by its temperament. (Diehl & Terlutter, 2006).

Table – 7 Monthly Household Income

Income Frequency Percentage

Below 50,000 INR 31 20.5%
Between 50,000-75000 INR 78 51.7%
Between 76,000-1,00,000 INR 28 18.5%
Above 1, 00,000 14 9.3%
Total 151 100%

In the Table-7, it is shown that the highest household income group people are “Between 
50,000-75000 INR” with the 51.7% of the complete data-set. And the people with the income group 
of “Above 1, 00,000” are the lowest with 9.3%.

 Table – 8 Possession of water purifier

Water Purifier Possessing Frequency Percentage

Yes 143 94.7%
No 8 5.3%

Total 151 100%

In Table - 8, it is shown that the maximum respondents under this data-set possess the water 
purifier in their house. The respondents possessing the water purifier is with the percentage of 
94.7%.

Table – 9 Choice of replacement of existing purifier with the same brand

Purifier Replacement Choice 
Frequency

Percentage

Strongly-Disagree 6 4%
Disagree 14 9.3%
Neutral 18 11.9%
Agree 87 57.6%
Strongly-Agree 26 17.2%
Total 151 100%

In Table - 9, it is shown that the maximum respondents says that they “Agree” on the statement 
that they don’t want to change their brand of water purifier as they are very much satisfied with 
their existing water purifier brand. They have the percentage of 57.6%.
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Table- 10 Satisfaction with the possessed water purifier

Water Purifier Satisfaction Frequency Percentage

Strongly-Disagree 9 6%
Disagree 14 9.3%
Neutral 18 11.9%
Agree 95 62.9%
Strongly-Agree 15 9.9%
Total 151 100%

In Table - 10, it is shown that 62.9%, i.e., 95 out of 151, respondents says that they are satisfied 
with the water purifier they are currently using.

Table – 11    Recommendation of the same brand of water purifier to the relatives

Purifier Recommendation Frequency Percentage

Strongly-Disagree 5 3.3%
Disagree 9 6%
Neutral 24 15.9%
Agree 87 57.6%
Strongly-Agree 26 17.2%
Total 151 100%

Table - 11 shows that 57.6%, i.e., 87 out of 151, says that they would like to recommend their 
water purifier’s brand to their relatives and friends and would be happy if theywill use that 
brand’s product.

 Table – 12 Payment of higher price to purchase existing brand of water purifier rather 
than changing the brand

New Brand Preference Frequency Percentage

Strongly-Disagree 7 4.6
Disagree 12 7.9
Neutral 25 16.6
Agree 87 57.6
Strongly-Agree 20 13.2
Total 151 100%

In Table - 12, it is shown that 57.6%, i.e., 87 respondents out of 151 respondents, say that they are 
willing to pay higher value for the water purifier’s known brands that they are using. And also, if 
they get the chance to change the brand to another one, then in that case, they will prefer to pay 
higher value for the same known brand, and deny opting for any other new brand.
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Table – 13 Delivery of safe drinking water

Purifier quality delivery Frequency Percentage

Strongly-Disagree 5 3.3%
Disagree 13 8.6%
Neutral 18 11.9%
Agree 94 62.3%
Strongly-Agree 21 13.9%
Total 151 100%

In Table - 13, it is shown that 62.3%, i.e., 94 respondents out of 151 respondents, say that the 
water purifier’s brand they are using delivers safe water for drinking and maintains the hygienic 
level in the drinking water.

Table – 14 Good value for money

Purifier value for money Frequency Percentage

Strongly-Disagree 9 6%
Disagree 12 7.9%
Neutral 13 8.6%
Agree 88 58.3%
Strongly-Agree 29 19.2%
Total 151 100%

In the Table - 14, it is shown that 58.3%, i.e., 88 respondents out of 151 respondents, say 
that their water purifier always give them the good value of money that is invested on it for 
purchasing that brand’s water purifier.

Table – 15 High in dependability/ quality

Purifier Dependability Frequency Percentage

Strongly-Disagree 4 2.6%
Disagree 10 6.6%
Neutral 17 11.3%
Agree 93 61.6%
Strongly-Agree 27 17.9%
Total 151 100%

In Table - 15, it is shown that 61.6%, i.e., 93 respondents out of 151 respondents, say that they 
can depend on the quality of their brand’s water purifier. They feel that the quality of that brand’s 
water purifier is comparatively high among all the other brands.



Volume 2  Issue 2   2017AJM

70 Amity Journal of MarketingADMAA

Table – 16 Rating of the quality of water purifier

Quality Frequency Percentage

Very Poor 4 2.6%
Poor 2 1.3%
Fair 15 9.9%
Good 97 64.2%
Very Good 33 21.9%
Total 151 100%

In Table - 16, it is shown that 64.2%, i.e., 97 respondents out of 151 respondents, say that their 
brand’s water purifier is quite good in quality as comparable to other water purifier brands.

 Table – 17 Rating of the quality of after-sales services of water purifier company 

After-Sales services quality Frequency Percentage

Very Poor 3 2%
Poor 2 1.3%
Fair 15 9.9%
Good 94 62.3%
Very Good 37 24.5%
Total 151 100%

In Table - 17, it is shown that 62.3%, i.e., 94 respondents out of 151 respondents, say that the 
quality of after-sales services of their brand’s water purifier is quite good as compared to other 
brand of which they have experience.

Table – 18  Rating of the quality of technology of water purifier

Technology quality Frequency Percentage

Very Poor 2 1.3%
Poor 2 1.3%
Fair 16 10.6%
Good 92 60.9%
Very Good 39 25.8%
Total 151 100%

In Table - 18, it is shown that 60.9%, i.e., 92 respondents out of 151 respondents, say that 
they feel that the quality of the technology used by the brand’s water purifier is quite good as 
comparable to the other water purifier brands.

Table – 19 Consideration for the special appealing offers at the season of purchase  
of the water purifier

Seasonal Offers Choice Frequency Percentage

Yes 135 89.4%
No 16 10.6%
Total 151 100%
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In Table - 19, it is shown that 89.4%, i.e., 135 respondents out of 151 respondents, say that 
the offers that the brands of water purifier offer to the public are most appealing for having a 
purchase of the brand that have most attractive and mesmerizing offer for the public.

Table – 20  Essentiality of ISI accreditation for any water purifier

ISI need Frequency Percentage

Not Important 6 4%
Sometimes Important 5 3.3%
Important 101 66.9%
Very Important 39 25.8%
Total 151 100%

In Table - 20, it is shown that 66.9%, i.e., 101 respondents out of 151 respondent, say that ISI 
accreditation for any brand’s water purifier for giving the message of providing the high quality of 
water which will keep the health of the family members good.

Table – 21 Implication of IMA (Indian Medical Association) underwriting  
for any water purifier

IMA need Frequency Percentage

Not Important 6 4%
Sometimes Important 14 9.3%
Important 93 61.6%
Very Important 38 25.2%
Total 151 100%

In Table – 21, it is shown that 61.6%, i.e., 93 respondents out of 151 respondent, say that IMA 
accreditation for any brand’s water purifier gives the message of providing high quality of water 
which  keeps the health of the family members good.

Table – 22 Vitality of water testing before purchasing any water purifier

Water testing requirement Frequency Percentage

Yes 141 93.4%
No 10 6.6%
Total 151 100%

In Table - 22, it is shown that 93.4%, i.e., 141 respondents out of 151 respondents, say that the 
water testing before to have a purchase of any water purifier is very necessary because it will give 
the sense of security amongst the purchasers.

Table – 23 Prominence of the “power consumption effectiveness” of any water purifier

Power Consumption Effectiveness Frequency Percentage

Not Important 6 4%
Sometimes Important 13 8.6%
Important 96 63.6%
Very Important 36 23.8%
Total 151 100%
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In Table - 23, it is shown that 63.6%, i.e., 96 respondents out of 151 respondents, say that the 
energy consumption effectiveness plays a vital role in conserving the electricity of the purchaser 
only.

Table – 24  Source of knowing about the company’s product  
Knowledge about company’s product Frequency Percentage

Newspaper 57 37.7%
Posters/ Pamphlets 10 6.6%
Door Knocking 63 41.7%
References 21 13.9%
Total 151 100%

In Table - 24, it is shown that 41.7%, i.e., 63 respondents out of 151 respondents, say that they 
feel that the door knocking marketing technique is the best technique for spreading the name of 
any brand in the market.

Table - 25 Product shown at Canopy/Exhibition provoked for purchase

Canopy Appealing Frequency Percentage

Yes 142 94%
No 9 6%
Total 151 100%

In Table - 25, it is shown that 94%%, i.e., 142 respondents out of 151 respondents, say that the 
product show and canopy arranged by the brand for their existing customers and new customers 
provokes the customers to have a purchase.

Table – 26 Exchanging the existing purifier with new recommended purifier

Exchanging choice Frequency Percentage

Yes 141 93.4%
No 10 6.6%
Total 151 100%

In Table - 26, it is shown that 93.4%%, i.e., 141 respondents out of 151 respondents, say that the 
customers are willing to update their water purifier with every new update by company.

Table – 27 Continuing the relationship with company

Company bonding choice Frequency Percentage

Yes 141 93.4%
No 10 6.6%
Total 151 100%

In Table - 27, it is shown that 93.4%%, i.e., 141 respondents out of 151 respondents, say that 
the water-purifier consumers are awfully much satisfied with the products and services of the 
company and are willing to extend their relationship with the company.

Hypothesis Testing
1) H0- There is relationship between brand-awareness and brand-loyalty.
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     H1- There is no relationship between brand-awareness and brand-loyalty.
For the purpose of testing the above hypothesis, the author has used two tests, i.e., T-test and 

Correlation.

• T- Test
Table – 28  Delivery of safe drinking water

T value Df (degree of freedom) Sig. level (2-tailed)

Choice of replacement of existing purifier 
with the same brand 0.00 150 1.00

Recommendation of the same brand of 
water purifier to the relatives 2.00 150 0.51

Payment of higher price to purchase 
existing brand of water purifier rather than 
changing the brand

-0.669 150 0.27

Table -28 demonstrates that the significance level of each factor is over the expected level of 
significance 0.05. Also, by that it can be concluded that the primary variable of brand-awareness is 
decidedly associated with the each factor of brand-loyalty. This result is based on all the responses 
recorded from the respondents of West Delhi.

Table – 29 Good value for money

T value df (degree of freedom) Sig. level

Choice of replacement of existing purifier with 
the same brand 0.245 150 0.81

Recommendation of the same brand of water 
purifier to the relatives -0.391 150 0.69

Payment of higher price to purchase existing 
brand of water purifier rather than changing the 
brand

1.135 150 0.26

Table - 29 demonstrates that the significance level of each factor is over the expected level of 
significance 0.05. Also, by that it can be concluded that the second variable of brand-awareness is 
decidedly associated with the each factor of brand-loyalty. This result is based on all the responses 
recorded from the respondents of West Delhi.

Table – 30 High in dependability/ quality

T value Df (degree of freedom) Sig. level

Choice of replacement of existing 
purifier with the same brand 1.492 150 0.14

Recommendation of the same brand of 
water purifier to the relatives 0.824 150 0.41

Payment of higher price to purchase 
existing brand of water purifier rather 
than changing the brand

2.440 150 0.02

Table - 30 expresses that the significance level of each factor of brand-loyalty that is contrasted 
with third variable of the brand-awareness is above the assumed significance level that is 0.05 
aside from one variable, which is rejecting the null hypothesis. Yet, subsequent to analyzing the 
entire table, one might say that entire table is towards the acknowledgment of null hypothesis, 
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which says that factors of brand-awareness are related with the brand-loyalty factors. This result is 
based on all the responses recorded from the respondents of West Delhi.

Subsequent to breaking down the over three tables’ altogether, one might say that the factors of 
brand-awareness are decidedly and essentially associated with the factors of brand-loyalty. This 
specifically implies increase in the brand-loyalty among the customers/people, is the immediate 
consequence of increase of brand-awareness among them. The explanation behind the increase in 
brand-awareness among individuals might be the expanding efforts of the organizations towards BTL 
exercises for the overall population through the medium of door knocking, pamphlets, and so on.

• Correlation
Table – 31  Delivery of safe drinking water

Pearson correlation value Sig. (2-tailed)

Choice of replacement of existing purifier with the same brand 0.573 0.00
Recommendation of the same brand of water purifier to the 
relatives

0.567 0.00

Payment of higher price to purchase existing brand of water 
purifier rather than changing the brand

0.560 0.00

Considering Table - 31, it is clear that the first variable of brand-awareness is strongly 
associated with the different factors of brand-loyalty as the ‘r’- value of each factor is greater than 
0.5, which demonstrates the significance of correlation between the two factors. And furthermore, 
the above demonstrates that the first variable of brand-awareness is decidedly associated with the 
every factor of brand-loyalty on the ground that the calculated significance level is lesser than the 
assumed significance level, i.e., 0.05, and the null hypothesis is acknowledged and dismisses the 
alternative hypothesis. In this way, there is a positive relationship between the first variable of 
brand-awareness and every factor of the brand-loyalty. This result is based on all the responses 
recorded from the respondents of West Delhi.

Table – 32 Good value for money

Pearson correlation value Sig. (2-tailed)

Choice of replacement of existing purifier with the 
same brand 0.516 0.00

Recommendation of the same brand of water 
purifier to the relatives 0.644 0.00

Payment of higher price to purchase existing brand 
of water purifier rather than changing the brand 0.427 0.00

Considering Table - 32, it can be clearly comprehended that the second variable of brand-
awareness is strongly associated with the different factors of brand-loyalty as the ‘r’- value of 
each factor is greater than 0.5, which demonstrates the significance of correlation between the two 
factors. And furthermore, the above demonstrates that the second variable of brand-awareness 
is decidedly associated with the every factor of brand-loyalty on the ground that the calculated 
significance level is lesser than the assumed significance level, i.e., 0.05, and the null hypothesis 
is acknowledged and dismisses the alternative hypothesis. In this way, there is a positive 
relationship between the second variable of brand-awareness and every factor of the brand-
loyalty. This result is based on all the responses recorded from the respondents of West Delhi.
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Table – 33 High in dependability/ quality

Pearson correlation value Sig. (2-tailed)

Choice of replacement of existing purifier with the 
same brand 0.566 0.00

Recommendation of the same brand of water 
purifier to the relatives 0.510 0.00

Payment of higher price to purchase existing brand 
of water purifier rather than changing the brand 0.50 0.00

Considering Table 33, it is clear that third variable of brand-awareness is strongly associated 
with the different factors of brand-loyalty as the ‘r’- value of each factor is greater than 0.5, which 
demonstrates the significance of correlation between the two factors. And furthermore, the above 
demonstrates that the third variable of brand-awareness is decidedly associated with every factor 
of brand-loyalty on the ground that the calculated significance level is lesser than the assumed 
significance level, i.e., 0.05, and the null hypothesis is acknowledged and dismisses the alternative 
hypothesis. In this way, there is a positive relationship between the third variable of brand-
awareness and every factor of the brand-loyalty. This result is based on all the responses recorded 
from the respondents of West Delhi.

Subsequent to applying correlation to all tables it is found that there is a positive correlation 
between the factors of brand-awareness and the factors of the brand-loyalty. Since the calculated 
significance level is lesser than the computed significance level, it is heading to acknowledge 
the null hypothesis and reject alternative hypothesis. The null hypothesis says that the brand-
awareness is related with the brand-loyalty.

2) H0- There is an association between perceived-quality and brand-loyalty
     H1- There is no association between perceived-quality and brand-loyalty.

• Chi-square test
Table – 34 Rating the quality of water purifier

Pearson Chi-square Df (degree of freedom) Sig. (significance level)

Choice of replacement of existing 
purifier with the same brand 130.565 16 0.00

Recommendation of the same brand 
of water purifier to the relatives 179.762 16 0.00

Payment of higher price to purchase 
existing brand of water purifier 
rather than changing the brand

108.154 16 0.00

From Table - 34, it is found that the first variable of perceived-quality is specifically associated with 
each factor of brand-loyalty. The computed significance level is lesser than the assumed significance 
level, i.e., 0.05 for every one of the factor of brand-loyalty, if contrasted with first factor of perceived-
quality. This result is based on all the responses recorded from the respondents of West Delhi.
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Table -35 Rating of the quality of after-sales services of water purifier company

Pearson Chi-square Df (degree of freedom) Sig. (significance level)

Choice of replacement of existing 
purifier with the same brand 148.766 16 0.00

Recommendation of the same brand 
of water purifier to the relatives 133.122 16 0.00

Payment of higher price to purchase 
existing brand of water purifier rather 
than changing the brand-

155.648 16 0.00

As per Table-35, it is found that the second variable of perceived-quality is specifically 
associated with each factor of brand-loyalty. The computed significance level is lesser than the 
assumed significance level, i.e., 0.05 for every one of the factor of brand-loyalty, if contrasted with 
second factor of perceived-quality. This result is based on all the responses recorded from the 
respondents of West Delhi.

Table-36 Rate the quality of technology of water purifier

Pearson Chi-square Df (degree of freedom) Sig. (significance level)

Choice of replacement of existing 
purifier with the same brand 157.676 16 0.00

Recommendation of the same brand 
of water purifier to the relatives 173.468 16 0.00

Payment of higher price to purchase 
existing brand of water purifier 
rather than changing the brand

162.459 16 0.00

As per Table – 36, it is found that the third variable of perceived-quality is specifically 
associated with each factor of brand-loyalty. The computed significance level is lesser than the 
assumed significance level, i.e., 0.05 for every one of the factors of brand-loyalty, if contrasted 
with third factor of perceived-quality (as appeared in above table). This result is based on all the 
responses recorded from the respondents of West Delhi.

On applying chi-square test to every table, it is found that the factors under the perceived-
quality are related with the brand-loyalty. The computed significance level is lesser than the 
assumed significance level, i.e., 0.05. Consequently, the alternative hypothesis is rejected and null 
hypothesis is acknowledged, which says that the perceived-quality and brand-loyalty is related 
with each other.

3) H0- There is a significant difference in the accreditation-need fulfillment in-between the 
different household income groups.

    H1- There is no significant difference in the accreditation-need fulfillment in-between the 
different household income groups.

• One-way ANOVAs
Table -37 Monthly Household Income

Df (degree of freedom) F- Value Sig. (significance level)

Essentiality of ISI accreditation for 
any water purifier

Between Groups 3 1.242 0.297
Within Groups 147

Implication of IMA (Indian 
Medical Association) underwriting 
for any water purifier

Between Groups 3 1.052 0.371

Within Groups 147



Volume 2  Issue 2  2017 AJM

77Amity Journal of Marketing ADMAA

As per Table - 37,  there is no momentous difference in the accreditation need fulfillment 
between the dissimilar family income salary groups as the computed significance level is more 
prominent than the assumed significance level, i.e., 0.05, which shows that the alternative 
hypothesis ought to be acknowledged and null hypothesis ought to be rejected. This result is 
based on all the responses recorded from the respondents of West Delhi.

Conclusion
This paper demonstrates the impact of brand perceived-quality along with brand-awareness 

on brand-loyalty. The outcome demonstrates that both–brand perceived-quality and brand-
awareness are helpful for making brand-loyalty. 

Brand perceived-quality and brand-awareness both are the key components in building 
brand-loyalty, which is similarly vital for advertisers and customers. Brand-loyalty acts a 
strong brand differentiator and offer practical upper hand. The brand perceived-quality and the 
brand-awareness makes or strengthens the brand’s identity and upgrades brand value, which 
can be utilized through brand expansion.  It is recommended that every manager should stress 
upon brand-awareness to achieve customer’s attention such that the name of the brand can be 
immediately brought to mind. Brand-loyalty additionally causes brands to gain higher market-
share under the overall industry, charge brand’s premium and protects from discounting brands. 
Brand perceived-quality likewise underpins the product-makers, i.e., manufacturers and clients 
relationship and makes them effulgent and of long duration.

Recommendations
•	 The	UV	water	purifier	and	RO	water	purifier	ought	to	be	focused	in	various	regions	as	per	

the T.D.S. of water in any particular region. 
•	 IMA	 certification	 and	 ISI	 accreditation	 (product	 actual	 or	 real	 quality)	 ought	 to	 be	

highlighted. 
•	 Messages	ought	to	be	sent	to	the	current	customers	requesting	referrals.	In	the	event	that	

the deals appear giving them the free service.
•	 Install	 the	 water	 purifier	 at	 temples,	 mosque	 and	 so	 forth,	 for	 free.	 That	 will	 help	 in	

making a decent brand image. 
•	 Send	messages	to	existing	clients	about	the	new	items	or	exceptional	offers.	
•	 Present	clients	who	are	meaning	to	purchase	goods	of	some	other	product	offerings	of	the	

organization be given a broadened free administration for the present item.
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Annexure 1: Questionnaire
1) Gender

•	 Male
•	 Female

2) Monthly Household Income:
•	 Below	50,000	INR
•	 Between	50,000-75000	INR
•	 Between	76,000-1,00,000	INR
•	 Above	1,00,000

Do you presently possess a water purifier?
•	 Yes
•	 No
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Key to rank:

Strongly-Disagree 1
Disagree 2
Neutral 3
Agree 4
Strongly-Agree 5

Brand-loyalty:
4) I would replace my existing purifier with the same brand-

•	 1,	
•	 2
•	 3
•	 4
•	 5

5)  I am satisfied with the purifier water purifier that I am currently using-
•	 1
•	 2
•	 3
•	 4
•	 5

6)  I recommend the same brand of water purifier to my friends and relatives-
•	 1
•	 2
•	 3
•	 4
•	 5

7)  I will pay a higher cost to purchase this brand of water purifier rather than changing the 
brand-
•	 1
•	 2
•	 3
•	 4
•	 5

Brand-awareness:
8)  My water purifier delivers safe drinking water-

•	 1
•	 2
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•	 3
•	 4
•	 5

9)  My water purifier gave me good value for money-
•	 1
•	 2
•	 3
•	 4
•	 5

10)  My water purifier scores high in dependability/ quality-
•	 1
•	 2
•	 3
•	 4
•	 5

Perceived-quality:
11)  How will you rate the quality of our water purifier?

•	 Very	Poor
•	 Poor
•	 Fair
•	 Good
•	 Very	Good

12)  How will you rate the quality of after-sales services of our water purifier company?
•	 Very	Poor
•	 Poor
•	 Fair
•	 Good
•	 Very	Good

13)  How will you rate the quality of technology of our water purifier?
•	 Very	Poor
•	 Poor
•	 Fair
•	 Good
•	 Very	Good

Other questions-
14)  Did you consider special appealing offers inthe season of purchase of the water purifier?
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•	 Yes
•	 No

15)  How essential is a criteria of the ISI accreditation for any water purifier?
•	 Not	Important
•	 Sometimes	Important
•	 Important
•	 Very	Important

16)  How critical is the implication of IMA (Indian Medical Association) underwriting for any 
water purifier?
•	 Not	Important
•	 Sometimes	Important
•	 Important
•	 Very	Important

17)  Do you think water testing is vital before purchasing any water purifier?
•	 Yes
•	 No

18)  How prominent is the “power consumption effectiveness” of any water purifier in purchasing 
it?
•	 Not	Important
•	 Sometimes	Important
•	 Important
•	 Very	Important

19)  How did you initially come to know about our company’s product?
•	 Newspaper
•	 Posters/	Pamphlets
•	 Door	Knocking
•	 References

20)  Has product show at Canopy/Exhibition provoked you to purchase the item?
•	 Yes
•	 No

21)  Would you consider the exchange of your purifier with our recommended purifier?
•	 Yes
•	 No

22)  Would you like to continue your relationship with our company?
•	 Yes
•	 No
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