
 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR250661035 Volume 7, Issue 6, November-December 2025 1 

 

Factors Affecting Consumers Brand Choice of 

Mineral Water in Gazipur City 
 

Mahojabin Islum1 Sharmin Zaman2, S. M. Mujahidul Islam3 
 

1Research Fellow, Department of Marketing, National University Bangladesh 
2Research Fellow, Department of Marketing, National University Bangladesh 

3Associate Professor, Department of Marketing, National University Bangladesh 

 

Abstract:  

The objective of this study was to factors affecting consumers' brand choice of mineral water in Gazipur 

City of Bangladesh. With the increasing demand for mineral water in the region, understanding 

consumer preferences is crucial for bottling companies to effectively market their products. The study 

explores how factors such as water quality, packaging and labeling, price, availability, advertising, and 

word-of-mouth referrals impact consumers' brand choices. Through a comprehensive analysis, this 

research aims to provide insights into consumer behavior in the context of mineral water consumption 

and contribute to the development of targeted marketing strategies for water bottling companies. 

Understanding these factors can help companies enhance brand positioning, build consumer trust, and 

gain a competitive edge in the Gazipur mineral water market. A combination of descriptive and 

explanatory study design was used to achieve this goal, and data from a sample size of 50 employees 

were gathered using a closed-ended questionnaire. Convenience sampling with non-probability was 

employed. Statistical techniques such multiple respondent demographic profile, Simple Percentage 

Analysis, Standard Deviation, and Chi – Square Analysis with bar chart were used to analyze the 

gathered data. According to this study, customers' choice of brand for mineral water products was highly 

influenced by factors such as product quality, advertising, packaging, brand pricing, brand image and 

brand availability. On customers' decisions regarding which brand to choose, price and brand image had 

a greater impact than any other factor.  They have to highlight their brand image to make it attractive and 

they must then determine their price based on affordability and brand accessibility at the appropriate 

time and location. 
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1.0 Background of the Study 

Mineral water has become a popular choice among consumers worldwide due to its convenience, 

perceived quality, and health benefits. In Gazipur, a city known for its growing population and industrial 

development, the demand for mineral water has witnessed a significant surge. The development of 

branded mineral water in Bangladesh may be traced back to the early 1990s, when worries about water 

contamination and hygienic conditions led to a growth in the demand for safe and purified drinking 
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water. Before that, people frequently drank tap water, although its quality was unclear. The first brand-

named mineral water business, "Aqua Mineral Water," was founded in Bangladesh in 1993. It 

introduced the idea of drinking water in bottles that had been purified to guarantee safety and quality. 

Customers took to the brand, especially in cities where it was difficult to have access to safe drinking 

water. 

We all know 'Another name for water is life and we cannot imagine the existence of plants and animals 

without this substance. But safe and pure water is needed to lead a healthy life. And most of the time, 

having safe water is a big issue in urban life. Hence, we largely depend on the mineral water or jar 

waters. Besides, we also rely on mineral water bottles when we travel or go to a restaurant. You may 

find mineral water from different brands in a local store. Bangladesh has close to 150 mineral water 

companies nationwide. Among all the top mineral drinking water brands in Bangladesh are "MUM," 

"Kinley," "Fresh," "Mukta," "Acme," "Aquafina," "Spa," "PRAN," "Jibon." (TAHMID, 2021). 

Recognizing the significance of clean drinking water, the Bangladeshi government established rules and 

directives to help mineral water providers maintain high standards. Brands of mineral water are certified 

and continually monitored by the Bangladesh Standards and Testing Institution (BSTI) to make sure 

they adhere to legal criteria. 

1.1 Statement of the Problem 

As consumers increasingly prioritize hydration and water quality, the mineral water industry in Gazipur 

City has witnessed the emergence of numerous brands, each vying for a share of the market (Jones & 

Brown, 2019). Despite the apparent significance of mineral water in the daily lives of Gazipur City 

residents, a conspicuous gap in research exists concerning the factors that intricately shape consumers' 

brand preferences within this market. 

This research seeks to bridge this gap by investigating the nuanced factors influencing consumers' brand 

choices in the mineral water market of Gazipur City. By building upon the foundations laid by previous 

studies on consumer behavior and preferences (Martin & White, 2021), Thompson & Clark, 2017), this 

research aims to delve deeper into the interplay of elements such as brand reputation, price 

considerations, packaging aesthetics, and perceived water quality. Additionally, exploring the impact of 

demographic variables, including age, income, and education, will provide a comprehensive 

understanding of the diverse factors contributing to brand choices in this specific market. 

 

2.0 Literature Review 

The findings of this literature review will not only contribute to the academic understanding of consumer 

behavior but also offer valuable insights for mineral water companies operating in Gazipur. 

Understanding the factors that drive brand choice can assist these companies in developing effective 

marketing strategies, enhancing brand positioning, and ultimately gaining a competitive advantage in the 

market. 

Product Quality 

Product quality is a crucial factor influencing consumer preferences in the mineral water industry. 

Consumers expect mineral water to meet specific quality standards in terms of purity, safety, and taste. 

Research has shown that perceived product quality significantly impacts consumer satisfaction and 

brand loyalty (Chen et al., 2018). Additionally, studies have highlighted the importance of quality 

control measures and compliance with regulatory guidelines in ensuring product safety and maintaining 

consumer trust (Jambeck et al., 2018). These findings underscore the significance of product quality as a 
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determinant of consumer choice and emphasize the need for rigorous quality assurance practices within 

the mineral water industry. 

Advertisement 

Advertisement plays a crucial role in influencing consumer perceptions and purchase decisions in the 

mineral water industry. Numerous studies have examined the impact of advertising on consumer 

behavior and brand preferences. Advertising is found to significantly influence consumers' brand 

awareness, brand image, and brand loyalty (Kumar et al., 2017). Research has explored various 

advertising strategies, such as celebrity endorsements, emotional appeals, and informative messaging, to 

determine their effectiveness in capturing consumer attention and influencing brand choice (Wang & 

Zhang, 2020). Furthermore, digital advertising and social media platforms have emerged as valuable 

channels for promoting bottled water brands and engaging with consumers (Nguyen et al., 2020). The 

literature highlights the importance of strategic and well-executed advertising efforts in shaping 

consumer perceptions and driving brand preference in the competitive mineral water market. 

Product Packaging 

Packaging plays a critical role in the mineral water industry, influencing consumer perceptions, product 

differentiation, and purchase decisions. Research has shown that packaging design and functionality 

significantly impact consumer preferences and brand choices (Doroudian et al., 2020). Packaging serves 

as a powerful communication tool, conveying important information about the product and brand while 

capturing consumers' attention on store shelves (Laham et al., 2021). Studies have explored various 

aspects of packaging, such as materials, shape, label design, and convenience features, to understand 

their influence on consumer behavior (Jain & Bagdare, 2020). For example, research has found that eco-

friendly packaging materials and designs can positively impact consumers' perceptions of the brand's 

environmental responsibility and sustainability efforts (Talaga et al., 2021). The literature highlights the 

importance of thoughtful and appealing packaging strategies in enhancing product visibility, consumer 

engagement, and brand differentiation in the competitive mineral water market. 

Product Price 

Brand price is a critical factor influencing consumer choices in the mineral water market. Numerous 

studies have investigated the impact of price on consumer behavior and brand preferences. Price 

perception plays a significant role in shaping consumer perceptions of product quality and value (Zhao 

et al., 2019). However, price sensitivity varies among consumers, and some individuals may prioritize 

more budget-friendly options (Wang et al., 2019). Studies have examined the effect of price promotions, 

discounts, and price elasticity of demand in the mineral water industry to understand how pricing 

strategies influence consumer purchase decisions (Lee et al., 2019). Furthermore, the influence of price 

on brand loyalty and consumer satisfaction has been explored, revealing that consumers' perception of 

fair pricing and value for money are crucial for building brand loyalty (Liu et al., 2021). The literature 

highlights the complex interplay between brand price, perceived value, and consumer decision-making 

in the competitive mineral water market. 

Product Image 

Brand image, encompassing factors like reputation, trustworthiness, and associations with health and 

sustainability, significantly impacts consumer brand choices in the mineral water industry emphasized 

the role of brand image in building consumer loyalty and willingness to pay a premium for preferred 

brands. Elements contributing to brand image in the mineral water industry include brand reputation, 

perceived quality, product attributes, packaging design, and advertising messages (Atilgan et al., 2005). 
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Additionally, the influence of brand image on consumer decision-making has been examined, revealing 

that a positive brand image can act as a differentiating factor in a highly competitive market (Khan et al., 

2021). The literature emphasizes the significance of cultivating a strong and favorable brand image to 

establish a competitive advantage and capture consumer loyalty in the mineral water industry. 

Product Availability 

Studies have shown that consumers are more likely to choose brands that are readily available and easily 

accessible in their preferred shopping locations (Laroche et al., 2018). Additionally, brand availability 

can impact consumer perceptions of brand reliability, trustworthiness, and market presence (Villarroel 

Ordenes et al., 2013). Research has explored the role of distribution strategies, supply chain 

management, and retail partnerships in enhancing brand availability and market reach (Gohary et al., 

2020). The literature emphasizes the significance of brand availability as a key factor in influencing 

consumer decisions and establishing market presence in the competitive mineral water industry. 

2.1 Research Gap 

After reviewing the literature, I cannot find any existing research work or literature in this field. Other 

products related research paper are available but not mineral water. That’s why I find research gap in 

this field. Addressing specific factors affecting brand choice in Gazipur's mineral water market can 

contribute to understanding consumer behavior. 

2.2 Objective of the Study 

The main objectives of this study are: 

1. To identify the factors affecting brand choice of the consumers on mineral water. 

2. To identify, what factors influence mineral water brand. 

To attain clarify the main objectives there are some supporting objectives such as: 

1. To identify the product quality, price, and brand image influences customer choice of mineral water 

brand. 

2. To determine the impact of brand availability on mineral water brand choice 

3. To examine the effect of advertising on mineral water brand choice. 

4. To examine the influence of packaging factors on mineral water choice. 

2.3 Hypotheses of the Study 

H1. There is no relationship between product quality and significant influence on mineral water brand 

choice in the case of Gazipur City. 

H2. There is no relationship between advertising and significant influence on mineral water brand choice 

in the case of Gazipur City. 

H3. There is no relationship between packaging and significant influence on mineral water brand choice 

in the case of Gazipur City. 

H4. There is no relationship between price and significant influence on mineral water brand choice in 

the case of Gazipur City. 

H5. There is no relationship between brand image and significant influence on mineral water brand 

choice in the case of Gazipur City. 

H6. There is no relationship between availability and significant influence on mineral water brand 

choice in the case of Gazipur City. 

2.4 Limitations of the Study: 

The study focused on Gazipur City, which may not represent broader regional or national preferences. 

Generalizing findings beyond this specific area should be done cautiously. The survey design and 
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questionnaire construction might have influenced respondent answers. Biases, such as social desirability 

bias or response bias, could have affected the results. The study might not have captured all relevant 

variables influencing consumers' brand choices. Factors like taste preference, health considerations, or 

environmental concerns could have been overlooked. While chi-square tests provide valuable insights, 

they do not establish causation. Other statistical methods or qualitative research could provide deeper 

insights into consumer behavior. 

 

3.0 Methodology of the study 

The data for this study has been collected through surveys conducted among consumers in Gazipur, 

Bangladesh. The surveys have capture relevant information about factors affecting consumers brand 

choice in the mineral water industry, including product quality, advertisement, packaging, price, image, 

and availability. The data collection process has involved administering questionnaires to a sample of 

consumers in the target population. A structured questionnaire has been developed for collecting 

opinions of so respondents under study with a view to achieving objectives of the study. For collecting 

opinions on the study, I prepared the questionnaire based on 5-point Likert scale where, not satisfied 

somewhat satisfied. 

3.1 Research Model 

The research design or model is derived from the research methodology and the specific objectives of 

the study. It is developed by the researcher to guide the overall process of conducting the research and to 

achieve the research objectives effectively. The research design or model is mainly based on the 

literature review. 

 

 
Source: Developing by Researcher 

Product Quality 

Advertisement 

Packaging 

Brand Price 

Brand Image 

Brand Availability 

Brand Choice of mineral 

water  

Independent Variable Dependent Variable 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR250661035 Volume 7, Issue 6, November-December 2025 6 

 

3.2 Population of the Study 

Population of this study consists of consumers in Gazipur, Bangladesh, who purchase and consume 

mineral water. The target population may include individuals from various age groups, occupations, 

income levels, and educational backgrounds. The sample size has been determined based on the 

statistical power required to achieve reliable and valid results, considering the population size and the 

desired level of confidence. As population is known, the adjusted formula for calculating sample size, 

proposed by Cochran’s (1963), has been applied. The Formula is below; 

𝐧 =  
𝐳𝟐𝐩𝐪

𝐞𝟐
 

3.3 Data Analysis Techniques 

The data for this study has been collected through surveys conducted among consumers in Gazipur, 

Bangladesh. The surveys have capture relevant information about factors affecting consumers brand 

choice in the mineral water industry, including product quality, advertisement, packaging, price, image, 

and availability. The data collection process has involved administering questionnaires to a sample of 

consumers in the target population. A structured questionnaire has been developed for collecting 

opinions of so respondents under study with a view to achieving objectives of the study. For collecting 

opinions on the study, I prepared the questionnaire based on 5-point Likert scale (Strongly Agree, Agree, 

Neutral, Disagree, and Strongly Disagree) where, not satisfied somewhat satisfied. 

3.4 Pilot Survey 

Before preparing the final questionnaire 2 pilot survey has been conducted to taste the validity and 

relevance of the questions. At first, personally surveyed to five respondents and found some errors from 

the questions. After received the questionnaire & again surveyed to five respondents then I prepared the 

questionnaire for final survey. I went personally to the respondent of different Brand choice of mineral 

water and collected 50 respondent opinions through questionnaire. 

3.5 Method of Data Analysis 

Data have been analyzed multiple Respondent Demographic Profile (Age, Gender. Marital Status, 

Occupation, Education Qualification), Crosstab Analysis, Standard Deviation, and Chi – Square 

Analysis Test with bar chart using SPSS-26. 

 

4.0 Analysis and Findings 

This section describes on respondent’s demographic profile of respondent and respondent’s, that 

distribution by age, gender, marital status, occupation, educational qualification, and monthly income 

based on questionnaire. Here is a detailed interpretation of the results: 

 

 

 

 

Where, 

n = Sample size. 

z = Level of confidence. 

p = Variability/Standard Deviation. 

q = 1-p 

e = The desire level of precision. 
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Table 1 

Chi Square Test 

Test Pearson Chi-

Square Value 

Significance 

Age* When choosing any mineral water brand, the quality of the 

product is important. 

3.633a .880b 

Age* Advertising influence our awareness of different mineral water 

brands. 

10.799a .840b 

Age* When considering mineral water brands, packaging features seem 

to be the most attractive to us. 

15.487a .140b 

Age* Promotional offers or discounts are important in influencing our 

decision while purchasing a particular mineral water brand. 

23.105a .020b 

Age* Brand image of a mineral water brand is in influencing our 

purchasing decisions. 

26.402a .020b 

Age* The availability of mineral water brands influences our 

purchasing decisions. 

13.336a .560b 

Gender* When choosing any mineral water brand, the quality of the 

product is important. 

8.101a .000b 

Gender* Advertising influence our awareness of different mineral water 

brands. 

4.030a .520b 

Gender* When considering mineral water brands, packaging features 

seem to be the most attractive to us. 

6.714a .080b 

Gender* Promotional offers or discounts are important in influencing 

our decision while purchasing a particular mineral water brand. 

6.563a .120b 

Gender* Brand image of a mineral water brand is in influencing our 

purchasing decisions. 

4.678a .280b 

Gender* The availability of mineral water brands influences our 

purchasing decisions. 

5.681a .200b 

Marital Status * When choosing any mineral water brand, the quality of 

the product is important. 

.249a 1.000b 

Marital Status * Advertising influence our awareness of different 

mineral water brands. 

3.238a .680b 

Marital Status * When considering mineral water brands, packaging 

features seem to be the most attractive to us. 

8.668a .040b 

Marital Status * Promotional offers or discounts are important in 

influencing our decision while purchasing a particular mineral water 

brand. 

2.924a .500b 

Marital Status * Brand image of a mineral water brand is in influencing 

our purchasing decisions. 

19.404a .000b 

Marital Status * The availability of mineral water brands influences our 

purchasing decisions. 

6.940a .100b 

Occupation* When choosing any mineral water brand, the quality of the 8.436a .360b 
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product is important. 

Occupation * Advertising influence our awareness of different mineral 

water brands. 

14.996a .700b 

Occupation * When considering mineral water brands, packaging 

features seem to be the most attractive to us. 

14.984a .200b 

Occupation * Promotional offers or discounts are important in 

influencing our decision while purchasing a particular mineral water 

brand. 

10.279a .720b 

Occupation * Brand image of a mineral water brand is in influencing 

our purchasing decisions. 

33.927a .060b 

Occupation * The availability of mineral water brands influences our 

purchasing decisions. 

16.795a .360b 

Educational Qualification* When choosing any mineral water brand, the 

quality of the product is important. 

8.692a .340b 

Educational Qualification * Advertising influence our awareness of 

different mineral water brands. 

18.734a .320b 

Educational Qualification * When considering mineral water brands, 

packaging features seem to be the most attractive to us. 

18.840a .120b 

Educational Qualification * Promotional offers or discounts are 

important in influencing our decision while purchasing a particular 

mineral water brand. 

22.272a .080b 

Educational Qualification * Brand image of a mineral water brand is in 

influencing our purchasing decisions. 

6.226a 1.000b 

Educational Qualification * The availability of mineral water brands 

influences our purchasing decisions. 

6.572a 1.000b 

Monthly Income* When choosing any mineral water brand, the quality 

of the product is important. 

5.017a .840b 

Monthly Income * Advertising influence our awareness of different 

mineral water brands. 

17.895a .360b 

Monthly Income * When considering mineral water brands, packaging 

features seem to be the most attractive to us. 

16.441a .160b 

Monthly Income * Promotional offers or discounts are important in 

influencing our decision while purchasing a particular mineral water 

brand. 

10.583a .540b 

Monthly Income * Brand image of a mineral water brand is in 

influencing our purchasing decisions. 

19.587a .300b 

Monthly Income * The availability of mineral water brands influences 

our purchasing decisions. 

11.980a .700b 

 

Table 1 show that, the table presents the Chi-Square test results examining the significance of the 

relationship between various demographic variables and factors influencing mineral water brand 

purchase decisions. The p-values indicate whether the relationship is statistically significant. Age and 

Marital Status influence perceptions of promotional offers and brand image significantly. Gender 
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significantly affects the perceived importance of product quality. Occupation, Educational Qualification, 

and Monthly Income do not significantly influence any of the factors studied. 

 

4.1 Hypothesis Test Summary 

Table 2 

Hypothesis Test Summary 

S/No Relation Null Hypothesis Test Sig. Decision 

1 H4 Age* Promotional offers or discounts are important in 

influencing our decision while purchasing a particular 

mineral water brand. 

Chi 

Square 

Test 

.020b Accepted 

2 H5 Age* Brand image of a mineral water brand is in 

influencing our purchasing decisions. 

Chi 

Square 

Test 

.020b Accepted 

3 H1 Gender* When choosing any mineral water brand, the 

quality of the product is important. 

Chi 

Square 

Test 

.000b Accepted 

4 H3 Marital Status * When considering mineral water 

brands, packaging features seem to be the most 

attractive to us. 

Chi 

Square 

Test 

.040b Accepted 

5 H5 Marital Status * Brand image of a mineral water brand 

is in influencing our purchasing decisions. 

Chi 

Square 

Test 

.000b Accepted 

The significance level is .05. 

 

Table 2 show that, the Chi-Square test results assessing the significance of the relationship between 

demographic variables and various factors influencing the purchase decisions of mineral water brands. 

Between age significant relationships are Promotional offers (p = .020), and Brand image (p = .020). 

Between gender significant relationship is Quality of the product (p = .000). Between marital status 

significant relationships are Packaging features (p = .040), and Brand image (p = .000). The results 

indicate that out of all the demographic factors and aspects considered, only a few relationships were 

statistically significant at the 0.05 level. Specifically, Age significantly influences the importance of 

promotional offers/discounts and brand image. Gender significantly influences the importance of 

product quality and Marital Status significantly influences the attractiveness of packaging features and 

the importance of brand image. The other demographic factors (occupation, educational qualification, 

and monthly income) did not show significant influences on any of the purchasing decision aspects 

considered. 

 

5.0 Conclusions and Recommendations 

5.1 Conclusions: 

This study describes how consumers' choices of mineral water brands in Gazipur City are influenced by 

factors such as product quality, advertising, packaging, pricing, brand image, and availability. Based on 

age, gender, marital status, occupation, educational qualification, and monthly income demonstrate 

varying degrees of influence on consumers' perceptions and behaviors regarding mineral water brand 
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choices. Tailoring marketing strategies to specific demographic segments can enhance brand 

positioning, communication effectiveness, and overall brand performance in the mineral water market. 

While demographic factors may influence perceptions, maintaining high product quality remains crucial 

for sustaining consumer trust and loyalty across all segments. 

Future studies could explore additional factors influencing consumer brand choices, conduct qualitative 

research to gain deeper insights, and validate findings in diverse geographic areas to enhance 

generalizability. 

5.2 Recommendations: 

Based on the finding of this research manufacturers of bottled water should consider the following 

recommendation specific to each determinant factors. Here describe the five major recommendations 

which is very important in this study. 

1. Targeted Marketing Strategies: Based on the significant associations found, tailor marketing 

strategies to specific demographic groups. For example, emphasize product quality for female 

consumers, highlight promotional offers/discounts for younger age groups, and focus on brand image 

for married individuals. 

2. Product Quality Assurance: While age, occupation, educational qualification, and income do not 

significantly influence perceptions of product quality, it's essential to maintain high standards to 

meet consumer expectations across all demographic segments. 

3. Packaging Design and Brand Image: Given the significant association between marital status and 

perception of packaging features and brand image, invest in packaging designs that appeal to both 

single and married individuals. Strengthen brand image through marketing efforts targeting married 

consumers. 

4. Educational Background and Promotional Offers/Discounts: Acknowledge the significant 

association between educational qualification and the perception of promotional offers/discounts. 

Develop marketing strategies that resonate with the varying perceptions among different educational 

backgrounds. 

5. Income and Brand Loyalty: Explore the observed linear trend between monthly income and the 

likelihood of using a new mineral water brand. Investigate whether this trend indicates potential for 

higher-income groups to become more loyal customers through targeted marketing and product 

offerings. 
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