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Introduction 

A few years back, the mineral water market was crawling on the price of 3‐4%, or even a lower parent. Indians carried ingesting water 

in earthen pitchers, bucket, plastic or bottles. A variety of cases of typhoid and other waterborne diseases commenced to be 

mentioned. Apart from that, liberalization happened and the mineral water industry started to be stirred and shaken. The marketplace 

commenced developing an amazing price of over hundred probabilities in keeping with annum. The fact that there have been very few 

players in the marketplace meant that their commercial enterprise grew with the aid of leaps and limits. These days market place has 

grown to greater than fourteen billion rupees. The prepared region branded mineral water has best Five billion rupees of market 

proportion. The rest is accounted for with the aid of the unorganized quarter, which is ruled through small regional players. The 

marketplace is still developing at a charge greater than 80 percent in step with annum. 

 

The Parle’s Bisleri is the marketplace leader with a proportion of more than forty five percentage inside the branded section. The 

Coca‐Cola’s Kinley comes a near 2nd with marketplace percentage of 15%. Other most important gamers inside the marketplace are  

Pepsi’s Aquafina, Parle’s agro Bailey, Foster and Dazzel and so forth. Sensing the opportunity that this segment holds, Multinational 

Companies commenced to attract up plans to enter the market. Today the marketplace is proving to be some other battlefield for an 

ongoing battle between the Local Product and Multinational Company products. It is whole and an unbeatable plan designed 

particularly for attaining the marketing objective of a firm. The marketing objectives imply the company’s fulfillment. The marketing 

method offers the layout for accomplishing them the linkage among advertising techniques and overall company achievement is 

certainly direct and important. Realizing the advertising goals is the purpose some customary classes. Price based, Taste primarily 

based, Logistic primarily based, Package based, Brand primarily based, Quality based, Style& Size based, Competitive primarily 

based, Loyalty based totally 

 

Price based 

An enterprise that select for the price path in its competitive warfare will experience sure flexibilities in remember of its product and 

use prices as fundamental competitive stage , it'll charge its product to healthy the varying competitive needs . It can be taking part in 

certain inherent price blessings, which lets in it to motel a rate primarily based strategy. The most important farms where such cost 
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Abstract 
Water is VITAL in all forms of life. The ingesting-water needs for people range relying on the 
weather, physical hobby and the frame lifestyle. But for common purchasers it's miles anticipated 
to be about two to four litres per day. The growing quantity of instances of water borne illnesses, 
increasing water pollutants, urbanization, scarcity of pure and safe water and many others has 
made the bottled water business much like different purchaser gadgets. Scarcity of potable and 
healthful water at railway stations, visitor’s spots and role of tourism corporations and many 
others has also added to the growth. Without water, there could be no existence, at the least now 
not the manner we are aware of it. The natural consuming water is becoming basic need of a 
commonplace man. Earlier bottled consuming water became privileged to excessive magnificence, 
overseas traveler and notably health conscious people. This decade has witnessed growing 
reputation amongst average customers, increasing dwelling standards, disposable income. The 
researcher has recognition on mineral water business in Bihar and in this paper she wants to 
discover the factors influences to the client for getting mineral water. 
 
Key words: Market research, branded product, Marketing strategy consumer behavior, privilege 
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gain can takes place are economies of sale , absolute price benefits. The Benefits of early access toe big market share build over a 

time. It affords freedom depending of pricing but after producing a particular product and getting stuck within the face of the 

competition; one cannot correctly opt for a fee led strategy. Pricing performs important position influencing demand.  

 

Taste based 

Development of advertising and marketing approach of mineral water based on people’s taste choice by reading flavor additives  of 

mineral water. A ‐dimensional evaluation has been used in classifying tastes’ information. The characteristics of statistics are 

recognized in tastes of mineral water by correlation analysis. A mixture of Principal Component Analysis and Self‐organizing Map is 

implemented to classify the tastes of mineral water Human being’s flavor feelings help in studying food’s status. It’s frangible 

consistent with exceptional people. Thanks to modern machine that remedy the hassle. Traditionally, mineral water bottles have been 

consumed on the source, and were looked as if it would have curative properties. Water which became not treated well sometimes has 

an ugly flavor or is wrong for drinking. The flavors may be divided into two businesses, pre‐taste and submit‐taste, in keeping with the 

time durations in which human beings sense and recognize them. Pre‐ taste is the flavor on the time people eat the food. In other 

phrases, it's miles the taste whilst the meals or beverage continues to be in the mouth. The submit flavor is the lingering feeling from 

the flavor substances left on the floor of the tongue after the meals is swallowed. It is a form of spreading of flavors in one’s mouth. 

 

Logistic Based 

Logistics are accountable for transporting items from factor A to point B and are frequently tasked with dealing with the drift of a 

product from the time it leaves a manufacturing website online, until it reaches the patron. To accomplish this mission efficaciously, 

logistics use technology to dispatch and track applications. Identify your aggressive advantage. Why might customers come to you in 

place of your opposition? Perhaps you provide decrease fees, newer vehicles, higher service or excessive tech monitoring tools. 

Outline what makes you a better logistics choice than your competitors for your goal market. Using your advertising budget as a 

manual, determine how you will communicate your differences in your goal marketplace. One should be able to attain the marketplace 

together with his product, when client fails to get the product it makes horrific affect on product. 

 

Package based 

Variety is spices of lifestyles. Today for any commercial enterprise company to be successful it has to offer its patron with the 

differentiated product that may be a fee purchase for them. In order to cater to yet converting desires of the customer the business has 

to continuously pop out with the variations of the products so that it may goal the most segments. Today mineral water producing 

companies’ gives a selection of packaging options: Half litre, 750 ml, 1 litre, 2 litre. The 1 litre bottles account for 55 percent of 

income showing a growing health situation a few of the Indian society. The 2 litre bottles account for twenty percent of the share. Rest 

shared through 0.75 lit & 0.5 lit. 

 

Brand based 

Brand is the call, time period, design, image, or another characteristic that identifies one seller's product awesome from the ones of 

different sellers. Brands are used in enterprise, advertising, and advertising and marketing. Initially, cattle branding changed into 

followed to differentiate one individual's cattle from every other's via an exceptional image burned into the animal's pores and skin 

with a hot branding iron. A present day instance of a logo is Coca‐Cola which belongs to the Coca‐Cola Company. The Kinley water 

associated with emblem Coca‐Cola. 

 

Quality based 

Quality in commercial enterprise has a realistic interpretation because the non‐inferiority or superiority of something. Quality is water 

enterprise shows the purity of water. The water need to be examined inside the laboratory earlier than production. The water content 

material ought to be certain together with degree for understating of the customer. Quality is a perceptual, conditional, and incredibly 

subjective characteristic and may be understood in a different way by way of unique human beings. Consumers may additionally 

attention at the specification high-quality of a product, or the way it compares to competition in the market. Producers may degree the 

conformance high-quality, or degree to which the product was produced efficiently. Support personnel may additionally degree fine 

within the degree that a product is dependable, maintainable, or sustainable. A great object has the capacity to carry out satisfactorily 

in service and is appropriate for its meant motive. 

 

Durability based 

The Consumer Protection Act provides a assurance of pleasant and sturdiness, the proper to secure, warnings concerning the fact and 

nature of dangers related to items, safety tracking and remember of products, and criminal responsibility for harm because of items. 

As stated in ―Impact of the Consumer Protection Act at the Food Industry‖ which I had published formerly, it appears in all likelihood 

that the legal duty for harm on account of gadgets may additionally have the most a long way undertaking consequences on the meals 

employer.  This risk is intently associated with the date of durability marked on the water first-rate. Most of the branded water bottle 

can saved for three hundred and sixty 5 days from the date of manufacturing. 

 

Style & Size based 
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While buying something from the market each 73 out of 100 humans pass for reputedly correct matters in preference to emblem and 

handiest 27 percent humans strictly caught for brand. Commonly humans move for the exceptional looking gadgets instead of 

excellent; this is why the general public purchase superb and highly-priced cell phones not due to superior features however due to the 

fact they look high-quality and by and big they rarely grow to be familiar of all capabilities. Packaging Material, specifically for fit for 

human consumption items, are used as a tool to prolong merchandise life. Unlike antique days, when a massive a part of suitable for 

eating items was once wasted due to insufficient packaging substances, now days safe to eat goods in bulk quantities are manufactured 

and stored for a long time, which results in preserve well timed supply as well as reduces merchandise cost. Packaging is a tool to 

form excellent relationship among Retailers and Food Manufacturers because both work greater carefully to create merchandise 

designed for modern-day life, based at the modern era. A Retailer, having direct hyperlink with quit customers, can easily be nicely 

privy to the Perception of consumers. On the alternative hand manufacturers regulate packaging style and product exceptional on the 

basis of data supplied via manufacturers. 

 

Competitive based 

Competitive strategies are the technique via that you achieve an aggressive gain inside the marketplace. There are usually 3 styles of 

aggressive techniques that may be applied. They are fee management, differentiation and a focus strategy. 

 

Cost leadership 

The purpose of this strategy is to be a low‐value manufacturer relative for your competitors and is mainly beneficial in markets 

wherein fee is a identifying element. Cost leadership is often executed by using cautiously choosing providers and manufacturing 

techniques to limit manufacturing, distribution and advertising and marketing fees. However you need to be privy to any severe loss in 

great which can render low fee useless. 

 

Differentiation 

A differentiation approach seeks to expand a aggressive benefit thru presenting and advertising a product this is in a few way unique 

to what the competition is doing. If advanced efficiently this method can potentially reduce charge sensitivity and improve brand 

loyalty from customers. 

 

Focus strategy 

This approach acknowledges that advertising to a homogenous patron organization won't be that effective a strategy for the product 

the commercial enterprise is promoting. Instead the commercial enterprise focuses its advertising and marketing efforts on a exclusive 

decided on marketplace segments. That is, become aware of the wishes, wishes and interests of the specific market segments and 

customize marketing strategies to mirror those traits. 

 

Loyalty based 

Loyalty marketing is an technique to advertising, based on strategic control, in which a company focuses on growing and retaining 

present customers thru incentives. Branding, product advertising and loyalty marketing all shape a part of the consumer proposition – 

the subjective assessment by way of the client of whether to buy a emblem or now not based on the integrated mixture of the price 

they get hold of from each of those advertising disciplines. Collectable prizes produced (and now and again numbered) in series are 

used notably—as a loyalty marketing application—in food, drink, and other retail products to increase sales through repeat purchases 

from collectors. Prizes had been dispensed via bread, candy, cereal, chips, crackers, laundry detergent, popcorn, and smooth 

beverages. 

 

Prize based 

Prizes are from time to time known as "in‐%" rates, despite the fact that traditionally the phrase "top rate" has been used to denote (as 

opposed to a prize) an object that isn't packaged with the product and requires a proof of buy and/or a small extra charge to cover 

delivery and/or managing prices. Prizes are promotional objects—small toys, games, buying and selling playing cards, collectables, 

and different small objects of nominal price—discovered in programs of emblem‐call retail merchandise (or to be had from the retailer 

on the time of purchase) that are protected inside the price of the product (at no extra cost) with the rationale to reinforce income. 

 

Marketing strategy  

It is entire and an unbeatable plan designed virtually for attaining the advertising and marketing objective of a company. The 

advertising objectives imply what the company desires to attain. The advertising method provides the thought for accomplishing 

them the linkage among advertising and marketing strategies and typical corporate success is indeed direct and essential. 

Understanding the marketing targets is the cause of conventional classes. 

1. Price based  

2. Differentiation based  

 

Price based marketing strategy  

A commercial enterprise that opts for the price course in its aggressive war will revel in certain elasticity in remember of its product 

and use prices as most important affordable level. It will fee its product to outfit the changing reasonably-priced demands. It might be 



SJIF IMPACT FACTOR: 2.92                                                                                                                                  CRDEEP Journals 
International Journal of Research in Engineering and Management        Kumari Namita         Vol. 2. No. 4        ISSN: 2456-1029 

Online version available at: www.crdeepjournal.org/ijrem                                                                                                      126 

taking part in certain important value advantage, which licenses it to alternative a charge created combat; the principal forms in which 

such value advantage can arises are economies of scale, absolute price benefits, Assistances of early entry a huge marketplace share 

build over a time. It gives autonomy within the be counted of pricing however after manufacturing a selected product and getting 

caught in the face of the opposition, one can't efficiently pick out for a rate commanded method. 

 

The differentiation based strategy  

Marketing strategy based totally on differentiation works on the principle that any element and any action of the firm can be made 

character compared with the rival hints. Right from understanding, plant area to post sale and service a enterprise can perceptibly 

differentiate and serve customer values. Companies often choose that function, which offer them the best relative gain. Different 

companies adopts different strategy carriages as their situational design fluctuate widely method carriages may be classified under 3 

heads 

 

Offensive Strategy  

Offensive Strategy additionally known as war strategy is a strategy of violence. A company that isn't always currently the leader 

commonly employs it, however it hopes to leadership role within the Industry. 

 

Defensive Strategy  

The chief who has the coercion to shield his position against the war of words of effective current competition or to dislodge the 

frontrunner from his topmost position normally employs it. 

 

Niche Strategy  

A firm training the niche method neither confronts different nor defends itself. It cultivates a small market element for itself with 

particular merchandise / offerings supported by using a unique advertising mix.  

 

Framing the Marketing Strategy  

Framing the marketing strategy incorporates of primary steps-  

Selecting the goal marketplace- It does now not completely perform the import of the inseparable affiliation a number of the two. 

When the choice of the board marketplace is over an critical part of the advertising and marketing strategy of the firm is already 

resolute, described and expressed. Assembling the advertising mix- Assembling the advertising mix way assembling the four p’s of 

marketing within the right combination. The company has to discovery out how it may produce the exceptional income and earnings. 

It techniques different advertising and marketing mixes with various stages of expenditure on each element and attempts to figure out 

the effectiveness of every grouping in phrases of the possible sales and earnings 

 

Literature review 

The industry is in the early 1800s; amongst the early sellers of bottled water are names that are still known today. According to the 

world health organization, drinking water is generally not a significant contributor to daily dietary nutrition, but could be important in 

case of dietary insufficiency; none the less, some drinking water minerals have been shown to have favorable effects. 

 

In April, 2013, mineral water project information web site release an article on five mistakes can avoid in mineral water business like 

Not doing proper market research 2.Not deciding product mix properly, 3. Not properly deciding land, building size, machinery 

properly, 4 not doing plant layout, 5. Not executing plan properly. This indicates that we must focus on market research and consumer 

perception towards mineral water product. 

 

In October 2011, Business insider In fact, it still is ‐‐ at least in nations blessed with plentiful clean tap water like the U.S. ‐‐ but that 

doesn't stop the world from spending over $100 billion on bottled water a year. This strange industry is exploding overseas as well. 

In 2014, Indian water industry has released a press note that the water industry must follow the BIS standard 14543 specifications. 

This shows that the market potentiality is there in India as well as Asian countries. 

 

Szasz A(2007), shopping our way to safety: how we can changed from protecting the environment to protecting ourselves. He point 

out the bottled water and the inverted quarantine concept. 

 

Wagner M and oehlmann J (2009) endocrine disruptor in bottled mineral water total estrogengle burden and migration from plastic 

bottles. Environmental science pollution research. 

 

Water quality association (2001), eighty six percent of Americans have concerns about their home drinking water against 

cardiovascular diseases. 

 

Objectives 

This research is conducted with the following objectives: 

1.H1: To determine the market share of Branded of Bottle Water. 
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2.H2: To find out the preference level of respondents regarding Brand of Bottle. 

3.H3: To assess the brand awareness of the Kinley in the Mineral Water Segment. 

4.H4: To Study the brand positioning of Kinley. 

 

Materials and methods 

Research design 

The research design which has been used inside the mission file is descriptive in nature. The survey was conducted in Patna ; Bihar 

from 1s might also to 15thJuly 2018. The research became exploratory in nature. Primary statistics turned into gathered via self‐

administered questionnaire. 100 respondents had been contacted for the collection of number one statistics, however best forty 

questionnaires had been acquired completely and the rest had been nullified due to incomplete responses. The responses were taken 

thru private interaction. To examine the facts, descriptive statistical technique had been used. To ensure convergence validity of the 

variables, Factor evaluation became accomplished to test whether the factors and additives of variables taken for research are 

appropriate or no longer and to check the adequacy of the sampling plus for statistics discount and summarization. SPSS is used for 

evaluation. 

 

Sample Design 

The sample design which has been use in this venture file is easy random sampling. The respondents comprised running graduates and 

put up‐graduate specialists (male and woman both) running with extraordinary agencies. Random sampling technique turned into used 

to pick the respondents from the populace. Sample size of 100 was taken for the examine but the analysis became performed at the 

entire responses from forty respondents even as relaxation was nullified due to incomplete responses. 

 

Sampling Unit 

A selection must be taken regarding a pattern unit before choosing the variety of samples. It can be geographical in addition to 

individual. Here all regions were taken as a geographical unit and shops as an person unit. 

 

Size of Sample 

This refers the variety of items (Outlets) to be decided on from the finite universe to constitute a pattern size. The survey changed into 

carried out of a hundred retailers. 

 

Data Collection Design 

This questionnaire is implying for the retailer of mineral water distribution in Bihar solely for Patna. This has designed for the 

achievement of summer intensive application for Management path. The reaction is in rank scaled which has described as follows 

strongly agree=1; partially agree=2;  Neutral=3;  partially disagree=4 ; completely Disagree=5 

 

ANOVA & Factor Analysis 

Analysis of variance (ANOVA) is a collection of statistical fashions used to research the differences between group approach and their 

associated processes. The analysis of variance has been studied from several tactics, the most common of which makes use of a linear 

model that relates the response to the remedies and blocks. Note that the version is linear in parameters however can be nonlinear 

across thing stages. Interpretation is easy while statistics is balanced across elements but a good deal deeper information is needed for 

unbalanced records. ANOVA is used inside the evaluation of comparative experiments, those in which most effective the difference in 

results is of interest. The statistical significance of the experiment is determined via a ratio of variances. This ratio is independent of 

several feasible changes to the experimental observations: Adding a regular to all observations does now not modify significance. 

Multiplying all observations by using a steady does no longer adjust importance. So ANOVA statistical importance results are 

impartial of constant bias and scaling mistakes in addition to the devices used in expressing observations. In the era of mechanical 

calculation it turned into not unusual to subtract a steady from all observations (whilst equivalent to losing leading digits) to simplify 

facts entry. The thing analysis has applied to discover the factors affecting the clients for buying a mineral water product 

 

Communalities 

Communality is a squared variance‐accounted‐for statistic reflecting how a lot variance in measured variables is reproduced through 

the latent constructs (e.g., the factors) in a version. Conversely, communality may be conceptualized as how a lot of the variance of a 

measured/observed variable is beneficial in delineating the latent/composite variables inside the model. The image generally used for a 

communality coefficient is H2. Communality coefficients are normally utilized in factor analysis, along with each exploratory factor 

analysis (EFA) and confirmatory component analysis 

 

Results 

Statistical reliability is huge in mental studies, and consequently there is a unique way to quantify this in such instances, the usage of 

Cronbach’s Alpha. This offers a degree of reliability or consistency. Here we have taken forty two samples of which 0 information are 

excluded. 
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Table 1. ANOVA 

Analysis of Variance (ANOVA) is a statistical approach used to test variations between or greater method. It may additionally appear 

strange that the technique is referred to as ―Analysis of Variance‖ in preference to ―Analysis of Means.‖ As you may see, the name is 

appropriate because inferences approximately manner are made with the aid of  

 

Factor Analysis 

Factor evaluation is a statistical technique used to describe variability among determined, correlated variables in terms of a potentially 

lower range of unobserved variables known as elements. For instance, it's miles feasible that versions in four observed variables 

mainly reflect the versions in unobserved variables. Factor analysis searches for such joint variations in response to unobserved latent 

variables. The observed variables are 5odeled as linear combinations of the capability elements, plus ―errors‖ terms. The information 

received about the interdependencies between observed variables may be used later to reduce the set of variables in a dataset. 

Computationally this technique is equivalent to low rank approximation of the matrix of discovered variables. Factor evaluation 

originated in psychometrics, and is used in behavioral sciences, social sciences, advertising, product management, operations research, 

and other implemented sciences that cope with massive quantities of records. 

 

Q‐The cost of kinley water is affordable to all segments of customers. 

From this question evaluation we get that the majority are glad with the rate of the Kinley water as it us an affordable charge. 

Through this questioner we get 34% are loyal customers to the product. 53% are desired to pay the rate to a degree they're 

dependable to our product.15% of clients are impartial in there conduct. Their choice can be changed with admire to charge. 

Q‐The taste of kinley water is better then all packaged water. 

 

From this questioner we get sixty four% of the people like taste of the kinley water which are among the unswerving customers. This 

record tells us that people decide upon kinley for its flavor too. 22% are the customers who're a few how respect the flavor and some 

quantity dependable. 15% of clients are not loyal they are new to taste of kinley. These sections of clients are may be loyal to bisleri or 

another brand. This shows that kinley water taste is favored some of the customers.   

 

From this questioner we get that 73% of outlets are not tons glad with the shipping mechanism of the coca‐coal agency. 26% are 

somehow can’t say about shipping system as they sometime get delivery and a while no longer in time. From this questioner analysis 

suggests that five% are absolutely satisfied with the packaging of the kinley water, 50% are in part happy with the packaging of the 

kinley water. As a number of the packages can be damaged.21% of respondents absolutely disagree with the packaging.10% aren't  

satisfied with the packaging.22% of respondents are completely no longer glad with the packaging as they don’t just like the pleasant 

of the packaging. This section belongs to stores who don’t hold the product. 
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Q‐ Brand mineral water most preferred 

 
Here 28% of the customers opt for bisleri water. Fifty three% of humans pick kinley mineral water 15% of humans who prefer 

Aquafina. Rest of them decides upon local logo. Here most of the people select kinley water; with loyal clients.28% bisleri customers 

are loyal to them. 

 

Factor Analysis 

ANOVA desk shows that the experiment is exceptionally widespread for the observe. KMO and Bratlett’s check suggests that the data 

validity and reliability for research analysis. Both KMO and Bartlett’s price is more that zero.5 which signifies that each factor may be 

calculated via rotated matrix. The thing has proven via rotated element matrix. The coefficient whose value is extra than zero. Five 

may be taken together for locating a parameter. All twelve issue can be evaluated with this strategies. 

 

Conclusion 

The clients are equipped to use mineral water product in large scale no matter branded or non‐branded product. The Price of branded 

mineral water product is prefer capable of all phase of Indian people are happy with the charge of the mineral water and they are 

prepared to pay for it. The employer must help outlets by way of imparting them PET bottle hanger. The test of branded product is 

properly everyday by the patron in large scale. The shops like greater durability product like kinley have sturdiness one year, so the 

stores are glad to keep shares. Survey needs more advertisements and branding more humans may be aware about satisfactory and 

emblem. The human beings preferring neighborhood brands can be modified to branded product. The store could be endorsed to sell 

extra branded product if new prizes scheme will float in Patna. 

Packaged ingesting water distributors ought to improve their techniques if they may be aiming to survive in a completely modest 

surroundings. This is a excellent market since the clean of access into this market makes it so. One company inadequate to installation 

a enterprise within the industry can easily do so with wanting a great deal monetary capital to start off. Apart from having moral 

advertising strategies, for those organizations it is important to increase the commercial enterprise via increasing into new markets and 

introducing new or modified products, in addition to responding speedy to market desires and consumer flavor changes. 
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