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Abstract 

Purchasing behavior of consumers is a complex term that studies a customer's 
mind and behavior pattern. Customers’ buying habits are most affected by 
how well a brand performs and how consumers react to it. Knowing the 
importance of water in our everyday lives, this study aims to determine which 
factors influence consumers’ buying decisions when choosing one bottled 
water brand over another. The factors considered are brand performance, 
brand response, consumer satisfaction, and purchasing behavior. An 
empirical analysis was employed to understand and explain the effect these 
brand factors have on purchase behavior. The survey was applied to a sample 
size of 303 citizens of Durrës, one of Albania’s biggest cities. For testing each 
hypothesis raised in the study, the statistical analysis consisted of reliability 
tests, quantitative statistics, and regression analysis. A positive relationship 
was identified between each brand-related factor when deciding on 
purchasing a particular brand of bottled water. Consequently, brand-related 
factors such as brand performance, brand response, and consumer 
satisfaction are crucial in determining customers’ purchasing behavior. This 
study will fill a gap in the literature on this subject in Albania and provide 
bottled water companies with the knowledge they need to consider while 
making various critical business decisions. 

Keywords: Bottled water, brand performance, brand response, consumer 
satisfaction, and purchase behavior. 

 

Introduction 

Water is an essential part of how the human body works and what it needs to stay 
healthy. Life depends on water, as humans can only survive a few days without it, 
completing the trilogy together with air and food. The foremost importance of water 
involves it making up most of our bodies, particularly 75% of an infant's body and 
55% of an adult’s body (Popkin et al., 2010). Therefore, buying high-quality drinking 
water is a must. There are still a lot of unanswered questions regarding how 
customers’ purchasing behavior changes when they drink water from a particular 
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brand. This article will assess this concern by offering some perspectives on the 
various ways that brand-related factors, such as brand performance, brand response, 
and customer satisfaction, directly affect purchase behavior. 
Both bottled and tap water are popular choices for drinking. Tap water usage has 
risen due to government policies in developed nations, like the EU and Singapore, 
however, these nations apply filter methods to ensure the tap water is clean and safe 
to drink (Qian, 2018). This has resulted in an increase in tap water usage across 
Europe, which may also impact Albania's future water usage as it strives to integrate 
EU laws and regulations in its quest for EU membership. 
The 2022 European Commission's Water Statistics Report indicates an increasing 
trend in tap water usage, with Greece consuming more than 100 cubic meters 
annually, and Cyprus, Malta, and Bulgaria using between 25 to 100 cubic meters. 
Albania's tap water consumption is between 75 to 100 cubic meters, and this spread 
has widened as more households are using water filters (Eurostat, 2022). 
Tap water is widely used in households, as per the Water Statistics Report (Eurostat, 
2022). Greece ranks third in bottled water consumption, and Albania has a similar 
trend. Both countries have abundant natural water resources. Despite this, bottled 
water remains a popular choice in Europe due to its cost-efficiency, perceived safety, 
and taste. In southern Italy, 90.4% of people prefer bottled water over tap water 
(Gambino et al., 2020). The region shares geological similarities with Albania, and 
aquifers serve as a significant source of water for bottled water brands. The same is 
true for native Greek bottled water brands. 
Aslani et al. (2021) found that despite improvements in the quality of tap water, the 
use of bottled water is steadily increasing in Europe and worldwide, with an annual 
average increase of 7%. In 2021, around 232 billion liters of bottled water were 
consumed globally, and this is expected to rise to 513 billion liters by 2025. Europe 
accounts for 29% of all bottled water consumption worldwide, with countries like 
Bulgaria, Greece, and Italy having high consumption rates per capita. Even though 
there are home filtration options, bottled water is still a popular choice for many. 
This article addresses the buying behavior of bottled water in Durrës, Albania, and 
examines the factors that influence it. Previous research on the topic, such as 
Scalamonti (2021), Shan et al. (2015), and Kajtazi & Reshidi (2018), have focused on 
factors that affect water purchasing behavior and consumption in Europe, specifically 
in Kosovo, except Sulaj and Pfoertsch (2023), who have looked more especially into 
the impact of brand-related factors on bottled water consumer satisfaction, using 
empirical data to analyze brand performance, brand response, and customer 
satisfaction. While Albania and Kosovo share similar cultural and household 
structures, this article provides a unique perspective on bottled water buying 
behavior in Durrës, Albania. Statista's Non-Alcoholic Drinks Report (2022) highlights 
that Albania's bottled water industry accounts for 0.08% of the total revenue in 2022, 
indicating an increasing trend in bottled water consumption in the country. 

To summarize, this article aims to explore how brand-related factors influence the 
purchasing behavior of bottled water consumers in Durrës, Albania. Brand 
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performance, brand response, and customer satisfaction are the independent 
variables considered while purchasing behavior is the dependent variable. The article 
will develop three hypotheses to analyze the relationships between these variables 
and provide insights for bottled water companies to design and implement effective 
marketing strategies. The article also fills a research gap in the field of bottled water 
research and can help companies improve customer satisfaction, leading to increased 
sales, brand awareness, and customer response. 

This study will mostly answer the following research question: What effect do brand-
related factors like brand performance, brand response, and customer satisfaction have 
on the purchasing behavior of consumers in Durrës, Albania? It is important to note that 
a prior study (Sulaj & Pfoertsch, 2023) concentrated on the correlations between 
brand performance, brand response, and customer satisfaction. This article will 
provide the conceptual framework of brand-related factors, customer satisfaction, 
and purchasing behavior by analyzing the relationships between them and 
consumers’ purchasing behavior. Three assumptions are developed to analyze the 
relationships between the mentioned aspects better. Understanding the connection 
between brand performance and purchase behavior composes the first hypothesis. 
The second identifies and assesses the connection between brand response and 
purchasing behavior. The third and final hypothesis examines the connection 
between consumer satisfaction and purchasing behavior. The developed hypotheses 
focus mainly on the primary research topic of the study, which is how brand 
performance, brand response, and consumer satisfaction influence the buying 
behavior of bottled water consumers. Their accuracy and relationships will provide 
valuable insights for bottled water companies when designing and implementing 
branded marketing ideas and strategies for their target customers.  

Indeed, the findings of this study can have significant implications for businesses 
operating in the bottled water industry in Durrës, Albania. By understanding how 
brand-related factors such as brand performance, brand response, and customer 
satisfaction influence purchasing behavior, companies can tailor their marketing 
strategies to better meet the needs and preferences of their target customers. For 
instance, they may focus on improving the quality of their product, enhancing their 
brand image, and providing better customer service to increase customer satisfaction 
and loyalty. Such efforts could ultimately lead to increased sales and profitability for 
bottled water companies operating in the region. Overall, this study highlights the 
importance of understanding consumer behavior and preferences in shaping 
marketing strategies and business decisions. 

Conceptual Framework of Research 

The conceptual framework of this article is based on a combination of two already 
tested models of brand perception and buying intention in the sector of airlines 
(Moslehpour et al., 2017) and overall marketing regarding the B2C concept 
implemented in real estate (Dash et al., 2021). The conceptual frameworks of the 
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mentioned articles are constructed upon the pyramid of customer-based brand equity 
(Keller, 2013). The assumptions developed in this article are based on the mentioned 
research works, which contributed to the research of Sulaj and Pfoertsch (2023) as 
well.  

The key features of a particular product exposed to a buying decision comprise the 
brand performance and response. Brand performance will be one of the two starting 
variables in this article’s model as it serves that function for any later buying pattern 
evaluation. Conversely, as also expressed in the research by Sulaj and Pfoertsch 
(2023), the performance qualities are used as a foundation for a purchase assessment, 
customers’ positive sentiments, and judgment, which could comprise their reactions 
to a particular brand (Kotler et al., 2021). Therefore, the second starting variable will 
be the brand response, followed by consumer satisfaction, which originates from a 
good combination of brand performance and brand response. The last variable to be 
considered, the dependent one, is purchasing behavior, derived only from the 
interaction of the already mentioned brand-related variables (brand performance, 
brand response, and customer satisfaction). A graphical illustration of the conceptual 
framework applied in this article is provided in Figure 1. 

Figure 1: The conceptual framework of the three hypotheses illustrates how brand 
performance, brand response, and consumer satisfaction are positively related to 
purchase behavior. 

 

Methodology of the Study 

In the bottled water sector, several essential aspects influence customer purchasing 
behavior. A study that considers these factors across different industries is reflected 
in Teng et al. (2007). Customer purchase behavior has been explained using the 
concepts of brand performance, brand feeling, brand judgment, and customer 
satisfaction (Kotler & Keller, 2011). These concepts have been used to develop three 
research assumptions which will be further presented in this study. The authors 
employed a correlation research design to test if the relationships between the 
independent and dependent variables are positive. Consequently, each assumption 
tests the relationship between brand performance, brand response, customer 
satisfaction (independent variable), and purchasing behavior (dependent variable). 
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The study's geographic scope is Durrës City, the second most crowded, ancient, and 
largest port city in Albania. All residents of Durrës City who drink water from different 
bottled water brands are included in this study's population. This population was 
composed of residents who occasionally and frequently drink branded bottled water, 
have at least a high school diploma, and are at least eighteen years old. The 
conclusions of this study were restricted to this industry sector only since it focused 
primarily on the manufacturing and selling of bottled water. 
A quantitative approach was followed, and a cross-sectional, empirical study was 
conducted to achieve the research goal of this study. Notably, it aimed to analyze the 
effect that brand-related factors such as brand performance, brand response, and 
consumer satisfaction have on the bottled water purchasing behavior of the 
customers living in the second most populated city of Albania (Durrës). In this way, 
the authors could collect data from many individuals in a limited time frame through 
probability sample techniques such as random sampling, as also stated by Mielke & 
Seifert (1987). This allowed them to apply quantitative techniques to assess the 
circumstance studied (Fink, 2003) and make sweeping statements. 
The primary instrument used for data collection regarding bottled water customer 
behavior patterns was a questionnaire. For the survey drafting and preparation, the 
authors were based on what Shashidhar (2015) designed due to similarities in 
research methods and other case studies (Keller, 2013). The survey was carried out 
by gathering online information through Microsoft Forms. The distribution of the 
questionnaire occurred from April 2022-June 2022. All responders were guaranteed 
the voluntariness of their participation and the privacy of their data, as their emails 
were not saved after completing the survey.  
In all, 303 questionnaires were distributed, but only 277 were collected. Furthermore, 
32 of them (11.55%) were deleted due to severe flaws in the answer set. Finally, 245 
replies were obtained, which, according to Parashakti & Ekhsan (2020), is acceptable 
for this type of study. The remaining 26 respondents (8.58%) did not respond to all 
survey questions. Additionally, before the final delivery of the questionnaires, a pre-
test was administered to a small sample of 30 drawn randomly from the authors’ 
connections. Following the pre-test, we made necessary adjustments to numerous 
items (the questionnaire’s assertions), resulting in the residents filling in the final 
version. 
The questionnaire’s content was divided into three sections: i) Socio-demographic 
information, ii) Consumption habits regarding bottled water, and iii) Branding 
components of bottled water. In other words, the survey included questions 
regarding the participants’ water preferences and their perception of the 
consumption and quality of several brands. As Birt et. al. (2017) suggest, all questions 
related to factors influencing the brands were measured by a five-point Likert scale, 
ranging from 1 (strongly disagree) to 5 (strongly agree). 
The questions in the survey included socio-demographic information on age, gender, 
residence, income, and so on. Table 1 provides the sample makeup in terms of 
demographics regarding participants in the survey. By gender, 64.24% of participants 
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were females, and 33.76% were males. The age range with the highest number of 
participants was 18–24 years old with 38.78% participation by this age group. We 
could speculate that the reason for this is that youngsters are more inclined to 
dedicate time to filling in electronic surveys, especially since they are closer to the last 
technological developments and use their smartphones more often than other age 
groups. We could also speculate that this age group is more concerned about the 
environment and the characteristics and quality of the products they consume daily 
than any generation before them. 
Table 1: Sample Composition 

 
Most of the participants live in urban areas (83.67%). The majority of the participants 
have a high level of education as they had finished at least one master’s degree 
(37.55%), followed by those participants who have only finished a bachelor’s degree 
(33.06%), which makes sense after concluding on the predominant age of the 
respondents. The majority of the respondents come from above-average families 
(60.82%), and only a small portion comes from low-income families (13.47%). Table 
1 shows detailed information about the sample composition. 
Procedure and Instruments 

Category Feature People Percentage 

Age 

18 – 24 95 38,78 % 

25 – 34 54 22,04 % 
35 – 44 38 15,51 % 
45 + 58 23,67 % 

Gender 
Male 84 33,76 % 

Female 156 64,24 % 
Other 5 1,99 % 

Education 

High School 69 28,16 % 

Three-year degree 81 33,06 % 
Master's degree 92 37,55 % 

Ph.D. 3 1,22 % 

Area 
Rural 40 16.33 % 

Urban 205 83,67 % 

Family 
Income 

0-30,000 ALL 4 1,63 % 

30,001-50,000 ALL 29 11.84 % 
50,001-80,000 ALL 58 23.67 % 
80,001-100,000 ALL 54 22.04 % 

100,001+ ALL 95 38,78 % 
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The formulated linear regression model was tested with Stata (STAY-ta, alternatively, 
occasionally stylized as STATA, version 16) to interpret the survey data. As a program, 
it is generally known to be used by researchers in many fields, including biomedicine, 
epidemiology, sociology, and science. The Cronbach's Alpha (Coefficient Alpha) model 
was used to investigate the questionnaire's internal consistency based on the average 
inter-item correlation. Cronbach's Alpha is used to evaluate the reliability, or internal 
consistency, of a group of scale or test items. In other words, the dependability of any 
particular measurement relates to how consistently it measures a notion, and 
Cronbach's Alpha is one way of quantifying the degree of that consistency. The 
reliability test results demonstrate that the questionnaire design is exceptionally 
dependable, and the data gathered about the frequency of occurrence is highly 
accurate and consistent (Alpha = 0.87) (Hair et. al., 2005). 
The factor analysis in this article is mainly used in an exploratory view due to the need 
for a predefined idea of the structure or how many dimensions of relationships are 
supposed to be in a set of variables in statistical analyses. The validity and reliability 
of the scales were checked iteratively, and all values more than the minimum 
acceptance level were eventually delivered. The validity test, in particular, was 
carried out using the KMO test (>0.5) (Tuan, 2020). In this study, the authors decided 
to run the Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy as factor 
analysis, the result of which was a meritorious value (KMO = 0.8359) screened against 
the labels provided in the book (Hair et al., 2005). This means that the other variables 
can explain the correlations between a pair of variables, i.e., potential factors. 
The determinant of the matrix of the sums of products and cross-products, from 
which the inter-correlations matrix is formed, is calculated using Bartlett's test for 
sphericity. The matrix S's determinant is translated to a chi-square statistic and 
checked for significance. The null hypothesis states that the inter-correlation matrix 
is from a population with non-collinear variables (i.e., an identity matrix) and that the 
non-zero correlations in the sample matrix are attributable to sampling error. Table 
2 illustrates the results given by the Stata software. 
Table 2: Cronbach’s Alpha Reliability Test and Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy for the Survey 

Number of 
items in 
the scale 

Average 
Inter-item 
covariance 

Cronbach's 
Alpha 

Kaiser-
Meyer-Olkin 
(KMO) test 

Bartlett's test for 
sphericity 

Chi-
square 

df p 

33 0.2129 86,99 % 83,59 % 
2936.15
8 

49
6 

0.00
0 

Hypotheses of the Study 

Brand Performance, namely its quality, is one of the most significant concerns in the 
service marketing literature (Parasuraman & Grewal, 2000), while customer 
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satisfaction is a major focus in marketing, business, and academia (Bolton & Drew, 
1991). Another research (Mohtasham et. al., 2017) has already proven the association 
between the two mentioned brand-related variables such as brand performance and 
customer satisfaction and the impact of the first variable on the latter. Since good 
brand performance has utmost importance on the bottled water brand itself, the 
authors question whether positive purchasing behavior toward a specific brand is 
challenging to develop, especially since failing to discover any weaknesses in essential 
performance criteria is likely to influence the consumers’ purchase intentions 
negatively (Thanushan & Kennedy, 2020). In light of the arguments provided above, 
this research aims to test the following hypothesis: 

1. Brand Performance is positively related to Purchase Behavior 

Based on Keller’s Customer- Based Brand Equity Model (2013), which was verified in 
many studies (Thanushan & Kennedy, 2020), the Brand Response is described as the 
combination of brand feelings and brand judgment. Brand Response is one of the most 
critical factors in predicting purchase behavior. When a firm can deliver an additional 
value service, Brand Response tends to rise. In fact, many studies agree that customer 
satisfaction is generated by assessing their pre-purchase feelings and judgment, i.e., 
expectations, of what they would obtain from a good or service compared with what 
they experienced (Oliver, 2010). This results in pushing customers to express their 
purchase behavior. Considering the arguments provided above, this work aims to test 
the second hypothesis: 

2. Brand Response is positively related to Purchase Behavior. 

Consumer satisfaction is widely recognized as one of the most critical concerns for a 
company’s performance in today’s competitive corporate climate since it influences 
client retention (Ooi et al., 2011). Considering the relationship between consumers’ 
response and satisfaction, they are expected to be satisfied if the product performs 
better than assumed (favorable disconfirmation), neutrally content if the product 
performs as predicted (confirmation or zero disconfirmation), and unsatisfied if the 
product performs worse than anticipated.  Woodside et al. (1989) also feel that 
customer satisfaction is essential to purchasing behavior. As a consequence, 
consumer satisfaction has a considerable effect on their purchasing behavior. The last 
developed hypothesis is the one that studies the relationship between consumer 
satisfaction and purchase behavior. Precisely, the hypothesis mentioned below is 
raised: 

 

 

3. Consumer Satisfaction is positively related to Purchase Behavior 

Research Analysis 

Evaluation of the Quality Reliability of the Construct Model 
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Following data collection, replies received from respondents were reviewed and 
checked for normalcy, reliability, and validity to ensure their applicability before data 
processing and outcomes. The authors used factor analysis and Cronbach’s Alphas to 
examine construct validity and dependability. Bottled water brands had four 
dimensions (12 items), including four items for Consumer Satisfaction and two items 
for Purchase Behavior. Factor analysis and reliability measurements were 
considerably above the threshold values for all variables in the conceptual 
framework. 

Before hypothesis testing, we assessed the quality of our measurement model by 
computing Cronbach’s Alpha (CA) and the Kaiser-Meyer-Olkin (KMO) measure. CA 
cutoff values were 0.70, following accepted academic practices (Kaiser et al., 2013). 
Values are required to be more than 0.50 for the KMO test, and the result was a 
meritorious value (KMO = 0.665) (Tuan, 2020). The values of AVE are required to be 
greater than 0.50. The composite dependability of scales had to be greater than 0.70. 
Table 3 provides detailed information on how reliable the variables used in the 
constructed model were for further implementing the model and testing the 
hypotheses. As demonstrated in Table 3, these quality standards were met at all 
levels.  

Table 3: Quality Reliability of the Construct Model 

 
Quality Measure 

Std. Dev. CA test KMO test 

Threshold Value 
 
Variable 

Obs Obs Sign  
0.70 
Hair et al. 
(2006) 

0.50 
Tuan 
(2020) 

Brand 
Performance 

245 + 0.8895 0.65 0.84 

Brand Response 245 + 0.8264 0.74 0.86 
Customer 
satisfaction 

245 + 0.8309 0.78 0.83 

Purchasing 
Behaviour 

245 + 0.8387 0.54 0.86 

 

Hypotheses Testing 

One of the research tools that help in data analysis is comprised of summative scales. 
These scales measure the variability among the construction items that build and test 
an econometric model constructed for a study. Summative scales are created by 
gathering responses to a series of survey questions that focus on the same topic and 
calculating a score for each observation that can be used to reflect the respondents’ 
opinions (negative to positive, high to low) on the topic in consideration. Their 
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objective is to quantify notions that we believe vary across individuals (or other 
sample units) and about which we lack a precise assessment. Based on the 
assumptions raised in this article, purchase behavior is the dependent variable in the 
first equation, and brand performance is the independent variable. In the second 
equation, purchase behavior is the dependent variable, and brand response is the 
independent variable. In the third and final equation, purchase behavior is the 
dependent variable and consumer satisfaction is the independent variable.  

To summarize, a single path analysis was created to show the findings of various 
investigations in a straightforward manner. We created multi-item measures by 
integrating responses from numerous questions with associated replies to build a 
single variable that would be the total of the scores on each question scaled from 1 to 
5. Consistent with established conventions, path coefficients β between variables 
greater than 0.2, t-values greater than 1.96, and p-values of 0.05 or smaller (Chin, 
1998) were set as thresholds for the acceptance of hypotheses. Based on the 
thresholds set, the actual values and more detailed information about the hypothesis’ 
acceptance are given in Table 4, where we can see that the actual amount of β in each 
hypothesis comes closer to or slightly overpasses the standard (β >0.2), all the T-
values cross the limit (t-value> 1.96), and p-values are all smaller than the standard 
(p values < 0.05). 

Table 4: Hypotheses Testing 

Hypothesis 
Result 

 β T-test p-value Std. Error 

H1 0.1968 3.05 0.003 0.0120 ✔ Verified 

H2 0.2721 6.85 0.000 0.0397 ✔ Verified 

H3 0.2833 4.69 0.000 0.0604 ✔ Verified 

 

Research Results and Discussion 

This study aims to determine the effect of integrating the three aspects of bottled 
water brands (brand response, brand performance, and customer satisfaction), each 
with its items, on purchase behavior. This work is especially significant since, apart 
from the research conducted by Sulaj and Pfoertsch (2023), there is no research being 
done on this specific topic. Previous research has yet to examine the integration of 
this paradigm experimentally. As a result, this article serves as the foundation for 
future scholarly studies in this field. Furthermore, the participants of this study 
(Durrës residents) and the setting (bottled water industry) are distinctive and 
fascinating for testing hypotheses. The study’s data gave the same predicted 
outcomes that we had. 

This section will be composed of general information received from the survey results 
and the statistical analysis results received from Cronbach’s Alpha and KMO 
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reliability tests. From the reliability and consistency tables, the Cronbach’s Alpha and 
KMO for the survey in general and the contrast items specifically are quite high, 
implying validity in the analyses performed for this article. 

Positive Relationship between Brand Performance, Brand Response, and 
Purchasing Behavior 

Purchase behavior has been proven to have a highly sensitive positive relationship 
with certain aspects of brand performance, which the brand’s company should not 
overlook since they comprise the core of marketing and make a brand recognized and 
ultimately purchased. Thanks to the regression analysis done regarding H1, this study 
concludes that even for bottled water brands, there is a positive relationship between 
brand performance and purchase behavior (β =0.2). This means that the better the 
advantages a specific bottled brand has in the market through its products, the better 
the chances that the customers will consume, recommend it to another individual, 
stay loyal to the brand and buy it continuously. Moreover, it could also imply that the 
fewer obstacles to purchasing a certain brand, the higher the consumer’s habit of 
continuing to purchase that brand (Kotler et al., 2021; Ogunnaike et al., 2017). 

The brand response has the most robust, most significant, positive relationship with 
customer satisfaction while also having a highly significant, positive relationship with 
purchasing behavior (β = 0.27). If there are affectionate feelings toward the brand for 
their given product, there is also a greater satisfaction from the provided product. 
However, such a relationship is slightly challenging to manifest in terms of bottled 
water, as the product itself is not known to cause many feelings to the customer. 
Therefore, even in the construct items, the focus is more on the customer`s judgment 
of the perceived value they will receive from the chosen brand. A customer’s 
perception of a brand irrevocably increases the brand’s quality and its product(s) 
(Kotler et al., 2021; Ogunnaike et al., 2017). 

In addition, H2 states that brand response is positively related to purchasing behavior 
and this hypothesis is also strongly supported. In relation, the judgment and 
attachment manifested toward a brand subsequently leads to the product of that 
brand being purchased frequently by the same customer and also that the market 
share would then inherently increase due to good reviews and recommendations the 
brand subsequently receives (Kotler et al., 2021; Ogunnaike et al., 2017). 

Positive Relationship between Consumer Satisfaction and Purchase Behavior 

Customer satisfaction (β = 0.28) also has the most significant positive relationship 
with purchasing behavior. Similarly, as mentioned above, H3 also suggests that 
consumer satisfaction relates positively to purchasing behavior, and this hypothesis 
is supported. It seems not doubtful and quite logical that the higher the satisfaction 
from a brand is, the higher the likeliness of (re)purchase. However, as seen in this 
study, that might not always be the case (Thanushan & Kennedy, 2020).  For instance, 
despite the high satisfaction, the customer might still choose to purchase from 
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competitors as their availability in the market might be higher, and there are not as 
many barriers to cause the purchase. Therefore, H3 is a fundamental and relevant 
hypothesis to this research as it supports the hypotheses that were tested before and 
the idea that the efforts put into a brand not only touch the inner world of the 
customer but they are also lucrative for the business leading to a stable or expanding 
customer base (Kotler et al., 2021; Ogunnaike et al., 2017). 

Implications of the Study 

This study provides valuable insights for bottled water companies seeking to develop 
effective marketing strategies and make critical business decisions. Key contributions 
of this article to the bottled water industry include the need for marketing managers 
to be attentive to advertising methods and set clear marketing goals (Ghasemi et al. 
2015; Morgan et al. 2018). A successful marketing strategy integrates a company's 
product offerings, marketing resources, and actions that create value for customers. 
To achieve success, companies must prioritize delivering high-quality products and 
differentiating themselves from their competitors through ongoing research, 
financial success, and high-quality offerings. Bottled water manufacturers must also 
conduct marketing research to investigate product offerings, pricing structures, and 
innovative technologies. Additionally, companies must address environmental 
concerns related to plastic waste while remaining competitive in the market (Carlucci 
et al. 2016; De Marchi et al. 2020). 

Conclusions 

This study conducted in Durrës, Albania aimed to investigate the relationship 
between brand performance, brand response, customer satisfaction, and purchasing 
behavior in the bottled water industry. The survey revealed a strong positive 
correlation between these factors and purchase behavior. This study opens up 
opportunities for further research, such as exploring the counterintuitive findings and 
analyzing new and developing contexts in different regions and industries, as well as 
the impact of technological advancements on consumers and sellers. 

Limitations of the Study 

Despite being meticulously planned, the research design for this study has certain 
limitations of its own. The duration of this study was relatively brief (three months), 
which might have had a negative impact on the results of this study. Therefore, a more 
prolonged study—one or perhaps five years—could produce more accurate findings. 

The authors of this study were constrained in terms of technique to a geographical 
sample selection of the city of Durrës rather than the entire country of Albania. A 
comparison study including additional areas or nations might have been an option. 
The writers could receive a better response rate and conduct a more thorough study 
analysis by concentrating on a wider geographic area, which might have a more 
significant research impact. The reliability of the study could have been improved by 
expanding the research area. However, the authors established a reasonable initial 
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response rate by amassing a substantial number of surveys replies from the target 
group. 

The questionnaire then asked for a significant amount of self-reported information 
because a few questions still needed to be answered. The authors utilized reverse-
labeled questions to assess participants' honesty and accuracy. While there is no 
reason to believe that participants were dishonest in their assessments, it is plausible 
that some of their judgments were slightly off. A pre-qualification study and an 
additional correlation analysis could have reduced the error margin. 

Directions for Further Research 

The impressions of bottled water brands and their consumption in Albania's second-
largest city are valuable insights from this study. This can be the basis for a more in-
depth investigation into this expanding sector. Based on the study`s findings, an 
excellent potential for further investigation exists. First and foremost, as this study 
was a pioneer in examining consumer behavior and brand impressions of bottled 
water, follow-up studies should confirm its results using a different sample of 
participants. Second, this study was single-regional. Instead of merely looking at 
monolithic regions and behavior, a future study within a single region would allow 
for collecting actual behavior data. Third, other factors like consumer trust and 
customer satisfaction might be incorporated into the model.  

To summarize, our research has shown that the key determinants of customer 
satisfaction are brand performance and brand response. As a result, future research 
may look into whether buying behavior can be significantly increased by brand 
performance, brand response, and the satisfaction they get, considering other product 
categories and in other geographic locations. To create high-quality research results, 
the authors would like to support a future study to improve the understanding of 
advanced analysis of brand factors. 

References 

[1] Aslani, Hassan, Pashmtab, Parisa, Shaghaghi, Abdolreza, Mohammadpoorasi, 
Asghar, Taghipour, Hassan, & Zarei, Mahsa (2021). Tendencies towards bottled 
drinking water consumption: Challenges ahead of polyethylene terephthalate 
(PET) waste management. Health Promot Perspect, 11(1), 60–68. 
https://doi.org/10.34172/hpp.2021.09 

[2] Birt, Jacqueline. L., Muthusamy, Kala, & Bir, Poonam (2017). XBRL and the 
qualitative characteristics of useful financial information. Accounting Research 
Journal, 30(01), 107–126. https://doi.org/10.1108/arj-11-2014-0105 

[3] Bolton, Ruth, N., & Drew, James, H. (1991). A Multistage Model of Customers’ 
Assessments of Service Quality and Value. Journal of Consumer Research, 17(4), 
375. https://doi.org/10.1086/208564 

[4] Carlucci, Domenico, De Gennaro, Bernardo, & Roselli, Luigi (2016). What is the 
value of bottled water? Empirical evidence from the Italian retail market. Water 

https://doi.org/10.34172/hpp.2021.09
https://doi.org/10.1108/arj-11-2014-0105
https://doi.org/10.1086/208564


ISSN 2601-8659 (Print) 
ISSN 2601-8667 (Online) 

European Journal of  
Marketing and Economics 

July – December 2023 
Volume 6, Issue 2 

 

 
179 

Resources and Economics, 15, 57–66. 
https://doi.org/10.1016/j.wre.2016.07.001 

[5] Chin, Wynne, W. (1998). The partial least squares approach for structural 
equation modeling. Modern Methods for Business Research, pp. 295–336. 
https://psycnet.apa.org/record/1998-07269-010 

[6] Customer Based Brand Equity Models in Hotel Industry: A Literature Review. 
(2020). In Kevser, Çınar (Ed.), Strategic Innovative Marketing and Tourism. 
Springer Proceedings in Business and Economics. https://doi.org/10.1007/978-
3-030-36126-6_31 

[7] Dash, Ganesh, Kiefer, Kip, & Paul, Justin (2021). Marketing-to-Millennials: 
Marketing 4.0, customer satisfaction and purchase intention. Journal of Business 
Research, 122, 608–620. https://doi.org/10.1016/j.jbusres.2020.10.016 

[8] De Marchi, Elisa, Pigliafreddo, Silvia, Banterle, Alessandro, Parolini, Marco, & 
Cavaliere, Alessia (2020). Plastic packaging goes sustainable: An analysis of 
consumer preferences for plastic water bottles. Environmental Science &Amp; 
Policy, 114, 305–311. https://doi.org/10.1016/j.envsci.2020.08.014 

[9] Eurostat. (2022, August). Water Statistics. Eurostat Statistics Explained. 
https://ec.europa.eu/eurostat/statistics-
explained/index.php?title=Water_statistics 

[10] Fink, Arlene (2002). The Survey Handbook 2nd edition (2nd ed.). SAGE 
Publications, Inc. https://doi.org/10.4135/9781412986328 (Original work 
published 2003) 

[11] Ghasemi, Iman, Abdi, Ehsan, Yaghmaei, Omid, & Nemati, Ruhollah (2015). Effects 
of Competitive Advantage on Companies Superiority in the Global Market. 
International Letters of Social and Humanistic Sciences, 57, 65–73. 
https://doi.org/10.18052/www.scipress.com/ilshs.57.65 

[12] Italy: market share of leading water brands 2020 | Statista. (2022, September 
21). Statista. https://www.statista.com/statistics/702416/market-top-8-
players-water-market-in-italy/ 

[13] Kaiser, Cheryl, R., Major, Brenda, Jurcevic, Ines, Dover, Tessa, L., Brady, Laura, M., 
& Shapiro, Jennesa, R., (2013). Presumed fair: Ironic effects of organizational 
diversity structures. Journal of Personality and Social Psychology, 104(3), 504–
519. https://doi.org/10.1037/a0030838 

[14] Keller, Kevin, L. (2012). Strategic Brand Management: Building, Measuring, and 
Managing Brand Equity, 4th Edition (4th ed.). Pearson. 

[15] Kotler, Philip, & Keller, Kevin, L. (2011). Marketing Management (14th Edition) 
(14th ed.). Pearson. 

[16] Kotler, Philip, Pfoertsch, Waldemar, & Sponholz, Uwe (2020). H2H Marketing: 
The Genesis of Human-to-Human Marketing (1st ed. 2021). Springer. 

[17] Mielke, David, E., & Seifert, James (1987). A Survey on the Effects of Defeating 
Debt. Journal of Accounting, Auditing & Finance, 2(1), 65–78. 
https://doi.org/10.1177/0148558x8700200105 

https://doi.org/10.1016/j.wre.2016.07.001
https://psycnet.apa.org/record/1998-07269-010
https://doi.org/10.1007/978-3-030-36126-6_31
https://doi.org/10.1007/978-3-030-36126-6_31
https://doi.org/10.1016/j.jbusres.2020.10.016
https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Water_statistics
https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Water_statistics
https://doi.org/10.18052/www.scipress.com/ilshs.57.65
https://www.statista.com/statistics/702416/market-top-8-players-water-market-in-italy/
https://www.statista.com/statistics/702416/market-top-8-players-water-market-in-italy/
https://doi.org/10.1037/a0030838
https://doi.org/10.1177/0148558x8700200105


ISSN 2601-8659 (Print) 
ISSN 2601-8667 (Online) 

European Journal of  
Marketing and Economics 

July – December 2023 
Volume 6, Issue 2 

 

 
180 

[18] Mohtasham, Seyyed, S., Sarollahi, Sedigheh, K., & Hamirazavi, Delara (2017). The 
effect of service quality and innovation on word-of-mouth marketing success. 
Eurasian Business Review, 7(2), 229–245. https://doi.org/10.1007/s40821-
017-0080-x 

[19] Morgan, Neil, A., Whitler, Kimberly, A., Feng, Hui, & Chari, Simos (2018). Research 
in marketing strategy. Journal of the Academy of Marketing Science, 47(1), 4–29. 
https://doi.org/10.1007/s11747-018-0598-1 

[20] Moslehpour, Massoud, Wong, Wing, K., Lin, Yi, H., & Le Nguyen, Thi, H., (2017). 
Top purchase intention priorities of Vietnamese low-cost carrier passengers: 
expectations and satisfaction. Eurasian Business Review, pp. 8, 371–389. 
https://doi.org/10.1007/s40821-017-0093-5 

[21] Multivariate Data Analysis 6th (sixth) Edition by Hair, Joseph F., Black, Bill, Babin, 
Barry, Anderson, Rolph [2005] (6th ed.). Prentice Hall. 

[22] Ogunnaike, Olaleke, O., Kehinde, Oladele, J., Omoyayi, Oluwadamilola, O., Popoola, 
Oluwamakinde, O., & Amoruwa, Andrew (2017). Conceptualization of the 
Relationship between Brand Equity and Purchase Behavior. International 
Review of Management and Marketing, 7(2), 403–408. 
https://dergipark.org.tr/tr/download/article-file/367557 

[23] Oliver, R., L. (2010). Satisfaction: A Behavioral Perspective on the Consumer: A 
Behavioral Perspective on the Consumer (2nd ed.). Routledge. 

[24] Ooi, Keng, Lin, Binshan, Tan, Boon, & Yee‐Loong Chong, Alain (2011). Are TQM 
practices supporting customer satisfaction and service quality? Journal of 
Services Marketing, 25(6), 410–419. 
https://doi.org/10.1108/08876041111161005 

[25] Parashakti, Ryani, D., & Ekhsan, Muhamad (2020). The Effect of Discipline and 
Motivation on Employee Performance in PT Samsung Elektronik Indonesia. 
Journal of Business Management, 2(3), 653–660. https://e-journal.stie-
kusumanegara.ac.id/index.php/jrbee/article/view/94 

[26] Parasuraman, A., & Grewal, Dhruv (2000). The Impact of Technology on the 
Quality-Value-Loyalty Chain: A Research Agenda. Journal of the Academy of 
Marketing Science, 28(1), 168–174. 
https://doi.org/10.1177/0092070300281015 

[27] Sulaj, Kejsi & Pfoertsch, Waldemar, A., (2023). The Impact of Brand Performance 
and Brand Response on Consumer Satisfaction: How Do Brand Performance and 
Brand Response Influence Consumer Satisfaction When Purchasing Bottled 
Water In Durres, Albania? Global Journal of Management and Marketing (GJMM). 

[28] Popkin, Barry, M., D’Anci, Kristen, E., & Rosenberg, Irwin, H. (2010). Water, 
Hydration, and Health. Nutrition Reviews, 68(8), 439–458. 
https://doi.org/10.1111/j.1753-4887.2010.00304.x 

[29] Qian, Neng (2018). Bottled Water or Tap Water? A Comparative Study of 
Drinking Water Choices on University Campuses. Water, pp. 10, 1–12. 
https://doi.org/10.3390/w10010059 

https://doi.org/10.1007/s11747-018-0598-
https://doi.org/10.1007/s40821-017-0093-5
https://dergipark.org.tr/tr/download/article-file/367557
https://doi.org/10.1108/08876041111161005
https://e-journal.stie-kusumanegara.ac.id/index.php/jrbee/article/view/94
https://e-journal.stie-kusumanegara.ac.id/index.php/jrbee/article/view/94
https://doi.org/10.1177/0092070300281015
https://doi.org/10.1111/j.1753-4887.2010.00304.x
https://doi.org/10.3390/w10010059


ISSN 2601-8659 (Print) 
ISSN 2601-8667 (Online) 

European Journal of  
Marketing and Economics 

July – December 2023 
Volume 6, Issue 2 

 

 
181 

[30] Satisfaction: A Behavioral Perspective on the Consumer: A Behavioral 
Perspective on the Consumer (2nd ed.). (2010). Routledge. 

[31] Shan, Y., Yang, L., Perren, K., & Zhang, Y. (2015). Household Water Consumption: 
Insight from a Survey in Greece and Poland. Procedia Engineering, 119, 1409–
1418. https://doi.org/10.1016/j.proeng.2015.08.1001 

[32] Shashidhar, Pallavi, G. (2015). A Study on Consumer Behavior towards Selected 
FMCG. International Journal of Engineering and Management Research, 5(2), 
303–320. 
https://www.ijemr.net/DOC/AStudyOnConsumerBehaviorTowardsSelectedFM
CG(303-320).pdf 

[33] Statista. (2019, October 9). Where Europeans Consume The Most Tap Water. 
Statista.com. https://www.statista.com/chart/19591/average-consumption-of-
tap-water-per-person-in-the-eu/ 

[34] Statista. (2022a, March 9). Per capita consumption of bottled water in Europe in 
2019, by country. Statista.com. 
https://www.statista.com/statistics/455422/bottled-water-consumption-in-
europe-per-capita/ 

[35] Statista. (2022b, June). Non-Alcoholic Drinks - Albania. Statista.com. 
https://www.statista.com/outlook/dmo/ecommerce/beverages/non-
alcoholic-drinks/albania 

[36] Teng, Lefa, Laroche, Michel, & Zhu, Huihuang (2007). The effects of multiple‐ads 
and multiple brands on consumer attitude and purchase behavior. Journal of 
Consumer Marketing, 24(1), 27–35. 
https://doi.org/10.1108/07363760710720966 

[37] Thanushan, Kovintharajah, & Kennedy, Florence, B. (2020). Brand Equity And 
Brand Loyalty: The Mediating Effect Of Customer Satisfaction; A Comparative 
Study On Companies With Brand Change. International Journal of Scientific and 
Research Publications (IJSRP), 10(12), 456–469. 
https://doi.org/10.29322/IJSRP.10.12.2020.p10850 

[38] Tuan, Trang, T. (2020). The effect of internal control on the performance of 
Vietnamese construction enterprises. Accounting, 6(5), 781–786. 
https://doi.org/10.5267/j.ac.2020.6.005 

[39] Woodside, Arch, G., Frey, Lisa, L., & Daly, Robert, T. (1989). Linking service 
quality, customer satisfaction, and behavioral intention. The Journal of Health 
Care Marketing, 9(4), 5–17. https://pubmed.ncbi.nlm.nih.gov/10304174/ 

  

https://doi.org/10.1016/j.proeng.2015.08.1001
https://www.ijemr.net/DOC/AStudyOnConsumerBehaviorTowardsSelectedFMCG(303-320).pdf
https://www.ijemr.net/DOC/AStudyOnConsumerBehaviorTowardsSelectedFMCG(303-320).pdf
https://www.statista.com/chart/19591/average-consumption-of-tap-water-per-person-in-the-eu/
https://www.statista.com/chart/19591/average-consumption-of-tap-water-per-person-in-the-eu/
https://www.statista.com/statistics/455422/bottled-water-consumption-in-europe-per-capita/
https://www.statista.com/statistics/455422/bottled-water-consumption-in-europe-per-capita/
https://www.statista.com/outlook/dmo/ecommerce/beverages/non-alcoholic-drinks/albania
https://www.statista.com/outlook/dmo/ecommerce/beverages/non-alcoholic-drinks/albania
https://doi.org/10.1108/07363760710720966
https://doi.org/10.29322/IJSRP.10.12.2020.p10850
https://pubmed.ncbi.nlm.nih.gov/10304174/

