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Abstract: This study attempts to carry out an analysis of the packaged milk industry of 

Pakistan in detail. The study employees the case study methodology to study the brand 

management prognostications of the packaged milks. This research takes into account major 

producers of Pakistan‟s Milk industry. The brand management effectiveness used by these 

milk producers have been examined by developing a conceptual framework which was tested 

by using statistical tools. This study has carried out in-depth analysis to find out Macro and 

micro objectives, firstly to study consumers preferences of packaged milk industry in 

Pakistan in relation to brand management activities of milk producers. Secondly, to analyze 

the level of customers loyalty and consumer awareness with various packaged milk brands. 

Findings of the study show that customers are largely effected by the marketing and 

advertising techniques of these brands and switch their preferences. The study recommends 

that in order to meet the rapidly changing scenario of the business world, the milk producers 

need to lay greater emphasis on strategic brand management practices. 
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INTRODUCTION 

Pakistan‟s Packaged Milk Industry consists of brands like; Haleeb Milk, Goods Milk and 

Olper`s Milk. These brands have led the dairy milk market of Pakistan to become world‟s 

fourth largest milk producing country
3
. However, these brands are dependent on the situation 

in relation to agricultural conditions and production by the local milk producing farmers. 

Moreover, the exports of Milk are less than as expected due to lack of industrial management 

in the industry.  

Pakistan‟s economy is dependent on agricultural production. According to Ministry of Food, 

Agriculture and livestock, 18.9% of GDP percent of the overall GDP is contributed by 

agriculture and at the same time the share of Dairy Industry is 9 percent
4
. Annual production 

of milk in Pakistan is 42 million tonnes every year; but out of this production the Ultra High 

Temperature (UHT) treated milk is only 3 % of the total production (Garcia, Mahmood & 

Hemme, 2003).  

The potential in milk production is commendable but the sector operates mostly in the 

informal economy and needs consistent efforts to formalize and be able to contribute 

befittingly to the national economy. In Pakistan informal sector (i.e. loose milk consumed in 

the villages and or sold in the cities through “gawalas” in unhygienic condition and without 

any quality standards) accounts for 36 per cent while only 24 per cent share is entertained by 

the packaged milk brands
5
. 

The above mentioned argument proves the potential of milk market. In this regard, it is very 

important for the leading brands of packaged milk industry to organically exploit this 

potential both in financial and strategic terms. In order to increase their market share these 

brands should be more on brand management activities. The most recent focus of these 

leading brands was on highlighting the health related issues associated with the use of non-

packaged milk. 

This research will examine completion from the point of view both of the industry and the 

market. An industry is a group of firms that offer a product or class of products that are close 

substitutes for one another.  

RESEARCH BACKGROUND 

In Pakistani market competitors of the packaged milk industry are striving hard to compete 

with each by implementing available marketing strategies. Marketers classify industries 

                                                           
3
 https://www.pakistantoday.com.pk/2017/01/16/ accessed on 15 June 2018. 

4
 https://en.wikipedia.org/wiki/Economy_of_Pakistan#Industrial_sector accessed on 18 June 2018. 

5
 Pakistan Dairy Publication, 2006.(www.fao.org/docrep/014/al750e/al750e00.pd)  
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according to number of sellers; presence or absence of entry, mobility, and exit barriers; cost 

structure; degree of vertical integration; and the degree of globalization (Kotler et al., 2009).  

Many emerging firms in dairy sector are portrayed as tough competitors to Nestle. In this 

regard, Olpers is a prime example, which own 09 of the market in packaged milk category. 

Branding and marketing professionals could not envision how Olper`s could be able to 

sustain itself from its parent company‟s incredibly tasteless, chemical-laden, and non-edible 

roots. By the end of 2006, Olper`s Milk sales had reached Rs1 billion and in 2008, the brand 

has a market share close to 20 percent of total sale, which placed Olper`s Milk as the second 

best choice of people for packaged milk.  

Several companies, both local and multinational, are operating and harvesting in dairy sector. 

An image is created in the mind of people that multinational companies are more inclined 

towards hygiene factor and because of this public is willing to pay any amount just to get 

these products in hands, on the basis of namesake. The competition among the multinational 

and local brands is getting stiffer in some parts of the market. At this stage, it is appropriate to 

investigate the dimensions of competition of Nestle with the local milk brands.  

This is a research based project in which the effectiveness of brands and why multinational 

and local brands are successful along with strategies used by them are being explored. Our 

research will be focusing on: Why are consumers so eager to adopt multinational brand rather 

than local ones and vice versa? What are the reasons behind consumers‟ preferences? In this 

report extensive research will be done in order to know why consumers‟ perception is making 

this difference in Pakistani market. We will also try to find out the emerging competitors of 

packaged milk in the Pakistani market. 

PROBLEM STATEMENT 

Packaged milk brands do not have a significant place in the Pakistani consumer markets. 

Although the market share of packaged milk is on the rise, but still a long way to go to make 

the top brands. Therefore, it is very significant for both the local and multinational packaged 

milk producers to focus more on the brand management activities. The companies are still 

having target markets in urban areas of Pakistan whereas the rural consumer is least bothered 

of their products. The momentum of co-branding activities in association with packaged milk 

industry need to be aligned on much faster pace in order to convert the strategic objectives 

into financial terms.  

RESEARCH QUESTION 

“To study the impact of brand management activities of milk producers on their consumers” 
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OBJECTIVES OF THE STUDY 

The objective of this study is of two folds; macro and micro objectives. 

a) Macro Objective 

To conduct a categorical study among consumers of packaged milk industry in Pakistan in 

relation to brand management activities of packaged milk producers. 

b) Micro Objectives 

The micro objectives of the study are as follows: 

 Analyze the level of customers loyalty with packaged milk brands 

 Investigate the level of consumer awareness with brand drivers such as price, quality and 

competition 

 General Preference of consumer in buying packaged Milk brands. 

 Reasons behind switching of customers from one brand to another. 

SCOPE OF THE STUDY 

The scope of the study is to study both local and multinational companies operating in the 

milk industry of Pakistan. . This research covers the domestic as well as industrial consumers 

and provides understanding in relation to the level of usage by domestic and industrial 

consumers.

SIGNIFICANCE OF THE STUDY 

The findings presented in this research will help the local milk brands to understand the 

consumer expectations as to why the milk pack market is still dominated by the multinational 

brands. This study will be beneficial in highlighting the perception of consumers in detail.  

The consumer perception and segmentation strategy of top brands will also get benefit from 

the findings of this research. The brand management activities such as brand building, models 

to evaluate brand performance, co-branding activities, brand equity, and brand promotion 

need to be designed on new grounds in line with economic situations and conditions of 

Pakistan. 

 

LITERATURE REVIEW

Brand Management is the process of analyzing, forecasting and setting up the market 

perception of any brand. Before launcing any brand, it is important to setup a good reception 

base of any particular brand in the market (Keller, Parameswaran & Jacob, 2011).  Brand is a 

name, term, sign, symbol, or design, or a combination of them, intended to identify the goods 

or services of one seller or group of sellers and to differentiate them from those of 
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competitors (Keller, 2009).  The next step is to create Brand Awareness. Brand Awarness is 

consumers` ability to identify the brand under different conditions as reflected by their brand 

recognition or recall performance. Brand awareness is achieved through brand equity. Brand 

Equity is the added value endowed to products and services (Pitta and Katsanis, 1995).  

TETRA PACKAGED MILK INDUSTRY IN PAKISTAN

In Pakistan, Tetra Pak Company, started its operation in 1982. It develops manufactures and 

sells complete systems for the processing, packaging and distribution of fluid food, primarily 

milk, soft drinks and other drinks containing fruit pulp
6
. It supplies complete lines of 

processing, treatment and packaging equipment. Various separators, homogenizes and heat 

exchangers constitute the key components of the processing equipment. It sells six different 

packaging systems, to meet the most diverse customers‟ expectations. In addition, the product 

variety comprises conveyor belts, tray fillers, shrink-wrapping machines, roller containers 

and other equipment needed for product distribution. 

Back in mid 90‟s Nestlé‟s milk pack and Nido ads ruled all over the TV channels and radio 

stations. With the passage of time Nestle was given a tough time by a competitor named 

Haleeb. Whereas these days, in a span of 24 hours, several TV channels and radio stations 

usually play jingles and ads of milk brands like Nestle, Olper‟s, Good milk and Haleeb. Each 

of these mentioned brands have sub-brands apart from Haleeb and Good milk, so this shows 

how much stiff competition these brands have found in Pakistani milk sector. Currently a 

large number of channels are operating in this region and these channels are paid heavily by 

milk industries to run their ads and as a result profit margin is low. No conflicting opinions 

have been found yet regarding the boom in the milk industry. 

In Pakistan to augment the penetration percentage tetra pack milk companies are striving hard 

to advertise more and the amount of money they spend monthly in ads are in millions. It is 

predicted by the industry experts that the consumption of packaged milk will increase if more 

health awareness programs are conducted. 

In urban areas of Pakistan people prefer consuming tetra pack milk because they know how 

detrimental loose milk could prove to be for their health where as people living in rural areas 

regard tetra pack milk as wastage of money. The population in rural areas of Pakistan is 

higher in percentage as compare to the population in urban areas. This clearly depicts that 

still there is a room for improvement in terms of educating people regarding importance of 

health. 

                                                           
6
 https://www.tetrapak.com/pk/about/tetra-pak-in-pakistan accessed on 26 June 2018. 

https://www.tetrapak.com/pk/about/tetra-pak-in-pakistan
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Pakistan has a tremendous potential in this sector and many local brands have jumped in to 

the dairy sector. The prime focus of the multinational and local brands is to meet the needs 

and desires of milk consumers by producing improved quality products. As mentioned above 

the potential is observed in the dairy sector, currently several brands are making it tough for 

local milk shops to operate in a stiff competitive environment. Brands like Milk pack, Olper‟s 

and Good milk have done remarkably well in terms of creating awareness regarding health 

issues in the mind of consumers and it led to the sales decline of local milk shops that are in 

millions in Pakistan. 

Apart from brand building and management activities of top brands, the analysis of the 

formal non-packaged milk industry, which is normally run by milk producers, is also very 

important. This analysis illustrates that there are  32.21 million farming households in 

Pakistan with total size of 50 million animals. 97% of these farmers are not linked to formal 

markets and hence are not progressing in economic terms. Moreover, the overall animal herd 

of Pakistan is thinly spread across thousands of square kilometers with an average of 2 to 5 

animals per household
7
. The tradition of dairy farming practices need overhauling in order to 

formalize and improve the industry. A private sector led Pakistan Dairy Development 

Company has emerged with guarantee, backed by government of Pakistan. The platform 

proposes to improve the sector through improved research facilities, training and capacity 

building or farmers, training veterinarians, improving the cold chain through milk chillers, 

promoting healthy pasteurized milk, developed model commercial dairy forms, focus on 

breed improvement, facilitation of credit financing to dairy farmers and linking the rural area 

based to the market mechanism
8
.  

This will improve and formalize the dairy sector. The White Revolution is targeted to achieve 

an annual production of 40 billion liters of milk by 2015. It aims to create an additional 3 

million jobs in the formal economy and provide an estimated 350 million rupee per day in 

cash flow to farmers, or to say that an additional formal economy for the rural economy will 

be developed. The potential is there but it needs technical support from the industry, strategic 

support from dairy experts, policy and infrastructure from the government and specific 

projects funding from the international donor agencies. It is an untapped market, which is  

expected to produce an additional 3 billion in the next few years at a growth rate faster than 

most sectors, and 30 per cent by 2015
9
.  There is a multi-hierarchal distribution system of the 

milk; the farmers are not getting reward of their work. All these factors are making this 

                                                           
7
 https://tribune.com.pk › Pakistan › Sindh 

8
 www.pbs.gov.pk/content/agricultural-census-2010-pakistan-report accessed 23 June 2018. 

9
 Pakistan Dairy Publication, 2006. 

http://www.pbs.gov.pk/content/agricultural-census-2010-pakistan-report
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industry unattractive for the farmers and the progress of this industry is not developing up to 

the mark. Only 3.5% of the total milk production is processed and used in urban areas of the 

country
10

. 

Dairy sector in Pakistan is considered to be an enticing and lucrative place as our country is 

one of the richest countries that is why many multinational and local companies are operating 

in Pakistan in this sector and as a result they are generating good revenues.  

 

RESEARCH METHODOLOGY  

The proposed research is based on the exploratory case study method. In addition, 

comparative analysis of two or more organizations have been presented to validate the 

research objectives. This decision was proved fruitful and did well in developing an 

understanding of the issues. The focus of attention is on brand management of tetra packaged 

milk and its customers. 

DATA COLLECTION

This study is followed by a case study approach where focus of attention was on the specific 

organizations particularly packaged milk. Moreover, Weijer et al., (1999) has indicated that 

only a small sample of total population could serve the cause depends on the research 

objectives and characteristics of study population. 

The data collected though questionnaires was analyzed with the help of SPSS software and 

statistical tests were applied. Total 400 respondents were asked from all over Pakistan. 

Questionnaire was sent by post to some reliable people of all the provinces of Pakistan. They 

collected data at their end and sent back to the researcher. The province-wise details of 

respondents are given as: 

 

Figure 1 - Sample population 

                                                           
10

 admin.umt.edu.pk/Media/Site/SPA/.../Analysis%20of%20Milk%20Production.pdf 
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Out of 400 respondents, 100 respondents were selected from Sindh province which is 25% of 

the total population, 125 respondents were selected from Punjab province which is 31% of 

the total population, 100 respondents were selected from Sindh province which is 25% of the 

total population, 75 respondents were selected from Khyber Pakhtoon Khawah province 

which is 19% of the total population, 40 respondents were selected from Baluchistan 

province which is 10% of the total population, 40 respondents were selected from Gilgit 

Baltistan province which is 10% of the total population and 20 respondents were selected 

from Azad Kashmir territory  which is 5% of the total population. 

Respondents from Sindh: 

A sample size of 100 respondents from different professions was selected from Sindh 

province for this research. Out of 100 respondents, 60 were male respondents and 40 were 

female respondents who have participated in the research. 

 

Figure 2 - Gender Distribution Sindh

Respondents from Punjab 

A sample size of 125 respondents from different professions was selected from Punjab 

province for this research. Out of 125 respondents, 75 were male respondents and 50 were 

female respondents who have participated in the research.

 

Figure 3 - Gender Distribution  Punjab 
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Respondents from Khyber Pakhtoon Khawah: 

A sample size of 75 respondents from different professions was selected from Khyber 

Pakhtoon Khawah province for this research. Out of 75 respondents, 50 were male 

respondents and 25 were female respondents who have participated in the research. 

 

Figure 4 - Gender Distribution KPK 

Respondents from Baluchistan: 

A sample size of 40 respondents from different professions was selected from Baluchistan 

province for this research. Out of 40 respondents, 35 were male respondents and 5 were 

female respondents who have participated in the research. 

 

Figure 5 - Gender Distribution Baluchistan 

Respondents from Gilgit Baltistan: 

A sample size of 40 respondents from different professions was selected from Gilgit Baltistan 

province for this research. Out of 40 respondents, 25 were male respondents and 15 were 

female respondents who have participated in the research. 

Male 
Respondents

67%

Female 
Respondents

33%

Gender Category - KPK

Male 
Respondents

89%

Female 
Respondents

11%

Gender Category - Baluchistan 



pg. 21 

©  

 

Figure 6 - Gender Distribution GB 

 

Respondents from Kashmir: 

A sample size of 20 respondents from different professions was selected from Khyber 

Pakhtoon Khawah province for this research. Out of 20 respondents, 10 were male 

respondents and 10 were female respondents who have participated in the research. 

 

 

Figure 7 - Gender Distributuion Kashmir Province 
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CONCEPTUAL FRAMWORK

 

   Independent Variables       Dependent Variable 

 

 

HYPOTHESES 

The study examines the following hypothesis: 

Hypothesis 1 

H1 Good brands increase the customers‟ perception. 

H0 Good brands do not increase the customers‟ perception. 

 

Analysis: On the basis of this hypothesis, the t value of Independent Variable Customers‟ 

Perception is (10.21).  According to the rules if t value is greater than 2 (t>2.5) then null 

hypothesis will be rejected and alternate hypothesis will be accepted. That is why the 

hypothesis No.1 is correct and is as per conceptual framework. 

Hypothesis 2 

Consumer 

Perception 

Consumer 

Loyalty 

 

Brand Management Consumer 

Brand Drivers 

 

Consumer 

Trust 

 
Consumer 

Segment 
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H1 Customers‟ loyalty maximizes the sales volume. 

H0 Customers‟ loyalty do not maximizes the sales volume. 

 

Analysis: On the basis of this hypothesis, the t value of Independent Variables Customers‟ 

Loyalty is (9.499).  According to the rules if t value is greater than 2 (t>2.5) then null 

hypothesis will be rejected and alternate hypothesis will be accepted. That is why the 

hypothesis No.2 is correct and is as per conceptual framework. 

 

Hypothesis 3 

H1 Branded goods are more reliable. 

H0 Branded goods are not reliable. 

 

Analysis: On the basis of this hypothesis, the t value of Independent Variables Trust 

worthiness is (11.473).  According to the rules if t value is greater than 2 (t>2.5) then null 

hypothesis will be rejected and alternate hypothesis will be accepted. That is why the 

hypothesis No.3 is correct and is as per conceptual framework. 

 

Hypothesis 4 

H1 Different brand divers support the brand management. 

H0 Different brand divers do not support the brand management. 

 

Analysis: On the basis of this hypothesis, the t value of Independent Variables Customers‟ 

Brand Drivers is (4.320). According to the rules if t value is greater than 2 (t>2.5) then null 

hypothesis will be rejected and alternate hypothesis will be accepted. That is why the 

hypothesis No.4 is correct and is as per conceptual framework. 

Hypothesis 5 

H1 Branded goods are produced as per customers‟ segments. 

H0 Branded goods are not produced as per customers‟ segments. 

 

Analysis: On the basis of this hypothesis, the t value of Independent Variables Customers‟ 

Segment (1.526). According to the rules if t value is greater than 2 (t>2.5) then null 

hypothesis will be accepted and alternate hypothesis will be rejected. That is why the 

hypothesis No.5 is correct and is as per conceptual framework. 
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ANALYSIS AND FINDINGS 

 

Table  4. 1: Descriptive Statistics 

  N Mean Std. Deviation 

 

 Brand Management 
350 4.3232 .40213 

 

Customers Perception  
350 4.3002 .51170 

 

Customers Loyalty 
350 4.1084 .40614 

 

Customers Trust 
350 4.0028 .43219 

 

Customers Brand Drivers 350 3.9211 .47245 

Customers Segment 
350 3.7259 .31514 

      

 

According to respondent‟s opinions the rating on dependent variable “Brand Management” 

was highest with a mean of (4.32). The rating of Customers‟ Perception was second highest 

with a mean of (4.30). The rating of Customers‟ loyalty was third highest with a mean of 

(4.10), the rating of Customers‟ Trust was fourth highest with a mean of (4.00), the rating of 

Customers‟ Brand Drivers was second lowest with a mean of (3.92) and the rating of 

Customers‟ Segment is lowest with a mean of (3.72).  

 

The standard deviation of respondents‟ opinions on “Customers‟ loyalty” was the least (0.31), 

as compared to the other dimensions. This indicates that there is less Participation in brand 

management dimension. The standard deviation of respondents‟ opinion on awareness about 

customers‟ perception was the highest (0.51), as compared to other dimensions. This 

indicates that there is a high involvement of customers‟ perception in brand management. 
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Table 4.2: Correlations 

** Correlation is significant at the 0.01 level (2-tailed).

The data was analyzed through Statistical Package for Social Sciences (SPSS) software by 

using correlation and regression. The correlation test indicates that there is a correlation 

between the variables. The correlation values show that there is a positive correlation of 

 

BRAND 

 

MANAGE

MENT 

CUSTOM

ERS 

PERCEP

TION 

CUSTOM

ERS 

LOYALT

Y 

CUSTO

MERS 

TRUST 

CUSTO

MERS 

BRAND 

DRIVER

S 

CUSTOM

ERS 

SEGMEN

T 

BRAND 

MANAGEMENT 

Pearson 

Correlati

on 

1 .599(**) .502(**) .535(**) .401(**) .213 

  Sig. (2-

tailed) 
  .000 .000 .000 .000 .061 

  N 350 350 350 350 350 350 

CUSTOMERS 

PERCEPTION  

Pearson 

Correlati

on 

.599(**) 1 .403(**) .407(**) .310(**) .299(**) 

  Sig. (2-

tailed) 
.000   .000 .000 .000 .001 

  N 350 350 350 350 350 350 

CUSTOMERS 

LOYALTY  

Pearson 

Correlati

on 

.502(**) .403(**) 1 .087 .278(**) .350(**) 

  Sig. (2-

tailed) 
.000 .000   .155 .000 .000 

  N 350 350 350 350 350 350 

CUSTOMERS 

TRUST 

Pearson 

Correlati

on 

.535(**) .407(**) .087 1 -.065 .140(*) 

  Sig. (2-

tailed) 
.000 .000 .155   .289 .002 

  N 350 350 350 350 350 350 

CUSTOMERS 

BRAND 

DRIVERS 

Pearson 

Correlati

on 

.401(**) .310 (**) .278(**) -.065 1 .255(**) 

  Sig. (2-

tailed) 
.000 .000 .000 .289   .000 

  N 350 350 350 350 350 350 

CUSTOMERS 

SEGMENT 

Pearson 

Correlati

on 

.213 .299(**) .350(**) .140(*) .255(**) 1 

  Sig. (2-

tailed) 
.073 .001 .000 .002 .000   

  N 350 350 350 350 350 350 
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Brand Management with Customers‟ perception, Customers‟ Trust, Customers‟ loyalty, 

Customers‟ Brand Drivers and there is no correlation between Customers‟ Segments with the 

dependent variable Brand Management.  

The dependent variable “Brand Management” has the strongest correlation with 

Customers‟ Perception (0.599**), with Customers‟ Trust (0.535**), with Customers‟ loyalty 

(0.502**) and with Customers‟ Brand Drivers in Brand Management (0.401**) and there is 

no correlation of (.213) with Customers‟ Segment the dependent variable Brand 

Management.  

Table  4. 3: Variables Entered/Removed (b) 

Model Variables Entered Variables Removed Method 

1 
Customers Perception (a) . Enter 

a All requested variables entered. 

b Dependent Variable: BRAND MANAGEMENT 

Table  4. 4: Model Summary (Customers’ Perception) 

 

a Predictors: (Constant), Customers‟ Perception 

 

The R value (.599) shows that there is positive correlation between the Customers‟ loyalty 

and Dependent Variable Brand Management. 

The R Square values (.321) mean 32% reliable to be used for estimation of population.   

The Std. Error value shows that 30% Fluctuation of Sampling Mean. 

The R change shows the differences between R-value & Adjusted R square. 

The F change value (21.120) the independent variables met the Dependent variable.  

 

 

 

 

Model R 

R 

Square 

Adjuste

d R 

Square 

Std. Error 

of the 

Estimate Change Statistics 

          

R 

Square 

Change 

F 

Chan

ge df1 df2 

Sig. F 

Change 

1 .599(

a) 
.321 .320 .3013 .321 

21.12

0 
1 349 .000 
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Table 4. 5 ANOVA (b) 

Mod

el  

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 10.723 1 15.723 21.120 .000(a) 

 Residual 25.891 349 .102   

 Total 35.615 350    

a Predictors: (Constant), Customers‟ Perception 

b Dependent Variable: BRAND MANAGEMENT 

The F Test value (21.120) shows the combination of all variables, overall significances of the 

Model its mean one independent variables Customers‟ Perception intercept on Dependent 

variable brand management   and Observation of Independent Variables met. 

 

Table 4. 6: Coefficients (a) 

Model  

Un standardized 

Coefficients 

Standardized 

Coefficients t Sig. 

  B Std. Error Beta   

1 (Constant) .547 .301  3.564 .015 

 Customers 

Perception 

 

.753 .054 .549 10.21 .000 

a Dependent Variable: BRAND MANAGEMENT 

Std Error of Constant (.301) value shows the 30% of fluctuation of sampling mean and the 

Std Error of   Independent Variables (.054) value shows the 5% of fluctuation of sampling 

mean. 

The t value of Independent Variable Customers‟ Perception is (10.21).  According to the rules 

if t value is greater than 2 (t>2.5) then null hypothesis will be rejected and alternate 

hypothesis will be accepted. 

 

Table 4. 7: Variables Entered/Removed (b) 

Model Variables Entered Variables Removed Method 

1 
Customers Loyalty 

(a) 
. Enter 

a All requested variables entered. 

b Dependent Variable: BRAND MANAGEMENT  
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Table 4. 8: Model Summary (Customers’ Loyalty) 

Mode

l R 

R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate Change Statistics 

     

R 

Square 

Change F Change 

df

1 df2 

Sig. F 

Change 

1 .502

(a) 
.196 .194 .34021 .196 40.471 1 349 .000 

a Predictors: (Constant), Customers‟ Loyalty 

 

The R value (.502) shows that there is positive correlation between the Customers‟ Loyalty 

and Dependent Variable Brand Management. The R Square values (.196) mean 19% reliable 

to be used for estimation of population.   

 

The Std. Error value show that 34% Fluctuation of Sampling Mean. 

The R change shows the differences between R-value & Adjusted R square.  

The F change value (40.471) the independent variables met the Dependent variable. 

 

Table 4. 9: ANOVA (b) 

Model  

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regressi

on 
5.785 1 5.785 

40.47

1 

.000(

a) 

 Residual 27.830 349 .132   

 Total 32.615 350    

a Predictors: (Constant), Customers‟ Loyalty 

b Dependent Variable: BRAND MANAGEMENT

 

The F Test value (40.471) shows the combination of all variables, overall significances of the 

Model its mean one independent variables Customers‟ Loyalty intercept on Dependent 

variable Brand Management and Observation of Independent Variables met. 
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Table 4. 10: Coefficients (a) 

Model  

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

  B 

Std. 

Error Beta   

1 (Constant) 2.938 .135  20.254 .000 

 Customers Loyalty 
.291 .023 .449 9.499 .000 

 

a Dependent Variable: BRAND MANAGEMENT 

 

Std Error of Constant (.135) value shows the 13% of fluctuation of sampling mean and the 

Std Error of   Independent Variables  (.023) value shows the 2% of fluctuation of  sampling 

mean. 

The t value of Independent Variables Customers‟ Loyalty is (9.499).  According to the rules 

if t value is greater than 2 (t>2.5) then null hypothesis will be rejected and alternate 

hypothesis will be accepted. 

 

Table 4. 11: Variables Entered/ Removed (b) Customers’ Trust 

Model Variables Entered 

Variables 

Removed Method 

1 
Customers Trust (a) . Enter 

 

a All requested variables entered. 

b Dependent Variable: BRAND MANAGEMENT

 

Table 4. 12: Model Summary (Customers’ Trust) 

 

a Predictors: (Constant), Customers‟ Trust 

 

Mo

del R 

R 

Squar

e 

Adjuste

d R 

Square 

Std. 

Error of 

the 

Estimate 

Change 

Statistics 

          

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .535

(a) 
.254 .253 .25461 .303 19.654 1 349 .000 
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The R value (.535) shows that there is positive correlation between the Customers‟ Trust and 

Dependent Variable Brand Management. 

The R Square values (.254) mean 25% reliable to be used for estimation of population.   

 

The Std. Error value shows the 25% Fluctuation of Sampling Mean. 

The F change value (19.654) the independent variables met the Dependent variable.

 

Table 4. 13: ANOVA (b) 

Model  

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 10.212 1 11.212 19.654 .000(a) 

 Residual 20.403 349 .215   

 Total 30.615 350    

 

a Predictors: (Constant), Customers Trust 

b Dependent Variable: BRAND MANAGEMENT 

 

The F Test value (19.654) shows the combination of all variables, overall significances of the 

Model its mean one independent variables Trust Worthiness on Dependent variable Brand 

Management and Observation of Independent Variables met. 

Table 4. 14: Coefficients (a) 

Model  

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

  B 

Std. 

Error Beta   

1 (Constant) 2.603 .102  12.451 .000 

 Customers Trust .391 .021 .550 11.473 .000 

 

a Dependent Variable: BRAND MANAGEMENT 

 

Std Error of Constant (.102) value shows the 10% of fluctuation of sampling mean and the 

Std Error of   Independent Variables (.021) value shows the 2% of fluctuation of sampling 

mean. 

 

The t value of Independent Variables Trust worthiness is (11.473).  According to the rules if t 

value is greater than 2 (t>2.5) then null hypothesis will be rejected and alternate hypothesis 

will be accepted 
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Table 4. 15: Variables Entered/Removed (b) 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 Customers 

Brand Drives 

(a) 

. Enter 

 

a All requested variables entered. 

b Dependent Variable: BRAND MANAGEMENT 

 

Table 4. 16: Model Summary (Customers’ Brand Drivers) 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change 

Statistics 

     

R Square 

Change 

F 

Change 

df

1 df2 

Sig. F 

Change 

1 .401

(a) 
.174 .172 .25463 .214 23.561 1 350 .000 

 

a Predictors: (Constant), Customers‟ Brand Drivers 

 

The R value (.401) shows that there is positive correlation between the Customers‟ Brand 

Drivers and Dependent Variable Brand Management. 

The R Square values (.174) mean 17% reliable to be used for estimation of population.   

 

The F change value (61.626) the independent variables met the Dependent variable. 

Table  4. 17: ANOVA (b) 

Model  

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 7.254 1 7.254 23.561 .000(a) 

 Residual 13.360 349 .134   

 Total 30.615 350    

 

a Predictors: (Constant), Customers‟ Brand Drives 

b Dependent Variable: BRAND MANAGEMENT 
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The F Test value (23.561) shows the combination of all variables, overall significances of the 

Model its mean one independent variables Customers‟ Brand Drivers on Dependent variable 

Brand Management and Observation of Independent Variables met. 

Table 4. 18: Coefficients (a) 

Model  

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

  B 

Std. 

Error Beta   

1 (Constant) 2.568 .154  10.396 .000 

 Customers Brand 

Drives .374 .035 .135 4.320 .000 

a Dependent Variable: BRAND MANAGEMENT 

Std Error of Constant (.154) value shows the 15% of fluctuation of sampling mean and the 

Std Error of   Independent Variable (.035) value shows the 3% of fluctuation of sampling 

mean. 

The t value of Independent Variables Customers‟ Brand Drivers is (4.320). According to the 

rules if t value is greater than 2 (t>2.5) then null hypothesis will be rejected and alternate 

hypothesis will be accepted. 

Table 4. 19: Variables Entered/Removed (b) 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 
Customers 

Segment (a) 
. Enter 

a   All requested variables entered. 

b   Dependent Variable: BRAND MANAGEMENT

 

Table 4. 20: Model Summary (Customers’ Segment) 

Model R R Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change 

Statistics 

          

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .213

(a) 
.014 .0010 .30441 .014 3.352 1 

35

0 
.173 

a Predictors: (Constant), Customers‟ Segment 

The R value (.213) shows that there is positive correlation between the Customers‟ Segment 

and Dependent Variable Brand Management. 

The R Square values (.014) mean 1% reliable to be used for estimation of population.   
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The Std. Error value shows that 30% Fluctuation of Sampling Mean. 

The F change value (3.352) the independent variables met the Dependent variable.

 

Table 4. 21: ANOVA (b) 

Model  

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regressio

n 
.411 1 .421 3.352 .096(a) 

 Residual 33.084 349 .132   

 Total 33.615 350    

a Predictors: (Constant), Customers‟ Segment 

b Dependent Variable: BRAND MANAGEMENT 

 

The F Test value (3.352) shows the combination of all variables, overall not significances of 

the Model its mean one independent variables Customers‟ Segment on Dependent variable 

Brand Management and Observation of Independent Variables not met. 

 

Table 4. 22: Coefficients (a) 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

    B 

Std. 

Error Beta     

1 (Constant) 2.231 .141   31.231 .000 

  Customers 

Segment 
.051 .021 .210 1.526 .096 

a Dependent Variable: BRAND MANAGEMENT 

Std Error of Constant (.141) value shows the 14% of fluctuation of sampling mean and the 

Std Error of   Independent Variables (.021) value shows the 2% of fluctuation of sampling 

mean.  The t value of Independent Variables Customers‟ Segment is (1.526). According to 

the rules if t value is greater than 2 (t>2.5) then null hypothesis will be accepted and alternate 

hypothesis will be rejected. 

FINDINGS 

A detailed questionnaire based data was collected from respondents from provinces of 

Pakistan. After conducting the survey it was concluded that brand management was on the 

highest rank with a mean of (4.32). The rating of customers‟ Perception was second highest 

with a mean of (4.30), the rating of customers‟ loyalty was third highest with a mean of 

(4.10), the rating of customers‟ Trust was fourth highest with a mean of (4.00), the rating of 
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customers‟ brand drivers was second lowest with a mean of (3.92) and the rating of 

customers‟ segment is lowest with a mean of (3.72).  

 

The standard deviation of respondents‟ opinions on “customers‟ loyalty” was the least (0.31), 

as compared to the other dimensions. This indicates that there is less participation in brand 

management dimension. The standard deviation of respondents‟ opinion on awareness about 

customers‟ Perception was the highest (0.51), as compared to other dimensions. This 

indicates that there is a high involvement of customers‟ perception in brand management. 

 

The main problem was the lack of knowledge of the customers about a particular brand. 

Media is playing a vital role in creation of the awareness among general public regarding the 

branded products of tetra packaged milk in Pakistan.  

CONCLUSION 

The end result, after analyzing this research, was that consumers are more concerned about 

the brand loyalty and customers‟ perception regarding the brands. The correlation test 

indicates that there is a correlation between the variables. The correlation values show that 

there is a positive correlation of brand management with customers‟ perception, customers‟ 

trust, customers‟ loyalty, and customers‟ brand drivers and there is no correlation between 

customers segments with the dependent variable brand management. 

It means that brand management of tetra packaged milk producers is depending upon the 

above mentioned factors. If customers‟ perception regarding a brand is strong then the 

significance of brand management of packaged milk producers will increase. Similarly, 

customers` trust, customers` loyalty, customers` brand drivers like brand price, brand quality, 

brand value in customers` mind must be increased through offering standard brands in the 

field. 

 

The researcher followed a case study approach of tetra packaged milk, reviewed different 

cases from the packaged milk industry and tried to prove that the significance of brand 

management is on the highest side for attraction of customers. Definitely, this significance 

occurred when the tetra packaged milk producers pay their full attention on customers` 

perception which was also the result of our first part of the questionnaire for this research. In 

the opinion of the respondents, a customer‟s perception regarding the packaged milk will 
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increase if the milk producers are providing quality products in reasonable price, with 

attractive designs, and in durable packing. 

 

Another segment of the questionnaire targeted the brand loyalty which is also a very 

important element for packaged milk producers. Customers be loyal to any brand when the 

brand producer is meeting their requirements and fully satisfying the need of the customers.  

Such customers will never deceive the brand manufacturers. So, brand loyalty is the one 

important segment that shows the internal satisfaction of a customer. In the same way a 

customer‟s trust on a brand, selection of a brand due to affordable price is also very essential 

part of brand management. These all qualities are demanded in case of tetra packaged milk 

industry, which includes Nestle Milk, Olper‟s Milik, Good Milk and Haleeb Milk etc. 

RECOMMENDATIONS 

The research indicates that brand management dependency on different factors exposed 

important facts for packaged milk producers. Therefore, on the basis of our finding the 

researcher recommends as follows: 

 The First and foremost recommendation in this regard is that, local brand should always keep 

its availability in the market. If not then they will lose their market share just as Haleeb did 

being one of the oldest brand available. Not in stock could have negative impact on the brand 

management activities. The target market and target audience should always be placed on top 

of everything and should move in terms of target market needs and wants. In this regards it is 

also very important to go for huge horizon i.e. limited target audience like packaged milk 

have in the form of Urban consumers could also send wrong signals to other consumer 

markets. Therefore, they should be ready to take risks in the form of expansion of target 

markets.  

The product should shape in such a way that it could easily be tagged as a cultural product 

rather than products for unknown territories. In this regard, advertising and media does play 

an important role in influencing and developing consumers‟ decision based on their norms 

and belief. This could make the brand a premium one in the eyes of consumers by providing a 

good quality. 

Now-a- days, technologies play an important role in achieving the strategic objectives. 

Technology is also an interface through which packaged milk producers could use to attract 
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more customers. Through technology companies can introduce new and innovative ideas and 

for their packaged milk brands. It could also act as a medium through which companies can 

increase the promotional activities, provide a chance to be close with target audience and 

understand what they are asking from the brand. 

In Pakistan, the raw material source of packaged industry depends upon small holder of dairy 

which is an ignored area because the base of these milk producers is illiterate and un-trained. 

Therefore, it is recommended that milk packaged industry should  invest in the education and 

training of small farmers and milk producers for the sake of having quality  milk, which is the 

basic material for their brands. To enhance productivity, the following measures could be 

recommended: 

 Strengthen extension services to reach and educate the maximum number of 

farmers; 

 Launch mass-scale awareness campaigns on management and production issues; 

 Improve farmers‟ access to financial services; 

 Initiate sustainable long-term breed improvement programmes. 

In Pakistan, it has been widely observed that the suppliers of milk for packaged milk industry 

use the illegal means to increase the milk production. This act came into adulteration milk. 

Therefore, it could be recommended that packaged milk producers should develop their 

suppliers in-spite of having unapproved milk producers they should integrate local farmers in 

such a way that, they should be restricted by law to follow health standards for cattle to avoid 

adulteration. This strategy could support the brand building activities and increase customers‟ 

trust on packaged milk brands. In the similar way, milk producers must take care of the 

customers‟ perception, customers‟ loyalty, customers‟ trust, customers‟ brand drivers and 

customers‟ segmentation because good brands always create better perception, strong loyalty, 

firm trust and customers believe in varieties of products and segmentation of their products as 

per need. 

According to the data analysis, the above four independent variables like customers‟ 

perception, customers‟ loyalty, customers‟ trust and customers‟ brand drivers are correlated 

to the customers‟ dependent variable of brand management while one independent variable of 

customers‟ segments is directly correlated to the dependent variable of brand management 

but still it is the part of marketing system and is also very much important.  
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Terminologies which are relevant in the study:

Brand Elements: Those trademark-able devices that serve to identify and differentiate the 

brand such as a brand name, logo, or character (Brandes, 2004). 

Brand Extension:  A company‟s use of an established brand to introduce a new product 

(Washburn et al., 2004). 

Brand Image: The perceptions and beliefs held by consumers, as reflected in the associations 

held in consumer memory (Burt and Davies, 1999). 

Brand Personality: The specific mix of human traits that may be attributed to a particular 

brand (Yoo et al., 2000). 

 

 Brand Mix: The set of all brand lines that a particular seller makes available to buyers 

(Leuthesser et al., 2003). 

Brand Line: All products, originally as well as line and category extensions, sold under a 

particular; brand name (Nysveen et al., 2005).   

 Brand Portfolio: The set of all brands and brand lines a particular firm offers for sale to 

buyers in a particular category (Ailawadi et al., 2003). 

Brand Promise: The marketer‟s vision of what the brand must be and do for consumers 

(Parasuraman et al., 2007). 
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