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Abstract

This study examines the effect of Brand Design on Consumer Purchasing Behaviour especially in Brasimba Ltd.,
Beni, DRC. Using a mixed-methods design, it combines quantitative and qualitative methods of data collection
where a sample of 400 consumers of Brasimba Ltd products and 10 senior managers in Brasimba Ltd was selected
via simple random and purposive sampling techniques. The primary data were collected by questionnaires and
semi-structured interviews while secondary data were collected using document analysis techniques. Data
analysis involved descriptive statistics, regressions analysis, and thematic qualitative assessment for relation
between Brand design and consumer purchasing Behaviour. After analysis, the study founded that, the effect of
Brand Design on Consumer Purchasing Behaviour is significant since the regression indicated that Visual
Identity (B = 0.38), Packaging and Labelling Design (8 = 0.35), Brand Design Appeal (f = 0.40), and 66.2% of
variance (R2= 0.66; F = 486.38, p < 0.001). Furthermore, the qualitative findings indicated disciplined design
standards, centralized oversight and regulatory compliance that reinforce brand consistency and effectiveness.
The study concluded that, well managed brand design fosters customer loyalty, repeat purchasing, and
competitive advantage this as a strategic and managerial driver of the market. Based on the results, Brasimba
Ltd should make sure that communication, packaging and design are keep improved. The results show that,
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consistent design, quality control, and communication improve consumer perception and loyalty, which extend
the theoretical models of brand equity to emerging economies.

Keywords: Brand Design, Visual Identity, Packaging, Consumer Behaviour, Purchasing Behaviour, Brasimba

Ltd.

Background

In the increasing competitive environment of this
day and age, firms are developing a variety of
strategies in order to outmanoeuvre their
competitors and to become preferable by
consumers, and making a serious effort to attract,
satisfy and retain customers. Therefore, branding
has become a powerful strategic tool, which
enables firms to differentiate themselves, building
trust, and enhancing market positioning. So, strong
brand in the market competition is the main goal of
many organizations because it contributes to
sustained economic performance via creating both
functional and emotional value, strengthening
consumer loyalty and purchase preference
(Swaminathan, 2023).

Thereupon, the quest of companies™ competitive
benefit is indeed preoccupation of their brands. A
good brand that does not yield good results is
worthless. Failing in brand design makes it
meaningless despite its good design. For instance,
in striving to achieve intended results, good brand
design should be considered in order to satisfy
consumer needs. Brand design involves changing
and adding products in order to attract consumers.
This action is geared towards improving the
competitiveness of the firm. Of the above, branding
influence perception of products, the motivation of
purchasing, and the long-term  customer
engagement (Addo et al., 2021; Aziz & Ahmed,
2023). It is noticed that, understanding these
drivers, allows firms to design marketing strategies
that effectively influence the decisions of consumer
and then optimize market outcomes (Kotler et al.,
2021).

Furthermore, increasingly organisations invest in
brand identity due to market risk reduction,
increases profitability, and brand extensions
support (Sivastrava et al., 2001). Complementary,
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the strength of brand is however largely shaped by
its brand design, which represents the visual and
intellectual identity connecting consumers to the
products. It is known that, brand design is
expressed through logo, colours, typography,
packaging, labelling, and overall the presentation
of the product communicates meaning, which
differentiates products in competition, and
influences directly consumer purchasing behaviour
(Liu et al., 2022).

In the Democratic Republic of Congo (DRC) which
is an emerging market, the effective brand design
becomes particularity important for firms to strive
and remain competitive. Whereas, after the colonial
era, many firms emerged but unfortunately, only a
few have managed to sustain their operations over
time. Launched during the colonial period and later
Brasimba Ltd was expanded in North-Kivu
province, Beni town where it continues serving a
large diverse consumer and making it an important
player in the economic landscape of the region.
Following its investments in production, improved
sales performance and increased marketing
activities, the company recorded the maximum
sales capacity ever in its history.

In spite of that, due to the importance of branding
and growing relevance of consumer purchasing
behaviour in shaping the performance of the firm,
to examine how brand design influence consumer
purchasing behaviour in this context is essential.
Thus, understanding these dynamics is especially
relevant for firms in competitive sectors like
breweries, where consumers respond strongly to
visual identity and product presentation. This study
therefore seeks to provide ideas that can direct
firms to enhance their brand design strategies
which strengthen consumer perception, inspire
purchasing decision, and upgrade competitive
performance in the brewery sector of the DRC.
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Regardless of previous research, limited empirical
evidence exists in the brewery sector of DRC on
how brand design affects consumer purchasing
behaviour as a gap. Based on this, the study
provides context-specific insights for Brasimba
Ltd., Beni Branch to address this gap.

Statement of the problem

In modern age, brand design plays an important
role of boost up the profit of any company. Hence,
brand is the only tool that can change the
consumer’s behaviour until to purchase it. Today,
it is observed that people are more conscious about
brand than in the past (Aaker, 1997).

Undoubtedly, the competition on the markets has
become much more intense to differentiate similar
products. At this point, branding is an important
competitiveness factor for a business to shape
perspective in consumer’s mind and make the
product more attractive. As a result, the firms that
can set consumer’s mind had an exclusive position
in consumer’s mind and successfully identify their
business’ characteristics.

Therefore, consumer purchasing behaviour is
predominantly guided by visual and aesthetic
information conveyed via brand design. Also,
brand related asserts namely logos, symbol, and
visual identity which enhance the perceived
product value (Aaker, 1993), at the same time as
strong brand associations and awareness influence
the consumer feedback to the marketing activities
(Keller, 1993). Moreover, consumers often rely on
visual stimuli like packaging and colour in order to
simplify ~ decision-making  regarding  the
contemporary competition between companies
(Solomon, 2017).

Of the above, packaging is described as a silent
salesman which influence directly consumer’s
purchasing intension and their preference relative
to a certain brand (Underwood & Klein, 2002). In
additional, it should be noted that, visually driven
consumers make the design’s information critical
to the product evaluation and the brand loyalty
while appealing product designs evoke positive
emotions and increase the purchase likelihood,
although old-fashioned designs decrease interest
and competitive advantage (Bloch, 1995). Lastly it
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is important to point out that consumers evaluate
product value based not only on the price and the
quality, but also on the symbolic and aesthetic
attributes which are central to the brand design
(Zeithaml, 1988).

Based on the above, in the brewery industry of
DRC, the influence of brand design on consumer
purchasing behaviour persists poorly understood.
As a result, numerous studies in Sub-Saharan
Africa focused on pricing, distribution, or general
branding such as (Nkwanko & Ajemunigbohun,
2013), and often neglecting how the design
elements namely colour, typography, and labelling
affect the perception and the purchasing behaviour
of consumers, which leave a gap regarding the role
of brand design indicators on consumer decisions.
However, with an increasing competition between
breweries, Brasimba Ltd. is in competition with
other breweries in DRC such as Bralima and
Bracongo, and for that, better designing their
brands relative to those of competitors is a key
factor in order to capture attention.

As the research in the area of brand design and
consumer purchasing behaviour remains limited,
especially when it comes to empirical evidence and
insights tailored to the local context, the researchers
was motivated to investigate the effect of Brand
design on consumer purchasing behaviour, a case
of Brasimba Ltd. Since existing studies have not
fully explored how specific design elements
namely visual identity, packaging, and brand
presentation influence consumer decisions within
DRC brewery market. Therefore, this study
addresses these gaps by generating the context-
specific data, contributing to the theoretical
understanding of branding strategies, and offering
practical guidance for businesses. Likewise, the
findings of this study are expected to support
marketing professionals and the managers of
companies in refining their brand design processes,
aligning their products presentation relative to
consumer preferences, contributing to the
improvement of market performance.
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Literature Review

Brand

The introduction of activities and provision of
goods or services are inextricably in link with
trustworthy brand, this making it a crucial
component of marketing campaigns. Furthermore,
the production of a brand is a crucial feature that
helps to set it apart from products’ competitors.
Therefore, the production of a brand makes it easier
to be recognised by customers.

In order for a brand or a product to become
ingrained in the consciousness of the customers as
a result of the communication, managing the brand
entails establishing an association with the brand.
Hence, plugging a brand or a product into the
consumers’ minds is an attempt for giving a
strategic place to the brand or product in the market
so that it can compete more effectively in the
increasingly competitive arena.

For more precise explanation of the meaning of
brand, specialists identified the understanding of
the brand as following. A brand is a term, design,
name, symbol, or any other features that distinguish
one product of the company to others, as defined by
the America Marketing Association (Kotler, 2003).
At the same time, it is knowing that a brand is any
name, phrase, symbol, design, or a combination of
both used a person or an organisation to identify
their products or services and setting them apart
from those of their rivals.

Brand Design

Brand design refers to the combination of visual,
symbolic, structural, and communicative features
used by organisations to set themselves apart and
shape how their products or services are interpreted
by consumers. The researchers approach brand
design from several angles, especially via visual
identity systems, aesthetic qualities, brand
personality signals, and the consistency of the
design communication.

Based on this, the empirical studies consistently
shown that visual elements play a decisive role in
how consumers develop perceptions. For instance,
dynamic brand logos strengthen the perception of
energy and competence, which affect the attention
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and behavioural responses (Baxter & llicic, 2018).
Using experimental designs, their study’s findings
highlight the role of graphic design as a stimulus
which influences the consumer attention and the
behavioural responses.

Moreover, the emotional design elements namely
brand-self congruity and brand affinity enhance
trust and the behavioural intentions (Juhaidi et al.,
2024). To achieve this, they used PLS-SEM to
analyse data collected from 404 respondents and
founded that brand-self congruity enhance strongly
electronic word-of-mouth, while brand affinity
affects positively trust and the behavioural
intention. As well, their research demonstrates how
the emotional elements embedded in design like
personality and authenticity shape the responses of
consumers.

In marketing studies, brand loyalty has long been a
central concern, and scholars noted that it is often
reinforced when a company maintains a clear,
recognisable, and a well-structured brand design.
However, in cosmetic sector, one study using
SPSS, the regression techniques reported that a
unified and a consistent brand image encourage
customers to stay loyal and repeat purchasing
(Hameed & Kanwal, 2018). At the same time,
another study indicated that, when corporate social
responsibility (CSR) elements are embedded in
designing a brand, consumers tend to perceive that
brand as higher in quality, which strengthens their
loyalty (Muniz et al., 2019).

Also, brand design plays a role in participatory and
interactive marketing. From a study, it was founded
that, social media driven co-creation campaigns
that incorporate brand visuals have been shown to
enhance significantly the purchase intention and
the commitment by demonstrating that the modern
brand design is not limited to aesthetic only, but it
also extends to co-creation activities that engage
and motivate consumers (Kennedy, 2017).
Continuously, brand design contributes to the
confidence of consumers during brand crises as it
was founded that, the consumer commitment
shaped partly by the long-term exposure to a
consistent brand image to mediate reactions to the
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product recalls, indicating that to design properly
brands helps to reduce negative behavioural
responses during the crises (Byun & Dass, 2015).

In the literature, beyond aesthetics, many
researchers highlighted the managerial dimension
of brand design which is a strategic aspect
production process. For instance, it was proved
that, to structure very well brand design process
enhance the marketing effectiveness, reduce the
resource wastage, and support consistent brand
communication (Kotler & Keller, 2017). To
support this, other authors argued that, internal
control elements like risk assessment, control
activities, documentation, and information systems
are elements that strengthen brand consistency and
performance  (Karagiorgos et al, 2011;
Sudsomboon, 2008; Rezaee et al., 2001; Aikins,
2011). From the above, their studies underscore the
importance of the managerial structures by
supporting the process of brand design.

In today, due to the competition in business,
researchers has shown that information and
communication frameworks constitute the central
aspect to strengthen the processes of brand design
and the creative channels in organisations, and
which highlight the need for the internal alignment
in order to achieve the coherent outcomes of the
design (Ayagre et al., 2014).

In collective, the literature shows that the visual of
brand design, the emotional, and the managerial
dimension play a descriptive important role to
shape brand perception, trust and loyalty.

Indicators of Brand design

Brand design encompasses the visual and
communicative elements by which a company
conveys its identity and connects with its audience.
Nevertheless, a strong brand design starts with a
well-defined visual identity which brings together
the logo, colour, scheme, typography, and other
graphic components. Of the above, when these
elements operate in harmony, they enhance
recognition of the brand by consumers and help to
differentiate that one from others of competitors
(Aaker, 1996). In the same way, another author
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argued that, brand design must remain consistent
across all touch-points of consumers so that the
visual message stays uniform and supports the
overall strategic directSion of an organisation
(Wheeler, 2017).

Another indicator of brand design lies in the
physical presentation of the products. To improve
it, author shown that, packaging and labelling offer
the most direct and tangible representation of a
brand which act not only as the protective
containers, but also as carries of essential
information and expressions of brand personality
(Olins, 2008). For more explanation to these visual
and practical functions, another author added his
opinion that, brand design should embody the
identity that the brand seeks to communicate,
including its values, cultural background, and the
strategic market positioning (Kapferer, 2012).
Expanding on this view, a scholar shown the
significance of  overall  design  appeal,
encompassing both the aesthetic look and the
emotional response it evokes. At the same time, he
argued that a compelling design captures the
attention of consumer and strengthens the ability of
a brand to stand out in competitive markets
(Neumeier, 2003).

Taken together, these authors show that the brand
design rests on three essential pillars namely: the
visual identity system, the design of packaging and
labelling, and the overall aesthetic appeal of the
brand. From this, these dimensions work
collectively in order to influence how consumers
view the brand, how they interpret its message, and
the degree to which they feel connected to it.
Overall, researchers concur that brand design is
expressed via a set of core elements that determine
the consumer perception, recognition, and the
emotional engagement.
Indeed, from the purposes of this study, three main
indicators are particularly significant, as they
reflect both the visual expression of the brand and
the experience which it creates. Consequently, the
indicators are as follows:
e Visual identity system: this one includes the
logo of a brand, colour scheme, typography,
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imagery, and the overall graphic style. Putting
together, they help consumers to recognise the
brand and maintain a consistent visual
presence across all platforms and touch-points.

e Packaging and labelling design: this concerns
the physical presentation of the product,
ensuring that the information provided is clear,
accurate, and visually appealing to consumers
at the purchasing time.

e  Overall brand design appeal: this refers to the
combination of aesthetic, emotional, and
sensory features in the presentation of a brand,
which make it memorable, engaging, and
clearly distinguishable in the market from
competitors.

Purchasing decision

Before making a purchase, consumers are faced
with several options within the available similar
products in the market. Therefore, purchasing
choice is defined as “the selection among two or
more alternative options, which means that a
decision a decision can not only be made when
multiple alternatives are available” (Schiffman &
Kanuk, 2004). This highlights that the act of buying
is influenced by the range of choices which are
presented to the consumers.

Furthermore, other authors show that, the consumer
decision-making process typically follows a
structured sequence which includes: the
recognition of a need, the search for information,
the evaluation of alternatives, the purchase
decision, and the post-purchase assessment
(Wibowo & Karimah, 2012). In this regard, these
five stages problem recognition, in collective form
the process-level model of consumer purchasing
decisions.

At the same time, authors outlined series of steps
that describe the process of consumers go through
when they are making a purchase which as follows:
identifying the problem, searching for information,
evaluating alternatives, making the purchase
decision, and reflecting on post-purchase behaviour
(Kotler & Keller, 2006). However, purchasing
decision was described as an integrative process,
where individuals combine knowledge to compare
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options and select the most suitable product (Peter
& Olson, 2010). To support this, further an author
emphasizes that a purchaser’s cultural, social,
personal, and psychological characteristics all
shape their decision making during the purchasing
phase (Kotler & Keller, 2006).

Since to choose a brand is a key part of the
purchasing process, brand design becomes an
important factor to guide the consumer choices. In
spite of this, consumers are not just purchasing a
product that they are often buying the symbolic
value which the brand presents. So, a well-designed
brand helps the recognition by consumers and
reduces confusion, as it becomes familiar and
memorable in their minds.

Consumer Purchasing Behaviour

Consumer purchasing behaviour encompasses the
various decisions and actions which are taking
when choosing, assessing, and ultimately
purchasing products. This behaviour is shaped by a
combination of elements like brand-related
impressions, levels of trust, personal attitudes and
needs, demographic factors, and influences from
the surrounding environment. Of the above, prior
research consistently shows that brand image plays
an important role in shaping consumer preference
and their final purchase choices.

For instance, researchers examined the impact of
branding on consumer decisions in Slovakia
through a quantitative survey of 1,250 participants
(Chovanova et al., 2015). Their results indicated
notable links between age, brand preference, and
purchasing decisions. However, these conclusions
can lead to different consumer behaviours.
Additionally, research on the Amidis mineral water
brand shows that the attitudinal component of
brand image exerts a stronger influence on the
purchasing decisions of consumer than functional
product attributes or perceived benefits. However
as noted by the author, the study faced
methodological constraints, as it relied on
incidental sampling and did not provide a clear
justification for the sample size or the population
coverage (Foster, 2017).
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Digital platforms play also a growing role in
shaping the response of consumers. In a study
focusing on the skincare products of men in
Indonesia, the social media marketing was found to
enhance brand image, strengthen trust, and increase
purchase intention, with reported effects of 73%,
80%, and 73% respectively. From this, yet the
sample consisted only of respondents below 40
years of age, and variables such as income level,
product quality, and price were not examined
which suggest that consumer behaviour in digital
contexts stems from the interplay of several
unaddressed factors (Sanny et al., 2020).

Another investigation was conducted within
private Islamic universities, assessed how brand
image and trust affect the purchasing behaviour.
The authors concluded that brand trust acts as a
partial mediator between brand image and
consumer purchasing behaviour. However, the
research was limited to a student population; its
findings may not extend to the broader industrial or
commercial settings (Yanu & Fianto, 2014).

Recent studies underscore how aesthetic qualities
influence consumer choices. So, elements such as
the atmosphere created around a brand, the visual
arrangement of its design components, and the
attractiveness of its packaging have been shown to
foster the positive attitudes and increase the
likelihood of purchase. These findings suggest that
a strong visual appeal can trigger more pronounced
behavioural reactions, a dynamic especially evident
in sectors where visual identity is central, including
the beverage industry (Hidayat & Rayuwanto,
2022).

More broadly, the evidence indicates that, the
purchasing behaviour results from interplay of
emotional responses, perceptual cues, demographic
characteristics, and the situational contexts.

Indicators of consumer purchasing behaviour

Consumer purchasing behaviour refers to the set of
psychological judgement and actions by which
individuals evaluate the products and decide
whether to make a purchase. For instance, the
beliefs consumers hold, the way they perceive the
products, and the intentions they form are central in
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steering their purchasing choices (Schiffman &
Wisenblit, 2019). Further, another author notes
that, these choices stem not only from logical
assessment but also from emotional reactions and
lived experiences that influence how people
understand and appreciate a brand (Solomon,
2017).
For more supports, behavioural scholars also stress
the combined influence of internal drivers and
external conditions. Of this, authors explained that,
purchasing behaviour unfolds through a dynamic
mechanism shaped by personal attitudes as well as
situational elements encountered during the
decision moment (Peter & Olson, 2010). In the
same line, other authors argued that, consumer
needs to be viewed across multiple stages from the
development of initial intentions to the reactions
that follow consumption, which can affect future
choices (Blackwell et al., 2006).
Moreover, researchers point out that the
perceptions of consumers of value and their level
of satisfaction determine whether they form a
lasting connection with a brand, ultimately guiding
their tendency to repurchase (Kotabe & Helsen,
2022).
Taken together, these works of authors above
suggests that consumer purchasing behaviour can
be interpreted through three central dimensions
namely: purchase intention, brand preference, and
the propensity to repurchase. Therefore, these
elements reflect not only how consumers form their
initial decisions but also how they continue to
respond to a brand over time.
More broadly, the prior studies agreed that
purchasing behaviour becomes visible through a set
of observable reactions that show how individuals
assess and engage with a brand. Indeed, for the
purpose of this study, three dimensions are
particularly significant because they encompass
both the early stages of decision-making and the
longer-term behavioural patterns that follow.
However, these dimensions are presented as
follows:
e Purchase intension: this indicates the
deliberate read-lines of consumers or the
probability to acquire a product, influenced
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by their judgments, attitudes, and
expectations toward the brand.

e Brand preference: this denotes the extent to
which a consumer favours a particular brand
compared with alternatives, shaping the
direction of their final decision of purchasing.

e Repeat purchase tendency: this captures the
likelihood of the consumers for buying the
same brand repeatedly, reflecting satisfaction,
confidence, and the emergence of behavioural
loyalty.

Identified Research Gaps

Based on the above literature, previous research
demonstrates a strong link between brand design
and consumer purchasing behaviour, indicating
that well-crafted brand design can shape how
consumers perceive a product, trigger emotional
reactions, foster trust, and ultimately guide
purchasing choices. However, several research
gaps persist. For instance, most existing studies
focus on European and Asian markets, limiting
their relevance to African contexts.

Moreover, there is a lack of empirical studies
addressing beer consumers and the branding
strategies of breweries. Of this, few investigations
have considered consumer behaviour by
simultaneously examining visual brand elements
and organisational design approaches.
Additionally, data from the Democratic Republic
of Congo, particularly in agro-based firm contexts
like Brasimba Ltd., remain limited. This study
therefore aims to address these gaps by analysing
how brand design influences the consumer
purchasing behaviour at Brasimba Ltd., Beni
Branch.

Research objectives, hypotheses and conceptual
framework

Based on the previous research results, the main
goal of this study is to assess the effect of brand
design on consumer purchasing behaviour at
Brasimba Ltd., Beni Branch. To accomplish this
goal, the study addresses the subsequent precise
aims:
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1) To examine the relationship between visual
identity and consumer  purchasing
behaviour at Brasimba Ltd., Beni Branch

2) To examine the relationship between
packaging-labelling design and consumer
purchasing intentions at Brasimba Ltd.,
Beni Branch

3) To examine the relationship between brand
design appeal and consumer loyalty at
Brasimba Ltd.. Beni Branch

4) To assess the effectiveness of brand design
process standards, controls, and regulatory
practices in supporting brand consistency
and operational performance at Brasimba
Ltd., Beni Branch

To provide tentative answer to the research
questions above, the following null research
hypotheses were formulated:

H1: There is no significant the relationship between
visual identity and consumer purchasing behaviour
at Brasimba Ltd., Beni Branch

H>: There is no significant relationship between
packaging-labelling  design and  consumer
purchasing intentions at Brasimba Ltd., Beni
Branch

Hs: There is no significant relationship between
brand design appeal and consumer loyalty at
Brasimba Ltd., Beni Branch

Hs: The effectiveness of brand design process
standards, controls, and regulatory practices in
supporting brand consistency and operational
performance is highly controlled at Brasimba Ltd.,
Beni Branch

From these above hypotheses, each of them
represents a testable link between specific
indicators of brand design as independent variables
(IV) and the resulting indicators of consumer
purchasing behaviours as dependent variables
(DV), in line with the goals of this study.
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Figure 1: Conceptual framework

Dependent Variable

l

Consumer Purchasing Behaviour

Source: Researchers’ conceptualisation (2025) according to (Aaker, 1996; Wheeler, 2017; Olins, 2008;
Kapferer, 2012; Neumeier, 2003; Schiffman & Wisenblit, 2019).

This figure 1 above presents the conceptual
framework that connects the key indicators of
brand design namely visual identity, packaging and
labelling, and overall brand appeal to the consumer
purchasing  behaviour outcomes, including
purchase intention, brand preference, and repeat
purchase tendency. This one was developed
according to the literature review, the objectives of
the study, and the hypothesized relationships it
depicts were empirically tested within this
research.

Methodology

Research design

A correlational design was used to examine how
brand design relates to the purchasing behaviours
of consumer without altering any variables
(Creswel, 2014; Kothari, 2004). The study adopted
a mixed-methods strategy, which combine the
questionnaire data that measured consumer’s views
on visual identity, packaging, brand appeal, and
purchasing tendencies with interview insights from
mangers on design practices and internal processes.
So bringing these two forms of evidence together
strengthened the credibility of findings and offered
a clearer understanding of how observed consumer

Target Population

The study focused on two main groups. Hence, the
first included consumers of Brasimba products in
Beni Town, a potential market estimated at
1,000,560 residents (Benilubero.com, 2025).
However, the second group comprised the 786
contractual employees of Brasimba Ltd., Beni
Branch, who possess direct the direct knowledge
for brand design procedures of a the company
(Brasimba Ltd., 2025). Since surveying these entire
populations was not feasible, the sampling
techniques were applied to gather data that could
reliably represent each group.

Sample Size Determination

Consumer Survey Sample Size

The first target group of this study consisted of
consumers of Brasimba products in Beni Town, a
market estimated at 1,000,560 potential purchasers
(Benilubero.com, 2025). Considering that, Beni is
divided into four communes namely Beu, Bungulu,
Mulekera, and Ruwenzori from which the study
drew 400 participants from this population, by
selecting roughly 100 respondents derived from
each commune in order to maintain a balanced
representation across the Town. Due to

patterns  connect to managerial realities unfeasibility, it was not possible to survey all
(Tashakkori & Teddlie, 2010). consumers within the city, that is why the sample
size was determined using a proportion-based
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calculation accommodated the study’s time and the
resource limitations.
Therefore, the Yamane’s formula was used to

determine the sample as follows (Yamane, 1967):
_ N
T 1+N.e?
Where:
- N =1,000,560 inhabitants

- e (margin of error) = 5%

1,000,560
Accordantly, n = =
141,000,560 . 0,052
1,000,560
= 399.9=400
2,502.4

Based on the above, a total of 400 consumers were
selected, which corresponds to common sampling
standards for social research using a 95%
confidence level. The participants were chosen
through simple random sampling to ensure that
each potential purchaser had an equal likelihood of
being included, thereby minimising bias and
improving the representativeness of sample
(Saunders et al., 2019). Data were compiled in
public venues such as restaurants, bars, and
supermarkets where Brasimba products are
frequently purchased and consumed.

Management Interview Sample

The second group of the study included
management staff at Brasimba Ltd., Beni Branch,
particularly those in key roles namely production,
marketing, and quality control. For instance, these
individuals were designated on the basis of their
specialisation  knowledge of brand design
procedures of the company and the internal
operational standards (Patton, 2014). Using
purposive sampling, the study selected 10 senior
staff members, reflecting qualitative research
norms that favour small, information-rich samples
over broad representativeness (Guest et al., 2006).
At the same time, the semi-structured interviews
were used to explore issues related to design
standards, packaging, internal controls, and
regulatory compliance. Along with the randomly
sampled consumers, the study to integrate
guantitative patterns with qualitative insights,
consequently boosting the methodological rigor
and offering a fuller understanding of both the
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perceptions of consumers and internal practices of
brand design (Tashakkori & Teddlie, 2010).

Data collection instruments

Various tools were used to collect accurate and
thorough data that aligned with the objectives of the
study.

1) Structured Questionnaire
A structured questionnaire was designed for
consumer respondents to assess the independent
and dependent variables of the study. Thus,
responses were measured on a 5 point Likert scale
(1=strongly disagree to 5 = strongly agree), by
allowing quantification of perceptions and
behaviour. The questionnaire items were
developed based on existing literature to ensure
relevance and alignment with the objectives of
the research (Baxter & llicic, 2018; Hameed &
Kanwal, 2018; Hidayat & Rayuwanto, 2022).

2) Interview Guide
A semi-structured interview guide was
developed for 10 senior management
participants in order to explore the processes
of brand design, internal controls, packaging
standards, and regulatory compliance.

3) Documentation Review
The secondary data were collected from the
annual and the quarterly reports of Brasimba,
marketing and branding manual, academic
journals, and the internal policy documents, by
providing the triangulation and supporting the
validation of managerial insights.

Validity and Reliability of Instruments

To ensure rigor and credibility of the study, the
research instruments were evaluated for both
validity and reliability before the collection of data.

Validity

The validity ensured that the research instruments
measure the intended constructs accurately
(Creswell, 2014). In this study therefore, content
validity was confirmed through experts review by
marketing scholars and branding specialists, by
ensuring that the questionnaire and interview guide
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captured effectively visual identity, packaging
design, brand appeal, and consumer purchasing
behaviour. Also, face validity was established
through a pilot test with 20 consumers and the pre-
testing of the interview guide with 2 senior
managers, leading to minor adjustments for the
clarity and the relevance.

Reliability

The reliability in research refers to the consistency
of a research instrument in measuring a construct
(Nunnally, 1978). On that basis, in this study the
consumer questionnaire’s reliability was evaluated
using Cronbach’s Alpha in SPSS for scales on
visual identity, packaging design, brand appeal,
and purchasing behaviour. From this, all the scales
showed a coefficient of 0.70 or higher, indicating
the acceptable internal consistency and confirming
that the instruments provided the stable and the
dependable measurements.

Results

This section outlines the results obtained from both
the quantitative and qualitative phases of the study,
which were guided by the proposed hypotheses. Of
this, the quantitative analysis draws on responses
from 400 consumers processed through SPSS and
Excel for hypotheses Ho to Hs. However, insights
from interviews with 10 members of the
management team were used to reinforce the
examination of hypothesis Ha.

Reliability of measurement scales

To evaluate how consistently the multi-items scales
measured their respective constructs, Cronbach’s
Alpha values were calculated for each scale, and
the results are presented in the corresponding table.
Table 1. Summary of reliability measures and
factor suitability indicators

Construct Cronbach’s  KMO Sig. % of Total N°. of N° of
Alpha variance extracted items
explained factors
Visual Identity 0.871 0.842 0.000 68.47 1 6
Packaging and Labelling 0.842 0.815 0.000 66.13 1 5
Design
Brand Design Appeal 0.887 0.864 0.000 71.02 1 5
Consumer Purchasing 0.903 0.879 73.55 1 6

Behaviour

Source: SPSS analysis, primary data (2025)

From this table above, the results indicate a strong
reliability ac cross all four constructs, with a
Cronbach’s Alpha values exceeding 0.80, well
above 0.70benchmark. However, KMO values
between 0.815 and 0.879 confirm that the sample
was suitable for the factor under analysis, and the
Barlett test was significant (p < 0.001) for every

Descriptive statistics of main variable
Table 2. Descriptive statistics of Brand Design

construct. In addition, each construct explained
between 66.13% and of the total variance 73.55%,
of the total variance, and only one factor emerged
in each case, showing that the scales were one-
dimensional. Based on the above, this research
overall demonstrate that the instruments used were
reliable, valid, and appropriate for more analysis.

Codes Variables/Indicators Mean Std. N

VI Visual Identity

Vil Logo attractiveness 3.92 0.73 400

VI2 Colour appeal 3.86 0.75 400

VI3 Typography clarity 3.89 0.74 400
Average Mean 3.89 0.74 400

PLD Packaging & Labelling Design
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PLD1 Packaging quality
PLD2 Label reliability
PLD3 Information clarity on labels
Average Mean
BDA Brand Design Appeal
BDA1 Overall aesthetic appeal
BDA2 Brand consistency
BDA3 Attractiveness compared to competitors

Average Mean
Overall Mean of Brand Design

3.97 0.70 400
3.94 0.72 400
3.93 0.71 400
3.95 0.71 400
4.05 0.68 400
3.99 0.70 400
4.02 0.69 400
3.95 0.71

3.95 0.71 400

Source: SPSS analysis, primary data (2025)

Of the table above, the findings show that the
consumers view the brand design of Brasimba very
positively. For instance, Brand Design Appeal
scored the highest mean of 4.02 and an SD of 0.69
which indicate that the design is attractive and
consistent. Packaging and Labelling Design also
received favourable ratings by a mean of 3.95 and
an SD of 0.71, which suggest that respondents
appreciate the packaging quality and the clarity of

information. Lastly, Visual Identity followed with
a mean of 3.89 and an SD of 0.74, showing a steady
approval of elements such as logo, colours, and
typography.

Overall, the close range of scores and low standards
deviations confirm that the consistently perceive
the Brand Design of Brasimba as coherent and
competitive.

Table 3. Descriptive statistics of Consumer Purchasing Behaviour

Codes Variables/Indicators Means Std. N

CPB Consumer Purchasing Behaviour

CPB1 Purchase Intention 3.88 0.75 400

CPB2 Brand preference 3.86 0.76 400

CPB3 Repeat purchase tendency 3.87 0.77 400
Average Mean 3.87 0.76 400

Source: SPSS analysis, primary data (2025)

Of the table above, the descriptive findings show
that consumers generally respond to Brasimba
products positively. Purchase intention scored a
mean of 3.88 while repeat tendency scored 3.87,
and brand preference scored a mean of 3.86; all
indicate a steady willingness to choose the brand
over others of competitors. Of this, the overall
mean is 3.87, with an SD of 0.76 which suggest
fairly consistent views among the 400 respondents.
Overall, the tightly grouped scores and the modest
variation indicate that the Brand Design of
Brasimba plays a meaningful role in shaping the

consumer behaviour by encouraging intention,
loyalty, and the repeated purchases.
Extended description of consumer
preferences

To deepen the descriptive understanding of the
consumer purchasing behaviour, extra frequency
analyses were carried out by researchers in order to
determine which Brasimba alcoholic and non-
alcohol products the consumers prefer. This helps
to clarify the real behaviour patterns that go beyond
what the mean scores reveal.

product

Table 4. Most preferred alcoholic beverage bottles from Brasimba

Categories Products

Frequency Percentage

Tembo

96 24
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Small Bottles 33 Export
Dopel Munich
Tembo

33 Export
Dopel Munich

Total

Big Bottles

67 17
120 30
38 9.5
25 6
54 13.5
400 100

Source: Excel analysis, primary data (2025)

Figure 2: Most preferred alcoholic beverage bottles from Brasimba
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Small bottles Big bottles
H Frequency 96 67 120 38 25 54 400
M percent 24 17 30 9.5 6 135 100

This table and graph above show that the
consumers strongly prefer the small bottles, with
71% choosing this category and Dopel Munich
standing out as the favourite with 30%. The Dopel
Munich brand also leads among large bottles,
representing 13.5% of responses. Therefore, these
choices appear to be influenced by the price, the

larger quantity of small bottles per box, and their
convenience for social events such as wedding and
funerals. Moreover, the cultural practices also
matter, as big bottles are often reserved for
honoured guests. Of this, overall, these patterns
offer clear behavioural evidence that supports the
mean-based findings on the consumer purchasing
behaviour.

Table 5. Most preferred non-alcoholic drinks among old and new Brasimba products

Categories Products Frequency Percentage
Djino Orange 50 125

Old Brands Djino Lemon 21 5.2
Djino World Cola 37 9.3
Djino Youzou 67 17

New Brands Djino Tropical 129 32
Djino Grenadine 96 24
Total 400 100

Source: Excel analysis, primary data, (2025)
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Figure 3. Most preferred non-alcoholic drinks among old and new Brasimba products
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From the above table and graph, the findings
indicate a clear consumer preference for the new
Djiono product line, with 73% favouring these
updated variants. For instance, the Djiono Tropical
scored 32% and Djino Grenadine 24%, which make
them the top choices, while the older products rank
lower, except for Djino orange which scored
12.5%. Of this, the popularity of new line seems
driven by better flavours, modern packaging,
innovative design, and the stronger marketing.

However, overall these patterns support the
descriptive statistics, by highlighting the positive
consumer responses to the improved brand design
and packaging.

Linear regression

Simple linear regression

Table 6. Simple linear regression of brand design
indicators on consumer purchasing behaviour

DV v Regression Model B1 R R? Adjusted F Sig.
RZ

CPB VI CPB=0.45+0.88 VI 0.88 0.762 0.581  0.580 549.87 0.000

CPB PLD CPB=0.42+0.91PLD 091 0.769 0592 0.591 578.41 0.000

CPB BDA CPB =0.39 + 0.94 BDA 094 0.783 0.613 0.612 634.29 0.000

CPB BD CPB=0.37+0.95BD 095 0.792 0.627 0.626 669.12 0.000

CPB = Consumer Purchasing Behaviour, VI = Visual Identity, PLD = Packaging & Labelling Design, BDA =

Brand Design Appeal, and BD = Brand Design.

Source: SPSS analysis, primary data (2025)

Of the table above, the simple linear regression
analysis indicates that all components of the brand
design have a strong and statistically significant
positive influence on the consumer purchasing
behaviour. Of this, the Visual Identity (B = 0.88, R?
= 0.581) significantly influences the consumer
intention and loyalty, while the Packaging &
Labelling Design (B = 0.91, R? = 0.592) shows a
slightly stronger effect, which indicates that clear,
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attractive packaging enhance the consumer
preferences and repeat purchases. Furthermore,
Brand Design Appeal (B = 0.94, R? = 0.613) exerts
an even greater influence, by emphasizing the role
of aesthetic appeal, consistency, and the
competitiveness in shaping purchasing decision.

When integrated into the complete Brand Design (3
=0.95, R? = 0.627), these elements demonstrate the
strongest predictive effect on purchasing
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behaviour, by confirming that a well-coordinated
and appealing brand design strategy is a key driver
of the purchase intention, brand preference, and the
repeat purchasing. In spite of this, the consistently

Multiple linear regression

Table 7a. Model summary of multiple linear regression

high R? and significant F-values across all models
underscore the effectiveness of brand design at
Brasimba Ltd., in fostering the positive consumer
behaviour.

Model R R?

Adjusted R?

Std. Error of the Estimate

1 0.814 0.662

0.660

0.454

a. Predictors: (Constant), Visual Identity, Packaging & Labelling Design, Brand Design Appeal

Source: SPSS analysis, primary data (2025)

The model summary shows a strong positive
relationship between the combined Brand Design
elements namely Visual ldentity, Packaging &
Labelling, and Brand Design Appeal on the
Consumer Purchasing Behaviour (CPB), with a
correlation of R = 0.814 while an R? of 0.662

and practically significant effect. At the same time,
the adjusted R? of 0.660 confirms that this
explanatory power remains strong even when
considering the number of predictors. Lastly, the
relatively low standard error of 0.454 suggests that
Brand Design factors provide accurate and reliable

indicates that about 66.2% of the variation in predictions of the Consumer Purchasing
Consumer Purchasing Behaviour is accounted for Behaviour.
by these factors, by demonstrating a meaningful
Table 7.b. ANOVA of multiple linear regressions
Model Summary df Mean F Sig.
of squares Square
1 Regression 286.57 3 95.52
Residual 146.08 396 0.37 486.38 0.000
Total 432.65 399

a. Dependent Variable: Consumer Purchasing Behaviour
b. Predictors: (Constant), Visual Identity, Packaging & Labelling Design, Brand Design Appeal.

Source: SPSS analysis, primary data (2025)

The results of ANOVA indicate that the regression
model is statistically significant since (F = 486.38
and P < 0.001), showing that the combined
influence of brand design  components

Table 7c. Coefficient of multiple linear regressions

meaningfully predicts the consumer purchasing
behaviour. This confirms that the model fits the
data well and that the variance explained by these
predictors is unlikely to be due to random chance.

Unstandardised Standardised t Sig.
coefficients
B Std. B
Error
1 (Constant) 0.35 0.08 4.38 0.000
Visual Identity 0.42 0.06 0.38 7.00 0.000
Packaging & Labelling Design 0.37 0.05 0.35 7.40 0.000
Brand Design Appeal 0.44 0.05 0.40 8.80 0.000

a. Dependent Variable: Consumer Purchasing Behaviour
Source: SPSS analysis, primary data (2025)
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The coefficient table above indicates that the Brand
Design Components are positive and highly
significant effects on the consumer purchasing
behaviour. From this, Visual Identity (3 =0.38, P <
0.001) shows that elements such as logo, colours,
and typography strongly shape the decisions of
purchasing, while Packaging & Labelling Design
(B=10.35, P <0.001) highlights that well-designed
packaging, clear labels, and accessible information
significantly influence the consumer intentions and
preferences. Lastly, Brand Design Appeal (B =
0.40, P < 0.001) confirms that the aesthetic quality,
brand consistency, and the overall attractiveness
play a major role in driving purchasing behaviour.
Furthermore, the constant term (B = 0.35) reflects
the baseline level of the consumer purchasing
behaviour when all predictors are absent.

Qualitative results from top management of
Brasim ba Ltd

To complement the quantitative findings, a series
of in-depth interviews was carried out by
researchers with ten senior managers of Brasimba
Ltd., Beni Branch. Of this, the aim was to gain a
qualitative understanding of how the company
applies its brand design standards, how it control
mechanisms operate, and how the regulatory
requirements are followed, as outlined in
hypothesis 4. Hence, the themes that emerged from
these discussions provide solid managerial
evidence that strengthens the statistical findings
and offers a clear view of the internal practices that
the shape the brad design performance of Brasimba
Ltd.

Indeed, across all interviews, the managers
described a brand design system which highly
structured and tightly managed. For this, they
highlighted a strong commitment of the company
to internal guidelines, by explaining that every
component like logo use, typography, colour
schemes, packaging formats, and labelling details
is regulated by the specific internal rules. These
standards are not treated as simple reference
documents, but rather, they serve as practical tools
which  guide routine decisions, promote
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consistency, and preserve the identity of brand
throughout all products line.

From analysis, a second key idea which emerged
from interviews is the strong quality system built
into daily operations of the Brasimba Ltd.
Therefore, managers explained that packaging and
labelling go through several stages of inspection,
starting from the first design drafts up to the final
production stage. These checks are supported by
the regular internal audits, which help identity
issues early, prevent any weakening of the brand,
and ensure that all visual elements match standards
of the company.

Additionally, the interviews also showed the
important role played by headquarters of the
company in supervising the brand design.
According to managers, any design or packaging
proposal from the branch must be reviewed and
approved by the central office before. This top-
level oversight helps to keep all branches aligned
with the official brand identity and reduces
variations, by ensuring that the consumers have a
consistent experience with Brasimba products
across the country.

Lastly, managers also highlighted that the company
consistently incorporates the external regulatory
requirements into its design process. Thereby,
Brasimba ensures that its packaging and labelling
comply with the national standards, especially for
those set by the DRC Bureau of Standards namely
OCC. At the same time, they noted that regulatory
checks are built directly into the design approval
workflow, by making sure that every product meets
the required safety, quality, and labelling rules
before entering the market.

Based on the results above, overall the qualitative
findings show that the brand design process of the
Brasimba Ltd., is guided by the strict internal
standards, strong control mechanisms, and the
regulatory compliance of the firm. Then, these
managerial insights provided solid support for the
hypothesis number four (Hs), by confirming that
the company operates a highly structured and well-
coordinated brand design system which strengthens
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the consistency, credibility, and the competitive
value of its products.

Hypotheses validation

Based on the above, the empirical results clearly
reject all null hypotheses related to brand design
and confirm that the internal design control are
effective in Brasimba Ltd. However, the multiple
regression model shows that the Visual ldentity,
Packaging and Labelling Design, and the Brand
Design Appeal together account for 66.2% of the
variation in the Consumer Purchasing Behaviour
(R =0.814; F = 486.38; and P < 0.001). Drawing
from these results, the Ho and the specific null
hypotheses namely Hi, Hz, and Hz are all rejected.
The standardised  coefficient  furthermore,
highlights the strength of these effects which are:
Visual Identity (B = 0.38, P < 0.001), Packaging
and Labelling Design (p = 0.35, P < 0.001), and
Brand Design Appeal ( = 0.40, P <0.001). These
results show that the visual elements like logo,
colour, typography, packaging quality, label
quality, and the overall design appeal significantly
shape the purchasing intentions of consumers,
brand preferences, and the repeat purchasing
behaviour. Altogether, the findings confirm that,
these design components plays a major role in
influencing purchasers in the Btrasimba-Beni
market.

To support the quantitative analysis, the hypothesis
number four (Hs), which concerns the strength of
the brand design control system of Brasimba, is
powerfully reinforced by qualitative data from
interviews with ten senior managers. Therefore, the
analysis reveals strict internal rules, structured
quality-control procedures, centralised approval
from headquarter and the consistent compliance
with the national regulations. These insights
confirm that well-organised design processes of the
company reinforce the robust brand effects
observed in the quantitative findings.

Of the above, overall the combined quantitative and
qualitative findings provide a clear conclusion
since the null hypotheses (Ho to Hs) are all rejected,
while Hs is confirmed. Thus, this alignment shows
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that the coordinated brand design strategy
supported by disciplined internal controls and
regulatory compliance of Brasimba., has a tangible
positive effect on consumer purchasing behaviour,
while further improving the competitive position of
the company in the market.

Discussion of findings

This study investigated how brand design
influences the consumer purchasing behaviour at
Brasimba Ltd., Beni Branch, and found that the
design elements play a central role in shaping the
purchase intention, brand preference, and the repeat
purchasing. These effects are strengthened by the
strong managerial systems of the company that
ensure the proper application of design standards.
Hence, the measurement tools used in the study
proved to be reliable and valid, with the Cronbach’s
Alpha scores above 0.80 and the factor analysis
explaining between 66% and 73% of the variance.
These findings indicate that the scales effectively
captured the Visual Identity, Packaging and
Labelling Design, Brand Desing Appeal, and the
Consumer Purchasing Behaviour, consistent with
the methodological recommendations (Nunnally,
1978).

Furthermore, the consumers expressed favourable
views across all the brand design dimensions.
Regarding this, Brand Design Appeal received the
strongest ratings, reflecting the appreciation for
aesthetic  quality, consistency, and the
competitiveness. However, the Packaging and
Visual Identity also performed well, especially 1
terms of clarity, readability, and coherence. The
low variability in responses suggests the broad
agreement among consumers and confirms earlier
findings that visual cues and aesthetic features
strongly shape the purchasing decisions ((Baxter &
llicic, 2018; Hidayat & Rayuwanto, 2022).

The results from regression analysis further showed
that Visual Identity (B = 0.88), Packaging and
Labelling Design (B = 0.91), and Brand Design
Appeal (B =0.94) each exert the significant positive
effects on consumer purchasing behaviour.
Together, these components explained 66.2% of
the variance (R? = 0.663; F = 486.38, p < 0.001),
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supporting the conclusions of the previous studies
(Hameed & Kanwal, 2018; Jubhaidi et al., 2024;
Kennedy, 2017).

Continuously, analysis of the product preference
revealed that the small bottles dominate alcoholic
beverage choices, while the new Djino line leads
non-alcoholic  selections due to improved
packaging, new favours, and the promotional
activities. On this, these patterns suggest that brand
design directly shapes observable market
behaviour and aligns with previous studies showing
that packaging and visual appeal act as powerful
decision cues (Baxter & llicic, 2018; Hidayat &
Rayuwanto, 2022).

The complementary insights from interviews with
senior managers also, highlighted the strong
internal controls, centralised decision-making, and
the regulatory compliance. Therefore, these
managerial practices help to maintain the brand
consistency to translate the design strategies into
real market outcomes (Kotler & Keller, 2017;
Karagiorgos et al., 2011; Razaee et al., 2001).

Overall, the combination of the quantitative and
qualitative findings shows that brand design
functions both as a perceptual factor and as an
operational system that shapes the consumer
behaviour. The visual appeal, packaging quality,
and aesthetic coherence supported by disciplined
managerial processes enhance the consumer
decision-making and improve the competitiveness.
These results offer practical implications for
marketers and expand the existing theory by
demonstrating how visual, aesthetic, and
managerial components of the brand design
influence the purchasing behaviour in the emerging
markets, by reinforcing the conclusions from
previous studies in more developed contexts
(Foster, 2017; Muniz et al., 2019).

Conclusion and implication

This study investigated the effect of brand design
on consumer purchasing behaviour at Brasimba
Ltd., Beni Branch, adopting mixed-methods which
combined the quantitative data from 400
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consumers and qualitative data from 10 top
managers. The analysis examined the visual
identity, packaging and labelling, overall brand
appeal, and linked these elements to purchase
intention, brand preference, and repeat purchasing.
The findings show that all components of brand
design significantly shape the purchasing
behaviour. On this, together they account for 66.2%
of the variation in consumer responses (R? = 0.662;
F =486.38, p <0.001). Similarly, consumers rated
Brand Design Appeal highest (mean = 4.02),
followed by Packaging and Labelling (mean =
3.95), and Visual Identity (mean = 3.89),
understanding the importance of attractive,
consistent, and readable design. Hence, these
findings confirm that a strong and coherent brand
design directly supports the decision-making of the
consumers.

Furthermore, observed market preferences
reinforce the statistical results since the results
revealed that, the small-format bottles remain
dominant (71%) in alcoholic beverages, with Dopel
Munich leading, while the new Djino range
captures 73% of non-alcoholic choices, which
reflect the combined effect of appealing packaging,
improved flavours, and the updated design.
Consequently, these patterns show how design
interacts with the cultural and contextual factors in
order to shape loyalty and repeat purchases.
Besides this, the management interviews indicated
that Brasimba follows strict brand design
guidelines, multi-level quality controls, and
centralised oversight, ensuring consistency and
compliance with regulatory standards. On this,
these internal mechanisms strengthen brand
integrity and enhance the effect of design on the
consumer behaviour.

Of the results above, overall, brand design at
Brasimba operates as both a strategic and
operational tool that supports the market
performance, consumer satisfaction, and the brand
loyalty. For instance, future research should
explore how specific design elements contribute
individually to consumer decisions.
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Based on the preceding results of the present study,
the managerial implications suggest that Brasimba
should continue prioritising small  bottle
production, which aligns with  consumer
preferences, without forgetting  strengthen
consumer research, financial planning, and
monitoring will help to match the production with
actual demand. Additionally, Brasimba should pay
attention for regular improvements to packaging,
labelling, and overall design based on the consumer
feedback which can enhance engagement and
expanding communication via the digital platforms
and thoroughly evaluating marketing strategies
before product launches will also help the sustain
competitive advantage.

Lastly, the policy implications highlight the
importance of developing national standards that
encourage consumer trust, product authenticity,
and the innovation within the beverage sector,
supporting the long-term industry growth. Hence,
the study also adds to existing body of literature to
brand equity theory by showing how visual
identity, packaging, and aesthetic coherence shape
consumer perception in emerging markets (Aaker,
1993, 1996; Kotler et al., 2021).
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