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ABSTRACT

Service organizations in today’s globalized competitive business environment engaged in marketing strategies are geared toward responding to consumer needs and preferences and, at the same time, improve their competitive edge. Investigating the determinants of consumer preference is one of the important approaches to improving competitive edge of petrol station business. Despite significant studies on consumer behavior, especially factors that affect a new brand or products, there is limited empirical investigation on the premise of determinants of consumer preference particularly in petrol station business, thus creating a gap in this area. To this effect, this article intends to contribute in filling the knowledge gap by investigating the determinants of consumer preference and their impact on service station business in the Gambia. This article also identifies key marketing strategies that petrol station business can use to increase their market share. Using non-probability convenience sam-pling, data were collected from 200 customers of petrol stations using self-administered questionnaires. Descriptive statistics, correlation and regression analysis were applied to analyze data using IBM SPSS statistics Version 22. The results of regression analysis identify marketing program and additional ser-vices out of the eight variables (marketing program, additional services, petrol station image, location, price, product assortment, service quality and management of service station) as the major determinants of service station consumer preference in the Gambia. This implies that petrol station companies should engage key marketing program strategies such as sales promotion, innovative product advertising, event sponsorship or association besides the provision of additional services like windscreen cleaning, water and air pumping, convenience store, fuel and motor product accessories sales plus services in order to increase sales as well as retain a large number of buyers as loyal customers. Keywords: additional services, consumer preference, marketing programs, multiple regression  analysis, petrol station, sustainable energy market.

1  INTRODUCTION

The 21st century business environment is dynamic, thus subjected to rapid changing cir-cumstances, making it essential for businesses to redesign their activities in order to successfully deliver superior customer value. One key approach is understanding consumer behavior. The latter is broad and diverse but one of its newest dimensions is consumer pref-erence. Investigating consumer preference will enable marketers to develop consumer choice influence strategies [1]. Also, in order for firms to be able to cope with these compet-itive business challenges, they should undertake various strategic measures aimed at providing a better quality price ratio (value for money) [2]. A study by Shimp and Andrews [3] shows that public relation is a fundamental part of a sales representative’s job for the fact that a firm’s activities involved strengthening goodwill between the company and the gen-eral public. In addition, Futrell [4] reported that companies build relationships by listening to their customers and arrange the company efforts to solve customer problems. According to Muruiki [5] and Kakunu [6], successful marketing of a company’s product required measuring factors that influence consumer preference as well as laying emphasis on market segmentation through preferences and effective product positioning in the minds of con-sumers.
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Despite significant studies on consumer behavior especially factors that affect new branded 

products, there is limited empirical research conducted on the determinants of consumer preferences with regard to petrol station consumers. This situation leaves the field not fully explored although few studies conducted confirmed that there is a relationship between con-sumer preference and petrol station company selection. These studies recommend future researches to investigate the impact of consumer preferences on the internal and external business competitive strategies.

1.1  Research problem

In recent years, liberalization of service sector by the Gambian government shows transfor-mation from a monopoly to open market competition. This implies that enterprises operating in retail petroleum sector are increasingly forced to pay attention to end users of their products. By extension, this phenomenon also witnesses an increasing number of petrol station companies who sell fuel and other petroleum products within the economy. To this effect, there is a growing challenge for marketing practitioners and academics con-cerning the increasing number of companies selling almost the same products, to the same customers.

Consequently, the authors are of the opinion that this subject needs further empirical stud-

ies in order to explore the determinants of consumer preference regarding petrol station service outlet selection. Therefore, this research seeks to bridge a literature gap by investigat-ing the determinants of consumer preference for petrol consumption, in the case of petrol retail in the Gambia.

It is worth pointing out that this study is limited to determinants of individual consumer 

preference and its impact on downstream petroleum retail consumption sector from when refine petroleum products are imported into the country until they reach the final consumers. Thus, activities or practices pertaining to downstream organizational buyers plus upstream subsectors were not considered.

2  THEORETICAL BACKGROUND

According to Kontota et al. [7], consumer preference in marketing means the likelihood to choose one thing over another. This research explains that it is a process through which cus-tomers collect relevant information concerning the product attribute and evaluate the information according to their preference before assigning a value to choose between alter-natives. In addition, preference is also viewed in psychology as an individual’s attitude toward a set of objects that stimulates the person’s behavior in the decision-making process [8]. Meanwhile, a study by Blackwell et al. [9] revealed that the theory of buyer behavior, the consumer decision model, the theory of reasoned action and the theory of planned behavior are among the four extensively cited models in consumer behavior. However, Bray [10] crit-icize these models’ failure to address the role of ethics, social responsibility and philanthropy given in the intense rise of consumer behavior issues. Furthermore, the normative theory of decision making states that customers would evaluate the options before making a decision that maximizes the value of choice [11]. However, normative theory of ‘Value Maximization’ has been criticized heavily due to its ignorance of human limitation [12]. The bounded ration-ality theory by Simon [13] states that customers have limited search processing capability that ends once suitable solutions have been identified. Moreover, the Engel consumer model reports that consumer decision-making process comprises of defining problems, information 
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search, evaluating alternatives, deciding on the options, implementing the decision and mon-itoring the solutions [14].

In economic perspective, consumer preference theory is a branch of microeconomics that 

studies consumer choice making behavior. This theory has four elements, namely income, price of goods, taste or preference, and behavioral assumption of ‘utility maximization’. The derivatives of this theory give rise to many variables that are among the most critical factors shaping the overall determinants of consumer preference studied in applied economics today [15]. In economics, consumer preference is measured by the utility of various bundles of goods [16]. The study by Suresh and Keerthika [17] concluded that there is a significant rela-tionship between consumer choice of fuel outlets and additional services offered in those retail outlets through a convenience store. Likewise, Kavitha and Sagaya [18] confirm that there is equally a relationship between customers’ perceived service quality and their percep-tion of petrol outlet choice. The result also indicates that demographic factors like age, gender and education have an association with customer’s perceived services provision in the retail outlet.

Similarly, Kumari and Devi [19] discovered that there is a correlation between consumer 

behavior and supplementary services offered in the petrol station outlets. Still, Dutsenwai et al. [20] reported that service quality sales promotion and product assortment are important predictors of customer loyalty in Malaysian petrol stations. Furthermore, Srinivasan [21] revealed that petrol station’s proximity to consumer’s residence plus additional services such as air, water and parking facilities are the major determinants of consumer’s preference. Moreover, the study in Ref. [22] shows that improved external appearance of the petrol sta-tion leads to the customer loyalty, thus building strong positive customer reaction.

Equally, the research of Saeed et al. [23] confirms significant positive relationship between 

customer satisfaction, trust and commitment with customer loyalty in Pakistan stations. On the other hand, Saini and Matinise [24] examine customer decision-making behavior using the Customer Styles Inventory model. The findings of this study provide empirical evidence indicating that fuel service providers should create shopping environments that are easily accessible and offer speedy service delivery.

However, the research result of Kakunu [6] shows that service quality fuel station overall 

image and additional service offering are the top determinants of petrol stations in Nairobi.

The above literature discussion confirms that retail petrol consumptions are shaped by 

certain determinants. As a result, this research identified and adopted constructs that the research deems fit for further investigation. These variables are as follows:

2.1  Fuel station service quality

According to Dutsenwai et al. [20], service quality is ‘just the measuring of a particular ser-vice and also the understanding of the customer’s expectation of what the service deliveries are’. According to Refs [15–18], service quality has the foremost strategic influence for ser-vice organizations that reflect the customer’s perception of reliability, responsiveness, assurance, empathy and tangibility. In addition, service quality is an action or an activity, which can be offered by any organization tangible or intangible mostly through customer services with the use of technology in a competitive business environment [19–21]. Also, Saeed et al. [23] further revealed that service quality has clear relationships to costs, profita-bility, customer satisfaction, customer retention, behavioral intention and positive word of mouth plus productivity. Furthermore, it was reported [6, 23, 24] that service quality is an 178       M. Manneh, et al., Int. J. of Energy Prod. & Mgmt., Vol. 5, No. 2 (2020) 

important predictor of customer loyalty in petrol station outlets. To this effect, the construct of service quality needs to be further investigated in the premises of petrol station consumer preference.

2.2  Fuel station overall image

The authors of Refs [6] and [20] remark that perceptions of service entities’ product can emerge through several image base associations and are key determinants of service organi-zation’s corporate image building. Studies presented in Refs [17, 18] recognize that ecological image of service stations is becoming increasingly important consideration for petrol station managers because it can ensure timely waste disposal as well as the use of the most efficient motor fuels. However, studies presented in Refs [23, 24] disagree with these findings. Therefore, there is the need for this research to examine this variable.

2.3  Petrol station marketing programs

According to the study in Ref. [6], petrol stations should create and conduct more advertise-ment and public relation campaigns in addition to sales promotion because it helps to attract more customers to the petrol stations. Similarly, Kumari and Devi [19] added that the execu-tion of petrol stations’ marketing programs through marketing mix elements helps to ensure repeated purchase and retain customers. This according to Saeed et al. [23] will help reduce customer switching behavior. Then, marketing program variable needs further empirical test to establish its existing or non-existing relationship with consumer preference.

2.4  Product assortment

Many studies conducted in recent years conclude that [20, 23] it is important for today’s businesses to offer a wide range of products because it will give consumers a better choice for making a decision and may possibly reduce their switching intention. Meanwhile, Srinivasan [21] revealed that a wide range of products may lead to superior positive satisfaction, hence the need to further investigate this variable to determine its significance as well as impact on the consumer preference of retail petrol station.

2.5  Location of the petrol (fuel) station

Kanuku [6] describes business location as an important brand feature for consumer purchas-ing decision. Furthermore, the empirical study in Ref. [20] mentions that location has significantly helped motor fuel retailers to achieve high performance. Similarly, the empirical study conducted on the fuel retailing industry of South Africa [24] discovered that if all other factors are constant, location becomes the most important determinant factor influencing consumer decision making, thus the need to further investigate this hypothesis statement.

2.6  Additional services

The literature review of this empirical research revealed that the offering of additional ser-vices by petrol stations helps to retain the existing and attract new customers as well enhance 
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customer satisfaction plus loyalty building through preference choice making [6, 21, 23], hence the need to further test this variable in order to answer this hypothesis claim.

2.7  Price

According to the research in Refs [6, 19], price comprises both monetary and non-monetary value of a product, i.e. tangible and intangible cost. Kavitha and Sagaya [18] added that price is not only a marketing mix element but also a revenue generating arm for the business entity and thus price is the topmost important variable that customers/consumers consider during the purchase process [17]. Meanwhile, the study in Ref. [24] revealed that consumers of pet-rol station products are price conscious in the sense that they want to get a balance between paying for a low priced fuel and value for money. To this effect, these researchers deem it prudent to investigate and establish if there is any significant relationship between consumer preference and price.

2.8  Management of the service station

From this literature discussion, one can see that service quality and management of service station are very close but what type and magnitude of relationship exist between them and consumer preference is not mentioned in the literature [6, 24]. In addition, there is no discus-sion of any previous findings on the premise of determinants of consumer preference with management of service station as a construct other than in Ref. [6], hence the reason for including this variable in this study.

3  METHODOLOGY

The aim of this research analysis was to investigate the determinants of consumer preference of the petrol stations in the Gambia. The respondents are individual petrol consumers. The study employs a convenience sampling that is a non-probability sampling technique where respondents are selected based on their availability, accessibility, willingness and proximity to participate in the study.

A sample size of 200 respondents was used in the survey. However, 180 questionnaires 

were filled accurately and returned while 20 were not useful. A Pearson correlation analysis was used to examine the direction, strength and significance of the variables’ relationships as well as multiple regressions. SPSS version 22 was used to analyze the data. The study was entirely conducted in English language and all the questions of the constructs were obtained from previous literature sources. The scale items in all constructs are at least three (3) ques-tions as recommended by most researchers.

3.1  Hypothesis statement

Based on the above scientific literature review, eight hypothesis statements were adopted to further test the validity and reliability of the constructs. The summary of the hypothesis statements adopted for this study and the test results are presented in Table 1, which shows that four out of the eight construct variables (marketing programs, additional services, pet-rol station overall image/brand and location) were statistically significant with consumer preference (i.e. p < 0.05), thereby allowing us to confirm the hypotheses. Meanwhile, 
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Table 1: Summary of the result of hypothesis test.

Values  Determina-

Hypotheses                                          scored       tion

H : The service quality of petrol station outlets/companies      r = 0.131     Not sup-1

will influence consumer preference of petrol consumption.     p = 0.079     ported

(p > 0.05)

H : The overall image of petrol station outlets/companies       r = 0.258     Supported 2

will influence consumer preference of petrol consumption.     p = 0.000

(p < 0.05)

H : The marketing programs of petrol station outlets/compa-   r = 0.461     Supported 3

nies will influence consumer preference of petrol consump-    p = 0.000 tion.                                                                  (p < 0.05)

H : The product assortment of petrol station outlets/compa-    r = 0.130     Not  4

nies will influence consumer preference of petrol consump-    p = 0.081     supported tion.                                                                  (p > 0.05)

H : The location of petrol station outlets/companies will        r = 0.198     Supported 5

influence consumer preference of petrol consumption.          p = 0.008

(p < 0.05)

H : The additional services offered by the petrol station out-   r =0.360      Supported 6

lets/companies will influence consumer preference of petrol    p = 0.000 consumption.                                              (p < 0.05)

H : The price of fuel and other services offered by the petrol    r = 0.143     Not  7

station outlets/companies will influence consumer preference p = 0.056 supported 

of petrol consumption.                                        (p > 0.05)

H : The management of the service stations of the petrol sta-   r = 0.052     Not  8

tion outlets/companies will influence consumer preference of p = 0.486 supported

petrol consumption.                                           (p > 0.05)

constructs of service quality, product assortment, price and management of petrol station service outlet all show an insignificant relationship with consumer preference (i.e.  p > 0.05). Hence this shows that there is no statistical significance and consequently these variables do not influence consumer preference as far as Gambia’s petrol consumers are concerned.

3.2  Reliability test

A reliability test is quite imperative for the researchers to assess the relevance of the item scales used in this study. A Cronbach’s alpha reliability score for service quality (0.762), image (0.831), marketing programs (0.938), product assortment (0.811), location (0.853), additional services (0.867), price (0.706) and management of service station (0.765) are obtained from the study. The results of the test are also listed in Table 2.

The reliability and internal consistency test of the constructs in the previous studies is 

summarized in Table 3.
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Table 2: Cronbach’s alpha values.

Scale name                    Number of items     Cronbach’s alpha value

Service quality                               3                         0.762

Image                                 3                    0.831

Marketing programs                       3                      0.938

Product assortment                          3                        0.811

Location                                  3                       0.853

Additional services                           3                         0.867

Price                                        3                        0.706

Management of service station               4                        0.765

Table 3: Origin of constructs from previous literature.

Cronbach’s 

Scale name       alpha value     Scale source

Service quality      0.771            Dutsenwai et al. [20]

Image            0.778          Kakunu [6]

Marketing           0.791           Kakunu [6] programs

Product              0.775            Dutsenwai et al. [20]

assortment

Location           0.780           Dutsenwai et al. [20]

Additional           0.780            Kakunu [6]

services

Price               0.752            Saini and Matinise [24]

Management of     0.759           Kakunu [6]

service station

4  RESULTS AND DISCUSSION

To analyze the relationship between service quality, image, marketing programs, product assortment, location, additional services, price and management of service stations, a Pear-son correlation analysis is used to assess the magnitude of linear association between two variables. The results of this analysis are listed in Table 4, which shows that the correlation coefficient of all the constructs tested did not exceed 0.74, which means that the constructs are disperse and do not overlap with each other. The result also shows that four (image, mar-keting programs, location and additional services) out of the eight independent variables are strongly correlated with the dependent variable – consumer preference as indicated by (**) in Table 4.

In addition to a Pearson’s correlation analysis, a multiple regression analysis was con-

ducted to further test the eight hypotheses identified for this study. The results of this analysis 
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Table 4: Correlation summary of the determinants of consumer preference.

Constructs                       Statistics               Consumer preference

Service quality                       Correlation               0.131

Sig. (two-tailed)           0.079

Image                          Correlation             0.258**

Sig. (two-tailed)           0.000

Marketing programs                                            ** Correlation 0.461

Sig. (two-tailed)           0.000

Product assortment                  Correlation               0.130

Sig. (two-tailed)           0.081

Location                                                       ** Correlation 0.198

Sig. (two-tailed)           0.008

Additional services                   Correlation               0.360**

Sig. (two-tailed)           0.000

Price                                Correlation               0.143

Sig. (two-tailed)           0.056

Management of service station       Correlation               0.052

Sig. (two-tailed)           0.486

 

are presented in Tables 5 and 6. The results show that marketing program and additional services are the two most determinant variables of petrol consumption in the Gambia. These two independent predicting variables are shown in the stepwise regression model of Table 6 by superscript a for marketing programs and b for additional services while the dependent variable is indicated by superscript d.

Furthermore, the stepwise regression model summary shows that marketing program and 

additional services are the two most determinant variables of petrol consumption in the Gam-bia. Marketing program has a standardized regression coefficient β value of 0.461, which was the highest among the two predicting variables. This indicates that Gambia’s petrol station 

Table 5: Stepwise multiple regression analysis.

Unstandardized     Standardized 

Model coefficients           coefficients           T            Sig.

B    Std. error   Beta

(Constant)    2.465                0.366             6.742           .000

1       Marketing    0.458              0.066 0.461     6.927          .000

programs

(Constant)    1.417                0.475             2.984           .003

Marketing    0.380               0.068 0.382     5.551           .000

2       programs

Additional    0.247                0.074 0.229      3.332           .001 services
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Table 6: Stepwise regression strength of the relationship.

Model summaryd (stepwise method)

Model   R         R2          Adjusted R2        Std. error of estimate

1            a 0.461       0.212         0.208               1.00351

2        0.509b       0.259         0.250               0.97619

consumers value marketing program of petrol stations over the rest of the independent varia-bles. Additional service offering is the second influential factor of petrol consumption, with a standardized coefficient β value of 0.382. This research finding is consistent with previous findings in Refs [6, 17–19, 21] where the authors stressed the significance of marketing pro-grams and that innovative revenue generation through additional service offering determine consumer retail petrol consumption.

Also, the research findings in Refs [6, 20, 24] all share similar conclusions with this study. 

Meanwhile, variables like petrol station’s overall image and location also have a close rela-tionship with consumer preference. In addition, the highest adjusted R2 value recorded was 0.259, which indicates that this research variable only explains 25% of the determinants of consumer preference for petrol consumption in the Gambia. This seems to be on the low side, but researchers believe that when studies are conducted for the first time in a particular envi-ronment, the unfamiliarity of the respondents with the variables can produce such a  result [25].

Consequently, the constructs of service quality, price, product assortment and service sta-

tion management do not have an influence on consumer preference. The authors believe this is due to certain prevailing circumstances in the petrol retail industry. Firstly, this is the first time such an empirical research is carried out within the petrol retail industry in the Gambia; so, the customers and respondents are not used to these particular variables in this research. Secondly, retail petrol companies and their outlets are currently facing competition in terms of product or brand assortment selling of petroleum products. Local vendors are now selling many fuel-related products such as engine oils, oil filters, tires just to name a few at strategic point of purchase locations near petrol station outlets. To this effect, retail petrol consumers do not attach significance to wide product assortment offering in petrol stations in the Gam-bia. Besides, the fuel prices in the Gambia do not change with the world market circumstances but changes with government decisions and policies. The fuel prices in the Gambia are set up by the Government through the Ministry of Finance and Economic Affairs. Moreover, for the past two decades, the Government of the Gambia always sets up fuel prices above the world market price because the difference in price revenue is used for funding national budget defi-cit. Thus, petrol station companies/outlets do not have price variance; thus, this is of no significance to consumers.

5  CONCLUSION

The results of this study revealed that marketing programs and additional services are criti-cal factors that significantly influence retail petrol consumption in the Gambia. Other factors such as petrol stations overall image, service quality and location, too, have a close relation-ship with consumer preference. In light of this, downstream retail petrol station companies need to develop robust strategic marketing programs, strong innovative related and unre-lated additional services, and superior service quality delivery at strategic petrol station outlets.
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5.1  Recommendations

Petrol stations should employ marketing strategies such as sales promotion, innovative product advertising and event sponsorship in attracting more customers. Also petrol stations should provide additional services like windscreen cleaning, water and air pumping, ATM services, pharmacy outlets, convenience stores, and offer fuel and motor accessories and related services (e.g. engine and oil filters, tires, etc.), in order to give customers the opportunity of buying a wide range of products in addition to the petroleum products. Furthermore, petrol stations should equally adopt and implement strategic outlet locations and promotional activities geared toward company superior product quality delivery assurance, image or brand building. This will help to increase customer loyalty as well as reduce the switching behavior of customers.

5.2  Research contribution

This study is the first research that examines the determinants of consumer preference for petrol consumption in the Gambia. Therefore, the study will benefit future researchers by establishing a knowledge base in petrol station consumer preference. In the Gambia, most of the oil and petroleum industry income comes from the downstream sector, so as a pioneer research of the sector, its findings will not only benefit the entire industry as a whole but also the sector in particular in terms of acquiring new business development and competitive strategies.

5.3  Limitation and suggestion for future research

The study used a convenience sample rather than a random sample, i.e. the study adopts non-probability sampling instead of probability sampling. Therefore, future studies should use probability sampling like random or stratified sampling in order to generalize results obtained to a larger population.

Secondly, future studies should employ longitudinal survey rather than cross-sectional sur-

vey, because in cross-sectional survey, data are collected at a single point of time from multiple cases, but the issues of causality are not considered; so, future studies should use longitudinal survey in which the researchers will administer a survey to one set of respond-ents over multiple time points and issues of causality can be determined.

Additionally, the survey used a quantitative method that is based on questionnaires. One 

key benefit of using questionnaires or quantitative analysis is that hypotheses can be directly tested based on the empirical data collected from questionnaires. However, future studies should incorporate qualitative analysis that will further explore aspects of this research. In-depth interviews utilizing open-ended questions could allow for deeper exploration of these measures. Future researches should also focus on other group of respondents and lastly, compare the different petrol station companies in Gambia.
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ABSTRACT

Service organizations in today’s globalized competitive business environment engaged in marketing
strategies are geared toward responding to consumer needs and preferences and, at the same time,
improve their competitive edge. Investigating the determinants of consumer preference is one of the
important approaches to improving competitive edge of petrol station business. Despite significant
studies on consumer behavior, especially factors that affect a new brand or products, there is limited
empirical investigation on the premise of determinants of consumer preference particularly in petrol
station business, thus creating a gap in this area. To this effect, this article intends to contribute in
filling the knowledge gap by investigating the determinants of consumer preference and their impact
on service station business in the Gambia. This article also identifies key marketing strategies that
petrol station business can use to increase their market share. Using non-probability convenience sam-
pling, data were collected from 200 customers of petrol stations using self-administered questionnaires.
Descriptive statistics, correlation and regression analysis were applied to analyze data using [BM SPSS
statistics Version 22. The results of regression analysis identify marketing program and additional ser-
vices out of the eight variables (marketing program, additional services, petrol station image, location,
price, product assortment, service quality and management of service station) as the major determinants
of service station consumer preference in the Gambia. This implies that petrol station companies should
engage key marketing program strategies such as sales promotion, innovative product advertising,
event sponsorship or association besides the provision of additional services like windscreen cleaning,
water and air pumping, convenience store, fuel and motor product accessories sales plus services in
order to increase sales as well as retain a large number of buyers as loyal customers.
Keywords: additional services, consumer preference, marketing programs, multiple regr
petrol station, sustainable energy market.
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1 INTRODUCTION

The 21st century business environment is dynamic, thus subjected to rapid changing cir-
cumstances, making it essential for businesses to redesign their activities in order to
successfully deliver superior customer value. One key approach is understanding consumer
behavior. The latter is broad and diverse but one of its newest dimensions is consumer pref-
erence. Investigating consumer preference will enable marketers to develop consumer
choice influence strategies [1]. Also, in order for firms to be able to cope with these compet-
itive business challenges, they should undertake various strategic measures aimed at
providing a better quality price ratio (value for money) [2]. A study by Shimp and Andrews
[3] shows that public relation is a fundamental part of a sales representative’s job for the fact
that a firm’s activities involved strengthening goodwill between the company and the gen-
eral public. In addition, Futrell [4] reported that companies build relationships by listening
to their customers and arrange the company efforts to solve customer problems. According
to Muruiki [5] and Kakunu [6], successful marketing of a company’s product required
measuring factors that influence consumer preference as well as laying emphasis on market
segmentation through preferences and effective product positioning in the minds of con-
sumers.

©2020 WIT Press, www.witpress.com
ISSN: 2056-3272 (paper format), ISSN: 2056-3280 (online), hitp://www.witpress.com/journals
DOL: 10.2495/EQ-V5-N2-175-186





