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Abstract 

This research examines the interactive impact of distribution strategies, distribution channels, brand equity and brand 
authenticity on consumer purchasing behavior of convenient products (soft drinks) in the Pakistani market. With the 
growth in convenience focused consumption, it has become imperative to understand the ways in which these 
marketing factors affect purchasing choice amongst fast-moving consumer goods (FMCG) brands. A quantitative 
research method was employed with a structured questionnaire given to 200 consumers in Faisalabad. Analysis of the 
data was done with SPSS, with chi-square tests and reliability test (Cronbach’s Alpha) being conducted to study the 
relationships between the key variables. The findings indicate that there is a statistically significant connection between 
the distribution strategies (intensive and selective) and distribution channels (physical and direct) and the consumer 
buying preferences. Additionally, both brand equity and authenticity exhibited a significant effect on the customer 
loyalty, perceived value, and purchase intention. Consumers bore a more profound inclination to intensive distribution 
and directly accessible products when brand authenticity was perceived high. These results imply that firms that have 
convenient products must focus on easy distribution channels and should focus on authentic brand stories to encourage 
consumer loyalty and increase the level of purchasing. The study adds a local perspective on the effectiveness of 
marketing strategies in emerging economies and can be used by brand managers of beverage companies. 

Keywords: Consumer behavior; Distribution strategy; Distribution channels; Brand equity; Brand authenticity; Soft 
drinks; FMCG; Pakistan 

1. Introduction

Convenience has become an essential aspect in consumer behavior in the modern and highly competitive business 
world, especially in the fast-moving consumer goods (FMCG) market segment [1]. Convenience products are products 
that are easily available, readily available and are generally persistently accessible like soft drinks [2]. Such products not 
only require a good brand visibility; it also requires easy accessibility that is promoted by effective distribution 
strategies [3] [4]. However, as the demands of consumers change, organizations need to take into consideration a set of 
variables, such as distribution strategies [5] and the type of the distribution channels combined with brand perception 
to affect the behavior of consumers making purchases [6] [7] [8] [9]. 

Intensive, selective, and exclusive distribution strategies are critical components of the process of product delivery to 
the target customers [10] [11]. The purpose of intensive strategies is to get the product into as many outlets as possible to 
increase the visibility and chances to buy impulsively [12] [13]. Selective strategies, on the contrary, focus more on 
efficiency and brand placement as it limits the availability of products to limited outlet [14] [15]. Exclusive strategies 
include a single distributor who can sell the product in a specific market or region. Likewise, the presence of direct (e.g., 
company-owned stores or e-commerce) and physical (e.g., retail outlets) channels of distribution also has significant 
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influence on the consumer preferences [16]. Such strategic choices have a direct impact on the availability of products, 
convenience of consumers, and the perceived brand value [17] [18].  

In parallel with distribution concerns, the enterprises of brand equity and brand authenticity became major 
psychological determining factors of consumer behavior [19] [20]. Brand equity captures all the consumer perceptions 
about the quality and loyalty of the brand and awareness [7] [8], and authenticity involves the consumers perceptions 
about the sincerity, visibility, and believability of brand [21] [22]. In conjunction, such brand attributes contribute to 
consumer trust, their emotional attachment, and readiness to repeat buying especially regarding low-involvement 
products that include soft drinks [23] [24]. Although each of these variables has been individually studied in the past, there 
is still a significant lack of insight into how they interact with one another (and contribute to consumer behavior) in the 
context of emerging economies like Pakistan [25] [26]. Existing literature has focused on these factors isolated or in 
Western retail environments, but the relation between the distribution strategies and brand perception(brand equity 
and brand authenticity) in consumer choice in South Asian region is poorly understood [27] [28]. The present research 
aims to fill this gap by examining the Pakistani industry of soft drinks, which provides a good example of studying 
convenience product dynamics in a developing country [29] [30]. 

In this study, Theory of reasoned action (TRA) is adopted as the theoretical framework, according Ajzen & Fishbein to 
which behavioral intention is considered as the main determinant of behavior, which in turn, depends on attitudes, 
subjective norms, and perceived behavioral control [31] [32]. The distribution strategies and channels are viewed as 
structural enablers within this framework [33], whereas brand equity and authenticity are considered as perceptual 
influencers [34] [35]. Marketers seeking to improve on consumer-brand relationships and to enhance their sales 
performances in competitive markets and thus achieve their consumer based sales goals should find it beneficial to 
develop an understanding of the way in which these variables influence behavioral intentions [36]. 

This research is aimed at investigating the combined effect of distribution strategy, channel type, brand equity, and 
brand authenticity on consumer buying behavior with respect to convenient products [37]. This research has a 
theoretical and practical application in FMCG companies in competitive and convenience-based markets through a 
quantitative survey of 200 consumers in Faisalabad, Pakistan, using SPSS as a data analysis tool [38]. The current study 
both advances the scholarly insight into the topic of marketing strategy in emergent markets and contributes to the 
evidence-based suggestions to optimize the process of distribution and brand positioning [39].  

Research Objectives 

The object of this research is to investigate how the interaction of distribution strategies, distribution channel, brand 
equity and brand authenticity influences consumer purchasing behavior of convenient products in Pakistani soft drink 
market. The specific objectives are: 

• To assess the impact of distribution strategies (intensive vs. selective) on consumer buying behavior for 
convenience products. 

• To evaluate how brand equity and brand authenticity influence consumer trust, purchase intention, and loyalty. 
• To examine how distribution channels interact with brand perception to shape consumer decision-making 

behavior. 

Research Questions 

• How do distribution strategies (intensive vs. selective) influence consumer buying behavior for convenience 
products? 

• What is the effect of brand equity and brand authenticity on consumer purchase intention and loyalty? 
• How do distribution channels (direct vs. physical) interact with brand perceptions to shape consumer 

decisions? 

Research Hypotheses 

To test the relationships between key variables in this study, the following hypotheses are proposed: 

• H1: Distribution strategies (intensive vs. selective) have a significant impact on consumer buying behavior for 
convenience products. 

• H2: Brand equity and brand authenticity significantly influence consumer trust, purchase intention, and brand 
loyalty. 
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• H3: Distribution channels (direct vs. physical) interact with brand perception to significantly shape consumer 
decision-making behavior. 

2. Literature Review 

2.1. Distribution Strategies and Consumer Convenience 

The distribution strategy is a core aspect of marketing logistics which has a direct impact on the accessibility and easy 
purchasing of the products. According to Kotler et al, strategic distribution defines the place of product as well as 
consumers perception of value by determining how it is available to them [41]. When considering convenience products, 
where involvement is lower and purchase more frequent, distribution choices may play an important role in 
determining the success of a brand [42]. Soft drinks and other goods of FMCG type are typically distributed intensively 
attempting to optimize product availability in a large number of channels [43] [38]. According to Duncan and Moriarty, 
distribution exceeds its logistical activity; it is also a communicative element that signals availability; brand accessibility, 
and consumer empowerment. Intensive distribution not only makes a brand more visible when it appears in more 
places but also spells ubiquitousness and relevancy in everyday life to consumers [20] [44]. Thus, distribution strategy is 
as much about positioning a brand as it is about the efficiency of the supply system [8]. 

Although intensive distribution will lead to visibility and impulse buying, it may lose the brand prestige when its 
management becomes careless [45]. Instead, selective distribution is focused on distinct, premium sale settings, which 
assist regulate the brand image and positioning [46] [47]. There are trade-offs in each of the strategies in terms of reach, 
efficiency, and perceived exclusivity [48]. These trade-offs are even more important in the emerging economies which 
possess a stronger logistical infrastructure, more cost constraints, and retailer power [49]. According to the research of 
Binh, the allocation of distribution intensity according to the preferences of consumers in relation to the channel is 
positively correlated with customer satisfaction and the emergence of a lasting engagement [50] [51]. Even though it is 
significant, there is less research with regard to the interactions between distribution strategy and perception of a brand 
and their influence on consumer behavior [52]. 

2.2. Distribution Channels: Direct vs. Physical 

The distribution channels on which the products are sold [either direct (e.g. e-commerce, company-owned stores) or 
physical (e.g. retail shops, supermarkets) are the channel through which the products will reach the end user. Direct 
channels lack intermediaries and can result in improved margins and data feedback channels to the brands [53]. Physical 
channels, on the other hand, enable people to interact using their senses and get direct access to the products, which 
cannot be underestimated in most developing nations [54]. 

According to Thuy, Anh, and Binh, the emergence of online and hybrid distribution platforms adds a new element of 
flexibility, especially in urbanized environments where the use of digital solutions is more common than not [55]. But in 
smaller regions like in Pakistan, consumers can still prefer physical retail based on payment of choice, trust, and physical 
availability of products.  Zhang, Chang, & Neslin argue that even in this age of digital payment systems, physical stores 
still have a role to play in influencing consumer trust and brand loyalty, particularly in areas where process to digitalize 
the payment system is either in it infancy or just developing [54]. The move to an online format has highlighted the 
significance of omnichannel capabilities in ensuring constant consumer connection with the brand through various 
points. Verhoef et al stress that the smooth online and offline distribution provide the customer with more experience 
as it provides flexibility, transparency, and decisions made in real-time [56]. In developing economies such as Pakistan, 
where the shift in consumer demands towards hybrid models of retailing is in progress, the procurement of 
omnichannel infrastructure can be viewed as a promising move. 

Although the distribution channels are very important in marketing, literature that measures them together with brand 
equity or authenticity is unexplored. This study fills that gap through a combined analysis of both the behavioral effect 
of distribution channel type and brand perception as it offers a better-rounded picture of how each affect consumer 
behavior [57]. 

2.3. Brand Equity and Purchase Intention 

Brand equity is the added value that the brand name brings to a product [7]. It covers four dimensions as follows; brand 
awareness, perceived quality, brand associations and brand loyalty. The great brand equity can increase the perceived 
value, price tolerance and consumer trust especially in highly saturated markets [8]. According to a study by Thuy, Anh, 
and Binh, brand equity constituted more than 50 percent of the decision-making process of consumers in the FMCG 
industry, making it one of the core components of consumer behavior in low-involvement products [55]. Also, the 
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purchases that are motivated by equity will more than likely lead to the recurrence of behavior and good word of mouth 
endorsement/ advocacy. When it comes to the convenience products brand equity can be a shorthand indicator of trust 
and familiarity. However, little empirical literature can be found to test its impact combined with operational factors 
such as distribution scope or channel design and that is what this contribution seeks to help in. 

2.4. Brand Authenticity and Consumer Trust 

The authenticity of brands has since emerged as a major factor in achieving emotional connection with customers, 
especially within the young and values-based consumer base. According to Beverland and Farrelly, authenticity is 
determined by the extent to which a brand is deemed as being genuine, transparent, and true to itself [21]. Napoli et al, 
also state that authentic brands create higher levels of trust, and thus more purchase intention and brand loyalty [22]. 
The authenticity of the brand is an effective differentiator in emerging markets where customers tend to be distrustful 
of fake or otherwise low quality products [58]. Authenticity for consumers implies reliability, ethical behavior and 
communal affiliation, which ascends product preference even in cases where a product is as desirable in terms of price 
and convenience. According to Morhart et al, authenticity works on the basis of four pillars, i.e., continuity, credibility, 
integrity, and symbolism. These dimensions aid in differentiating brands that are truly authentic, to those that are only 
trying to pass off as authentic thereby influencing long term consumer loyalty [59]. 

In convenience stores such as soft drinks where functional differentiation is less, the perceived authenticity of a given 
brand will serve as a critical determinant of preference. Brand authenticity is less examined in the context of such 
logistic elements as distribution, although it has a strong conceptual ground. This paper will fill that gap by analyzing 
whether the attitude perceived sincerity of a brand increases or moderates the influence of its distribution model on 
consumer behavior. Although prior studies present useful information regarding the individual impacts of distribution 
strategies, channels, and perceptions of a brand, this body of knowledge is not comprehensive since there are no studies 
that fully demonstrate how these factors combine to influence the consumer behavior of purchase-especially in an 
under-researched market such as Pakistan. This study is expected to fill this gap by empirically testing the combined 
effects of distribution strategy, channel type, brand equity, authenticity on the buying decision of convenience products. 

3. Theoretical Framework 

The research is based on the Theory of Reasoned Action (TRA), formulated by Ajzen and Fishbein that states that the 
intention of the behavior of an individual is defined by their attitude towards this behavior as well as by subjective 
norms [60]. TRAs have been significantly applied in consumer behavior studies in an attempt to provide answers on how 
perceptions and beliefs find their way into real-life purchases. The behavioral modeling can be further refined using the 
Reasoned Action Approach (RAA) of Fishbein and Ajzen that evaluates how people behave basing on their beliefs about 
outcomes, beliefs about normative expectations, and behavioral intentions [60]. Unlike TRA, RAA adds in perceived 
behavioral control, which increases the explanatory variables of consumer choice models. This can be very handy in 
situations where there is a digital channel and a digital distribution process that can drive consumer behaviour greatly 
due to factors such as convenience and accessibility. 

According to TRA, the intention to perform a behavior (e.g., purchasing a product) is determined by: 

• Attitude toward the behavior: the individual’s positive or negative evaluation of performing the behavior. 
• Subjective norms: the perceived social pressure to perform or not perform the behavior. 

In this study’s context: 

• Distribution strategies and channels affect the attitude toward the behavior by influencing perceived ease, 
accessibility, and convenience. 

• Brand equity and brand authenticity shape both attitude and subjective norms by influencing trust, social 
validation, and brand loyalty. 

Therefore, TRA is appropriate to model the behavioral outcome of consumer buying behavior for convenience products, 
where both structural (distribution) and psychological (brand) factors interplay to form intention. 
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Figure 1 Conceptual Framework Based on the Theory of Reasoned Action (TRA) 

4. Material and Methods 

4.1. Research Design 

The study adopted quantitative cross-sectional survey study design to investigate the effects of the combination of 
distribution strategy, type of distribution channel, brand equity, and brand authenticity on the buying behavior of 
consumers towards the convenient products. Primary data was obtained using a structured questionnaire to the 
consumers in Faisalabad region of Pakistan. This methodology was chosen because it is appropriate in hypothesis 
testing and describing the behavior factors and their levels of occurrence after varying different independent variables. 

4.2. Population and Sampling 

The focus group was the consumers of soft drinks, which belong to the category of the convenience good. The sample of 
200 respondents was chosen through non-probability judgmental sampling whereby respondents were identified in 
terms of availability and willingness to respond to the interview questions. The sample population was the consumers 
found in the educational institutions and also the business areas, which represent the demographically diverse group 
in age, gender and the education level. The authorship considered the sample to be adequate in terms of conducting a 
chi-square analysis and testing reliability since the study is exploratory and the resources are limited. 

4.2.1. Research Variables 

The study considered the following key variables: 

Independent Variables: 

• Distribution Strategy: Intensive and Selective 
• Distribution Channel: Physical and Direct 
• Brand Reputation: Brand Equity and Brand Authenticity 
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Dependent Variable:  

• Consumer Buying Behavior toward convenience products (soft drinks) 

The measurement of all the independent variables were based on previously validated items of published works. Likert-
type items measuring behavioral intention, brand preference choice, and purchase consistency were operationalized to 
represent the dependent variable. 

4.3. Instrument Design 

The research instrument had six sections, the first was a demographical section, and the other five were based on the 
variables. Measurement was based on five-point Likert scales (strongly disagree through strongly agree), frequency 
scale related to particular constructs, and importance scale related to particular constructs. The questionnaire was 
created in English and was revised according to clarity and relevance to Pakistani context. Some of the sources on scale 
adaptation referred to are by Aaker, Napoli et al., and Zhang, Chang, & Neslin [7] [22] [54]. 

4.4. Data Collection Procedure 

Data were gathered through self-administered printed questionnaires, also distributed face-to-face to the educational 
institutions in Faisalabad. Informed consent information was given to respondents and their anonymity was 
guaranteed. A total 200 valid responses were collected and coded to carry out analysis. 

4.5. Reliability, and Validity 

To guarantee the reliability of the measurement, Cronbach’s Alpha was calculated per construct. The internal 
consistency proved to be acceptable to excellent at values greater than 0.78 across all variables: 

Table 1 Reliability of the measurements used 

Variable Cronbach’s Alpha 

Intensive Strategy 0.970 

Selective Strategy 0.840 

Physical Distribution Channel 0.784 

Direct Distribution Channel 0.791 

Brand Equity 0.920 

Brand Authenticity 0.806 

The validity of content was addressed by seeking the opinion of experts as well as piloting the instrument with a sample 
of respondents (n=15) before full administration. 

4.6. Data Analysis Techniques 

The data were analyzed with the use of SPSS version 29.0.2.0. The following statistical processing steps were taken: 

• Descriptive statistics for demographical profiling 
• Reliability analysis (Cronbach’s Alpha) of internal consistency 
• Tests of hypotheses with chi-square values to test the independence of variables 

The statistical significance probability was put at p < 0.05. Because the variables are categorical, chi-square analysis 
was chosen as the main inferential tool. 

5. Results  

The following section reports the findings of the survey data organized in accordance with the three main hypotheses 
of the study. Descriptive statistics, chi square tests and the reliability results have been interpreted to measure how the 
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distribution strategies, channel, brand equity and authenticity influences the behavior among consumers over 
convenience products. 

5.1. Respondent Descriptive Profile 

The study involved 200 respondents. Most of them were females (59.9%) aged 1824 (59.7%) and were undertaking a 
bachelor’s degree (53.7%). These demographics represent youth/educated consumers as seen in other urban FMCG 
market segments in Pakistan. 

Table 2 Sample Characteristics 

Characteristics Frequency Percentage Total 

Gender 

Male 

Female 

 

79 

121 

 

39.1% 

59.9% 

    

 

200 

Age 

18-24 

25-34 

35-44 

45-54 

55 and above 

  

120 

60 

17 

3 

0 

 

59.7% 

30.3% 

8.5% 

1.5% 

0% 

 

 

 

200 

Education Sector 

High School or below 

Bachelor's  

Master's  

Doctorate or Higher 

 

27 

108 

57 

8 

 

13.9% 

53.7% 

28.4% 

4% 

 

 

 

200 

 

5.2. Hypothesis 1: Impact of Distribution Strategies 

H1: Distribution strategies significantly influence consumer buying behavior for convenient products. 

Respondents indicated a strong choice when it came to strategies of distribution Intensive distribution was most 
common amongst 50 percent of the sample with the remainder using selective distribution strategies. Chi-square 
analysis showed that there were meaningful interactions between distribution strategy and consumer-behaviors: 

The respondents who were exposed to products via aggressive distribution made impulse purchases more frequently 
(p < 0.001). 

Selective distribution was seen as more effective in fulfilling the demands of the customers and developing trust (p < 
0.001). 

Table 3 Chi-Square Results for Hypothesis 1: Distribution Strategies 

Item/Question Pair χ² Value df p-Value Significance 

Preference for convenient products × Intensive strategy advantages 106.80 10 <0.001 Significant 

Impulse buying due to product visibility (intensive) 114.61 10 <0.001 Significant 

Selective strategy targeting large market segments 107.99 10 <0.001 Significant 

Trust enhancement through selective strategy 104.47 10 <0.001 Significant 
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These results confirm that distribution strategy plays a pivotal role in determining purchasing behaviors. Intensive 
channel implementation is associated with the low-involvement, habitual purchases as it enhances product exposure, 
whereas selective resonates with quality-seeking consumers and needs curated product representation. 

5.3. Hypothesis 2: Impact of Distribution Channels 

H2: Distribution channels (physical vs. direct) significantly influence consumer buying behavior. 

The results of the Chi-square indicates that there were significant correlations between channel type and dimensions 
of consumer behavior: 

According to the respondents, the direct distribution (e.g., brand-owned stores, online portals) enhanced accessibility, 
eliminated middlemen expenses, and amplified feedback channels (p < 0.001). 

Physical channel received high values based on variety of products it offers, convenient location and personal service 
(p < 0.001). 

Table 4 Chi-Square Results for Hypothesis 2: Distribution Channels 

Item/Question Pair χ² Value df p-Value Significance 

Direct distribution improves access 74.15 10 <0.001 Significant 

Direct reduces cost via middlemen 74.66 10 <0.001 Significant 

Price comparison across distributors 118.07 10 <0.001 Significant 

Physical distribution offers product variety 54.58 10 <0.001 Significant 

Physical channels ensure product availability 69.79 10 <0.001 Significant 

These findings imply that direct channels will attract digitally savvy consumers who want control and efficiency, 
whereas physical channels will satisfy sensory communication and the desire to get immediate satisfaction. Both 
channels are useful in the Faisalabad context, and where possible, brands should have an omnichannel approach. 

5.4. Hypothesis 3: Role of Brand Equity and Authenticity 

H3: Brand equity and authenticity significantly influence consumer buying behavior for convenience products. 

The Chi-square tests showed that there were significant measures of correlations existing between the brand reputation 
variables and decision of consumers: 

The brand equity created an impact on the repeat purchase intentions, satisfaction and preference to the soft drinks (p 
< 0.001). 

Brand authenticity was a hugely important predictor of consumer perceptions of trust, credibility, and the long-term 
brand loyalty. (p < 0.001). 

Table 5 Chi-Square Results for Hypothesis 3: Brand Equity and Authenticity 

Item/Question Pair χ² Value df p-Value Significance 

Brand name recall × loyalty 104.70 10 <0.001 Significant 

Brand satisfaction × intention to repurchase 102.14 10 <0.001 Significant 

Authenticity influences trust 114.57 10 <0.001 Significant 

Authenticity drives credibility and long-term loyalty 105.64 10 <0.001 Significant 
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When consumers believed that a brand was recognizable and authentic, they became more likely to stay loyal and make 
repeat purchases. These outcomes concur with Aaker (1991) and Napoli et al. (2016) who point to the fact that in 
saturated consumer goods market, emotional connection and brand meaning become more and more crucial. 

6. Integrated Discussion 

The synergistic results show that strategic distribution and brand perception are confined factors, but contribute to 
consumer behavior in relation to each other. In the case of soft drink brands in Pakistan especially targeting the youth, 
the best strategy is: 

• Widespread distribution using intense distribution services 
• Improved message of authenticity in branding 
• Proper distribution of physical and digital channels based on market segmentation 

This combined perceptual view justifies the use of the Theory of Reasoned Action in the study, indicating that both 
distribution and branding work to influence the behavioral intention by creating the appropriate attitude and social 
norms of the consumers. 

This research focused on the effect of the combination of distribution channels, distribution strategies, brand equity and 
brand authenticity on the consumer purchase behavior in Pakistan soft drink market. The results of the survey on 200 
respondents, the statistical analysis of the results (chi-square tests) and all four variables were found to have 
statistically significant influence over the consumer behavior towards convenience products. 

Direct and intensive distribution policies improved the visibility and availability of products contributing to impulse 
buys and repetitive cycles. At the same time, brand equity and perceived authenticity influenced the level of consumer 
trust, satisfaction and loyalty immensely. The results serve to strengthen the notion that both logistics and perceptual 
issues are major factors in the promotion of convenience goods. 

The study deepens the combined effects of distribution design and brand perception on consumer decision-making, 
especially in developing countries where infrastructural and brand trusted factors are different, compared to developed 
economies. The study helps close the existing research gap by integrating both structural (distribution strategies and 
channels) and perceptual (brand equity and authenticity) variables and providing both empirical and strategic 
implications that the research adds to the current literature surrounding consumer behavior in the convenience goods 
industry. 

6.1. Managerial Implications 

The results suggest a number of actionable points to the marketers and brand strategists working within the FMCG-
oriented industry: 

Focus on Accessibility: Since intensive distribution has been highly valued, the brands are to make sure that they have 
wide accessibility within the retail stores or convenience stores, vending machines, or even online. 

Focus on Hybrid Channel Strategy: A physical channel attracts another segment of people, and a direct channel also has 
a segment in its favor. Physical stores provide the opportunity to consume instantly and engage directly with customer, 
whereas direct channels are more cost-effective and allow better understanding of customers. Different preferences 
require brands to embrace an omnichannel approach. 

Strengthen Brand Equity: Consistent communications, quality control and marketing campaigns are required to 
increase the sense of awareness and perceived value that are directly proportional to the increase in loyalty and repeat 
buying. 

Emphasis on Authenticity: The present-day consumers are pursuing brands that are authentic and socially responsible. 
Explicitly focusing on the aspects of transparency, ethical sourcing, and brand narration can increase the emotional 
connections and create a distinction between products in a saturated marketplace. 

6.2. Future Research Directions 

Although the present study has great insights, there are some areas that still can be explored with future researches: 
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Geographically: In this research paper, a single city (Faisalabad) was targeted. Location of other regions and urban 
centers should also be incorporated in future studies to verify the results on a larger demographic. 

Comparative Product Categories: Future research can investigate the extent to which these results extend to the other 
convenience products, packaged snacks, hygiene products, or ready-to-eat foods. 

Longitudinal Analysis: A longitudinal analysis may be able to capture the dynamics in relation to consumer preferences, 
which may change with the changes in digital adoption, an increase or a decrease in income level or a change in the 
brand innovation. 

Advanced Modeling Techniques: The next studies could use structural equation modeling (SEM) or regression-based 
mediation analyses and investigate causality and interaction effect more formally. 

Technology-Driven Distribution: The future of consumer trust and purchasing behavior can be tracked via potentially 
incorporating new technologies-e.g. drone delivery, utilize QR codes at a vendor location, and apply AI-driven 
recommendation solutions. 
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