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Chapter 1: Introduction
[bookmark: _Toc175846850]1.1 Background of the Study
The beer industry in Bulgaria began quite early and, at the present moment, it occupies quite a significant place in the economy of the state. However, the industry is characterized by high levels of competition and shifting customer preferences hence the need for change and innovation in the traditional brewing processes. The research proposal of the present research therefore aims to identify how Bulgarian beer producers use branding strategies in an attempt to establish the effects on the consumers, market share, and competition.
Bulgarian native companies are struggling with global competitors and meet some problems while interacting with MNCs. This highlights the fundamental need to grasp the fundamental aspects and intricate details of branding within the Bulgarian context. By analyzing these strategies, this study seeks to find out the factors that enable the local firm to stand and compete with international rivals within the regional and cultural context of Bulgarian consumers.
[bookmark: _Toc175846851]1.2 Significance of the Topic
In this context, the positioning of beer brands in the Bulgarian industry is done with some important aims. First, it outlines the strategies adopted by Bulgaria brewers to penetrate the required market segment. It matters to consumers and helps breed brand change. Second, it also provides an understanding of the significance of beer culture in Bulgaria and its consequences on branding (Grennia, et al., 2020). Besides, it is possible to continue the accumulation of knowledge in this research to build a vast number of knowledge that can be related to other fields and markets to stress the importance of proper branding for the overall performance of enterprises (Helmold, 2020).
[bookmark: _Toc175846852]1.3 Purpose of the Research
The current study is relevant in the Bulgarian beer industry by comparing several types of branding strategies and potential stimulus attributes and potency that may influence brand recall and brand efficiency (Marquesa, et al., 2020). Companies want to know what happens to such strategies and the effect they produce on the consumers and the market. It provides a firm understanding of the factors that facilitate branding to succeed in the cutthroat and competitive Bulgarian market(Keller & Kotler, 2022).
The rationale of the Study
This study offers useful insights related to effective branding techniques for the Bulgarian beer sector aiding breweries in optimizing consumer loyalty as well as market positioning. By assessing the influence of cultural relevancy, modern marketing techniques as well as heritage, this research aims to offer actionable suggestions for enhancing brand distinction as well as competitiveness within the market.
[bookmark: _Toc175846853]1.4 Research Aim
To examine the branding approaches used by beer manufacturers in Bulgaria and assess the potential of such strategies to inspire the formation of the market.
[bookmark: _Toc175846854]1.5 Research Objectives
· To analyses the role of branding in the Bulgarian brewing industry's historical development.
· To explore the role of branding in the Bulgarian brewing industry's historical development.
· To evaluate how important cultural background is to Bulgarian brewing firms' branding strategies.
· To identify what elements are essential for successful differentiation of brands in the beer industry in Bulgaria.
· To assess how consumer behavior and beer brand positioning in Bulgaria are impacted by branding strategies such as market share and brand loyalty.
[bookmark: _Toc175846855]1.6 Research Questions
· Which techniques for branding beer have been used in the Bulgarian market since the beginning?
· What is the role of branding in the Bulgarian brewing industry's historical development?
· In what extent does culture affect the actions of Bulgarian beer brands?
· What are the key factors to brand differentiation in the context of beer industry of Bulgaria?
· Which branding techniques influence consumer loyalty and beer brands market positioning in Bulgaria?
[bookmark: _Toc175846856]1.7 Scope of the Study
The goal is to add to the corpus of knowledge and practice by conducting a methodical analysis of the branding initiatives implemented in the Bulgarian beer industry. The area of interest includes investigating the development of branding over time and its applicability to the brewing industry in Bulgaria, understanding the effects of cultural factors on branding strategies, defining the aspects of branding as a competitive advantage tool, and analyzing the effects of branding methodologies on improving consumers’ loyalty and market positioning (Cerqueira, et al., 2021).
[bookmark: _Toc175846857]1.8 Structure of the Dissertation
“Chapter 1: Introduction” To begin with, this section has raised the concern of the research by establishing the need to examine branding strategies in the context of the Bulgarian beer market. The practice has outlined the “research aim, objectives, and questions”, as well as the scope and organization of the dissertation.
“Chapter 2: Literature Review “This chapter outlines the “literature review” done on branding strategies within the beer industry with a main focus on Bulgaria. They focus on definitions, characteristics, significance, types, theories, benefits, limitations, and issues related to branding within this sector (Keller & Kotler, 2022). 
“Chapter 3: Research Methodology “This chapter discusses the research philosophy to be used in the study, “research paradigm, research approach, methodology, and strategy.” It also raises ethical concerns and has a timeline for the research endeavor(Stoilova, 2020).
“Chapter 4: Data Analysis and Findings” This chapter reveals data analyses and findings where both quantitative and qualitative results, explanations, and comparisons of the research objectives and questions are provided. It also provides a comprehensive analysis of the outcomes of the study and their comparison with the existing literature and theories.
“Chapter 5: Conclusion and Recommendations” This chapter provides the major conclusions of the study and outlines its significance, discussing potential limitations. They also provide recommendations for future research and discuss the possibilities of using it in the sphere of management and industry (Francioni, et al., 2022).
[bookmark: _Toc175846858]1.9 Chapter Summary
In conclusion, this chapter has outlined the context of the analysis and established the rationale for investigating the branding strategies in the Bulgarian beer industry. This has involved defining the “research aim, objectives and questions”, defining the extent and organization of the dissertation. The subsequent chapters will present considerable insights into the evaluation of branding strategies in this culturally sensitive and highly saturated market.


[bookmark: _Toc175846859]Chapter 2: Literature review
[bookmark: _Toc175846860]2.1 Introduction
The purpose of this literature review is to explore the current research, and theories connected to branding strategies in the beer sector, with a specific focus on the Bulgarian market. However, the industry is characterized by high levels of competition and shifting customer preferences hence the need for change and innovation in the traditional brewing processes. This chapter delves into different aspects of branding that include all characteristics, effectiveness, types as well as the impact of cultural factors in the sector. Additionally, this chapter will explore the benefits of branding in the beer industry as well as issues, and limitations that relate to branding in the beer sector.      
[bookmark: _Toc175846861]2.2 Definitions and Characteristics of Branding
[bookmark: _Toc175846862]2.2.1 Branding
Branding is the process of creating a distinct identity for a business in the minds of targeted consumers as well as the other public. Majorly it’s a way for businesses to promote and differentiate themselves from the other competitors and brands. The major goal of branding is to gain space in the minds of targeted consumers of the public while becoming their most suitable and preferred option in the market (Aaker, 2012). Branding typically includes a design, phase and ideas that could easily be identifiable to the public. It could consist of a brand name, logo or visual as well as values etc. The other elements could be including the brand’s identity, colours, typography, and imagery, the branding helps the company to differentiate their products from different brands.    
[bookmark: _Toc175846863]2.2.2 Effective Branding
Effective branding is important for implementing a strong market presence as well as building a strong connection with the consumers. It helps the companies to promote and differentiate itself from the other competitors and brands. The major goal of branding is to gain space in the minds of targeted consumers of the public while becoming their most suitable and preferred option in the market. As per Aaker, (2012), consistency in branding reinforces a brand’s identity as well as ensures that the consumers can easily recognize the product and recall the brand over the other brands. This type of consistency extends to the brand's visual elements such as logos, colour schemes as well as tone while making sure that all the brand communication relates to consumers. The relevance is a major characteristic, as the brand should connect with the targeted consumers and their needs, and preferences including the cultural contexts (Aaker, 2012).   
Moreover, it is also important to address the consumer’s needs, changing behaviour and preferences, differentiation is a major part of branding that makes a brand powerful over another brand.  It allows the brand to stand out competitively in the markets offering unique needs and preferences. Aaker, (2012), also highlights that effective branding could be gained through innovative products, effective consumer services and marketing campaigns to attract consumers. Thus, in the end building an emotional connection with consumers is a major part, it is formed when the brand is connected with consumers' needs. 
[bookmark: _Toc175846864] 2.3 Branding in the Beer Industry
ODELEYE, (2021) highlighted that branding is majorly important in the beer sector, where it affects the consumer's perceptions as well as behaviours. Creating a distinctive image is important for the beer companies to differentiate their products from the other brands and this includes offering unique services, memorable logos, gift cards with the products as well as additional services. A distinctive image could help the consumers to easily connect and identify the brand with different qualities and experiences. Branding typically includes a design, phase and ideas that could easily be identifiable to the public. It could consist of a brand name, logo or visual as well as values etc (Ihemereze, et al., 2023). The other elements could be including the brand’s identity, colours, typography, and imagery, the branding helps the company to differentiate their products from other brands.    
Furthermore, improving consumer loyalty is a vital aspect of branding in the beer sector, making a sense of trust with effective approaches could be significant in gaining consumers' attention. Aaker, (2012), also highlights that effective branding could be gained through innovative products, effective consumer services and marketing campaigns to attract consumers. Additionally, branding offers a competitive advantage in the highly competitive beer sector, and brands should manage their competitive edge. The relevance is a major characteristic, as the brand should connect with the targeted consumers and their needs, and preferences including the cultural contexts.       
[bookmark: _Toc175846865]2.4 Types of Branding Strategies in the Beer Industry
[bookmark: _Toc175846866]2.4.1 Product Branding
Product branding is an effective process that includes making a unique identity for each product that offered by the company. This strategy is often used by beer manufacturers to differentiate their different types if beers such as lager, ale, stout etc. The other elements could be including the brand’s identity, colours, typography, and imagery, the branding helps the company to differentiate their products from other brands (ODELEYE, 2021).     
[bookmark: _Toc175846867]2.4.2 Corporate Branding
This type of branding plays a major role in attracting consumers, it is the overall promotion of the company rather than the individual product. This technique could improve the company's reputation and credibility in the market. Majorly it’s a way for businesses to promote and differentiate themselves from the other competitors and brands. The major goal of branding is to gain space in the minds of targeted consumers of the public while becoming their most suitable and preferred option in the market.  
[bookmark: _Toc175846868]2.4.3 Co-Branding
Co-branding is the process that includes partnering with the other brand to make a product that addresses the strength of both brands and could gain consumers' attention easily. This type of technique could help beer companies gain reach in new markets while differentiating their product services from other competitors in the market as well as becoming one connected power in the beer sector (Tasci, 2021).
Research objective 1: To analyses the role of branding in the Bulgarian brewing industry's historical development.
Earlier Bulgarian beer brands depended on differentiated labels, as well as logos, featuring national symbols, regional identity, as well as historic references. Exclusive bottle shapes, as well as packaging, were used for distinct brands with a focus on aesthetics as well as functionality Tasci, 2021 explains how in early periods, radio print, and billboard advertising served a critical role in encouraging brands.  
Research objective 2: To explore the role of branding in the Bulgarian brewing industry's historical development.
Tasci, 2021 explains earlier in the Bulgarian brewing industry, branding was mostly associated with national pride with names as well as labels that refers to the Bulgarian's history, regional craftsmanship as well as folklore. After the socialism descent, branding served as a critical aspect in differentiating the beer brand of Bulgaria. The modern era is marked by increasing competitiveness by embracing modern techniques of marketing such as innovative packaging.
Research objective 3: To evaluate how important cultural background is to Bulgarian brewing firms' branding strategies.
Many Bulgarian beer brands integrate folklore, historical references as well as national symbols, within their branding for connecting with the cultural identity of the population. Further the social norms of Bulgaria as per Tasci, 2021such as communal drinking culture, and hospitality impacts the positioning of beer as a social drink which is deemed to be shared. Traditional festivals of the country and its customers such as Martenitsa (spring rituals) and Kukeri (mummers) are also used for enhancing the marketing campaigns.   
Research objective4: To identify what elements are essential for successful differentiation of brands in the beer industry in Bulgaria
The main aspect of differentiating the brand is maintaining the quality of the product. The brand is required to meet the expectations of the consumers as well as build a dependable social image. The brand is required to focus on regional heritage as well as cultural significance which is fascinating for regional loyalty and national pride. The brand can also integrate the new techniques of brewing and flavours as well as sustainable practices. XXX discusses marketing strategies such as exclusive messages from the brand and effective storytelling are effective for differentiating, he brand. discusses
Research objective5: To assess how consumer behavior and beer brand positioning in Bulgaria are impacted by branding strategies such as market share and brand loyalty.
Aspects related to branding techniques impact the consumer packaging aids in differentiating the brands creating the recognizable identity that lures in customers. Storytelling also allows the brand to connect with the consumer on emotional levels. Focusing on the history of brand also integrates trust as well as loyalty.
Literature gap 
The literature review related to the branding of the Bulgarian beer industry lacks the extensive understanding of how modern techniques of branding such as digital marketing, as well as cultural integration impact market positioning, as well as consumer loyalty. Moreover, certain research investigates the developing role of custom brand heritage in influencing the modern consumer perspectives.
[bookmark: _Toc175846869]2.5 Theoretical Frameworks in Branding
[bookmark: _Toc175846870]2.5.1 Brand Equity Theory
[image: Keller's Brand Equity Model — What It Is & How to Use It | by Keaton Hawker  | Medium]
Figure 1 Brand Equity Theory,
Source: (Stoilova, 2020).
Brand equity is the value a company gain from its brand’s reputation, recognition as well as perceived benefits. This theory has four major dimensions including brand loyalty, brand awareness, brand associations as well as perceived quality(Stoilova, 2020). Strong brand equity could lead towards improved consumer loyalty as well as market share, which could directly affect the organization's productivity, and sales. 
Advantages and Disadvantages of the Keller’s Model 
This model offers a clear framework for establishing strong brands, by emphasising on customer preferences(Stoilova, 2020). It optimises brand loyalty and nurtures emotional bonds. On the other hand, it may oversimplify the intricacies of branding, thus avoiding the external aspects such as market trends as well as competition which serves as a disadvantage.
Comparison between Keller’s model to the Aaker’s model 
Keller’s Brand Equity Model is focused on establishing a strong brand with help of brand understanding entailing brand image, and brand awareness. It is focused on consumer perceptions, as well as emotional bonds. Aaker’s Brand Equity Model determines brand equities as the combination of brand loyalty as well as brand awareness, brand associations and proprietary assets.    Both models value consumer perceptions in terms of building brand equity(HASMAN, et al., 2021). However, Keller’s model is more associated with the consumer’s psychological responses whereas Aaker’s model is focused on a wider approach integrating strategies and financial aspects of brand equity.
[bookmark: _Toc175846871]2.5.2 Brand Identity Prism
[image: The Brand Identity Prism and how it works - How Brands Are Built]
Figure 2 Brand Identity Prism,
Source: (Stoilova, 2020).
[bookmark: _Hlk175409343]The brand identity prism is developed by Kapferer and includes the six facets of the brand identity. It includes the physique, personality, culture, relationship, reflection, and self-image. This framework plays a major role in offering effective techniques to brands for creating a comprehensive and consistent brand identity (HASMAN, et al., 2021). These six facets play a vital role in offering an effective process to the brand for differentiating their brand, product and image in the markets.
[bookmark: _Toc175846872]2.6 Cultural Factors and Branding in the Bulgarian Beer Industry
Beer has a rich as well as storied history in Bulgaria, with its brewing traditions that connected with the ancient times. This deeply connected cultural significance affects the consumer’s preferences easily as well as their behaviour, as in Bulgaria beer is not just a product it is a major part of the normal people’s social and cultural life. This historical aspect has made a unique market where the traditional values affect the consumers as well as modern consumer preferences, this makes it effective for beer brands to consider and understand the cultural influences in their branding strategies (Svatošová, et al., 21). The cultural background of Bulgarian consumers effectively shapes the branding strategies within the beer sector. The consumer’s preferences and expectations are also connected with the cultural heritage which shows that the effective brand should tap into these cultural nuances to resonate with local consumers.
Moreover, this includes the relevant imagery, language and themes related to their culture as well as understanding the traditional brewing techniques and local ingredients that appeal to the Bulgarian sense of identity. Addressing cultural identity could be a strong tool in creating a strong brand image in the Bulgarian beer market (Adams, et al., 2014). 
[bookmark: _Toc175846873]2.7 Benefits of Branding in the Beer Industry & Consumers
Effective branding allows the brands to capture a larger market share by attracting wider consumers with its effective techniques. Effective branding is important for implementing a strong market presence as well as building a strong connection with the consumers. It helps the companies to promote and differentiate itself from the other competitors and brands. The major goal of branding is to gain space in the minds of targeted consumers of the public while becoming their most suitable and preferred option in the market. As per Aaker, (2012), consistency in branding reinforces a brand’s identity as well as ensures that the consumers can easily recognize the product and recall the brand over the other brands. This type of consistency extends to the brand's visual elements such as logos, colour schemes as well as tone while making sure that all the brand communication relates to consumers. Strong branding allows beer companies to command premium prices for their products.  
Additionally, branding offers a competitive advantage in the highly competitive beer sector, and brands should manage their competitive edge (O’Gorman & MacIntosh, 2015). The impact of branding on the consumers has a major part that includes effective branding offering the consumers an image and they could easily recognize the brands. It fosters consumer loyalty where the consumers are more likely to connect with the brand repeatedly. Thus, branding has a strong impact on purchasing decisions, as a strong brand could evoke positive associations and emotions, which can sway consumers to choose it over competitors.  
[bookmark: _Toc175846874]2.8 Limitations and Challenges of Branding in the Beer Industry
Branding in the beer sector includes various issues and limitations that affect the brand's overall operations. The high competition in the market is a major issue in the beer sector, as the market has several brands that are connected with the consumers. Additionally changing consumer preferences is a major challenge for the brands in the beer sector, the trends such as health consciousness, the rise of craft beers and the growing demand of sustainability concerns necessitate continuous adaptation by brands to remain relevant. Furthermore, the regulatory issues regarding the production, labelling, advertising as well as overall operation add the limitation on the brand actions (Tasci, 2021).
[bookmark: _Toc175846875]2.9 Future Trends in Branding for the Beer Industry
The future of branding in the beer sector is secure and could be effective depending on the brand management and reach in the markets. The future is shaped by different key trends including digital and social media branding, where the brand has been effectively connecting with the consumers and promoting their services easily. Sustainability and ethical branding are also gaining strong value, as the consumer is aware of environmental and social responsibility. Beer brands could prioritize this responsibility to attract consumers as well as foster their overall operations. Additionally, personalization and customization are some major trends in this sector which are gaining impressive attention from consumers.        
[bookmark: _Toc175846876]Chapter 3: Research Methodology
[bookmark: _Toc175846877]3.1 Introduction


This chapter highlights the research philosophy to be used in the study, “research paradigm, research approach, methodology, and strategy.” It also raises ethical concerns and has a timeline for the research endeavour. This collective information relates to the systematic investigation into the branding strategies in the Bulgarian beer industry. Research Methodology is the process of exploring the selected method, processing as well as analysing information about the related topic. This process helps the scholar to conduct managed research that is connected with the objectives, questions and aims (Verma, et al., 2024). This part of the chapter also includes the overall process used by the scholar in the study within the timeline. In this study case study methodology has been applied by the scholar to conduct a detailed examination of various branding strategies in the Bulgarian beer industry.  
Research Onion model
[image: Guide to Understanding the Research Onion | 15 Writers]
Figure 3 Research Onion model, 
Source: (Denscombe, 2014)
[bookmark: _Toc175846878]The research onion proposed by Saunders et al. serves as an organised manner of conducting research assisting the researcher with the help of many layers of research. They aid researchers in making decisions at diverse stages, starting from the philosophical to the data collection methods. It entails diverse stages such as research philosophy, approach, strategy, choices, time horizon, and techniques for ensuring the organised as well as extensive research designs.      
[bookmark: _Toc175846879]3.2 Research Philosophy
Research Philosophy is a bunch of viewpoints, assumptions as well as different principles that guide scholars in their studies or approaches to specific topics. This process helps the scholar to conduct managed research that is connected with the objectives, questions and aims. In this study interpretivism philosophy has been used by the scholar. It is selected due to its major focus on exploring the complexities of human behaviour as well as how effective individuals ascribe to social phenomena. In the context of branding techniques in the beer sector, this philosophy offers a detailed exploration of consumer preferences, perceptions and cultural impacts within the subjective experiences of stakeholders involved in the branding process (Pandey & Pandey, 2015).        
[bookmark: _Toc175846880]3.3 Research Paradigm
The research paradigm is a bunch of philosophical ideas in the study that guide the scholar in overall the study exploration. This process helps the scholar to conduct managed research that is connected with the objectives, questions and aims. In this study interpretivism philosophy has been used by the scholar. The study adopts a constructivist paradigm, which connects with interpretivism as well as heights the socially constructed nature of reality. This is effective for exploring how Bulgarian beer brands create and communicate their identities, as well as how these identities affect the consumer’s choice in the beer sector. It supports the overall exploration in this study as well as interactions between brands and consumers within their cultural and social contexts (Denscombe, 2014).     
[bookmark: _Toc175846881]3.4 Research Approach
This is the process of a scholar to select, conduct, analyse as well as interpret the data in the study. This process helps the scholar to conduct managed research that is connected with the objectives, questions and aims. In this study, the scholar has selected the quantitative research approach which is connected with the primary focus on quantifying the data as well as applying statistical, mathematical, or computational techniques to analyze it (Adams, et al., 2014). This is often used to generate numerical data that could be changed into usable statics in the study while offering a deeper understanding of terns, behaviours, or phenomena across a large sample. The scholar has conducted a short survey to underrate the marketing dynamic related to the objective of this study. By this method, the study aims to highlight the underlying motivations, attitudes as well as behaviour that drive the branding techniques as well as consumer responses in the Bulgarian beer industry.  
[bookmark: _Toc175846882]3.5 Research Strategy

[bookmark: _Toc175846883]In this study, the primary data collection method has been included for gathering firsthand information directly from the sources to address the specific study objectives or questions. This type of data is collected by different methods like surveys, interviews experiments as well as observation to collect the most updated and related data. Unlike secondary data methods which include the source from past existing sources which are not even updated (Dubey & Kothari, 2022). This is often used to generate numerical data that could be changed into usable statics in the study while offering a deeper understanding of trends, behaviours, or phenomena across a large sample. The scholar has conducted a short survey to underrate the marketing dynamic related to the objective of this study.
[bookmark: _Toc175846884]3.6 Ethical Considerations
Ethical consideration in the study is a vital part of every research that shows the reliability, honesty and positivity in the research. It ensures the integrity of the research process and protects the participant’s rights. Confidentiality measures are held to anonymize the personal information in the used secondary data. While the original collection of secondary data manages the issues of voluntary participation, respect for the voluntary nature of participants' initial involvement remains a priority. It is the major responsibility of a scholar to respect and give proper rights to the owner from where the data as well as information has been used in the study (Pandey & Pandey, 2015). Thus, the study is conducted with careful consideration to avoid any potential misuse or misinterpretation of sensitive information, thereby upholding ethical standards throughout the research process.
[bookmark: _Toc175846885]
3.7 Timeline
	Gant chart 
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[bookmark: _Toc175846886]Chapter 4: Data collection & Analysis
[bookmark: _Toc175846887]4.1 Introduction
Data collection is the process of gathering the data to use in the specific research, report or strategy planning. The findings of the research as well as data collection will include the voluble insight related to the beer industry in Bulgaria while highlighting branding strategy. This all will be supported by the secondary data collection method that has been used by the scholar which includes the exploration of various case studies, reports, and market research documents as well as relevant secondary sources related to selected Bulgarian beer brands. The data is collected from different sources like academic journals, industry reports, company websites, marketing campaigns, and news articles. By analysing these strategies, different topics, and theories, this study seeks to find out the factors that enable the local firm to stand and compete with international rivals within the regional and cultural context of Bulgarian consumers.
[bookmark: _Toc175846888]4.2 Data analysis
Questionnaire survey    
Question 1: On a scale of 1 to 5, how strongly do you believe that branding has played a significant role in the historical development of the Bulgarian brewing industry?
	1 (Not significant at all)
	5

	2 (Slightly significant)
	8

	3 (Moderately significant)
	10

	4 (Very significant)
	2

	5 (Extremely significant)
	15



[image: ]
Interpretation: Based on the short survey related to the question of the Bulgarian brewing industry, the consumer's perspective has been clarified with a few questions, the above chart shows the percentage of consumers agreeing on the role of branding in the historical development of the Bulgarian brewing industry. 38% of consumers seem extremely important, 25% of consumers seem moderately important, 20% of consumers seem branding is slightly significant, 12% of them seem it's not at all important as well as 5% of consumers think its a very important thing.  
Question 2: How important do you think cultural background is in shaping the branding strategies of Bulgarian brewing firms?
	Not important
	4

	Slightly important
	6

	Moderately important
	10

	Very important
	15

	Extremely important
	5



[image: ]
Interpretation: The above chart shows the consumer response to the role of cultural background in shaping the strategies of Bulgarian brewing firms. 37% of consumers responded it's a very important aspect that has been affecting the strategies. 25% of consumers see it as moderately important on the other side 15% of consumers think its slightly significant for marketing. 10% of consumers think it is not important as well and 13% of them see it as an extremely important aspect.  
Question 3: Which of the following elements do you consider most essential for the successful differentiation of beer brands in Bulgaria?
	Unique product flavor
	15

	Packaging design
	5

	Brand heritage and tradition
	10

	Advertising and promotion strategies
	5

	Price competitiveness
	5



[image: ]
Interpretation: The above chart highlights a few elements on which various consumers have responded regarding what is necessary for the successful differentiation of beer brands in Bulgaria. 37% of consumers think unique product flavour is important for it, and 25% of consumers responded that brand heritage and tradition are important. 13% of consumers think price competitiveness matter, 13% of consumers seem to support the advertising and promoting strategies and 12% of consumers seems to support the packaging design of the product.  
Question 4: How much do you agree that branding strategies such as market share as well as brand loyalty significantly influence consumer behaviour in the Bulgarian beer market?
	Strongly disagree
	15

	Disagree
	5

	Neutral
	10

	Agree
	5

	Strongly agree
	5



[image: ]
Interpretation: The above chart highlights the consumer reply on how branding strategies such as market share as well as brand loyalty affect consumer behaviour in the Bulgarian beer market. 37% of consumers strongly agree on this, 25% of consumers say it’s neutral 13% of them strongly agree and the other 13% of them agree with the 12% of them disagree on this matter.
Question 5: To what extent do you believe that brand loyalty influences your purchasing decisions when selecting a beer brand in Bulgaria?
	Not at all
	5

	To a small extent
	10

	To a moderate extent
	5

	To a large extent
	10

	To a very large extent
	10



[image: ]
Interpretation: The above chart highlights the consumer reply on how brand loyalty affects their purchasing decision while getting the product. 25% of consumers say not at all, the other 25% of consumers seem to say to a large extent while 25% of them said to a small extent. The other 13% of consumers said it's a moderate extent as well and 12% of consumers said not at all.    

[bookmark: _Toc175846889]4.3 Data discussion
Branding is a way for businesses to promote and differentiate themselves from other competitors and brands. The major goal of branding is to gain space in the minds of targeted consumers of the general public while becoming their most suitable and preferred option in the market. Effective branding is important for implementing a strong market presence as well as building a strong connection with the consumers. It helps the companies to promote and differentiate itself from the other competitors and brands. Since the beginning Bulgarian market has been focused on the local heritage, quality and craftsmanship (Török, et al., 2020). The cultural background of Bulgarian consumers effectively shapes the branding strategies within the beer sector. The consumer’s preferences and expectations are also connected with the cultural heritage which shows that the effective brand should tap into these cultural nuances to resonate with local consumers. The brands are adapting new techniques such as logos, unique ways to promote as well as marketing campaigns. 
Differentiating the brand from others is important to get a competitive advantage, there are various strategies used in the Bulgarian market that include quality, product innovation, brand values as well as brand heritage. The brands that highlight their local origins, cultural images as well as their needs could be directly connected with their needs and preferences. It is also important to address the consumer’s needs, changing behaviour and preferences, differentiation is a major part of branding that makes a brand powerful over other brand(Salantă, et al., 2020).  It allows the brand to stand out competitively in the markets offering unique needs and preferences. Branding typically includes a design, phase and ideas that could easily be identifiable to the public. It could consist of a brand name, logo or visual as well as values etc. The other elements could be including the brand’s identity, colours, typography, and imagery, the branding helps the company to differentiate their products from different brands. The branding techniques in Bulgaria’s beer sector have been affecting the consumer’s loyalty. The techniques include product innovation and emotional bonding with the consumers. It fosters consumer loyalty where the consumers are more likely to connect with the brand repeatedly. Thus, branding has a strong impact on purchasing decisions, as a strong brand could evoke positive associations and emotions, which can sway consumers to choose it over competitors (Olajire, 2020).
[bookmark: _Toc175846890]4.4 Summary
Overall chapter offers the valuable insight into the data analysis that provides useful sources related to the beer industry in Bulgaria while highlighting branding strategy. This has been supported by the secondary data collection method that has been used by the scholar which includes the exploration of various case studies, reports, and market research documents as well as relevant secondary sources related to selected Bulgarian beer brands. The major goal of branding is to gain space in the minds of targeted consumers of the general public while becoming their most suitable and preferred option in the market. Effective branding is important for implementing a strong market presence as well as building a strong connection with the consumers.

[bookmark: _Toc174113092][bookmark: _Toc175846891]Chapter 5: Conclusion
[bookmark: _Toc174113093][bookmark: _Toc175846892]5.1 Introduction 
This chapter aims to offer a detailed conclusion, findings and results of the study while focusing on the questions, objectives, literature review as well as analysis. This will explore the used methodology, and study aims while analysing the findings. This will include the implications and suggestions for the marketing improvement of the beer sector with the limitations and suggestions for further study.
[bookmark: _Toc174113094][bookmark: _Toc175846893]5.1 Review of the core aim and methodology
The major core aim of this study is to identify how Bulgarian beer producers use branding strategies in an attempt to establish the effects on the consumers, market share, and competition. It provides a firm understanding of the factors that facilitate branding to succeed in the cutthroat and competitive Bulgarian market (Lerro, et al., 2020)(. Bulgarian native companies are struggling with global competitors and meet some problems while interacting with MNCs. This highlights the fundamental need to grasp the fundamental aspects and intricate details of branding within the Bulgarian context. The secondary data collection methods have been used by the scholar which includes the exploration of various case studies, reports, and market research documents as well as relevant secondary sources related to selected Bulgarian beer brands. This strategy offers valuable derailed analysis as well as proper identification of common themes as well as patterns within different brands. 
[bookmark: _Toc174113095][bookmark: _Toc175846894]5.2 Analysis and discussion of findings
The exploration of the secondary data with various sources included diverse valuable insights, the major goal of branding is to gain space in the minds of targeted consumers of the general public while becoming their most suitable and preferred option in the market. Branding typically includes a design, phase and ideas that could easily be identifiable to the public. It could consist of a brand name, logo or visual as well as values etc. Since the beginning Bulgarian market has been focused on local heritage, quality and craftsmanship (Ihemereze, et al., 2023). The cultural background of Bulgarian consumers effectively shapes the branding strategies within the beer sector. Branding in the beer sector includes various issues and limitations that affect the brand's overall operations. The high competition in the market is a major issue in the beer sector, as the market has several brands that are connected with the consumers. Additionally changing consumer preferences is a major challenge for the brands in the beer sector, the trends such as health consciousness, the rise of craft beers and the growing demand of sustainability concerns necessitate continuous adaptation by brands to remain relevant.
Moreover, differentiating the brand from others is important to get a competitive advantage, there are various strategies used in the Bulgarian market that include quality, product innovation, brand values as well as brand heritage. In the findings, it has been clear that consumers are being active as well as healthy conscious (O’Brien, 2020). The organizations need to promote these needs and the perspective of the consumers to gain marketing insights. The consumer consciousness towards their healthy life. It also reviews production techniques for these beers. 
[bookmark: _Toc174113096][bookmark: _Toc175846895]5.3 Limitations
The study has used secondary data that includes sources from various case studies, reports, and market research documents as well as relevant secondary sources related to selected Bulgarian beer brands. The secondary data has some bias which could affect the study findings as well and the limited source that has been used in the study could affect the overall result. The secondary data does not include numerical data as well as the limited information could not offer an overall perspective on the study. These limitations could affect the result of the study while also affecting its validity. 
[bookmark: _Toc174113097][bookmark: _Toc175846896]5.4 Recommendations
Bulgarian native companies are struggling with global competitors and meet some problems while interacting with MNCs. There are various ways and strategies to fulfil the fundamental aspects and intricate details of branding within the Bulgarian context. The organizations could use various branding strategies to promote their product in the markets. Branding typically includes a design, phase and ideas that could easily be identifiable to the public. It could consist of a brand name, logo or visual as well as values etc. Since the beginning Bulgarian market has been focused on local heritage, quality and craftsmanship (Reid, et al., 2020). One effective branding is product branding which is an effective process that includes making a unique identity for each product offered by the company. This strategy is often used by beer manufacturers to differentiate their different types of beers such as lager, ale, stout etc. The other elements could be including the brand’s identity, colours, typography, and imagery, the branding helps the company to differentiate their products from other brands. The organizations could offer new products by highlighting their unique values and focusing on the consumer's needs. 
As consumers are being active about their needs and health-related aspects it has become important for the companies to follow their needs. The organizations need to promote these needs and the perspective of the consumers to gain marketing insights (Cao & Li, 2024). The consumer consciousness towards their healthy life. It also reviews production techniques for these beers. 

[bookmark: _Toc174113098][bookmark: _Toc175846897]5.5 Summary
Overall chapter has briefly explained the conclusion of this study and explored the methodology, and study aims while analysing the findings. This included the implication and suggestions for the marketing improvement of the beer sector with the limitations and suggestion for further study. Branding typically includes a design, phase and ideas that could easily be identifiable to the public. It could consist of a brand name, logo or visual as well as values etc. The recommendation includes some strategies for branding in the market to promote the products.  
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