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Abstract 
This research tends to investigate the factors influencing preference for 
brands of beer and determine their relationship with brand preference of beer 
consumption in keffi, Nasarawa state. The study relied on survey research 
design and the population of this study was people who were over 18 years of 
age and had experience in drinking beer for either once or on regular basis in 
keffi. A sample of 354 beer consumers was systematically selected for this 
study. The sample of this research was gathered using the non-probability 
sampling methods in terms of convenience sampling by collecting data only 
with respondents who were willing to cooperate with the researcher. Data 
were analyzed using tables and percentage to group the reaction of 
respondents to the questions asked. The inferential statistical tool used to 
analyze the relationship between the independent and dependent variables is 
the Pearson Product moment Correlation analysis. The study found out that 
significant positive relationship exists between advertisement and beer 
consumption in keffi. The study recommends that communication which 
brings the customer closer to the various brands should be encouraged and 
advertisement should be done with the psychological state of the consumers 
in mind. 
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Introduction 
When competition is keen and the manufacturers are faced with brand 
choices, it becomes imperative for the manufacturers to understand the major 
factors that can attract the attention of buyers to their own brand. The 
availability of such different brands in the market has led to the cut-throat 
competition for increased market share being witnessed among the operators 
in the industry. So, the issue is to find an answer to this question “why and 
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from where goods or services are purchased and how they are used and 
explored”. Determination of the requests and needs of customers and 
identification of variables is the thing that needs to be done.  
Consumer brand preference is an essential step in understanding consumer 
brand choice and has always received great attention from marketers. Brand 
preferences represent consumer dispositions to favour a particular brand 
(Overby and Lee, 2006). It refers to the behavioural tendencies reflecting the 
extent to which consumers favour one brand over another (Hellier et al., 
2003; Zajonc and Markus, 1980). Brand preference is close to reality in terms 
of reflecting consumer evaluation of brands. In the marketplace, consumers 
often face situations of selecting from several options (Dhar, 1999).    
Beer has been widely consumed from time immemorial for several reasons 
like relaxants, euphoric effect, recreational purposes, artistic inspiration as 
aphrodisiac and so forth. Young people are the main customers for the most 
brands. Mitchel and Tomo (2005) observed that years ago, there were handful 
of beer brands in Nigeria, but today, there are several breweries brewing 
millions of hector litres of beer under different brand names.  
Consumer preferences for brands reflect three responses: cognitive, affective 
and conative or behavioural (Grimm, 2005). The cognitive components 
encompass the utilitarian beliefs of brand elements (Bagozzi, 1982; Grimm, 
2005: Zajonc and Markus, 1982). The affective responses refer to the degree 
of liking or favouring that reflects consumer feelings towards the brand 
(Grimm, 2005; Hsee et al., 2009; Zajonc and Markus, 1982; Zajonc, 1980). The 
conative or behavioural tendencies are denoted by Zajonc and Markus (1982) 
as the consumers’ predicted or approached act towards the object. It is the 
revealed preference exhibited in consumers’ choices (Hsee et al., 2009). 
Chernev et al., (2011) assumes that the association of behavioural outcome, 
such as willingness to pay and brand preference. These are assumed to be 
associated with the behavioural tendencies (Chernev et al., 2011). 
Preferences facilitate consumers’ choice by enhancing their intentions 
towards the favoured brand. Actual purchasing behaviour is likely to 
correspond to intentions; the mechanism of intention formation provides 
evidence of persistent consumer preferences (Van Kerckhove et al., 2012). 
The consistency between consumer preferences and choices adds to the 
predictive validity of preference statement over attitude (Bither and Wright, 
1977; Hellier et al., 2003). Cobb-Walgren et al. (1995) report that attitude is 
a poor indicator of marketplace behaviour. The bias position consumers 
constitute toward a certain brand, created from comparative judgement 
between alternatives, reflects the brand strength (Biel, 1992). Thus, changes 
in consumer brand preferences are reflected on the brand performance and 
market shares (Sriram et al., 2006). In addition, brand preference combines 
the desired attributes and consumer perceptions; thus, it offers an indirect 
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and unobtrusive way to assess salient attributes (Keller, 1993; O’Connor and 
Sullivan 1995; Schoenfelder and Harris, 2004).     
 
Statement of the Problem 
Brand preference research has been investigated over the years and has 
intensified as products with similar attributes become more proliferated in 
the market place which makes it difficult for consumers to be loyal to a 
particular brand. Consumers now find it very easy switching from one brand 
to the other with similar attributes. It is against this backdrop that we set out 
to find out the influence of different beer brands on consumers with reference 
to advertisement, peer group influence, and the influence of situational 
variation brand choice in the beer category. Unfortunately, however, among 
previous brand preference literature, there have been very few studies 
involving the product category of beer (Woodside and flect  1979, Charlton 
and Enhrenburg, 1973, Orth et al 2004). Much of the brand preference 
research has been through probability models to test the impact of marketing 
mix variables (4p’s) as a predictor of brand preference of beer consumers  
 
Research Question 

1. How does advertisement influence brand preference of beer 
consumers in keffi town,  Nasarawa state. 

2. To what extent does peer group influences brand preference for 
beer in keffi town, Nasarawa State. 

3. To what degree does situational variations influences brand choices 
in the beer category in keffi town, Nasarawa state.   

 
Objectives of the study 
The broad objective of the survey is to evaluate factors that influences brand 
preference of beer consumption; and the specific objectives are to: 

1. assess the effect of advertisement on brand preference for beer in 
keffi town.  

2. evaluate the effect of peer group influence on brand preference for 
beer in keffi town.  

3. determine the effect of situational variation on brand preference for 
beer in keffi town.  

 
Hypotheses 
H01: Advertisement has no influence on consumer brand preference for beer 
consumers in keffi town, Nasarawa state.  
H02: Peer group influence has no significant positive relationship on brand 
preference of beer in  keffi town, Nasarawa state. 
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 H03: Situational variation has no significant effect on brand preference of beer 
in keffi town, Nasarawa state.  
 
Significance of the Study 
There is a growing interest in understanding how and why brand preference 
and choice vary in the product category of beer especially among youths. This 
study provides an in-depth understanding for such choice dynamics and how 
it can help marketing managers and practitioners design marketing 
programmes that will evolve with their customers’ overtime. The result of the 
study will contribute to the awareness of the relationship between the 
identified factors (advertisement, peer group influence and situational 
variation of the consumers) and brand preference in the beer category. This 
study will form a basis of reference for marketing academics and practitioners 
in the subject of brand preference. 
 
Literature review 
Concept of Branding 
Branding is important to consumers and marketers as well as sellers. Bearden 
et al. (2007) listed the following as the importance of branding: To a 
consumer; branding facilitates buying. It helps buyers identify products that 
might benefit them. If there were no brands, consumers would have to 
evaluate the non-branded products available every time they go shopping. 
They would never be so sure that they are purchasing the specific desired 
products and would have difficulty evaluating the quality of some. Keller 
(2003) opine that when selecting from among branded products, consumers 
can purchase with specifications in mind and be sure of their quality. Branding 
also provides psychological benefits to consumers; some buyers derive 
pleasure in owning brands with images of prestige. These brands convey 
status, for example Eva bottled water, as opposed to buying sachet 
water.  From a marketer’s point of view, branding has considerable value 
(Kotler et al., 2003; Kotler and Armstrong, 2006). 
Adeleye (2003) describes a brand as the name attached to a product or 
service. The author added that a brand upon close inspection represents many 
more intangible aspects of a product or service: a collection of feelings and 
perceptions about quality, image, lifestyle and status. Other researchers 
argued that a brand creates in the mind of customers and prospects the 
perception that there is no product or service in the market that is quite like 
yours (Keller, 2006; Ajagbe, 2007; Solomon et al., 2012).  A brand offers the 
customer a guarantee and then delivers on it. Kotler (2000) stressed that 
branding is more than just a business buzzword. For Keller (2003), the 
concept of brand name has become the crux of selling in the new economy. 
The author added fur old marketing mantra was," Nothing happens until 
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somebody sells something," the new philosophy could be" Nothing happens 
until somebody brands something" (McCarthy, 2002). A brand can be used to 
represent the benefit of a product to include those associated with specific 
product features. However, those relevant to the product purchase and use 
experience makes it easier to differentiate a company’s product from 
competing offerings. The seller’s brand name and trademark provide legal 
protection for unique product features that otherwise might be copied by 
competitors. According to Kotler and Keller (2006). Fournier (1998) argued 
that most consumers attach a lot of importance to the brand name of the 
product they are willing to purchase, hence branding increases consumer 
loyalty. Branding serves as a dependable guide to quality products.  
 
Brand preference 
Brand preference is a measure of brand loyalty in which a consumer will 
choose a particular brand in presence of competing brands, but will accept 
substitutes if that brand is not available. Selective demand for a company’s 
brand rather than product, the degree to which consumers prefer one brand 
over another. Changes in consumer brand preferences are reflected on the 
brand performance and market shares (Sriram et al., 2006). In addition, brand 
preference combines the desired attributes and consumer perceptions; thus, 
it offers an indirect and unobtrusive way to assess salient attributes (Keller, 
1993; O’Connor and Sullivan 1995; Schoenfelder and Harris, 2004). 
Therefore, uncovering consumer brand preferences are considered critical 
input to design successful brand strategy, brand positioning, and gives 
insights to product development (Alamro and Rowley, 2011; Alamro, 2010; 
Horsky et al., 2006). Consequently, understanding brand preferences 
contributes in building strong brands able to build long-term relationship 
with consumers. The percentage of people who claim that a particular brand 
is their choice. It represents which brands are preferred under the assumption 
of equality of price and availability. In every product category, consumers 
have more choices, more information and higher expectations than ever 
before. To move consumer from trial to preference, brands need to deliver on 
their value preposition, as well as dislodge someone else from the consumer’s 
existing preference set. Preference is a scale, and brands move up, down and 
even off that scale with and without a vigilant management strategy.  
Additionally, identifying patterns of consumer preference across the 
population and uncovering consumer heterogeneity is vital for designing and 
developing innovative marketing strategies (Russell and Kamakura, 1997), 
 
Advertising influence 
Advertising is a non-personal paid form where ideas, concept, products or 
services and information are promoted through media (visual, verbal and 
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text) by an identified sponsor (Ayanwale et al, 2005, Bovee et al, 1995). Of all 
marketing weapons, advertising is renowned for its lasting impact on viewers 
mind and its exposure is much broader (Katke, 2007) Mackenzie (2004) 
stated that advertisements inform consumers about the existence and 
benefits of products and services, and to persuade consumers to buy them. 
Moreover, Kotler et al (2005) claim that advertising aim at attaining target 
consumers to either think or react to the product or brand. As a method of 
achieving advertisement goals, advertisements as well as their content play a 
vital role in the process of commercial communication. More specifically, it is 
the advertised product and brand as well as the content of the advertisement 
that determine greater or lesser memory retention among the consumers 
(Royo-vela, 2005). Homer (2001) further stated that liking advertising 
message and content increases the tendency to like the product. That many 
firms use celebrity as the source of their marketing communication because 
celebrity source may attract more attention to the advertisement than non-
celebrity. That consumer may associate characteristics of the celebrity with 
attributes of the product which coincide with their needs or desire. Panchayat 
(2001) states that advertising tends to use psychological tactics which makes 
people buy the product. They project images and brand consciousness, create 
new ideas, exploit insecurities of consumers, fulfill their secret needs, use 
famous personalities and run lotteries.  
 
Peer Group Influence  
The role of peer group on purchase decision amongst youngsters has been 
stated to be an important influence in many research studies (Fan &Li, 2010; 
Hawkins & Coney, 1974; Williams & Burns, 2001). Peer pressure, or the direct 
or indirect encouragement from one’s own age group to engage in activities 
that they may or may not want to engage in (Santor, Messervey, & Kusumakar, 
2000), is a major factor in the development of risk-taking behaviours (e.g., 
alcohol use, drug use, and tobacco use; (Lewis & Lewis, 1984). Peers act as an 
influential model by introducing, providing, or pressuring risky activities (i.e., 
alcohol use) to other peers (Kinard & Webster, 2010). By modelling these 
behaviours to their peers, college students are viewing alcohol use as a 
positive and socially acceptable experience (Kinard & Webster, 2011). 
However, what college students fail to take into consideration are the negative 
consequences that are related to alcohol use, especially within a peer group 
context. (http://steinhardt.nyu.edu/opus/issues/2011/fall/peer ). Peer 
pressure in buying can be seen when we see friends shopping together at 
malls or when activities such as smoking and alcohol are increasing. It not only 
affects the actual purchase but also influences the attitude such as retailing 
and spending capacities of teens. 
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Situational Variation of the consumer 
Benefits sought out by consumers can differ based on the situation that the 
consumer is in (Yang et al. 2002). According to Belk (1974), “Situations may 
be defined as those factors particular to a time and place of observation which 
have a demonstrable and systemic effect on behaviour” (p. 157). Consumers 
evaluate brands in different manners based on the situation (Vazquez et al. 
2002).  
Research has indicated that consumer preferences change according to their 
environment (Quester and Smart, 1998; Lai, 1991, Belk, 1974). According to 
Lai (1991), there are three types of situations that are used in marketing 
strategy among situational factors: communication situation, purchase 
situation, and consumption situation. Situational drivers should have a 
frequent number of customers per situation. In addition, each situation must 
be clearly different than the other in order to account for variance measures. 
Therefore, effects from environmental factors are not homogenous but rather 
heterogeneous (Miller and Ginter, 1979; Yang et al. 2002). 
 A consumer might choose a brand based on being in different situations and 
will therefore, be motivated to drink a certain brand (Yang et al. 2002). 
According to drinking studies, around 80% of young people’s total alcohol 
consumption occurs at a public place (Knibbe et al. 1991). The greatest 
occurrences of drinking are in the home or in bars (Wilks and Callan, 1990). 
In addition, heavy and light drinkers tend to drink twice as much during 
“happy hours” in bars than they do during times that are not involved in such 
promotions. Therefore, there are some interaction effects of brand benefits 
based on situational factors (Babor et al. 1978; Orth, 2005). Consumers may 
face similar environments, but there are several motivating conditions that 
play a role on brand choice depending on the consumer (Yang et al. 2002). 
Several studies have shown this idea of situational influences proving that 
individuals prefer to drink different brands based on different occasions 
(Bearden and Etzel, 1982). For example, Quester and Smart (1998) used the 
purchase of a bottle of red wine for a drink during the week (alone or with 
one’s family) over dinner, for a dinner party at a friend’s house on a weekend 
(with 5 to 6 close friends), and as a gift for an employer or respected friend. 
Orth (2005) evaluated three different situations based on drinking red wine 
with the same scale from Quester and Smart. Miller and Ginter (1979) 
explored situational impacts on brand choice with respect to fast food 
restaurants. The situation variations analyzed were lunch on a weekday, 
snack during a shopping trip, evening meal when rushed for time, and evening 
meal with the family when not rushed for time. All of the studies involving 
situational factors demonstrated significance based on impacting brand 
choice (Orth, 2005; Miller and Ginter, 1979). Areas that have been studied 
with situational drivers include product involvement, brand choice, and 
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product attributes. High product involvement was considered a factor that 
influences behaviors with the interaction of situational drivers. Product 
factors have different levels of importance to consumers based on situation. 
Brand choice has been found to be impacted significantly by situational 
factors (Orth, 2005; Quester and Smart, 1998; Miller and Ginter, 1979; Yang 
et al. 2002). It is important for marketers to understand where brands are 
effective in given situations. This gives marketers insights as to where the 
brands are being effectively communicated, purchased, and consumed (Miller 
and Ginter, 1979; Quester and Smart, 1998). 
 
Empirical study 
Advertising influence  
In every product category, consumers have more choices, more information 
and higher expectations than ever before. To move consumer from trial to 
preference, brands need to deliver on their value preposition, as well as 
dislodge someone else from the consumer’s existing preference set. 
Preference is a scale, and brands move up, down and even off that scale with 
and without a vigilant management strategy. 
The study of Karadeniz. M (2013) on the effects of advertisements on the 
consumers’ brand preference of white goods. The relationship between brand 
and advertisement was studied. Exploring the effects of advertisements on the 
brand preference of white goods.  Exploratory survey design and 
questionnaire were used to gather data. The sample size was 306 viewers and 
listeners of adverts. The role and effect of TV advertising on consumers’ brand 
preferences have been examined using t-test and ANOVA test. The study 
found that advertisements has positive significant effect on consumer 
preferences for white goods.  
Adeolu B. Ayanwale (2005) in their study “The Influence of Advertising on 
Consumer Brand Preference” he said when competition is keen and the 
consumers are faced with brand choice in the market, it becomes imperative 
for the manufacturers to understand the major factors that can attract the 
attention of buyers to his own brand. These then form the basis for marketing 
panning and action. This study, which was based on a survey of 315 randomly 
selected consumers of food drinks in Lagos, Ibadan and Ile-Ife, cities in 
Southwestern Nigeria, examined the role played by advertising in influencing 
consumers’ preference for Bournvita, which is one of the leading food drinks 
in the Food and Beverage industry in Nigeria. Results revealed that both male 
and female and different age groups were equally influenced by advertising in 
their preference for the brand. 38.73% of the consumers showed preference 
for Bournvita out of the various brands of the food drink studied. The major 
reasons advanced for the preference are its captivating advertising (42.62%) 
and rich quality (40.16%). TV advertising was most preferred by 71.43% of 
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the respondents of all the media used in advertising Bournvita. The need for 
high preference to advertising is therefore highlighted for companies that 
want to not only retain their market but take positive steps to increase their 
market share. 
Homer (2001) study the mediating role of attitude towards advert. He 
examined the fact that liking advertising message and content increases the 
tendency to prefer the brand so advertised. That many firms use celebrity as 
the source of their marketing communication because celebrity source may 
attract more attention to the advertisement than non-celebrity, and they can 
associate characteristics of the celebrity with attributes of the brand which 
coincide with their needs or desire.  
Also, Penchayat (2001) captures the advertising exposure, loyalty and brand 
purchase. it states that advertising tends to use psychological tactics which 
makes people buy the brand, by projecting images and brand consciousness, 
create ideas, exploit insecurity of consumers, fulfil their secret needs, use 
famous personalities and run lotteries.  
 
Peer group influence 
Bearden M, (1982) conducted a study on reference group influence on 
product and brand purchase decision. The study was based on a survey 
method and 100 questionnaires was administered and 57 usable responses 
were collected. The result indicated that consumers’ preference is 
significantly influenced by one’s peer. That peer pressure is a strong factor 
that determine a consumers’ purchasing choice. Its stated that everyone 
belongs to a group of some sort, friends to neighbours and co-workers. Rather 
than get left out, people purchase products and all brands that make them fit 
in. 
The study conducted by Matzler, Bidmon, and Grabner-Krauter (2006) on 
individual determinants of brand effects. The study observed that the 
existence of a relationship between personality traits, hedonic value, brand 
affect, and loyalty. Peer group influence was established as a factor for an 
individual’s cognitive behaviour. An individual’s personality, attitude, and 
perception are all shaped by the peer-group. Hence, it can be drawn that the 
processing of informational cues given by any promotion would also be 
affected by peer group. 
Peer group influence was established as a factor for an individual’s cognitive 
behaviour. An individual’s personality, attitude, and perception are all shaped 
by the peer-group. The study conducted by Matzler, Bidmon, and Grabner-
Krauter (2006) observes the existence of a relationship between personality 
traits, hedonic value, brand affect, and loyalty. Hence, it can be drawn that the 
processing of informational cues given by any promotion would also be 
affected by peer group. 
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Situational variation 
Vazquez et al, (2002) conducted a study on consumer base brand equity: 
Development and validation of measurement instrument. The study revealed 
that brand preference changes across environment depending on the benefit 
sought by the consumer in respect to the environment. Some consumers may 
want to have a refine taste in one environment, while in different  
Orth, U. J Brand Management (2005) also conducted a study on drivers of 
intrapersonal variation in individual brand choice across consumption 
situations. Based on a consumer sample, it was established that individual 
choice of wine brands varied across three situations, depending on whether 
the wine was chosen for self-consumption, hosting friends or as a gift. 
Similarly, four of the six benefits desired by consumers in wine were found to 
vary. Quality and social benefits were more important in the ‘host’ and ‘gift’ 
situation, and value-for-money and emotional benefits were more important 
in the ‘self’ consumption scenario. While no situational variation was found 
for environmental and health benefits, these factors were found to influence 
brand choice as well. The results further point to drivers of differential brand 
choice particularly consumer personality (susceptibility to interpersonal 
influence and product-category involvement), consumer situational 
disposition (risk-taking, variety-seeking and curiosity), purchasing behaviour 
(spending per bottle and purchasing frequency) and demographics (age and 
gender). The findings will assist managers in tailoring brands to both 
consumers and consumption situations. environment a different taste.  
 
Theoretical framework 
Theories of adoption have often been used to explain how consumers form 
preference for various goods and services (Rogers, 1995, Tornasky and Klein, 
1982; Mason, 1990; Charlotte, 1999). Generally, those theories emphasize on 
the importance of triability, relative advantage, risk, lost, social approval, 
product characteristics. Equally, several studies have long speculated that 
brand preference could be a function of past consumption which could enter 
expected utility directly (Becker and Murphy, 1988). Through switching cost 
(Klemperer, 1987) or through beliefs about quality (Schmalensee, 1982). It 
could depend on past exposure to advertising (Schmalensee, 1983, 
Doraszelski and Mankovich 2007), or past observations of the behaviour of 
others as in Ellison and Fundenberg (1995). At the extreme, brand preference 
could be entirely determined by experience in childhood (Berkman, Lindquist 
and Sirgy, 1997). All have tremendous impact on the position of our brand in 
the consumers preference set, but the relative importance of each factor 
depends on the nature of industry under consideration, location and social 
characteristics of the consumer of different brands. 
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Methodology 
The sample size was determined with the use of Topman formula as presented 
below (Hair et al, 2005). 
n =     Z2 PxQ       
                E2  
Where:   n = required sample size    
Z = Degree of confidence (i.e. 1.96)2   
 P = Probability of positive response    
Q = Probability of negative response   
 E = Tolerable error (0.05)2  
In a pilot study of fifteen (15) beer consumers by the researchers, nine (9) 
persons interviewed indicated that the variables outlined in the pilot survey 
instrument are strongly considered in their brand preference of beer, while 
six (6) of them indicated that the variables outline were not strongly 
considered. Therefore, the sample size was determined thus:  
  
Z = (1.96)2   n = (1.96)2 x 0.6 x0.4         
                                          (0.05)2   
P = 9/15          =      3.8 x0.6 x 0.4    Q= 6/15        
   0.0025 
E= (0.05)2      n = 369 
The sample was drawn from beer consumers at 4 different beer drinking 
points in keffi town.  (Me and You, Thrillers pop, Mingles bar and Kakaki,.) The 
study was conducted using questionnaires partly administered by the 
researcher himself and assisted by a team of university undergraduate 
students. Out of the 369-questionnaire distributed to respondents, only 354 
of the returned copies were properly filled out and used for this study. This 
represents a response rate of 96.63%. A structured questionnaire-based 
Likert type scale was used as a major instrument of data collection. The 
questionnaire consisted of three sections. The first section elicited 
information on the demographic characteristics of the respondents, the 
second section was made-up of items that sought information on the 
independent variables of the study (i.e., advertisement, peer group influence, 
and situation variable of the consumer). While the third section measured the 
dependent variables of the study (i.e. brand preference). 
 
Result and discussion 
This study examined the factors influencing brand preference of beer 
consumption in keffi area of Nasarawa State. The respondents were asked to 
indicate the brand of beer they preferred most. Their responses are as 
indicated in table below: 
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Table I: RESPONDENTS MOST PREFERERED BRAND OF BEER 
Option  No of Respondent  Percentage 
Guiness Stout 36 10.17 
Harp lager Beer 28 7.91 
Star Lager Beer 94 26.55 
Gulder 71 20.06 
Heineken 50 14.12 
Trophy 52 14.69 
Budwiser 23 6.50 
Total  354 100 

Source: Survey  
 
Table I shows that 36 respondents or 10.17 percent of the respondents 
preferred Guinness stout, 28 respondents (7.91%) preferred Harp beer, 94 
respondents (26.55%) preferred star beer, 71 respondent (20.06%) 
preferred Gulder, 50 respondents (14.12%) preferred Heineken, 52 
respondents (14.69%) preferred Trophy, while 23 respondents (6.50%) 
preferred Budwiser. 
 
Table II: Summary presentation of scores of the respondents on the factors 
influencing brand preference of beer consumption (x1 x2 x3 & y). 

Variables                                                        Five point Likert scale                                              Scores 
                                                             
                                                                     1             2        3       4        5 
Brand preference           Y                            440       372    111    156    58                                       1137            
Advertisement               X1                         400       420      60     140    79                                        1099 
Peer group influence     X2                                         440           372     66     148    76                                        1106 
Situational variation       X3                                        605       625     69    104     45                                       1275     

Source: Analysis of field survey 
 
Table II: This Presents summary of scores of the three hundred and fifty-four 
sampled respondents (x1, x2, x3 & y) on the factors influencing brand 
preference of beer consumption in keffi. Each respondent was to indicate the 
degree of agreement or disagreement with some statements related to the 
independent variables (i.e Advertisement, x1, peer group influence, x2, 
situation variation, x3), and the scoring was based on likert summated scale in 
which the maximum score for each independent factor is 1770, only if the total 
respondent of 354 indicated strongly agree (5), and a minimum score of 354 
only if the total respondent of 354 had indicated strongly disagreed (1). The 
table further revealed that the sum of scores for factor x1, (influence of 
advertisement) stood at 1099, factor x2, (peer group influence) is 1106, x3 
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(situational variation) is 1275, while the scores for the dependent variable (Y) 
is 1137. The various scores as indicated was used to represent X and Y on the 
correlation analysis for each of the variables tested for this study. The first 
hypothesis stated the nature of relationship between advertisement for a 
brand of beer and consumer’s preference for that brand. 
Table three shows the result of correlation test between advertisement and 
brand preference of beer consumption. 
 
Table III: Person Product Moment Correlation result between advertisement 
and brand preference of beer. 

Variables                             ∑x                     ∑x2 
                                                                                                             ∑xy                      r                      r-crit 
                                           ∑y                      ∑y2 
Advertisement ( x1)          1099                   365841 
                                                                                                            372882                1.0                        0.76 
Brand preference (y)      1137                    372005 

   P > 0.05; df = 5 Critical r value 0.76 
 
Statistical analysis shows that there is a positive relationship between 
advertisement and brand preference of beer consumers. The high coefficient 
(r = 1.0) indicates that the co-variation between advertisement and brand 
preference could be explained. This explains that advertisement is a sufficient 
factor in predicting consumers brand preference of beer. The influence of 
advertisement in consumers’ preference of beer according to Homer (2001) 
can be seen in the fact that liking advertising message and content increases 
the tendency to prefer the brand so advertised.  
Table four presents the summary of data analysis and correlation test to 
determine the significance of the relationship between peer group influence 
and brand preference of beer consumption.  
 
Table IV: Person Product Moment Correlation result between peer group 
influence and brand   preference of beer  

Variables                             ∑x                     ∑x2 
                                                                                         ∑xy                      r                r-crit 
                                           ∑y                      ∑y2 
Peer group influence ( x2)  1106                   392212 
                                                                                           37409                0.96               
0.76 

Brand preference   (y)       1137                    372005 

    P > 0.05; df = 5, critical r value 0.76 
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Correlation coefficient of 0.96 lend credence to the hypothesis that there is a 
direct positive relationship between peer group influence and brand 
preference of beer consumers. The high coefficient (r = 0.96) of 
determination also indicates that the correlation between peer group 
influence and brand preference of beer could be attributed to the former. This 
finding is supported by many studies in extant literature about the 
relationship of peer group influence and brand preference of beer consumers. 
Bearden and Etzel (1982) has indicated that consumers’ preference is 
significantly influenced by one’s peer. That peer pressure is a strong factor 
that determine a consumers’ purchasing choice. They stated that everyone 
belongs to a group of some sort, friends to neighbours and co-workers. Rather 
than get left out, people purchase products and all brands that make them fit 
in. Table five Presents the summary of data analysis and correlation test to 
determine consumers’ situational variation and brand preference of beer.  
 
Table V: Person Product Moment Correlation result between situational 
variation of the consumer and      brand preference of beer.  

Variables                             ∑x                     ∑x2 
                                                                                        ∑xy                      r             r-crit 
                                           ∑y                      ∑y2 
Situational variation (x3) 1275                   587931 
                                                                                        460837                0.98              0
.76 
Brand preference (y)       1137                    37200 

     P > 0.05, df = 5, crit r value, 0.76 
 
Statistical analysis shows that situational variation of the consumer is a 
predictor variable in a consumers’ preference of beer consumption. This is 
consistent with the works of (Vazquez et al, 2002) which revealed that brand 
preference changes across environment, because the benefit sought by the 
consumer changes. Those consumers may want to have a refine taste while in 
different environment. Supporting this view is Yang et al (2002) when they 
opine that consumer might choose a brand based on being in a different 
situation and will therefore be motivated to drink a certain brand. That the 
consumer may face a similar environment but there are several motivating 
conditions that play a role in brand choice depending on the consumers’ 
environment.   

H01: The analysis shows that there is a positive relationship between 
advertisement and brand preference of beer consumers. The high 
coefficient (r = 1.0) indicates that the co-variation between 
advertisement and brand preference is a sufficient factor in predicting 
consumers brand preference of beer. 
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H02: Correlation coefficient of 0.96 lend credence to the hypothesis that 
there is a direct positive relationship between peer group influence and 
brand preference of beer consumers.  

H03: Statistical analysis shows that situational variation of the consumer is 
a predictor variable in a consumers’ preference of beer consumption 
and has a significant positive effect in influencing brand preference 
depending on the nature of the environment and the situation.  

 
Conclusion and recommendations 
The study concludes from the findings that advertisement has a sufficient 
factor in predicting consumers brand preference of beer. The influence of 
advertisement in consumers’ preference of beer can be seen in the fact that 
liking advertising message and content increases the tendency to prefer the 
brand so advertised. Therefore, advertisement agencies should try and use 
psychological tactics which makes people buy the brand, by projecting images 
of famous personality and group purchases that ignites their brand 
consciousness. Peer group influence on the other hand has a direct positive 
relationship with brand preference of beer. It also concludes that consumers’ 
preference is significantly influenced by one’s peer. That peer pressure is a 
strong factor that determine a consumers’ purchasing choice especially for 
publicly consumed products. The study therefore recommends in line with the 
findings and conclusions of the study as follows:  

1.  Communication has strong effect on brand preference so firms should 
adopt the use of celebrity for their marketing communication because 
celebrity may attract more attention to the advertisement than non-
celebrity, and they should associate characteristics of the celebrity with 
attributes of the brand that coincide with their needs or desire. 

2. The pairing of stimulus the audience like brings about attention, 
interest, desire, and action since peer group influence is also a strong 
variable as observed in the study. Secondly, since peer pressure is a 
strong factor that determine consumers’ purchasing choice, rather 
than get left out, firms should incorporate people-oriented products in 
all brands that make them fit in.  

3. Lastly, the effect of situation is not the same for all brands. 
Advertisement agencies should try and use psychological tactics which 
makes people buy the brand, by projecting images of famous 
personality and group purchases that ignites their brand 
consciousness and depict friendship situation. Environmental 
motivating conditions such as consumer personality, consumer 
situational and demographics helps in assisting managers in tailoring 
brands to both consumers and consumption situations.  
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