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ABSTRACT: This research explores consumer 

perceptions of leading water purifier brands, 

including Hindustan Unilever’s Pureit, Kent RO, 

Aquaguard, AO Smith, and Livpure. Using 

perceptual mapping and Correspondence Analysis, 

the study examines how these brands are positioned 

in the minds of consumers based on key attributes 

such as price, filtration technology, ease of use, after-

sales service, and environmental sustainability. 

Findings reveal that affordability, brand trust, and 

technological efficiency are major factors influencing 

consumer preferences. While brands like Kent are 

perceived as premium, Pureit and Aquaguard 

dominate the mass-market segment. The study 

highlights the increasing consumer demand for eco-

friendly and technologically advanced solutions. 

Recommendations emphasize the need for product 

innovation, improved customer service, and 

sustainability initiatives to enhance brand positioning 

and market competitiveness. This research provides 

valuable insights for businesses to refine their 

strategies and meet evolving consumer expectations 

in India’s dynamic water purifier industry. 

 

I. Introduction: 
Access to clean and safe drinking water is a 

critical public health concern in India, where water 

contamination poses significant risks to millions. The 

rise in waterborne diseases such as cholera, typhoid, 

and dysentery has fueled the demand for reliable 

water purification solutions. Over the past decade, the 

water purifier industry has emerged as a vital segment 

within India's consumer electronics market, driven by 

increasing health awareness, urbanization, and rising 

disposable incomes. 

With over 30% of the Indian population 

residing in urban areas, the demand for advanced 

water purification technologies, including Reverse 

Osmosis (RO), Ultraviolet (UV) filtration, and 

Ultrafiltration (UF), has escalated. Consumers today 

seek not only effective filtration but also 

convenience, affordability, and technological 

sophistication in their water purification systems. As 

a result, brands such as Hindustan Unilever’s Pureit, 

Kent RO, Eureka Forbes’ Aquaguard, AO Smith, and 

Livpure dominate the competitive landscape, 

leveraging innovation and strategic marketing to 

establish market dominance. 

This research study explores consumer perceptions of 

leading water purifier brands in India, focusing on 

their market positioning and the attributes 

influencing purchase decisions. Using perceptual 

mapping and Correspondence Analysis (CA), the 

study examines how consumers perceive key players 

such as Hindustan Unilever’s Pureit, Kent RO, 

Aquaguard (Eureka Forbes), AO Smith, and Livpure. 

It aims to analyze brand positioning by evaluating 

attributes like price, filtration technology, ease of use, 

after-sales service, and environmental sustainability 

to identify competitive advantages. Additionally, it 

assesses consumer preferences, including factors 

such as pricing, technology, brand reputation, 

aesthetics, and service quality, which influence 

purchase decisions. Based on these insights, the 

research provides strategic recommendations for 

brands to improve their market positioning, enhance 

customer satisfaction, and drive product innovation. 

The findings will be valuable for manufacturers, 

marketers, and policymakers, offering data-driven 

strategies to align with consumer expectations and 

strengthen market competitiveness. 

 

II. Research Methodology 
2.1Objectives of the Study 

• To evaluate consumer attitude towards the 

water purifier brands through 

correspondence analysis. 

• To provide a comparative analysis of the 

major players operating in the water 

purification industry. 
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• To evaluate the effect of visual and 

functional components on the brand 

positioning. 

 

2.2Hypotheses 

The study formulates the following hypotheses to test 

specific associations within consumer behavior 

related to water purifier purchases: 

Gender & Brand Preference Influence: 

H0: There exists no relationship between gender and 

brand preference when choosing between water 

purifiers. 

H1: There is an association between gender and 

preference for a particular brand for water purifiers. 

Income & Purchase Decision Influence: 

H0: There is no association between income level and 

purchase decision for water purifiers. 

H1: Income level has a relation with purchase 

decision for water purifiers. 

Technological Features & Brand Selection: 

H0: Technological features such as RO, UV, and UF 

do not relate to the choice of a water purifier brand. 

H1: Technological features (RO, UV, UF) are related 

to the brand of a water purifier chosen. 

Social Media Impact on Consumer Buying 

Decisions 

H0: There exists no impact of social media on 

consumer buying decisions relating to water purifiers 

H1: Social media has an impact on the consumer 

buying decisions related to a water purifier. 

Trust by Brand & Purchase Intents 

H0: Brand trust is not related to the intention to buy 

water purifiers. 

H1: Brand trust is related to the intention to buy water 

purifiers. 

2.3Scope and Significance: 

This research offers insights for marketers to enhance 

strategies and better align products with consumer 

preferences based on perceptual mapping. 

Research Design: 

This study uses descriptive and exploratory research 

with a focus on correspondence analysis to 

understand consumer perception and brand 

positioning. 

 

Data Collection Methods: 

 Primary Data: Surveys targeting water 

purifier users. 

 Secondary Data: The literature review was 

based on research articles from reputable 

academic platforms such as Google Scholar, 

ResearchGate, and ScienceDirect 

Sampling Techniques: 

 Sample size: 100 respondents. 

 Sampling method: Convenience sampling in 

urban Hyderabad. 

Scope and Limitations: 

 Limited to urban consumers in Kompally 

Hyderabad. 

 Focuses on Pureit and key competitors in the 

water purification market. 

 

III. Data Analysis 

3.1 Introduction to Data Analysis 

Introduction to Data Analysis 

The following chapter presents the findings extracted 

from data obtained through a questionnaire and 

examined through Correspondence Analysis. This 

falls with the understanding about how the best five 

brands in the market of water purifier-Pureit, 

Aquaguard, KENT, AO Smith and Havells-stand 

from the unique features of the products. Like this the 

price, water purification technology, brand name, 

design/aesthetics, ease of use, maintenance, 

warranty/after sales service, customer service and 

environmental friendliness. 

This is split into two parts in terms of the analysis; 

1. Graphical brand position. 

2. Further detailed analysis on critical dimensions. 

3.2 Correspondence Analysis Overview 

Corresponse analysis is a statistical approach of 

analyzing and visualizing relationships between 

categorical variables. This Corresponse analysis has 

helped out here to identify the patterns between 

brands of water purifiers in respect to attributes 

valued for the consumers. 

3.3 Dimensions in Correspondence Analysis 

Correspondence analysis is a statistical technique for 

visualizing the relationships among categorical data. 

The graphical outputs, specifically Dimension 1 and 

Dimension 2, represent the extracted principal axes: 

1. Dimension 1: This axis explains the greatest 

variation within the data. It reflects the key source of 

difference between brands and their characteristics, 

primarily enabling differentiation among brands on 

more fundamental differentiators such as price, 

reputation, or usability. 

2. Dimension 2: This dimension is the other source of 

variation. This dimension adds to Dimension 1 with 

subtler variations, and it is most likely to depict 
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secondary attributes, for instance, aesthetic or 

environmentally friendly. 

Together, these two dimensions develop a two-

dimensional perceptual map that renders complexity 

under multi-attribute brand positioning simple 

3.4 Correspondence Table Analysis 

Brands Pri

ce 

Water 

Purificat

ion 

Technol

ogy 

Brand 

Reputat

ion 

Design/Aest

hetics 

Ea

se 

of 

Us

e 

Maintena

nce 

Warranty/A

fter-sales 

Service 

Custo

mer 

Servic

e 

Environm

ental 

Friendline

ss 

Pureit 48 45 51 39 57 42 54 51 48 

Aquagu

ard 

60 57 63 54 63 45 63 57 51 

KENT 48 45 48 33 42 42 42 48 51 

AO 

Smith 

33 27 24 42 36 27 39 30 33 

Havells 30 29 30 39 36 33 42 27 33 

Active 

Margin 

219 213 216 207 23

7 

189 240 213 216 

 

The comparison table of five water purifier brands: 

Pureit, Aquaguard, KENT, AO Smith, and Havells, 

is based on nine attributes: Price, Water 

Purification Technology, Brand Reputation, 

Design/Aesthetics, Ease of Use, Maintenance, 

Warranty/After-sales Service, Customer Service, 

and Environmental Friendliness. 

1. Brand Overview: 

Aquaguard shows the highest scores in most of the 

attributes, such as Price (60), Brand Reputation (63), 

and Customer Service (57), which signifies the 

strong market presence and customer perception. 

 Pureit has performed decently well in all the 

attributes with significant scores in Ease of Use (57) 

and Warranty/After-sales Service (54). 

 KENT scores consistently, close to Pureit, but lags 

slightly in Ease of Use (42) and Maintenance 

(42).AO Smith scores the lowest in all the attributes, 

with its highest attribute being Ease of Use (42). 

Havells too lags behind the rest, with the highest 

score being in Design/Aesthetics (39). 

2. Active Margin Analysis: 

The Active Margin values correspond to the sum of 

ratings of each brand on every attribute.the active 

margin is 513 in Aquaguard, followed by Pureit with 

435 and KENT at 402.AO Smith (291) and Havells 

(309) are behind, thus pointing out a weaker brand 

performance overall. 

3.5 Summary Table Analysis 

Dimension Singular 

Value 

Inertia Chi Square Sig. Proportion 

of Inertia 

Cumulative 

1 .087 .008 - - .666 .666 

2 .042 .002 - - .154 .820 

3 .039 .002 - - .134 .954 

4 .023 .001 - - .046 1.000 

Total .011 - 22.152 .903 1.000 1.000 

 

The summary table represents the outcome of 

correspondence analysis dimensions: Singular 

Values, Inertia, and Proportion of Inertia. 

Dimension Analysis: 

 Dimension 1 holds the maximum Proportion of 

Inertia at 0.666, which means it covers 66.6% of the 

data variance in the data set. 

Dimension 2 adds a further 15.4%, thereby bringing 

the cumulative proportion to 82.0%. 

Dimensions 3 and 4 together account for only 13.4% 

and 4.6%, respectively, meaning these dimensions 

explain a much lower level of variance in the data. 

Inertia and Deviation: 

Total Inertia (0.011) and Chi-Square value of 22.152 

at a significance level of 0.903 indicates that in total, 

the dimensions can be considered to give 

considerable insight into the relationships among 

brands and attributes. 
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The fact that the first two dimensions are dominant 

leads to the conclusion that critical axes of 

differentiation among the brands are represented. 

Singular Value and Correlation: 

Singular values in all dimensions are low, 

representing modest associations in the 

correspondence analysis. 

Correlation values show weak linear relationship 

between the dimensions. 

Visualizing Brand Positions 

Graph 1:  

Row Points for Brands (Symmetrical 

Normalization) 

 

This graph shows the relative position of water 

purifier brands (Havells, Kent, Pureit, AO Smith, 

and Aquaguard) on the perceptual map. Every point 

represents a brand's association with key attributes. 

Interpretation: 

Havells is located in the upper-left quadrant 

separately, which means that Havells is uniquely 

positioned according to specific attributes. 

 

Kent is in the upper-right quadrant, meaning that 

Kent is strongly associated with attributes like brand 

reputation and advanced technology. 

 

Pureit and Aquaguard are clustered as a group in 

the bottom right, with similarities shared on 

customer service and pricing attributes. 

 

AO Smith is on the bottom-left quadrant, which 

means there is a fit with more design-focused 

attributes

. 

Graph 2:  

Column Points for Attributes (Symmetrical 

Normalization) 

 

This graph depicts the distribution of brand 

attributes; for example, design, environmental 

friendliness, and customer service along both 

dimensions. Each point stands for the position of the 

attribute as per its connection with the brands. 

Conclusion: 

It is found that the position of water purification 

technology, maintenance, and the others in the 

upper quadrants highlights the significance of 

attributes in differentiating brands from one another. 

Design/Aesthetics is placed distinctly in the bottom-

left quadrant, close to AO Smith.The attributes such 

as price, ease of use, and customer service fall in 

the lower right quadrant, which indicates a common 

relevance to brands such as Pureit and Aquaguard. 

Environmental Friendliness stands at the upper 

center that means it is universally relevant. 
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Graph 3: 

 Combined Row and Column Points 

(Symmetrical Normalization) 

 
This superimposed map incorporates the positions of 

both brands and attributes, thereby providing an 

integrated view of the perceptual mapping. 

Interpretation: 

Havells is highly associated with attributes such as 

water purification technology and maintenance. 

Kent is closely associated with brand reputation and 

environmental friendliness. 

Pureit and Aquaguard are sharing the association 

with attributes such as price, customer service, and 

ease of use. 

AO Smith is remaining aligned with design-focused 

attributes. 

 

IV. Findings 

4.1 Key Insights from Perceptual Mapping 

The perceptual mapping analysis, as reflected in the 

correspondence analysis results and presented 

through dimensions, provides a lot of information 

about the consumer perception of water purifier 

brands. The key insights are as follows: 

1. Brand Clustering Based on Attributes: 

Havells: Havells is placed distinctly in the upper-left 

quadrant and is perceived strongly on attributes such 

as innovative design and aesthetics. The distance 

from other brands indicates a niche in the market. 

 

Kent: It is positioned in the upper-right quadrant, 

where high brand reputation, environmental 

friendliness, and maintenance reliability are 

associated with Kent. Consumers perceive Kent as a 

premium and environment-friendly brand. 

 

Pureit and Aquaguard: These brands are placed 

together in the lower-right quadrant. Affordability, 

ease of use, and effective customer service are 

associated with these brands. This implies that 

accessibility and user experience are the prime 

concerns. 

 

AO Smith: Located in the lower left quadrant, AO 

Smith's closeness to design/aesthetics and 

warranty/after-sales suggests it focuses on offering 

strong support for the product and pleasing designs. 

2. Dimension Analysis: 

Dimension 1 (Horizontal 

Axis): Illustrates the trade-off between affordability 

and functionality vs premium features and 

reputation. Pureit and Aquaguard fall towards the 

affordable side, whereas Kent is on the 

premium side. 

Dimension 2 (Vertical 

Axis): Illustrates the extent of operational 

reliability, which reflects aspects such 

as maintenance and technology in water 

purification, and brand 

differentiation, which includes new styles. 

Havells has performed better on 

differentiation while Kent has scored high on 

operational reliability. 

 

4.2 Consumer Preferences 

Top Attributes Valued by Consumers: 

 The most important attributes that custome

rs look for in a water purifier are water pur

ification technology and maintenance. 

 Customer service, user-friendliness, and 

price are also very important, especially for 

mid-range brands like Pureit and 

Aquaguard. 

 Premium attributes such as brand 

reputation and environmental friendliness 

are important to niche consumers who res

onate with brands like Kent. 

 

Divergent Attribute Preferences: 

 Budget-conscious consumers focus on 

affordability and after-sales support, 

preferring brands such as Pureit and 

Aquaguard. 

 Environment-friendly and high-income 

consumers align with Kent because of its 

concern for environmental friendliness and 

its premium branding. 
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4.3 Market Competitiveness 

Strengths of Leading Brands: 

 Kent is associated with premium 

attributes and is therefore a preferable choi

ce for high-income families. 

 Havells' focus on 

design/aesthetics ensures clear 

differentiation, appealing to 

consumers looking for modern stylish 

products. 

 Pureit's and Aquaguard's emphasis on 

affordability and ease of use 

ensures significant appeal in the mass-

market space. 

 Opportunities for Growth: 

 AO Smith can use its good brand image 

of warranty/after-sales to make its 

positioning better by getting in line with 

critical attributes such as water purification 

technology. 

 Mid-market brands can make their 

positioning better using the environmental

ly friendly feature-a growing concern 

among consumers. 

Brand Gaps and Overlaps 

Not on par with Environmental 

Friendliness: Though consumers are increasingly le

aning towards environmentally friendly products, 

brands like AO Smith, Pureit, Aquaguard are 

not close to this attribute. 

Overlaps in Affordability and Customer Service: 

Pureit and Aquaguard's closeness in the perceptual 

map indicates that both brands are highly 

competing within the mass-market 

segment. The differentiation strategy is therefore ne

cessary to avoid head-to-head competition. 

 

V. Recommendations 

Based on these findings, the following proposals are 

put forward to leverage brand positioning, consumer 

requirement, and market share maximization: 

 

5.1 Brand-Specific Suggestion 

1. Kent 

Premium Branding: Focus on features like water 

purification technology, environmental friendliness, 

etc. Marketing campaigns should promote these 

attributes to increase premium brand loyalty among 

high-income class consumers. 

Expand Product Portfolio: Introduce mid-range 

products to cater to budget-conscious consumers, 

thereby broadening market reach without diluting 

premium brand equity. 

2. Havells: 

Improve Product Differentiation: Leverage on its 

strength in design/aesthetics by introducing more 

innovative designs. Partner with lifestyle influencers 

to promote Havells as a blend of functionality and 

fashion. 

Expand Awareness: Invest in awareness campaigns 

that highlight Havells' reliability and operational 

efficiency, which are currently underexploited. 

3. Pureit: 

Enhance Environmental Appeal: Add green 

attributes to existing products and communicate 

them in marketing messages. Partner with 

sustainable activities to appeal to green consumers. 

Customer Service Differentiation: Offer service 

advantages such as quicker response times or 

complimentary maintenance packages to gain a 

competitive advantage over Aquaguard. 

4. Aquaguard: 

Highlight Technological Advancements: Spend o

n R&D to improve water purification technology 

and promote those improvements in the promotiona

l messages. 

Focus Niche  

Segments: Create differentiated marketing 

strategies to target a specific 

consumer group like urban professionals or health-

conscious families. 

5. AO Smith: 

Core Strength Focus: Strengthen its excellent warr

anty and after-sales image by adding loyalty 

programs and extended warranties to establish long-

term customer relationships. 

5.2 Industry-Wide Recommendations 

1. Environmental Concerns Addressed: 

The business should focus on sustainability by 

creating environment-friendly products and waste 

reduced in the components of water purifier. 

Partnering with the environmental organizations 

will give greater credibility to the brand. 

2. Awareness Campaign 

Raise consumer awareness about the importance of 

water purification and how different products work. 

Engaging consumers can be effectively done 

through digital marketing and content strategies. 

 

 



 

   

International Journal of Humanities Social Science and Management (IJHSSM) 

Volume 5, Issue 2, Mar.-Apr., 2025, pp: 868-875                          ISSN: 3048-6874 

www.ijhssm.org 

 

 

 

| Impact Factor value 7.52 |                                   ISO 9001: 2008 Certified ‘Journal                               Page 874 

3. After-Sales Service Improvements: 

As customer service is an essential attribute, brands 

need to work on enhancing service delivery. This 

would involve investing in training programs for 

service teams and developing AI-based systems for 

complaint resolution. 

4. Tap into Emerging Markets: 

Explore semi-urban and rural markets, where 

awareness of water purifiers is growing. Develop 

affordable models with simple features to cater to 

the requirements of these markets. 

5. Technology as a Differentiator: 

Implement IoT-enabled water purifiers to serve the 

tech-savvy consumer. Brands that make technology 

an integral part of their offering can enjoy a 

competitive edge. 

5.3 Consumer-Centric Strategies 

Customisation Options: 

Allow consumers to customise features according t

o their demands, for example, putting Uvfiltration 

or choosing eco-friendliness components. 

Customisation Options: 

Allow consumers to customise features according t

o their demands, for example, putting UV filtration 

or choosing eco-friendliness components. 

Loyalty Programs 

Implement a loyalty reward system for frequent cus

tomers wherein they receie discounts on 

accessories and extended 

warranties to increase return business. 

Adaptable Pricing Models: 

Subscription price models wherein consumers can 

be charged in installments, or even subscribe 

to maintaining services to make the product come 

within reach. 

Cross-Brand Collaboration 

Awareness through Collaboration: 

Competitor companies can collaborate to increase a

wareness of the need for safe drinking 

water, which raises the overall market size. 

Standardization of Environmental 

Certifications: There should be industry-

wide norms for environmental friendliness to make 

it easier for consumers to decide on the purchase of 

eco-friendly products. 

5.4 Strategic Implications 

The implications of findings and 

recommendations are as follows on brand strategy, 

consumer engagement, and industry growth: 

 Improved Consumer 

Trust: Brands can establish more reliable r

elationships and loyalty through consumer 

preferences and concerns. 

 More Market 

Differentiation: Unique strengths-

based strategic positioning will eliminate o

verlaps and increase competitiveness. 

 Long-term Sustainability: In the 

integration of environmentally friendly 

practices, brands will appeal to conscious 

consumers as well as contribute to long-

term sustainability. 

 5.4 Future Scope 

This research work will act as a base for 

further studies on: 

1. Evolving consumer preferences in the water 

purifier industry. 

2. Longitudinal studies to track changes in brand 

perception over time. 

3. The impact of emerging technologies like IoT on 

consumer decision-making. 

4. Exploring the potential of rural and semi-urban 

markets for water purifier adoption. 

 

VI. Conclusion: 

Consumer perceptions significantly 

influence competition in the water purifier market. 

This study uses perceptual mapping to analyze how 

consumers perceive various brands based on quality, 

price, technology, and customer service. Bridging 

gaps between a brand’s intended image and actual 

market positioning helps build trust, loyalty, and 

stronger consumer relationships. 

With preferences constantly evolving, 

brands must innovate—whether through advanced 

purification technology or affordability without 

compromising quality. Proactively adapting to 

trends like health consciousness and sustainability 

enhances market positioning. 

Ultimately, integrating consumer insights into 

strategy strengthens brand equity and drives industry 

growth through innovation and customer 

satisfaction. 
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