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ABSTRACT

The purpose of this study is to determine the Factors Influencing Marketing Activities on consumer buying behavior of Sandisolar Plus in Myanmar. To study the consumer attitude and behavioral intention toward Sandisolar users, the first analysis is the demographic characteristics of the respondents. It defines such questions as gender, age, education, occupation and income. The questions are given multiple choices, out of which respondents have to choose the most relevant one. In this section, the demographic profile of 200 respondents randomly collected from Solar users of six fitness centers at one downtown township (Mingalar Taung Nyut) in Yangon and their usage patterns are presented. This research is descriptive-analytical research of the actual relationships that may exist between independent and dependent variables. The descriptive part is needed to describe and identify the research factors, which constitute the marketing mix strategy components for Sandisolar Products and Services. The study was undertaken to examine the level of customer satisfaction and the 4Ps of the marketing mix that influence customer satisfaction among customers of Sandi Solar in Myanmar. Convenience sampling will be used in this research to collect data from customers. In the study of consumption patterns of Sandisolar, most of the respondents come to buy Twice a week. Most of the respondents come with family for Looking items but other most of the respondents come with their Boss. Most of the respondents used for their Home and Business. The Renewable consumers come one time per a day to look the showroom. Regarding attitude towards behavior, most of the respondents know that the Sandisolar Brand is good for Long-Term use. They believe that they will be sophisticated when consume Sandisolar Brand.
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[bookmark: _Toc192335923]INTRODUCTION

In today society, consumer behavior is changing especially among young and adults. Consumer behavior is the study of consumer’s actions during searching for purchasing, using, evaluation, and disposing of products and services that they expect will satisfy their needs (Schiffman & Wisenblit, 2015). Consumer behavior explains how individuals make decisions to spend their available resources (i.e., time, money, effort) on goods that marketers offer for sale. (Schiffman & Wisenblit, 2015). Amid the recent market expansion in Myanmar, particularly in the Renewable market, consumer behavior is changing, especially among youths. There is increasing segmentation and differentiation in the market now; consumers today can choose from Solar Systems, Back Up System, UPS System, Portable System, Farming Solar System, among others, for various purpose (Jun, 2014). The Renewable sector plays an important role in consumers’ daily safety (Heng, House, & Kim, 2017). Consumers in Myanmar today tend to select their Renewable depending on needs & occasions, unlike in the past when there were fewer choices on the market (Jun, 2014).
With growing interest in the importance of Life-Style, participation in Daiy activities, the participation rate in House Work Done has increased (Jang & Choi, 2018). As the Solar industry has been growing rapidly, the number of Renewable Showroom customers has been continually increasing worldwide (Jang & Choi, 2018). This trend is seen in Myanmar where Solar fields have been steadily proliferating. The growth of Renewable Showrrom is one of the growth factors for the Solar market. It is expected to provide
further opportunities to manufacturers. This study finds out the consumer attitude and behavioral intention towards Sandisolar users. Consumer Attitude is a learned predisposition to behave in a consistently retention or Capacity way toward a given object (Strydom, 2004). Attitude reflects either Retention or Capacity evaluation of the attitude object, and they motivate consumers to either buy or not buy particular products or brands. Attitude are relatively consistent with the behavior they reflect (Schiffman 2 & Wisenblit, 2015). Consumer buy products which they have favourable attitude, so marketers must ensure that consumer maintain positive attitudes to be loyal customers. Within any setting, including consumer behavior, people are strongly influenced by how others think and behave (Schiffman & Wisenblit, 2015). References group are groups that serve as sources of comparison, influence, and norms for people’s opinions, values and behaviors (Schiffman & Wisenblit, 2015). The perceived honesty, objectivity, expertise, and trustworthiness of reference groups make them highly credible sources (Schiffman & Wisenblit, 2015). Consumer perceive people whom they know personally as more credible than paid-for promotional messages. People learn norms and values mostly from families and peers. They also imitate and adopt the values and habits of persons whom they respect or admire. The groups to which people belong influence their norms and behaviors (Schiffman & Wisenblit, 2015). This study finds out the consumer attitude and behavioral intention towards Sandisolar Renewable Energy users.
[bookmark: _Toc192335924]1.1 Background Information of the Study 
Nowadays, Renewable technology increases the efficiency of information and services. It can help to get regular feedback from the customers and improve the service quality. Renewable technology reduces Marketing costs and increases the communication network. Customers can get the real experience like in the actual shop by accessing the actual service. When Renewable technology combines with social media, it increases the need for product knowledge. The product knowledge of renewable energy should be useful in other industries. Among those services, reducing damage to the ecosystem and now 2024 to 2025 are more useful for this No-electricity township. Consumer Buying behaviors are evolving, particularly among the millennial and Gen Z generations, who have grown in their technological and engineering skills. This trend is especially pronounced among young customers aged 20 to 40, who are also well-acquainted with the concept of remote work. Notably, the Renewable business trend extends to the restaurant industry, as individuals transform their household into small-scale dining establishments with the aid of social media and Walking Marketing. Moreover, Covid-19 movements creates the demand for backup system installation services. Consequently, the demand for backup system installation services is surging from both the customer and End User (Household) sides. This heightened demand not only addresses consumer preferences but also has a positive societal impact during periods of economic recession by mitigating unemployment rates. In 2023, Backable Management System started working for Client Safety (Meaning The renewable industry can check after the installation of every Kilo-Watt System) The service is one of the best services in Myanmar. The Yangon sandisolar market landscape has since expanded to include a variety of providers, such as making event, More Showroom, social media, Wholesales Channels, Free survey service, Fully Warranty Service as reported by enjoy Myanmar in 2023. Notably, Sandisolar has grown its presence beyond Myanmar, extending its Sandisolar Showroom to more than 300 cities across 11 countries in Asia (sandisolarplus.com). However, it faces a range of challenges related to customer satisfaction (Yeo et al.,2021). In today's digital age, social media marketing plays a pivotal role in shaping a brand's perception in the minds of consumers (Savitri et al., 2021). Customer satisfaction, a critical aspect of 2 brand perception, originates from factors such as service quality and brand image (Dam, 2021). Thus, studying online food delivery services enables sustainable development for the employment of workers, customer satisfaction, and small businesses.
[bookmark: _Toc192335925]1.2 Problem Statement of the Study 
 Research Problem Statement: As Sandisolar aims to expand its market in Myanmar, it is important to understand the relationship between product development and customer satisfaction. Despite growing interest in solar solutions, consumers have concerns about the perceived quality, reliability and durability of solar products. This study seeks to investigate how the technical specifications of Sandisolar products about include customers’ perceptions and satisfaction, as well as identifying any differences in product performance compared to competitors. Addressing these issues will enhance Sandisolar’s offerings and strengthen its position in the competitive renewable energy market.

Research Objectives and Research Question of Sandisolar Product Quality 
1.3 Research Objectives of the Study 
1. To identify the marketing activities of customer buying behavior of Sandisolar Plus in Myanmar
2. To describe the relationship between marketing activities and customer buying behavior of Sandisolar Plus in Myanmar
3. To analyze the influencing factors of marketing activities on customer buying behavior of Sandisolar Plus in Myanmar

1.4 Research Question of the Study 
1. What are the marketing activities of customer buying behavior of Sandisolar Plus in Myanmar?
2. What is the relationship between marketing activities and customer buying behavior of Sandisolar Plus in Myanmar?
3. Which factors are most influencing on customer buying behavior of Sandisolar Plus in Myanmar?
[bookmark: _Toc192335926]1.5 Scope and Limitation of the Study 
This study examines Sandisolar’s technology, market positioning, and customer acceptance in renewable energy. Highlights include:
Product Analysis –  An analysis of Sandisolar’s solar technology and product options.
Market Scenario – Analysis of market conditions, competition, and industry trends.
Consumer insights –  an analysis of consumer perceptions and product acceptance.
Economic performance –  analysis of costs, benefits and potential growth.
Environmental Impact – Assessment of environmental policies and practices related to sustainability.
Growth potential – Look for expansion opportunities and strategic partnerships.
Challenges – internal and external barriers to improvement. The data will be collected from customers who are coming to the showroom in Yangon and Phone Calls. Sandisolar Showrooms are Bahan, Township and Mingalar Taung Nyut Yangon. The present study will give an insight into customer satisfaction with Sandi Solar’s products and services. The study has been restricted only to Yangon city customers. The sample size is limited, as the study will target only 150 customers. The conclusion of this research study would be limited and constrained to unique factors associated with customer satisfaction, adoption barriers, and market-specific challenges of Sandi Solar's products and services in Myanmar. Consequently, the conclusion may not be the same as other Solar Energy products. 
1.6 [bookmark: _Toc192335927] Organization of the Study
This study is organized into five chapters. Chapter one is introductory, which involves background information of the study, Problem statement of the study, Objective of the study, Research Questions of the Study, scope and limitation of the study, and organization of the study. The theoretical background of consumer behavior, subjective norms, its effect on behavioral intention, and Literature Review are presented in chapter two. Chapter three presents the Methodology on the Customer behavior of Sandisolar (Renewable Energy), Research Methods, Research Design, Data Collection Method, and Ethical Consideration. Chapter four discusses the analysis of the Customer Behavior, Description of Population and sample, and the Statistical analysis and interpretation of results. Finally, chapter five involves the conclusion with the findings, discussions, suggestions, recommendations, and needs for further research.











[bookmark: _Toc192335928]CHAPTER II
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[bookmark: _Toc192335930]2.1 Introduction and Importance of Subject Area 
In terms of renewable energy, the term Sandisolar probably refers to a new way of combining sand and solar technologies. While "Sandisolar" may not yet be a widely accepted term, the concept behind it could be sand-based materials or materials for use in solar energy systems. This topic focuses on solar energy and riding materials exist as permanently as a grain of sand at the intersection of a potentially important factor to make renewable energy systems more efficient and affordable.( https://sandisolar.com/)

1. Introduction to SandiSolar Renewable Energy:
      The concept of SandiSolar Renewable Energy can include several key features:
Solar Energy: Solar energy is one of the most abundant and widely accepted renewable energy sources. It converts energy from sunlight into electricity using photovoltaic (PV) cells or other technologies. This energy is essential in global efforts to reduce carbon emissions and combat climate change.( https://sandisolar.com/)

Use of sand in solar technology: Sand, especially silicon, is an important raw material for solar panels. Silicon is made from abundant and inexpensive sand. Research is underway to improve the efficiency and cost-effectiveness of solar cells made from materials that can be obtained from sand and sand-like materials, and to ensure greater access to solar energy in the future(https://sandisolar.com/)

Sand-based solar innovations: Innovations should focus on solar cells or textiles using sand-based materials, which can reduce manufacturing costs and enable consumption of solar technology. The role in perovskite solar cells has been extensive, new technologies, from sand or from similar sources, Observations can also participate.( https://sandisolar.com/)

Desert solar farms: Another aspect of "Sandisolar" could be the use of solar energy in desert areas, where sand is plentiful, and sunlight is always strong. Solar farms in the desert are increasingly seen as a viable solution for large-scale renewable energy. These areas can provide vast tracts of underutilized land ideal for solar projects, while also helping to meet the energy needs of nearby communities. (https://sandisolar.com/)

2. Importance of Sandisolar Renewable Energy
2.1 Abundant and durable: Sand is one of the most abundant resources on earth. Solar energy technologies can develop affordable, sustainable and scalable solutions for solar panels made of sand or sand-based materials (https://sandisolar.com/)

Environmental Benefits: Solar energy is a clean, renewable resource that helps reduce dependence on fossil fuels, reduce greenhouse gas emissions, and fights against climate change To be able to efficiently use sand in solar energy without other sources of energy, this can help expand the application of solar power in potential areas. (https://sandisolar.com/)

Cost Effectiveness: As global demand for renewable energy increases, reducing the cost of solar panels will become increasingly important. The cost of sandbags can be reduced, making solar energy more affordable for individuals, businesses and countries, especially in areas where solar energy can meet energy needs.(https://sandisolar.com/)

Transmission of Energy to Remote Areas: Deserts and other sandy areas are often areas where conventional grid power cannot be obtained. By building solar farms in the desert or using sand as a raw material for solar panels, renewable energy can be developed close to critical areas, providing access to energy in remote areas or less support is improved

Global Renewable Energy Transition: Acquisition of Sandolar’s ​​renewable energy technologies can contribute to the global transformation of a low-carbon future. As countries look to reduce their carbon footprint, sand-based solar technologies offer a way to add renewable energy to high-demand economies, contributing to sustainable development. (https://sandisolar.com/)
[bookmark: _Toc192335931]2.2 Theoretical Concepts and Principles  
While SandiSolar is not a widely established term in renewable energy, we can explore the concepts and possible principles that can be applied to the concept based on its components: sand and solar energy. These proposals may apply to the use of new materials or sand in solar energy systems, materials science, and energy generation. Two possible theories and principles can be associated with Sandisolar. (https://sandisolar.com/)

1. Principles of Photoelectric Energy Conversion.
This theory is based on how solar energy is converted into electricity. While this is a well-established concept in the solar energy industry, it is more relevant in the case of Sandisolar.
Key things to consider:
· Photovoltaic (PV) effect: The basic principle behind solar panels is the photovoltaic effect, where semiconductor materials such as silicon absorb photons of light from the sun and then allow these materials to use sunlight to generate electricity. Because sand is a major source of silicon, this theory ties directly to the concept of sand solar.
· Silicon-based solar cells: Sand (silica) is treated to extract silicon used in photovoltaic cells. In the context of Sand Solar, the principle could focus on the performance and quality of silicon-based solar cells derived from sand and other abundant natural materials
Request:
· Silicon efficiency: A key area of ​​research is to improve the efficiency of silicon solar cells. Innovations at Sandisolar could include developing new ways to process sand into high-purity silicon, producing more efficient, sustainable and cost-effective solar panels. Enhanced manufacturing processes silicon could make solar power available worldwide.
· Enhancement of solar solutions: The use of sand for large-scale solar applications such as desert solar farms is a key factor in the use of solar energy in sandy areas in the theoretical framework, sand better utilization of desert environments can lead to large scale, efficient and sustainable energy farms. (https://sandisolar.com/)

2. Measures of Innovation in Renewable Energy
This concept deals with physics and engineering principles that enable the development of new and improved materials for solar energy systems. As part of the Sandsolar concept, the principle includes using innovative sand-based materials to increase the efficiency and affordability of solar technology.( https://sandisolar.com/)

Key things to consider:
· New materials for solar cells: In addition to traditional silicon-based solar cells, research is focusing on new materials such as perovskite or organic semiconductors, which can be synthesized or enhanced with sand-based materials. These materials can provide cheaper alternatives to silicon, making them cheaper and more convenient Solar panels are available.

· Solar derivatives from sand: A general principle could be to use sand efficiently for materials other than just silicon. For example, researchers are looking for ways to make solar cells out of silicon nanoparticles that can be extracted from sand and incorporated into lightweight, flexible solar technologies

Request:
· Cost reduction through innovation: Sand is an abundant and inexpensive resource, making it a promising resource for large-scale solar production By solar cells and other renewable energy systems using sand-based materials over implementation, the SandiSolar principle can help reduce construction costs. It can increase consent.

· Sustainability and efficiency: Physical science considerations also emphasize the sustainability and efficiency of solar panels and energy storage systems. Innovations in sand-based technologies can focus on increasing the lifetime and energy conversion of solar cells made from sand-derived materials, thereby improving their performance and cost an all services have improved. (https://sandisolar.com/)
[bookmark: _Toc192335932]2.3 Variables of the Study 
In this study, independent and dependent variables play a crucial role in defining the research framework and establishing cause-and-effect relationships, factors which can influence customers’ brand trust and purchase decision are Product, Price, Distribution/Place, Promotion, Brand Image, and Customer Buying Behavior.

2.3.1 Product
The first P of the Marketing Mix is Product. It is the basis of the marketing mix of acompany. A company needs to develop the perfect product for the rightmarket. A product is generally categorized as a tangible good but it can also be anintangible service. Companies take a lot of time and effort to develop quality productsthat are in demand in the market. A good product is the very basic requirement of aneffective marketing mix (Toppr, n.d.). (Top pr)Product is something tangible like cars, and intangible like the services of banking,
which offers to the market for the satisfaction of needs or wants. According to (Kotler, 2005), a product can be defined as anything that can be offered to a market for attention, acquisition, use, or consumption that can satisfy a want or need of the customer. (Ferrell, 2005) stated that the product is the core factor for the marketing mix strategy because the firms can offer consumers representative and observed attributes by differentiating their products from competitors. However, he highlighted what the product means to the consumer. Attributes of a company’s products, including brand name, quality, newness, and complexity, can affect consumer behavior. The physical appearance of the product, packaging, and labeling information influence on consumers to notice a product in-store, examine it, and purchase it. Product is a key element in the market selling and firms should not develop a product or service that no one wants to buy. Thus, a successful company first finds out what customers need and want and then develops the right product with the right level of quality to meet those needs now and in the future. The perfect product must give value for the customer. There are many elements which can influence customer satisfaction; purity, lawfulness, deliverability, price determination, cleanliness, certain feature, certain scent, certain color and warranty that effect on customer buying decision.

[bookmark: _Toc192335933]2.3.2 Price
Pricing is a key element of the marketing mix. All the other elements – Product, Packaging, and Promotion are cost generators, i.e., they cost the company money. But pricing is an income generator. Let us look at the factors that determine the pricing of a product. A price is a value in monetary terms that one party pays to another in a transaction in exchange for some goods or services. So the definition of price is the amount of money the buyer will pay as consideration to the seller in exchange for goods or services. Pricing isn’t always as easy as setting a price the seller hopes to obtain. It involves aspects such as demand and supply, cost of the product, its perception and value for the customer, and many such factors. While pricing a product, the company has to take immense care and consideration. If the price is too high or even too low, the product will fail in the market. This is also the reason why the determination of price is not a one-time event. A company changes the prices according to the market conditions and other circumstances. In the four basic elements of the marketing mix, product, pricing, and place, and promotion, all four elements must be paid attention to for successful marketing and sale of products or services. Distribution relates to the place element (https://www.indeed.com/career-advice/career-development/what-is-product-marketing, n.d.). (Zeithaml, 1988) viewed that monetary cost is one of the factors that influence consumers’ perception of a product’s value. Price decisions are based on how customers perceive prices and what they consider the current actual price to be, not on the marketer’s stated price. In some cases, customers perceive that low price brings low quality. However, an upper price can also prohibit customers from making purchase decisions seeing that product appears not worth the money. Thus, products are only worth what customers are prepared to pay for it. The price also needs to be competitive, but this does not necessarily mean the cheapest or most expensive. There are different strategies to choose from depending on the situation, timing and nature of the activity instead of simply having a fixed price. Some strategies for adapting the price: discount and allowance, promotional pricing, pricing level such as price skimming, seasonal pricing, price discrimination, and price flexibility, and payment terms. The strategy of pricing of a product depends on the buying power of customer. Hence, price is a one of the major factors behind satisfaction and product loyalty because a customer carefully perceives if he is getting the most benefit from the product or service against his spending (Cravens & Piercy, 2009).

2.3.3 Distribution/Place
Distribution means the process by which we make the goods or the service available to the end consumer. Generally, the place of production is not the same as the place of consumption. So the goods have to be distributed to overcome the barrier of place. (Kotler & Armstrong, 2018) stated place or distribution as a set of interdependent organizations included in the process of making a product available for use or consumption by consumers. According to (Jones, 2007), place is any way that the customer can obtain a product or receive a service. They proposed that place included open market, merchant houses, institutional houses, and direct delivery. Therefore, a place or distribution channel is a way of transporting the product to the customer and the level of accessibility of the product to customers. (Kotler & Keller, 2012) indicated that the distribution involves the distribution channel, distribution coverage, outlet locations, inventory levels, and transportation. The product must be available at the right place, at the right time, and in the right quality while keeping storage, inventory, and distribution cost to an acceptable level. Management also simplifies the electronic aspect of distribution through the internet communication and embarks on high orientation for customers. It helps make the product more available to the consumers. In the marketing mix component, distribution serves as a vehicle for the other elements of marketing (product, price, and promotion). Without place, the customer cannot have access to products. Inconvenience to the customer leads to dissatisfaction among the customers which further negatively influence the organization. Therefore, to keep the customers in their comfort zone and provide them goods on the more relevant place suits to them and create satisfaction among them. And helpful in increasing the sales of the firm as well. In short, provide goods at the consumer's place for providing various benefits like easy approach, less transportation cost, and less time consumption. Now the distribution of the products can be done by the organization itself, which is direct distribution. Or it can hire intermediaries and form distributions channel i.e., indirect distributions. The plan will depend on several factors, some of which are

➢ Product: Whether the product is perishable or durable will be a factor in deciding its distribution model.
➢ Market: The size of the market will be a factor. In a large market, the direct distribution may not be a perfect choice. Also, if the markets are scattered indirect channel will be more suitable.
➢ Company: The size of the company and its product-mix are also deciding factors in the decision about distributions.
➢ Marketing Environment: In a slow economy or depression a shorter The distributions chain is preferable. In a healthy economy, there is a wider choice for alternatives.
➢ Cost: The costs of the channel like transportation, warehousing, and storage, tolls are obviously a factor in this decision (https://www.indeed.com/career-advice/career-development/what-is-product-marketing, n.d.).

2.3.4 Promotion
Promotions refer to the entire set of activities, which communicate the product, brand or service to the user. The idea is to make people aware, attract and induce to buy the product, in preference over others, and define to the strategic activities and communication efforts undertaken by businesses to promote their products, services, or brand to their target audience. It encompasses a range of promotional techniques, such as advertising, public relations, sales promotions, direct marketing, and digital marketing, designed to create awareness, generate interest, and encourage desired actions from consumers. Marketing promotion aims to communicate the value and benefits of offerings effectively, persuade customers to purchase or take a specific action, and ultimately drive business growth (https://www.indeed.com/career-advice/career-development/what-is-product-marketing, n.d.).

[bookmark: _Toc192335934]2.3.5 Brand Image
Brand image is a consumer's interpretation of your company and its products and services. It takes form inside the consumer's mind based on their experiences and interactions, as well as their perception of your company's mission and values. A strong brand image can create brand recognition and encourage the formation of a loyal client base that can provide a company with profits for years to come (https://www.indeed.com/career-advice/career-development/what-is-product marketing, n.d.). (February 4, 2023, Indeed Team) Consumer buying behavior is itself is a complex, dynamic issue which cannot be defined easily and commonly. Therefore, the concept of consumer buying behavior has been defined in different ways by different researchers. The definition formed by (Solomon et al., 2006) describes consumer buying behavior as a process of choosing, purchasing, using and disposing of products or services by the individuals and groups in order to satisfy their needs and wants. Similar definition of consumer buying behavior is offered by (Schiffman & Kanuk, 2000) in which they describe it as behavior that consumers express when they select and purchase the products or services using their available resources in order to satisfy their needs and desires. Consumer buying decision is a set of activities which involves the purchase and use of goods and services which resulted from the customers‟ emotional and mental needs and behavioral responses. It is further stated the process may contain different activities and stages. Although the definitions given above are various, they all lead to common view that consumer buying decision is a process of selecting, purchasing and disposing of goods and services according to the needs and wants of the consumers. However, there is a general consensus among the researchers and academics that this process is subject to continual change over time as the purchase characteristics of the customers change due to their physical and psychological needs. In the meantime, the importance of understanding consumer buying decision and the ways in which the customers choose their products and services can be extremely important for manufacturers as well as service providers, as this provides them with a competitive advantage over its competitors in several aspects. For example, they may use the knowledge obtained through studying the consumer buying behavior to set their strategies towards offering the right products and services to the right audience of customers reflecting their needs and wants effectively. Another valuable argument is provided by (Egan, 2007) on the importance of understanding the consumer behavior. According to the author, better awareness of consumer buying behavior is a positive contribution to the country’s economic state. The author further argues that the quality of goods and products are exceptionally good in countries where buying behavior of consumers is well understood. This in turn increased the competitiveness of the products and services in the international market, increasing the export potential of the country. Meanwhile, high quality of domestic products and services lead to sophisticated domestic customers' base. In addition to efforts of better understanding the consumers' buying behavior, companies also engage in advertising and promotion activities to influence the consumers' purchasing decision. However, when they are engaging in such types of activities, they need to consider other external factors such as the overall economic conditions of the country, politics, technology, and ethnic culture, all of which are beyond the control of both the company and consumer. To sum up all the arguments stated above, it is clear that better understanding the consumer buying behavior through studying and identifying their needs leads to huge long- term benefits to the businesses. However, it is essential to mention that despite the great efforts to learn and understand the buying behavior of consumers, it is very difficult to identify the exact reasons why a consumer purchases and prefers one product or service over another one. This is because consumers sometimes make purchasing decisions based on their emotional beliefs, which they themselves are not well aware of.

[bookmark: _Toc192335935]2.3.6 Buying Behavior
Buying behavior is the decision process and acts of people actions of individuals
involved in buying and use of products. Consumer behavior is the study of the collection, purchase, use and dispose of goods, services, ideas or experiences by individuals, groups and organizations to fulfill their needs and wants (Kotler, A., & M, 2013). According to them, in addition to the external and internal stimuli, consumer behavior is affected by economic, social and personal influences. Buying behavior has been defined as “a process, which through inputs and their use though process and actions leads to satisfaction of needs and through wants” (Enis, 2019). Consumer buying behavior has numerous factors as a part of it, which are believed to have some level of effect on the purchasing decisions of the customers. Armstrong and Kotler (2014) mentioned that consumer buying behavior is the buying behavior of final consumers, both households and individuals, and it has some level of effect on the buying decisions of the consumers. From a marketing perspective, consumer buying behavior are needed to be studied due to the reasons behind consumers making purchases, influencing factors on the consumer purchasing patterns, analysis of changes within society and others. According to Solomon (2016), consumer buying behavior is described as human actions in which they make the selection and buy the products or services. Besides, it is also defined as the people's performance of buying the favorable products and services for fulfilling their needs and wants, and there are different levels of behavioral action in different situations. Kotler and Keller (2019) described that consumer buying behavior is important for manufacturers and service providers, and it is an essential thing for them to know how consumers purchase those products and services. As an example, those organizations could be able to efficiently set market strategies for expanding their favorable market by studying and understanding their target consumers’ buying behavior. According to Hoyer et al. (2014), social factors impacting consumer behavior arise as a result of interactions of perspective consumers with others in various levels and circumstances. Targeting members of society perceived as opinion leaders usually proves an effective strategy when marketing products and services since the opinion leaders influence the behavior of other members of society as consumers. Word of mouth refers to all communication concerning the evaluations of goods and services rather than to formal complaints to the organization or its personnel ( Zeelenberg & Pieters, 2019). The simple fact to give and opinion about a product to a friend is a form of word of mouth. Consumers are more trust in WOM than other form of information because it is not influenced by the brand. It results from real conversation with real people. Therefore, WOM is an excellent tool for company since it can spread very quickly. Positive word of mouth occurs when consumers are satisfied with his experience of a product, service or brand (Ladhari, 2017). This type of word of mouth allows that consumer will recommend the product or service to another consumer. According to a study, each time a consumer buys, he progresses through a buying cycle. A first-time buyer will go through five steps (Griffin, 2017). The steps are becoming aware of the product, makes an initial investment, post purchase evaluation, decision to repurchase, repurchase. If they passed all of those steps, they will become repeated consumer. There are three factors that turn repeat customers to become loyal consumers. They are operational excellence, customer intimacy and product leadership. Operational excellence means providing reliable products to the customers at a competitive price and with minimum difficulty in purchasing. Customer intimacy includes segmenting and targeting a market with exact precision and then customizing the offering to meet the demands of that niche. Product leadership means giving the customer leading edge products and services (Griffin, 2017).
[bookmark: _Toc192335936]2.4 Review of Empirical Studies   
An empirical study of sand and solar energy technologies
1. Producing silicon from sand for solar cells:
· Study Background: Silicon is the most common material used in photovoltaic (PV) solar cells. Since silica (SiO2) is primarily the sand, it can be processed into high-purity silicon used in solar technology. Several studies have explored ways to improve this process and make solar energy cost-effective.
· Key findings: A study by Britt et al. (2013) focused on improving methods for the extraction and purification of silicon from sand. The study confirmed that although the process is energy intensive, the overall carbon footprint of solar panel manufacturing can be significantly reduced by using more efficient renewable energy for this step.
· Implications for Sandisolar: According to these studies, research to improve the extraction of silicon from sand could reduce the manufacturing cost of solar panels, enabling solar generation is available worldwide. (https://sandisolar.com/)


2. Grassland-based solar farms (using sandy weather):
· Study Background: Studies have been conducted to investigate the feasibility of large-scale solar agriculture in sandy areas in areas with large deserts (e.g., Sahara, Arabian Sea) These areas receive abundant sunlight, and deserts are common large, flat, and sparsely populated.
· Key findings: Important studies, such as Athenais et al. (2016), have investigated the performance of solar farms in deserts. Studies have shown that deserts are highly efficient areas for solar projects, due to strong sunlight and large land areas.
· Challenges: The study also identified challenges related to sandstorms, accumulation of dust on scaffolds and extreme weather conditions, which could reduce solar panel production, but mitigation technologies have been sought materials such as automated cleaning robots or self-cleaning systems to address these issues.
· Significance of Sand Solar: These studies support the concept of using desert sand for large-scale solar installations. This could be a potential area for Sandisolar systems, especially if they are designed to withstand desert conditions.
( https://sandisolar.com/)
3. Sand-based alternatives to silicon:
· Study Background: Several studies have looked at alternative sources of sand or similar bulk materials for cost-effective solar panels. For example, perovskite solar cells (a new generation of solar technology) have been investigated as potential alternatives to silicon.
· Key findings: The study of Green et al. (2014) showed that perovskite solar cells are more efficient and can be manufactured with less expensive materials. Some studies have also suggested that perovskite solar cells can be made from sand or other materials derived from many of Earth’s resources.
· Implications for Sandisolar: If this new technology proves scalable, it could drastically reduce reliance on traditional silicon-based solar cells, making solar energy cheaper and more convenient. Acquisition from sand incorporating Towards more sustainable solar technologies It could be a step. (https://sandisolar.com/)
4. Solar Energy in Cluster Areas (Effect of Sand on Solar Performance):
· Study Background: Solar systems are commonly used in dry areas, where sand is common. The study examined how environmental factors such as high temperatures, dust accumulation and sand affect the performance and lifetime of solar panels
· Key findings: Studies by agencies such as the International Renewable Energy Agency (IRENA) focus on the degradation of solar panels in sand and desert. The studies highlight the importance of containment technologies emphasize dust control such as electric cleaners or liquid coatings.
· Challenges: Dust accumulation from sand and environmental deposits can lead to reduced energy efficiency, and there is a need to develop Sandisolar technologies that can deal with dust and environmental challenges well.
· What Sand Solar Does: A deeper understanding of the effects of sand on solar panels could lead to innovative designs for solar technologies that are designed to be more efficient, especially in areas where sand and rain do not dry up, such as clean appliances or dust free.
5. Energy storage and sand-based products:
· Study overview: A rare but emerging area is the use of sand or sand-derived products for energy storage. The potential of sand-based storage, such as sand-based thermal energy storage, as potential solar energy systems, has been investigated.
· Key Findings: Thermal energy storage technologies using materials such as sand to store heat have been investigated to store solar energy. The studies by Lund et al. (2016) showed the feasibility of using sand as a storage medium for thermal energy captured during the day, which could be used at night or during cloudy periods
· Implications for Sandisolar: Using sand in energy storage solutions can make solar energy more reliable and efficient, because it meets one of the major limitations of solar energy: its quality from time to time. (https://sandisolar.com/)
Empirical Findings for Sandisolar:
· Sand as a source of silicon: Studies to improve the extraction and purification of silicon from sand confirm the feasibility of cost-effective and sustainable solar panels.
· Desert Solar Farms: Research supports the viability of solar farms in desert environments, although challenges associated with sand and dust must be addressed.
· Innovation: Sand-derived silicon alternatives, such as perovskite solar cells, show promises for reducing manufacturing costs and improving efficiency
· Sand and the Environment: Studies on the effects of sand and dust accumulation on solar panels provide insight into technologies designed to withstand sand and drought conditions
· Energy storage: The use of sand in thermal energy storage can improve the efficiency of solar energy systems, providing reliable sources of energy with low consumption.
Although the concept of sand solar energy may not yet be fully realized in empirical research, research into the role of sand in solar energy production especially in desert areas provides important insights Future research in these areas of optimizing and integrating storage solutions could yield results towards more efficient, cost-effective and it stays on forever. (https://sandisolar.com/)
[bookmark: _Toc192335937]2.5 Conceptual and Framework of the Study     
Figure (2.1) represents the link between the independent and dependent variables.
This study mainly focuses on whether the independent variables enable the emerge the purchase intention, which is a dependent variable, through analyzing them based on this conceptual framework.





Figure (2.1) Conceptual Framework of the Study

         Independent Variables                                                  Dependent Variables
Price


Customer Buying Behavior

Promotion


Product



Brand Image





Source: Own Compilation Based on Previous Studies

The conceptual framework for this study focuses on examining the impact of Five independent variables—Price, Promotion, Product, Brand Image, and Customer Behavior —on the dependent variable, Customer Buying Behavior, within the context of SANDISOLAR RENEWABLE of Solar industry. This framework provides a theoretical basis for the study, guiding the selection and operationalization of variables and offering a structure for analyzing how these factors influence consumer behavior in Myanmar.








[bookmark: _Toc192335938]CHAPTER III
[bookmark: _Toc192335939]RESEARCH METHODOLOGY

               This Methodology chapter starts with a general overview of Renewable Energy Company (Sandisolar) in Yangon. It tracked the market and the different brands of the Solar Company in Myanmar. And then, it is followed by the study's research design and the reliability test. The later part of the chapter included survey respondents' profiles and means tables of attitude towards behavior, subjective norms, behavioral intention, and consumption behavior. As the demand for renewable energy solutions increases in Myanmar, understanding consumer behavior in terms of solar acceptance becomes increasingly important Sandisolar, a key player in the solar market, diversifies designed to meet the energy needs of commercial residents for, of Sandisolar's considerations As far as factors affecting consumer behavior should be examined.
Several interacting factors such as high energy costs, desire for energy independence, and environmental concerns drive the adoption of solar technology In Myanmar, where electricity access to reliable power is a challenge for many, solar power offers a promising solution. However, understanding consumer behavior requires not only the benefits of solar energy, but also barriers to adoption, such as initial cost, product reliability, and consumer perception
Sandisolar must capture a unique market characterized by different customer segments, each with unique needs and preferences. Factors such as socioeconomic status, cultural attitudes towards renewable energy, and level of education can significantly influence purchasing decisions. In addition, Sandisolar’s effective marketing strategies and customer engagement efforts play a key role in shaping customer opinion and satisfaction.
By analyzing customer behavior, Sandisolar can gain valuable insights on how to better align its products and services with market requirements. This understanding will not only help improve customer satisfaction and loyalty but will also allow Sandisolar to identify opportunities for innovation and growth in a competitive renewable energy market.
In summary, the study of consumer behavior towards Sandisolar products in Myanmar provides important insights into the dynamics of solar energy adoption, informs strategic decisions and empowers the company meeting the evolving needs of its customers. Understanding these trends will ultimately help to effectively expand renewable energy solutions in the region, supporting Myanmar’s transition towards a more sustainable energy future.
[bookmark: _Toc192335940]3.1 Research Methodology
This research is descriptive-analytical research of the actual relationships that may exist between independent and dependent variables. The descriptive part is needed to describe and identify the research factors, which constitute the marketing mix strategy components for Sandisolar Products and Services. In the analytical part, the research model is being tested through examining the relationship between the marketing mix components and customer satisfaction. 

3.2 Research Design and Sampling
     The study was undertaken to examine the level of customer satisfaction and the 4Ps of the marketing mix that influence customer satisfaction among customers of Sandi Solar in Myanmar. Convenience sampling will be used in this research to collect data from customers. This method is chosen because it can be carried out conveniently, as the target customers for the study are easily accessible for the researcher to participate as respondents (Farrokhi, 2012). Additionally, a random sampling method will be employed to ensure a representative sample. Data will be collected from customers at two locations Showroom in Yangon, with a total of 150 respondents participating in the study. 

3.3 Data Collection Method
The present study depends on primary data, which is collected through survey method by using a questionnaire. A survey method of data collection through questionnaire was used to collect data for this study because Krishnaswami and Ranganatham (2007) recommended that the advantage of this method is that it is less expensive, permits anonymity and may result in more responses that are honest. The respondents are asked to rate each statement using Likert scales of 1 to 5.

3.3.1 Questionnaire
The questionnaire consisted of 40 questions divided into three part: demographic information (questions 1-5) in Part One, usage pattern (6-10) in Part Two, and constructs of TRA (questions 11-40) in Part Three. Some of the questionnaire sections made up the constructs of the TRA: five-point Likert-type rating scales ranging from 1 (Strongly Disagree) to 5 (Strongly Agree) were used for those questions. The questionnaire consisted of close-ended questions with some of them containing an “other” option to serve as open-ended questions. The questions contained category type and Likert scale.

3.3.2 Reliability Test
In this study, attitude toward behavior, subjective norms, and behavioral intention has been indirectly measured. It is important to measure how much the questionnaires are internally consistent when a scale consistent when a scale consists of more than one. Cronbach alpha above 0.7 was considered acceptable, one above 0.8 as good, and one above 0.9 as excellent (Stephanie, 2014). In this study, the reliability coefficients of six constructs were tested with 120 respondents through survey form.

Table 3.3.2 Reliability Test
	Particulars
	Cronbach’s Alpha
	No. of items

	Price
	0.801
	10

	Promotion
	0.794
	10

	Product
	0.787
	5

	Brand image
	0.832
	5


Source: Survey Data, 2025

According to Table 3.3.2, it could be found that the attitude toward behavior, subjective norms, behavioral intention and consumption behavior have Cronbach’s Alpha values of 0.7 or higher. Thus, it can be explained that the items have relatively acceptable internal consistency and the questionnaire is sufficiently reliable.

3.3.3 Profile of Respondents
To study the consumer attitude and behavioral intention toward Sandisolar users, the first analysis is the demographic characteristics of the respondents. It defines such questions as gender, age, education, occupation and income. The questions are given multiple choices, out of which respondents have to choose the most relevant one. In this section, the demographic profile of 200 respondents randomly collected from Solar users of six fitness centers at one downtown township (Mingalar Taung Nyut) in Yangon and their usage patterns are presented. Table 3.3.3 presents the demographic data of the respondents. According to Table 3.3.3, the demographic profile of respondents is as follows. The number of males and females are 120.3% and 79.7%. Males are larger than Females due to the place where the field survey was conducted in the Sandisolar. The age group of 20-30 is the biggest 20%, the second group is 31-40 with 40%, the third group is 41-50 with 29.2%, and the smallest group is 20 years and above with 10.8% respectively. In the educational level of the respondents, it is found that nearly half of the respondents have a Business 39.2%, followed by 31% of the respondents who are studying in the Owner (End-user). Respondents with Employee, those with Employee, and those with other are 13.3%, 14%, and 2.5% respectively.
Table 3.3.3 Demographic Profile of Respondents
	No
	Particulars
	Number of
Respondents
	Percentage (%)

	   1
	Gender
Male
Female
	
120
80
	
120.3
79.7

	2
	Age (Years)
20-30
31-40
41-50
50years and above
	
40
80
58
22
	
20.0
40.0
29.2
10.8

	    3
	Occupation
Employee
Owner (End User)
Business (B2B)
Other
	
30
82
48
40
	
15.0
40.5
24.5
20.0

	  4
	Monthly Personal
Income(Kyats)
Less than 200,000
200,001- 400,000
400,001- 600,000
600,001- 800,000
800,001- 1,000,000
More than 1,000,001
	             

6
9
22
35
44
84
	

3.0
4.5
11.0
17.5
22.0
42.0

	Total
	
	
	100.0


Source: Survey Data, 2025

For the occupation information, private company employees and owners (end User) are the biggest with 15% and 40.5 %. Of the number of Business respondents 24.5% and Others 20% answered their occupation as other. They include Business Owner. However, most respondents who chose others did not specify their occupation. Four respondents did not respond to any answer for the occupation. For monthly income information, the income group of 200,001-400,000 kyats, less than 200,000 kyats, 400,001-600,000 kyats, 600,001-800,000 kyats, 800,001-1,000,000 kyats and more than 1,000,001 kyats are 3%, 4%, 11%, 17%, 22%, and 42%. Overall, a profile of average respondents is female, age 31 to 40 years old, Owner and 800,001-1,000,000 kyats per month.

3.4 Ethical Consideration
       Sandisolar, established in 2015, is a global provider of solar photovoltaic (PV) products and services with a significant appearance in Myanmar. The company is committed to moral practices, focusing on social responsibility, community development, and environmental stability.
1. Social responsibility and community development
Sandisolar is actively engaged in corporate social responsibility (CSR) initiatives, aimed at improving the quality of life in under asked communities. In particular, the company has contributed to the eradication of poverty in rural Myanmar by providing reliable energy solutions. In 2019, Sandisolar participated in the demonstration collaboration project of China-Myanmar poverty, which installed 120 solar street lights in ACT and Mininet villages. The project extended security and expanded producer hours for the residents. 
During the COVID-19 epidemic, Sandisolar demonstrated a strong commitment to public health by donating medical supplies to hospitals, universities, and government departments in Myanmar, including masks and hand sanitizers. 
2. Community development initiative
Sandisolar has contributed significantly in furthering rural development in Myanmar through several major projects:
Renewable Energy Projects: The company has installed solar street lights and provided technical guidance for fruits and vegetable drying equipment in rural areas, which has contributed to infrastructure and economic opportunities. 
Educational Program: In December 2018, Sandisolar conducted a two-day training on the third-generation photovoltaic new energy applications in Chin State, which was aimed at building local capacity in renewable energy technologies. 
Efforts to reduce poverty: Chinese-Myanmar Poverty Reduction Performance Associate Project, Sandisolar has worked to establish collaboration sites to promote international poverty reduction, which focuses on rural development. 
3. Social responsibility effort
Demonstrating a strong commitment to social responsibility, Sandisolar has taken various initiatives
Disaster Relief: The company assisted during the 2016 floods in Myanmar, showing its dedication to supporting communities in times of crisis. 
Public Health Assistance: During the COVID-19 epidemic, Sandisolar donated medical supplies to hospitals, universities, and government departments in Myanmar, including masks and hand sanitizers, assisting in response to the country's epidemic.
4. Environmental sustainability
The main mission of Sandisolar is to promote the adoption of renewable energy, reducing the dependence on fossil fuels and reducing environmental effects. The company's solutions, such as photovoltaic and energy storage integrated systems, are designed to provide clean and efficient energy. These initiatives align with global efforts to deal with climate change and promote sustainable development.
1. Renewable energy promotion
    Sandisolar actively encourages renewable energy to reduce dependence on fossil fuels and reduce environmental effects. In Myanmar, the company has implemented several solar projects, including the installation of 15kw on-grid solar PV systems in the Pan Hlaing Estate in Yangon. The system generates around 17,500 kWh annually, which has a peak period of 3.5 years, leading to significant  power cost savings and a reduction in carbon emissions. 
2. Energy solutions for unqualified areas
Recognizing the challenges faced by areas with limited electricity access, the sandisolar offers off-grid photovoltaic solutions. These systems supply clean, affordable, and reliable energy for residents, schools, and small businesses, replacing traditional, polluting power sources. By providing permanent energy options, Sandisolar contributes to these communities to improve environmental protection and improve the quality of life. 
3. Extensive energy management
Sandisolar provides integrated photovoltaic and energy storage solutions, which enable efficient energy production and storage. These systems empower users to reduce traditional energy grids, reduce dependence on low energy costs, and reduce their environmental footprint. The company's commitment to the 25-year full life cycle management service ensures continuous environmental benefits and system efficiency. 
4. Extension of solar power projects
In response to rising electricity costs and environmental concerns, Sandisolar has greatly increased its solar power projects in Myanmar. The company completed 36 projects in 2022, 115 in 2023, and more than 200 projects in 2024. This expansion indicates a growing company.
5. Moral business practices
While specific internal policies in available sources are not wide, active participation in community development and environmental stability projects indicates a commitment to moral trade practices.
6.  Social responsibility and community development
Sandisolar is actively engaged in the initiative aimed at improving the quality of life in unqualified communities. The company has been involved in renewable energy development for many years, engaging deeply in cultural exchange, infrastructure projects, and business management in Myanmar. This participation has increased his confidence in contributing to poverty alleviation in rural areas by providing reliable energy solutions. His goal is to address energy poverty in Myanmar by 2030. 
In collaboration with relevant government departments, Sandisolar has participated in many poverty decrease and donation projects. These efforts include the installation of hundreds of solar street lights in rural villages in Myanmar and expanding productive hours for residents. Additionally, the company has participated with the Ministry of Education and other organizations to promote renewable energy solutions, which shows a commitment to social welfare and community development. 
Environmental sustainability
Sandisolar's main mission is to promote the adoption of renewable energy, reduce dependence on fossil fuels, and reduce environmental effects. The company's solutions, such as photovoltaic and energy storage integrated systems, are designed to provide clean and efficient energy. These initiatives align with global efforts to deal with climate change and promote sustainable development.

[bookmark: _Toc192335941]CHAPTER IV
[bookmark: _Toc192335942]DATA ANALYSIS AND RESULTS
4.1 [bookmark: _Toc192335943]Description of Population and Sample
            Sandisolar Renewable Energy Development International Company, Limited, 2015, is a global supplier of photovoltaic (PV) products, applications, and services. The company specializes in the design, production, and distribution of products such as PV modules and solar energy systems. Sandisolar has several production facilities and has supplied power solutions to several homes in the off-network regions of Myanmar. 
    	In 2022, Sandisolar participated in China-Myanmar poverty reduction and rural development cooperation projects. This initiative is part of the ASEAN poverty decline in collaboration in collaboration by the Chinese government, which aims to help countries such as Myanmar, Laos, and Cambodia in the establishment of demonstration sites to promote international poverty efforts. 
      	When it comes to the research method, the population refers to the entire group of individuals or institutions relevant to a particular study. A selection is a sate of this population, which is chosen for real studies to draw conclusions about the entire group. For example, if Sandisolar conducts a survey to assess customer satisfaction among the users of Myanmar, the population will include all Sandisolar customers in Myanmar. Due to practical obstacles, the company can choose a selection - a small group that represents a comprehensive customer base - to participate in the survey. This approach enables effective data collection and analysis, while ensuring conclusions is common for the entire population.
[bookmark: _Toc192335944]4.2 Statistical Analysis and Interpretation of Results 
The data collected through the survey were analyzed by using descriptive and inferential statistics. Statistical analyses were conducted using Statistical SPSS version 23 and Microsoft Excel (2016). 



4.2.1   Customer Buying Behavior of Model Summary

        The model summary provides observation of how well independent variables (Avt marks, Avt -Promote, AVT Price and Avt products) explain how well the variance of customer purchase behavior. The main figure in this table is R, which measures the strength of the relationship between independent variables and dependent variables.
Explanation: R = 0.69: This indicates a slight positive correlation between independent variables (Avt labeling, Avt -Preparation, AVT price and AVT products) and AWN Customer Purchase behavior.  This suggests that selected predictions have a minimum impact on interpreting changes in the customer's procurement behavior. Since R is relatively low, it means that customers can be other factors that affect procurement behavior that are not included in this model. Further analysis, such as adjusting independent variables or including additional factors, may be necessary to improve the model's explanatory power.

Table 4.2.1 Customer Buying Behavior of Model Summary
	Model
	R
	R Square
	Adjusted RSquare
	Std. Error of the Estimate

	1
	0.69
	0.62
	0.59
	0.3989



The model summary in Table 4.2.1 provides insight into the general strength in the relationship between an independent variable (Avt label image, AVT -Promoting, AVT Price, and AVT products) and dependent variables (AVT customer purchasing behavior).
Interpretation of the main matrix:R = 0.69
This indicates a weak positive correlation between independent variables and behavior for customer purchases. A high R value (near 1) will suggest a strong relationship, but in this case the relationship is  very strong.
R Square = 0.62:
This means that only a 62% variation in customer purchase behavior can be explained by independent variables in the model. The remaining 38% variation is affected by other factors included in this model.

Intention:
The low ransom value suggests that the AVT label image, decreases, Avt Price and AVT products do not explain the behavior of buying customers in this dataset.
Other important factors may be (eg customer service, word-of-mouth, competitive effects or personal preferences) that should be considered in future research.
Increasing the model by incorporating multiple variables or improving data collection methods can improve its future power. The model summary in Table 4.2.1 provides insight into the general strength in the relationship between an independent variable (AVT label image, AVT -Promoting, AVT Price and AVT products) and dependent variables (AVT customer purchasing behavior).
Interpretation of main matrix:
R = 0.60:
This indicates a strong positive correlation between independent variables and behavior for customer purchases. A high R value (near 1) will suggest a strong relationship, but in this case the relationship is not very strong.

R Square (R G) = 0.068:
This means that only 6.8% variation in customer purchase behavior can be explained by independent variables in the model. The remaining 93.2% variation is affected by other factors included in this model.

Intention:
The low ransom value suggests that the Avt label image, decreases, Avt Price and AVT products do not explain the behavior of buying customers in this dataset.
Other important factors may be (eg customer service, word-off-mouth, competitive effects or personal preferences) that should be considered in future research.
Increasing the model by incorporating multiple variables or improving data collection methods can improve its future power.



4.2.2 Customer Buying Behavior of ANOVA
In this study, Anova (analysis of variance) Test customer purchases were performed to explain the variation in procurement behavior (Avt -brand image, Avt -Preparation, AVT price, and AVT products) to determine the statistical importance. The results are presented in Table 4.2.
Interpretation of Anova -Table:
Recovery of classes (1,100): This customer represents variation in procurement behavior explained by independent variables (Avt label image, Avt -Preparation, AVT Price and AVT products).
Rest yoga of classes (15.118): This indicates the variety that remains unexplained by the model.
Total sum of classes (16,218): This is the total difference in customer procurement behavior.F-Value (1,728) tests whether the regression model is well suited for data as a whole. The respective P-Man (SIG = 0.150) exceeds 0.05, indicating that independent variables do not explain the difference in behavior to buy customers at a 5% importance level.The importance value (0.150) is more than 0.05, the regression model is not statistically important. This suggests that this study does not have a strong collective effect on the behavior to buy a customer in this study of the Avt label image, Avt -Promote, Avt Price and Avt products.

Table 4.2.2 Customer Buying Behavior of ANOVA
	

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	1.100
	4
	.275
	11.728
	.000

	
	Residual
	15.118
	95
	.159
	
	

	
	Total
	16.218
	99
	
	
	

	a. Dependent Variable: AVTCustomer Buying Behavior



Predictors: (Constant), AVT Brand Image, AVT Promotion, AVT Price, AVT Products

According to this study, Table 4.2.2 ANOVA (variance analysis) presents results, 
Residual degrees of freedom are 95, representing the number of minus the estimated parameters.
The F-mental test performs whether the regression model is statistically important as a whole. A high F value will indicate a strong correlation between independent variables and the customer's procurement behavior.
Meaning (Sig. = 0.000): The p-value (0.000) is less than 0.01, which means that the model is statistically important at the level of 1%.
This suggests that the Avt brand image, Avt -Promoting, AVT Price and AVT products is significantly affecting the behavior to buy customers in this study.


4.2.3 Customer Buying Behavior of Coefficients
      In This Study, table 4.2.3 presents the regression coefficient, which indicates the ratio of each independent variable (decrease -marking, Avt -Promote, AVT Price and AVT products) and dependent variables (AVT customer purchasing behavior).Unstable coefficient (B): They represent real changes in the customer's procurement behavior for a-unite increase in each independent variable, provided that all other variables remain stable. The constant (2,563) states that if all independent variables are zero, the approximate customer will acquire purchase behavior points 2,563.Avt-promoting (B = 0.117): Avt increases the customer's procurement behavior to 0.117 with a one-unite increase in promotion, even though it is not statistically important (p = 0.006).Avt -Price (B = -0.048): An increase in the decrease price reduces customers' behavior to 0.048, but this effect is not significant (p = 0.083).Avt label image (B = 0.167): The AVT mark increases the customer's procurement behavior to 0.167 with an increase in the image, but it is not even statistically significant (p = 0.107).AVT product (B = 0.090): A-unite increase in AVT products increases customers' procurement by 0.090, but it is not important (p = 0.453).Standardized coefficient (beta):These customers show the relative importance of each prophet to influence purchase behavior. Avt-promoting (beta = 0.178) has the most positive effect and the Avt value (beta = 0.084) has a positive but effect. Avt label image (beta = 0.165) and AVT products (beta = 0.081) have a small positive effect. T-statistical and importance (sig.): the T-value tests whether each coefficient contributes significantly to the model. A p-value (character) below 0.05 indicates statistical significance. The constant (p = 0.000) is important, which means that the basic model is meaningful.
However, none of the independent variables have P-people below 0.05, which suggests that they each do not affect the behavior of customer purchases. Any independent variable does not have a statistically significant impact on customer procurement behavior. Avt-promoting (p = 0.083) is almost importance and can have some effects. The model may require additional predictions or a large sample size to improve importance.

4.2.3 Customer Buying Behavior of Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.563
	.671
	
	3.818
	.000

	
	AVT Price
	.117
	.067
	.178
	1.750
	.083

	
	AVT Promotion
	.048
	.058
	-.084
	.836
	.006

	
	AVT Products
	.167
	.106
	.165
	1.580
	.107

	
	AVT Brand Image
	.090
	.119
	.081
	.753
	.033

	a. Dependent Variable: AVTCustomer Buying Behavior



According to this study, The table offers 4.2.3 regression coefficients, which show the ratio of each independent variable (AVT price, AVT campaign, AVT products and decrease brand image) and dependent variables (customer purchasing behavior). The table includes both T-values ​​and meaning (P-human) as well as uncontrolled and standardized coefficients for each prophet. Using Interpretation of main matrix for Unstable coefficient (B): These represent the expected changes in the customer's procurement behavior for a-unite increase in each independent variable, provided that all other factors remain stable. Constant (B = 2,563, p = 0,000): This customer purchase represents the basic level of behavior when all independent variables are zero. Since the P-human is important (p <0.05), it confirms that the model has a meaningful cutting. AVT price (B = 0.117, p = 0.083): A-association increase in AVT price increases the customer's buying behavior by 0.117. However, since p = 0.083 (> 0.05), this effect is not statistically important. Avt campaign (B = -0,048, p = 0.406): Avt -promoting resulted in a reduction of 0.048 in procurement behavior as a result of an increase in a unit. However, the p-value is 0.406, which means that this ratio is weak and statistically insignificant.AVT products (B = 0.167, p = 0.117): A-Associated Increase in AVT products increases the customer's procurement behavior 0.167, but it is not statistically significant (p = 0.117).Avt labeling image (B = 0.090, p = 0.453): A total increase in the decrease brand image increases the customer's buying behavior by 0.090. However, with p = 0.453, this effect is also not statistically important.
Standardized coefficient (beta): These customers indicate the relative importance of each independent variable in predicting buying behavior. Avt value (beta = 0.178) has the most positive effect. The AVT product (beta = 0.165) also contributes positively, but to a little less. Avt marks (Beta = 0.081) and Avt campaign (Beta = -0,084) have weak effects. Negative beta for Avt -Promote suggests that high marketing is not necessarily the reason for high customer purchases in this model. T-statistical and importance (sig.): The T-value tests do whether each independent variable contributes significantly to the model. A T-value too much height suggests a strong relationship. P- If p <0.05, variables significantly affect the behavior of buying a customer. Here, none of the independent variables P-human is below 0.05, which means that their effects are not statistically important. None of the independent variables significantly affect the behavior of buying customers in this model.
The highest contributor is AVT value (p = 0.083), but it is still not statistically important.
Avt-promoting has a negative effect, but the effect is weak and not important (p = 0.406).
The model suggests that other factors (not involved in this study) may have a greater impact on the customer's procurement behavior.
[bookmark: _Toc192335945]CHAPTER V
[bookmark: _Toc192335946]CONCLUSION
[bookmark: _Toc192335947]5.1 Findings and Discussions 
This study examines Consumer Buying Behavior towards Sandisolar Company consumption of Renewable users in Yangon. A total of 200 people between the ages of 18 and 50 participated in this study. The majority of respondents are Employees and most of the respondents are Business Owners. In the study of consumption patterns of Sandisolar, most of the respondents come to buy Twice a week. Most of the respondents come with family for Looking items but other most of the respondents come with their Boss. Most of the respondents used for their Home and Business. The Renewable consumers come one time per a day to look the showroom. Regarding attitude towards behavior, most of the respondents know that the Sandisolar Brand is good for Long-Term use. They believe that they will be sophisticated when consume Sandisolar Brand. They also know that the Sandisolar Brand has good Feedback in the Solar Market. The majority of the respondents mainly consider good SOC Battery and Battery health concern is very important for them when consuming Sandisolar. And then, extended exercise performance is also important for them. Regarding subjective norms, most of the respondents think that their surrounding people believe Sandisolar Brand is good in Battery Cell. They consider that most of their family members’ suggestions to use Sandisolar Brand. And then, they also know the increasing trend of consuming Sandisolar Brand among their surrounding people. They wish to consume Sandisolar Brand because their first priority is to consider their friends appreciation to them when they consume Sandisolar Brand than other Brand. For behavioral intention, most of the respondents are willing to consume Sandisolar Brand in the future for their long-term benefits. They will also recommend other people to consume Sadisolar. Then, they wish to consume Sandisoalr Brand according to use. For consumption behavior, most of the respondents are often consuming Sadnisolar Brand for rapid Low Cost and Good Quality. Also, they often consume Sandisolar Brand for Home Decoration. The overall mean score of all variables is good for Sandisolar Brand consumption behavior. According to the analysis research, this study found out that there is a significant positive relationship between attitude towards behavior and subjective norms, behavioral intention, and consumption behavior of Sandisolar Brand. Among the variables, subjective norms are highly significant in behavioral intention. And then, behavioral intention is also positively significant on consumption behavior. Thus, it can be concluded that gym users’ consumption behavior of isotonic Sandisolar is consistent with their Customer Behavior.
[bookmark: _Toc192335948]5.2 Suggestions and Recommendations 
Regarding the consumption pattern of Sandisolar Brand, most of the Renewable users are Battery health-conscious and willing to pay a premium for products that are better for them. They go to fitness centers at least once a week alone or with their friends. They regularly consume advertise Sandisolar Brand to their friends. Thus, marketers should give detail messages about the Battery health performance of consuming Sandisolar Brand. They precisely explain that Sandisolar Brand no need space and help to decorate the home after buying the sandisolar Brand. The Asia Announces the Good Battery life program for consuming Sadisolar Brand.
Regarding attitude toward behavior, most respondents choose Sandisolar for their Long Term use and low Cost. But Myanmar People have little knowledge on
Sandisolar Brand has extended their exercise performance and it is not lightweight to carry easily. Marketers should give the message that Sandisolar is good for Long Life batteries and Low cost. They should also emphasize on new Design and Battery with Ev Cell and Grate A. There is another consumer group (Employee) are opening up. Regarding subjective norms, most of the respondents take into consideration the attitude of their reference group (family members and their friends) on consuming Sandisolar Brand. But they give priority of their close friends' suggestions and appreciation. Marketers should promote Long-life Battery Health between their reference groups and advertise marketing messages revolving around perceived Good benefits. And then, they also should arrange Electronic Event activities programs to participate together with their reference groups. These programs can be social bonding times between their reference groups. Regarding behavioral intention, most of the respondents were willing to consume Sandisolar Brand for their long-term Battery health benefits and they also recommended others. They often consume Sandisolar Brand for rapid. Thus, manufacturers should add other benefits when consuming Sandisolar Brand such as Safe and Beautiful Decoration, active lifestyle, reduced Location Area, Cost recovery. They also should create a message that the Sandisolar Brand goes well with renewable for their Budget Plan. This study found out that there is significant positive relationship between attitude towards behavior (behavioral beliefs and outcome evaluation), subjective norms (normative beliefs and motivation to comply), behavioral intention, and consumption behavior of Sandisolar Brand. Regarding behavioral intention, subjective norms are the strongest predictor of intention than attitude towards behavior. They should also focus the attitudinal elements of Sandisolar Brand. Thus, marketers should create effective events and programs with various endorsements through social group (reference group) to be social bonding times. Marketers should also maintain Electronic Event, Government programs, and Promotion programs because these programs are very popular between Businesses and the Government. Holding this event, it can create awareness and publicity participants also get the chance to give brand Awareness for the Sandisolar Brand. They should also create sponsorship activities, photo contests, game programs, and awarding on consumer reviews on social media. They should arrange counter stands in Event, Road Show, and MICT Park Electronic Event. They should create attractive packaging designs and Accessory. They should also enhance the availability of the Sandisolar Brand by distributing various channels. They should advertise on television, Home use events, and Electronic magazines. And then, celebrity endorsement is also needed because it will gain attraction and brand awareness of the Sandisolar Brand.
[bookmark: _Toc192335949]Summary The purpose of this study is to provide insight into Sandisolar’s market positioning, customer satisfaction, and innovation opportunities in renewable energy. The findings will support strategic decision-making and contribute to sustainable energy solutions in Myanmar.
An exploratory study is being conducted to investigate customer satisfaction and the (Price, Promotion, Product quality, and Brand Image) in the marketing mix among Sandisolar customers in Myanmar. Convenient sampling will be used to collect customer data, as this method makes it easier for the respondents to obtain. Furthermore, the exploratory study will clarify the statistical relationship between customer satisfaction and (Price, Promotion, Product quality, and Brand Image), providing insights into how these factors interact and affect customers’ perceptions and behaviors.

5.3 Suggestion for Further Research
    This study only emphasizes the relationship between attitude towards behavior,subjective norms, behavioral intention and consumption behavior of Sandisolar Brand of Renewable users at one downtown township (Mingalar Taung Nyut township) in Yangon.
Furthermore, this research focuses on Home use, Business owners, and including other consumers such as athletes, exercisers, employees, civil servants, students, and workers who lead a growing business and Looking for a good life person. Different consumers in different areas don’t have the same attitude and behavior toward Sandisolar Brand. It should be conducted in another area from different views on the attitude and behavior of Sandisolar Brand. Then, further research might consider constructing and developing other factors such as personal influences, situational influences, advertising, and branding.
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