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ABSTRACT:-

Brand Management is a very huge subject; therefore, the thesis will be limited to research on
Home Appliance with specific examples from Indian and Multi-National companies for better clarity and
analysis. The researcher has narrowed this study based on relevant scope and available time. The
required surveys have also been conducted accordingly. All the respondents from the consumer survey
are from Nagpur and the respondents from the company personnel survey are from Nagpur.
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INTRODUCTION:-

Brand Management is the backbone of Marketing & Sales; especially in today’s context. The
objective of this study is to understand the Indian market, Product Management, Branding, definitions
and concepts, outline the scope of Branding, roles of Branding and analyze Branding with respect to
Brand Extensions and Brand Modifications. To achieve this, we will also understand in detail the
concepts and models of Brand Equity.

A Brand is a product or service that adds dimensions that differentiate it in some way from
other products or services designed to satisfy the same need. These differences may be functional,
rational or tangible, related to product performance of the Brand. They may also be more symbolic,
emotional or intangible, related to what the Brand represents.

The researcher has chosen this topic for this study, since it always presents immense challenges
to practicing Managers as well as people from the academic field.

The topic is vast; hence the researcher would be focusing mainly on Home appliances and
mostly in the context of the scenario in India.
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BRANDING

The word “brand” owes its to the Norwegian word “brandr’ which means to burn. Cowboys
used to put some identification mark on the body of their livestock's to distinguish their respective
possession. In marketing parlance we say products are what companies make, but customers choose the
brands. Therefore, marketers resorted to branding in order to distinguish their offerings from similar
products (services) provided by their competitors. Additionally, it makes an inherent assurance to the
customers that the quality will be similar in every purchase of the same brand. Products are made the
brand is what gives then meaning and purpose telling us how a product should be viewed. It defines
what and how much to expect from the products bearing its name.

WHAT IS BRANDING?

Branding is a process, a tool, a strategy and an orientation.

e Branding is the process by which a marketer tries to build long term relationship with the customers
by learning their needs and wants so that the offering (brand) could satisfy their mutual aspirations.

MANAGING BRAND EQUITY

Brand equity is the term used to describe the value of a brand’s name or symbol. The simplest
form of brand equity is familiarity. Choosing a known brand gives the customer a justification for the
decision. This justification may also serve as a social approval, indicating that the person has bought
something of value. Brand equity is defined as a set of brand assets and liabilities linked with a particular
brand,, its name and symbol. Brand equity creates value for both customers and the marketer.

THE IMPORTANT POINTS CONSIDERED IN BRANDED PRODUCTS

FAIR
BRAND NAME | BRAND CO | PAST EXP PRICING SCHEMES OTHERS
YOUTH 91% 85% 88% 57% 57% 10%
MIDDLE AGED 91% 85% 87% 59% 59% 9%
ELDERLY 89% 81% 83% 56% 56% 10%
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From the above table and graph we find that the Brand Name is the most important point
considered by every segment of consumers followed by Company brand and past Experience. So the
three important things considered when buying a branded product is the Product Brand, followed by
Company Brand and Past Experience with the usage of Brand.

PRODUCT BRAND
PDT_BRAND * SEGMENT Crosstabulation
SEGMENT Total
YOUTH | MIDDLE AGED | ELDERLY

|IPDT_BRAND NO Count 47 30 13 90

% within SEGMENT 9.0% 8.5% 10.8% 9.0%

YES Count 476 325 107 910

% within SEGMENT 91.0% 91.5% 89.2% 91.0%

Total Count 523 355 120 1000

% within SEGMENT 100.0% 100.0% 100.0%|f 100.0%

From the table above the Column percentage (% within Segment) presents the number
respondents importance to the Product Brand importance (in the Count column) as a percentage of the
total number of respondents in each type of segment respectively.

Irrespective of the type of segment of the consumers there is no difference in the preference of
reasons for using a branded product. We find the most important point considered when buying a
branded product is the Product brand. Hence irrespective of the segment of consumers all feel product
name (approx 90% in every segment) is the important factor considered.

The chi square value is 0.821 and is not significant as the sig value is more than 0.05. Hence
there is no significant difference with respect to the segment of consumers and the important point
considered for buying branded products as the table given below.
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Chi-Square Tests

Asymp. Sig. (2-
Value df sided)
Pearson Chi-Square .821° 3 .844
Likelihood Ratio .976 3 .807,
Linear-by-Linear Association .013 1 .909
N of Valid Cases 1000
a. 2 cells (25.0%) have expected count less than 5. The minimum expected count
is .18.
COMPANY BRAND
Crosstab
SEGMENT Total
YOUTH | MIDDLE AGED | ELDERLY
CO_BRAND NO Count 75 51 24 150
% within SEGMENT | 14.3% 14.4% 19.2% 15.0%
YES Count 448 304 98 850
% within SEGMENT | 85.7% 85.6% 80.8% 85.0%
Total Count 523 355 122 1000
% within SEGMENT | 100.0% 100.0% 100.0% 100.0%

From the table above the Column percentage (% within Segment) presents the number
respondents importance to the Company Brand importance (in the Count column) as a percentage of
the total number of respondents in each type of segment respectively.

Irrespective of the type of segment of the consumers there is no difference in the preference of
reasons for using a branded product. We find the second most important point considered when buying
a branded product is the Product brand. Hence irrespective of the segment of consumers all feel
Company as a brand (approx 85% in every segment) is the important factor considered.

The chi square value is 3.846 and is not significant as the sig value is more than 0.05. Hence
there is no significant difference with respect to the segment of consumers and the important point
considered for buying branded products as the table given below.

Chi-Square Tests

Asymp. Sig. (2-
Value df sided)
Pearson Chi-Square 3.846° 3 .279
Likelihood Ratio 3.165 3 .367
Linear-by-Linear Association 3.009 1 .083
N of Valid Cases 1000
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Chi-Square Tests

Asymp. Sig. (2-
Value df sided)
Pearson Chi-Square 3.846° 3 .279
Likelihood Ratio 3.165 3 .367
Linear-by-Linear Association 3.009 1 .083
IN of Valid Cases 1000

a. 2 cells (25.0%) have expected count less than 5. The minimum expected count is

.30.

PAST EXPERIENCE

Crosstab
SEGMENT

YOUTH |MIDDLE AGED| ELDERLY Total

|JPAST_EXP NO Count 64 44 21 129
% within SEGMENT 12.2% 12.4% 17.5% 12.9%

YES Count 459 311 101 871
% within SEGMENT 87.8% 87.6% 82.5% 87.1%

Total Count 523 355 120 1000
% within SEGMENT 100.0% 100.0% 100.0% 100.0%

From the table above the Column percentage (% within Segment) presents the number
respondents’ importance to the Past Experience (in the Count column) as a percentage of the total

number of respondents in each type of segment respectively.

Irrespective of the type of segment of the consumers there is no difference in the preference of
reasons for using a branded product. We find the third most important point considered when buying a
branded product is the Past Experience with the Brand. Hence irrespective of the segment of consumers

all feel Past Experience of brand (approx 87% in every segment) is the important factor considered.

The chi square value is 2.841 and is not significant as the sig value is more than 0.05. Hence
there is no significant difference with respect to the segment of consumers and the important point

considered for buying branded products as the table given below.

Chi-Square Tests

Asymp. Sig. (2-
Value df sided)
Pearson Chi-Square 2.841° 3 417
Likelihood Ratio 2.907 3 406
Linear-by-Linear Association .120 1 .729
N of Valid Cases 1000
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Chi-Square Tests
Asymp. Sig. (2-
Value df sided)

Pearson Chi-Square 2.841° 3 417
Likelihood Ratio 2.907 3 406
Linear-by-Linear Association .120 1 .729
N of Valid Cases 1000
a. 2 cells (25.0%) have expected count less than 5. The minimum expected count is
.26.

CONCLUSION

Brand name is the most important factor while making a buying consideration followed by company
name and then past experience of that company product or same brand name.

There is no difference in the segment of consumers when it comes to various factors under
consideration regarding branded products.

The important reason for the consumers to prefer line extensions are same company name, same
brand name and Trust in the brand.

The consumers are not importantly concerned about the pricing, advertising and other options.
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