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=~ Abstract:

The term “brand™ 15 defined as a “name, term, sign, symbol, design or a combmation
of them intended to identify the goods and services of one seller or group of sellers and to
diffcrentiate them from those of cther sellers. Therefore it makes sense to understand that
branding is not about getting your target market to choose you over the competition but 1f s
about getting your prospects lo sec you as the only one that provides a solution to their
problem. Branding is important because it gives meaning to the consumption process. In
modlern world to sell a product. branding is most important. Effective branding can resulr ir
Righer sales of not only one product. but of other producis associated with that brang.
Branding is strategic. Marketing 1s tactical. Marketing may contribute o a brand bur be
brand is bigger than any particular marketing effort. The brand is what remams after the

markcting has swept through the room.

Key words: Brand, Consumer, Marketing.

~ Chjective of the study: The present study confines to the following objectives:
1) To study the rolc of “brand™ among customers.
21 To study difference br:lwc_en brand and marketing.
3) To swdy the clements of brand.

» Method of data collection: The following data is collected on  Sccondary data basis.

= TIntroduction:

A brand is a namc, term. design or other feature that distinguishes one scller's produic:
from thosc of others. Tn busincss, advertising. marketing “Brand™ is considered most umportany
part. In olden days livestock branding was adopted to differentiate one person's cattle from
another's by means of a distinctive symbol burned into the animal's skin with a hot branding
iron. Branding is important because it gives meaning to the consumption process. In modemn
world to scli a product. branding is most important. Companies understood that sclling

an be
regarded as tool that can enforce all resources of a company towards implementing cnforce all

without the presence of a strong brand is much more difficult Taday branding ¢

resources ol a company towards implementing the strategy. The word "brand" 15 often used as
a metonym referring to the company that is strongly identified with brand. Effective
branding can result in higher sales of not only one product. but of ather products associated
with that brand. For example, if a customer loves Pillsbury biscuits and trusis the brand, he or

c more ily te try tcr ruc1 offered by the co

- —_—

mpany - sucl: as chocolate-chip
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cookies. for example. Brand is the personality that identifies a product, service or company
(name, term, sign, symbol, or design, or combination of them) and how it relates to key
constituencies: customers, staff, partners, investors etc. A brand can therefore become one of
the most valuable elements in an advertising theme, as it demonstrates what the brand owner
is able to offer in the marketplace. Consumers may look on branding as an aspect of products
or services. as it often serves to denote a certain attractive quality or characteristic. From the
perspective of brand owners, branded products or services can command higher prices. Where
two products resemble ecach other, but one of the products has no associated branding (such as
store-branded product), peoplc may often select the more expensive branded product on the
basis of the perceived quality of the brand or on the basis of the reputation of the brand owner.

Branding can be effectively used in industrial marketing. In marketing “brand” helps
1w u‘edlt. trust, confidence and comfort through branding. The buyer has learned Lo trust his
regular suppllers They knows their prices, they have compared them to others in the past and
found them to be competitive; they know that they perform as they promise and others may
not. Inertia takes over. As trust builds, the rclationship between the buyer and supplicr moves
into a partnership which recogmses that the goals of both organisations can best be met by
working together. It is of course essential for the supplier never to abuse the close relationship.
I{ there is ever evidence that this is the case, the trust which has taken so long to build can be
immediately destroyed. It is brands which encourage buying. Most products and services in
business to business markets are bought out of necessity they are not bought for personal
aggrandiscment. However, necessity is not something thut is always obvious; there are
comenmes gaps in markets. pools of demand which have not been tapped. There are un-meu
nceds Marketing 18 concerned with spotting these opportunitics and branding is the means by
which they are made more tangible. Strong branding can be a spur to buying, ¢ven if the
product is as mundane as electric motors, compressors or metal pressings. The buyer may not
buy more than is necessary for why should he? However, he could be motivated to place most
of his available business with a supplier that he likes. As vendor rationalisation takes place
throughout industry, it will be companies with the strongest brand identities which become
stronger and they will win the larger contracts. A company doesn’t necessau]y have to be blg
10 win the biggest contract, but it does have 1o have a big brand, one that carries the values
\hat allows the buyer not to worry about having all his eggs in thai one basket. Brands may be
communicated by printing the logo on a gift such us a diary, calendar or ashtray. These pifts,
kluzoned with company logos, find their way into ¢mployees’ offices and homes on
mentory sticks. corkscrews, stress balls and mugs They become unpaid billhoards. Oudoor
jackets are wom witi: the logo on the sleeve. Brands make n easy .o buy.

A brand which is well known is eusy for « buyur o0 1ind. They jump off the Brands
create trust and confidence in industnial murket and have coras to symbelise a strong and on-
LoIng relationship betw een customers and suppliwrs. In the long rerm, branding is a far better

.I-pro‘;n'-‘!'- (hun building business just on personal relationships. Brands provide a focus for
! >
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promot:on asd help build continuty. Efiective brhnding encourages buving; etiher cheosing
one supplier over its cempetitors or stimulating interest and demand f(or novel products.
Branding can alse stimulate demand downstream and encourage (inal buyers to specify
products that contain branded componenis.

Many consumer brands communicate status. Status is scldom a driver in the selection
of brands in industrial markets but there is & strong propensity to go with the flow and choose
the brand that s market leader. Branding is an effective competitive strategv in industyial

markets. A strong brand blocks out competitive Penetration.

¢ Braunds typically compriss various clements, such as-

= Name: the word or words used 10 identify a company, product, service, or concepl

+  Logo: the visual tradennk that identifics a brand

+  Tagline or catciiphrase: "The Quicker Picker Upper" is associated with Beunty paper
towels

+ Graplucs: the "dynamic ribbon™ is a trademarked part of Coca-Coia’s brand

- Shapes: the distinctive shapes of the Coca-Cola bottle and of the Volkswagen Bectle are
tradcraarked clements of thosc brands

~  Colours: Owens-Coming is the only brand of fiberglass insulation that can be pink.

- Sounds: a unigie tunc or sct of notes can denote a brand. NBC's chimes provide a famaus
example _

»  Scents: the rose-jasmine-musk scent of Chanel No. 5 is trademarked

» Tastes: Kentucky Fried Chicken has trademarked its special recipe of eleven herbs and
spices for fried chicken

e Movements: Lamborghini has trademarked the upward motion of its car doors.

Various types of “Brands™ are - Coca-cola, Nike, Samsung, L.P. I..G. Goodre), and

Puma.

~ TImportance of Branding In Marketing:

There are four reasons to work with promotional markcting company to create a face
for business
1. To create business credibility.

to

To motivate the buyer.
To get connected to the customer to the product.

g
4. To deliver the message.

¢ Branding is strategic. Marketing is tactical.
Marketing may contribute to a brand, but the brand 15 bigger than any particular

marketing cffort. The brand is what remains after the marketing has swept through the room
‘roug :

I’s what sticks in your mind associated with a product, service. or organization—-whetier or
not, at that particular moment. you bought or did not buy

EX 3 ek 8
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The brand is'ultimately what determines il you will become a loyal customer or not.
The marketing may convince you to buy a particular Toyota, and maybe it’s the first foreign
car you cver owned, butit is the brand that will determine if you will only buy Toyotas for the
rest of your life.

The brand is built from many things. Very important among these things is the lived
experience of the brand. Did that car deliver on its brand promise of reliability? Did the maker
continue to uphold the quality standards that made them what they are? Did the sales guy or
the service centre mechanic know what they were talking about?

Marketing unearths and activates buyers. Branding makes loyal customers, advocates

even evangelists out of those who buy.

This works the same way for all types of businesses and organizations. All
organizations must sell (including non-profits). How they scll may differ, and cveryone in an
organization is, with their every action, either constructing or deconstructing the brand. Every
thought. every action, every policy, every add, every marketing promotion has the effect of
cither inspiring or deterring brand loyalty in whomever is exposed to it. All of this affects

sales.

Back to our financjal expert. Is marketing a cost centre? Poorly researched and
executed marketing activities can certainly be a cost canter, but well researched and well
exccuted marketing is an investment that pays for itself in sales and brand reinforcement.

o Conclusion:

Once you realise that every successful business is grounded on its unique and
appealing brand, there's no denying the importance of branding in marketing. The goal is to
make it easy for consumers to relate your brand to a specific product or service. In this way

b ]

your company name, logo and brand are not just symbols, they are the face of your company
that customers picture, when they require the product or service you offer.
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Cbncehtual Review of literature:

Status and importance of brand in context with online shopping is conceptually

reviewed as follows:
Brand Extension:

A brand is a name and /or symbol that uniquely identifics the products or services of
the seller and differentiates them from those of its competitors. Brand cxtension is the use of
cstablished brand names to enter new product categorics or classes. Indeed, brand cxtension is
of particular relevance to online IT service products. The key asset and indicator of the
success of an online IT product is its traffic. irms arc investing more moncy into online
advertising to attract traffic. Therefore. taking advantage of the existing traffic to introduce a
new product represents a critical opportunity for firms. Brand extension has been a subject of
increasing intercst and scholarly investigation for marketing rescarchers in over a decade;
however. little rescarch has been directed toward understanding brand extension in the online
context (Song et ai 2010).

Ouline brand experiences:

Due to advancements in information and communication technologies online brands
emerged. An online brand is just a brand in that it incorporates a name or a symbol and a set
of product and service features that are associated with that particular name (Christodoulideset
al., 2004). Like offline, an online brand represents an identifiable product augmented in such a
way that customers perceive it as valuable and aifferent from competitive products. The
comparative information of brands with other products and also an integrated bundle of
information and experiences suggest a consumer for shopping and performance.The brand is a
key distinguishing feature of an online brand in context with consumer experiences. The
online environments tend to be information rich, interactive and dynamic. Online biand =
experience captures the individual's intemnal sugjective response to the contact with an online
brand. (Morgan-Thomas et al 2013).Individuals inicract with the online brands acress a
diverse range of ucuvities leading to different behaviors and experiences (Meyer et al., 2007).
The diversity of conceptualizations of online brand experience refiects the viriety m online
brands -

Braud reluticnships

Consumers affectively bond with specific brands wo form brand relationships (Fournier
et al 1998). The emotional connection and commumnication indicate the existence of a
relationship between the consumer and the biand. Consumers who forndeep relationshipswith
brands tend to be actively involved intwo-way communication process, that is, in providing
and receiving information (Veloutsou, 2007). Afiections towards a brand wranslate into a
posiiive assessment of quality, satisfaction and lovalty (Aakeret al., 1990). According to the
marketing viewol the online brand experience. the online brand is not only a technology but
aiso i praduct und the technology user is also a consuamer (Song et al., 2000). The functional ‘

pe o e of the brand matters but only as @ bazic prercguisne for success. Suecessliu! brand
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