
© INNOVATIVE RESEARCH THOUGHTS   | Refereed  |  Peer Reviewed  | Indexed 

ISSN : 2454 – 308X   |   Volume :  03 , Issue : 07 |  October- December  2017 

 
 

CUSTOMERS ATTITUDE TOWARDS BRAND 

 

RITU YADAV      RAVI YADAV 

                 M.COM (NET)      B.TECH(CSE), M.SC (CS), MCA 

Email Id : rituyadavkaninwal@gmail.com 

 

INTRODUCTION: 

  

A brand is a specific term that includes a name, sign, symbol, or a 

grouping of these, with an objective to identify goods or services of a 

specific seller. Brand is a symbol, sign, name, design or any of the 

combination above. The use of brand is to bring ease to everyone in 

identifying a product and tell it’s apart from its competitors. A product 

with brand name and logo is given its identity, value and meaning. 

According to Prasana Rosaline Fernandez (2009), to fully understand the 

potential of branding in terms of its growth in markets, marketers are more likely to identify the 

sources of brand meaning, understanding the meaning, and also to manage it in a fast changing 

environment. A good brand develops a corporate image. Usually customers prefer brands as they can 

easily differentiate the branded products from unbranded products by using symbols or logo or 

design of that branded products. A brand is a sign or symbol. Brand is a way of differentiating a 

company’s goods, or services, from those of its competitors, Kotler (2009) 

  

Nowadays corporations utilize various strategies in order to attract new customers, retain current 

customers and differentiate their products from their rivals. The most important and effective 

strategy to influence consumer behavior in the product selection in using the brand for the products. 

Brands are valuable to the consumers for two reasons: first, brands decrease the risks for the 

consumers. Second, it leads to saving the costs in decision-making (Aghdaie & Honari, 2014). 

Furthermore, Keller and Lehmann (2006) argue that for customers, brands can simplify choice, 

promise a particular quality level, and/or engender trust. They also believe that brands serve as 

reminders of a customer’s overall past experience with a product. Aaker (1991) believes brands are 

important because companies are recognized through their brand. Customers have many brand 

choices but they have less time to make a choice. The brand specialty helps the consumers in 

decision making to buy a right product with less risk and according to set expectations. According to 

Ambler (2000) brand is considered to be the second most significant asset of a company – only 

behind customers, however, according to Aaker (1991), it is the most significant asset for a 

company. Therefore, we deal with two significant concepts – consumer behavior  and Brand.  

Sometimes people make a mistake between brand and product, but these  are two different things. 

Brand is a name, design, sign, words or symbols which are used singularly or in combination that 

differentiate one product from another product in the judgements of the customer. Firstly  the firm 

creating the brand. When a firm decides to settle on a brand to be its public image, it should first 

define its brand identity, or how it wants to be noticed. e.g. a firm logo often incorporates the 

message, slogan or invention that the business offers. The main purpose is to make the brand 

memorable and appealing to the customer. A brand is a label given to a product or service such that 

it takes on an identity by itself. A brand name can build and stand for loyalty, trust, faith, mass 

market appeal, depending on how the brand is advertised, and promoted. A brand distinguishes a 

product from similar other belongings and enables it to charge a greater premium, in return for a 


