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ABSTRACT 

In the current situation, the entire area of branding is attracting the separate area. Consumer buying is the end of 

the preferences, attitudes, decisions and intentions made by the consumers in a market place before buying a product. For 

a lengthy time, branding has also been seen as part of the marketing discipline. Usually, branding is part of the marketing 

mix, or the 4Ps: (product, promotion, price and place). The product has two levels core and increased. Branding is not the 

core product, but the increased equal of the product.  

Brand cautiousness is measured through brand remembrance or brand acknowledgment.. This study variables the 

recollect and recognize the brand product. This study will focus on creating an indirect effect on recalling the brand name 

and show the consumer buying performance of different attributes of brand  
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INTRODUCTION 

Although similar, consumers are exclusive in themselves and they had needs, wants and which were various from 

the one another and they have changed feeding behaviour and consumption patterns. The dealer helps to fulfil these wants, 

needs by the products and also offering the best services. For a firm to persist, compete and grow, it is essential that the 

marketer identifies these needs and desires, and provides product offerings more effectually and efficiently than other 

challengers. All-inclusive yet careful knowledge of consumers and their consumption behavior is important for a firm to 

succeed. Herein, lies the principle for the Consumer Behaviour is an interdisciplinary subject that emerged as a separate 

pitch of study in 1960. To fully realise how consumer behavior disturbs marketing, it's vital to understand the three factors 

that affect consumer behaviour: (psychological, personal, and social). 

Psychological Factors 

In the current life, many problems affecting the consumers and mainly that are unique to their assumed procedure. 

Spiritual features contain the observation of want or condition, the person's aptitude to absorb or know the data and an 

individual's approach. Each person will react to an advertising note is based on their views and approaches. Then, 

marketers must take these spiritual reasons into account when making promotions, certifying that their action will request 

to their target audience. 
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Personal Factors 

Personal aspects are features that were exact to an individual, and it is not relaying to new people inside the same 

group. These appearances may contain how a person makes decisions, interests, and different habits and opinions. While 

seeing the personal causes, “arrangements also influenced by background, age, gender, culture, and other personal issues”.

For example, the old one is expected to show various consumer behaviors than a younger one. Social Aspects the 

third cause that has an important influenc

varied and include the “social interaction, person's family, work or school communities or any group of people a person 

affiliates”. It adds a person's social class, which includ

very various and can be difficult to examine when developing marketing plans. Though, it is critical to consider the social 

factors in consumer actions, as they expressively impact how

the decision of purchasing. For example,( how using a famous spokesperson can change the opinions and excite the buyers 

in their communication). 

This brand parity of an exact invented the upshot

long in the middle of confused opposition

giving more care to market their commoditie

STATEMENT OF THE PROBLEM

Fast Moving Consumer Goods is 

contests equipped countries concerning

brand to the attentive customers by coring the image, quality

plans in market. In the Previous studies 

suggestion and the degree on loyalty of the customer
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Personal aspects are features that were exact to an individual, and it is not relaying to new people inside the same 

group. These appearances may contain how a person makes decisions, interests, and different habits and opinions. While 

causes, “arrangements also influenced by background, age, gender, culture, and other personal issues”.

For example, the old one is expected to show various consumer behaviors than a younger one. Social Aspects the 

third cause that has an important influence on consumer performance is social characteristics. Social effects are quite 

varied and include the “social interaction, person's family, work or school communities or any group of people a person 

affiliates”. It adds a person's social class, which includes salary living situations, and education level. The social issues are 

very various and can be difficult to examine when developing marketing plans. Though, it is critical to consider the social 

factors in consumer actions, as they expressively impact how the people react to marketing communications and to make 

the decision of purchasing. For example,( how using a famous spokesperson can change the opinions and excite the buyers 

Figure 1: Brand Loyalty 

invented the upshot resulting from the customer's reply

opposition. As an ends “liberalisation and globalisation on multinational

to market their commodities in the developing countries like (India)”. 

STATEMENT OF THE PROBLEM  

Fast Moving Consumer Goods is raising the trade in the creation and also India is not

concerning the number of products marketed. Concurrently, the companies 

coring the image, quality and attempt to fulfil these customers by 

Previous studies signify that directors cannot identify the levels of 

gree on loyalty of the customer. 
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is not only an exemption it also 

, the companies pull the potential 

these customers by accepting the many 

els of buyer awareness, their brand 
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REVIEW OF LITERATURE 

In this relative stud former studies y brand is the addition and it is also denoted by this literature analysis for the 

propositions, views and extent which are baseless in the most central investigation on customer-based branding are traced 

and agreed in a efficient order. 

Kotler in (1991) has noted that the merchandising mentions to “, services, companies or human beings in a variety 

of ways that supply a real price, packaging merchandise, motivation, identification or cause to make clean what shoppers 

are thinking about and why they buy merchandise”. 

Belch & Belch (1998) discovery that advertising and marketing is also one type of communication and it plays an 

important characteristic. It is a miles deliberate shape of useful verbal exchange, employing each the verbal and non-verbal 

elements which are probably accumulated to fill the ideal space and time resolute by the use of the promoter. Effective 

conversation thru industrial specifies customers within the path of the acquiring of a logo. 

Adelaar (2003) agencies that the first-rate technique of advertising and advertising and marketing presents a 

massive tool in creating product reputation and situations the thoughts of a capacity client to take final buy selection. 

Ravi Vikram (2007) is of the view that tv emblem industrial for immediate transferring patron gadgets creates the 

highest impact on consumers’ purchasing for behavior related to specific client durables and digital merchandise. 

Rajagopal (2011) exposes that the shopping for conduct of urban clients at retail stores in response to radio 

commercials especially partial through the reasoning, bodily and monetary variables. Radio commercials spreading 

promotional mails on sales of products invite brief reaction to the supermarkets and the branch stores. 

SIGNIFICANCE OF THE STUDY 

The organization of the brand has reached more significance due to the variation in the world market and growing 

opposition. The emblem quality is the primary precedence of many consumer product brands, but attaining this goal isn't 

always constantly a simple job because the products and offerings of many patron products are equal and their means of 

requirements stay. Indeed the price promoting has been one of the crucial maximum advertising and marketing plans rely 

on upon by using a maximum of the corporations;  

SCOPE OF THE STUDY 

Brand equality may be thoughtful from several perspectives. This is explicitly acknowledged techniques for 

mastering brand parity are the brand extension method, financial approach, and patron-based technique. Every element 

could endorse changed parameters and methods appraise emblem fairness. The concept of consumer-based makes parity 

has been useful in quite a few product types; however, there are only a few studies works within the place of patron 

products. The look at based at the announcement that each one the proportions of client-based brand equity will impact 

clients’ observations of manufacturers. The effect of this should serve as a choice-making device to assist directors of 

lengthy-lasting patron merchandise in maximizing the fee in their manufacturers in contemporary advertising and 

marketing. 
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OBJECTIVES OF THE STUDY 

This study to put into outlook the efficient ideals of branding and it evaluates the role in consumer decision 

making,purchase and the brand equity.  

The following objectives have set: 

• To know the preferred brands of changed types of consumer products  

• To examine the aspects inspiring the customers to select branded consumer products  

• To know the influence of brands (attachment, satisfaction, trust and also loyalty on customer-based brand equity). 

RESEARCH METHODOLOGY 

In this study was expressive and logical. This paper effort to clarify the branding of the consumer product and to 

examine the effect of these follows at the logo buying behaviour of the Customer. Items enterprise consists of the 

customers who purchase the various varieties of branded client goods for consumption. Therefore, the populace of the 

customers for purchaser goods enterprise mean the general customers of this kind of items inside the State of Tamilnadu. 

LIMITATIONS OF THE STUDY 

• Very limited sample respondents of this study are the major limitation of this research 

• Age, Income and location were selected in particular families. 

• The encouragement of children, other neighbouring people on the shopping 

• The behavior of the defendants did not consider as it is a huge area 

• Which involves a separate in-depth learning. 

DATA ANALYSIS & INTERPRETATION 

Demographic Profile 

Table 1 

Age 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

20-25 9 12.0 12.0 12.0 
25-30 35 46.7 46.7 58.7 
30-35 10 13.3 13.3 72.0 

above 35 21 28.0 28.0 100.0 
Total 75 100.0 100.0  

Table 2 

Gender 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 
Male 47 62.7 62.7 62.7 
Female 28 37.3 37.3 100.0 

Total 75 100.0 100.0  
 
 
 

Table 3 
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Qualification 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Graduation 42 56.0 56.0 56.0 
Post Graduate 18 24.0 24.0 80.0 
Professional Courses 6 8.0 8.0 88.0 
Others 9 12.0 12.0 100.0 

Total 75 100.0 100.0  
 

Table 4 

Profession 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Private Employee 44 58.7 58.7 58.7 
Govt Employee 13 17.3 17.3 76.0 
Business 7 9.3 9.3 85.3 
Others 11 14.7 14.7 100.0 

Total 75 100.0 100.0  
                    Source: Primary Data 

INFERENCE 

In the above table reveals the respondents of age group between 25-30 of respondents are responding their answer 

of consumer behaviour of essential attributes of brand aware. 47(75) of respondents are answering their awareness about 

brand cautious on different attributes on brand impacts. 42(75) of respondents are graduation of answering their desires. 

44(75) of respondents are under Private Employees of this survey study.  

MOTIVATIONAL FACTORS FOR PURCHASE OF CONVENIENCE GO ODS ON BRAND IMPACT 

Table 5 

Ranks 
 Mean Rank 
Availability and durability 5.50 
Ease to use and maintain 6.11 
Brand image 4.88 
Value for money 3.56 
Quality & performance of product 2.24 
Reliability & loyalty to brand 8.13 
Influence of friends & favourites 8.32 
 Better after-sales service 9.03 
Good features of the product 5.68 
Reputation of the manufacturer 9.02 

                                                          Source: Survey Data 

 

 

 

 

MEAN RANK VARIATION OF THE RESPONSES TO CONVENIENCE  GOODS OF BRAND 
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Table 6 

Test Statistics 
N 100 

Chi-Square 423.589 
df 10 
Sig. .000 

                                                                               Source: Survey Data 

In the above tables it is detected that is rank partiality of the selected customers about the reasons affecting the 

choice of brands varies considerably. Here there is the greatest valid partiality is the cause having the least mean, as rank 1 

should have the least mean in the rank order of preferences. Therefore permitting to the mean rank likings, customers of 

suitability goods are motivated by the (quality & performance of the product).  

CONCLUSIONS AND RECOMMENDATIONS 

The above table reveals that respondents of age group among 25-30 of respondents are responding to their answer 

of consumer behavior of essential attributes of brand consciousness. 47(75) of respondents are answering their awareness 

of brand cautiousness on different attributes on brand impacts. 42(75) of respondents are the graduation of answering their 

desires. 44(75) of respondents are under Private Employees of this survey study. 

RECOMMENDATIONS 

• Stars can be used to appeal the characteristic segments, which may be separated by lifestyles.  

• An popular stars will be useful to build a brand. Minolta has some camera models. It introduced a model called 

Rebel that associated with John McEnroe, the controversial tennis player.  

• Colour is possibly one of the highest broadly used visual elements of “the product and brand identity, as it appears 

in advertising, packaging, distribution, and even on the product itself to elicit positive feelings or communicate 

intended meaning”. Therefore the eye-catching colours need be selected for the product designing.  

IMPLICATIONS OF THE STUDY 

Effects of the study approve that the stability in plan among the land Mark and brand Name can help 

communicate planned brand meaning. One suggestion is that less marketing expenditures may be wanted to position the 

brand in consumers’ minds. Another idea is that suitable selection of branding elements – i.e., ones that are reliable in 

design, – may facilitate product trial for a given brand). 
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