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УДК 338.462
EFFECT OF BRANDING ON 
THE CONSUMER’S BUYING BEHAVIOR
Frank Nana Sakey Jnr., магістр спеціальності Маркетинг освітня програма «Маркетинг»

М. М. Іваннікова, к. е. н. – науковий керівник

Abstract. The research paper is about the impact of branding on consumer behavior. Brand knowledge is a very important factor. As the consumer is more aware of the brand and he has all the knowledge about its price, quality etc., the more he will be attracted towards that brand. The loyalty level increases with the age. Family is the most influential reference group. The consumers, who are more social, are affected by their friends like on Facebook. The consumers who are more status conscious are more status conspicuous than those who are not status conscious. The next part is of methodology and analysis.

Key words: customers, branding, customer satisfaction, consu- mer’s behavior.

Introduction. The impact of branding on customer behavior had been invested severally by both Prolific writers and emerging wri- ters. A very good corporate brand inspires confidence on employees, stakeholders who develop association with the organization and glues customers to the brand when they come in contact with it. Knox & Balmer (2001) investigated corporate branding, corporate identity and branding marketing and reported as follows; top mana- gements of organizations never understood the power of branding until recently where organizations have incorporated branding into

their strategic goals and due to competition within the market, individual organizations use branding to distinguish itself from other competitors.

Literature Review. Consumer decision-making varies with the type of buying decision in which every consumer exhibit in pur- chasing a particular product and the feeling attached to the product or brand, and the loyalty felt towards it.

Similarly, Corporate Brand Image and Customer Satisfaction on Loyalty: An Empirical Study of Starbucks Coffee in Taiwan. Tu et al. (2012) indicated that organizational branding directly affects customer satisfaction. This finding was affirmed by the results of Johnson, Andreessen, Lervik & Cha (2001); and Davies et al. (2003). In addition, the study found that the level of customer satisfaction adequately influences customer loyalty which was supported by the findings of (Eakuru and Mat 2008; Ogba & Tan, 2009, Johnson, Andreessen, Lervik, & Cha, 2001; Martineau, 1958; and Selnes, 1993).

Objectives of the study. The aim of article is to determine the consumer buying behavior however is the process by which the indi- vidual search for, selects, purchase, use and dispose of goods and services, in satisfaction of their needs and wants. The consumers’ behavior has a direct effect on the success of the firm and therefore must ensure that they create a marketing mix that satisfies consu- mers.

The main research material. The purpose of branding has been variously been explained and discussed by researchers, pundits and the learned in the business discourse and academia. Branding has been defined as the use of identifiable variable like attractive names, symbolisms, terminologies (slogans), terms, signs and in an extended version, the combination of all the aforementioned variables with the intent of associating it with particular services and products in an organization which is distinctive from competitors’ brand (Bennett, 1995). Branding has been in existence hitherto large commercial activities (before the industrial revolution) to identify one product from the other particularly among the artistic workers. A brand that is meticulously planned and executed dominates the subconscious minds of consumers who do not struggle to recall them whenever the

need arises and hence has become a vital tool for business organizations to break into every market.

For instance, in Ghana, popular names like MTN, Vodafone, Airtel,Tigo and Glo comes into their mind when mobile networks are mentioned. Also when the name nestles comes to mind, beverage is what people think about. In that accord, the American Marketing Association (2014) asserted that products and services are branded to bring out the uniqueness of the product making it different from other products and services of competitors within the industry the organization finds itself. The American Marketing Association (2014) emphasized that products and services can be branded using a name, symbol, logos, terms, designs and can be a combination of these variables. Researchers such as Watkins, 1986, Aaker, 1991 and Kotler adheres this definition. Through branding, customers develop an emotional connection with the product and the organization. When individuals develop emotional attachments with the product of the organization it becomes easy for the product to be identified with an increasingly choked market.

Communicating the brand of a product to potential customers is very important. Proper communication measures make it easy for potential customers to understand and associate themselves with a particular.

Brand Communication removes all ambiguities concerning the purpose of a brand and easily creates brand awareness. Branding qualifies a product to become more than a product because of the emotional and mental connection they develop (Kapferer 2008; Kapferer, 1992).

Formally, branding was defined as names, associations and other ingredients that are used to identify a product (Kotler 2000). Poten- tial and aggregate consumers see branding as an integral part of every product, assign meaning to it and in the long run producers or service providers like the musician union of Ghana, telecommuni- cation companies and the likes wins customers heart through bran- ding. When a brand is perceived to be of high quality, there is still prestige highlighted on that product. For example, if any musician or artiste in the industry has a high quality product and prestige, consumer will still be with that industry. Based on this finding, it is obvious that brands have an immense role on consumer behavior and

therefore its effects on the music industry in Ghana will make consumers to choose Ghanaian music over other music industry.

Another consideration when trying to understand the power of brand extension is a creation of “lifestyle brand”. Harley Davidson is a lifestyle brand since the consumers associating themselves with  this brand use the product as a lifestyle, i.e. they associate themselves with the images linked to the brand. In other words, it is not only about a purchase decision, being a Harley Davidson consumer means living a certain lifestyle. Products with such a status can extend the brand to all kinds of different areas and categories that consumers might buy. Sometimes the extension might go into fields completely unrelated to the original product. For Harley Davidson it resulted in extending the brand not only to t-shirts, leather jackets, helmets and beer but also perfume, cribbage boards, wedding-cake toppers, condoms or Barbie dolls. Creating a lifestyle brand is, therefore, a very worthwhile undertaking. Once a brand is established, the possibilities for the extension are endless.

In the music industry, whether you are selling instruments, prin- ted music, recorded music, or accessories, the marketing challenges are clear. You have to try to sell something that is primarily sound- based using (mostly) words and visuals. That’s a tricky proposition.

While some elements of music, such as instruments, may lend themselves to visual marketing, others clearly do not. For that  reason, choosing the right logo and the right marketing techniques is essential if you want to succeed.

Conclusions. The issue of customer satisfaction is a critical factor that must be given constant attention in order to achieve stated organizational objectives. From the findings of this study, it can be concluded that customer satisfaction as a whole has independently contributed immensely to the retainment of respective customers. More so, there is a significant relationship between customer satisfaction and customer retention.
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