
 

A Study of  Consumer Buying Behaviour in Reference to Brand Positioning                                                       
 
 

A Study of Consumers Buying Behaviour in Reference to 

Brand Positioning 

 

Dr.  Krati Saxena 

 

Abstract 

Brand positioning is to do something with the company’s products and 

services offerings to its existing as well as prospective customers, for the 

placement of brand in customer’s mind and to create a space for brand 

according to customer’s expectations in market. Marketers understand the 

needs of consumers to own a product of a brand for tangible and intangible 

reasons. So, consumer’s buying behaviour and brand positioning is very 

crucial area of research and development for marketers. This story shows 

the effects of the consumer’s buying behaviour on brand positioning. It also 

reveals the effects of demographic factor on consumer’s buying behaviour. 

Keywords: Brand positioning, Consumer buying behaviour, Demographic 

Factor.   

Introduction 

ndian market is a complex market which is flooded by various 

brands. With variety of products flooding the market, it is difficult 

for company to discriminate their products on the basis of their 

intrinsic product features. In fact, advertising is an effectual 

marketing instrument with marketers to create and endorse 

attentiveness for their products. It is well expressed by Ries and 

Trout (1997) that, “to succeed in competitive market, the first step 

is to position the brand in target consumers’ mind in such a way, that in 

their perception of the brand, it is distinctive and offers more customer 

value than its competitors do.” So, it is the consumer, who determines 
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what a business is, so a sound marketing program should be started with 

a lot of care. 

Consumer is an economic agent who buys and consumes the products 

and services for his or her direct satisfaction. People consume and buy 

these products according to their needs, preferences and buying power.  

Consumer behaviour is study of individuals, groups, or organisations and 

the processes they use to select, secure and dispose of products, services, 

experience or ideas to satisfy needs. It blends element from psychology, 

sociology, social status and economics.  

Consumer behaviour can be defined as "the decision-making process and 

physical activity involved in acquiring, evaluating, using and disposing of 

goods and services". This statement clearly shows that it is not just the 

purchase of goods and services that receives special treatment in 

consumer behaviour but, the course of action starts much earlier than 

the goods have been acquired or bought. A process of buying starts in the 

minds of consumer, which leads to finds of alternatives between products 

that can be acquired with their relative advantages and disadvantages. 

The study of consumer behaviour is study of how individual make 

decision to spend their available resources (time, money effort) on 

consumption-related items. It includes the study of what they buy, why 

they buy it, when they buy it, where they buy it, how often they buy it and 

how after they use it. Belch and Belch mentioned that "consumer 

behaviour is the process and activities people engage in when searching 

for, selecting, purchasing using evaluating and disposing of products and 

service so as to satisfy their needs and desires".  

Brand and Brand Positioning 

A brand is a unique name and/or symbol (such as logo, trademark, or 

package design) intended to recognise the goods or services of either one 

seller or a group of sellers, and to distinguish those goods or services 

from the competitors. In other words it can be said that brands are 

signals to the customer as source of the product, which protect both the 

customer and the producer from competitors who would try to provide 
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products that show to be identical. Advantages of brand building are 

diverse, but mainly it is a long term commitment, some might say a 

lifetime commitment. 

From the customer’s point of view, a brand can be defined as the total 

accretion of all his or her experiences, and is built at all points of contact 

with the customer (Kapferer, 2004). 

Brand positioning is a major decision in marketing that seeks to build an 

image of a product in consumer’s mind. It is a task of the brand’s promise 

and comparison with other choices with regard to quality, innovation, 

perceived leadership, value, prestige, trust, safety, reliability, 

performance, and convenience, concern for customers, social 

responsibility, and technological superiority and so on. 

According to Kotler (2002), positioning as the act of designing the 

company’s offering and image to occupy a meaningful and distinct 

position in the mind of the target customers. 

Review of Literature 

Review of literature describes, compares, contrasts and evaluates the 

major theories, arguments, themes, methodologies, and approaches in 

the scholarly literature on a research subject. It makes the researcher 

enables to identify what has not been said in the literature on a subject 

(this is called ‘a gap in the literature’). Following are the few literature 

reviewed for this research:- 

Ramaswami and Namakumari (2002) states that product positioning 

denotes the specific product category or product class in which the given 

product is competing, and brand positioning denotes the positioning of 

the brand compared to its competing brands in the chosen product 

category. 

Ries and Trot (1997) suggested that, to succeed in the competitive 

market. The first step is to position the brand in the target consumers’ 

mind in such a way, that in their perception of the brand, it is distinctive 

and offers more customer value than its competition do. 
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Alden (1999) researched that brands are going for global positioning to 

create a cosmopolitan, knowledgeable and elite image in buyer’s mind. 

Due to globalisation customers are becoming aware of many brands. 

Buyers want to feel the credibility and authority when they buy a certain 

brand. The new construct of global consumer cultural positioning (GCCP) 

was explained in a research for studying the brands positioning 

strategies by going global. 

Sridhar (2006) explained that a strong brand position means that brand 

has a unique, credible, sustainable, and valued place with the customers. 

Brand has the capacity to capture the imagination. The brand name is 

what most people remember and recall. Sharply positioned brands stand 

out from the competition. Customers are loyal to the brand, but they 

become loyal only after knowing the brand, so a distinctive and strong 

brand positioning key to a larger brand equity and market share. 

Shukla, Paurav (2011) highlighted that how interpersonal influences and 

branding cues shape consumer luxury purchase intentions. Using a 

sample of British and Indian consumers, this study investigates and 

compares structure, properties and mean levels of susceptibility to 

interpersonal influences and highlights inter functional interactions. 

While normative interpersonal influences were found to be significant 

across nations, the role of informational interpersonal influences was 

significant only among Indian consumers. It was also observed that 

British consumers relied increasingly on branding cues. Moreover, brand 

image was found to be a significant moderator between normative 

interpersonal influences and luxury purchase intentions in both 

countries. This study shows how purchase of luxury brands depends on 

wealth but other factors like age, occupation, culture, personality, gender 

and culture have not been considered.  

Lasaleta et al (2010) investigates the credibility of the theories on why 

people consume luxury items. It highlights three significant studies on 

the aspect including a research in 1912 asserting that what urges people 

to purchase luxury items is the belief that they signal wealth and status 
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over others. Meanwhile, it alleges that the study explores the effect of the 

past luxury purchase on consumers' thoughts and descriptions about the 

item.  

Benady, David (2008) focuses on impact of current slowdown on 

consumer behaviour in Great Britain. It reveals that customers' earlier 

habit of spending on luxury brands and expensive food, and mentions the 

change seen in people's spending habits since the beginning of financial 

crises. It also explains the challenges faced by the premium products 

manufacturing industries due to decline in sales, and mentions the need 

for increasing people spending to tackle financial downturn. In this study, 

financial factors affecting purchase of luxury brands have been 

considered but demographic variables have not been considered. 

After the study of above mention researches of various researchers and 

other vast history of brand positioning and consumer buying behavior 

researcher found that there is no such study in Rajasthan with given 

below objectives . 

Objectives of Study 

Following are the objectives of this study: 

1. To understand whether brand positioning changes a customer’s 

brand choice  

2. To study the effect demographic features of customers of Jaipur city 

in brand locality. 

3. To study various determinants which plays a major role in buying 

decisions. 

Research and Methodology 

A total of 300 consumers from various locations of Jaipur city were 

surveyed for this research study. The survey is based on interviewing 

various malls and grocery store consumers at various catchment areas in 

Jaipur city.  

Collection of Data 

Questionnaire and personal interview method used for primary data 

collection. Simple random sampling was chosen to collect the data. 
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Consumers walking in the malls were identified and selected at random 

for questioning.  

Keeping in mind the objectives of the study, questionnaire was designed 

to analyze the consumer buying behavior. The questionnaire consisted of 

few open ended questions, some questions were either using ranking 

scale or Likert’s scale, and dichotomies type of questions and open ended 

question. 

Secondary data was collected through research papers, newspapers, 

journals, websites, books, project reports and so on. Next the constraints 

on time, manpower and costs have influenced decisions on the study of 

sample size 

Limitations of Study 

 This study is limited to sample of Jaipur city only. 

 Use of secondary data can affect the accuracy of results. 

 Availability of time and resources is also a big limitation of this 

study. 

  Education level of respondents was also a big hurdle for the 

study.  

Results and Discussion 

The Preference of Customers towards Brands  

Findings showed that 72% customers prefers brand shopping while 20% 

customers prefers non brand shopping but 8% customers are still not 

sure about their preference in shopping .  

Customer’s Preferences towards the Brand Positioning for Purchase 

of Daily Groceries   

It was found that 38% young customer’s purchases branded daily 

groceries from malls and departmental stores while 24% young 

customers shop from supermarkets, 22% customers purchases non 

brand product because of non availability at convenience Stores and rest 

16% customers does not feels any special difference in brand and non 

brand product. Thus, average percentage is still with brand preference. 
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Literacy effects 

The data showed that 44% customers are post graduate, 32% customers 

are under graduate, 18% customers are only 12th pass and rest 6%  are 

not literate. Researcher found a high percentage of customers chooses 

their product with the effect of brand positioning. 

Customers Satisfaction on the Basis of Price Strategy Adopted by 

Branded Products  

The data shows that 64% customers are satisfied with the pricing 

strategy of branded products after considering various, discounts, sales 

and other offers, while 36% Customers are not satisfied.  

Impact of Brand Positioning on Spending 

Out of total 300, 48% consumers declared an increase in spending, 28% 

indicated a decrease and rest 24% no change. Therefore, the arrival of 

branded products has enhanced spending in general.  

Major Determinants in Buying Decision 

The factors which play a major role in buying decisions were found like 

celebrity impact, case of shopping, brand of loyalty and convenient 

purchasing. 

Conclusion 

The correlation of negatives is the latest trend that influences buyer’s 

behavior, such as “low price-high quality”. This type of brand positioning 

makes the buyer at least think twice about the positioned brand over the 

regularly used brand by that customer. Brand positioning also triggers 

wisdom of pride and helps to enlarge the popularity by spreading the 

good word about brand by the presented loyal customers. Brand 

positioning is also target segment oriented. Utility brands offering 

several products including cars, electronic items, food, services, etc., have 

a different strategy of positioning. They generally study what the 

customer is lost from the existing product of a brand and then come up 

with a ready for action strategy to gain market share and brand equity. 

The results shows that customers are very much get affected by the 

brand positioning. A large segment of young and literate customers are 
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brand loyal but on the other hand habitual to prefer comparative analysis 

of different brands time to time. Shopping convenience also affects the 

brand loyalty buyers of Jaipur city. Perhaps that can be said that to 

succeed in the competitive market, the first step is to position the brand 

in the target consumers’ mind in such a way, that in their perception of 

the brand, it is distinctive and offers more customer value than its 

competitors do.  
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