
www.ijcrt.org                                                                   © 2022 IJCRT | Volume 10, Issue 5 May 2022 | ISSN: 2320-2882 

IJCRT2205633 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org f444 
 

A STUDY ON POPULAR WELL-MARKETED 

BRANDS THAT GOT AWAY WITH SELLING 

SUBSTANDARD QUALITY PRODUCTS 
 

1Author-Smriti Kaushik, 2Author-Nitika 

1Former Student, Department of commerce, Kurukshetra University, Kurukshetra  

2Former Student, Department of commerce, Kurukshetra University, Kurukshetra  

                    

Abstract: 

In the retail industry, branding is a crucial factor in influencing customers' views and promoting store loyalty. 

Branding is essential for merchants as organised retailing spreads to urban and semi-urban areas, where it has 

grown exponentially. There is no escaping the fact that, regardless of whether the retailer is in the textile, grocery, 

or mobile phone sectors, they must brand their services. As a retailer, you need to know what your customers 

think about your shop brands. Attempts to discover well-known and well-marketed brands that are selling 

substandard quality products are the focus of this study project An investigation of the relationships between store 

image, customer happiness, brand attributes of the store and patron loyalty is the goal of this study. There is a 

correlation between customer satisfaction and the loyalty of shop brands to stores, according to the study. 
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Introduction: 

The advantages for shop brand owners are numerous and substantial. Some of the advantages include complete 

control over the brand and its positioning, increased freedom in pricing strategy, more flexibility and shorter time-

to-market for innovative products, reduced producer dominance in the market, improved control over stock levels, 

increased customer dependence and customer loyalty, reduced supplier dependence, increased sales possibilities, 

opportunity to differentiate and provide variety, positive image building. These are the advantages to one's own 

well-being, not the well-being of one's competitors. Because of their lower price point and regular availability, 

store brands allow consumers to save money on high-quality goods without having to wait for a promotion. When 

compared to name-brand products, store brands typically have the same or even superior quality ingredients. The 

end-user can be certain that the product is up to the standards and specifications of the vendor because the 

company's name or emblem appears on the package. 
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An ever-increasing number of products and services are available to consumers in India today, as well as a wide 

choice of competing offers. This century has seen a dramatic increase in demand for recreational and luxury 

goods. Western influence, lifestyle adjustments, and changes in psychographic patterns have resulted in a need 

for new and innovative branded products and services. In such a scenario, it is more difficult to comprehend 

customer behaviour in order to make marketing mix, segmentation, targeting, and positioning decisions. Our 

ability to engage with customers has become more sophisticated and at times we see that there is a disconnect 

between their intentions and their actual purchasing behaviour. In order to figure out why this is happening, we'll 

need to conduct further in-depth analysis. In a context like this, research must be iterative and forward-looking. 

At a time when consumers are more informed than ever before, it is critical for marketers to know their customers 

and their purchasing habits. So that brand growth may be tracked along the dimensions that customers deem 

actually significant, the rising branded durable markets need to establish concrete insights on the elements which 

influence customer perception of quality. Consumers base their final purchasing decisions on their interpretations 

of their sensory impressions of the branded product, therefore this is critical. Consequently, consumer research 

must be forward-looking and prescient. " Research should focus on ways to boost consumer choice and 

commitment over competing brands. There must be a clear grasp of how, where, and when consumers make their 

brand selections in order to accomplish this. The "delta moments-tipping points, where consumers are likely to 

be attracted or turned away from brands" is a term coined by Alistair Gordon, former MD of AC Nielsen's 

Customised Research Service. Durable brands, on the other hand, must find new ways to interact with customers, 

establish brand saliency, generate sales impact, and enhance brand awareness and loyalty because today's 

consumers are coping with an information overload and a dynamic sales environment. 

Brand Knowledge: 

In order to establish brand equity, companies must provide their customers with an experience and an association 

with their products that is superior to that of their competitors' offerings. For a corporation to build brand equity 

it is necessary to first establish brand recognition, produce a high quality product, and then create a favourable 

customer experience. 

                             

Picture 1: The Coca-Cola logo is an example of a widely recognized trademark and global brand. 

Having knowledge of a product's brand helps customers identify the manufacturer or distributor responsible for 

the product's quality. The customer's brand knowledge is the most critical factor. A brand's reputation is built up 

over time when customers interact with and learn from previous interactions with the product and its marketing 

programme. They discover which brands meet and which do not meet their requirements. Thus, brand awareness 

serves as a shorthand technique or means of simplifying their product choices. Customers don't need to spend a 

lot of time or energy thinking about a purchase if they are familiar with a brand and its products. Economically, 
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this means that customers' search costs for products are reduced both internally (in terms of how much they have 

to think) and externally when they have familiarity with a brand (in terms of how much they have to look around). 

Customers can build fair expectations about the brand based on what they already know about the brand's quality, 

product characteristics, and so on. 

Brand value vs. brand equity: 

Brand equity, as opposed to brand value, is a measure of how well your brand is seen by your target audience and 

how much money you may expect to make as a result. Customers who prefer your brand to others and show long-

term commitment to your brand are contributing to your brand equity. 

Because growing your brand's equity contributes to the traits that make it valuable - such brand recognition, 

favourable connections with quality and service, or aspirational worth — you can think of it as a factor impacting 

the brand's value. Customer spending and loyalty are two of the most important ways in which these 

characteristics help businesses generate profit. 

However, a brand might be valuable even if it has little equity. Prior to the launching of a product, for example, 

a corporation would spend money and invest value in building a brand. A brand's reputation and purpose are 

intertwined, and this creates a strong emotional connection between a company and its customers. 

Brand Loyalty: 

Several various psychological processes, such as customers' perceived value, trust in the brand, contentment, 

repeat purchase behaviour, and commitment, all play a role in building brand loyalty. In addition to customer 

commitment and repeat purchase behaviour, brand perceptions of value, contentment, and trust all play important 

roles in building customer loyalty. 

Philip Kotler (2016) identifies four sorts of customers based on their behaviour patterns: 

o Hard-core Loyal : who buy the brand every time; 

o Split Loyal : who are devoted to two or three different brands; 

o Shifting Loyal : who move from one company to the next 

o Switchers :  who shows no loyalty (possibly “deal-prone,” constantly looking for bargains, or “vanity 

prone,” looking for something different). 

Longer client retention and decreased price sensitivity are two advantages of brand loyalty. Long-term customers 

were shown to be less susceptible to price hikes, according to a recent study. Consumers buy "portfolios of 

brands," according to Andrew Ehrenberg. When they're ready for a change, they frequently flip between different 

brands. " Brand penetration" or "brand share", therefore, merely indicates the statistical probability that most 

customers will purchase that brand again as part of a portfolio.  

 

Review of Literature: 

As stated in their paper entitled "An Empirical Study on the Factors Influencing Behaviour of the Consumers: 

LCD Television" by Bhardwaj and Palarparty (2008), these factors include the product's physical features, 

operational features, promotional features, and word of mouth, which all contribute to the product's sales. 

Attributes like as physical appearances and aesthetic appeal have risen to prominence alongside operational 

capabilities in terms of importance. Modern clients place a high value on aesthetics, believing that a well-designed 

product should not only meet their needs but also look nice in their homes, workplaces, and places of business. 
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To better understand the influence of demographic factors on the purchase of motorcycles in Kanchipuram (Tamil 

Nadu), Hari (2007) analysed the influence of demographic parameters such as age, education, employment status 

and income level of the consumer. Brand selection, vehicle category selection, purchase mode, payment method 

selection, and time of purchase all factor into the buying decision. In addition, the study found that there is a 

considerable difference in brand preference among different age groups, vocations, and income levels. The type 

of car a respondent chooses is influenced by their level of education and income. According to the study, various 

age groups, occupations, and educational levels have a significant variation in mode of payment, however there 

is no significant difference in mode of payment across various income groups of motorcycle owners. 

Competition among companies in the contemporary free market means that businesses must constantly enhance 

and upgrade their approach to clients. Companies rely on customer retention in order to maintain a high level of 

profitability (Mahmoud, 2018). Organizational performance and competitiveness can be improved by "focused 

on client retention," according to Hanaysha J.R. and Ahmed A. (2017, p. 1). As reported by Alkitbi et al., there 

has been found to be a high correlation between client retention and profit margins for businesses (2021). On 

addition, criteria like product quality play a significant role in client loyalty (Hanaysha, & Ahmed, 2017). When 

a product meets or exceeds their expectations for quality, they become loyal to the brand (Utami, & Kesuma, 

2021). As a result, many organisations strive to make their products in accordance with certain quality standards 

in order to boost client retention rates. 

Consumer Price Perceptions: Price as a General Indicator of Quality 

As a result of a well-known brand, a company's pricing can rise. In terms of revenue generation, it is the only 

component of the marketing mix that does. When people think of your product or service, they'll associate it with 

a memorable, appealing, and distinct image in their minds. When a consumer lacks the information necessary to 

make an objective judgement on the quality of a product, the price becomes the most beneficial external element 

at their disposal. Perception has always been influenced by the price. It's not uncommon for people to mistakenly 

believe that high costs signify excellent value (especially if backed up by appropriate associations like premium 

brand name or a premium retail outlet). Price research has shown that customers consider price as the only factor 

available to understand quality dimensions. There is no evidence to support the usage of price in conjunction with 

other internal dimensions (Olson, 1977). 

Pricing as a positioning tool for marketer’s and brand managers: 

If a product's price is a major consideration for most consumers, price disparities are easy for them to notice and 

compare. Prices are determined by the manager, and it is simple to choose one that is significantly more or lower 

than the prices of competing brands. For this reason, buyers have a higher regard for high-end retailers like 

Bloomingdales, Shoppers Stop, and Pantaloons. The price quality heuristic, which assumes a link between price 

and quality, leads customers to conclude that a high price equates to good quality. Customers can more easily 

understand price differences than quality differences because quality is a multidimensional variable with many 

facets, making it more difficult for consumers to grasp quality as a whole. Price perception is closely linked to 

positioning strategies, hence it is critical that a brand's positioning strategy be maintained or improved over time 

in order to keep the brand relevant. 
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Objectives: 

 To examine the quality of products sold by high-profile companies. 

 To find out how devoted current customers are to the brand. 

 To see how the price of a product affects consumers' perceptions. 

 To analyse the quality of the items produced by currently existing monopolistic companies. 

 To determine the present level of awareness of a typical consumer. 

 Analyze data received from residents to determine the link between product quality and customer 

retention. 

 

Research Methodology: 

This report's findings are the result of in-depth research on the topic; numerous data, studies, and interviews were 

examined. An in-depth assessment of the existing literature was also performed, as was an analysis of the original 

main research publications themselves. Since the first stage was conducted using a qualitative technique, this was 

done. Due to the necessity of conducting additional research into the aforementioned problem. Interviewees were 

asked a number of questions related to their knowledge of product quality, brand loyalty, and overall happiness 

with the brand during the process. When the study entered its second phase, a qualitative technique was used. 

 

Result and Discussion: - 

Product Quality Is Important: 

Improving the quality of your products is critical to the success of your company. These six reasons why product 

quality is so essential are as follows- 

 

1. It builds trust with your customers. 

Building consumer trust is critical for most organisations, and many potential sales are missed when brands fail 

to engage with potential customers on a more personal level. Increased freedom to raise pricing is a benefit that 

comes with gaining the trust and loyalty of customers. Getting customers to value and trust your offerings begins 

with providing them with high-quality goods and services. 

2. It fuels recommendations. 

When it comes to making a purchase, the majority of consumers rely heavily on word-of-mouth advertising from 

close friends and family members. As a result, nothing beats word of mouth when it comes to influencing 

customers. 

In both online and offline purchases, word-of-mouth recommendations can have a massive effect. A product's 

success or failure depends on the opinions of others who have used it. The better a company's product is, the more 

likely they are to get positive reviews, recommendations, and social media shares from its customers. 

3. It results in fewer customer complaints and returns. 

Marketing research has repeatedly shown that organisations with high-quality items get greater repeat business. 

Customer complaints and returns can be reduced by spending more time and money to perfect a product before it 

is released into the market. 
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Sellers of high-quality brands often spend more money in order for customers to sample their products. More 

successful corporations are at satisfying customers during the first time they use a product, the more likely that 

customers will return for more purchases. 

4. People care about aesthetics. 

Aesthetics, or the way a thing looks, feels, sounds, tastes, and smells, is one aspect of quality. When it comes to 

cupcake boxes, MrTakeOutBags pays great attention to these aspects and it shows. When it comes to 

distinguishing the brand from its rivals, it's the details like colours, prints, shapes, textures, and even handles that 

matter the most. You can make or break a transaction by paying attention to these kinds of details. 

5. It produces a higher ROI. 

Research shows a strong link between profitability and quality. For any given market share, a higher return on 

investment (ROI) can be achieved with higher quality. Profitability will rise as long as the reduction in 

manufacturing and service costs is greater than any increase in spending by the company on defect avoidance, 

according to the MIT Sloan Management Review. Sales and market share increase as a result of improvements 

in performance, features, or other quality factors. 

 

To Ensure Product Quality: 

Product quality can be ensured by following these tips: 

1.  Implement a quality management system. 

Planning and executing the delivery of a product are both part of a quality management system. Customers, 

leadership, research, and evidence-based decision-making are just a few of the elements included in the system. 

2. Build a product strategy. 

A product strategy outlines the company's long-term goals for a certain product. Customers, the market, rivals, 

and the company's goals are all part of the strategy. For your product's whole journey, this plan serves as a guide. 

3. Consider competitors. 

It's critical to keep an eye on the competition when designing your product. Are you doing anything different 

from them (or vice versa)? What kind of results are you getting from their products? What is it that works for 

them, and why is it so effective? By answering these questions, you'll be able to better compete with other 

companies in your industry. 

4. Listen to your customers. 

Never be afraid to ask your customers for suggestions on how to make your items better. Negative comments can 

teach you a lot about your customers and help you improve your offerings. 

5. Always test your products. 

Pre-launch testing is crucial so that you can predict how customers will react and determine what improvements 

you may require before releasing the product to the general public. 
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Building your brand value: 

If you want to increase your brand's equity and thus its value, here are some ideas: 

1. Marketing and advertising 

Using marketing, you can move your customers from brand knowledge and recognition to a deeper understanding, 

alignment, and loyalty. 

Marketing is the first step in realising brand value, according to the original definition, because it builds the brand 

in the mind of the customer. Marketing value chain. 

 

2. Ambassadorship and sponsoring 

A well-known individual or group is a well-established way to build a brand, regardless of whether it's sports 

stars, social media influencers, or singers. In addition to enhancing and amplifying your company's ethical and 

social principles, it can be related to your brand's purpose and improve awareness and recognition of your brand. 

3. Customer experience 

Brand equity can be increased by providing excellent client experiences. A pleasant brand experience is just as 

important as quality products and services, and research has shown that many people are willing to spend more 

and prefer brands ahead of their competitors when they've had a favourable experience with a brand. 

Studying a company's ability to lower the quality of its produced goods was one goal. There was a mix of 

quantitative and qualitative research approaches employed during the course of the investigation. This results of 

the study conducted an abundance of useful information. First and foremost, it has been determined that the most 

common modern strategy for growing profit is constructed on the basis of client retention, which in turn is formed 

by the fulfilment of expectations. It has also been discovered that a company's image could be damaged if its 

product quality degrades. According to research, monopolistic corporations are able to lower the quality of their 

products without affecting their bottom line profits. A considerable percentage of current customers can trust 

major companies; it has been determined. But the quality of the products produced is a major factor in their 

satisfaction levels, which can vary greatly. A company's reputation and profitability are built on its ability to 

satisfy its customers. 

Because of the growth of the Internet and consumer culture, people are more aware and attentive to the items they 

buy. A company's attempt to lower a product's quality level is likely to be recognised because of the many services 

that allow customers to share their thoughts on a product. Product standards tend to remain at an acceptable level 

as a result. 

 

Conclusion: 

There's no way a major corporation can sell subpar items to its clients nowadays, according to the findings of this 

study's main findings. As a result, it is important to recognise that a monopolistic corporation has the capacity to 

degrade product quality without any substantial consequences. In addition, the profitability of a business is heavily 

reliant on the attention and expectations of its clients in regards to the quality of its products. Longitudinal research 

may and must be the focus of future studies in order to evaluate the long-term trends of the previously listed 

features. To this end, a number of recommendations have been made. 
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