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strong brand image is necessary. Some ap-

parel makers attempt to create a brand for 

their product in the global market, while 

many others just supply to distributors or re-

tail chains according to their specifications. 

Branded apparels not only add a stylish im-

age to the apparel, but it also gives some-

thing extra to the consumers. It enables 

them to create perceptions about the val-

ue of the apparel and the brand itself. The 

value of the brand or the ‘brand equity’ is 

the difference of cash the customer pays 

for a non-branded garment, and a brand-

ed one. The customer can buy a similar ap-

parel somewhere else; without the label 

and for a lesser price as well. But, a brand-

ed apparel with a label on it gives a status 

symbol to the customer thus satisfying his 

ego. The reputation that the brand 

image carries helps in promoting 

the product among status 

savvy consumers.
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What is

in a Brand?

Strategic thinking is re-

quired in the creation of 

brands. Customers do not 

evaluate a product in all the 

parameters while shopping. 

A psychological approach is 

required to build faith in the 

minds of the consumer and 

make them believe that the 

particular brand is always as-

sociated with quality. Once 

customers develop faith in 

a particular brand, they do 

not evaluate their notion ev-

ery time when they go for 

shopping. Buying a particular 

branded apparel every time 

reduces their searching time, 

and also gives them a men-

tal satisfaction that they are 

only buying quality apparels.

A brand generally consists of 

the following aspects:

1. Apparel with a higher val-

ue may signify higher quality 

to the consumers.

2. Limited distribution of 

the   product symbolises 

uniqueness to discerning 

consumers.

3. Brand image signifies the 

quality of the product, thus 

giving them the satisfaction 

of buying quality items.

4. Brand indicates a status 

symbol, and satisfies the ego 

of the consumer that he is 
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wearing a reputed compa-

ny’s outfit.

5. Branding helps in develop-

ing a customer commitment. 

Once the customer develops 

brand loyalty for the product, 

he jumps into buying decision 

without much thinking as his 

mind set is already molded 

with a positive opinion about 

the particular brand.

Branding Benefits

Branding helps the retailer 

to ‘push’ the customer into 

sales. For example, if the cus-

tomer is not confident about 

the quality of the fabric, he 

may hesitate to buy the ap-

parel. He will assume it is risky 

to buy the product. On the 

contrary, if the garment has a 

label mentioning a renowned 

brand name, it gives confi-

dence to the consumer and 

makes him to believe that he 

is buying a quality product. 

Here, the brand name speaks 

the goodwill the company 

has created over the years, 

and motivates the consumer 

to take the purchase deci-

sion. Branding highlights the 

positive features of the prod-

uct and displays it ‘Out of 

the Box’ in the consumer’s 

eyes, thus encouraging him 

to buy.

Our society contributes to 

some facts about every prod-

uct over the years. During the 

course of time, these facts 

make the image of a product, 

thus building a strong brand. 

‘Brand’ does not essentially 

mean a logo or a name, it’s 

the confidence, the consum-

er has in the company and its 

product.
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