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Abstract :  The power of brands and branding in the current marketing environment is enormous. Brands ability to create 

emotional impact and build long-term customer relationships seems to add value to company performance and benefit both the 

customer and the business. . Globalization is the key and most loved trademark of brands and businesses around the globe. 

Globalization has proclaimed the onset of a borderless world. Globalization in the feeling of availability in monetary and social 

life over the world has been developing for a considerable length of time. We have additionally seen the ascent and globalization 

of the possibility of a 'brand'. Ground-breaking brands make important images in the minds of consumers with brand images 

filling in as methods for separation from the opposition and in this manner positively impacting client's purchasing conduct. In 

any case, as of not long ago most marketing dialogs in Business-to-Business settings concentrated only on the performance 

attributes of the product or on the necessities of buyers tended to by sound and unmistakable highlights of the product and price. 

The broad writing survey demonstrates that an expanding measure of studies show situations where price and substantial factors 

don't completely clarify B2B purchasing conduct. Be that as it may, little information exists about how singular brand image 

measurements impact B2B purchasing conduct and which measurements have the most noteworthy effect. Especially little is 

thought about the relative effect of mediating factors clarifying the relationship between brand images and purchasing conduct.  

Branding is absolutely critical to a business because of the overall impact on business. Branding can change how people percept 

your brand, it can drive new business and increase brand awareness. A popular brand is generally considered as the product that 

can easily be recognized by the common masses. A brand name can be built either for the company or for the product. Some of 

the important aspects that are concentrated while building a better brand are the company or product's logo, symbol and design. 

People should be able to identify the service or product with any of these features distinctly. Branding has turned into a need in 

business and it need special concentration by the business. Only a product or service isn't sufficient any longer. Extra value and 

particularly fine brand administration are additionally required. A popular brand is generally considered as the product that can 

easily be recognized by the common masses .Brand loyalty is basic to business and marketing strategy as it gives upper hands to 

companies. With marketing moving its accentuation from marketing blend to relationships, inquire about on brand loyalty has 

concentrated on ways to deal with fabricate consumer– brand relationships that are helpful for encouraging brand loyalty. The 

motivation behind this paper is to break down how extraordinary measurements of brand image impact the purchasing conduct of 

consumers towards International Brands and which interceding factors are the most persuasive in clarifying this relationship. 
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I. INTRODUCTION 

The increasing pace of globalization has brought about an uncommon development of business relationships among various 

nations across the world. In spite of the fact that globalization has decreased the temporal and spatial gaps among arbitrators over 

the world, it frequently broadens the hole between arranging parties as a result of cultural and national contrasts. Globalization 

regularly gives the bogus impression of merging of human conduct, which thus may make moderators ill-equipped to adapt to 

issues that emerge because of cultural contrasts of arranging parties. The expanded worldwide interdependence may, accordingly, 

compound the intricacies of multifaceted negotiations. As opposed to clarifying any causal relationship amongst culture and 

negotiation conduct, in the greater part of the cases, scientists essentially ascribed the unexplained contrasts in negotiation conduct 

to culture. In this manner, the greater part of the experimental investigations on diverse negotiation until now distributed do not 

have the informative power that is fundamental for theory building.  

The concept of trust has pulled in developing exploration consideration in the ongoing past. The level of trust may influence the 

negotiation conduct of individuals in a, culturally diverse setting as for various parts of ethicality. The paper will endeavor to 

methodically examine the relationship, assuming any, between various measurements of national cultures distinguished and the 

level of trust that mediators rest on their adversaries amid a negotiation. In this paper (study), trust is regarded to be an intervening 

variable through which diverse measurements of culture impacts the moral negotiation conduct in international negotiations. 

As culture subsumes all parts of our social life, it is concerned not just with the intriguing curios or ceremonies, or the material and 

organizational measurements, yet in addition with the intangibles like the behavior that individuals show, the way in which 

relationships are directed, the nature of fellowship, and how life's exercises ought to and ought not be led. It is, in this manner, not 

astonishing that trust is regularly considered by analysts to be culturally installed.  
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1.1 BRANDING  

Branding is the process of creating a strong, positive perception of a company, its products or services in the customer’s mind by 

combining such elements as logo, design, mission statement, and a consistent theme throughout all marketing communications. 

Effective branding helps companies differentiate themselves from their competitors and build a loyal customer base. Brands are 

based on the mix of the organization or its product or service, the going with marketing movement, and the commitment of 

customers and different gatherings. Branding is a way of identifying your business. It is how your customers recognize and 

experience your business. A strong brand is more than just a logo; it's reflected in everything from your customer service style, 

staff uniforms, business cards and premises to your marketing materials and advertising. A brand thusly mirrors the entire 

experience that customers have with the organization or its product or service.  

1.2 Brand Equity 

A solid brand equity can guarantee a long haul productivity and supportability of an organization. In B2C ventures, the image and 

equity of a retailer brand likewise relies upon the quality and amount of manufacturer brands that they offer. Manufacturer brands 

are an approach to create consumer intrigue, support and loyalty in the store, regularly causing more consumer pull than the 

retailer's own brands do. Retailers for the most part are what they offer, and manufacturer brands assist retailers with creating an 

appealing brand image and set up a situating for the store.  

1.3 Brand Awareness and Brand Image 

Brand awareness portrays the quality of the brand follow in memory – it reflects how well consumers can recall a brand under 

differing conditions. It is an essential factor in separating the organization and its offerings, encouraging enthusiastic associations 

with customers and improving client loyalty.Brand image is the entertainment of the brand in the psyches of consumers, and it 

doesn't really mirror the organization's expected brand personality. Brand image has three contributing sub-images: that of the 

organization, that of the product or service and that of the clients. 

 

II. OBJECTIVES OF THE STUDY 

1. To investigate the brand trust of International brands. 

2. To study the knowledge about the trust consumers have for brands from an international perspective. 

3. To study the present situation of brand trust for international markets  

 

III. REVIEW OF LITERATURE 

Various studies conducted in order to establish relationship between brand trust and its role in international market. Morgan and 

Hunt (2014) guess "that relationship commitment and trust are vital factors in marketing relationships as well as are enter 

intervening factors in these relationships (alluding to KMV display)". Since business relationships are produced and impacted by 

cultural setting, the imperative parts of relationship are trust and commitment as affected by cultural condition. The 

reconsideration of the commitment-trust theory demonstrated that relationship factors and develops must be analyzed under 

varying market conditions and for various sub-populaces. Conduct, aim of partners and social congruity that suggest levels of 

commitment and trust in relationships are in this manner impacted by the values of the cultural setting where business 

relationships happen. Tejpal et al. (2013) the mounting importance of trust is likewise interconnected to the rising outcome of 

vulnerability. Or then again in other route round, vulnerability is in truth an essential normal for trust. Trust contains desire 

impacting the social player and is verbalized under the settings of vulnerability. In other way, trust appears in conditions where a 

player isn't sure of what the other will do; anyway have not too bad intends to make sure that the other will follow the desires. 

Trusting additionally implies going out on a limb, regardless of whether we don't often consider unmistakably of that aside from 

we mirror our connection with the other by taking a third individual point of view. Lohtia et al., (2009) Trust assumes a basic part 

in creating and keeping up effective buyer– dealer relationships. Trust has been appeared to lessen struggle, upgrade coordination 

and cultivate loyalty among exchanging partners. Basically, trust is basic since it encourages the participation fundamental for the 

two purchasers and merchants to accomplish their execution results from trade. In any case, it is hard to set up trust in 

relationships when there are critical contrasts in the cultures of exchanging partners.  

IV. RESEARCH METHDODOLGY 

4.1 Type of Research 

The issue of this investigation is actually inspecting the phenomena of brand trust. The descriptive approach was determined for 
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the investigation as it's fitting when the emphasis of the examination is depicting and explains phenomena. 

4.2 Collection of Data 

4.2.1 Primary Data 

 Structured Questionnaire 

 Observation Method 

4.2.2 Secondary Data 

 Books 

 Internet 

 Articles and research books. 

4.3 SAMPLING UNIT 

We circulated the questionnaire to 120 respondents, among which only 100 respondents gave reply. So the sample size of the 

study will be 100. 

4.4  HYPOTHESIS 

H1: International Brand Experience Has Positive Effects on international Brand Trust  

V. DATA ANALYSIS AND INTERPRETATION 

The data gathered through the questionnaires was tabulated, examined, and deciphered. Be that as it may, before beginning work 

of tabulation and analyzing, every one of the questionnaires was edited very carefully for completeness.  

4.1 DEMOGRAPHIC PROFILE OF THE RESPONDENTS 

1. Gender of the Respondents 

Table 1.1 Gender of the Respondents 

Gender Frequency Percentage 

Male 60 60% 

Female 40 40% 

Total 100 100% 

 

Figure 1.1 Gender of the Respondent 

Out of the total 100 respondents, 60% are males while 40% are females who participated in the survey. 

Table 1.2 Age (Male) of the Respondents 

Age Frequency Percentage (%) 

below 20 12 20 

20-30 15 25 

30-40 18 30 
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above 40 15 25 

Total 60 100 

 

 

Figure 1.2: Age of the Respondents 

From the figure , it is clear 20 percent of the respondents are below the age of 20 years. Around 25 percent of the respondents are 

in the age group of 20-30 years, took after 30 percent in the age group of 30-40 years and 25 percent of the respondents are in the 

age group of above 40 years  

Table 1.3 Age (Female) of the Respondents 

Age Frequency Percentage (%) 

below 20 8 20 

20-30 14 35 

30-40 12 30 

above 40 6 15 

Total 40 100 

 

Figure 1.3: Age (Female) of the Respondents 

From the figure , it is clear 20 percent of the respondents are below the age of 20 years. Around 35 percent of the respondents are 

in the age group of 21-30 years, took after 30 percent in the age group of 30-40 years and 15 percent of the respondents are in the 

age group of above 40 years . 

VI. CONCLUSION 

 Brand for a client is value for money. Globalization has been seen as this incredible marvel in which marketers can abuse their 

strategies minus all potential limitations potential and increase high profit edges with the objective of prevailing upon the world. 

Consumer's tastes and inclinations around the globe would homogenize. In spite of the fact that products might be global actually 
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consumers are most certainly not. In any case, today, culture is as yet a power that assumes a solid part in impacting the musings, 

practices and activities of those inside their society. global brands will experience issues being trusted specifically markets. In any 

case, it was appeared in the centre gathering study that specific product classes are trusted when they are marketed globally, 

because of the consistency that takes after with large scale manufacturing. Client guaranteed that Domestic brands are more 

trustworthy than international brand and construct this with respect to better quality, safety, and higher controls that are intended 

for the security of Customer. This was particularly normal for Customer since non-Customer did not connect their trust to 

international brands with these traits. 

REFERENCES 

1) Morgan, R.M. and S.D. Hunt (2014), “The Commitment-Trust Theory of Relationship Marketing,” Journal of Marketing, 58 

(July), 20-38. 

2) Tejpal, G., Garg, R.K., Sachdeva, A. (2013) Trust among supply chain partners: a review, Measuring Business Excellence, Vol. 

17 No. 1, 51-71 

3) Lohtia, R., Bello, D.C. and Porter, C.E. (2009), “Building trust in US–Japanese business relationships: Mediating role of 

cultural sensitivity”, Industrial Marketing Management, Vol. 38, pp. 239–252. 

4) Smyth, H., Gustafsson, M. and Ganskau, E. (2010), “The value of trust in project business”, International Journal of Project 

Management, Vol. 28, pp.117– 129. 

5) Noorderhaven, N. G. (2012) Trust and inter-firm relations. Paper for the 1992 EAEPE Conference. 

6) Singh, B. (2012). Emerging Trends in Branding Strategy. International Journal of Marketing & Business Communication, 1 (3) 

7) Hennigs, N., Wiedmann, K. P., Behrens, S., Klarmann, C., Carduck, J. (2013). Brand extensions: A successful strategy in 

luxury fashion branding? Assessing consumers’ implicit associations. Journal of Fashion Marketing and Management, 17 (4), 390-

402 

8) Musetescu, A., Chira, R. (2015). How to create a strong brand. Knowledge Horizons - Economics, 7 (2), 119-122 

 

http://www.jetir.org/

