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Abstract: Brand awareness has become a crucial driver of consumer decision-making in today’s competitive 

and digitally connected marketplace. Businesses increasingly invest in innovative strategies to strengthen brand 
recognition and recall, yet they face multiple challenges in sustaining consumer trust and loyalty. This study 

examines the recent trends, challenges, and issues in brand awareness, with a focus on the changing 

dynamics of consumer behavior, the influence of digital platforms, and the growing role of sustainability and 
social responsibility in shaping perceptions. The research is based on an extensive review of literature, 

supported by insights from recent case studies and industry reports. Findings suggest that while digital 
marketing tools, influencer engagement, and interactive content have transformed brand-building strategies, 

challenges such as information overload, brand dilution, and consumer skepticism pose significant hurdles. 

Moreover, global competition and rapidly shifting technological landscapes add to the complexity of 
maintaining strong brand positioning. This paper contributes to academic and managerial perspectives by 

identifying key gaps in current practices and offering recommendations for businesses to adapt to evolving 
consumer expectations. 
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_________________________________________________________________________________________ 
Introduction to brand awareness: Brand Management is the application of marketing techniques to a 

specific product, product line, or brand. It seeks to increase the product’s perceived value to the customer and 

thereby increase brand franchise and brand equity. Marketers see a brand as an implied promise that the level of 
quality people have come to expect from a brand will continue with future purchases of the same product. This 

may increase sales by making a comparison with competing products more favorable. It may also enable the 
manufacturer to charge more for the product. The value of the brand is determined by the amount of profit it 

generates for the manufacturer. This can result from a combination of increased sales and increased price, 

and/or reduced COGS (cost of goods sold), and/or reduced or more efficient marketing investment. All of these 
enhancements may improve the profitability of a brand, and thus, “Brand Managers” often carry line 

management accountability for a brand’s P&L profitability, in contrast to marketing staff manager roles, which 
are allocated budgets from above, to manage and execute. In this regard, Brand Management is often viewed in 

organizations as a broader and more strategic role than Marketing alone. Brand awareness refers to the extent to 

which consumers recognize and recall a brand under different circumstances. It plays a vital role in shaping 
consumer perceptions, influencing purchase behavior, and building long-term loyalty. A high level of brand 

awareness ensures that consumers can easily identify a brand among competitors, which often leads to greater 
trust and preference. In the context of green marketing, brand awareness becomes even more significant as 

consumers are increasingly conscious of sustainability and environmental responsibility. Strong awareness not 

only helps green brands differentiate themselves in a crowded marketplace but also reduces consumer 
uncertainty about product authenticity and quality. By creating familiarity and credibility, brand awareness lays 

http://www.jetir.org/
mailto:drmdali20@gmail.com


© 2025 JETIR November 2025, Volume 12, Issue 11                                                      www.jetir.org (ISSN-2349-5162) 

JETIRHD06026 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 159 
 

the foundation for effective marketing strategies, impacting both short-term purchase intentions and long-term 

brand equity. 

Objectives of the study: 

 To study the various concepts related to brand awareness 

 To understand the issues and challenges ,trends and significance of brands 

Reviews of literature: 

Aysel Boztepe (2012) in his research paper he found that environmental awareness, price, product features, 

promotion are the variables of green product influencing the purchase behavior of male consumers but 
promotion is the only variable influence the purchase behavior of female consumers and also mentioned that 

environment awareness, green product features, price and promotion are significantly related with green 
purchase behavior. Finally, he suggested that there is a significant difference between the male and female 

consumers while purchase the green products, so companies are focus the different strategies on gender basis.  

Ronald Drozdenko et al.,(2011) in their study entitled with “pricing of green products, premium paid, 
consumer characteristics and incentives”. The study focuses on customer’s perception towards the price 

premium of green products based on the demographic, situational, and product categories. From the study, they 
found that male customers are willing to pay extra for green products, and also there was no significant 

difference in purchase behavior of the consumer’s while purchasing the green products based on their income 

and education. They suggested that tax incentives were highly influence the consumers for willing to pay the 
green products 

Methodology: 
Data has collected from secondary resource 

Significance of Branding 

 Differentiation: In a crowded marketplace with numerous choices, branding sets a business apart from 
its competitors. It helps create a unique identity and positioning that makes the brand easily recognizable and 

memorable. 

 Brand Recognition: A well-established brand identity enhances recognition. When consumers can 
quickly identify and associate a logo or tagline with a brand, it increases the likelihood of them choosing that 

brand over others. 

 Consumer Trust and Loyalty: Effective branding builds trust with consumers. A consistent and 
reliable brand experience creates a sense of familiarity and assurance, encouraging repeat business and brand 

loyalty. 

 Emotional Connection: Brands that successfully evoke positive emotions and resonate with their target 
audience can forge a deeper connection. Emotions play a significant role in consumer decision-making, and a 

strong brand can tap into those emotions effectively. 

 Credibility and Authority: A strong brand conveys professionalism and expertise. Consumers are 
more likely to trust a well-known and respected brand, which can lead to increased credibility and perceived 

authority in the market. 

 Customer Expectations: Brands help set customer expectations. Consistent branding creates a certain 
perception of what the product or service will deliver, and meeting or exceeding these expectations fosters 

customer satisfaction. 

 Price Premium: A powerful brand often allows a business to charge a premium for its products or 
services. Consumers are often willing to pay more for a brand they trust and perceive as high-quality. 

 Ease of Introduction of New Products: Established brands have an advantage when introducing new 
products or expanding into new markets. Consumers are more willing to try new offerings from a brand they 

already know and trust. 

 Word-of-Mouth Marketing: A strong brand can generate positive word-of-mouth marketing. Satisfied 
customers are more likely to recommend a brand they love to friends and family, leading to organic growth. 

 

 Brand Extensions and Partnerships: Successful branding opens up opportunities for brand extensions 
and partnerships. A trusted brand can venture into related product categories with a higher chance of success. 
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Key Stake holders of Branding 

 Employees, Customers ,Stock/share holders, Suppliers , Intermediaries ,Opinion leaders ,Local 
communities ,Purchasers and licensees. 

top brands in various sectors 

Name of the Sector Best Brands 

Technology 

 

 Apple – innovation, brand loyalty, premium 

products. 
 Microsoft – software, cloud, AI, enterprise 

solutions. 

 Google (Alphabet) – search, ads, AI, 
Android. 

 Samsung – electronics, smart phones, 
displays. 

Intel / NVIDIA – processors, AI, graphics 

Telecommunications 

 

 AT&T (USA) 

 Verizon (USA) 

 China Mobile (China) 
 Vodafone (UK) 

 Reliance Jio (India)  

Automobile 

 

 Toyota – reliability, hybrid leadership. 

 Mercedes-Benz – luxury, engineering. 

 Tesla – EV innovation. 
 BMW – luxury + performance. 

 Hyundai / Kia – affordable innovation 

Retail / E-commerce 

 

 Amazon – e-commerce, AWS cloud. 

 Walmart – global retail giant. 

 Alibaba – China’s e-commerce leader. 
 Costco – membership retail.  

 IKEA – furniture retail  

Banking & Financial Services 

 

 JPMorgan Chase (USA) 

 Bank of America (USA) 

 ICBC (China) 
 HSBC (UK) 

 Goldman Sachs (Global investment 
banking)  

Healthcare & Pharma  Pfizer – vaccines, pharma innovation. 

 Johnson & Johnson – pharma + consumer 
health. 

 Roche – diagnostics, oncology. 
 Novartis – global pharma. 

 AstraZeneca – innovation in treatments. 

 

How to build a Brand strategy for Marketing 
  
 Define Your Brand Identity: Start by defining your brand's identity, including its mission, vision, 

values, and unique selling proposition (USP). Understand what sets your brand apart from competitors and 

identify the core message you want to convey to your target audience. 
 Know Your Target Audience: Conduct thorough market research to understand your target audience's 

needs, preferences, and pain points. Create detailed buyer personas to gain insights into their demographics, 
behaviors, and motivations. 

 Brand Positioning: Determine how you want your brand to be positioned in the market. Identify the 

key attributes and benefits you want to associate with your brand. This positioning will guide all your branding 
efforts. 
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 Brand Name and Logo: Choose a brand name that reflects your identity and is easy to remember. 

Design a professional and visually appealing logo that represents your brand's essence and resonates with your 
target audience. 

 Develop Brand Messaging: Create a compelling brand message that encapsulates your brand's values, 
mission, and benefits. This message should be clear, concise, and consistent across all marketing materials. 

 Visual Branding Elements: Establish a cohesive visual identity with consistent brand colors, 

typography, and imagery. Visual elements play a crucial role in brand recognition and recall.  
 Brand Voice and Tone: Define your brand's voice and tone of communication. Consider the 

personality you want your brand to portray and maintain consistency in all interactions with your audience. 
 Integrate Brand Across Touchpoints: Ensure that your brand strategy is implemented consistently 

across all customer touchpoints, including your website, social media, packaging, advertising, and customer 

service. 
 Employee Brand Advocacy: Your employees are brand ambassadors. Educate and empower them to 

understand and represent the brand's values and promise. 
 Monitor and Adapt: Regularly monitor the performance of your brand strategy. Solicit feedback from 

customers and make necessary adjustments to align with changing market trends and consumer preferences. 

 Long-term Vision: Building a brand strategy is a long-term commitment. Stay dedicated to your 
brand's identity and values, and avoid drastic changes that could confuse or alienate your audience. 

 Be Authentic: Authenticity is vital for a successful brand strategy. Be true to your brand's values and 
promises, and avoid misleading or insincere messaging. 

 

Trends in Brand Marketing 
 User-generated Content (UGC): UGC has become a powerful tool for brand marketing. Encouraging 

consumers to create and share content related to the brand not only increases authenticity but also fosters a 
sense of community around the brand. 

 Influencer Marketing: Influencer marketing continues to be popular, with brands collaborating with 

influencers to reach their target audience more effectively. Micro-influencers, in particular, are gaining traction 
for their niche and highly engaged followings. 

 Video Marketing: Video content is dominating digital marketing. Brands are using various video 
formats, including live streaming, stories, and short-form videos, to engage and connect with their audience. 

 Augmented Reality (AR) and Virtual Reality (VR): AR and VR technologies are being utilized to 

create interactive and immersive brand experiences. From virtual try-on experiences to AR-powered ads, these 
technologies enhance consumer engagement. 

 Voice Search Optimization: With the increasing use of voice-activated devices, brands are optimizing 
their content and websites for voice search to stay relevant in this emerging trend. 

  Brands as Publishers: Brands are adopting a content-first approach, acting as publishers to deliver 

valuable and relevant content to their audience. Content marketing helps establish expertise, build trust, and 
drive customer loyalty. 

 Social Commerce: Social media platforms are integrating e-commerce functionalities, allowing brands 
to sell directly to their followers. Social commerce streamlines the purchase journey and facilitates impulse 

buying. 

 Sustainability and Eco-conscious Branding: Consumers are becoming more environmentally 
conscious, leading brands to adopt sustainable practices and communicate their eco-friendly initiatives. 

 Purpose-driven Branding: Consumers are increasingly drawn to brands that align with their values 
and support social or environmental causes. Purpose-driven branding involves showcasing a brand's 

commitment to making a positive impact on society, going beyond just profit-making. 
 Personalization: Brands are leveraging data and technology to deliver personalized experiences to 

consumers. Tailoring marketing messages and content based on individual preferences and behavior helps 

create stronger connections and drives engagement. 

 

Biggest Challenges faced by Indian Brands 
 

 Treating brands as assets 

 Creating new categories 
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 Cultural Sensitivity 

 Generating  breakthrough brand building. 

 Building digital strategy 

 Intense Competition 

 Maintaining brand relevance 

 Maintaining Consistency 

 Counterfeit and Imitation Products 

 Creating brand portfolio strategy 

 Leveraging Brand asset 
 

Conclusion: 

Brand awareness continues to be a vital component of marketing strategy, but its dynamics are evolving 

rapidly in today’s competitive environment. Recent trends such as digital marketing, influencer collaborations, 
and personalized content have created new opportunities for brands to engage with consumers more effectively. 

At the same time, challenges such as market saturation, brand dilution, and consumer skepticism make it 
difficult to maintain strong recognition and loyalty. The rapid expansion of digital media often results in 

information overload, weakening brand recall, while global competition intensifies the struggle for visibility. 

Consumers now demand authenticity, transparency, and socially responsible practices, pushing businesses to 
align with ethical and sustainable values. Measuring the impact of brand awareness and ensuring a positive 

return on investment remain pressing concerns. Overall, this study concludes that the future of brand awareness 
lies in continuous innovation, adaptability to changing consumer behavior, and the adoption of consumer-

centric strategies.  
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