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Abstract: The increasing competition in the consumer durables
sector has shifted brand image perceptions to the forefront as a
decisive factor affecting customers' buying behaviour, especially
in home care appliances. Drawing on various studies from
emerging and developed markets, this paper conducts a critical
empirical review to investigate the relationship between brand
image and purchase behaviour. The goal of this paper primarily
concerns examining the influence of brand image components
such as brand trust, brand loyalty, perceived quality, and
emotional connect on consumer purchase intentions and post-
purchase satisfaction in the home care appliances scenario. The
methodology is based on a review of peer-reviewed publications,
empirical data from surveys and case studies reported in leading
Jjournals over the past decade, as well as in the context of Indian
and comparable global perspectives.
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Homecare Appliances, Consumer Psychology, and Empirical
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TPB: Theory of Planned Behaviour

I. INTRODUCTION

In the rapidly evolving Indian consumer landscape, brand

image is no longer a Western construct, but a vital lever
shaping domestic purchasing patterns—especially in
aspirational product categories, such as home care
appliances. As India's middle class expands and urbanisation
accelerates, customers are increasingly drawn to brands that
offer more than just utility—brands that reflect their values,
aspirations, and social status. Moreover, in today’s hyper-
competitive consumer marketplace, brand image has
evolved from being a peripheral marketing tool to a central
psychological anchor in shaping customer perceptions and
behaviour. Nowhere is this evolution more evident than in
the home care appliances segment, where functional
equivalence among products amplifies the brand's symbolic
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Power. Customers no longer make decisions solely based on
performance metrics; instead, they engage in emotional and
cognitive associations that brands project, whether
consciously or not. In the ever-expanding Indian consumer
marketplace, the choices are abundant and competition is
fierce; brand image stands as a beacon of differentiation.
According to Keller and Swaminathan (2020) [1], "brand
equity encompasses a set of brand assets and liabilities
linked to a brand's name and symbol that add to or subtract
from the value provided by a product or service." They
further highlight that "a positive brand image significantly
enhances customer confidence in their purchase decisions,
particularly in product categories involving higher perceived
risk." Or, if using Huang & Sarigollii: Huang and Sarig6llii
(2020) conceptualize brand equity as "a set of brand assets
and liabilities linked to a brand's name and symbol that add
to or subtract from the value provided by a product or
service," further noting that "a positive brand image
enhances customer confidence in their purchase decisions,
especially in product categories involving higher perceived
risk." In India, where household purchasing decisions are
often collective and influenced by societal and familial
dynamics, the symbolic power of brands plays an amplified
role. Homecare appliances, ranging from washing machines
to vacuum cleaners and kitchen gadgets, are no longer seen
as mere utility items. "These appliances now signify
lifestyle, status, and modernity—deeply intertwined with the
aspirations of India’s growing middle class” (Ravindran &
Kaur, 2020) [13]."Digital influence, environmental
consciousness, and personalized marketing are rewriting the
script  of consumer-brand  relationships in  India"
(Chattopadhyay & Sen, 2021) [15]. This makes it imperative
for brands to invest in a creative, coherent, authentic, and
emotionally resonant image to remain competitive.

A. Effects of Brand Image on Customer Purchase
Behaviour

A Proposed Multi-Dimensional Nuanced Perspective
Mindful of the article’s tripartite focus (Consumer
Psychology, Marketing Theory, and Behavioural Analytics),
this Paper offers a more considered perspective on the
literature, presenting a “glass half-full” and “glass half-
empty” approach for practitioners to consider when
evaluating empirical evidence. Drawing on national and
international  studies, the compilation unpacks the
psychological, sociocultural, and behavioural underpinnings
of brand effect within an emerging global consumer market.

It seeks to present new angles for marketers targeting the
desi household with brand stories that fuse tradition,
innovation, and emotional connection. It also reveals the
explicit and implicit motivators that guide consumer
preferences in this category.

= As Iglesias, Ind, and
Schultz (2020) [10] refer to it,
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"The brand image is the perception about a brand, as
reflected by the brand associations held in consumer
memory." They also contended that "the strength,
favorableness, and uniqueness of brand associations
determine the consumer’s general brand disposition and
purchase probability." They added that "when used as brand-
building tools, such associations and habits, once developed,
decrease decision-making complexity while automating
brand-pleasing emotional responses." Alternatively, if using
Chang & Lee (2016) [11], they refer to brand image as "the
perception about a brand, as reflected by the brand
associations held in consumer memory." They also
contended that "the strength, favorableness, and uniqueness
of brand associations determine the consumer’s general
brand disposition and purchase probability," adding that
"when used as brand building tools, such associations and
habits, once developed, decrease decision-making
complexity while automatizing brand-pleasing emotional
responses.” Furthermore, these links, which are usually less
rational and subjective, help to "close the gap" between
rational evaluation and emotional acceptance.

= Kotler and Keller (2023) [19] stressed that “‘a strong
brand image is more than mere knowledge: it is about
perceived relevance, resonance and relationship.” It
becomes, in that case, “a mental shortcut to quality, trust,
and performance — attributes which could prove critical for
consumer appliances that in many cases are regarded as
high-involvement purchases.”

= These fundamental perspectives are supported by more
recent empirical work. Hsu (2020) [3] noted that "brand
image is a strategic asset that affects the consumers’
decision-making process by minimizing perceived risk and
facilitating choosing." They also found that "in crowded
markets, where product features tend to become
homogeneous, brand personality becomes the competitive
edge for attracting and keeping customers."

=  Patten, Ozuem, Howell, & Lancaster, (2019) [9]
further developed this position by suggesting that: "brands
today have to give identity that is far beyond function--they
have to give meaning and aspiration." They also noted, "this
is because in the consumer’s mind, home appliance brands
that share lifestyle values are more loyal to than those
focused on pure utility."

= This is all the truer in the Indian situation. “The Indian
consumers view brand image as a combination of functional
performance, social status, emotional security, and
perceived quality,” according to Kumar and Advani (2020).
They explained, “In metros and tier-II towns alike,
homecare appliance names are being judged on not only the
durability but also the brand stories they create.” They
added that “for homecare appliances, where purchase is
semi-durable and many times a family decision, brand
image does play a pivot of trust and quality guarantee.” In
the Indian context, these associations are closely tied to the
country's deeply ingrained cultural attitudes and evolving
lifestyle patterns.

* The influence of digital touchpoints, online reviews,
influencer marketing, and the post-purchase experience has
additionally changed the consumer-brand interface.
Chattopadhyay and Basu (2021) [16] pointed out that “brand
image in the digital era is constructed dynamically with peer
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opinion, visual aesthetics and immersive storytelling.” “As
the consumption trend becomes ubiquitous, brand image
has played a paradoxical role as a filter and a trigger for
behavioural intention.”

= Brands that stand for modernity, safety, and
convenience are likely to be successful in the Tier-II and
Tier-III cities in India, where home appliances are seen as
long-term investments, reveals Saxena and Khandelwal
(2019) [30]. They concluded that “the consumer’s lens in
India is the fusion of traditional and technological, resulting
in the brand image as a unique cultural and commercial
construct [19].”

=  With increased digital exposure, Indian consumers are
becoming more and more brand-aware, brand-conscious and
brand-loyal. Rao, & Raghavan, 2021) [26] “Digital
storytelling, influencer sponsors, and vernacular branding
play a significant role in how a new brand called Story is
created in the minds of Indian millennials and Gen Z.”

And, “Brand image construction among Indian millennials
and Gen Z is also influenced by how the consumers perceive
a brand in terms of ethics, durability, and tech-forward
resonates deep in the Indian value system of trust and family
health.”

In addition, word-of-mouth, both in online and offline
media, plays a more prominent role in the Indian context,
where friends and family can serve as advisers more than
ever before in other media. Indian buyers are influenced by
word of mouth when purchasing a particular brand. As
observed by Mehta and Ghosh (2018) [21], they stated,
“Indian buyers need validation from their social circle, and
a strong brand image expedites the positive referrals.” They
argued that, “in products like vacuum cleaners and washing
machines, which require a high degree of household
integration, reliance on brand image can provide the
foundation for purchase.”

B. Relationship between Brand Image and Customer
Buying Behaviour

Theoretical Framework The relationship between brand
image and customer buying behaviour is grounded in
several foundational theories of consumer psychology and
marketing science. For this study, four dominant theoretical
models provide a comprehensive lens: Brand Equity Theory,
the Theory of Planned Behaviour (TPB), the Customer-
Based Brand Equity (CBBE) Model, and Cultural
Dimensions Theory.

This Section integrates established marketing and
consumer behaviour theories, aligning them with the Indian
context. Primarily, the present study rests upon the
following four theoretical anchors:

C. Brand Equity Theory

= According to Keller and Swaminathan (2020), "brand
equity encompasses a set of brand assets and liabilities
linked to a brand's name and symbol that add to or subtract
from the value provided by a product or service." They
further highlight that "a positive brand image significantly
enhances customer confidence in their purchase decisions,
particularly in product categories
involving higher perceived risk."
Or, if using Huang & Sarigo6llii:
Huang and Sarigdlli (2020)
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conceptualize brand equity as "a set of brand assets and
liabilities linked to a brand's name and symbol that add to or
subtract from the value provided by a product or service,"
further noting that "a positive brand image enhances
customer confidence in their purchase decisions, especially
in product categories involving higher perceived risk."

In the context of home care appliances, where price and
durability play crucial roles, brand equity significantly
influences buyer preferences. The stronger the brand image,
the lower the consumer’s cognitive dissonance post-
purchase.

II. THEORY OF PLANNED BEHAVIOUR (TPB)

The TPB, developed by Ajzen, posits that consumer
behaviour is guided by behavioural intentions shaped by
attitudes, subjective norms, and perceived behavioural
control. It implies that consumer purchase behaviour is
influenced by attitudes, subjective norms, and perceived
behavioural control—all of which are shaped in part by
brand image.

Armitage and Conner (2021) [4] emphasised, "the more
favourable the attitude and the stronger the perceived
control, the greater the likelihood that the behaviour will be
performed." They further noted that "in consumer contexts,
brand image contributes to shaping favourable attitudes and
strengthens  behavioural intentions, especially when
reinforced by  social approval and ease of
purchase." Alternatively, if using Kumar & Verma (2022)
[5], they emphasised in their application of the theory of
planned behaviour that "the more favourable the attitude and
the stronger the perceived control, the greater the likelihood
that the behaviour will be performed." They added that "in
consumer contexts, brand image contributes to shaping
favourable attitudes and strengthens behavioural intentions,
especially when reinforced by social approval and ease of
purchase."

This is particularly relevant in the Indian household
setting, where purchase decisions for home care appliances
are often family-centred and influenced by social validation
and collective attitudes.

A. Customer-Based Brand Equity (CBBE) Model by
Keller

Keller’s CBBE Model provides a pyramid-like structure
where brand salience leads to performance and imagery,
followed by judgments and feelings, culminating in brand
resonance. He argues that positive brand image stored in
consumer memory increases the likelihood of favourable
brand responses.

= Khan, Fatima, and Qureshi (2021) [12] stated that
"brand equity from the customer’s perspective depends on
how well the brand meets psychological and functional
needs." They further noted that "resonance—the top of the
pyramid—is achieved when the customer develops deep,
psychological bonding with the brand, translating into repeat
purchases and advocacy."

For home care appliances, consumers form enduring brand
relationships when imagery (style, trust, innovation) is
aligned with performance (durability, efficiency, ease of
use).
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B. Cultural Dimensions Theory (Hofstede, 1984)

This is relevant in the Indian context, where collectivism,
power distance, and traditionalism influence consumer-
brand interactions.

C. Relevance of the Four Theories to the Indian Context

In Indian markets, these theoretical models gain cultural
depth and significance.

= As Kumar and Advani (2020) noted, “Indian
consumers evaluate brand image through a filter of
emotional, cultural, and functional dimensions, where
family influence and long-term value play pivotal roles.”
They added, “In home appliance segments, brand image not
only aids product differentiation but also conveys household
status and reliability.”

Thus, the integration of Aaker’s Brand Equity, Ajzen’s
TPB, and Keller’s CBBE provides a robust theoretical
foundation for analysing how brand image affects customer
purchasing behaviour in the Indian homecare appliance
sector. These frameworks will guide the empirical analysis
and help interpret the findings through behavioural,
attitudinal, and brand-centric lenses.

D. Indian Landscape on Brand Image and Consumer
Purchase Behaviour

An Empirical Analysis: The conceptual landscape of
brand image and consumer purchase behaviour is
undergoing a thorough transformation in the Indian context,
particularly in the semi-durable goods market for home care
appliances, with a renewed focus on the consumer psyche,
perceived brand value, and socio-cultural factors.

= A national-level study was conducted by Sharma and
Bansal (2018) [31] to investigate the effects of brand
associations on purchase intention in the case of washing
machines and vacuum cleaners in metro cities. What they
found is that “a strong, consistent brand image will create
emotional.

= Joyalty among Indian consumers, albeit more so
among homemakers who appreciate trust, reliability and
product safety.” And, “Brands like LG and 1FB have a high
top-of-mind recall due to longevity, after-sales service, to a
certain extent, offamily targeted communication,” they also
added.

= Mishra and Sinha (2019) [23] in their empirical
investigation in five Tier-II cities in India also noticed that
“brand image is an important moderator of price sensitivity
and purchase intention”. And, “Price will still be
important, but the Indian consumer is now ready and willing
to pay a little extra for brands that they consider built to
last, modern and energy efficient,” they said.

= Rathore & Gupta (2020) [27] expounded that there are
differences between whether the early work has utilised a
structured questionnaire through experiments concerning the
point of brand perception and generation. Image
“Millennials in urban India assess brand image with
aesthetic, tech-savvy and eco-friendly, whereas Gen X
consumers primarily  value durability and service
assurance,” the researchers wrote. In the context of a
brigade of different contented
consumers who have an
intergenerational bond  with
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heritage, customised brand narratives are needed that will
appeal emotionally to both old and new consumers.

= Nair and Venkatesan (2021) [24] built an empirical
model for the regions of Chennai and households of Kochi.
They concluded that in the home appliances category,
“perceived brand image significantly influenced brand trust
and the purchase decision”. They added that
“trustworthiness for products in smaller appliances, such as
vacuum cleaners and air purifiers, may especially be able to
impact the repeat purchase and positive word of mouth.”

= A critical cultural lens is offered by Saxena and Iyer
(2022) [28], who conducted qualitative interviews with 60
women in Hyderabad and Pune. As per their findings,
“brand image for Indian families is socially constructed
through collectivist opinion, traditional connect and inter-
generational myth-making.” For home care products, the
representational function of brands and their impact on

purchase decisions through the facilitation of 'smart
homemaking activities' is relatively strong.

= Further, Joshi and Prakash (2023) [17] studied post-
COVID brand preference changes in a case-based setting.
They found that “Indian consumers post pandemic now
factor in high on strong brand identity, as high on hygiene
assurance, safety certification, and digital fluency”.And,
“This transition has transferred the trust from the previously
used criteria of trustworthiness of the brand to that of the
appliances, and has pushed the newer brand entrants who
promise niche technologies, ” they reasoned.

These empirical realisations emphasise a rich web of
brand-related constructs — emotional attachment, symbolic
roles, intergenerational values, perceived performance, and
post-sale engagement — shaped by the Indian consumer
deciding, for example, in favour of one or another home
care appliance. All of these are tabulated in Table 1 below.

Table 1: Summarized Empirical Review of Evidence-based Articles

Author(s) & Year Sample & Location Key Focus Major Findings Implications
Sharma & Bansal Metro cities; Brand associations & “Strong, consistent brand image builds The Importance of Trust and
(2018) [30] homemakers buying decisions emotional loyalty, trust, and recall.” Family Messaging in Branding.
M S| Tl e | Rt T Comumurya i s B sonmnd i
(2019) consumers & p gy P & ty

price sensitivity

efficient.” efficiency.

Rathore & Gupta Urban Millennials & | Generational differences

“Millennials value tech-savvy, eco-

friendliness; Gen X prioritizes durability Need for age-segmented branding

(2020) Gen X in brand perception & service.” strategies.
Nair & Venkatesan Chennai & Kochi Brand image’s impact on “Brand image strongly influences trust Reinforce brand trust through
(2021) households trust & purchase decision and repeat purchase behaviour.” quality & service.
Saxena & lyer Female consumers; Social construction of “Collective family opinions and Leverage cultural and social
(2022) [29] Hyderabad & Pune brand image traditions shape brand image.” narratives in branding.

Post-COVID urban
consumers

Joshi & Prakash
(2023)

Post-pandemic shifts in
brand perception

“Brand image now linked with hygiene,
safety, and digital connectivity.”

Integrate safety & tech in brand
positioning.

III. SURVEY OF LITERATURE

The topic of brand image, its formation, and its importance
for consumer behaviour has been a subject of numerous
studies over the last few decades. Given the recent surge in
the digital market and the shift in consumer preferences and
demands resulting from the pandemic, understanding how
brands create perceptions around them, cultivate loyalty
among their target audiences, and influence purchase
decisions has become particularly important. Below, a brief
survey of previous research on brand identity, consumer-
brand relations, and digital presence in the Indian market is
provided. Of course, a brand image is one of the most
researched topics in the marketing literature.

= Foroudi, Dhaigude, and Foroudi (2019) [2] [20]
contend that "strong brand image leads to repeat purchases
and retention of customers," further emphasizing that "it is
an intangible asset that can be leveraged in the market."

Malik, Ghafoor, and Igbal (2019) [18] conceptualize
brand image as "a symbolical link with a product and a tool
for valuing one’s self-identity through it," further stating that
"brand image creates conditions for the reflection of
personal values and social meaning." A standard for social
signalling in India is the consumption of appliances. Or, if
using Erdil & Bilginoglu: Erdil and Bilginoglu (2016)
define brand image as "a symbolical link with a product and
a tool for valuing one’s self-identity through it," asserting
that "brand image creates conditions for the reflection of
personal values and social meaning." A standard for social
signalling in India is the consumption of appliances.
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= According to Ravindran and Kaur (2020), some of the
posts on digital branding are: “White goods, notably
appliances, in India are still regarded as a status symbol.”
“Buying the latest, state-of-the-art appliances is, in many
households, a public announcement of achievement and
high social status.”

= According to Chattopadhyay and Sen (2021): “Today,
the platform where Indian brands colour outside the lines is
the digital space.” “The online exhibits provided by the
global digital behemoths allow Indian brands to be
storytellers, let Indian brands engulf audiences with
adulation, and fetch it back in real-time. *

= E-commerce visibility also becomes crucial in brand
perception. Sharma and Rao (2018) state that “visibility on
eCommerce platforms not only influences perceived brand
but also perception. “High visibility and positive reviews
significantly influence brand credibility, and consumer
purchase decisions have a perceived innovativeness factor.”

= According to Menon and Gupta (2019) [22],
“perceived brand innovativeness correlates positively with
brand preference. “Innovative brand profiles attract not only
early adopters but also inspire long-term customer
retention.”

* Brand narratives Theatres a third important aspect, as
per Escalas, J. E. (2020) [8]. “Show that storytelling
strengthens emotional bonds and shapes consumer identity.
When stories align with consumer

values, they build trust and
foster loyalty. Consistent
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narratives across platforms help brands stand out in
competitive markets.

= According to Singh and Thomas (2022) [14], “brand
recall plays a major role in low-involvement purchases of
appliances. “An essential position in brand-recall markedly
characterises brandless purchaser effort categories.”

= Digital brand placement, additionally, Alsharnouby, &
Buchwitz, (2020). [7] claims that “in influencer content
boosts brand awareness and improves brand attitudes.
Prominent  placement increases brand recall and
authenticity, especially when the influencer’s audience
matches the target market. Transparency and disclosure are
essential to maintain trust and optimize digital marketing
strategies.”

= As per Narayan and Kapoor (2023) [25], “The post-
COVID-19 consumer places a high emphasis on value-
based brand placement. Consumers in the post-pandemic
market are on edge, seeking brands that value and resonate
with their values on sustainability, human connection, and
corporate responsibility.

To summarise, the literature reviewed to this point in the
study suggests that brand perception is a multifaceted
concept, influenced by and conditioned by symbolic, digital,
emotional, and consumer-specific factors. In the context of a
market like India, where cultural nuances and class
signalling continue to influence buying behaviour, it is
possible to argue that any successful brand strategy is likely
to incorporate an element of cultural resonance while
remaining agile online. However, despite the existing body
of research in this particular area, more empirical evidence
is needed regarding the impact of these factors on product
categories, such as home appliances, particularly in the
context of the country's rapidly growing digitalisation. The
following paragraphs aim to address these existing gaps by
incorporating the findings of the empirical data analysis and
secondary data review.

A. Research Gaps in the Body of Scholarly Literature

Today, a vast amount of academic work on brand image
and consumer behaviour is available, as well as a rich
dialogue on the subject in marketing literature. However,
several significant voids remain, especially in the context of
the Indian home care appliance market. Despite increasing
attention to branding in India, significant research gaps
remain. Among them are: (i) Post-Purchase Behavior:
Limited exploration of how brand image impacts long-term
customer loyalty and word-of-mouth in the Indian appliance
market (Singh & Thomas, 2022), (ii) Sustainability
Perception: Minimal research on how eco-friendly branding
influences consumer trust in Indian markets (Das, 2020),
(iii) Emotional Branding: Underexplored emotional triggers
in branding within the appliance sector (Iyer &Sinha, 2021).
Therefore, these unanswered questions and gaps that persist
may be addressed by future research studies.

i Scattered and Fragmented Focus on Appliance
Categories
Home care appliances are often included in consumer
durables of one type or another in empirical research,
“ignoring the distinct psychological and functional
characteristics that affect their adoption and purchase”
(Sharma & Bansal, 2018) [32]. As the home care category
(including vacuum cleaners, dishwashers, and air purifiers)
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gains interest in urban Indian homes, it’s worthwhile to
delve deeper into it.

ii. Tier-11 & 111 City Consumer Under Representation

“Most of the consumer behaviour studies in India are
focused on Metropolitan and Tier-1 cities where gender
aspects are explicitly present, ignoring aspirational,
affordability-driven, and culturally nuanced Tier-II and Tier-
111 urban areas. "

A cluster (Rathore & Gupta, 2020). This oversight limits
the general use of the findings for developing markets,
which are today driving the growth of branded home care
appliance sales.

. Emotional Branding vs. Post-Purchase Behavior
Though the spill over of emotional branding has been
acknowledged as an impactful phenomenon, “the roles that
the emotional resonance of brand communication plays on
long-term behavioural loyalty or post-purchase satisfaction
are scantily studied in Indian durable literature” (Saxena &
Iyer, 2022). The emotional ramifications of branded product
usage (for example, regret aversion or confirmation bias) are
not well understood.
iv. Sustainability Messaging and Eco-Branding Gaps
“Indian consumers’ reaction to green branding and eco-
labelled appliances in the form of trust, credibility and
purchase intention is not yet enough to understand as the
sustainability becomes a key element in international
branding strategy” (Chatterjee & Banerjee, 2020) [6].
Considering the increasing number of eco-friendly buyers
from India’s urban middle class, this divide is both urgent
and opportune.

V. Not Enough Attention is Paid to Digital Touchpoints

Most studies focus on traditional marketing channels;
however, “the impact of digital reviews, social media
influencers, and e-commerce platforms on brand image and
consumer confidence has not been widely studied to date”
(Joshi & Prakash, 2023). The digitally connected younger
customer base today seeks meaningful brand engagements
across online touchpoints.

VI. Gender-Specific Brand Perception Gaps

“While women are the main users of homecare products,
very little is known about the gender differences in brand
trust, aesthetic preference and usage satisfaction” (Mishra
& Sinha, 2019). A gender-oriented approach to marketing
your brand may lead you to a deeper understanding of your
markets and buyers.

Need for Longitudinal Behavioural Data

“Outlets are largely cross-sectional in nature, assessing
impact on the brand at one point in time and focusing rather
little on the evolution of behaviours over repeat purchase
situations or product life cycle” (Verma & Gupta, 2021)
[33]. Time series data may even show how attitudes towards
the brand change in response to innovation, service
encounters, or peer influences.

VIl.

B. Visual Critical Research Gaps Matrix

Despite current findings enduring,
there are several critical gaps in
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the current understanding of the contexts or backgrounds in
which these questions are most significant. There is an
abundance of academic research related to brand image and
consumer behaviour that contributes to a range of opinions
and content on the subject in the field’s literature. However,

numerous critical gaps remain, particularly in the home care
appliance market for Indians. There is a definite need for
academic research to address many of these substantial gaps
and tackle the considerable uncertainties and information
deficits that still exist.

Table-I1: Gaps Matrix

Gap Domain

Specific Research Gap

Underexplored Area

Future Research Direction

Appliance-Specific
Focus

Lack of studies on home care appliances (e.g.,
vacuum cleaners, air purifiers)

Indian urban/mid-income
households

Conduct appliance-specific consumer
behaviour studies

Urban vs. Semi-Urban
Dynamics

Neglect of Tier-1I/Tier-11I cities and towns

Regional consumer
diversity

Contextualised studies on non-metro
markets

Post-Purchase
Behavioural Study

The missing link between emotional branding and
customer regret/loyalty

Brand strategy and loyalty
literature

Longitudinal studies mapping emotional
branding to repeat buying behaviour

Green Branding

Minimal focus on eco-labels and energy certification

Sustainable marketing in

Impact of sustainability cues on Indian

Influence influences brand choice India consumer trust
Gendered Brand Underrepresentation of women as primary users in Gender and marketing Gender-disaggregated brand trust
Perception home care appliance studies interaction analysis
Digital Brand Influence Sparse data on how e-commerce reviews, social Omnichannel marketing Digital-era perception studies with

media, and influencers shape trust in Indian markets

strategy

experimental designs

Longitudinal Brand

Few studies track the evolution of brand image over

Retention and switching

Panel studies capturing brand switching

Behaviour product life cycles or service interactions.

literature motivations over time

C. Disruptive Current Trends in the Indian Homecare
Appliance Space

The Indian home appliances sector is undergoing a
significant transformation characterised by digitalisation,
sustainability, and demographic shifts. The latest trends
show that an increasing number of customers prefer eco-
friendly, digitally active, and human-aware brands.

According to Kantar India (2022), two in three (68%)
urban Indians consider the environmental impact of an
electrical homecare appliance before buying it, which has
led to purpose-focused brand engagement.

i Rise of Sustainable Branding:

Eco-friendly consumers are increasingly drawn to brands
that demonstrate environmental responsibility. Eco-labelled,
energy-efficient-rated, and recyclable packaging appliances
are seen as premium and credible. “In the home appliance
market, sustainability is not a differentiator but a table
stake,” states The Economic Times (2023).

ii. Impact of Digital Ecosystems:

With the rise of smartphones and 5G, digital brand
experiences, including influencer reviews, user-generated
content, and augmented reality trials, have become the
majority. Nielsen India (2023) observed that "digitally
native Gen Z consumers rely on social proof and peer
reviews, rather than traditional brand advertising in
purchasing home care appliances.”

iil. Hyperlocal Personalization and Marketing:

Brands are turning to Al-driven analytics to customise
marketing campaigns to local tastes, languages, and
customs. Locally, hyperlocal strategies are proving to be the
game changers for category growth, particularly in Tier II &
IIT cities. According to Deloitte India (2022), "hyper
personalised brand messaging contributes up to a 34%
increase in customer retention in the regional markets."
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iv. Experiential branding and emotional connection:

There’s a growing phenomenon of emotional branding,
where customers connect feelings of nostalgia, trust, or
aspiration to brands. Accenture Strategy (2023) says,
"Brands that make an emotional connection see a 31%
increase in customer lifetime value."

V. Transition to more Gender-Neutral Appliance

Names:

In the changing times, when there’s a role reversal,
particularly in urban Indian households, brand campaigns
are also now more focused on creating campaigns for men
who are the decision-makers for all things related to
household appliances. And that cross-gender demand is
changing old-school preconceptions and opening up new
markets.

D. Opportunities for Future Research in Brand Image
on Customer Buying Decisions
i Longitudinal Studies for understanding over time,
how the brand image influences repeat purchases
and customer loyalty.

il. Assessing the impact of eco-labels and energy
certifications on the brand trust in mid-level Indian
cities.

iii. Latent construct model to test the impact of social

media marketing on consumer purchasing at the
point of sale.

iv. Psychographic Segmentation to test emotional,
lifestyle and attitude variables that influence brand
perception.

V. Studies comparing Brand Perception of metro

(Urban) and non-metro (Rural) areas in India.
In conclusion, future research should include longitudinal
designs, comparative regional analysis, and psychographic
profiling to deepen the understanding of how brand image

evolves in emerging Indian
markets.
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E. Key Takeaways from the Article

Brand Image and Purchase Decision: Although they are
less conscious of the brand due to its substitutable nature,
the brand of home care appliances has a considerable
influence on Indian consumers. Factors such as brand
equity, quality perception, trust, and emotional bonding play
a significant role in influencing purchasing decisions.

i Digital Presence Boosts Brand Image: A robust
digital footprint—via influencer endorsements, being
seen on social media, e-commerce sites—Ileads to

better brand perception amongst customers,
particularly among Gen Z and millennial
demographics.

ii. Sustainability is Becoming More Important: 55% of
the survey respondents say eco-branding, energy
efficiency labels and sustainable practices are a
priority in purchasing. This is especially true in

higher level of

urban indicating a

environmental consciousness.

areas,

iii. Regional and Demographic diversity is the Key:
buying patterns are different—urban, semi-urban,
rural—for various market segments. Age, sex, and
income differ in how brand image is developed and
interpreted, implying the need for targeted
marketing.

iv. Lack of Post Buying Behaviour Research: Post
purchase behaviour, that is, concerning the brand
image and post purchase satisfaction, loyalty, and
word of mouth in the home appliances category, is
not mathematically modelled in the studies.

V. The Rise of Yug Couples and Gender-inclusive
Branding: Brands that push the boundaries of
traditional gender roles when it comes to guiding
purchase decisions at home will have a greater
appeal to the modern Indian family, particularly in
dual-income households.

Vi. Research Gap in Non-Metro Markets: Most existing
studies are based in cities, and thus need to
investigate the effect of branding in Tier-II and Tier-
III cities, where the growth rate is higher.

Vil. Future Research Must Combine Psychographic and
Emotional Insights: Beyond demographics, knowing
lifestyle, aspirations and emotional drivers will
define which brands can establish a deeper
connection with consumers.

In summary, (i) brand image plays a pivotal role in
shaping Indian consumer behaviour in the home care
appliance segment, (ii) trust, emotional appeal, and
perceived quality are the most influential factors. Urban-
rural and generational differences offer critical segmentation
insights, (iii)) a strong digital presence is increasingly
shaping brand recall and preference. More research is
needed on long-term loyalty, gender-sensitive branding, and
eco-conscious consumer behaviour. The directions for
future research are outlined in Figure 1 below.
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[Fig.1: Directions for Future Research]

IV. CONCLUDING COMMENTS

India’s evolving consumer landscape is at the intersection
of the old and the new. It’s an intriguing dynamic,
particularly in a rapidly changing consumer market like
India, where tradition coexists alongside massive
technological disruption and transformation. Brand image
transcended the role of a mechanical device to become the
existential and cognitive compass of the consumer. This
Paper's results allow us to argue that, in the world of home
care appliances—a core category deeply rooted in the
household's priorities and wishes—a brand image extends
far beyond logos and advertising slogans, being better
understood as a multidimensional construct of trust,
experience, values, and digital experience. In the world of
home care appliances, which was once considered a sensible
purchase, it has now evolved into a status symbol. Brand
perception has not only become a factor but has also
become the dominating force behind purchase psychology.
It suggests that a strong brand persona, fostered by quality
assurance, emotional bonding, and digital participation, is
the primary driving force behind consumer trust and loyalty
in the context of item-heavy, competitive markets. The
Indian consumer is more than a passive recipient in the
continuum of brand communication; they are co-creators of
brand value, cruising on reviews, digital dialogues, and
social endorsements. Unlike years past, sustainability
preferences, the desire for brand authenticity, and growing
expectations for individualised experiences are all indicators
that branding has shifted from transactional to
transformational. In addition, the study’s evidence and
critique highlight some new research gaps (i.e., in semi-
urban contexts, post-purchase behaviour, and gender-diverse
perspectives in the literature) that may be seen as potential
paths for investigation by other scholars.

We are also entering a time when the boundaries between
branding, behaviour, and belief are being blurred; the need
for evidence-based thinking, particularly in India, has never
been greater. It may be beneficial for future studies to
investigate the regional variances and implications of
emotional branding, as well as post-purchase behaviour,
such as consumer loyalty in fragile
economies, which can
complement the extent of the
relationship between consumers
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and brands. The message to marketers and literati is loud
and clear: all those who understand and tactically react
appropriately to the contextual motivators of the brand
differential's mindscape will ‘not just win the market but
also the fickle Indian homecare appliance buyer’. But this is
also a report that is part mirror, part compass—a reflection
of the response of the Indian consumer of today to the
stimuli provided by brands, and perhaps a particular kind of
wayfinding for brands that want to be relevant, resonant,
and, in short, real. It’s clear that companies that align with
these new consumer narratives, focusing on sustainability,
inclusivity, or digital intimacy, will become more
indispensable to consumers and ultimately more profitable.
Marketers, scholars, and policymakers need to realise that in
the home care appliances market, having a credible brand
image is not just

a marketing tool; it is a strategic necessity.

V. SUMMARY THOUGHTS

The Indian home care appliance industry is entering a new
era where brand image is not merely a marketing tool, but a
strategic asset. By decoding consumer psychology and
preferences through culturally grounded research, this Study
provides a roadmap for brands seeking to build enduring
trust, differentiation, and loyalty in one of the world’s most
vibrant markets. This empirical review critically examines
the influence of brand image on customer buying behaviour
within the Indian homecare appliance sector, aiming to
understand the psychological, social, and perceptual
dimensions that shape consumer preferences and purchase
decisions. The study synthesises qualitative insights from
literature, mapping brand image attributes such as trust,
recognition, quality perception, and emotional appeal. The
outcomes highlight that brand image is a significant
determinant in consumer choice, especially among urban
and semi-urban Indian households. The contribution lies in
integrating  India-specific  insights, revealing how
demographic diversity and cultural nuances affect brand
loyalty and buying intention. Implications suggest strategic
alignment of branding with digital engagement,
sustainability, and personalisation. However, limitations
include regional concentration and a lack of analysis of
post-purchase behaviour. The novelty of this study rests in
its India-centric lens, addressing a critical gap in global
branding literature. The findings highlight the strategic
significance of brand image in shaping purchase behaviour
in India’s dynamic consumer market.

Brands must align with the emotional, social, and cultural
dimensions of consumer identity to remain relevant and
competitive. A brand that resonates with values, engages
authentically, and delivers consistently will create lasting
customer bonds.
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