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Abstract 

 

In order to shape consumer perception, influence brand loyalty, and propel economic success, effective marketing methods 

are essential. To effectively engage customers in today's cutthroat market, businesses need to combine traditional and 

digital marketing strategies. Businesses can establish enduring relationships with their target audience by implementing 

strategies including influencer partnerships, content marketing, social media engagement, targeted marketing, and data-

driven decision-making.  

 

A successful marketing strategy improves consumer satisfaction, builds trust, and strengthens brand image. This study 

examines how different marketing approaches affect consumer perception, emphasizing how elements such as pricing, 

product positioning, advertising, and customer interaction influence purchasing decisions. Businesses can increase client 

retention, build brand equity, and achieve long-term success by utilizing creative and customer-focused marketing 

strategies. 

 

Businesses must use a mix of traditional and digital marketing strategies to shape consumer behavior and build a strong 

brand in a dynamic and fiercely competitive environment. Businesses may interact with their target audience and build 

meaningful brand experiences through data-driven decision-making, influencer relationships, content marketing, social 

media engagement, and personalized marketing. Consumer trust and brand loyalty are also greatly influenced by elements 

including pricing, product positioning, and customer service. This study examines how different marketing tactics affect 

consumer perception, emphasizing how thoughtful and customer-focused methods can increase customer retention, create 

favorable brand connections, and propel corporate success. Organizations can improve their competitive edge and attain 

sustainable growth by consistently adjusting to shifting consumer expectations and utilizing creative marketing strategies. 

 

1.1.INTRODUCTION: 

 

 

In today’s highly competitive business landscape, effective marketing strategies play a vital role in shaping customer 

perception and influencing purchasing decisions. Consumers are constantly exposed to a vast amount of information, 

making it essential for businesses to develop strategic marketing approaches that capture attention, build trust, and foster 

brand loyalty. Marketing strategies encompass various elements, including advertising, digital marketing, social media 

engagement, influencer collaborations, content marketing, and personalized communication, all of which contribute to 

how customers perceive a brand. 
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Numerous elements, including cost, product quality, customer service, brand messaging, and overall brand experience, 

influence how customers perceive a brand. In addition to helping companies stand out from the competition, a well-

executed marketing strategy increases consumer satisfaction and engagement.With the advent of digital transformation, 

businesses need to use data analytics, consumer insights, and creative marketing strategies to develop campaigns that are 

both impactful and focused on the needs of the target audience. 

 

The importance of successful marketing techniques and how they directly affect consumer perception are examined in 

this essay. In a market that is changing quickly, it looks at how companies may maximize their marketing efforts to create 

a favorable brand image, strengthen client connections, and achieve long-term success. Businesses can build deep 

emotional bonds with their target audience and increase brand reputation by comprehending customer behavior and 

implementing adaptive marketing strategies. 

Customers' opinions of a brand are greatly influenced by marketing, which also affects their loyalty to the brand and level 

of participation. Businesses must use efficient marketing techniques to stand out and establish deep connections with their 

target audience in a time when consumers are continuously inundated with commercials and brand messaging on a variety 

of channels. Brand perception and market positioning are greatly impacted by how a business interacts with customers, 

expresses its values, and displays its products. 

 

An effective marketing strategy combines traditional and digital approaches, such as advertising, content marketing, social 

media engagement, influencer collaborations, search engine optimization (SEO), and data-driven decision-making. These 

strategies help businesses tailor their messages, address customer needs, and create personalized experiences that enhance 

brand trust and credibility. Additionally, factors such as pricing strategies, product quality, customer service, and corporate 

social responsibility (CSR) also shape consumer perceptions and influence brand reputation. 

With rapid technological advancements and evolving consumer behaviors, companies must continuously adapt their 

marketing strategies to remain relevant and competitive. The rise of digital marketing, artificial intelligence (AI), and 

customer analytics has enabled businesses to create highly targeted campaigns, improving engagement and customer 

satisfaction. By understanding how marketing efforts influence customer perception, businesses can develop more 

effective branding strategies, strengthen customer relationships, and drive long-term growth 

 This paper explores the impact of effective marketing strategies on customer perception, highlighting the importance of 

a well-structured marketing approach in building brand equity, enhancing consumer trust, and driving sustainable business 

success. 

The larger the operations of the company and also the larger the market share also helps the company to produce wide 

variety of products and to also introduce new products into the market. The various marketing strategies helps the business 

to reach to a wide variety of products.  

The various types of marketing strategies are listed below in this study and the solutions to the various problems that are 

faced by the marketing team are also listed below in a clear sense to easily understand the marketing strategies. 

Need of the Study 

• Company needs to generate a pool of information in order to introduce products and services. 

• The purpose of this marketing research is to provide the facts and direction that managers need to make their more 

important marketing decision. 

• This research also underlines the impact of customer buying behaviour. 

• The wide variety of products helps the company to carter to a larger audience 

 

http://www.ijsrem.com/


        

       International Journal of Scientific Research in Engineering and Management (IJSREM) 
           Volume: 09 Issue: 04 | April - 2025                             SJIF Rating: 8.586                               ISSN: 2582-3930                                                                                                                        

    

© 2025, IJSREM      | www.ijsrem.com                                   DOI: 10.55041/IJSREM44614                                             |        Page 3 
 

Scope of the study 

 

• To evaluate how well marketing strategies increase awareness of the brand and products  

• To assess the role of marketing in technical specifications, and applications of electrical products and solutions. 

• To explore how marketing campaigns establish the brand as a leader in innovation, quality, and sustainability. 

Objectives of the Study: 

 

• To measure how effectively marketing campaigns promote new electrical products. 

• To measure the reach and visibility of marketing campaigns  

• To make appropriate marketing strategies to maintain customer retention. 

• To Analyse the extent to which marketing efforts influence customer buying behaviour 

• To evaluate how marketing efforts influence customer trust in the durability, safety, and performance of electrical 

products. 

• To understand the trend in the marketing and create products according to it. 

 

II.  REVIEW OF LITERATURE 

• Kotler and Keller (2016), a carefully thought-out marketing plan guarantees that the demands and expectations 

of the target audience are satisfied, enhancing the brand's reputation. The writers stress that in order to foster enduring 

brand loyalty and trust, marketing techniques should be in line with consumer values and preferences.  

• Aaker (2017), this is further supported by the fact that clear and consistent brand message across all marketing 

platforms improves consumer perceptions and builds brand equity. 

• Batra, Ahuvia, and Bagozzi (2022) emphasize the importance of emotional connections in consumer 

perceptions, asserting that marketing strategies that resonate emotionally with customers create deeper and more lasting 

brand impressions.  

• Ehrenberg, Uncles, and Goodhardt (2024) argue that marketing communications should not only focus on the 

product but also on creating an emotional relationship between the consumer and the brand. 

• Chaffey (2019) highlights that digital platforms like social media, email marketing, search engine optimization 

(SEO), and influencer marketing allow businesses to directly engage with customers, thus shaping their perceptions in 

real time. By using targeted digital marketing strategies, businesses can deliver personalized messages, products, and 

experiences that resonate with consumers, making the brand more relatable and trustworthy. 

• Järvinen and Taiminen (2016) found that personalized content is particularly effective in creating positive 

customer perceptions, as it makes consumers feel valued and understood. 

• Zhang and Wedel (2019) show that overpricing or underpricing products can negatively impact consumer 

perceptions, as it may signal poor quality or an attempt to manipulate customers. Customers tend to equate value for 

money with quality, and pricing strategies that reinforce this perception improve brand credibility. 

• Parasuraman, Zeithaml, and Berry (2018) suggest that superior service quality enhances the perception of a 

brand, fostering customer satisfaction and loyalty.  

• Rust and Zahorik (2023) show that exceptional customer service positively influences how customers perceive 

a brand's commitment to quality, reliability, and customer care.  

• Solomon (2017) highlights that customer service interactions are key moments that shape customer perceptions. 

Personalization and responsiveness in service delivery contribute to customer satisfaction and generate positive word-of-

mouth, which can further enhance the brand's image. 

•  Keller (2022) asserts that consistent, engaging, and informative advertising can build brand awareness and 

positive perceptions. Effective advertising campaigns, particularly those that involve emotional appeals or creative 

storytelling, can significantly alter consumer attitudes and increase brand affinity. 

• Belch and Belch (2017) note that promotional strategies, such as limited-time offers, contests, and loyalty 

programs, can generate excitement and create positive associations with a brand. However, they also stress the importance 
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of authenticity in promotions, as consumers are quick to recognize inauthentic marketing tactics, which can negatively 

impact their perception of the brand. 

• Kaplan and Haenlein (2020) emphasize the role of social media marketing, stating that platforms like Facebook, 

Instagram, Twitter, and LinkedIn have revolutionized brand-consumer interactions. Companies that effectively use social 

media marketing are able to engage with consumers in real-time, build trust, and create a sense of community. 

• Järvinen and Taiminen (2016) found that content marketing, particularly personalized and data-driven 

approaches, significantly influences consumer perception. By providing valuable, informative, and engaging content, 

businesses can establish themselves as thought leaders and build stronger emotional connections with their audience 

• Lamberton and Stephen (2016) highlight the increasing influence of influencer marketing, where consumers 

perceive influencer endorsements as more authentic and trustworthy compared to traditional advertisements. This shift 

has led brands to invest in collaborations with influencers to enhance their reputation and drive positive consumer 

perception. 

• Schiffman and Kanuk (2017) proposed the Consumer Decision-Making Model, which outlines the process 

consumers go through when evaluating brands, including need recognition, information search, evaluation of alternatives, 

purchase decision, and post-purchase behavior. 

• Solomon (2018) highlights that emotional and psychological factors, influenced by marketing efforts, play a 

major role in consumer decision-making.  

• Cialdini (2022) discusses persuasion techniques such as social proof, scarcity, and authority as key elements 

that influence purchasing behavior. 

• Kaur et al. (2022) identifies contemporary digital marketing strategies—such as electronic word-of-mouth 

(eWOM), email marketing, affiliate marketing, search engine optimization (SEO), social media marketing, and corporate 

blogging—as pivotal in enhancing customer experience. Among these, social media marketing emerges as the most 

effective in maximizing customer engagement and perception 

• Sharma and Singh (2023) highlights that analytical techniques provide insights into consumer preferences and 

decision-making processes, enabling personalized marketing efforts that resonate with target audiences. This data-driven 

approach fosters a positive perception of brands as attentive and responsive to customer needs. 

• Chen et al. (2023) demonstrates that feedback-informed marketing strategies are more effective in addressing 

customer needs, leading to improved brand perception and customer retention. The digital transformation has amplified 

the role of real-time feedback mechanisms, allowing brands to swiftly adapt and enhance customer satisfaction 

• Zane (2023) emphasizes that creating messages resonating emotionally with customers is more effective than 

traditional sales techniques, as it fosters trust and a deeper brand connection. Brands that successfully tap into the 

emotional aspects of consumer behavior can differentiate themselves in competitive markets. 

• ThinkNews Brands (2023) indicates that brands advertising on news platforms experience higher profit and 

market share growth, challenging the "brand suitability" myth. This underscores the importance of strategic ad placement 

in reputable news media to enhance brand recall and effectiveness. 

• Aaker and Joachimsthaler (2020) discussed how effective brand positioning through advertising influences 

customer perception. Their research suggested that consistent and persuasive brand messaging helps in differentiating 

products and services in competitive markets. 

• Dellarocas (2023) examined the impact of electronic word-of-mouth (eWOM) and online reviews on customer 

perception. His study showed that positive reviews significantly influence consumer trust and purchasing decisions, 

reinforcing the importance of online reputation management. 
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• Mangold and Faulds (2019) studied the impact of social media marketing and found that platforms like Facebook 

and Twitter transformed consumer-brand interactions. They argued that brands engaging with customers through social 

media create a stronger perception of authenticity and transparency. 

• Monroe (2023) studied pricing perception and concluded that customers associate higher prices with better 

quality. His research highlighted the importance of strategic pricing in influencing consumer behavior. 

• Sahar Jalal Al Qaysi(2018), The University of Baghdad was among the first Universities to establish E-learning 

Education center for staffs and students who could not make themselves available for conventional education. However, 

in the recent past, there has been an increase in the numbers of Universities both public and private that offers similar 

services, thereby increasing the competitive nature of the educational market. The main purpose of this study was to 

unearth the strategies that could be employed by the University of Baghdad Distance Learning Education Centre to 

strengthen its competitive position to outwit close competitors. The descriptive survey design method was employed for 

the study and a sample size of 295 distance students of the University of Baghdad. 

• Ardeshir Bazrkar(2019),  The main purpose of this study is to assess the effect of social media marketing 

strategy components on customer participation with organizations active in the Iranian insurance industry, taking into 

account the mediating role of value perceived by insurance service customers. 

• Bang Nguyen(2019), This research provides insights into how targeted and non-targeted customers perceive 

firms’ marketing tactics. Important implications exist regarding how targeted and non-targeted customers perceive the 

influence of marketing tactics and, accordingly, how firms handle them.  

• Cheng-Feng Cheng(2020), This study attempts to develop the conceptual model for explaining consumers’ 

preference toward retailers based on the relationship marketing strategy and transaction cost theory. Specifically, this 

study investigates the impacts of relationship marketing and transaction cost on customer satisfaction and perceived risk. 

In addition, the influences of customer satisfaction and perceived risk on customer loyalty deserve further consideration. 

To assess the applicability of this conceptual model, this study confined the research scope to shopping malls. 

• Chinedu Ogbonnaya Zephaniah(2023), Even though the banking industry across the globe has undergone 

tremendous transformations especially digitalisation, research has barely kept pace with these changes especially as it has 

to do with marketing communication strategies. Thus, this paper examined how customers’ perceptions of banks 

marketing communication tools influence customer loyalty. 313 valid responses were obtained from Nigerian bank 

customers through a survey questionnaire. The partial least squares structural equation modelling (PLS-SEM) procedure 

was utilised to examine the measurement model and test the research hypotheses. 

• Ahmet Demir(2023), Most of the studies on internal marketing and customer perception relations have conducted 

survey questionnaires only among employees. It is estimated that this methodology increases the risk of biases in 

evaluation. Secondly, if employees evaluate the estimated perceptions of their customers, it might mean seeing things 

through rose coloured spectacles. The current study investigates the impact of internal marketing on customer perceptions. 

A dual questionnaire has been used for the study; one for the employees and another for customers. 

• Tanpat Kraiwanit(2023), This qualitative study explored customer satisfaction and customer loyalty towards 

service quality of Muang Thai Insurance Company, Krabi Branch in Thailand. A purposive sampling of Thai six insurance 

customers of Muang Thai Insurance Company, Krabi Branch, were selected for a qualitative study. The data were analyzed 

employing content analysis and the NVivo software program. 

• Rizwan Ullah Khan(2024), This study investigates the impact of customer relationship management (CRM) and 

company reputation on customer loyalty with customer satisfaction mediating the relation among small and medium-sized 

enterprises. Customer satisfaction is essential for company reputation and loyalty because a company’s reputation largely 

depends on customer satisfaction in turbulent markets. Therefore, the current study is conducted in the Pakistani context 

to examine the customer believes regarding the company reputation. Due to uncertainty in the Pakistani market, no 
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company can go smoothly in this turbulent market. 

• Carmen Camarero Izquierdo(2020), While a vast number of studies have pointed out the keys of relationship 

marketing practices in consumer markets, little attention has been paid to the value the organization can get from such 

strategies. The literature provides relatively little support for the effectiveness of relationship marketing programs. The 

purpose of this research is to produce some evidence of the association between customer relationship marketing strategies 

and the market and economic performance of the firm. 

• Deborah Aka(2019), This article examined the existing body of literature on transaction and relationship 

marketing. The specific objectives were to develop a conceptual framework to establish the relationship between 

relationship marketing and customer satisfaction and to examine the components of relationship marketing on the present 

ever dynamic world of business. The study identified relationship marketing variables and their impact on customer 

satisfaction.  

 

 

III.  RESEARCH METHODOLOGY 

 

Research methodology is mainly needed for the purpose of framing the research process and the designs and tools that 

are to be used for the project purpose. Research methodology helps to find a study on effective marketing strategies and 

its impact on customer perception in noveau 

 

 

IV. RESEARCH DESIGN 

Research design is the framework of research methods and techniques chosen by a researcher to conduct a study. The design 

allows researchers to sharpen the research methods suitable for the subject matter and set up their studies for success. 

 

SAMPLING TECHNIQUE 

 

Convenience sampling method 

A convenience sample is one of the main types of non-probability sampling methods. A convenience sample is made up 

of people who are easy to reach. 

 

V. SOURCES OF DATA 

 

Primary Data: 

Primary data is that data which is collected for the first time. These data are basically observed and collected by the 

researcher for the first time. I have used primary data for my project work. It is collected through Structured 

Questionnaire. 

Secondary Data: 

Secondary data are those data which are primarily collected by the other person for his own purpose and now we use this for 

our purpose. It is collected through journals, articles, books, foot notes, etc. 

SAMPLE SIZE: 

 

The number of elements of the population is to be sampled. Total sample size  for the research study is 125. 

http://www.ijsrem.com/
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AREA OF THE STUDY: 

The survey was conducted within the Chennai city at noveau 

 

TOOL USED FOR THE STUDY: 

Statistical Tools: 

➢ Chi-square test. 

➢ Anova 

➢ Correlation 

Chi -Square:  

Hypothesis 1 

 

➢ H0(Null hypothesis): There is no significant difference between the How satisfied are you with reach of the 

marketing campaign and how often does your company update its marketing strategies 

 

➢ H1(Alternate hypothesis): There is a significant difference between the How satisfied are you with reach of the 

marketing campaign and how often does your company update its marketing strategies 

 

Case Processing Summary 

 Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Satisfied are you with reach 

of the marketing campaign * 

How often does your 

company update its 

marketing strategies 

125 100.0% 0 0.0% 125 100.0% 

 

Satisfied are you with reach of the marketing campaign how often does your company update its 

marketing strategies Crosstabulation 

Count   

 How often does your company update its marketing 

strategies 

Total 

http://www.ijsrem.com/


        

       International Journal of Scientific Research in Engineering and Management (IJSREM) 
           Volume: 09 Issue: 04 | April - 2025                             SJIF Rating: 8.586                               ISSN: 2582-3930                                                                                                                        

    

© 2025, IJSREM      | www.ijsrem.com                                   DOI: 10.55041/IJSREM44614                                             |        Page 8 
 

 

 

 

Chi-Square Tests 

 Value df Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 18.751a 16 .282 

Likelihood Ratio 21.303 16 .167 

N of Valid Cases 125   

a. 15 cells (60.0%) have expected count less than 5. The minimum expected 

count is .24. 

 

Inference: 

Since the p value (0.282) is more than 0.05. we accept Null hypothesis and we reject Alternative hypothesis. So, there is 

no significant difference between the How satisfied are you with reach of the marketing campaign and How often does 

your company update its marketing strategies

Hypothesis 2 

      ANOVA 

H0(Null hypothesis): There is no significant difference between the How well is the company able to retain the customers 

and company experienced an increase in customer engagement due to marketing efforts 

H1(Alternate hypothesis): There is a significant difference between the How well is the company able to 

retain the customers and company experienced an increase in customer engagement due to marketing efforts 

Descriptives 

How well is the company able to retain the customers   

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence Interval 

for Mean 

Minimu

m 

Maximu

m 

Lower 

Bound 

Upper 

Bound 

Strongly Agree 40 1.98 1.025 .162 1.65 2.30 1 5 

Strongly 

Agree 

Agree Neutral Disagre

e 

Strongly 

Disagree 

Satisfied are you with 

reach of the 

marketing campaign 

Strongly Agree 14 16 7 1 1 39 

Agree 11 15 13 7 2 48 

Neutral 1 12 6 4 3 26 

Disagree 1 2 3 1 0 7 

Strongly 

Disagree 

1 1 2 1 0 5 

Total 28 46 31 14 6 125 
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Agree 43 2.09 .610 .093 1.91 2.28 1 3 

Neutral 29 2.79 .940 .175 2.44 3.15 1 5 

Disagree 9 2.56 .882 .294 1.88 3.23 1 4 

Strongly 

Disagree 

4 1.75 .500 .250 .95 2.55 1 2 

Total 125 2.24 .911 .081 2.08 2.40 1 5 

ANOVA 

How well is the company able to retain the customers   

 Sum of 

Squares 

df Mean Square F Sig. 

Between Groups 14.466 4 3.617 4.913 .001 

Within Groups 88.334 120 .736   

Total 102.800 124    

Inference: 

Since the p value (0.001) is lesser than 0.05. we accept Alternative hypothesis and we reject Null hypothesis. So, there is 

a significant difference between the How well is the company able to retain the customers and company experienced an 

increase in customer engagement due to marketing efforts. 

 

CORRELATION: 

Hypothesis 3 

 

H0(Null hypothesis): There is no significant difference between the proper visibility for the products in the market and   

brand's reputation influence the customers purchase decisions 

 

H1(Alternate hypothesis): There is significant difference between the proper visibility for the products in the market and   

brand's reputation influence the customers purchase decisions. 

 

 

Correlations 

 Proper visibility 

for the products 

in the market 

Brand 

reputation 

influence the 

customers 

purchase 

decisions 

Proper visibility for the 

products in the market 

Pearson Correlation 1 .075 

Sig. (2-tailed)  .408 

N 125 125 

Pearson Correlation .075 1 
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Correlations 

 Proper 

visibility for 

the products 

in the market 

Brand 

reputation 

influence the 

customer 

purchase 

decisions 

Kendall's  Proper visibility for the 

products in the market 

Correlation 

Coefficient 

1.000 .099 

Sig. (2-tailed) . .190 

N 125 125 

Brand reputation 

influence the customers 

purchase decisions 

Correlation 

Coefficient 

.099 1.000 

Sig. (2-tailed) .190 . 

N 125 125 

Spearman's rho Proper visibility for the 

products in the market 

Correlation 

Coefficient 

1.000 .116 

Sig. (2-tailed) . .199 

N 125 125 

Brand reputation 

influence the customers 

purchase decisions 

Correlation 

Coefficient 

.116 1.000 

Sig. (2-tailed) .199 . 

N 125 125 

 

Inference: 

Since the p value (0.099) is more than 0.05. We accept Null hypothesis and we reject Alternative hypothesis. So, there is 

no significant difference between the proper visibility for the products in the market and   brand's reputation influence the 

customers purchase decisions. 

 

FINDINGS: 

 

➢ (64.8%) of the respondents are below 25 of age. 

➢ (57.6%) of the respondents are female. 

➢ (76%) of the respondents have only below 5 years of experience 

➢ (48%) respondents earn below 20,000. 

➢ (48.8%) respondents are UG Graduates 

➢ (60.8%) respondents’ are single. 

➢ (43.2%) respondents’ say agree satisfied are you with reach of the marketing campaign 

➢ Majority (51.2%) respondents’ say agree to the above statement. 

➢ Majority (40%) respondents say they agree to the marketing efforts. 

➢ (52%) respondents agree that customers perceive your company's brand  

➢ (52.8%) respondents agree that marketing strategy influences customer perception  

Brand reputation influence 

the customers purchase 

decisions 

Sig. (2-tailed) .408  

N 125 125 
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➢ (43.2%) respondents they agree that effective are your company’s marketing strategies in shaping a positive brand 

image  

➢ (47.2%) respondents agree company able to retain the customer  

➢ (38.4%) respondents agree company experienced an increase in customer engagement due to marketing efforts  

➢ Majority (38.4%) respondents agree majority of share investment of respondents. 

➢ Majority (40%) respondents agree that marketing helps the business to grow better  

➢ (43.2%) respondents agree that quality of the products helps to retain the customers  

➢ Majority (43.2%) respondents agree that company provide discount on products when they are purchased in large 

quantities  

➢ (51.2%) respondents agree that customers satisfied with the products  

➢ Majority (52.8%) respondents agree that brand's reputation influence the customers purchase decisions  

➢ (48.8%) respondents say importance in emotional connection or brand values in customers purchasing decision 

➢ (44%) respondents say company introduces a new, innovative product, how likely are the customers interested in 

trying it  

➢ (49.6%) respondents agree that brand that you perceive as a leader in innovation, quality, and sustainability to 

others  

➢ Majority (48%) of the respondents say important is sustainability in your purchasing decisions. 

➢ Majority (41.6%) of the respondents say overall quality of the product of the company 

➢ Since the p value (0.282) is more than 0.05. we accept Null hypothesis and we reject Alternative hypothesis. So, 

There is no significant difference between the How satisfied are you with reach of the marketing campaign and How often 

does your company update its marketing strategies  

➢ Since the p value (0.001) is lesser than 0.05. we accept Alternative hypothesis and we reject Null hypothesis. So, 

There is a significant difference between the How well is the company able to retain the customers and company 

experienced an increase in customer engagement due to marketing efforts.  

➢ Since the p value (0.099) is more than 0.05. We accept Null hypothesis and we reject Alternative hypothesis. So, 

there is no significant difference between the proper visibility for the products in the market and   brand's reputation 

influence the customers purchase decisions 

 

SUGGESTIONS: 

 

Customer perception is shaped by effective marketing methods, and this in turn affects trust, brand loyalty, and overall 

business performance. An effective marketing plan considers the wants, needs, and behavior of the consumer in order to 

build a relationship that extends beyond only making a sale. Important elements like multi-channel interaction, consistent 

brand communication, and personalized messaging have a big impact on how consumers perceive a company. Marketing 

initiatives that emotionally connect with consumers can build brand loyalty and trust, which can have a favorable effect 

on perception. In the end, companies that successfully match their marketing initiatives with consumer expectations can 

create a favorable brand image and enduring loyalty, opening the door to competitive advantage and long-term growth. 

 

However, challenges arise when there is a disconnect between the marketing message and the actual customer experience, 

which can negatively affect perception. Ultimately, businesses that successfully align their marketing efforts with 

customer expectations can build long-term loyalty and a positive brand image, paving the way for sustained growth and 

competitive advantage. 

 

Limitations of the Study: 

           The study is limited within the Chennai branch of noveau 

           The study is done within 3 months. 

           The data collected for the research is fully on primary data given by the respondents. There is chance for personal 

bias. So, the accuracy may not be true. 
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CONCLUSION: 

 

In conclusion, a brand's success in a cutthroat market is ultimately determined by how well its marketing techniques shape 

and influence consumer perception. Businesses can cultivate trust, loyalty, and a favorable brand image by coordinating 

marketing initiatives with the needs, feelings, and expectations of their customers. The secret to success is using consumer 

feedback, social evidence to establish credibility, and consistent, individualized experiences across several platforms. 

However, businesses need to be aware of the possible hazards, such making too many promises and not fulfilling them, 

which can harm their reputation with customers. When properly implemented, marketing methods not only increase 

consumer happiness but also foster long-term company expansion and build a devoted clientele. For long-term success in 

the fast-paced market of today, it is essential to comprehend and control consumer perception through efficient marketing. 

 

To further elaborate, the impact of effective marketing strategies on customer perception cannot be overstated, as it 

directly influences customer behavior and the overall reputation of a brand. Companies that successfully integrate market 

research, personalization, and consistent messaging are better positioned to meet the evolving needs of their target 

audience. By engaging with customers through meaningful touchpoints and offering value beyond just products or 

services, brands can build a deeper emotional connection, leading to enhanced loyalty and advocacy. Additionally, the 

rise of digital platforms and data analytics has allowed brands to create more targeted and adaptive strategies, offering 

customers tailored experiences that resonate with their individual preferences 
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