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ABSTRACT 

In the wildly cutthroat market of prepping items, brand mindfulness and rehash buying are crucial variables affecting buyer 

conduct. This paper embraces a near examination of the systems utilized by two conspicuous brands, Philips and Nova, in 

the trimmer classification. It examines their ways to deal with brand mindfulness and animating recurrent buys, planning to 

clarify powerful advertising rehearsals in the preparation business. Through a fastidious assessment of showcasing efforts, 

special exercises, and buyer commitment strategies, this study tries to disentangle the particular procedures embraced by 

Philips and Nova to lay out their brand presence and encourage client dedication. By evaluating the adequacy of these 

techniques and distinguishing key drivers of customer inclination, this exploration attempts to give noteworthy experiences 

to the two brands to refine their showcasing procedures and upgrade their strategic advantage in the prepping market scene. 

INTRODUCTION 

In the present rapidly advancing and serious market scene, the prepping item industry has encountered wonderful 

development energized by moving buyer inclinations and mechanical advancements. Among the plenty of prepping 

instruments accessible, clippers have arisen as fundamental frill for people looking for easy and exact individual preparing 

schedules. In this specific situation, prestigious brands like Philips and Nova have set their situations as driving players, 

offering a different scope of trimmer items custom-made to address an assortment of buyer needs. 

 This exploration paper looks to dig profoundly into the similar procedures of brand mindfulness and rehash buying embraced 

by Philips and Nova inside the trimmer class. By intently analysing the complexities of their advertising as it draws near, this 

study means to uncover the essential drivers behind their victories and distinguish likely roads for additional improvement in 

the savagely cutthroat preparing item market. 

 The investigation of Philips and Nova's systems will enlighten significant bits of knowledge into how these brands really 

associate with customers, fabricate brand faithfulness, and drive rehash buys in a dynamic and steadily evolving commercial 

canter.  

\Through this examination, we plan to give noteworthy proposals and key contemplations that can illuminate future 

showcasing drives and add to the progressed outcome of these regarded brands in the prepping item industry. 

 

 

 

LITERATURE REVIEW 

Segmentation: 

Philips: Philips embraces an extensive division methodology that includes breaking down different shopper fragments in 

view of segment, psychographic, and social elements. This definite division empowers Philips to distinguish and focus on 

high-potential client bunches for designated promotion endeavour’s and item contributions. Here is a more point-by-point 

breakdown of Philips' division system: 
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1) Demographic Division:  

Age: Philips targets shoppers across various age gatherings, including youthful grown-ups, experts, and seniors, with 

trimmer models intended to meet explicit age-related preparing needs. 

 Orientation: The brand offers clippers custom-made for all kinds of people, perceiving orientation explicitly and 

preparing inclinations and necessities.  

Pay: Philips offers clippers at different costs to take special care of buyers with various pay levels, guaranteeing 

moderateness and availability across pay sections. 

 2.Psychographic Division: 

 Way of Life: Philips targets shoppers with dynamic ways of life who focus on comfort and productivity in preparing, 

offering clippers with highlights like cordless activity and waterproof plans.  

Character: The brand requests shoppers who esteem quality, accuracy, and dependability in preparing items, situating its 

clippers as exceptional choices for knowing people.  

3)Behavioural Segmentation: 

 Use Event: Philips sections its market in view of use events, offering clippers for ordinary preparation, extraordinary 

events, and travel purposes to meet different buyer needs.  

Buy Conduct: The brand targets both first-time purchasers and rehash buyers, offering starting models for passage-level 

clients and high-level models with extra elements for experienced clients. 

 4)Geographic Division: Philips may likewise portion its market geologically founded on the spot, for example, country, 

district, city size, or environment. Geographic division permits Philips to adjust items and showcasing procedures to 

nearby inclinations, social subtleties, and economic situations.  

5) Benefits Division: Philips fragments purchasers in light of explicit advantages or arrangements they look for from the 

items. This approach assists Philips with featuring key item ascribes and offers that reverberate with various customer 

needs and problem areas.  

6) Technographic Division: With the rising reconciliation of innovation, Philips may likewise consider technographic 

factors like advanced ways of behaving, gadget inclinations, and online commitment levels. This division assists Philips 

with improving computerized promotion endeavour’s and client commitment systems.  

7) Occasion Division: Philips thinks about when and how customers utilize their items, prompting an event based 

division. By understanding utilization events (e.g., day-to-day preparation and extraordinary occasions), Philips can tailor 

showcasing messages and advancements likewise.  

In general, Philips' thorough division system empowers the brand to make designated promoting efforts, foster item 

advancements, and construct solid associations with various purchaser fragments. By utilizing nitty gritty experiences into 

client attributes and ways of behaving, Philips expands market open doors and conveys significant worth to assorted 

crowds. 

NOVA: 

Nova utilizes an engaged division technique to target explicit buyer fragments inside the prepping item market, principally 

underscoring reasonableness and straightforwardness in its item contributions. 

1) Demographic Division:  

Age: Nova targets more youthful buyers and thrifty people with clippers intended for passage level clients looking for 

practical prepping arrangements.  

Orientation: The brand offers gender neutral clippers reasonable for all kinds of people, taking care of an expansive crowd 

with different preparing needs. 
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 Pay: Nova's clippers are evaluated seriously to speak to buyers across various levels of pay, zeroing in on reasonableness 

and an incentive for cash. 

 2)Psychographic Division: 

 Way of life: Nova targets customers with occupied ways of life who focus on comfort and reasonableness in prepping items, 

offering clippers with easy-to-understand plans and direct functionalities. 

 Character: The brand requests to shoppers who esteem effortlessness and usefulness in prepping devices, situating its 

clippers as dependable and simple to-involve choices for ordinary preparing schedules. 

 3)Behaviour Division: 

 Utilization Recurrence: Nova targets incessant clients of prepping items who look for dependable and savvy clippers for 

standard use, offering strong and low-support models reasonable for everyday preparing schedules. 

 Buy Conduct: The brand targets cost delicate purchasers who focus on reasonableness and worth, offering section level 

clippers at serious price tags to draw in first-time purchasers and economical customers.  

4) Geographic Division: Nova might segment its market geologically founded on the spot, including nation, area, city size, 

or environment. The Geographic Division assists Nova with adjusting its items and advertising strategies to nearby market 

qualities and social inclinations. 

 5) Benefits Division: Nova sections purchasers in view of explicit advantages or arrangements they look for from the items. 

This approach empowers Nova to stress key item credits and offers that resound with various buyer needs and wants.  

6) Occasion Division: Nova considers use events and settings in which buyers utilize their items (e.g., day-to-day schedules, 

extraordinary occasions). Event based division permits Nova to fit informing and advancements to match buyer utilization 

examples and ways of behaving. 

 7) Technographic Division: Nova might consolidate technographic factors like computerized ways of behaving, gadget 

inclinations, and online commitment levels. This division assists Nova with streamlining computerized showcasing 

procedures and client commitment drives to arrive at well-informed buyers successfully. 

 By utilizing a complete division system like this, Nova can more readily figure out its interest group, refine its item 

contributions, and foster modified showcasing efforts that reverberate with explicit purchaser portions. This client driven 

approach empowers Nova to address assorted market needs and assemble solid associations with its clients. 

Research Methodology: 

In the current work, the investigation of relative systems of brand mindfulness and rehash buying fundamentally contains a 

customer viewpoint. Three surveys were ready for brand mindfulness and rehash buying for both brands. 

1)Research questions:  

The inquiries for brand mindfulness were connected with knowing the commonality of both the clips among individuals, the 

proposals of the item to the family or companions by the purchasers, and the elements that shoppers view as alluring. Though 

the inquiries for rehash buying were the variables affecting the choice to repurchase the trimmer, the degree of fulfilment 

from the experience, and the reasons for exchanging, if at any time exchanged. 

 2)Hypothesis: For Brand Mindfulness:  

H1: Customers who have recently bought a trimmer from Philips or Nova will have a higher commonality rating (score out 

of 10) contrasted with the individuals who have not bought. 
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Answer : Investigation uncovers that clients who as of late bought clippers from Philips or Nova without a doubt show a 

higher shared characteristic rating contrasted with non-buyers, proposing a positive relationship between buy conduct and 

brand fulfilment. 

 H2: Customers who have bought a trimmer from Philips or Nova are bound to prescribe their clippers to others, compared 

with the individuals who have not made a buy. 

Answer : Discoveries propose that clients who have bought clippers from Philips or Nova show a higher probability of 

prescribing the item to other people, major areas of strength for demonstrating promotion among buyers contrasted with non-

buyers. 

 

 H3: The most engaging elements of Philips Clippers, as distinguished in unassuming reactions, will incorporate item quality 

and execution, trailed by brand notoriety and reliability. 

Answer : The results of the survey show that Philips Clippers' product quality and performance are the most compelling 

aspects of the brand. Brand reputation and dependability also play a significant role in how engaged and satisfied customers 

are. 

 

 For rehash buying: 

 H1: Consumers who buy those clippers habitually (in excess of 10 times each year) will rate item quality and execution as 

the most compelling component in their choice to repurchase. 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 
                          Volume: 08 Issue: 04 | April - 2024                                SJIF Rating: 8.448                  ISSN: 2582-3930                                                                                                                                               

 

© 2024, IJSREM      | www.ijsrem.com                           DOI: 10.55041/IJSREM32572                                                             |        Page 5 

Answer : According to the findings, the primary factors that influence frequent trimmer buyers are product quality and 

performance. their choice to buy again, highlighting the significance of these characteristics in driving. 

 

 

H2: Satisfaction levels with both the trimmer items will emphatically associate with the probability of future buys.  

 

Answer : According to the analysis, there is a positive correlation between customers' intention to make future purchases 

and their level of satisfaction with trimmer products. importance of customer contentment in encouraging repeat purchases. 

 

 

H3: Respondents who have changed from utilizing Philips or Nova clippers to one more brand will refer to estimating and 

moderateness as the essential justification for exchanging. 

Answer : Review reactions demonstrate that clients who have changed from Philips or Nova trimmers to another brand 

dominatingly refer to evaluating and reasonableness worries as the essential inspiration for their switch, showing a huge 

impact of valuing contemplations on brand steadfastness and maintenance. 
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3)Sample size of the purchasers: The example size of 100 buyers from various social statuses and with various age groups 

was taken. Of the all-out example of 100 shoppers, around 90% of reactions were eye-to-eye, for example, by reaching them 

by and by, around 10% were reached on the phone.  

4) Sample strategy: The examining method utilized here is accommodation testing and snowball inspecting under non-

liability examining.  

 

5) Data assortment strategy: As referenced beforehand, the information was gathered by utilizing study techniques from 

the customers. 

6) Analyse: Subjective Examination: Directed subjective examination of unconditional overview reactions to remove 

experiences, subjects, and examples connected with brand insights, inclinations, and buying ways of behaving. 

Expressive Investigation:  

• Break down the conveyance of proposals made by buyers for Philips and Nova Clippers. 

• Sum up the most often recognized engaging highlights of Philips and Nova clippers in view of unconditional 

reactions. 

 

 

INTERPRETATION AND CONCLUSION: 

 

• Decipher the aftereffects of examinations with regards to exploring questions and speculations 

 

• Make inferences with respect to the adequacy of brand mindfulness methodologies and elements affecting recurrent 

buying ways of behaving for Philips and Nova clippers.  

• Examine the ramifications of discoveries for advertising systems and shopper commitment in the trimmer market. 

 
RECOMMEMDATIOMN  

 
In view of the exploration discoveries in regard to mark mindfulness and rehash buying conduct for Philips and Nova 

clippers, here are a few administrative suggestions that can be considered to upgrade showcasing techniques and improve 

customer commitment. 

For Philips:  

Upgrade Item Quality and Development: Put resources into constant item improvement and advancement to keep an upper 

hand on the lookout and meet advancing customer assumptions.  
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Reinforce Brand Correspondence: Foster a clear and convincing brand informing that features Philips' remarkable offer and 

reverberates with target shoppers. 

 Grow Dissemination Channels: Investigate new dispersion channels to upgrade market reach and openness, guaranteeing 

Philips clippers are promptly accessible to shoppers across different touchpoints. 

 Client Relationship The executives (CRM): Carry out vigorous CRM drives to fabricate and sustain solid associations with 

clients, offering customized encounters and tending to their requirements really.  

Imaginative Limited-Time Methodologies: Foster imaginative and creative special missions that separate Philips clippers 

on the lookout and drive brand perception and inclination. 

For Nova: 

Canter around Value Seriousness: Position Nova clippers seriously as far as estimating while at the same time keeping 

up with quality and making them interesting to thrifty purchasers without settling for less on item execution. 

 
 Further develop Brand Perceivability and Acknowledgment: Increment Nova's image presence through essential 

showcasing drives, associations, and perceivability in key buyer touchpoints.  

 
Item Enhancement and Portfolio Extension: Present new variations or product offerings to take special care of different 

purchaser inclinations and grow Nova's piece of the pie inside the prepping item classification.  

 
Streamline Client Experience: Focus on a consistent and positive client experience across all touchpoints, from buy to 

post-deal support, to construct trust and steadfastness among Nova's client base.  

Reasonable Advertising Practices: Embrace maintainable showcasing rehearses and convey Nova's obligation to natural 

obligation, resounding with eco-cognizant shoppers. 

 
 These proposals plan to use experiences from the examination to figure out noteworthy systems that can drive brand 

development, client commitment, and long-haul accomplishment for Philips and Nova in the cutthroat trimmer market 

.Carrying out these suggestions requires an all-encompassing methodology, incorporating promoting, item improvement, 

and client-driven techniques to boost customer fulfilment and dedication. 
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