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Abstract
The objective of this paper is to determine the factors that will 
impact Brand Perception post-COVID-19. COVID-19 is the talk 
of the town as consumers witness a once-in-a-generation un-
precedented pandemic, which significantly affects the attitude 
and behavior of both consumers and firms in the long term. 
Consumers’ responses are mixed; some prioritize demands for 
hygiene products, some rushed for panic hoarding of staples, 
while some remain indifferent and continue with their daily rou-
tine. To maintain long-lasting relations with consumers having 
varied responses, firms must build brand loyalty. Brand Percep-
tion sets the tone for building a relationship between a brand 
and the consumer. Positive brand perception will result in more 
business than the competitor and vice versa for negative brand 
perception. Brand Perception, a crucial part of Brand Manage-
ment, differentiates a brand amongst its peers, and once estab-
lished, it has to lead the path from ‘a brand’ to ‘the brand’ and 
maintain the same in the current scenario. A survey was devel-
oped for this inquires for primary data collection. It compris-
es two sections. Section one measures the brand perception, 
brand loyalty amidst COVID-19, and their sentiment about the 
various industries. Section two administers the factors influenc-
ing brand perception, consumers’ purchase behavior, and driv-
ing negative discernment. The convenience sampling approach 
is used for sampling.   The study provides insights into the fac-
tors affecting brand perception, which will help develop new 
strategies for brand development and improving brand per-
ception in the future. In crisis-ridden scenarios like COVID-19, 
the research is crucial as businesses and brands struggle to stay 
afloat and imprint themselves in customers’ minds.
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INTRODUCTION
Consumer behavior (Fongsuwan W, 2014) is the 

investigation of buyers and the procedures they use to 
pick, use (devour), and discard items and administra-
tions, including shoppers’ passionate, mental, and social 
reactions (Solomon, 2009). Buyer conduct consolidates 
thoughts from a few sciences, including brain research, 
science, and economics [1]. Customer behavior is cru-
cial because it allows advertisers to understand what 
influences customers’ purchase decisions. By observing 
how purchasers select products, they may fill in the gap 
in the market and discern between essential and obso-
lete items. Consideration of buyer behavior also leads 
advertisers to decide how to present their products 
in a way that has the most impact on buyers [2]. Un-
derstanding consumer purchase behavior is the key to 
approaching and attracting customers and convincing 
them to buy from you. Various factors influence buyer 
behavior regularly (Dodds et al., 1991; Ofir, 2004; Turk 
and Avcilar, 2009). Advertisers should think about buy-
ing to acquire instances and deciphering buyer habits 
(Lattin and Bucklin, 1989). Many times, businesses in-
fluence customer behavior only through factors under 
their control, such as how IKEA looks to encourage you 
to spend more than you planned each time you walk 
into the shop [3]. A buyer conduct investigation should 
reveal what customers think and feel about various 
alternatives (brands, items, and so on.), What factors 
influence purchasers’ decision to choose amongst sev-
eral options; Consumers’ behavior when exploring and 
shopping; how customers’ circumstances (companion-
ship, family, media, etc.) influence their behavior. For 
example, a brand name is frequently hailed as a symbol 
or an intermediary of object quality used by buyers in 
evaluating products or organizations before making a 
purchase decision. (Dodds et al., 1991) Examiners ar-
gued that when a substantial worth is provided alone, 
as opposed to combined with a brand name, the im-
pression will be more grounded. It was also said that 
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if customers recognize differences between brands, the 
brand name becomes a feature of information in the 
purchase decision or repurchase point [4]. Clients, be-
lieve it or not, utilize brands to create or transmit their 
psychological self-picture or status. Customers may 
pledge allegiance to a particular brand (O’Cass and 
Frost, 2002; Escalas and Bettman, 2003) when they pick 
a brand and an image based on their relationship with 
the maker’s picture name (Fugate, 1986; Aaker, 1997). 
Furthermore, brand names add to the image of the cus-
tomer and the financial success of the organizations 
(Alreck and Settle, 1999; Ataman and Ulengin, 2003).

Brand management has become a significant 
course in the executives’ advancement for ventures 
far and wide. In the web condition of data innova-
tion, consumers requests and selections of items or 
administrations are continually evolving quickly. The 
business sectors accentuate quality, administration, 
and customization; this has been changing the utili-
zation examples of buyers in the dynamic procedure 
or organizations’ creation designs [5]. Understanding 
the changes in the usage and creation sides and pro-
gressively focusing on the relationship of connection 
with buyers is critical for the successful improvement 
of ventures. Images are essential components in brand 
the executives and picture development in the brand 
plan. A brand planner willing to make a company’s 
image more precise is guaranteed to instill brand loy-
alty in customers and strengthen the business’s image. 
Wang emphasizes that, in the field of configuration, 
brand character plays a vital role in the development of 
brand worth, and brand pictures may assist brand ad-
ministrators in expressing their brand’s value [6]. The 
semantics of configuration should concentrate on cor-
respondence and connection with buyers. (Krippen-
dorff, 1984) proposes images in plan semantics, and 
the manners in which they are introduced will affect 
client recognitions and inclinations. Along these lines, 
brand image configuration is critical because it sets 
the course of the executives. Numerous researchers 
propose that brand character can assist ventures with 
interfacing with shoppers (Kotler, 2006; Aaker, 2010; 
Azoulay, 2003). Many accept client devotion as prog-
ress and gainfulness for café organizations (Hagini, 
2012). Step-by-step instructions to increase consumer 
loyalty have become popular among company execu-
tives and researchers (Hallowell, 1996; Heskett, 1994) 
[7]. Thus, ventures can upgrade their image structure 
by utilizing great brand images to draw in buyers. In 

related investigations directed before, most specialists 
(Bian, 2011; Bruwer, 2012; Aaker, 2001) concentrated 
on the brand picture, brand value, and brand charac-
ter. It is not many taken a shot at brand images. This 
study is primarily intended to discuss and grasp the 
influence of brand pictures on consumer behavior and 
provide the findings as a resource for brand designers 
and administrators.

As per a recent article by McKinsey on “Impact of 
the uncertainty of COVID-19 on consumer sentiment 
and behavior, “even in nations that have incompletely 
revived, buyer hopefulness stays quieted, and burn-
ing through aim is still beneath pre-emergency levels. 
Although the pandemic’s effect has changed across 
countries, the following topics have gotten obvious 
among shoppers over the globe: 

The Move to Esteem and Basics
Even as certain nations have revived, numerous cus-

tomers all around are proceeding to see their earnings 
fall. Also, they aren’t feeling too idealistic about their 
nations’ monetary standpoint. Buyers in China and In-
dia stay more romantic than their partners in the re-
mainder of Asia, Europe, or the United States. There 
has been a move to careful shopping including some 
exchanging down for esteem. As buyers dig in for a 
drawn-out time of budgetary vulnerability, they expect 
to keep moving their spending to a great extent to fun-
damentals, for example, essential food items and family 
unit supplies and decreasing most optional classifica-
tions. Buyers in China, India, and Korea are announc-
ing positive burning through aim on a more extensive 
scope of categories, including food takeout and convey-
ance, bites, skincare and cosmetics, non-food youngster 
items, wellness, and well-being, and gas [8]. 

Trip to Computerize and Omnichannel
Most classifications have seen more than 10 per-

cent development in their online client base during 
the pandemic, and numerous customers state they 
intend to keep shopping on the web in any event 
when physical stores revive. Notwithstanding inter-
net business, other advanced and contactless admin-
istrations—including curbside pickup, conveyance, 
and drive-through help—are likewise observing a lot 
higher appropriation rates. While a portion of these 
propensities is viewed as a work-around to the emer-
gency, numerous at-home answers for routine exercis-
es will probably be embraced as long as possible. 
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Stun to Loyalty
For specific items and brands, COVID-19 caused 

chain interruptions flexibly. Furthermore, when buyers 
couldn’t locate their favored item at their preferred re-
tailer, they changed their shopping conduct: numerous 
buyers have attempted an alternate brand or shopped at 
an alternate retailer during an emergency. Worth, acces-
sibility, and quality or natural items were the fundamen-
tal drivers for customers trying an alternate brand [9]. 

Well-being and “Mindful” Economy
Across nations, review respondents state that when 

choosing where to shop, they search for retailers with 
noticeable security estimates, for example, upgraded 
cleaning and physical boundaries. Moreover, they pur-
chase more from organizations and brands with solid 
and sterile bundling and exhibit care and worry for 
workers during these problematic occasions; custom-
ers have an uplifted familiarity with how organizations 
collaborate with partners, nearby networks, and soci-
ety extensively. Organizations’ moves during this pan-
demic are probably going to be recollected long after 
COVID-19 has been won.

On similar lines, various articles in ET regarding ef-
fective management of brand communication amidst 
the COVID-19 pandemic or how brands should re-
spond amidst COVID-19 depict that creativity is 
necessary to communicate the message of the brand 
effectively. Building an association with new clients 
and keeping up your prior ones will be currently more 
troublesome than it has been in the ongoing past [10]. 

Social Media Will Assume a Significant Job
With the majority of the open at home rehearsing 

social removing, their online action would have just 
expanded, as internet-based life would presumably 
turn into essential methods for correspondence with 
others. With simple web get to, various distinctive on-
line networking stages, and an expected 375million+ 
social media clients in India, it would be encouraged 
to utilize internet-based life to build your image visi-
bility through natural methods. With every stage hav-
ing an alternate style of substance and considering an 
alternate kind of purchaser, innovativeness will be re-
quired in making content explicit to the objective set.

Remote Client Care amid Lockdown
Particular administrations that require an up-close 

and personal collaboration sooner or later will most 

likely need many changes in their techniques for activ-
ity. Utilize your online life records to help disseminate 
information about the shift in activities. Use modes 
of communication to set up clients, such as messag-
es and apps, to do the same. With virtually the whole 
workforce now working remotely, assist your admin-
istration team in becoming accustomed to managing 
customers and clients through the internet, and help 
your clients have a positive experience controlling 
your image [11]. 

Accept a Respite from the Same Old Thing 
Advertising

If you have an item that could sell a ton during 
this timeframe, reconsider the correspondence as the 
message could put on a show of being heartless and 
over-artful. With individuals effectively under a great 
deal of worry due to COVID-19, a few notes could put 
on a show of being a strategy to expand sales if not 
executed elegantly.

Instruct Your Crowd
Instead, use these opportunities to raise awareness 

about preventative actions. You will build and main-
tain trust with your audience by teaching people in 
general, which should be your goal. While most com-
panies may not have massive assets, they all have the 
potential to help increase awareness. The crowd will 
cherish informative and straightforward nuggets of 
information.

Correspondence Should Be Compassionate
While people are still unsure about what is going on 

and what is in store, being empathetic to their needs 
and worries will leave you alone while also recognizing 
what sort of messages will be treasured. If you have the 
opportunity to make a nice gesture during this time, 
take advantage of it. It can help you build trust and 
generosity with the general public while also demon-
strating that you care for them [12]. 

LITERATURE REVIEW

Brand
There are many contending meanings of what 

‘brand’ really implies. Seth God in characterized a 
brand as many “desires, recollections, stories and 
connections” that in blend drive the choice to pick a 
specific organization, item, or administration. Fun-
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damentally, it is a psychological creation, which en-
courages buyers to comprehend an organization over 
another. This is important to understand what has be-
come a dire market. 

Brand Identity
Brand identity is the assortment of components 

that an organization makes to depict the correct pic-
ture to its buyer. Brand personality is not quite the 
same as “brand image” and “branding,” although these 
terms are sometimes rewarded as interchangeable. A 
brand picture (Park et al., 1986) is a clients’ view of the 
brand comprising different affiliations identified with 
it and recollections about interfacing with it (Aaker, 
1996). A brand character and its components originate 
from an organization’s strategy, incentive, long haul 
objectives, serious situation available, and pertinence 
to the qualities and interests of the intended interest 
group. These elements have a primary nature and, in 
the marking procedure, portray what an organization 
needs to convey (Kotler, 2006) [13]. The term brand-
ing alludes to the advertising practice of effectively 
molding a particular brand. The brand is the impres-
sion of the organization according to the world.

Brand Loyalty
Customer dedication remembers items and ad-

ministrations for expansion to business client main-
tenance, which ideally shields clients from changing 
to contender administrations. It is additionally an 
approach to grow the business employing informal 
exchange from fulfilled clients, which underpins and 
advances the information on the items and adminis-
trations. This is an advantage for the company over the 
long haul. The advancement of associations with cli-
ents and the assistance with the item and administra-
tion mark the loyalty with the client Caruana (, 1999).

It was expressed that administration dependability 
is one of the many significant structures in administra-
tion promoting because of its major impact on rehashed 
buys by the client. Indeed, such dedicated clients who 
buy multiple times are considered the marking of any 
business. Consequently, this exploration means to con-
template the relationship between these three ideas. 
Furthermore, an uplifting disposition will work for the 
business and influence client steadfastness, consumer 
loyalty, trust, and relationship with client devotion [14]. 

The average positive effect on consumer loyal-
ty and the trust and faithfulness of clients or buyers 

accordingly from the assessment after utilizing mer-
chandise or administrations. The components of men-
tal conduct incorporate two sorts of outside conduct 
or alleged conduct, which is an activity that others can 
watch and measure. In contrast, undercover behavior 
happens inside the individual, for example, emotions, 
perspectives, convictions, discernment, and so forth. 
It was stated that client devotion is impacted by mental 
components or components inside the buyer and out-
er elements outside the impact of the earth.

Brand Perception
Brand perception is the whole of sentiments a buy-

er has about a brand. These musings and emotions 
happen when a shopper knows about the brand and 
what follows when that buyer hears, sees, or inter-
faces with the brand and its item. Brand recognition 
is the thing that moves the needle for organizations, 
taking a specific item and giving it components that 
inspire enthusiastic emotions. Each vehicle advertise-
ment during football season engages a watcher’s feel-
ings about the brand. Each skincare promotion tries 
to influence a customer’s feelings into making an ideal 
brand recognition/ [15]. 

Brand perception joins a vast number of territories 
that address the brand’s client cooperation. Brand rec-
ognition is a high-level gauge of an item’s visual near-
ness, altruism, and passionate character, from item 
improvement and bundling to advertising and social 
commitment. These can play into the item’s prosperity. 

A year ago, Face book’s image discernment became 
undesirable with numerous because of security issues 
and the stage being seen as the channel of bogus or 
deceiving reports. Brand perception of Facebook was 
fundamentally changed in 2018, which is why the 
organization is currently making moves to make an 
overall assessment of its image more positive. 

Brand perception is significant because it reflects 
consumers’ opinions of an organization’s way of life. 
You may see a marked TV spot, read an audit, or catch 
a pre-move YouTube advertisement. These concise 
connections can rapidly change a purchaser’s impres-
sion of an organization from negative to impartial or 
unbiased to positive. That is the intensity of brand ob-
servation, and that is the reason it is essential.

Shoppers, not brands, possess brand perception 
notwithstanding your message, whatever individuals 
are contemplating your image, which is your image. 
Reviews and center gatherings can frame a significant 
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piece of any methodology in estimating and improv-
ing brand recognition. Perhaps the most straight-
forward approach to exploring what individuals are 
stating about your image is to utilize social tuning to 
discover important brand refers to inside the billions 
of unedited online discussions. The innate detect abili-
ty of person-to-person communication locales implies 
you can begin from nothing and rapidly construct an 
intensive image of your image that mirrors the current 
reality. 

By breaking down social discussions, brands can 
more readily comprehend what angles are adding to 
their perception. These bits of knowledge would then 
be utilized to help bolster activities to reshape and build 
brand discernment. Both positive and negative senti-
ments add to improving brand observation. Breaking 
down discussions with negative assumptions will as-
sist you with recognizing the different client gives that 
could be hurting your image recognition. Knowing 
your clients’ overall age, sex, area, language, callings, 
and interests are fundamental while thinking about 
what shapes your image recognition. When purchasers 
plan credit in their psyches, whether positive, negative, 
or unbiased, it’s challenging to change their convictions. 

Organizations need to make a solid effort to quan-
tify brand recognition. A brand proprietor must gauge 
the brand from the outside to genuinely see how indi-
viduals see it. Until target clients have encountered your 
item, accepted your image guarantee, and built up an 
adequately positive discernment to purchase (and re-
buy) it, your image will not develop. At the point when 
a brand conveys or surpasses client desires, it can set up 
an entire lifetime of faithful brand value.

Identifying Need and Extent of Research
We live in a universe of the frame. Particularly with 

over a large portion of the world’s nations coming out 
of a multi-month lockdown, our encounters are re-
stricted, contained inside the edge. We do not find out 
about them; we just observe them. Political observer 
Bill Whittle watches, “As we invest increasingly more 
energy encountering the world through the edge and 
since the web has brought the whole world into our 
homes (however just what is inside the frame) a fasci-
nating wonder is going on. We appear to talk to each 
other less, and rather, we are watching what each other 
does.” This implies our language has gotten visual.

Because of the remarkable circumstance of COVID 
19, we are amidst a significant cultural moment; its 

hazardousness is just made more intense by the pat-
tern of moving from perusing, which is a legitimate, 
thinking mental movement, to visual, which is an 
inclination and unreasoning action. While we need 
both, we additionally need to understand that, as of 
now, we’re vigorously inclining toward one side, and 
that implies insecurity. 

How brands shape perception is considerably more 
essential at this point. Each correspondence should be 
pressure tried for sentiments. Each image each mes-
sage should be examined for any conceivable offense. 
A few crowds via web-based networking media will be 
searching for irregularities to drag your idea through 
the open square, which can substantially affect share 
costs. 

Many experienced job losses and pay cuts, due to 
which there will be lower investing for some time to 
come, till sentiments move back up. As employments, 
additions, and advancements get the hatchet during the 
pandemic, the cheer required for economy-siphoning 
spending will be absent for quite a while. Brands must 
consider what should be possible to carry good faith 
and inspiration to how purchasers act after the infec-
tion is defeated or is in a condition of suspended ces-
sation? It will consistently be a great idea to have been 
a mindful brand during the COVID-19 pandemic. 
On the off chance that a brand places benefits above 
individuals, those individuals will recollect the dou-
ble-crossing. Suppose a brand helped casualties and 
took positive activities like creating PPE units, N95 
veils, or shipping material to poor regions every day. In 
that case, it will be recollected somewhat as a touchy 
brand – the pessimists may state that this is simply eye-
wash – organizations are never proper for the client; 
they are for themselves as it were. On the off chance 
that organizations did not lay off representatives when 
they were the most defenseless, or if they offered their 
processing plants and lodgings to be changed over into 
remote offices, would they be recalled at all after the ar-
rival to regularity? Presumably, the new ordinary would 
be a bit not the same as the type we knew.

RESEARCH METHODOLOGY

Identification of Factors Impacting Brand 
Perception

Given the unprecedented times of COVID-19, 
with varying consumer sentiment, there is one ques-
tion on the minds of every brand professional: “How 
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to respond to the crisis? Will it impact brand percep-
tion? What are the factors that will affect brand strat-
egy?” With most businesses already experiencing a 
slowdown, if not a total closure, marketing at this time 
will necessitate a great degree of creativity and friend-
liness to ensure that the brand’s message is effectively 
delivered.

Since there is no tried and tested brand strategy to 
follow, it is essential to gauge the factors and parameters 
first rather than making a rash decision. The pandemic 
has uncovered new drivers of saw esteem, dangers to 
named brands, and approaches to ensure and develop 
the brand through this emergency and past. The re-
search aims to understand the consumers’ sentiment, 
measure brand loyalty, identify the factors that will 
affect brand perception, influence consumers’ buying 
behavior, and influence negative perception amidst 
COVID-19. Keeping these points into consideration, 
the following factors were considered in the survey:

First, the main parameters that define brand iden-
tity, i.e., Price, Quality, Value for Money, and Status 
Symbol, were asked to see the Impact of COVID-19 on 
these parameters. Will the customer buy the product 
despite the price rise (due to economic recession) if the 
price is still associated with the brand? Post that follow-
ing factors were considered for Brand Perception:

Support Brands That Do CSR Activities: Due to the 
unprecedented situation of COVID-19, doing nothing 
to benefit the community will hamper brand perception.

Buy Products Endorsed by Favorite Celebrities: Since 
brand perception has always varied based on the celebri-
ty associated with the brand, this factor is added to check 
whether the situation is the same or will change.

Loyal Customer for a Particular Brand and Fre-
quently Changing the Brand: To check brand loyalty 
post-COVID-19.

Country of Origin: To check whether brand percep-
tion will vary based on country of origin as many custom-
ers have negative sentiments about Chinese products.

Brand Recommendation by Others: Is word-of-
mouth still prevails, or have the priorities changed.

A Likert scale measures different aspects such 
as consumer perceptions of various sectors, brand 
perceptions, and brand loyalty (1-5). For this study, 
a self-administered survey with two components 
was created. The first section assesses the partici-
pants’ opinions on brand image, brand loyalty inside 
COVID-19, and attitudes about other industries. The 
second section discusses the impact of variables that 

influence brand perception and the reasons that lead 
to the lousy brand impression (the need of the hour for 
having a solid brand position).

The data was gathered through an online survey 
launched in April-March 2020 to obtain information 
on the earlier criteria. The poll was distributed over 
social media platforms such as WhatsApp and Face-
book as a Google form. Because of the time limitation, 
it would be difficult to conduct a probabilistic sample 
for the lengthy list necessary. Convenience sampling 
also provides a practical perspective. A total of 207 an-
swers were collected.

Data Collection
The demographic information for the respondents 

is shown in Table 1. The majority of respondents are 
students (undergraduates and graduates) and working 
professionals, the target demographic for brand per-
ception research. Gender equality has been achieved 
since the number of male and female responses is al-
most equal (males are slightly greater than females).

TABLE 1
Demographic details of the respondents
Parameters Description Total Percentage

Gender
Female 93 45%
Male 114 55%

Age Group

Less than 16 11 5%
16-21 85 41%
21-25 55 27%
25-30 44 21%
30-40 9 4%
40+ 3 1%

Profession

Student 121 58%
Working Professional 40 19%
Homemaker 20 10%
Others 26 13%

Total 207 100%

Parameters for Analysis
The dimensions for brand perception are measured 

by their CSR activities, endorsement by the favorite celeb-
rities, loyalty, preference for brands that provide self-es-
teem, frequently changing the brand, its origin country, 
and if the perception is based on the recommendation 
supplied by others, price, post-sales service, engagement, 
ease of communication/information, uniqueness, qual-
ity, durability, and trustworthiness. Factors imparting 
negative brand perception are indicated by inappropri-
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ate customer service, poor company branding, prefer-
ence towards sales rather than building an audience, no 
uniqueness in products, no transparency about different 
business aspects, poor employee treatment, poor brand 
impression, inconsistent presence across all platforms 
and Position on social/political issue.

Furthermore, while defining a brand, Brand Iden-
tity assesses the relevance of quality, affordability, and 
value for money, as well as status symbols. As previ-
ously stated, the measurement was done on a 5-point 
Likert scale, with 1 indicating least probable, 2 mean-
ing less likely, 3 indicating neutral, 4 indicating quite 
possible, and 5 indicating extremely likely. Table 2 
shows the questionnaire and indicator parameters.

TABLE 2
Parameters for questionnaire and indicators

Parameters Indicators
Brand Iden-
tity

Best Quality, Value for Money
High Price, Status Symbol

Brand Per-
ception
(BP)

Support brands which does CSR activities
Buy products endorsed by favorite celebrities.
Loyal customer for a particular brand
Prefer brands that provide a self-esteem
Frequently changing the brand.
Country of Origin
Brand recommendation by others
Price, Post Sales Service, Engagement
Ease of Communication/Information
Uniqueness, Quality, Durability, Trustworthy

Perception 
of various 
industries

Grocery, Food/Beverages, Restaurants
Cleaning Products, Pharmacy
OTT, Social Media
Banks/Economy, Airlines, Beauty care prod-
ucts

Brand Loyalty Believe in Brand Loyalty
Will remain loyal post COVID-19
Will buy Chinese products post COVID-19
Continue to purchase despite the price rise.
Continue to purchase if purchasing platform 
changed to online medium

Factors im-
parting Neg-
ative Brand 
Perception

Inappropriate Customer service
Poor Company Branding
Preference for building an audience rather 
than sales
No uniqueness in products
Not Transparent about different business 
aspects
Poor Employee Treatment
Poor Brand Impression
Inconsistent presence across all platform
Position on social/political issue

DATA ANALYSIS AND RESULTS

Primary Analysis
A total of 207 people took part in the survey, and 

all of the responses were gathered for Analysis. Males 
made up 55% of the poll respondents, while females 
made up 45%.

Primary Analysis comprises analyzing data for 
brand identity, the relationship between the factors, 
and their importance in identifying the brand. The 
perception of various industries is done to understand 
consumers’ sentiment about the market. Lastly, brand 
loyalty is measured based on variation in price, change 
in purchasing platform, and switching to new brands. 
Figure 1 show Results for Brand Identity.

Results for Brand Identity are as Follows
• 41% (highly likely) and 29% (very likely) of total 

respondents perceive that brand identity is related 
to the brand’s quality.

• 23% (very likely) of total respondents perceive that 
brand identity is related to the price of the brand, 
whereas 32% perceive themselves as neutral.

• 29% (highly likely) and 31% (very likely) of total 
respondents perceive that brand identity is related 
to the value for money of the brand.

• 32% (very likely) of total respondents perceive that 
brand identity is related to the status symbol of the 
brand, whereas 29% stands neutral. Figure 2 shows 
the Results for Respondents Perception. Table 3 
shows the Respondents’ sentiment.

Results for Respondents’ Perception are as 
below

TABLE 3
Respondents’ sentiment

Industries Negative Neutral Positive
Grocery 1.45% 33.33% 65.22%
Food/Beverages 3.38% 24.64% 71.98%
Cleaning Product 6.28% 46.38% 47.34%
Restaurant 18.84% 30.43% 50.72%
Pharmacy 4.35% 31.40% 64.25%
OTT 2.90% 48.31% 48.79%
Social Media 35.46% 20.10% 44.44%
Banks/Economy 50.45% 34.78% 14.77%
Airlines 50.10% 40.72% 9.18%
Personal Care/Beauty 
Care 5.31% 34.91% 59.78%
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FIGURE 1.Results for brand identity

Results for Respondents’ Brand Loyalty are as Below
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despite price rise

I discontinue the purchase
No. I start looking for comparable substitutes
Yes , if up to a certain level
Yes. Price is not important to me    

21,26%

14,01%64,73%

Continue purchasing the desired 
product online

Doesn't matter No Yes

FIGURE 2.Results for respondent’s perception
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Secondary Analysis
The survey asked the participants to state the im-

pact of factors namely Price, Post Sales Service, En-
gagement, Support brands which does CSR activities, 
Buy products endorsed by favorite celebrities, Loyal 
customer for a particular brand, Frequently changing 
the brand, Country of Origin, Brand recommendation 
by others, Ease of Communication/Information by 
brand, Uniqueness, Quality, Durability, Trustworthy 
on Brand Perception post-COVID-19. 

The survey also comprised of the impact of factors 
imparting negative brand perception such as Inappro-
priate Customer service, Poor Company Branding, 
Preference for building an audience rather than sales, 
No uniqueness in products, Not Transparent about 
different business aspects, Poor Employee Treatment, 
Poor Brand Impression, Inconsistent presence across 
all platform, Position on social/political issue was 
done as it is the need of the hour to avoid negative sen-
timent in such unprecedented situation.

On a Likert scale of one to five, the impact of the 
factors was computed. Each numerical value represents 
the degree of importance of the factor: 1- indicates that 
the factor is ‘Not Important,’ 2 indicates that the factor 
is ‘Slightly Important,’ 3 shows that the element is ‘Im-
portant,’ 4 indicates that the factor is ‘Fairly Important,’ 
and 5 indicates that the factor is ‘Very Important.’

Descriptive Statistics for the factors are shown in 
Table 4

We have considered mean as the characteristic sta-
tistic. From Table 4, it is evident that the factor con-
sidered of most extreme significance by the members 
of the overview was Quality and Trustworthiness with 
a mean of 4.26, followed by Inappropriate Customer 
Service with a standard of 4.20, After-sales service 
with a mean of 4.19, Poor employee treatment with 
mean as 4.12, price with mean as 4.11, uniqueness in 
product variety with mean as 4.10 and so on. 

Furthermore, the factors’ significance and validity 
were determined by utilizing the exploratory factor 
analysis (EFA) approach to investigations the elements 
in SPSS for dimension reduction. This approach com-
bines the highest common variance of all variables 
into a single score.

The sampling adequacy was checked using the Kai-
ser Meyer Olkin (KMO) test. For the data to be accept-
able for factor analysis, the KMO test result must be 
more significant than 0.5. Bartlett’s test of sphericity 
was used to determine the strength of the connection 

between the items. A value of 0.5 is necessary for good 
sampling; values between 0.5 and 0.7 are considered 
average; values between 0.7 and 0.8 are considered 
good; if the value is between 0.8 and 0.9, the sampling 
adequacy is excellent; and any value 0.9 and above is 
called exceptional sample adequacy.

Using SPSS, the Kaiser Meyer-Olkin (KMO) val-
ue for the data was 0.882 (see Table 5 for reference), 
which is larger than the threshold value of 0.5 and is 
deemed an “excellent” number for KMO’s sample ad-
equacy metric. To determine the strength of the con-
nection, the Bartlett Test of Sphericity was used.

TABLE 5
Bartlett’s test and kaiser-Meyer-olkin (KMO)

KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Ade-
quacy.

.882

Bartlett’s Test of Sphe-
ricity

Approx. Chi-Square 1732.675
df 136
Sig. .000

TABLE 4
Descriptive statistics for the factors

Factors Mean Std. Deviation
Brand supporting CSR ac-
tivities

3.44 1.209

Brand Loyalty post COVID-19 3.65 1.185
Products endorsed by ce-
lebrities

3.43 1.120

Country of Origin 3.31 1.330
Recommend Brand to others 3.71 1.208
Price 4.11 1.056
After Sales Service 4.19 .999
Ease of Communication/
Information

3.57 .878

Engagement 3.12 1.050
Uniqueness 4.10 1.031

Quality 4.26 1.009
Durability 3.69 .982
Trustworthy 4.26 .970
Inappropriate Customer 
Service

4.20 .984

Prefer building sales rather 
than the audience

4.04 1.018

No. of Transparency 4.09 1.053
Poor employee treatment 4.12 1.052
Position on social/political 
issue

3.61 1.077
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The component scores were found to be associated 
with a level of significance of 0.000 (see Table 5 for 
reference), which was modest enough to reject the null 
hypothesis that the original correlation matrix was an 
identity matrix. The significance value of the test re-
sult would have gone out of range if this number had 
been considerably different from zero. As a result, the 
data were tested to see if it was suitable for dimension 
reduction using exploratory factor analysis.

We used PCA to analyze the data, utilizing orthog-
onal Varimax as the rotation technique and Kaiser 
Normalization as the normalization method. This piv-
ot type was chosen because it allows the results to have 
a fundamental structure. The following is an example 
of an organized outcome:

“On an eigenvector, situations in which factors 
load at near to 1 or almost 0 (factor) Factors that pile 
near to 1 are crucial in the factor’s translation, whereas 
factors that pile close to 0 are irrelevant. In this way, 
a simple structure rearranges the assignment of inter-
preting the variables.”

According to Kaiser (1960), the eigenvalue that is 
more prominent than one must be kept as segments 
for subsequent translations while testing for the dif-

ference described by the elements. On the off chance 
that the eigenvalue of any part is less than one, at that 
point, we ought not to think about it as a factor. Based 
on this edge, we get three factors that have eigenvalue 
more prominent than one. 

Table 5 indicates that three components explain 
61.023 percent of the total variation. With an Eigen 
esteem of 6.204, the initial component provided a sub-
stantial 36.493 percent of the total variation revealed 
in the first information. The third segment explained 
11.156 percent of the variance fluctuation with an Ei-
genvalue of 1.896, and the fourth segment clarified 
13.375 percent of the overall variation with an Eigen 
esteem of 2.274. (See Table 6)

The factor loadings for each of the eighteen factors 
against each of the three pivoted segments are shown 
in the Rotated Component Matrix (see Table 6), divid-
ing which items determine which section. The vari-
ation clarified by the object on that specific factor is 
shown by factor loading. Factor loadings should be 
greater than 0.7 according to the general criterion for 
unified legitimacy, while factor loadings greater than 
0.6 are still acceptable for exploratory inquiry (Yana et 
al., 2015). The factor loadings of most of the eighteen 

TABLE 6
Total variance explained
Component Initial Eigenvalues Extraction Sums of Squared Load-

ings
Rotation Sums of Squared Loadings

Total % of vari-
ance

Cumulative 
%

Total %of vari-
ance

Cumulative 
%

Total % of vari-
ance

Cumulative 
%

 1 6.204 36.493 36.493 6.204 36.493 36.493 4.205 24.737 24.737
2 2.274 13.375 49.868 2.274 13.375 49.868 3.592 21.131 45.868
3 1.896 11.156 61.023 1.896 11.156 61.023 2.576 15.156 61.023
4 .977 5.745 66.768       
5 .807 4.747 71.515       
6 .718 4.222 75.737       
7 .642 3.774 79.511       
8 .504 2.967 82.478       
9 .483 2.841 85.319       
10 .405 2.383 87.702       
11 .396 2.330 90.032       
12 .386 2.273 92.305       
13 .316 1.858 94.163       
14 .294 1.729 95.892       
15 .257 1.514 97.405       
16 .240 1.410 98.815       
17 .201 1.185 99.071       
18 .186 .930 100.000       
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items are higher than 0.7 for their single component 
(see Table 6).

We see from Rotated Component Matrix (see Ta-
ble 7) which thing is spoken to under which segments 
or factor; Component 1 involves “Price”, “After Sales 
Service”, “Ease of Communication/Information”, “ En-
gagement”, “ Uniqueness “,” Quality “,” Durability “, and 
“ Trustworthy “. Component 2 comprises of “ Inappro-
priate Customer Service”, “ Prefer building sales rather 
than audience”, “No Transparency “, “ Poor Employee 
Treatment “,” Position on social/political issue “, and ulti-
mately Component 3 is comprised of “ Brand supporting 
CSR activities “, and “ Brand Loyalty post COVID-19”, “ 
Products endorsed by celebrities”, “ Country of Origin”, 
and “ Recommend brand to others “.

TABLE 7
Rotated component matrix

Component

1 2 3
Brand supporting CSR activities .653
Brand Loyalty post COVID-19 .708
Products endorsed by celebrities .723
Country of Origin .691
Recommend Brand to others .727
Price .642  
After Sales Service .615  
Ease of Communication/Information .773  
Engagement .674  
Uniqueness .727  
Quality .776  
Durability .838  
Trustworthy .757  
Inappropriate Customer Service .721
Prefer building sales rather than an 
audience

.842

No Transparency  .781  
Poor employee treatment .834
Position on social/political issue .626

DISCUSSION AND CONCLUSION
The study’s objective was to determine the elements 

influencing brand perception and customer percep-
tion following the COVID-19 epidemic and to see if 
the parameter that was previously judgmental still has 
the same impact or if there has been an underlying 
shift. It is evident from the primary Analysis that the 
order for brand identity is as follows: Quality > Val-
ue for money > Status symbol > Price. Consumers are 

optimistic about Grocery, food/beverages, pharma-
cy, OTT, restaurants, social media, and personal care 
but have negative sentiment regarding the economy 
and airlines. Regarding the Impact of COVID-19 on 
brand perception, the highest percentage for maybe 
(46%) depicts the confusion present in respondents’ 
minds followed by yes (39%), i.e., their brand percep-
tion will be impacted. Contradicting the perception, 
respondents turned out to be loyal to selected prod-
ucts (47%), while 16% stated that they do not exhibit 
brand loyalty and price is the only consideration. Due 
to negative sentiment, 69% of respondents chose not 
to buy Chinese products. If the price increases, 50% 
stated that they would buy it only if it increased to a 
certain level, whereas 33% said they would start look-
ing for substitutes. 65% of respondents stated that they 
would continue to buy their desired products online if 
the situation asks for the same. The secondary Analy-
sis measures the factors impacting brand perception.

Based on the above findings, it is evident that this 
isn’t an advertising chance to underwrite. Focusing 
just on benefits in these difficult stretches won’t help 
your image over the long haul – truth be told, it may 
very well blowback. Making a gift or offering your 
items/administrations at a limited rate to individuals 
in critical need right now will be a signal that can be 
associated with years to come. Brands ought to recog-
nize the extraordinary job it plays in the lives of their 
purchasers and how it could help them during this 
emergency. The clients will invite whatever’s a point 
of relief and convenience. To avoid making a negative 
brand impression and harming the brand notoriety, 
brands need to guarantee that their correspondence is 
brand protected and pertinent. As an ever-increasing 
number of individuals are asked to self-disengage and 
remain at home, brands need to foresee changes in 
shopper conduct that may affect how buyers connect 
with their brands. Their requirements and desires may 
change radically. Brands need to remain put resources 
into shopper connections throughout the emergency, 
increase the value of their lives, and gain their trust. 
By keeping them refreshed about the genuine circum-
stance and steps you are taking to serve them better, 
brands can help lessen their inconvenience and keep 
them from moving to another brand. Investigate little 
approaches to please your customers yet just on the 
off chance it bodes well for your image. Continuous-
ly recollect, it is better to remain in your path and be 
consistent with your image ethos than to ride on the 
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infection. Brands need to alter their media specu-
lations dependent on the dispositions and desires of 
shoppers. Building brand believability ought to be or-
ganized over deals advancement. Rather than trying 
to gain new clients, web-based business advertisers 
should concentrate on sustaining existing clients with 
the most elevated lifetime esteem. 

This writing can be applied uniquely for brand ob-
servation settings and in no other industry. The com-
parative examination should be led on various lines in 
the wake of understanding the purchaser’s needs and 
recognition. Past that, the need to incorporate factors 
progressively can’t be disparaged. That would give a 
total perspective on the conduct of shoppers, and 
more data can be extricated for organizations to in-
vestigate. Since innovation is a distinct advantage, the 
sub-factors need to develop time to help keep the ex-
amination significant continually. Similarly, the inclu-
sion of subjective data will consider an all-encompass-
ing perspective because various theoretical ends may 
be formed that will aid in understanding the mental 
angle. Organizations will be able to prepare better pro-
cesses due to the growth of this data, and implementa-
tion will be more straightforward.

LIMITATIONS AND FUTURE SCOPE
The population, in this case, is not large enough 

to cover India’s whole geology. The probabilistic ap-
proach for examining with aid in creating layers and 
providing more consistent data might happen if the 
study hour is too long. We were unable to obtain fur-
ther information due to scheduling constraints. Several 
respondents were perplexed by the chaos and couldn’t 
decide which limits to choose. More constructs can be 
added to make the factors more robust. However, this 
should only be feasible if clients decide and gain clar-
ity. If the independent investigation continues, future 
research should take these perspectives into account.
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