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Abstract: The use of a product is a perquisite of each person to fulfill his or her need although the choice of
a brand is a preference-based action of a customer. Indians have generally welcomed the foreign brands with
a state of mind for its tag and eventually purchased them however the moment has gradually shifted towards
the fondness of Indian Brands as well. India has an enormous prospective with its local brands for building a
positive impact for its vast worldwide presence. The intent of the study is to comprehend the need of Indian
local brands for its Massive Global Occurrence by means of a VVocal approach through the Voice of Indians.
Further, Hypothesis testing is accomplished to know the significance of the study as well Model is developed
to comprehend the Success of Indian Branded products for its Global Occurrence by means of a Vocal
approach. The results in the study also depict that Indian companies should necessitate putting much emphasis
towards product quality of their Brands for making its Massive Global Occurrence and moreover Indian
customs ought to be sponsored typically in their products to make its charisma worldwide.

Index Terms - Local Brands, Massive Global Occurrence, Vocal Approach.
l. INTRODUCTION:

India is a land with variety of customers who mostly have the preferences based upon the domestic needs and
moreover evolves habitually on the family decision making for fulfilling those however with the progression
through era, the decision making of customers is now matching more towards the conviction of awareness
and gathering extra information about the Brands of diverse sectors as well. India has done an enormous
exertion during the recent times in reaching to the level of superiority as far making of local goods is
concerned and prominently for creating a brand name for which the continuance is being sustained
successfully by most of them. Indian brands do not often go Global however some Indian Brands have entered
the international market though it is an imperative time now for the utmost Indian Local Brands to make its
Massive Global Occurrence and this can be promoted to the maximum extent through the VVocal Approach.

Local Branding has created a sentiment in the minds of the people to prompt with a passion in nurturing a
positive approach towards being patriotic. India has numerous citizens however the common truth amongst
the persons is a staunch belief of being earnest with local brands and additionally of wishing for its widening
globally for which the steps in this path have instigated by Indian Companies and having a self-reliance for
making it a huge success. The Government with its best possible efforts is encouraging the Indian
manufactures to progress globally. Compassionate character is the basic element which Indian manufacturers
due to their positive approach are maintaining and also following the Indian ethos for making Indian Local
Brands immensely global.

Several analyses have been done looking at different outlook towards Indian Brands and this study has been
taken against the above backdrop for the need of Indian Local Brands for its Massive Global Occurrence
through the Vocal Approach and significantly the Voice of Indians unite in making this achievable. A
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strapping relationship of Indians with revered emotions which enclose around the Indian Brand and carry a
significant appearance with a purpose for the fulfillment of the expectations of Global Customer. The current
study is aimed at identifying the factors for Indian Local Brands for its Massive Global Occurrence by means
of a Vocal approach and exploring the relationship between factors for Indian Local Brands for its Massive
Global Occurrence by means of a VVocal approach.

1. REVIEW OF LITERATURE:

Dhiman et al., 2018 has highlighted that local and global products are existing in the Indian marketplace and
are acquired by consumers if those are apparent to bring substance to them. Shalender & Yadav., 2019
emphasized that the imperative function of managers' spirit in choosing the strategic way of the firm and
consequently its performance.

As per Srivastava (2020) Every major manufacturer in India is working hard to get their brand into people's
minds as an ‘In India made Product’ or product labeled as a ‘Made in India'. Kinra (2006) stated that for the
sake of prestige and quality connections, Indian consumers preferred global brands.

As per Thakur & Sharma (2022) Indian consumers think it is wrong and anti-Indian to buy foreign brands.
Indian shoppers believe that patriotic people should always buy products created in India. Also, purchasing
goods from foreign nations may have negative effects. Additionally, importing goods from other nations
might put a nation at risk of becoming import dependent, which is a dangerous scenario for any nation. Global
brands are ones that employ comparable positioning in all of their target markets, including the product, brand
name, and distribution plan.

(Levitt 1983; Jain 1989 in Kapferer; Schuling; 2016). Kapferer and Schuiling (2016), said that the success of
local brands can be harmed by organizations prioritizing global brand expansion. Customers have developed
a close and familiar relationship with local brands over time. (Kapferer & Schuiling, 2004).

Consumers in emerging markets, with increased disposable income and aspirations, are gravitating towards
global brands (Bhardwaj et al., 2011). Consumer brand preference can vary depending on product type, with
global brands potentially favored in some categories and local brands in others, irrespective of brand origin.

The need and motivation for businesses to expand internationally, or across borders, varies by industry. (Zeng
et al., 2012). For every product category, the relative performance of local and international brands may vary.
Schuling and Kapferer (2004) argue that supply chain effectiveness and cost-cutting strategies are driving the
growth of global brands more so than consumer demand. Japanese businesses like Toyota and Panasonic are
prime examples of this; in the late 20th century, they used economies of scale and strict quality control to sell
standardized goods all over the world.

There are substantial differences between different product categories and individual brands in the aspects
that contribute to a global brand's value and the methods in which this value translates into total firm value.
(Bengtsson et al., 2010; Steenkamp, 2014).

Global brands battle with their counterparts that possess a large market share in various markets. Local goods
are created and customized to meet the unique demands of regional markets. Despite being characterized as
“only available in a specific geographical region” (Dimofte, Johansson, and Ronkainen 2008, p. 118), The
distinctiveness and originality of the local brands in the market are among their own advantages. Local brands
have always profited from the consumer having a high level of awareness about the products or services being
offered in their nations.

Challenges Faced by Indian Brands in Achieving Global Success

There are many challenges that slow down the growth and global expansion of brands of India. Indian brands
face stiff competition from the Multinational Companies which have superior resources and better brand
recognition (Singh & Sharma, 2016). Also, the cultural differences and changing customer needs across the
markets require major adaptation and localization efforts (Batra & Kalra, 2017). Another thing to note is that
there is limited access to finance and inadequate infrastructure which can hinder the internationalization

[JCRT25A5366 \ International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org ] 1945


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 5 May 2025 | ISSN: 2320-2882

process (Kumar & Singh, 2018). The negative perspective on country of origin that the developing nations
carry, this can impact the perceived quality and value of Indian brands (Chaudhuri & Holbrook, 2015).

Strategic Approach to achieve Internationalization Success

To overcome the challenges and capitalize on the opportunities, Indian brands need to adopt a strategic
approach to internationalization. Creating a powerful brand identity that appeals to both domestic and
international consumers is crucial for success (Singh & Sharma, 2016). It is very important to leverage digital
technologies and utilize the digital platforms for marketing, sales, and customer engagement. It helps the
companies to reach a wider audience and enhance their visibility (Sharma & Singh, 2019). It is crucial to
adjust to local markets. It is crucial to tailor goods and services as well as marketing tactics to the unique
requirements and tastes of various markets. (Batra & Kalra, 2017). Companies need to have the focus on
quality and innovation. By constantly innovating and ensuring a high product quality it can help the brands to
differentiate themselves from the competition and build a very strong reputation for themselves. (Kumar &
Singh, 2018). Joining hands together with other global leaders, it can provide the companies with access to
new markets, resources, and expertise (Chaudhuri & Holbrook, 2015).

India being the developing country and one of the youngest nations in the world, the businesses are expanding
and the manufacturers are aware of the applications of social media and usage of vocal approach to make the
brand global. Now-a-days, companies have shifted from local markets to the global markets for business
growth through reaping the benefits of globalization.

I1l.  MATERIALS AND METHODS:
Objectives of the Study:

1. To find the critical factors of Indian Branded products for its Global Occurrence by means of a VVocal
approach.

2. To develop a Model for the Success of Indian Branded products for its Global Occurrence by means of
a Vocal approach.

Hypothesis of the Study:

HoV1: Indian Branded products as a sense of pride is having no relationship with Investments on Research
and Development that is required by Indian Brands to reach internationally at a massive level

HoV2: Indian Branded products as a sense of pride is having no relationship with Indian customs to be
sponsored typically by Indian Brands in their products to make its presence worldwide

HoV3: Indian Branded products as a sense of pride is having no relationship with Partnership of certain
Indian Brands with an International Brand in the global market to be precious

HoVa4: Indian Branded products as a sense of pride is having no relationship with Uniqueness of Indian
Brands to be steadily coupled with overseas traditions for its Massive Global Occurrence

HoVs: Indian Branded products as a sense of pride is having no relationship with Indian Companies to be
provided with a specialized training for understanding Standards of International levels prior to their entry
to the Global market

HoG:: Indian Branded products as a sense of pride is having no relationship with Indian Companies
requiring to put much emphasis towards Product Quality of their Brands for making its Massive Global
Occurrence

HoG2: Indian Branded products as a sense of pride is having no relationship with Indian Companies
requiring to put much fame towards Product Message of their Brands for making its Massive Global
Occurrence
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HoGs: Indian Branded products as a sense of pride is having no relationship with Indian Companies
requiring to put much eminence towards Product Price of their Brands for making its Massive Global
Occurrence

HoG4: Indian Branded products as a sense of pride is having no relationship with Uniqueness of Indian
Brands to be steadily coupled with overseas traditions for its Massive Global Occurrence

HoGs: Indian Branded products as a sense of pride is having no relationship with Government facilitating
more linkages of Indian Local Brands with International Markets for making its Massive Global
Occurrence

Demographic Profiling Variables Frequency | Percent (%)
Gender Male 42 54.5
Female 35 45.5
Urban 52 67.5
Area Suburban 6 7.8
Rural 19 24.7
Under 25 25 32.5
26-35 15 19.5
36-45 14 18.2
Age Group 46-55 5 6.5
56-65 13 16.9
Above 65 5 6.5
Homemaker 5 6.5
Student 25 32.5
Government Employee 5 6.5
Occupation Own Business 2 2.6
Private Employee 24 31.2
Retired 12 15.6
Others 4 5.2
Table 1

The current study has been based on a survey analysis. As per the Demographic Profiling (See Table 1), A
self-structured survey questionnaire has been used to gather data from 77 persons which constitute 54.5%
Males and 45.5% Females. Area too is considered in the study since it represents the backdrop of vicinity and
its relation towards the respondent’s participation. The vast majority of those surveyed are from urban areas.
A range of Age Groups have been considered in the study for which it reveals the participation has been
spread across diverse age groups and eventually considered their confidence though youths having proclivity
in the study. Occupation is significantly very imperative since its prosperity has been a major concern and the
mainstream of the respondents are Students in conjunction with Private employees.

Reliability Statistics
Cronbach's Alpha | No. of Items
75 11

Table 2

Tests were conducted on the survey for reliability and overall reliability score (Cronbach Alpha) of the 11
variables i.e. Indian Branded products as a sense of pride along with VVocal and Global Factors with each
consisting of 5 components has been 0.75 indicating its consistency (See Table 2).
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IV.  RESULTS AND DISCUSSION:

After captivating a descriptive analysis of the 11 variables i.e. Indian Branded products as a sense of pride
along with Vocal and Global Factors with each consisting of 5 variables. Correlation and ANOVA has been
also carried out to find the relationship between the various aspects for Indian Local Brand for its Massive
Global Occurrence by means of a Vocal approach. Further a Model is developed to comprehend the Success
of Indian Branded products for its Global Occurrence by means of a VVocal approach.

Indian Branded products as a sense of pride has been taken as a dependent variable whereas 5 variables as
independent variables of VVocal Factor i.e. Investments on Research and Development is required by Indian
Brands to reach internationally at a massive level (V1), Indian customs must be sponsored typically by Indian
Brands in their products to make its presence worldwide (V2), Partnership of certain Indian Brands with an
International Brand in the global market will be precious (V3), Unigueness of Indian Brands must be steadily
coupled with overseas traditions for its Massive Global Occurrence (V4), Indian Companies must be provided
with a specialized training for understanding Standards of International levels prior to their entry to the Global
market (\V5) respectively are measured. Further, 5 variables as independent variables of Global Factor i.e.
Indian Companies require to put much emphasis towards Product Quality of their Brands for making its
Massive Global Occurrence (G1), Indian Companies need to put much fame towards Product Message of their
Brands for making its Massive Global Occurrence (G2), Indian Companies need to put much eminence
towards Product Price of their Brands for making its Massive Global Occurrence (G3), Indian Companies
need to put much prominence towards Product Value of their Brands for making its Massive Global
Occurrence (G4), Government should facilitate more linkages of Indian Local Brands with International
Markets for making its Massive Global Occurrence (G5) respectively are measured as well.

Descriptive Statistics ‘ Variables | Mean
Indian Branded prc_Jducts as a sense of 41
pride

V1 4.2
V2 4.2
Vocal V3 3.6
V4 3.7

V5 4.1
Gl 4.4

G2 4.1

Global G3 4

G4 4.1
G5 4.4

Table 3

As per Table 3, In general results indicate that the Indian Branded products provide a sense of pride with
highest affinity. Overall results for Vocal Factor highlight the highest rating have been specified to
Investments on Research and Development required by Indian Brands to reach internationally at a massive
level as well to Indian customs to be sponsored typically by Indian Brands in their products to make its
presence worldwide. Further, it is palpable that the other variables are also considered to be mainly substantial
as well. In addition to the overall results for Global Factor highlights the highest rating has been specified
towards Government should facilitate more linkages of Indian Local Brands with International Markets for
making its Massive Global Occurrence and also that Indian Companies require to put much emphasis towards
Product Quality of their Brands for making its Massive Global Occurrence. Further, the other variables are
also measured to be largely substantial as well.
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Figure 1

As per Figure 1, it is evident that all the 11 variables i.e. Indian Branded products provide as a sense of pride
along with Vocal and Global Factors with each consisting of 5 variables each having an elevated proclivity
which indicate the Need of Indian Local Brands for its Massive Global Occurrence through the Vocal
Approach. In totality, all the components have an enormous position for making Indian Brands presence at
Global level.

Indian Branded ANOVA
products as a sense of | Correlations (Significance)
pride
V1 +0.292 0.006
V2 +0.512 0.000
V3 +0.145 0.401
V4 +0.032 0.186
V5 +0.159 0.142
Gl +0.328 0.016
G2 +0.189 0.061
G3 +0.269 0.116
G4 +0.268 0.000
G5 +0.477 0.000

*Significance at 0.05 Levels
Table 4

Table 4 divulge that there is an encouraging relationship between all the various aspects for Indian Local
Brand with Pride for its Massive Global Occurrence by means of a Vocal approach however correlations
between the Indian Branded products provide as a sense of pride by means of positive 0.512 correlation with
Indian customs which must be sponsored typically by Indian Brands in their products to make its presence
worldwide along with positive 0.477 correlation with Government should facilitate more linkages of Indian
Local Brands with International Markets for making its Massive Global Occurrence respectively are the zenith
connections which indicate these two as important forecasters for Massive Global Occurrence of Local
Brands. Further, other correlations between the factors also indicate strapping relationships.

In addition, referring to Table 4 for the perception of testing of Hypothesis through ANOVA is essential in
measuring the proposition of Indian Branded products which provide a sense of pride with the Factors of
Vocal and Global respectively. Indian Branded products as a sense of pride along with Vocal and Global
Factors with each consisting of 5 variables have been tested for corroborate for Null Hypothesis and are shown
as follows:

[JCRT25A5366 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org 1949


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 5 May 2025 | ISSN: 2320-2882

HoV1: Rejected; HoV2: Rejected; HoVs: Accepted; HoVa: Accepted; HoVs: Accepted; HoG1: Rejected; HoGa:
Accepted; HoGs: Accepted; HoGa: Rejected; HoGs: Rejected.

Model Summary®
Model R R Square | Adjusted R | Std. Error of | Durbin-Watson
Square the Estimate
1 .625% 390 298 .90520 1.866
a. Predictors: (Constant), V1,V2,V3,V4,V5,G1,G2,G3,G4 and G5
b. Dependent Variable: Indian Branded products as a sense of pride

Table 5

The Regression Model results are revealed through Table 5, the value of correlation is 0.625, coefficient of
determination is 0.390 and adjusted coefficient of determination is 0.298, and these variables explain the
29.8% of the variation and Durbin-Watson index is 1.866, which is acceptable to the model. This signifies
that Indian Branded products provide a sense of pride in having positive relationships with the variables as
predictors for Vocal and Global Factors respectively.

Coefficients?
Unstandardized Standardized
Coefficients Coefficients t Sig.
Model B Std. Error Beta
(Constant) -0.852 0.963 -0.885 | 0.379
V1 0.177 0.128 0.157 1.382 0.172
V2 0.412 0.172 0.304 2.399 | 0.019
V3 0.067 0.117 0.072 0.569 | 0.571
V4 -0.068 0.124 -0.067 -0.545 | 0.588
V5 -0.113 0.122 -0.106 -0.927 | 0.358
Gl 0.098 0.174 0.068 0.564 | 0.575
G2 -0.172 0.167 -0.118 -1.027 | 0.308
G3 0.219 0.143 0.169 1528 | 0.131
G4 0.08 0.146 0.062 0.548 | 0.586
G5 0.474 0.197 0.284 2.404 | 0.019
a. Dependent Variable: Indian Branded products as a sense of pride

Table 6

As per Table 6, Indian Branded products as a sense of pride as a dependent variable is a set of statistical
development for estimating the relationships between independent variables as predictors for Vocal and
Global Factors respectively and the equation of regression generated is:

= -.852+V1(.177)
+V2(.412)+V3(.067)+V4(-.068)+V/5(-.113)+G1(.098)+G2(-.172)+G3(.219)+G4(.080)+G5(.474)

V. CONCLUSION:

The results of the current study highlight that Indian Local Brands have a huge potential to make its Global
occurrence. It can be concluded that the affirm psyche of people of India amidst availability of large number
of Foreign Brands have also sentiment toward Indian Brands. India has an enormous prospective with its local
Brands for building a positive impact and by virtue of VVocal approach towards these to be utilized by putting
up of the best possible efforts in making Indian Brands transpire Globally.
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Figure 2

Further, as per Figure 2, it is apparent that interconnection of Indian Branded products and Vocal factor has a
wide-ranging connection with Global Occurrence which highlights to attach the confidence so that the focus
for self-belief is attained. Future research can be centered on the Case Studies of various individual Indian
Brands happening at Global level.
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