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Abstract: This study explores the brand identity of Vivo smartphones in Pune city, India, aiming to 

understand its impact on consumer perceptions, preferences, and purchase behavior. Through a 

combination of surveys, interviews, and brand association analysis, the research investigates various 

dimensions of Vivo's brand identity awareness among residents of Pune city. The study formulates 

hypotheses to examine the relationship between Vivo's brand identity and consumer preferences, 

demographic variations in brand identity awareness, the influence of marketing efforts on brand 

perception, and differences in consumer perceptions between Vivo and competing smartphone brands. 

Findings reveal the significant influence of Vivo's brand identity on consumer preferences, the effectiveness 

of marketing efforts in enhancing brand awareness, and distinct consumer perceptions of Vivo compared to 

competitors. The study underscores the importance of brand identity in driving consumer behavior and 

highlights opportunities for Vivo to strengthen its market position in Pune city's dynamic smartphone 

landscape. 
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