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Abstract

In the contemporary marketing discourse, a brand is conceptualized as a pivotal strategic
mechanism that facilitates competitive positioning for organizations and exerts a significant
influence on the consumer decision-making process. However, this influence varies
fundamentally based on product specifications and faces distinct challenges in low-
differentiation, highly standardized markets. Although the construction and renovation materials
sector is rapidly expanding in Georgia, comprehensive empirical analysis regarding consumer
perceptions and decision-making processes within this industry remains scarce in Georgian
academic literature. This deficiency ultimately complicates the execution of effective branding

strategies for companies operating in the market.

To address this challenge, this master's thesis utilizes a mixed-methodological approach,
integrating both quantitative and qualitative methods. In the first stage of the empirical research,
a quantitative survey ($n=131$) was conducted among consumers who had purchased doors,
laminate flooring, or ceramic tiles (the three focus products of this study) within the past year.
The second stage was dedicated to eight in-depth interviews and a qualitative content analysis of
the digital communications of leading Georgian home improvement and construction

hypermarkets.

The study revealed a phenomenon of brand perception ambivalence among consumers. The
gathered data confirms that while consumers perceive a brand as a guarantee of quality on a
theoretical level, this attitude assumes an illusory character in real, day-to-day practice. Prior to
initiating the purchasing process, 56.5% of the respondents were completely unaware of any
specific brands for these products. Instead, their final choices were predominantly structured
around situational stimuli, country-of-origin image, and authoritative recommendations from
craftsmen (30.5%). Furthermore, the research indicates that leading retailers prioritize discounts

and promotional campaigns within their digital channels while ignoring manufacturer brands.



Consequently, the consumer’s trust signal shifts away from the manufacturing plant directly

toward the image of the hypermarket.

Based on the findings derived from this study, strategic recommendations were developed,
integrating marketing, service, and educational tools. Their practical application aims to reduce
product substitutability in the market and foster a stronger emotional attachment toward the

brand, even within the scope of the low-differentiation products examined in this research.

Keywords: Low differentiation, Brand perception, Consumer behavior, Commoditization, Brand

perception ambivalence, Country-of-origin effect, Emotional brand attachment.
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