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Abstract

In the modern market, branding has traditionally been considered the main tool for
influencing consumer choice. However, with the development of digital platforms, the
question is becoming increasingly relevant: in what cases does a brand lose its value? The aim
of the master's thesis is to analyze the relationship between branding and functional
characteristics of a product and to identify the conditions when the consumer gives preference
to rational factors.

The thesis discusses the theories of brand perception, trust and value (Keller, Aker). In
parallel, the influence of product quality, price and practical benefits on decision-making is
analyzed. Special attention is paid to modern online platforms (for example, Temu, Amazon),
where consumer behavior is often based on real reviews and ratings instead of brand image.

The empirical part of the research showed that in low-risk and low-priced product
categories, consumers tend to pay more attention to price, quality, ratings and customer
reviews, while in high-risk, expensive and trust-based product categories, the brand still
maintains an important role. The findings confirm that branding does not disappear, but its

influence changes depending on the product category, price, level of risk and consumer need
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