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Abstract – This study examines the effect of product feedback on marketing strategies, with specific reference to Zudio, a value-

fashion retail brand. Product feedback, collected through customer reviews, surveys, and social media interactions, plays a 

crucial role in shaping brand perception and improving product offerings. The research explores how Zudio utilizes customer 

insights to refine its pricing, promotion, product design, and in-store experience. By analyzing both qualitative and quantitative 

feedback, the study highlights the importance of customer-centric decision-making in a competitive retail environment. 

Findings suggest that timely adaptation to consumer preferences not only enhances customer satisfaction but also strengthens 

brand loyalty and market positioning. The study concludes that integrating product feedback into marketing strategies is 

essential for sustainable growth and long-term success in the fast-fashion industry. 
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I. INTRODUCTION  
 

In the modern marketing landscape, product feedback has 

evolved from a supplementary managerial input into a 

central strategic resource that shapes organizational 

decision-making. As markets become increasingly 

competitive and consumer expectations more complex, 

firms can no longer rely solely on traditional marketing 

mix elements to achieve sustainable growth. Instead, 

marketing strategies are progressively designed, evaluated, 

and refined based on systematic interpretation of customer 

feedback, which reflects real market responses to products, 

services, and brand promises.  

 

Product feedback encompasses consumers’ evaluations, 

opinions, and experiences regarding product attributes 

such as quality, design, pricing, usability, and overall 

satisfaction. In the retail fashion industry, feedback 

assumes heightened importance due to the dynamic nature 

of consumer tastes, short product life cycles, and strong 

emotional involvement in purchase decisions.  

 

Zudio, as a prominent value-fashion retail brand, offers a 

relevant and compelling context for examining the effect 

of product feedback on marketing strategies. The brand 

has achieved rapid expansion by focusing on affordability, 

trend responsiveness, and in-store experience rather than 

heavy reliance on traditional advertising. Customer 

feedback plays a crucial role in shaping Zudio’s pricing 

strategy, product variety, store ambience, and reliance on 

word-ofmouth promotion.  

 

The significance of the present study lies in its contribution 

to both academic literature and managerial practice by 

offering an integrated understanding of how product 

feedback influences marketing strategies and, 

subsequently, consumer responses and organizational 

outcomes. In an era where customer-centricity is central to 

competitive advantage, examining feedback as a strategic 

driver rather than a passive outcome enhances the 

relevance and applicability of marketing research.  

From an academic perspective, this study contributes to the 

existing body of knowledge in marketing and consumer 

behaviour by integrating multiple constructs—product 

feedback, marketing strategies, customer perception, 

consumer behaviour, and customer outcomes—into a 

unified conceptual framework. While previous studies 

have often examined these variables independently, the 

present research advances theoretical understanding by 

analyzing their sequential and interdependent 

relationships. The inclusion of mediating variables such as 

customer perception and consumer behaviour, along with 

moderating demographic factors, strengthens the 

explanatory power of the model and addresses gaps 

identified in prior literature.  

 

Overall, the academic and practical significance of this 

study lies in its ability to bridge the gap between theory 

and practice. By demonstrating how product feedback 

functions as a strategic input in marketing decision-

making, the research contributes to scholarly discourse 

while offering tangible benefits for practitioners operating 

in the competitive retail fashion industry. 

 

Objectives Of The Study  

The study aims to achieve the following objectives:  

 To examine the marketing strategies adopted by Zudio 

with reference to pricing, product variety and design, 

store ambience, social media marketing, and word-of-

mouth promotion.  

 To analyze customer perception towards Zudio products 

in terms of brand image, perceived value, quality 

perception, and price fairness.  

 To study consumer buying behaviour and purchase 

intention towards Zudio products.  

 To assess the relationship between customer perception 

and consumer behaviour.  



 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 

Volume 4, Issue 2, Mar-Apr-2026, PP: 01-04 

ISSN:3048-7722 

 Page-2 

  

 To evaluate the impact of consumer behaviour on 

customer satisfaction, loyalty, and brand growth.  

 

Sample Size 

The population of the study consists of customers who 

purchase or have purchased products from Zudio retail 

stores located in Chennai city. These customers represent a 

diverse group in terms of demographic characteristics such 

as age, income, education, and occupation.  

For the purpose of the study, a sample size of 287 

respondents was selected. The sample size is considered 

adequate for conducting statistical analysis and drawing 

meaningful conclusions regarding customer perceptions 

and behaviour toward Zudio products.  

 

Hypotheses Of The Study  

Based on the conceptual framework and research 

objectives, the following hypotheses are formulated to 

examine the impact relationships among marketing 

strategies, customer perception, consumer behaviour, and 

customer outcomes.  

 

 Impact Of Marketing Strategies On Customer 

Perception  

 H₀ (Null Hypothesis): Marketing strategies of Zudio do 

not have a significant impact on customer perception.  

 H₁ (Alternative Hypothesis): Marketing strategies of 

Zudio have a significant impact on customer 

perception.  

 Impact Of Customer Perception On Consumer 

Behaviour  

 H₀ (Null Hypothesis): Customer perception does not 

have a significant impact on consumer behaviour.  

 H₁ (Alternative Hypothesis): Customer perception has a 

significant impact on consumer behaviour.  

 Impact Of Consumer Behaviour On Customer Outcomes  

 H₀ (Null Hypothesis): Consumer behaviour does not 

have a significant impact on customer outcomes.  

 H₁ (Alternative Hypothesis): Consumer behaviour has a 

significant impact on customer outcomes. 

  

II. LIMITATIONS OF THE STUDY 

 
Despite careful planning and execution, the study has 

certain limitations. The research is restricted to customers 

of Zudio stores located in Chennai, and therefore the 

findings may not fully represent customer perceptions in 

other geographic regions.  

 

The study uses convenience sampling, which may limit the 

generalizability of the results to the entire population of 

Zudio customers. Additionally, the responses collected 

through questionnaires are based on individual perceptions 

and may involve subjective bias.  

 

Time constraints and limited access to internal company 

data also restricted the scope of the research. Nevertheless, 

efforts were made to ensure that the data collected were 

reliable and that the analysis was conducted systematically.  

 

Table Shows Correlation Between Study Variables 

Correlations 

      

 Correlations   

    MKT_STR  CUST_PER  CONS_BEH  CUST_OUT  

MKT_STR  Pearson 

Correlation  

1  .964
**

  .953
**

  .953
**

  

Sig. (2tailed)     .000  .000  .000  

N  287  287  287  287  

CUST_PER  Pearson 

Correlation  

.964
**

  1  .964
**

  .961
**

  

Sig. (2tailed)  .000     .000  .000  

N  287  287  287  287  

CONS_BEH  Pearson 

Correlation  

.953
**

  .964
**

  1  .961
**

  

Sig. (2tailed)  .000  .000     .000  

N  287  287  287  287  

CUST_OUT  Pearson 

Correlation  

.953
**

  .961
**

  .961
**

  1  

Sig. (2tailed)  .000  .000  .000     

N  287  287  287  287  

 **. Correlation is significant at the 0.01 level (2-tailed).   
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Interpretation   

A Pearson correlation analysis was conducted to examine 

the relationships among marketing strategies, customer 

perception, consumer behaviour, and customer outcomes. 

The results reveal very strong and positive correlations 

among all major variables, and all relationships are 

statistically significant at the 0.01 level (p < 0.001).  

 

Marketing strategies show a very strong positive 

correlation with customer perception (r = 0.964), consumer 

behaviour (r = 0.953), and customer outcomes (r = 0.953). 

This indicates that improvements in pricing, product 

variety, social media engagement, word-of-mouth 

influence, and store ambience are strongly associated with 

favorable customer perception, stronger buying behaviour, 

and improved satisfaction and loyalty outcomes. 

  

Customer perception is also highly correlated with 

consumer behaviour (r = 0.964) and customer outcomes (r 

= 0.961). This suggests that when customers perceive the 

brand positively in terms of value, quality, fairness, and 

brand image, they are more likely to purchase frequently, 

revisit stores, prefer the brand, and ultimately become 

satisfied and loyal customers.  

 

Similarly, consumer behaviour has a very strong positive 

correlation with customer outcomes (r = 0.961), indicating 

that higher purchase frequency, repeat buying, impulse 

buying, and brand preference are closely associated with 

greater satisfaction, loyalty, recommendation intention, 

and perceived brand growth. .  

III. SHOWS PERCEPTION HYPOTHESIS – 1: IMPACT OF MARKETING STRATEGIES 

ON CUSTOMER 

   Model Summary
b
    

Mode l  R  R  

Squar e  

Adjuste d 

R  

Square  

Std.  

Error of 

the  

Estimat e  

Change Statistics   Durbin 

- 

Watso n  
R  

Square  

Chang e  

F 

Change  

df 

1  

df2  Sig. F  

Chang e  

1  .964 a  .930  .930  .35486  .930  3774.31 

5  

1  28 

5  

.000  1.824  

   a. Predictors: (Constant), MKT_STR    

   b. Dependent Variable: CUST_PER    

 
  ANOVA

a
    

 Model  Sum of 

Squares  

df  Mean  

Square  

F  Sig.  

1  Regression  475.278  1  475.278  3774.315  .000
b
  

Residual  35.888  285  .126        

Total  511.166  286           

  a. Dependent Variable: CUST_PER    

  b. Predictors: (Constant), MKT_STR    
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  Coefficients

a
    

 Model  Unstandardized  

Coefficients  

Standardized  

Coefficients  

t  Sig.  

B  Std. Error  Beta  

1  (Constant)  -.200  .065     -3.071  .002  

MKT_STR  1.039  .017  .964  61.435  .000  

  a. Dependent Variable: CUST_PER    

 

 

 

IV. IMPACT OF CUSTOMER  PERCEPTION ON CONSUMER BEHAVIOUR 
    

   Model Summary
b
    

Mode l  R  R  

Squar e  

Adjuste d 

R  

Square  

Std.  

Error of 

the  

Estimat e  

Change Statistics   Durbin 

- 

Watso n  

R  

Square  

Chang e  

F 

Change  

df 

1  

df2  Sig. F  

Chang e  

1  .964 a  .930  .930  .34643  .930  3800.22 

0  

1  28 

5  

.000  1.584  

   a. Predictors: (Constant), CUST_PER    

   b. Dependent Variable: CONS_BEH    

 

  ANOVA
a
   

 Model  Sum of 

Squares  

df  Mean  

Square  

F  Sig.  

1  Regression  456.068  1  456.068  3800.220  .000
b
  

Residual  34.203  285  .120        

Total  490.271  286           

  a. Dependent Variable: CONS_BEH   

  b. Predictors: (Constant), CUST_PER   

 

  Coefficients
a
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 Model  Unstandardized  

Coefficients  

Standardized  

Coefficients  

t  Sig.  

B  Std. Error  Beta  

1  (Constant)  .201  .059     3.433  .001  

CUST_PER  .945  .015  .964  61.646  .000  

  a. Dependent Variable: CONS_BEH    

 

  

A simple linear regression analysis was conducted to 

examine the impact of marketing strategies on customer 

perception. The results indicate a very strong positive 

relationship between marketing strategies and customer 

perception (R = 0.964). The coefficient of determination 

(R² = 0.930) shows that 93% of the variation in customer  

 

perception is explained by marketing strategies, which 

indicates an exceptionally high explanatory power of the 

model.  

 

The ANOVA results reveal that the regression model is 

statistically significant (F = 3774.315, p < 0.001). Since 

the significance value is less than 0.05, the model is  

 

considered highly significant. This confirms that marketing 

strategies significantly predict customer perception.  

 

The coefficient analysis further shows that marketing 

strategies have a strong positive impact on customer 

perception (β = 0.964, p < 0.001). The positive beta value 

indicates that as perceptions of pricing, product variety, 

social media engagement, word-of-mouth influence, and 

store ambience improve, customer perception towards the 

brand also increases significantly.  

 

The Durbin–Watson value of 1.824 suggests that there is 

no serious autocorrelation issue in the model, indicating 

the reliability of the regression results.  

 

Since the significance value is less than 0.05, the null 

hypothesis is rejected. Therefore, it can be concluded that 

marketing strategies have a significant and strong positive 

impact on customer perception of Zudio products.  

    

 

V. IMPACT OF CONSUMER  BEHAVIOUR ON CUSTOMER OUTCOMES 
 

   Model Summaryb    

Mode 

l  

R  R  

Squar 

e  

Adjuste 

d R  

Square  

Std.  

Error 

of the  

Estimat 

e  

Change Statistics   Durbin 

- 

Watso 

n  

R  

Square  

Chang 

e  

F 

Change  

df 

1  

df2  Sig. F  

Chang 

e  

1  .961 
a  

.924  .923  .37968  .924  3450.58 

1  

1  28 

5  

.000  2.106  

   a. Predictors: (Constant), CONS_BEH    

   b. Dependent Variable: CUST_OUT    

  
  ANOVA

a
    

 Model  Sum of Squares  df  Mean  

Square  

F  Sig.  
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1  Regression  497.432  1  497.432  3450.581  .000
b
  

Residual  41.085  285  .144        

Total  538.518  286           

  a. Dependent Variable: CUST_OUT    

  b. Predictors: (Constant), CONS_BEH    

 
  Coefficients

a
    

 Model  Unstandardized  

Coefficients  

Standardized  

Coefficients  

t  Sig.  

B  Std. Error  Beta  

1  (Constant)  -.083  .065     -1.268  .206  

CONS_BEH  1.007  .017  .961  58.742  .000  

  a. Dependent Variable: CUST_OUT    

 
A simple linear regression analysis was conducted to 

examine the impact of consumer behaviour on customer 

outcomes. The model summary indicates a very strong 

positive relationship between consumer behaviour and 

customer outcomes (R = 0.961). The coefficient of 

determination (R² = 0.924) shows that 92.4% of the 

variation in customer outcomes is explained by consumer 

behaviour, indicating a very high explanatory power of the 

regression model. 

 

The ANOVA results reveal that the overall regression 

model is statistically significant (F = 3450.581, p < 0.001). 

Since the significance value is less than 0.05, the model is 

highly significant, confirming that consumer behaviour 

significantly predicts customer outcomes. 

 

The coefficient analysis further shows that consumer 

behaviour has a strong positive and significant impact on 

customer outcomes (β = 0.961, t = 58.742, p < 0.001).. 

 

The Durbin–Watson value of 2.106 suggests no serious 

autocorrelation issues, supporting the reliability of the 

regression results. 

 

Since the significance value is less than 0.05, the null 

hypothesis is rejected. Therefore, it can be concluded that 

consumer behaviour has a significant and strong positive 

impact on customer outcomes of Zudio products. 

 

 

 

 

VI. SUGGESTIONS 
 

Based on the findings, Zudio should continue 

strengthening its pricing strategy to maintain its reputation 

as an affordable fashion brand. Since customers perceive 

Zudio as offering valuefor-money products, the company 

should ensure that product quality remains consistent with 

its pricing to sustain customer trust.   

 

Improving store ambience, layout, and product displays 

can further enhance the in-store shopping experience. A 

well-organized store environment, attractive displays, and 

convenient navigation can encourage customers to explore 

products more easily and make purchasing decisions more 

comfortably.  

   

VII. CONCLUSION 

 
The present study titled ―A Study on Effect of Product 

Feedback on Marketing Strategies with  

Special Reference to Zudio Products‖ examined how 

marketing strategies influence customer perception, 

consumer behaviour, and customer outcomes.. Most 

respondents perceive Zudio as a value-for-money brand 

with a positive brand image, and factors such as product 

variety, store ambience, social media promotions, and 

word-of-mouth communication play an important role in 

shaping customer perception and purchase decisions.  

 

Furthermore, the statistical analysis confirms that 

marketing strategies have a strong positive influence on 
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customer perception, which in turn significantly affects 

consumer buying behaviour and ultimately leads to 

positive customer outcomes such as satisfaction, loyalty, 

recommendation intention, and brand growth. The 

regression and correlation results demonstrate that these 

variables are highly interconnected, highlighting the 

importance of customer-oriented marketing strategies in 

the retail fashion industry. Overall, the study concludes 

that effective marketing strategies supported by positive 

product feedback and customer perceptions contribute 

significantly to enhancing consumer behaviour and 

achieving long-term customer satisfaction and brand 

growth for Zudio 
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