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Foreword 

Several decades ago, people lugged home from local A‘rana shops unremarkable bags made 
from the previous month’s newspaper. These contained raw kitchen consumables such as 
rice, sugar, flour, lentils—even masalas. Since everyone was buying this way there was nothing 
unusual. No one complained and life went on. 

But there was an unarticulated problem. When the rice from the gunny bag from which the 
paper bag was filled was exhausted, the next gunny bag had a different quality of product. In 
this way, month after month consumers paid full value for their purchase but ended up buying 
inconsistent quality. 

The reason for this variable quality was simple. The gunny bag was nameless. So even 

if the quality was poor, there was no one who could be held responsible. The kirana shop 

was simply a conduit for smuggling in dubious quality that had been sourced from a huge 

godown, which in turn was piled high with more nameless bags. This was the era of the 

commodity. 

The market changed when someone raised his hand and said, ‘I will guarantee excellence.’ 

He did that by placing a name and an emblem on a plastic bag and then working to ensure that 

each contained quality as promised. The story of branded goods begins here. 

Over the years, consumers realised that the gentleman who had promised to supply 

guaranteed quality had, indeed, lived by his word. And the gentleman in turn realised that the 

name and emblem was now being recognised as a symbol of assurance. People could blindly 

reach out for it and feel a sense of comfort. So for the first time, there was a value that began 

to be attached to the name; this was simply the premium people were now willing to pay—and, 

interestingly, without demur—for peace of mind. 

As more consumers accepted the fact that brands offered great value, more entrepreneurs 

raised their hands with the promise of at least equal quality. But equal quality did not provide 

an edge in the marketplace and a search for a product plus began. In this way consumers 

became more demanding and brands more powerful. 

The race for a share-of-pocket led to a highly complex market. In this volatile environment, 

battle-scarred category leaders were born. They were modern-day pied-pipers and they did 

everything right. : 

They researched the market, learnt to read the data that it threw up, developed products 

that consumers sought, created demand where none existed, crafted marketing and advertising 

strategies to reach an increasingly restless audience, and battled to protect hard-fought gains. 
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This book, Brand Management—Principles and Practices by Kirti Dutta, is an exceptional treatise 

on what makes a brand tick, what powerful doctrines come into play, the challenges that brand 

development faces, how brands can survive in a volatile market, why they need to be fe- 

energised, how marketing and communications strategies are developed... in fact, everything an 

ardent student or a curious reader wants to know about brands is out here in this exceptional 

commentary of real brands, real people, and real markets. 
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Preface 

A brand is not a name or an accessory added at the end of the production process. It is a value 

that needs to be considered at each and every step of the creation of the product. Branding is 

that differentiating factor that ensures the success of an organization in a highly competitive 

and product-cluttered world. A brand is a perceptual reality for the consumers. Consumers 

draw strength from the superior value associated with the perceptual entity of the brand. 

The brand perspective thus decides the fate of the firm in the marketplace. This is further 

reiterated by the fact that even though new brands are being launched, the success ratio for 

new brand launch is just 5 per cent. The growing importance of brand equity can be gauged 

by the fact that the focus of corporate mergers over the last decade has been more about the 

brand equity or the intangible assets of the brand rather than the existing focus on synergies 

to gain economies of scale. 

A brand can be delineated at three levels: organizational (through its vision), internal 

stakeholders (through internal branding), and external stakeholders (through brand identity and 

image). When these three move together in unison like a wheel, it ensures that the brand will go 

places. Brand is therefore a powerful force that binds the consumers with the organization and 

provides value to both the external and internal stakeholders. Brilliant execution of a brand 

provides innumerable opportunities in terms of brand extensions, and successful brands can 

be used to endorse new brand launches, which can lead to a portfolio of strong brands. 

Building a strong brand also requires an understanding of the brand in terms of product, 

pricing, promotion, and distribution. The Internet is an important growing media tool and is 

necessary both for communicating about the brand and for selling the brand. Building resilient 

brands requires an understanding of the brand architecture and branding strategies like brand 

extension and stretching. These then need to be managed over time for a profitable innings. 

Brands can consistently create excitement and buzz (with the help of various strategies) in 

the marketplace and be ageless and young forever. A brand can cash in on its effort by going 

global and also enhance its brand equity in the process. 

ABOUT THE BOOK 

Brand Management—Principles and Practices is specially designed to meet the needs of management 

students, faculty, and practitioners by presenting a comprehensive overview of creating, 

understanding, managing, and building brands. The book provides a complete understanding 

of brand management: from the steps that can be followed to create a brand to how the 
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brands can be sustained for longevity and growth of the organization. It tries to demystify and 

simplify the concept of creation, execution, and management of successful brands for current 

and future brand managers. The book is an attempt to understand how to build and manage a 

successful brand, so that the benefits can be reaped by the organization in monetary and non- 

monetary terms. It explores key topics such as brand identity, brand personality, brand image- 

building, researching and managing brand equity, organization culture, consumer behaviour 

towards a brand, and positioning of the brand. 

PEDAGOGICAL FEATURES 

The book provides a comprehensive understanding of a brand from both the consumer and 

brand management perspectives. The key concepts are explored with the help of global iconic 

brands, with a special focus on successful and resilient Indian brands like Amul, Life Insurance 

Corporation (LIC) of India, Godrej, Tata, Aditya Birla Group, Boroline, etc. 

Every chapter starts with outlining the scope of the chapter and concludes with key 

definitions and summary for better assimilation of the content. The text in each chapter is full 

of rich images and corporate examples and includes boxed exhibits for better understanding 

of the theoretical concepts explored. The critical review questions and Internet exercises help 

‘in applying the concepts studied to real-life situations. Each chapter is followed by a case 

study that helps in providing an understanding of the concepts studied. The case studies 

are contemporary and help in enhancing the analytical skills of the students. Each chapter 

has a link with the accompanying CD for better understanding of the concept and also CD 

exercise(s), wherein the student can think beyond the concepts discussed in the chapter 

through the videos and presentations that have been provided in the CD. 

KEY FEATURES 

The key highlights of the book are: 

e Looks at the concepts and pioneering research works of various practitioners and authors, 

and provides a holistic and broader learning 

e Provides rich insights into successful brands and includes exhibits with marketing insights 

from industry 

e Includes unique topics like creating a brand, understanding organizational culture for 

successful branding, consumer behaviour and brand buying decisions, and e-branding 
e Has been written in Indian context and numerous examples and case studies of Indian 

brands such as Kingfisher, Maggi, Airtel, Aircel, Micromax, ITC, and LIC have been 
discussed, which provide rich learning from their brand practices 

e Discusses practices of global and Indian companies such as Singapore Airlines, Lux, 
Amul, Tata Group, Aditya Birla Group, and so on 

e Explains concepts through tables, exhibits, images, figures, and case studies 
e Provides Internet exercises for each chapter to practice the concept studied 
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The key highlights of the CD are: 

e Links each chapter with the CD and provides an understanding of key concept of the 
chapter and includes exercise(s) for enhancing decision-making abilities 

e Includes insights about renowned brands by their brand managers through video case 
studies, television commercials (I'VCs), and presentations of iconic brands such as 
Aditya Birla Group, Amul, Yamaha Motors, Vodafone, McDonald’s, Max New York Life 

Insurance (MNYL), and Adani Wilmar Group 

e Includes a video on the making of Zoozoos, the popular Vodafone characters, which help 

in understanding the creative side of branding 

COVERAGE AND STRUCTURE 

Thebookisdividedinto five parts containing fifteen chapters, along witha multimediaCD. Various 

aspects of branding have been explored to provide a complete overview of brand management. 

Part I, Overview of Brand Management, consists of three chapters. 

Chapter 1, Introduction to Branding, explores the concepts of brand and branding. The history 

of branding, need for building strong brands, and the various challenges and opportunities 

that exist are explained. Chapter 2, Creating a Brand, explores the process of creation of 

a brand, starting from the vision and mission of the organization, the brand vision, and 

the creation of the brand identity to growing and sustaining brands over time. Chapter 3, 

Understanding Organizational Culture for Successful Brand Management, delves into the 

importance of aligning the staff with the brand value and performance, so that integrated 

welcoming experiences are delivered. 

Part II, Understanding and Measuring Brand Equity, consists of three chapters. 

Chapter 4, Brand Equity, gives an understanding of the concept of brand equity from consumer 

perspective and business customer perspective and discusses various factors contributing to 

brand equity. Chapter 5, Researching for Brand Equity, explains the various qualitative and 

quantitative measures that help track a brand and also understand the impact of various brand- 

building tools. Chapter 6, Measuring Brand Equity, explores the various ways by which brand 

equity can be measured, from the financial and consumer-based brand measures. 

Part III, Understanding Consumers and Markets, consists of two chapters. 

Chapter 7, Consumer Behaviour and Brand Buying Decisions, draws on the integrated 

approach of the main theories of consumer behaviour, how the customer decides about a 

purchase, and various factors affecting consumer behaviour vis-a-vis branding. Chapter 8, 

Brand Positioning, discusses the ways in which a brand can be positioned, so as to build a 

favourable perception for the brand in the target market. 

Part IV, Managing Brands, consists of three chapters. 

Chapter 9, Branding and the Marketing Programme, discusses the strategy to be adopted for 

the product, pricing, and distribution aspects of the brand and how all these strategies should 

provide a consistent brand image to the consumer. Chapter 10, E-branding—Building the 
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Brand Online, recognizes online media as an attractive tool to reach the audience and explores 

its use to build a brand. 

Chapter 11, Branding and Marketing Communications, discusses the management of the 

different channels of marketing communications from the perspective of building a brand 

and maintaining and enhancing brand equity. 

Part V, Building Resilient Brands, consists of four chapters. 

Chapter 12, Brand Strategies, gives a perspective on leveraging an established brand in the 

market through brand extensions and various branding and naming strategies. Chapter 13, 

Managing Brand Architecture, provides insights into how to manage brands successfully 

and how the brand portfolio can be rationalized to maintain a bouquet of successful brands. 

Chapter 14, Brands Over Time, discuses a number of strategies leading to brand longevity and 

strategies that can help the brand stage a comeback and be successful. Chapter 15, Brands in a 

Borderless World, provides an understanding of the various challenges and opportunities that 

a brand must address while going global. Localization and standardization strategies have been 

discussed along with the brand strategy that can be followed for global brand success. 

IN THE CD 

- The CD content is closely linked to the main text. A CD icon in the left margin of the text 

indicates digital support. This content, which would be very useful for classroom sessions, is 

divided into the following two modules. 

Understanding the Text This module contains 24 videos, 5 presentations, 6 e-cards, and 

12 wallpapers. Each chapter has a link with the CD for better understanding of the concepts 

through the accompanying material. 

CD Exercises This module contains 15 videos. Through these, the student can think 

beyond the concepts discussed in the chapter. 

System Requirements 

Operating System: Windows 2000 and higher 

Flash Player: Version 9 and higher 

Processor Speed: 500Mhz 

Sound card and speakers 

Nove: For security reasons, this CD is copy-protected. Users working on a LAN may need 
administrative rights to run the CD the first time. 

CD Content 

The CD content is divided in the following way: ; 

alibi 
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2. Creating a Brand e Presentation on Creating the e Adani Wilmar Corporate Ad 
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Features of the Book 

Creating a Brand 

Understanding Organizational : 

Culture for MAT Brand Exclusive Chapters 

Management E-branding—Building aif esinsose Includes exclusive chapters that 

the Brand Online help in better understanding 

brand management 
Consumer Behaviour and Managing Brand 

Architecture 
Brand Buying Decisions 

LEARNING OBJECTIVES 

Learning Objectives After reading this chapter, you will be able to understand the following: 
Includes the main objectives/ wer Concept of branding 
concepts that would be Significance of branding 

discussed in the chapter How branding evolved 
Need to build strong brands 
Key issues in branding 

ABOUT THE CHAPTER 

In this book, we begin the journey of learning about branding by first exploring the concepts Ch apter 

behind brands and branding. This chapter introduces the idea of a brand. It begins by tracing 

the history of branding, so as to give an idea of how branding has evolved over time and where Introduction 

it stands today. The chapter then builds a case for the need to build strong brands, and discusses 

the various challenges and opportunities that exist, which can be leveraged by organizations to apna Provides the scope 

create perceptual differentiation in the minds of the customers. Organizational success in the f hoch t! 

twenty-first century is defined by ‘what’ the organization does (i.e., what products or services of each chapter 

it offers) and most importantly ‘who’ the organization is (i.e., the corporate brand) (Keller and 

Aaker 1998; Keller and Richey 2006). This highlights the importance of building a successful 
brand in a highly competitive and maturing market scenario. 

CD Links ie) See how Amul is providing functional benefits to its consumers through the use of ts moppet asa symbol : 

Includes CD links Brand-customer relationships This includes the relationship the brand develops with 
th at ai d in better its customers, and consumers can associate the brand as their party companion, friend, adviser, 

; etc, For example, Titan launched its Raga series targeted at women with the ‘ek khoobsorat 

understanding tishta’ (a beautiful relationship) ad featuring Rani Mukherjee. The ad showed Rani waiting for 
of the concepts j her man with the watch as her companion. 

discussed in the 7 
book 



Exhibits 

Includes a number 

of exhibits on 

Indian and global 

brands 
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Figures 
Includes numerous 

of figures for weneneR 

easy 

comprehension 
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Exhibit 1.4 Branding Eggs 

The approximate consumption of eggs in India stands 

at 360 crore per month, and out of this around 60 lakh 

eggs are from the branded category. This segment 

Is catching up in the metros with a growth rate of 20 

per cent. Suguna group, Vangili Feeds, Keggs, and 

SKM are some of the key players in this segment that 

have differentiated their eqgs on the basis of protein, 

less fat content, herbal features, odourless eggs, etc. 

The best in business. 
Served by the best in the business, 

Source: Adapted from Aaker and Joachimsthaler 2000. 

Table 1.2 The top twenty most-tusted brands 

wade rotine AES? 
Table 1.4 Top ten most-trusted brands over the years 

Figure 1.1 Abrand is a product and much more 

est 

recognition 

Figure 5.2 

These eggs ensure quality and convenience to the 

customers, are hygienic, and have a premium look. 

Modern retail has given a fillip to retalling of branded 

eggs with stores such as Nilgiris, Easy Day stores, 

Spencers, More, etc, storing these branded eggs. The 

eggs are priced higher than the normal eggs, and if a 

pack of six normal eggs cost ¥18, the same number of 

branded eggs may cost up to 45 (Sujatha 2010), 

iilelintdnlhin 

images 

Includes various 

print advertisements, 

screenshots, and 

colour plates 

Purchase Post 
purchase 
evaluation 

Evaluation of 
alternatives 

Purchase process stage 

Impact of branding on purchase process stage 

Information 
search 

Tables 

Includes numerous 

tables that supplement 

the concepts 

discussed 



Key Terms 

Includes the main 

terms discussed 

in the chapter, 

along with brief 

definitions 

SUMMARY 

Measuring brand equity is important for an organization 

as it provides feedback about its branding activities, The 

measured equity is a report card of the organization and 

provides a backdrop for taking necessary action, so that 

the brand maintains its differentiation and lead in the 

market, The financial perspectives provide monetary 

value for brand equity and are important for mergers 

and amalgamations, whereas the customer perspectives 

provide a sound basis for the strategic and tactical 

marketing strategies of an organization. 

The various ways by which both can be measured 

are discussed and the methods that may be used by 

the organization, keeping in mind the nature of the 

organization, are outlined. The ways in which brand 

value or the financial value can be measured are cost- 

based valuation, market-based valuation, the royalty-relief 

aommrencas e 

Concept Review Questions 

. What is a brand? How is it different from a product? 1. 

. Enumerate five benefits of branding for the customers. 

. Enumerate four benefits of branding from the organi- 

Zation’s perspective. 

. Discuss the various issues in branding. Which, 

according to you is the most important and why? 

. Discuss the various levels of brand loyalty. What are the 

implications (if any) of these levels for the marketers? 

Critical Thinking Questions 

1. Discuss why an organization needs to build a brand, 

when it can simply sell its products and reap profits 

without having to spend on brand building. 

difference between a product and a brand’. 

Case Studies 

Includes cases of 

various Indian and 

global brands 

(with discussion RRS 
questions), which 

help in providing an 
understanding of the 

concepts studied 

method and the economic use method, Brand strength or 

the customer-based measures that can be adopted by an 

organization are: The Brand Asset Valuator Model and the 

Aaker Model 

The Brand Asset Valuator Model developed by Young 

and Rubicam measures brands on the basis of differentia- 

tion, relevance, energy, esteem and knowledge. On the 

basis of the brand's performance along these parameters 

they are then categorized into four quadrants—unfocused/ 

new, niche/unrealized potential, leadership declining and 

eroding. The Aaker Model consists of loyalty measures, 

perceived quality, awareness, differentiation measures 

and market-behaviour measures, These two measures 

can also be combined to measure the performance of 

an organization like in the example of Millward Brown 

discussed in the chapter. 

KEY TERMS 

Brand associations Anything and everything that is 

linked to a brand in the memory of the consumer. 

Brand attribute The tangible and intangible features 

along with the physical characteristics of the brand. 

Brand essence _ It is the brand identity that is meant to 

energize the internal audience of an organization. 

Brand gap The gap caused due to the difference 

between the brand identity established by the company 

and the brand image perceived by the customers. 

Internet Exercises 

the various brands of value-added eggs they are 

selling. How have they tried to brand these eggs? 

. Visit the website http:/Awww.dhampuresugar.com and 

see how the organization has branded a commodity 

item like sugar. 

CD Exercise 

View the Aditya Birla Group ad and discuss the benefits 

of building a strong brand in the light of the Aditya Birla 

Group. 

. Critically discuss the statement, ‘There is actually a 

Visit the website http:/Avww.sugunapoultry.com and 

check out the various brands of this group. Enumerate 

Summary 

Includes chapter-end 

summary that aids in 

recapitulation of the 

concepts discussed 

Brand identity A set of associations that the brand 

strategist seeks to create or maintain. 

Brand image A set of beliefs held about a particular 

brand by consumers. 

Brand personality A set of human characteristics 

associated with the brand. 

Brand tagline It is the brand positioning that is com- 

municated to the external audience. 

Exercises 

Includes a variety 

of chapter-end 

exercises that help 

in applying the 

concepts studied to 

real-life situations 

& McDonaid'’s 
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Each chapter has links with the accompanying CD for better understanding of the concepts and also includes 
CD exercises, wherein the student can think beyond the concepts discussed in the chapter. The CD includes 
videos and presentations of the following brands. 
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Introduction to Branding 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

Concept of branding 
Significance of branding 
How branding evolved 

Need to build strong brands 

Key issues in branding 

ABOUT THE CHAPTER 

In this book, we begin the journey of learning about branding by first exploring the concepts 

behind brands and branding. This chapter introduces the idea of a brand. It begins by tracing 

the history of branding, so as to give an idea of how branding has evolved over time and where 

it stands today. The chapter then builds a case for the need to build strong brands, and discusses 

the various challenges and opportunities that exist, which can be leveraged by organizations to 

create perceptual differentiation in the minds of the customers. Organizational success in the 

twenty-first century is defined by ‘what’ the organization does (1.e., what products or services 

it offers) and most importantly ‘who’ the organization is (i.e., the corporate brand) (Keller and 

Aaker 1998; Keller and Richey 2006). This highlights the importance of building a successful 

brand in a highly competitive and maturing market scenario. 

SIGNIFICANCE OF BRANDING 

Branding is one of the key issues and biggest challenges in corporate and marketing strategies 

(Opoku, Abratt, and Pitt 2006). A product that is not branded is a commodity, such as sugar, rice, 

etc., and while purchasing a commodity, one only considers its physical attributes and benefits. 

A brand, on the other hand, is a ‘lens through which the consumers view the product and the firm’ 

(Blythe 2007). It is basically a product with added dimensions that make it different in one way 
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or another from other products that satisfy similar needs (Keller 2004). For the consumers, 

a brand is a product, and the brand identifies the maker or the seller and the promise of 

consistently delivering the features /benefits that the consumers desire from the brand (Kotler 

and Keller 2005). Exhibit 1.1 shows an instance of a brand delivering on the promise of style. 

Brand association represents some product quality in the mind of the customers. 

(Superbrands, 2009) For instance, when a customer purchases Nike footwear, some assurance 

of quality comes with it and the subsequent confidence that the product is going to be of 

specific standards (Jauhari and Dutta 2010). This highlights the fact that a brand name, apart 

from identification, also provides a differential advantage, i.e., how the brand is different from 

“Exhibit 1.1. The Status Dilemma 
office one day. Meena told her about Tupperware—a 

global brand, recognized the world over. Tupperware 

products are excellently designed (see Image 1.1a) 

and have won prestigious awards like the Red Dot 

Award in 2009 (an award for excellence in product 

design instituted by Design Zentrum Nordrhein 

Westfalen in Essen, G. many), and the company 

has also featured in Forbes.com Platinum 400— 

America’s Best Big Companies List—for the sixth 

time in a row in 2009. Tupperware has ‘a range of high 

quality, lightweight, rust- and break-proof, colourful, 

airtight, stylish containers, which keeps food fresh for 

longer, thus avoiding waste’ (Superbrands, 2009) 

(See Image 1.1b). They are leak-proof as well, which 

means that Neha can carry and store curry and gravy 

Courtesy: Superbrands. items. 

- Image 1.1a_Tupperware’s high level of association 

with style; also see Plate 1 

Neha is a working woman, and she needs a lunch box 

to carry to office. She remembers her father leaving for 

work every morning clutching his colourless stainless 

steel lunch box. But Neha shudders at the thought of 

the look on her colleagues’ faces if she walks into office 

with such a lunch box. Neha has a number of options 

available in the market to choose from, but what she 

needs are bright trendy containers that can keep food 
fr sh for longer periods of time. 
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other products satisfying the same needs and wants of the consumer. This is why branding is 
gaining importance, and more and more products are being branded (Datta 2003), from commodity 
items such as salt (Tata Salt) and sugar (Dhampure Sugar) to technical gadgets such as the iPad 
and the Kindle. In spite of the cost involved, one hardly finds anything that is unbranded, as 
branding has a number of advantages and marketers look to tap these via their brands. 

HISTORICAL PERSPECTIVE OF BRANDING 

How did branding come into being? What functions does it perform? Has there been a change 
in its functions over time? Has the concept of branding changed at all? These are some of the 
questions that come to mind when we discuss the concept of branding. Let us now develop 
an understanding of the same. 

Studies show that brands and branding are not a recent phenomena. In fact, branding 

has existed for ages and can be traced back to the time when human civilizations originated. 

Early language was developed to convey information about two things—religion and business 

transactions. Business transactions (who’ is involved, ‘what’ was transacted, and ‘how’ much) 

were recorded using symbols. These symbols were pictorial in nature (also known as brand 

marks, logotypes, or icons) and were sometimes accompanied by some text and the use of 

colour. These ‘early brands’ can be called ‘proto-brands’ and their elements—i.e., the use of a 

logo, text, and colour—are important for brands even today (Moore and Reid 2008). Take, for 

example, the logo of Anchor Electricals. It includes a pictorial symbol, some text, and a red 

and white colour combination, which denotes stability and dependability (Superbrands, 2009) 

(see Image 1.2 for a black-and-white representation). 

ta ANCHOR 
Complete Electrical Solutions 

Image 1.2 Logo of Anchor Electricals 

A look at the history of the Harappan or Indus Valley Civilization, which existed in 2250— 

2000 BCE, shows the prevalence of branding in the form of seals. Craftsmen in Harrapan 

cities crafted stone and bronze seals, which were sold to merchants. These seals were attached 

to goods were used for dispatching information and for trademarking goods. The seals 

were used to identify the sender of the merchandise and the markings were used for storing 

information useful for trading—for manufacturers, re-sellers, and the government. According 

to Moore and Reid (2008), information helped in performing various functions of marketing 

like ‘sorting, storage, and transportation’. The use of Lord Shiva on the seals denotes the 

secondary use of seals to transfer some imagery to potential buyers or users. These seals are 

‘the earliest known examples of branding’, and were used by merchants to “brand their wares’. 

The seals are called ‘proto-brands or early type of brands, as they perform the function of 

modern-day brands by giving information regarding the quality and origin of the brand, and 

_ help in logistical functions as well.’ 
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Until the Iron Age (825-336 BCE), temples and palaces controlled the socio-economic 

activities. The Iron Age saw the rise of the entrepreneurial culture, which was market-oriented. 

This lead to market competition and gave an impetus to branding, as various entrepreneurs 

started branding their wares both for labelling and for use of imagery. Potters started branding 

their works as early as the seventh century BCE and Sophilos was the first Athenian potter 

to identify his work. This was done primarily to denote pride in the work and to elicit further 

orders. Mottos and slogans were used on Greek pottery to convey elaborate information 

or to provide ‘an image to the potential buyer’. A motto on a cup imported into Italy from 

Rhodes may be history’s first recorded commercial advertisement: ‘Nestor (a hero from Greek 

mythology) had a most drinkworthy cup, but whoever drinks of mine will straightaway be 

smitten with desire for the fair-crowned Aphrodite.’ This is an early example of using sex to 

sell wares, as Aphrodite is the goddess of beauty, sex, and love. 

The Greek market revolution around the 6th century BCE had lead to an entrepreneurial 

culture, and a look at the pottery industry of that time reveals the fact that in Greece, potters 

were making wares targetted at specific markets. Some potters were designing artistic wares 

and branding them to guarantee the content and also to market an image of value, power, 

etc. There were also those who produced less artistic wares, which targeted the mass markets. 

These potters, however, had to create persuasive packaging and attractive images to beat the 

competition at the retail level. The competition was intense, as the layout of the marketplace 

was such that the sellers were segregated on the basis of the products category of. Therefore, 

various brands of pottery were side by side. This shows a gradual transition of a brand from 

‘transactional to transformational’ (Moore and Reid 2008). The transactional function was 

utilitarian and provided information regarding the quality and the origin of the wares, which 

helped reduce risks and uncertainty at the time of purchase. The transformational function 

was fulfilled by building an image for the brand and included ‘status/power, inherent value, and 

finally, the development of a brand personality. These brand characteristics, through substantial 

efforts by marketers, connect well to the consumer side of the equation, relating to consumers’ 

cognitive representation of a brand or ‘brand knowledge’ as information (awareness, attributes, 

benefits) and image (images, thoughts, feelings, attitudes, and experiences)’. 

Moore and Reid (2008) state that while evidence from early societies proves that logos have 

been used ‘for as long as the record allows us to identify them the use of the term ‘brand’ only 

appears as such much later on in history. The term ‘brand’ became extended to ‘branding’ as an 
act wherein humans were stamped with embers or hot irons (also known as ‘pyroglyphics’) to 

identify harlots or wrongdoers, or for the identification of animals. The various characteristics 

of a brand from the early Bronze Age to the current times are highlighted in Table 1.1. 
The concept of branding evolved further in the twentieth century and the concept of brand 

personality gradually came into being. Brand personality is ‘the set of human characteristics 
associated with a brand’ (Aaker 1997). Brand personality enables consumers to express 
themselves through a brand. Aaker segregated five different dimensions that people associate 
with brands—sincerity, excitement, competence, sophistication, and ruggedness. Brand 
personality is not static, but evolves with the customers over time. We see a gradual transition 
of a brand from the utilitarian—where it provided information regarding logistics and origins 
in order to reduce a sense of risk and uncertainty (and thereby enhanced petceived quality) at 
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Table 1.1 Evolution of brand characteristics 

Brand Early Bronze IV Middle Bronze Age Late Bronze Age _The Iron Age The Iron A ge Modern ~ 
Characteristics (2250-2000 BCE) (2000-1500 BCE) (1500-1000 BCE) _revolution - (825-336 BCE) times 

The Indus Valley Shang China Cyprus {1000-500 BCE) Greece 
Ramee batts Eta SA UN 

ee 

Source: Adapted from Moore and Reid 2008. 

the time of purchase—to the addition of complex characteristics like image building (including 

status, power, value), and finally brand personality. Thus, over the years, there was a transition 

from the transactional (information-related) purpose of the brand to the transformational 

(image-related) purpose, where the brand personality helped in lending an image to the 

brand. Since consumption is culture and time-specific, ‘the ultimate role of the brand is to 

carry and communicate cultural meaning that is transactional (information-related) as well as 

transformational (image-related) in character’ (Moore and Reid 2008). 

BRAND DEFINED 

According to the American Marketing Association, a brand is ‘a name, term, sign, symbol, or 

design, or a combination of these, intended to identify the goods or services of one seller or 

group of sellers and to differentiate them from competitors’. This definition answers the what, 

why, and how aspects of a brand. The ‘what’ aspect of a brand is answered by ‘a name, term, 

sign, symbol, or design, or a combination of them’, the ‘why’ aspect is answered by ‘to identify 

the goods or services or a seller or group of sellers’, and the ‘how’ aspect by ‘differentiating 
them from competitors’. Exhibit 1.2 gives some facts of the Bata Shoe Organization—an 

iconic brand that has stood the test of time. 

aera Fiomnuws Naar ripe Pater teehee na ons * ees 

Contd 
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Exhibit 1.2 contd 
> 

e Bata is estimated to serve one million customers e¢ The Bata pricing is not a sales ploy and has 

each day and employs more than 40,000 people. nothing to do with psychological pricing as is 

e |t has sold more than 15 billion pairs of shoes— widely believed. The numeral 9 is used because 

more than the number of people who have walked the founder, Tomas Bata, was a ninth generation 

the earth during this time. If all the shoes sold by shoemaker. 

Bata are laid end to end, they would extend to Source: Superbrands 2009. 
12 million kilometres—more than 30 times the 

distance between the earth and the moon. 
eo eae a nahin 

A product becomes a brand when some dimensions are added to it to differentiate the 

product in some way from other similar products. The dimensions can be rational, functional, 

and/or tangible, or they can be emotional, symbolic, and/or intangible. In the former case, 
the dimensions can be related to the performance of the brand and in the latter case, ‘related 

to what the brand represents’ (Kotler and Keller 2005). Thus, a brand can also be defined 

as ‘a product that provides functional benefits plus added values that some consumers value 

enough to buy’ (Jones 1998). At the operational level, the function of the brand is to convey 

the identity of the brand, that it ‘embodies a specific set of unique features, benefits, and 

services’ to the consumers (Mascarenhas, Kesavan, and Bernacchi 2006). The top twenty 

brands of the year 2010 are given in Tables 1.2 (most-trusted brands) and 1.3 (most-trusted 

service brands). 

Tabie 1.2 The top twenty most-trusted brands 

oe ie » 

oe _- Rank 2010) 

Nokia Mobile 1 1 Close Up. 11 

oe 

AD oid no ate Bae 
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Table 1.3 The top twenty most-trusted service brands, 2010 

Brand» Rank Brand Rank 

Vodafone 1 Canara Bank 11 

~ BSNL 2 Tata Docomo Th te 
State Bank of India 3 Punjab National Bank 

=, Lic vag ae 4 Central Bank of india = st 

Tata Indicom 5 Idea Cellular 

ICICI 7 Indian Bank 

9 Aircel 

These brand rankings are the result of a survey conducted by Brand Equity and The 

Nielsen Company, and represent the brands that consumers are most familiar with and which 

provide ‘quality and reassurance’ to the consumers. The brand attributes considered for this 

measurement are given in Exhibit 1.3 (for a detail of the methodology, please refer to the 

chapter on measuring brand equity). 

Table 1.4 shows that we can brand both a product and a service. But is that all we can 

brand? Branding can be applied virtually to anything or anywhere. For example, in India, 

branding has also been applied to commodities such as salt (Tata Salt, Captain Cook Salt, etc.), 
sugar (Dhampure Sugar), eggs (see Exhibit 1.4: Branding Eggs), etc. It is possible to brand the 
following (Kotler and Keller 2005): 

e A service—for example, Life Insurance Corporation, State Bank of India 
e A product—for example, Nokia mobiles, Lux soaps, Knorr soups 
e A store—for example, Big Bazaar, Shoppers Stop 
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Table 1.4 Top ten most-trusted brands over the years 

Rank 2001 2002 2003 2004 2005-06 2007 2008 2009 2010 

17 ah Dettol Colgate Colgate Colgate Colgate Nokia Nokia Nokia 

2 Colgate Britannia _Dettol Lux Lux Vicks Colgate Colgate Colgate 

3 Rin Colgate  Pond's Rin Dettol Lux Tata Salt Lux Lux 

4 ThumsUp TataSalt Lux Dettol Pond's Nokia Pepsodent Lifebuoy — Dettol 

5 Dettol Lux Pepsodent Tata Salt Tata Salt Britannia Pond's Dettol Britannia 

6 Fair & Coca-Cola TataSalt Pond's LIC Detto! Lux Horlicks —_Lifebuoy 

Lovely 

7 Surf Pepsodent Britannia Fair & Lovely Vicks Lifebuoy Britannia TataSalt Clinic Plus 

8 Coca-Cola Pond's — A Britannia Britannia Pepsodent Dettol Pepsodent Pond’s 

9 Pepsi Pepsi Surf | Vicks Rin Pond’s Lifebuoy Britannia ‘Fair & Lovely 

: 10. = sine Close Up Bata Bata  TataTea Vicks nog Pepsodent 
 . |. ile 

Source: Brand Equity 2010. 

e A place/geographic location—for example, Taj Mahal, India (the Incredible India! 

campaign) 
e A person—for example, Aamir Khan, Amitabh Bachchan 

e An idea—for example, Worldwide Fund for Nature 

e An online organization—for example, Amazon, MakeMyTrip 
e An organization—for example, UNICEF 

Branding in itself does not denote success. Brands need to be managed over time, and brand 

managers need to constantly ensure the success of their brands, otherwise once successful 

brands can ride into oblivion (see Exhibit 1.5: ‘Hamara Bajaj’). 

“Exhibit.4 BrandingEggs 
he aporoxi ® consumption of eggs | in mela Sands These eggs ensure quality and convenience to the — 
< customers, are hygienic, and have a premium look. 

_ Modern retail has given a fillip to retailing of branded 

eggs with stores such as Nilgiris, Easy Day stores, 
Spencers, More, etc. storing these branded eggs. The 

eggs are priced higher than the normal eggs, and if a 

_ pack of six normal eggs cost 718, the same n 
= branded eggs may cost up to X45 (Sujatha 201 
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Exhibit 1.5 

The year 2009 was a watershed moment in the history 
of the scooter market in India. An iconic scooter brand 
that once symbolized an ‘Indian trying to survive, to 

maximize his resources, and who wanted to be mobile’ 

(Bhagat 2010), the Hamara Bajaj scooter was on its 

way out. Once the ‘strong symbol’ of ‘strong India’, 

the Bajaj scooter was to shut shop. Chetak, once the 

world's largest selling scooter, had stopped production 

in 2006-07. Its Kristal brand was losing market share 

and the sales were dropping in spite of the 15 per cent 

growth in the domestic scooter market (Chauhan 2009). 

Compare this to the 1980s, when consumers had to 

wait for their deliveries (with the waiting period extending 

_ to years), when it was a sought after wedding gift and 
strings were pulled for speedy allotments. A parallel 

lucrative industry grew around the waiting period and 

those who took a delivery, resold the scooters at a 

INTRODUCTION TO BRANDING _ ft 
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‘Hamara Bajaj’ — Fall of the rer 

LML scooters collected more than %120 crore just by 

booking scooters at 500 per scooter—though half of 

them were never delivered and the company went out of 

business after the motorcycle surge (Doval 2009). 

Post liberalization, the entry of Hero Honda into 

the market was the game-changer. The ‘Fill it, forget it 

positioning of Hero Honda immediately tilted the market 

in favour of the motorcycle. The sleek designs, fuel 

efficiency, and hi-tech features drove the final nails into 

the coffin. Bajaj felt the need to innovate and reinvent— 

scooters were on their way out and motorcycles were in. 

Bajaj tied up with Kawasaki to regain market 

confidence by selling over_half-a million motorcycles 

in a single year. The Caliber and Pulsar models 

followed and were an instant hit with the customers 

(Money Control 2006). Bajaj Auto wants to focus on 

the road ahead and become the motorcycle specialist 

11 

—— Saved to the Sone cost of the scooter. Rivals a stepping on its iconic scooter brand. 

as eases peeeeecamnt tae more eae ee DERE TE 

DIFFERENCE BETWEEN A PRODUCT AND A BRAND 

A product is the core focus of a firm, around which the activities of the firm revolve. It is what the 

organization produces or offers to the market for consumption, and what consumers purchase 

to satisfy their needs and wants. All the marketing activities revolve around the product and 

the product forms the thread that links all the activities and functions of the organization that 

revolve around the ‘offering’ to the market. If this ‘offering’ does not satisfy the customers’ 

needs and wants in any way, all the activities of the organization would have been in vain. 

‘A product can be a tangible object, an intangible service, or an idea, which a marketer has 

to offer to satisfy the needs and wants of the consumers’ (Jauhari and Dutta 2010). According 

to Kotler, Armstrong, Agnihotri, and Haque (2010), a product can be thought of at different 

levels, as discussed below. (Also see Exhibit 1.6.) 

Core product The core product is the most fundamental product sought by customers to 

satisfy their needs and wants. For instance, when customers want to print something they can 

purchase a printer, in order to reproduce a document they can buy a scanner or a photocopier, 

to listen to music they can purchase an MP3 player, when they want to move from one city to 

another they can purchase an airline ticket, when they want to communicate they can purchase 

a mobile phone of a landline phone, and when they are hungry they can order a pizza, etc. 

Actual product This second stage occurs when the core benefit that the manufacturer 

or service provider wants to supply in the market is transformed into an actual product with 

various attributes. These attributes are the features, design, brand name, packaging, and the 
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” Exhibit 1.6 rraperware che Different Levels of the Product 

The core product that Neha was looking for was a 

product that could store food. The actual product 

(Tupperware products) was developed by Earl Tupper 

in 1946 and continues to be made from 100 per cent 

food-grade, virgin plastic, which is free of the plastic 

odour otherwise common in such type of containers. 

at the same time airtight and leak-proof. Tupperware 

is an augmented product because it also comes 

with a lifetime guarantee. If the product is returned it 

is ‘recycled and reused to make non-food items like 

plant pots, pipes, etc. Thus, no plastic is dumped and 

the company contributes to a greener and cleaner 

environment’ (Superbrands 2009). The Tupperware products are stylish, lightweight, and 

quality level offered by the manufacturer or the service provider. Thus, an HP deskjet printer 

with a scanner and a photocopier attached provides consumers with a complete solution for 

copying and printing. 

Augmented product 

it leads to the third stage of the augmented product. These can be the delivery and credit facilities, 

When a product is accompanied by additional benefits and services, 

warranty, after-sales service, and product support services. Thus, when customers purchase an 

HP deskjet printer, they will get a manual with the complete information, warranty on the parts, 

a toll-free number and website details to have queries answered or any problems resolved. 

A product should be designed carefully and its features should be considered in detail, 

as it is these features that provide the ultimate consumer experience that brings consumers 

back to purchase the product again and again. The product should be reviewed from time to 

time as the environment is dynamic and technology is continuously opening up new avenues 

that provide immense opportunities to organizations for innovation. All products include the 

following (Aaker and Joachimsthaler 2000). 

Scope This includes the extent of the product a company plans to cover. For example, 

MDH makes spices, Atlas manufactures cycles, etc. 

Attributes The features and qualities of the product. Colgate toothpaste, for instance, 

contains clove oil, Dove contains moisturizer that keeps the skin soft and nourished, etc. 

Uses The various ways in which the product can be used. For example, mobile phones can 
be used for communication, Internet applications, as a camera, etc. 

Quality/value For example, there are many quality products from the house of Tatas, such 
as Tata Salt, Tata Indica (car), Tata Consultancy Services (IT services, business solutions), etc. 

Functional benefits The function that is performed by the product is important. For 
example, Big Bazaar performs the function of offering extra value- 

An organization that invests time and money in developing a product and making:it unique 
in the market needs to reap the benefits as well (see Exhibit 1.7). All the benefits of the 
product can be milked for a longer period of time, if the product is uniquely identified in the 
minds of the customers. This can be done with the help of a brand name. This name helps in 
uniquely identifying the product and along with it the following (also see Figure 1.1). 
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Exhibit 1.7 Tupperware—The Brand 

_ Brand Tupperware is notjust about selling products, but + These specially designed products that offer solutions 
about providing solutions that benefit customers. Health have instilled confidence in the Indian housewife, and 

_ being the biggest concern for Indians, Tupperware has changed her kitchen from the ‘traditional rasoi’ to the 
"Positioned itself on the health and wellness platform. It ‘moder kitchen’ (Superbrands 2009), while providing 
_ holds the ‘wealth of wellness’ programmes in schools __self-expressive and emotional benefits. 

to educate children about the health benefits of using 

Tupperware (Image 1.3). That it cares for the Indian an 
i consumers is reflected in the range of products it y 
_ has designed especially for the needs of the ‘Indian Wealthor ‘a 

housewife, her Indian kitchen, and Indian food’. Thus, it 

ge has products like the spice box, idli maker, heat-resistant 

«_sening spoons, refigrator bots, lunch bores to Courtesy: Superbrands. 
~ ensure that ats and wet foods ae — etc. Image 1.3 Brand positioning of Tupperware 

me tit! Ss 

bn + bad Sea eneie i 

Source: Adapted from Aaker and Joachimsthaler 2000. 

Figure 1.1 A brand is a product and much more 

Jhinrts 

brie 225 
Functional benefits This includes the various functional aspects of the brand, which 

can t 2 aided by user imagery, organizational associations, brand personality, symbols, brand- 
wiiiqub « 

a customer relationships, and country of origin. 
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Userimagery User imagery aims at creating a certain image of the person using a particular 

brand. Lifestyle brands use this to create an exclusive image for the customers purchasing their 

brands. For example, people who wear Armani clothes, Bvlgari watches, etc. are perceived as 

belonging to an elite section of society. 

Organizational associations This links the characteristics of the company to the brand, 

which creates an aura around it. For example, Tata products are associated with innovation 

and quality (‘from the house of Tata’). This is especially relevant for services, durable goods, 

and high-tech brands. 

; See how Amul in providing functional benefits to its consumers by providing organizational association. 

Brand personality ‘The personality of a brand makes it memorable and interesting 

for customers. Brand personality helps in increasing brand awareness and ‘developing a 

relationship with the customers’. It adds the dimension of youthfulness and energy to the 

brand. For example, Thums Up projects an outgoing and adventurous brand personality and 

is further reinforced by the use of Akshay Kumar as their brand ambassador. 

Symbols A symbol can be used to communicate the identity of the brand with a quicker 

recognition and recall. A symbol is a part of the identity of the brand and plays a strategic 

role in creating the image of the brand. A symbol that supports the functional benefits of the 

product helps drive across the message to the customers. For example, the Pillsbury doughboy 

who relates to fresh and light food, the Amul girl who is healthy and strong, etc. 

See how Amul is providing functional benefits to its consumers through the use of its moppet as a symbol. 

Brand-customer relationships ‘This includes the relationship the brand develops with 

its customers, and consumers can associate the brand as their party companion, friend, adviser, 

etc. For example, Titan launched its Raga series targeted at women with the ‘ek khoobsorat 

rishta’ (a beautiful relationship) ad featuring Rani Mukherjee. The ad showed Rani waiting for 

her man with the watch as her companion. 

See how Amul is providing functional benefits to its consumers by providing brand/customer relationship. . 

Country of origin The country of origin of the brand can be associated with the brand 

to add value to the product attributes. For example, watches from Switzerland, electronic 

products from Japan, etc. 

Self-expressive benefits Brands allow people to express themselves to others. 

Emotional benefits A consumer can derive emotional pleasure, such as pride, joy, thrill, 
etc. while consuming a brand. Emotional benefits such as entertainment, belongingness, and 
brand community can be created and it is these emotional benefits that are difficult to duplicate 
(Mascarenhas, Kesavan, and Bernacchi 2006). 
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a spol | ~ See how Amul is providing emotional benefits to its consumers. 

The brand name benefits as perceived by customers depend, to a large extent, on the benefits 
of the product (Rio, Vazquez, and Iglesias 2001). A product serves to fulfil a functional need 
of the ci stomer. A brand, on the other hand, includes both functional benefits and something 
extra in the form of added values and emotional experiences. The functional experiences can 
be duplicated, but it is the emotional bonds that are difficult for competitors to duplicate or 
break (Mascarenhas, Kesavan, and Bernacchi 2006). It can thus be said that all brands are 
products as they provide a functional benefit, but not all products are brands (Jones 1998). 
This is also true because it is extremely difficult to differentiate the many products and provide 
value at the same time. 

. r See how generic products like milk and butter were transformed into brand Amul. 

RATIONALE FOR BUILDING A BRAND 

We have studied what a brand is and the difference between a product and a brand. But, why 

do organizations need to invest time and money in building brands when they already have 

a product that can be offered to the market? Also, given that the transaction of a brand is 

between an organization and the consumers, the second question that comes to mind is, are 

the benefits of building strong brands restricted to organizations alone, or do the consumers 

benefit too? Let us see the various reasons and benefits of building a strong brand. 

Benefits of Building Strong Brands—Organizational Perspective 

A strong brand is an asset for any organization. It can help the firm by acting as: 

An identifier A brand name identifies the maker of the brand and helps in assigning 

responsibility during the distribution stage whether it be for storing, sorting, selling, or after- 

sales service (Kotler and Keller 2005; Moore and Reid 2008). 

A shorthand for information A brand name helps consumers store information related 

to the brand and thus helps them cope with the ‘deluge of marketing information’ provided 

to them (de Chernatony 2008). The quality of information stored for a brand is therefore 

important and guides the behaviour of consumers towards a brand. Brand extensions try to 

build on the brands in the hope that association with an existing brand will make it easier for 

consumers to accept the new extension. This is known as the ‘shorthand’ concept. 

Legal protection A brand name uniquely identifies the brand and its unique features 

and aspects, thereby providing legal protection for the branded product through trademarks, 

patents, and copyrights (jones 1998; Kotler and Keller 2005). Organizations invest a lot of 

time and money in building a brand, therefore legal ownership and protection helps a company 

protect and enforce its ownership. For example, as a brand strategy, Absolut Vodka continually 

monitors competitors’ activities to stop any organization from ‘adopting the name or bottle 

design’ (de Chernatony 2008). 
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Differential advantage Branding also helps in differentiating a product from other 

products in the product category (Jones 1998; Rio, Vazquez, and Iglesias 2001). 

Unique associations The mention of a brand name evolves a number of different 

thoughts and feelings in the minds of consumers. These associations are a result of the 

different feelings and images a brand creates in the minds of the consumers (Kotler, Armstrong, 

Agnihotri, and Haque 2010). 

Price premiums By building a strong brand and loyal customers, an organization can 

demand a higher price for its product (Kotler and Keller 2005). 

Enhancing customer loyalty Brand equity and trust are the most influential factors that 

lead to brand loyalty among the consumers (Taylor, Celuch, and Goodwin 2004). 

Higher market share A high positive customer perception about the brand leads to 

increased earnings and translates into a higher market share for the organization (Rio, Vazquez, 

and Iglesias 2001). 

Inelastic response to price increase A strong brand inculcates brand loyalty, and brand 

loyal customers are not easily swayed by price increases (Rio, Vazquez, and Iglesias 2001). 

As a barrier to the entry of other brands _ A strong brand can act as a barrier to the 

entry of other brands into the market, as brand loyal customers will take a longer time to 

switch to another brand (Kotler and Keller 2005). 

‘Can be bought and sold as an asset Brands can be measured in financial terms and 

can be found on the asset side in a balance sheet. Strong and successful brands can be bought 

and sold by organizations, and can also be at the centre of hostile takeover bids. For example, 

the Cadbury brand was bought over by Kraft Foods Inc. 

é eS » See the Amul video to understand the organizational perspective of building a brand. 

Benefits of Building Strong Brands—Customer Perspective 

For the consumers, branding is all of the following. . 

Source of identification Brand name identifies the source or the manufacturer of the 

product or service, thus helping consumers in the allocation of responsibility. 

Heuristic or proxy for quality The brand name acts as a symbol of quality for 

consumers. The brand name is also found to impact purchase decisions, when information 

about the quality of the product is not available to facilitate a customer’s decision-making 
(Jiang 2004). A brand name guarantees homogeneity of the products and instils confidence in 
consumers by denoting quality products (Jones 1998). 

Source of evaluation Consumers can evaluate different products on the basis of their 
brand attributes (Kotler and Keller 2005). It is easier to collect information about known 
brands, and therefore strong brands reduce the search cost for consumers. 

A tool to simplify decision-making On the basis of their experience with a brand 
(either through a search for information or through the use of the brand), consumers can 
easily decide which brand to purchase (Kotler and Keller 2005). 
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Riskreducer The brand, through its brand image builds confidence and trust in consumers 
and reduces the risk involved in making a purchase (Kotler and Keller 2005). The various risks 
that a consumer can perceive at the time of purchase are as follows. 

Financial risk Customers are concerned about value for money and feel that a brand 
may/may not deliver good value for money. 

Performance risk Customers are concerned about the performance of the brand and 
whether it will deliver according to the functional specifications. 

Time risk Consumers ate concerned about the amount of time they will spend on the 
collection of and information the pre-purchase stage. Also post-purchase, if the brand does 
not fulfil its promise, then how much time would they have wasted. 

Social risk Consumers are concerned about how their peers will perceive them if they use 

a particular brand. Will the use of the brand add to their self-image? 

Psychological risk Consumets should be satisfied with the brand, and it should match 

their self-image. 

The brand, by constantly delivering quality over a period of time and through its reputation 

and image, can act as a cue for the customers. It can remove or reduce the various risks 

involved and promote brand consumption. 

Tool to express self-image Customers consume brands to express their self-image, 

either an actual image or an ideal one, or both through the brand image (Ataman and Ulengin 

2003). Thus, consumers purchase brands that they feel best express their actual self or ideal 

self, or both and make a statement about themselves in society. 

TYPES OF BRANDS 

Brands can represent different value propositions, and thus the type of value provided can 

be categorized into (Iybout and Carpenter 2006; Ramaswamy and Namakumari 2009) the 

following. 

Functionalbrands When the functional value of a brand is highlighted along with the product 
features and efficient performance, the brand can be categorized as a functional brand. For 

example, the Nano car provides the functional benefit of transportation for the entire family 

at an affordable price, and Nirma offers a clean wash also at an affordable price. 

Image brands _ To differentiate itself from other brands and add value for customers, a 

brand can also build on its brand image and emphasize the image value. This image can be 

built by using celebrities like film actors, sports personalities, etc. The idea is that by using a 

particular brand, customers will feel as if they also belong to the same class or league. For 

example, the Scooty ads show Priyanka Chopra using the two-wheeler; Parker Pens show 

Amitabh Bachchan using the pen. Customers will want to purchase these brands to be in the 

same league as their favourite celebrities. | 

Experience brands _ A brand can project the unique experience customers will have on 

using it in order to create value. Service brands particularly use this to highlight the experience 

that the customers would get. For example, Kingfisher Airlines states Fly the good times’, 
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which customers perceive and interpret as “Fly 

five star’ (see Image 1.4). The ad highlights the 

experience of an ‘exclusive lounge and bar on 

board’ (Superbrands, 2009). 

BRANDING CHALLENGES 

The Indian market saw a deluge of new brands 

between February 2009 and July 2010; the period 

witnessed 1500 brand launches. New brands were 

launched in sectors like telecom, retail, automotive, 

FMCG (fast moving consumer goods), apparels, 

etc. There wete approximately three brands being 

launched in a day, but only 5 per cent of these 

survived. Some brands like Marico suspended the 

test run of its brand Saffola Zest (in the healthy 

snack category) due to poor market response (Pinto 

The best in business. | 
Served by the best in the business. 

Courtesy: Superbrands. 

Image 1.4 Kingfisher ad; also see Plate 1 
2010) (see Exhibit 1.8: Brand Survival). 

There are a number of challenges that brand managers have to overcome to see their 

product succeed. Brand managers have to understand these challenges well if they are to make 

effective branding decisions. Some of the key challenges are as follows. 

_ The market for organized products is growing, and 

_ brands have not yet penetrated the entire Indian market. 

New brands are being launched but the success ratio 

‘is only 5 per cent. All the same, this is better than 

the markets in the West according to Santosh Desai, 

CEO, Future Brands (cited in Pinto 2010) where the 

black-eye ratio is applicable. According to this, if 10 

brands are launched i in a yeer, only two survive and 

do well in twenty-four months and this comes down 

one brand i in seventy months, India still displays a 

uge | between organized and unorganized trade 
Come 

tegories. Modern trade, ‘still in its infancy 

A e sie holds a 1 lot of i pe for fleas 
Maruti Swift in the same ségment (at a price tag of 

<4 lakh) launched in the year 2005 is s going 

il, strong a and is the fourth largest selling car current 

at ala 

in the next ten years and will make launching brands 

easier (Pinto 2010). 

A lot of companies have launched new brands, but 

have had to pull them out because the desired results 

were not there. For example, since its entry into India 

in 1998, Hyundai has withdrawn the Elantra Sedan and ~ 

Terracan SUV from the market and is now ready tO = 

phase out its Getz model, which was introduced in the 
year 2004 at a price of $4.5 lakh. The car was meant 
for people who wished to upgrade from entry-level 
hatchbacks like Alto, Maruti 800, and its own Santro, 
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Exhibit 1.9 Future Group Is Kellogg’s ‘Cereal Killer’ 

Future Group is a prominent player in the organized 

fetail sector, and Kellogg's is a global player that 

commands a whopping share of more than 70 per cent 

of the Rs 400 crore breakfast cereal market in India. 

A year prior to boycotting Kellogg's, Future Group 

had boycotted Cadbury alse on the issue of margins. 

A series of conflicts have been brewing between 

modern retailers and FMCG companies with retailers 
~ When Future Group demanded a 15-16 per cent demanding higher margins on the sales of products and 
"margin as against the existing 12 per cent on the sales manufacturers accusing retailers of pushing their own 

_ Of Kellogg's products at its outlets, the cereal maker brands. In fact, Future Group replaced Kellogg's with 

_ tefused to budge. An angry Future Group decided to _ their own brand of ‘Tasty Treat’ cereals (Vijayraghavan 

3 and Bhushan Seek pan the. cree ss cara eet al its retail outlets. 

aneemnene anne EM BML MBA HH RA PANINI AG! 

Intelligent and educated customers These days consumers are well-educated about 

the brands available in the market and also about what to do and whom to complain to if 

the brand promise is not met. Internet has brought a wealth of information at the click of a 

mouse, and these well-informed customers choose intelligently. 

Growth of private labels — With organized retail catching up in India, we now find a number 

of private labels being sold at Big Bazaar, 98.4 Pharmacy, etc., which are giving the manufacturer 

brands a run for their money (see Exhibit 1.9: Future Group Is Kellogg’s ‘Cereal Killer’). 

Brand proliferation There are a number of brands vying for consumers’ attention, 

leading to increased competition and difficulty in differentiation of brands from competitor’s 

brands. Globalization has lead to brands being sold across geographical boundaries and this 

has further lead to brand proliferation (see Exhibit 1.10: Superbikes in India). 

Increasing trade power The power of retailers and wholesalers is increasing and 

organizations have to engage in a number of below-the-line activities to motivate retailers and 

wholesalers to sell their brands. 

Media fragmentation and the rise of the new media _ The growth in the number 

of television channels, radio channels, and magazines has resulted in the target audience 
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being distributed across these channels. This has added to the woes of the marketers, as the 

advertising budget has to be spread over a number of media, leading to increased costs and 

uncertainty regarding the attention of the audiences. 

Increasing cost of product introduction and support ‘To cut above the clutter 

and establish themselves, products need a lot of marketing support initially. Customers have 

a number of brands to choose from, and to catch their eye is a huge task for marketers. 

For example, Raymond Limited is scrapping its non-performing brands. It shut its home 

accessories brand ‘Be: Home’ two years after it was launched, and the kids wear brand Zapp! 

was closed four years after its launch. 

Increasing job turnover A brand is built over time and it requires consistent delivery of 

the brand promise by a team of dedicated employees. Money has to be spent on training and 

educating there employees about the brand and motivating them to deliver the brand promise. 

In such a scenario, job turnover is an issue that needs to be dealt with strategically. 

OVERCOMING THE CHALLENGES 

With markets maturing, brands can overcome the challenges in the market by creating a strong 

brand equity and building customer loyalty. It needs to be clarified that brand equity is different 

from brand loyalty. Brand equity is the favourable response (in case of positive brand equity) 

or the less favourable response (in case of negative brand equity) of customers towards a 

brand and the way it is marketed. One of the characteristics of firms that possess strong brand 

equity is ‘stronger brand loyalty’ (Keller 2004). It is said that “brand loyalty is both a dimension 

and an outcome of brand equity’ (Taylor, Celuch, and Goodwin 2004). Here we discuss these 

two constructs in detail. 

Brand equity A brand name has a differential effect on customers, and this influences 

the customer’s response towards a brand. This response of the customer is termed as brand 

equity (Keller 2004). Brand equity is defined as ‘a set of brand assets and liabilities linked 

to a brand, its name, and symbol that adds value to or subtracts from the value provided 

by a product or service to a firm and/or to that firm’s customers.’ (Aaker 1991). It is this 

biased behaviour towards the brand that motivates organizations to spend time and money 

in building a brand. This is further discussed in detail in the chapters on brand equity and 

‘measuring brand equity. 

ere eee 

ideo to understand how through the years, Amul has built a strong brand with high brand 

Brand loyalty Customer loyalty is often associated with a brand (Mascarenhas, Kesavan, 
and Bernacchi 2006). The market is cluttered with a number of brands, be it a manufacturer’s 
brand or the retailer’s own labels. A slight change in the market share has a significant financial 
implication, and it is the brand loyal customers that ensure sales in such a competitive scenario 
(Datta 2003). A 5 per cent increase in customer loyalty can enhance the profitability of a 
company by 40-95 per cent (Kim, Morris, and Swait 2008) depending on the type of industry. 
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Brand loyalty is a measure of how attached the consumer is to a brand. Brand loyalty tells 
one how likely a consumer is to shift to a newly launched brand or to an existing brand that 
is in some way upgraded (Aaker 1991). Loyalty is defined as ‘the biased (i.e., non-random) 
behavioural response (i.e., purchase), expressed over time by some decision-making unit, with 

respect to one or more alternative brands out of a set of such brands, and is a function 

of psychological (decision-making, evaluative) processes’ (Sheth, Mittal, and Newman 1999). 

Loyalty is both behavioural and attitudinal and can be expressed at the following five levels 

(Aaker 1991) (see Figure 1.2). 

Brand switchers These consumers form the lowest level of the brand loyalty ladder and 

are indifferent to the brand name. Their buying decisions are based on price, availability, etc., 

and they do not attach any importance to the brand. 

Habitual buyers Such types of customers are satisfied with a brand and are characterized 

by the absence of any kind of dissatisfaction with the brand. They are habitual buyers, but 

can also switch over to another brand when provided with proper stimuli by competitors. All 

the same, it is quite a task to reach out to such customers as they have no reason to be on the 

lookout for alternatives. 
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Switching-cost loyals These customers are similar to habitual buyers, as they are also 

satisfied with a particular brand. They are different from habitual buyers in that they have 

a switching cost as well, which can be in the form of ‘time, money, or performance risk 

associated with the switching,’ These customers can be induced to switch over to a new brand 

by offering them a benefit that is large enough to compensate the risks involved. 

Friends of the brand These consumers really like a brand and consider it a friend. They 

prefer the brand, have a liking for the brand, and are emotionally attached to the brand. 

Committed customers These customers form the top rung of the brand loyalty ladder. 

They are committed towards the brand and feel that the brand helps them in expressing 

themselves, or that the functional use of the brand is extremely important to them. They take 

pride in the brand and even recommend it to others. 

These five levels are indicative and there can be overlaps and combinations of levels. For 

example, there can be customers who like the brand and have a switching cost as well. There 

can also be other exceptions, for example, there may be customers who are dissatisfied with 

a brand, but continue to use it because of the non-availability of alternatives (for instance, 

earlier in the Indian aviation sector, even dissatisfied fliers had to fly Indian Airlines or Air 

India in the absence of any competing airlines), or because the switching cost is high, etc. The 

various benefits of brand loyalty and the factors affecting the same are discussed in detail in 

the chapter on consumer behaviour and brand-buying decisions. 

KEY ISSUES IN BRANDING 

Branding is an important aspect of marketing that creates an identity for the product and the 

organization. The challenges that can be faced by marketers in branding are as follows. 

Whether to brand or not The question is whether to sell a product as a commodity or 

to brand it? A brand once created has to be very cautious about its quality and the customer’s 

experiences with it, as any negative issue can be detrimental for the brand. A commodity, 

on the other hand, will not die quickly even if there is an incident or crisis. If the situation 

demands it, an organization can even change the name of the commodity and sustain it in the 

market. Although the initial stages of branding may be difficult, an established brand creates 

a lot of opportunities for organizational success and results in increased earnings for the 

company. 

How to build brand equity Just building a brand is not sufficient. The idea is to build 
a brand equity that translates into profits and earnings for the organization. Building a brand 
that resonates with the customers’ expectations and self-belief is important. The chapter on 
building brand equity—the customet’s perspective highlights how a brand can build positive 
equity that results in brand loyal customers. 

How to measure brand equity Brand equity needs to be measured from time to time, 
so that strategies can be guided by the feedback from the market and the customers. There 
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are various ways by which brand equity can be measured. These are broadly divided into 
brand value, which consists of the financial parameters, and brand strength, which consists 
of customer-based measures. As an organization, it is important to decide how the company 
intends to measure its brand equity—either through the financial parameters or customer- 
based measures, or a mix of both. The chapter on measuring brand equity looks at this issue 

in detail. 

Understanding customers and how they purchase a brand An understanding of 
the customers’ perceptions and attitudes towards a brand is important. It helps marketers 
decide on their branding and product mix strategies. An understanding of the customers is 

also. imperative, as the marketers have to try and influence this behaviour in such a way that it 

is favourable to their brand. 

How to position the brand = Once an organization understands the consumers’ attitudes 

and the way how to influence them, it can position the brands in such a manner so that this 

perception fits in well with what is important to the consumers at the time of purchase. 

Organizations need to inculcate the brand values that the customers are looking for and clearly 

communicate the same to them so that their brand achieves a top of the mind recall among 

the customers. The various ways by which a brand can be positioned are discussed in the 

chapter on brand positioning. 

Which marketing mix strategies to choose Once the brand characteristics and 

attributes have been decided, the next steps for the organization are to design the product, price 

it, package it, and deliver it to the customers. It then has to communicate this to the customers 

to build awareness, recognition, and recall for the brand. Previous studies on marketing show 

that for each mix, there are a number of strategies and that an organization must choose 

from them to build a brand. The idea is to build an integrated brand image and since all the 

elements of the marketing mix communicate, they should be chosen with great care, so that 

they all add to the brand equity. Online marketing is also on the rise, and with more and more 

customers going online, organizations could ignore this tool only at their own peril. Since 

online marketing is relatively inexpensive and has a wide reach, it is an attractive strategy in 

branding. However, marketers should take care while building their brands through this media 

because any miscommunication could cost the brand dearly. The chapters on branding and 

marketing programmes and branding and marketing communications deal with the same. 

How to design branding strategies The task of a brand manager is not over even 

after a brand has been established. Managers have to design their brand architecture and the 

number of brands they need to keep in their portfolio in the different product categories that 

they intend to cater to. A major task is to choose whether to opt for brand extensions or to 

own different brands. If brand managers opt for brand extensions, they can leverage their 

brand using the existing brand equity of the established brand. On the other hand, establishing 

different brands gives the opportunity to own well-recognized brands in different product 

categories, which can then be extended further. This is discussed in detail in the chapter on 

brand strategies. 
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How to manage brands over time The world is getting hypercompetitive and 

consumer trends are evolving. A brand that is stagnant and does not adapt to the changing 

times is bound to die a natural death. Brand managers, therefore, need to track the changes 

in the external environment and help grow and sustain their brand over a long period 

of time, so that the coming generation adopts the brand with the same alacrity as the 

generation before them. This is a challenge for marketers; all great brands have stood 

the test of time and have reinvented themselves in order to continue to be relevant to 

customers even today. This is discussed in further detail in the chapter on managing brands 

ovet time. 

How to manage brands across geographical boundaries The world is a global 

village, and brand managers need to market their brands across geographical boundaries to 

remain competitive and enhance profitability. While marketing a brand beyond existing borders, 

an organization has to consider a number of issues before adopting a branding strategy. The 

chapter on brands in a borderless world takes a detailed look at these issues. 

SUMMARY 

Branding is a key issue and a challenge that can define 

the life of a product and hence of the organization in the 

marketplace. For the consumers, a brand is a product but 

for the organization, it is a mammoth task to convert a 

product into a brand. 

A brand is different from a product. To be successful in 

a highly competitive market, a brand must provide some 

differential advantage. The benefits are successful legal 

protection, price premiums, and customer loyalty. Benefits 

to the customer are a proxy for quality, help in decision- 
making, and reduction in purchase risk. 

There are three types of brands: functional brands, 

image brands, and experience brands. Challenges to 

creating a successful brand are better-informed consumers; 

the growing number of private labels; competition from 

local, national, and global brands; fragmented media; and 

large employee turnover. Brand equity and brand loyalty 

can help marketers, the key issue then is how to build 

and measure brand equity. An in-depth understanding 

of the consumers’ purchase decision-making process 

and subsequent appropriate positioning and developing 

of the marketing mix, the branding strategies, and the 

management of brands over time is becomes important. 

KEY TERMS 

Brand Aname, term, sign, symbol, design, or a combi- 

nation of them, intended to identify the goods or services 

of one seller or group of sellers and to differentiate them 

from competitors. 

Brand equity Brand equity is the added value (positive 

or negative) that a product or a service is endowed with 

due to a perception of the customers towards the brand. 

Brand loyalty Brand loyalty is having a particular brand 
as the primary choice while making a purchase. 

Proto-brands Early brands that existed since the origin 
of civilizations. Their brand elements were logo, text, and 
colour. 



EXERCISES 

Concept Review Questions 

1. What is a brand? How is it different from a product? 
2. Enumerate five benefits of branding for the customers. 
3. Enumerate four benefits of branding from the organi- 

zation’s perspective. 

4. Discuss the various issues in branding. Which, 

according to you is the most important and why? 

5. Discuss the various levels of brand loyalty. What are the 

implications (if any) of these levels for the marketers? 

Critical Thinking Questions 

1. Discuss why an organization needs to build a brand, 

when it can simply sell its products and reap profits 

without having to spend on brand building. 

2. Critically discuss the statement, ‘There is actually a 

difference between a product and a brand’. 
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3. How are brand equity and brand loyalty different when 

both are responsible for the increased sales of an 

organization's brands? 

Internet Exercises 

1. Visit the website http://www.sugunapoultry.com and 

check out the various brands of this group. Enumerate 

the various brands of value-added eggs they are 

selling. How have they tried to brand these eggs? 

2. Visit the website http://www.dhampuresugar.com and 

see how the organization has branded a commodity 

item like sugar. 
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Cooking Up Maggi Noodles* 

Maggi Noodles was launched in 1982 by Nestlé India 

Limited as Maggi 2-Minute Instant Noodles under the 

prepared dishes category. Nestlé is a Swiss company, 

whose link with India goes back to 1912, when it was well 
known as ‘Nestlé Anglo-Swiss Condensed Milk Company 
(Export) Limited’. Since then, Nestlé has stood its ground 

firmly in India, by setting its foundation as a well-known 

brand, offering solutions to customers’ wants in different 

segments. The brand still commands an envious market 

share of more than 90 per cent and has successfully 

launched sauces, pastas, and soups (Chamikutty 2010a). 

Maggi Noodles is one of those brand names for whom 

*Amit Bhargava (Management Executive — Marketing, Global Agrisystem Pvt. Ltd) and Akansha Lamba (Management Executive — Consultancy 
and Projects, Global Agrisystem Pvt. Ltd). 



the quote, ‘I came, | saw, and | conquered’ is apt. The 
brand replaced favourite Indian desi snacks such as 
samosas and kachoris with a hot bowl of Maggi Noodles 
(Viswanath 2002). Over the years, the success of the 
brand has been commendable, especially considering the 
fact that it had the added task of creating the category as 
well (Das 2010). 

‘Fast to Cook ... Good to Eat Maggi 2-Minute Noodles’ 

Maggi used the tagline of ‘fast to cook, good to eat’ to woo 

the Indian audience in the early 1980s. Maggi understood 

the consumers’ inertia and apathy to try new things 

(Chamikutty 2010b). Indian consumers, at that time, were 

evincing interest in Chinese noodles and Maggi launched 

its noodles to take advantage of this craze (Das 2007). 

It offered convenience to the housewife and at the same 

time did not undermine her involvement with the kids 

(Sharma 2010). The housewife could be creative and 

add her own variations to the recipe by adding different 

vegetables to the noodles. Maggi blended itself with the 

Indian culture, which is known as the land of masalas and 

curries. It launched the masala flavour in the introductory 

stages, which was instrumental in making the brand a 

success in the industry. The masala flavour made its way 

in to the heart of the consumers, and Maggi found a place 

in the monthly budget plan of a household (Das 2010). 

An uphill task 

The task for Maggi Noodles at the time of its launch was 

twofold—first to promote the concept of noodles and 

second to establish the brand and educate consumers 

about the advantages of the brand. The use of brand 

elements like its tagline ‘Fast to cook and good to eat’ 

and its catchy jingle ‘mummy bhook lagi hai’ (Mummy | 

am hungry) helped in brand recall. The brand targeted 

mothers with the convenience plank and children with 
the fun element. The advertising campaign was followed 

by promotional activities to encourage consumers. Free 

samples were given away in metros and small towns to 

introduce the brand to consumers. Promotional trial packs 

were distributed in schools as well (Sharma 2010). The 

other promotional activity that helped in attracting the 

target market was the introduction of schemes offering 
‘gifts such as toys and utensils in return for empty noodle 
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packs’. This promotional stint not only helped the brand 

identify its potential consumers, but also helped it create 

a new market segment—the segment of the ‘instant 

noodles’, which greatly attracted the Indian consumers. 

Maggi never looked back. With time, everybody wanted a 

hot bowl of Maggi Noodles, which became a trustworthy 

companion for breakfast, lunch, and dinner (and 

occasionally the in-between meals). Moreover, if you did 

not feel like cooking or the end-of-the-month budgetary 

constraints did not allow eating out, Maggi was always a 

good substitute. Soon, Maggi became as synonymous to 

noodles as Xerox to photocopiers. 

Wastage of 2 minutes 

In the years of the 1990s, Maggi saw a phase of 

downfall— unimaginable for a brand that had built and 

ruled the category. This undreamt-of-situation occurred 

when Indo-Nissin came in with Top Ramen Noodles, a 

product relatively similar to Maggi, but with a twist in the 

taste category (see Image 1.5). Top Ramen was not alone 

in entering the market in that era (Sharma 2010). Another 

brand was the Nepal-based company Wai Wai. Both these 

brands instantly took charge of the market, as there was a 

difference in their flavours as compared to Maggi. Image 1.6 

shows what Wai Wai had on offer. 

In 1997, Maggi tried innovating itself to add excitement 

to the market. Its noodles got thinner and there was the 

addition of a new flavouring agent named ‘tastemaker’. 

This new variation instead of taking the brand to a new 

high dampened the consumer’s enthusiasm and damaged 

its brand image. Maggi Noodles touched its lowest point 

in the entire 15 years of its existence in the country. On 

seeing the negligible impact of the new flavouring, Maggi 

Noodles Masala was completely phased out, instead new 

variants were tried, and Maggi Macaroni was brought in. 

The macaroni did no good to save the Maggi Noodles 

brand and therefore was phased out as well, two years 

after its launch. 

For two years, Maggi experimented with its noodles. 

It finally understood that the path to recovery was the 

original flavour. To heal its deteriorating brand image, it 

re-introduced the Maggi Noodles Masala in 1999. Nestlé 

brought back the much loved Masala Noodles, but this time 

keeping in mind the market trend, they gave it a twist of 
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Ramen Since 1970. 

» The versatility of Top Ramen makes It a true 
‘farnily favorite. It's a soup, it's ramen noodles, 

and it's the best value you'll ever find in the 

grocery store. And with so many ways to enjoy 

Top Ramen, it's one meal that always stirs the 

appetite. Check out our recipe collection or 

submit your own recipe ideas, We just may 

include them for Top Ramen fans everywhere 

to enjoy. 

Source: http://www.nissinfoods.com/topramen/. 
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Image 1.5 Flavours offered by Top Ramen Noodles 

being ‘healthier’ and ‘tastier’. This proposition did wonders 

for them and within a year, it went back to becoming the 

market leader. Indo-Nissin had become complacent and 

was taken by surprise at this comeback. Maggi not only 

recovered lost ground, but also wiped out the competition. 

The recall power of Maggi was so strong that eliminating 

the competition became easy for Maggi (Sharma 2010). 

‘In July 2001, Maggi replaced Nescafé (Nestlé’s coffee 

brand) as the company’s core brand. Nescafé had been 

NIL’s core brand since 1998.’ 

The health plank 

The turn of the century saw Nestlé shifting to ‘healthy’ 

products. Consumers too were becoming greatly health 

conscious. Thus, Maggi repositioned itself on the health 

platform with its tagline ‘Taste bhi. Health bhi’ (i.e., it is 

both tasty and healthy). In 2005, it launched a number 

of ‘healthy’ products to attract the health conscious 

consumers. There was the Maggi Atta Noodles (vegetable 

atta noodles) made of whole wheat flour and vegetables, 

which is healthier compared to the refined flour variety. 

Maggi Dal Atta Noodles was also launched (containing 

whole wheat flour and pulses), which had to be phased 

out again as it did not go down well with the consumers’ 

palate. This was followed by rice noodles and the range 

consisted of shahi pulao, lemon masala, and chilly chow. 

The traditional range was enriched with calcium and 

protein, so that the children (their target market) got up to 

20 per cent of the required intake from Maggi (Das 2007). 

Bonding with consumers 

Maggi has launched many commercial campaigns in order 

to cunnect itself with the Indian customers, and instead 

of using big Bollywood stars, they have used common 

people or used models who appeal to the common man 

(see Image 1.7). Ithad used Preity Zinta to build awareness 

about its <5 pack, and she has the distinction of being the 

only celebrity to endorse this iconic brand. 
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White Noodles Products Health & 
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Source: http://egfmcg.com/white_noodles.php. 

Image 1.6 Instant noodles by Wai Wai 

MAGGI MAGGI 
Goodies Club 

Source: http://www.maggi.in/merimaggitvc.aspx. 

Image 1.7 Maggi’s ‘Aam Aadmi’ packaging 
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Kitchen Help 

Tools 

Source: http:/www.maggi.in/merimaggistories.aspx. 
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MAGGI 
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I CANNOT FORGET MY COLLEGE 
DAYS AND WHEN I THINK 
ABOUT THAT DAYS THE FIRST 

THING COME IN MY MIND IS 

MY MAGGI AT A DHABA NEAR 

MY COLLEGE... 

WE ARE 9 FRIENDS WHICH 

Image 1.8 Me and Meri Maggi 

The use of the common man in the commercials led 

to a relevant linkage between the customer and Maggi 

Noodles. Pradeep Kumar, CA, says, ‘Whenever | missed 

my mother or gharwala khana, | always used to eat Maggi.’ 

A consumer of Maggi relates to it strongly and it generally 

goes in the monthly buying list of a household. 

Shaili Patnaik, another consumer, states that Maggi has 

become such an integral part of her life that while travelling 

abroad, she tends to carry packets of Maggi depending 

on the time-frame of her journey, trying different recipes 

and flavours as add-ons, ending up having a different yet 

similar comforting experience. This highlights the fact that 

there exists a strong integration and foundation of the 

brand in the minds of the consumers. 

On completing 25 years in the Indian market and having 

a whole generation of consumers who had grown up on 

Maggi, it made sure that it did something special. People 

who had first tasted the brand as kids were now running 

households. Seeking to strengthen this association, Maggi 

initiated the ‘Me and Meri Maggi’ campaign (Bhandari 

2009). (See Image 1.8.) The campaign was an attempt to 

highlight the happy occasions the consumers had had with 

the brand and relive their best experiences—their ‘Maggi 

Moments’. The chosen entries were enacted in a TV 

commercial, printed on Maggi’s packs or in newspapers, 

and also posted on the Internet. Maggi had people 
participating from all over India, illustrating the fact that 

Maggi was not just a snack for them, but had become their 



companion and soul mate. The identity of the brand was 
still very strong and the company understood this after the 

response it received in relation to this campaign. 

Manaya Garg from Delhi says Maggi has held an 

essential place in her life. From her childhood days, to her 

school, college, office, and marriage, Maggi has always 

been there for her. Consumers like Paremal state that 

every time the Indian cricket team wins a match, they 

celebrate it with a hot bowl of Maggi. Maggi is not just an 

integral part of Indian consumers, but also of the Indians 

living in different parts of the world. Neelam Sean, a native 

of Canada, states that it was splendid seeing Maggi in 

Canada, and also that it is the only snack that her 9-year- 

old can cook; hence it has made a special place in her life. 

Consumers connect with the brand and the relationship 

they have developed with the brand over the years has 

resulted in a high brand equity that is unrivalled. Its 

reliability, convenience, and health platform has resulted 

in it being a part of the Indian kitchen with high recall in 

anytime snacking category. 

Conclusion 

Amarket size of $1000 crore, along with a CAGR of more 

than 20 per cent, has attracted a number of players to 

the Indian market. Unilever’s Knorr Soupy Noodles, 

GSK’s Foodles, Wai Wai, Top Ramen, Big Bazaar’s Tasty 

Treat, etc., are some of the brands that are vying for their 

share of the pie. Knorr has Kajol explaining to kids ‘thoda 

Case References 

Bhandari, Bhupesh (2009), “Maggi @25’, http://www.busi- 

ness-standard.com/india/news/maggi@25/354948/, 

accessed on 7 March 2011. 

Chamikutty, P. (2010a), ‘Storm in a Bowl’, Brand Equity, The 

Economic Times, dated 23 June 2010, p. 1. 

Chamikutty, P. (2010b), ‘Instant noodles: Rivals turn the heat 

on Nestlé’s Maggi’, http://economictimes.indiatimes. 

com/articleshow/6079650.cms, accessed on 21 August 

2010. 

Das, D. (2007), Nestlé’s Maggi matters, http://www. 

thehindubusinessline.com/catalyst/2007/12/06/ 

stories /2007120650010100.htm, accessed on 22 August 

2010. 

INTRODUCTION TO BRANDING it 34 

khao, thoda piyo’ and the soupy part adds value making it 

healthy and adding fun at the same time. Foodles used the 

nutrition plank to differentiate themselves and were able to 

capture 5 per cent of the market share within three months 

of their launch in the South. Though a number of players 

are entering the market, Ajay Gupta, CEO of Capital 

Foods believes that with a CAGR of 20 per cent, there is 

room for everyone. However, it is Maggi that is credited 

with teaching the unwilling and unadventurous consumers 

of the 1980s to eat instant noodles out of the pack. In a 

country like India, where language changes every four 

kilometres and food habits change every 200 kilometres 

(Chamikutty 2010a), Maggi has successfully broken this 

barrier and is a brand to reckon with. Its success lies in 

its ability to refresh its brand portfolio at regular intervals 

of time according to the tastes and preferences of the 

consumer and maintain the ever-important connection with 

the consumers. Thus, Maggi as a brand is resilient, and 

over the ages manages to be young for the consumers. 

Discussion Questions 

1. How did Maggi climb the ladder of success through its 

branding activities in its initial years? 

2. Child: ‘Mummy Bhuk Lagi Hai’, Mummy: ‘Bas 2 

Minutes’. This became a household phenomenon 

instantly. What was the major reason for Maggi to pick- 

up an Indian line for branding itself? 

3. Comment on the branding strategies of Maggi over the 

years. What further recommendations can you suggest 

to Maggi to enhance its brand equity? 
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Creating a Brand 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

Building a brand 
Brand identity 

Brand meaning 

Brand personality 

Brand image 

ABOUT THE CHAPTER 

The previous chapter highlighted the need for branding. It showed that a brand is a physical 

entity (a tangible aspect), which has something extra (an intangible aspect) to offer. This 

chapter provides an understanding of how a brand can be successfully created and how the 

right combination of both the tangible and intangible attributes results in creating brand loyal 

customers. It highlights the fact that though a brand is a physical reality, for the customer it is 

more to do with perception. It is this perceptual entity that decides the customer’s response 

towards the brand and results in creating brand loyal customers (Kotler and Keller 2005), 

who act as a barrier to the entry of other brands. A brand is not a name or an accessory 

added at the end of the production process. It is a value that needs to be considered at 

each and every step of the creation of the product (Kapferer 2009). Any commodity can be 

transformed into a brand by adding value to it. The value can be in the form of some set of 

differentiation added to the product. The product can be imbibed with images and this along 

with values added, form the brand halo. A brand is not what we create in factories, but as 

Alvin Achenbaum (marketing guru) observed, ‘Ultimately, a brand resides in the minds of the 

consumers’ (Parameswaran 2010). 

INTRODUCTION 

Branding continues to be a strong force in the marketing of an organization’s products—be 

it a physical product or a service. ‘A brand is more than a name. It is a relationship based 
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Unilever’s Brand front Exhibit 2.1 

Unilever has incorporated the sustainability agenda 

and the ‘brand imprint’ process into its brand 

innovations and development programme. This 

enables it to develop brands according to the social and 

environmental considerations of the consumers. For 

example, Lifebuoy soap, which for long had positioned 

itself on the ‘germ kill’ plank, now goes a step further to 

creating a healthy nation by keeping people free from 

diseases. Such campaigns help Unilever connect with 

its consumers at an emotional level and build loyalty — 

‘on parameters that are beyond the immediate brand 

use and brand promise’. Surf Excel Quick Wash is 

another example of an innovation based on customers’ 

concerns of water shortage. By educating customers 

that Quick Wash saves two buckets of water per wash, 

it has endeared itself to customers who face water 

shortage problems and also to customers who are 

environmentally conscious (Paranjpe 2010). 

on an assurance, a promise, and trust. Successful brands deliver these timeless values, build 

on them, and resonate not just with the immediate needs of the consumers, but also with 

their larger aspirations.’ This helps organizations deliver their brand promise and at the same 

time build a long-term brand relationship with the customers (Paranjpe 2010): For consumer 

goods, business branding is one of the best ways to “deliver long-term profitability, and see real 

increases in business and shareholder value’ (Ataman and Ulengia 2003). 

A brand is successful when consumers are convinced that a particula~ brand is significantly 

different from the other brands in the same product category. A brand consists of tangible 

attributes and some intangible benefits. The differences can therefore take the form of either 

product attributes or of images created around the product (Kotler and Keller 2005). For 

example, Micromax launched its clamshell mobile phone, Bling, decked with Swarovski 

crystals on Valentine’s Day. This differentiation was compelling enough, and attracted women 

consumers making it one of Micromax’s most successful selling products (Mukerjee and 

Sengupta 2010). 

Exhibit 2.1 shows that designing a product and a brand are activities that go hand in hand. 

While designing a product, both brand identity and brand personality need to be considered 

at each step, so that a brand gap does not occur between the two. The question that comes 

to mind is—how can an organization develop products and build strong brands that are 

consistent in their brand value and image in order to attract loyal customers? For a layperson, 

a brand is basically a product (a product is a brand and a brand is a product), but although 
a product can be copied, a brand cannot. Strong brands endure in the mind of consumers 
(Briggs 2004) and their benefits can be reaped over a long period of time. So, when and how 
does a product become a brand? The subsequent sections discuss the same. 

* 

STRATEGIC PLANNING FOR THE BRAND—CREATING A BRAND 

One of the key determinants of a consumet’s relationship with a brand is how the consumer 
perceives the brand (Fournier 1998). Thus, for marketers it is extremely important to build 
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a strong perception about their brand (Morris 1996). Brands are built over a period of time, 
and it is a complex phenomenon involving consumers’ interactions with the brands, both 
direct (.e., by consuming the brand, interacting with the brand, perceiving information 
about the brand, etc.) and indirect (observing the interactions of family and friends with the 
brand, through word of mouth, etc.). Thus, both brand identity and brand image are equally 
important. 

Brand identity is ‘a set of associations that the brand strategist seeks to create or maintain’ 

(Aaker and Joaschimsthaler 2000). Brand identity is different from brand image, as it is 

aspirational. Brand image includes the current associations attached to the brand. Brand 

identity implies that this image can be changed. Thus, brand image is what a brand currently 

is and brand identity is what a brand should ideally stand for. To create a successful brand 

identity, organizations need to strategically manage their brands. The brand manager needs to 

understand that consumers play a dynamic role in building a brand. Consumers ate not mete 

recipients of brand-building activities, they evaluate the brand and form their own perceptions 

based on various touch points with the brand. The brand-building process, therefore, needs to 

be understood in its entirety, so that managers can understand customers’ perspectives as well. 

These perspectives need to be built into brand-building activities for a holistic and realistic 

development of brand equity. This can be done by implementing the strategic brand-building 

and management process, discussed below and illustrated in Figure 2.1. 

Conducting Strategic Analysis 

Effective management of a brand starts with a strategic analysis of the internal as well as the 

external environment of the brand building organization (see Exhibit 2.2). The internal and 

external analyses can be performed as follows. 

Internal company analysis The brand that is to be built should be as per the ‘soul’ 

of the organization. It should flow from the vision and mission of the organization and 

should be able to capture the strengths of the organization. The competitive advantage of 

the organization needs to be uncovered and understood along with its weaknesses, so as to 

frame a realistic brand strategy. Organizational culture is another important aspect that needs 

to be considered while performing the internal analysis. An organizational culture that directs 

employees towards providing a consistent brand experience at various levels of interaction 

should be encouraged. The organization, thus, needs to look at the strengths of the employees 

as a whole. It then needs to decide how it can leverage this and create a unique brand 

experience for the customers. More about organizational culture is discussed in the chapter 

on understanding organizational culture for successful brand management. Brand heritage or 

how the brand came into being and the current image of the brand need to be understood for 

building brand identity. 

External audit External audit consists of understanding the external environment of 

the organization. This understanding is crucial, as this is an uncontrolled variable, which 

needs constant monitoring for the long-term success of a brand. PESTE analysis gives an 

understanding of the politico-social environment of the county. This is explained below. 
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Figure 2.1 Strategic brand-building and management process 
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Exhibit 2.2 Building the son ree Brand 

The company Cera Sanitaryware Limited is the 

third- largest sanitaryware company in India. It 

commands a market share of ‘20 per cent in the 1000 

crore organized market’. 

The start The company was started in 1979, when 

a split in the family business, Hindustan Sanitaryware 

Industries Limited (HSIL), led Vikram Somany (Chairman 

and Managing Director of CSL) to venture out. Being 

comfortable with sanitaryware, he chose this product 

category. ‘Vikram started doing the rounds of the state 

government offices in Ahmedabad. He was promised 

land in Kadi and natural gas from an isolated field.’ 

Focus on quality Cera, right from the beginning, 

focused on one aspect—quality. The conscious use of 
natural gas in the kiln was a means to this end. Natural 

gas helped provide a differentiated product and made 

CSL products superior. (Coal or other fuel left specs on 

the ceramics.) It took the competition 12-13 years to 

switch to natural gas as the preferred fuel. 

Consumer’s demand Cera understood the need 

and demand for coloured sanitaryware at the time of 

its launch (in 1979). It offered consumers a range of 30 

eas mee s ae were kali different and 
Eas: 

a ‘break from the past’. The ‘youriger and more youthful’ 

customers lapped up these products. In later years, the 

‘emerging tastes and preferences of consumers was 

towards more expensive items with contemporary 

styling and designs. The market gravitated towards 

two main colours—ivory and white.’ Keeping this in 

mind, Cera launched ‘Whitest White’ range of products 

retailing them at the exclusive company outlets, ‘Cera 

Bath Studios’, and through premium retail showrooms 

in the year 2009. 

Current scenario CSL is currently retailing through 

500 distributors and 5000 retail outlets. It has expanded 

its production capacity, which will soon reach 28 lakh 

pieces a year. ¥15-20 crore have been set aside for 

ad campaigns across TV, print, and outdoor media. 

‘To consolidate its position in the premium segment, 

Cera launched Novellini, an Italian wellness brand, — 

in the bathroomware segment. This includes shower 

enclosures and hydro massage bath cubicles. 

‘The company is betting big on the mid-to-premium 

segments of the market.’ It has set a sales target of © 

%500 crore for the next 2-3 years (Mazumdar 2010). 
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Politico-legal environment The laws, the various government agencies, and their 

rules prevailing in an area are important considerations for any organization as they provide 

a framework of rules and regulations within which a business has to function. A constant 

monitoring of the political environment helps corporates frame strategies, which are compliant 

with the legal norms. 

Economic environment This consists of factors affecting the purchasing and spending 

patterns of consumers. The economic environment is an important indicator of whether it will 

be worthwhile for an organization to sell its brands in a particular area. The increasing number 

of affluent customers in India’s rural markets is influencing organizations to innovate and sell 

their brands in these markets. 

Socio-cultural environment The culture and the society of an area impacts the 

consumption habits and buying behaviours of people. 

Technological environment Technology provides an important platform for 

organizations to innovate, be it in the way their products are made or the manner in which they 
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are delivered by the organizations or consumed by consumers. The adoption of technology 

provides a number of opportunities for the brands to update the product and provide current 

options for consumers. 

Environment A concern for the environment and protection of the same is rising not only 

among consumers, but also among the corporates and the governments. There are a number of 

rules being framed to ensure environmental protection that organizations have to abide by (for 

example, the emission norms in vehicles, effluent discharge norms, etc.). Under corporate social 

responsibility (CSR) programmes, organizations are undertaking activities to help society prosper, 

whether it is by taking care of the less-privileged sections of society or the environment. 

Porter’s Five Forces Analysis helps in understanding the competitive environment and the 

opportunities in the market. The five forces are as follows. 

Industry analysis This shows the present trends of growth within an industry and its future 

projected growth rate. The analysis helps in understanding the attractiveness of the industry 

and the feasibility of launching a brand within this industry. 

Competitor analysis This helps understand the various competitors in the product category, 

their strategies regarding the marketing mix, and the gap in the market, which the organization 

can help to fill with its own brand offering. 

Supplier analysis Supplier analysis helps identify the bargaining power of the suppliers and 

ensures the smooth availability of inputs required in manufacturing the brand. 

Customer analysis Customer analysis is crucial and helps in identifying potential consumer 

segments that the organization can target profitably. 

Substitutes The various substitutes for a given product category help identify the indirect 

competition against a brand. 

Identifying Opportunities 

Once the internal and external analyses are done, the organization needs to do a SWOT 

(strengths, weaknesses, opportunities, and threats) analysis to identify the opportunities that 

exist for it in the market. The alignment of the environment opportunities with the company’s 

strengths identifies the niche area that the company can effectively target. This helps in further 

identification of the objectives of the brand that the organization is planning to offer. 

Designing the Identity of the Brand 

Brand identity is ‘a vision of how the brand should be perceived by its target audience. It is a 
vehicle that guides and inspires the brand-building programme. If the brand identity is confused or 
ambiguous, there is little chance that effective brand building will occur’ (Aaker and Joaschimsthaler 
2000). Brand identity is discussed in detail in the subsequent section. To broaden the scope of 
identity conceptualization, the framework provided by Aaker (1996) can be considered. This 
framework helps conceptualize the brand from the following perspectives. 

Brand-as-product While formulating the brand identity, the most important aspect for 
an organization is to consider the brand as a product. This is because a product is directly 
linked with a brand, and for the consumer the brand and the product are the same thing. Thus, 
if the product is good it will be among the preferred buying choices of the consumer and will 
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impact user experience. If a consumer has to consider a product as excellent, an organization 
has to consider the aspects given below. 
Scope of the product A brand is always associated with a product. For example, ‘Nokia’ brings 
to our minds a range of mobile phones, whereas “Fata’ means cars, FMCG (fast moving 
consumer goods) products, hotels, etc. A higher product scope leads to a higher brand recall. 
Attributes of the product Attributes translate into the features and benefits of a brand, which 
impact the consumption of the brand by the consumer. A brand that has a higher number of 
attributes and features, strengthens the identity of the brand. 

Country of ongin The country from where the brand has originated can be highlighted to 

strengthen brand identity. For example, German cars, Japanese electronic products, etc. 

Quality The quality of the product can be highlighted as its core identity, and organizations 

can leverage this to strengthen the brand identity. For example, Gillette’s tagline says, ‘The 

best a man can get’, highlighting that the product has the best quality that is being offered by 

none other. 

Brand-as-organization According to this perspective, organizational attributes can also 

be highlighted to enhance a brand. Organizational factors, such as innovation and trust can be 

highlighted to strengthen brand identity. 

Brand-as-person This includes the brand personality dimension. Brand personality is ‘a 

set of human characteristics that can be associated with a brand, such as gender and age, and 

personality traits such as warmth, honesty, integrity, etc. 

Brand-as-symbol Considering the brand as a symbol is helpful in ‘giving strength and 

structure to brand identity.’ It is also beneficial in aiding customers to have high recognition 

and recall about the brand. Brands can be symbolized through visual imagery or by highlighting 

the brand heritage. 

A brand can choose any one or a combination of these to create an identity. A company 

need not focus on all these aspects to build their brand identity, but should consider only those 

that effectively communicate what the organization wants to say about the brand or what the 

organization wants consumers to remember or think about the brand. Exhibit 2.3 shows how 

an effective brand identity can be designed. 
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Exhibit 2.3 contd 

Pantene shampoo advertisements highlight the 

functional benefit of strong and healthy hair, etc. 

Brand constructs Brand constructs that.are helpful 

in creating a positive identity should alone be used. 

Identity constructs like brand as a product, organization, 

person, and symbol have been discussed in the text. 

Apart from this, there are the functional, emotional, 

and self-expressive benefits. For an organization, 

highlighting all the constructs is not possible or relevant. 

The constructs that create a strong, believable, 

relevant, differentiated image that resonates with the 

customers and energizes the employees are important 

and should be used. 

Consumer insight It is important to develop an 

understanding of the consumer. The factors that 

impact consumers while making a purchase decision 

are important to understand, so that brand managers 

can better influence them by developing relevant brand 

identities. _ 
Competitors For an organization it is easy to focus 

on their core competencies and what the consumers 

are looking for. However, another major force that 

_ impacts customers is the availability of competing 

~ brands. It is therefore imperative to understand what 

the competitors are doing and how they have positioned 

their brands. This also helps in developing a brand with 

unique differential advantage for the organization. 

Brand identity The identity of the brand creates an 

impact on the customers and needs to be managed 

MO eb TT LL LR I EEE ASSIA 0 ENR E SP RRR SLO GEO 

well. To avoid ambiguity and to cater to the needs of 

the customers with global exposure, brands should 

have an identity that is uniform across geographical 

boundaries. For example, Pantene always focuses on 

healthy hair and in every country uses the visual image 

of beautiful strong hair to drive across the message. 

However, a brand that caters to multiple segments of 

customers with different needs requires multiple brand 

identities. For example, multiple brand identities are 

important for Hewlett Packard, which sells to business 

professionals, engineers, home users, etc. 

Execution Brand identity should be the prime 

consideration while designing and executing the brand 

strategy. Various forms of business communication, 

their product design, their positioning strategies should 

all be in line with the brand identity and should reinforce 

same. A company that involves agencies to design 

brand communication should be particular about the 

communication being in line with brand identity. 

Elaboration The elaboration of brand identity 

is important to ensure clarity of the same for the 

employees and various stakeholders. Reducing the 

brand identity to a few words can lead to perceptual 

differences and will not effectively communicate what 

the brand stands for to all the employees. Effective 

translation of the same to business decisions will not 

be uniform across the organization, thus leading to 

faulty execution. 

Sources: Aaker and Joaschimsthaler 2000. 

REALE SAILOR TS ROAREPS 

Brand identity structure consists of the following (Aaker and Joaschimsthaler 2000). 

Core identity of the brand This consists of two to four dimensions that are the most 
vital elements of brand identity. Typically, brands are represented by 6-12 dimensions that 
adequately describe the brand identity. Since this large set of dimensions is difficult to manage 
and communicate to customers, the core elements, which provide a focus to the organization, 
are identified. The core identity remains constant even when the brand is extended to other 
product categories or across geographical boundaries. The core elements reflect the values of 
the organization and its strategy. At least one of these elements should provide the brand with 
differentiation, so that the band resonates with the customers. A brand is successful when its 
core identity is clearly understood and perceived by the customers. 
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Table 2.1 Differences between brand essence and tagline 

Brand essence Brand tagline 

Represents brand identity Represents brand positioning 

Meant to energize the internal audience of an organization Meant to communicate about the brand to external 
(primarily the employees of the organization) audiences (primarily customers and consumers) 

It is expected to be relevant for a long period of time Has a limited life 

Relevant across products and markets for the same brand _ Tagline is relevant in a confined area and may vary from 
product to product and market to market 

Extended identity of the brand A brand cannot be represented by a few core elements 

alone. Other elements which are important for the brand and which represent the brand form 

the extended brand identity. The extended brand identity is helpful in providing a perspective 

to strategy formulators and removes ambiguity, which the core elements may not be able to 

- due to the nature of their brief descriptions. Examples of extended brand identity include 

brand personality, symbols, ete. 

Brand essence Brand essence is ‘a single thought that captures the soul of the brand’ 

and provides the organization with a focus. Just putting together the core brand elements 

in a sentence is not brand essence. Apart from providing value and differentiation from the 

competition, brand essence inspires employees, and communicates with and energizes the 

various partners of the organization. For example, the brand essence of Tata is trust, Fevicol 

is bonding, Dettol is protection against germs, etc. 

Brand essence should consistently be delivered upon and should be scalable, that is brand 

extensions should be possible. It should not limit the brand, but allow it to grow in other 

categories as well. Thus, we have Tata, which is represented across a number of product 

categories—from salt to software. Brand essence is different from a brand’s tagline. Brand 

essence can be used as a tagline, but not all taglines are brand essences. See Table 2.1 for the 

differences between brand essence and brand tagline. 

Identifying Brand Value Proposition 

Brand essence provides a value proposition and a differentiation for the customers. This value 

proposition shows how a brand is unique from its competitors. Brand essence and subsequently 

the value proposition can be based on functional benefits, self-expressive and/or emotional 

benefits of the brand. Functional benefits focus on the product attribute, and they can provide 

a significant sustainable advantage. The disadvantage of using functional benefits, however, is 

that it limits the brand to one product and brand extensions become difficult. To overcome 

this, brand essence can be based on the emotional or self-expressive benefit. Emotional benefit 

is the feeling the customer gets on purchasing or using a brand. Strong identities are built 

around the emotional aspect. For example, glamour for Lux (Sridhar 2009), ‘It’s the way you 

make me feel’ for Monte Carlo, etc. Self-expressive benefits allow consumers to express some 

aspect of their image through the use of the brand. For example, Saffola is ‘the healthy oil for 
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healthy people’. Thus, housewives who are concerned about the health of their family would 

like to use Saffola oil. Another organization that has been successful in identifying its beand 

value proposition is Castrol (see Exhibit 2.4). 

RLY RATT LURES UPI (RETRO NESE GE LT NT TT 
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Castrol celebrated one hundred years in india in the 

year 2009. It has been able to ink a success story 

during these years based on the four pillars of a strong 

brand, continuous innovation, enduring relationships, 

and passion of its employees. 

It is widely recognized as the leading provider of 

specialist lubricants. The company remains committed 
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to its core brand values. According to Superbrands 

(2009), ‘itis passionate about the customer's success, it 

is driven by performance but respects the environment, 

it has confidence that comes from experience from 

around the world and it challenges the status quo and 

it always gets things done.’ (See Image 2.1.) 

Log on to powerthunt.com and win a Superbike. 

Courtesy: Superbrands. 

Image 2.1 Castrol ad; also see Plate | 
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Identifying brand value proposition is important so that a personal relationship can be built 
with the customer. Thus, a brand can be an enabler (Scooty Pep Plus is a scooter that allows 
girls to have fun), a friend, etc. 

Identifying Brand Positioning Basis 

Once the value proposition has been identified, the next step is to communicate the same 
to the customers, and position the brand in the minds of the customers. Positioning is not 

something that is done to the brand, but is something that is targeted towards the minds of the 
consumers. It is what the customers think about a brand vis-a-vis other brands available in the 
same product category in the market. Positioning is effective when customers think and feel 
about the brand in a manner similar to the core identity/essence of the brand. 

Building a Brand through the Marketing Programmes 

Once the positioning is set, it needs to be backed by other strategies of the organization, 

which are in line with the positioning statement. The strategies that need to be aligned with 

the brand are the product strategy, pricing strategy, promotion strategy, distribution strategy, 

and online strategy. All these strategies are discussed in detail in the chapters on branding and 

marketing programme and branding and marketing communications. A product has to be the 

best and as per the needs and wants of the customer. It should satisfy some need and want of 

the customer, and be backed by a high perceived value. An organization that spends time and 

money in building a brand does not want consumers to develop a negative perception about 

the brand due to a poorly designed product or due to a product that lacks in the attributes the 

consumers are looking for. 

Building Brand Meaning 

Brand managers design a brand and market it. Through their various marketing cues, they 

communicate with the customers. The consumers also form an understanding of the brand on 

the basis of their interaction with and usage of the brand. All these inputs result in the consumers 

forming their own perception about the brand (Jevons et al 2005). This brand meaning can be 

studied through brand image, brand positioning by the consumers, and brand personality. 

Brand image The consumers, through various interactions and ‘moments of truth’ with 
the brand develop a perception about that brand. All the brand associations that consumers 
hold in their memories help in forming the perception that is known as the brand image 

(Keller 2004). Brand association is any information that is linked to a brand in the memory 

of the consumer (Aaker 1991). These associations can denote a physical attribute, functional 

benefit of a brand, or a symbolic aspect of the brand (Kressmann et al 2006). For marketers, 

these brand associations differentiate the brand. Developing a positive feeling about the brand 

and a favourable attitude towards the brand is done by highlighting the benefits of consuming 

a brand. This further helps in positioning and extending the brand. For consumers, brand 

associations help organize bits of information together to form a definite perception, and help 

to retrieve this information at the time of the purchase. For an organization, brand associations 

~~ can be multi-dimensional (Aaker 1991), and an understanding of the various brand elements is 

necessary. Brand image is discussed in further detail in the subsequent section. 
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Brand positioning Identifying the basis on which a brand has to be positioned is an 

organizational activity. When this positioning is communicated to the consumers, there is 

no guarantee that consumers will perceive the brand as the organization wants them to. 

Consumers can form their own perception about the brand and decode brand positioning 

in an entirely different context. It is, therefore, important for brand managers to develop an 

understanding of how the consumers have positioned the brand in their minds vis-a-vis the 

competitors’ brands. 

Measuring brand personality An organization while designing its brand identity 

delineates how it wants the consumers to perceive its brand. The consumers can, however, 

interpret and associate the brand with characteristics that reflect themselves (Fournier 1998). 

The discussion of brand personality in deriving brand meaning focuses on how brand 

personality can be measured in order to understand how the consumers personify the brand. A 

detailed discussion on the measurement of brand personality follows in the brand personality 

section of brand identity. 

Measuring Brand Performance 

An established brand has some customer following and recognition. But a brand’s true 

standing in the market can only be identified by measuring its financial performance vis- 

a-vis the projected performance. The financial performance of a brand can be compared 

with the financial performances of the other brands in the market to see how well a brand 

is performing. However, an understanding of the financial measures alone is not sufficient 

to gauge the performance of a brand. The financial understanding has to be backed by an 

understanding of customer loyalty and the perception of the customers towards a brand. A 

brand with a loyal customer base and with a brand image consistent with its brand identity is 

bound to be successful sooner or later. This understanding is important, as it can help during 

further revisions of brand strategies. 

Strategic Branding 

An organization, over a period of time, can launch different brands in the marketplace. This 
necessitates an understanding of brand architecture or how the brands of an organization 

are organized or structured in the brand portfolio. Brand portfolio highlights the relationship 

between brands and ‘between different product-market contexts’. This helps provide clarity 

as to which brand is meant for which segment of the market, leads to optimum offering by 
an organization, and also avoids confusion in the minds of the customers. It also allows an 
organization to focus on its brands better and avoid wastage of resources by adding new brands 
unnecessarily. A successful brand can support the launch of other brands through brand stretching 
and brand extension strategies. The equity of the established brand will give momentum to a 
new brand being launched. Brand extension can be done in the following ways. 
Endorsers An established brand can endorse a new brand, or in other words lend credibility 
to a new brand-offering. Consumers who recognize the established’ brand will feel reassured 
about the new offering and will be comfortable in purchasing the new brand. For instance, 
Emami, a long-established brand in the Indian cosmetic industry (established in 1974) used this 
equity to launch the Emami Fair and Handsome cream targeting the male segment of the market. 
Sub-brands These are ‘brands connecied to a master or parent brand that augment or 
modify the associations of the master brand” These brands help the master brand to extend 
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into a meaningful and profitable new market segment. Thus, Himani Navratan Oil, Himani 
Navratan Cool Talc, etc. are all sub-brands with the master brand name Himani Navratan. 
Descriptive sub-brands simply describe the offering. For example, there is the Himani Boroplus 
Antiseptic Cream and the Himani Boroplus Prickly Heat Powder, where the antiseptic cream 
and the prickly heat powder describe the offering. 

Driver roles The driver role is the extent to which a brand influences the consumer’s 
purchase decision and use of a brand. For instance, if we ask a consumer which brand of car he 
bought and the answer is ‘Nano’ rather than Tata Nano, it means that Nano is primarily driving 
the sales of the brand and not “Tata’, or if the answer is ‘Indica’, instead of Tata Indica, it signifies 
that Indica rather than Tata is the primary driver of the sales. Although Tata as a brand is 

important in increasing the sales of its cars, it is Indica or Nano that are the primary drivers. 

This understanding of brand extensions helps an organization to create a brand architecture 
strategy for the organization, and it can position itself anywhere on the spectrum between a 

‘branded house’ and a ‘house of brands’. Further details on this are given in the chapter on 

managing brand architecture. 

Growing and Sustaining Brand Equity 

Brand equity needs to be grown and sustained over time. A brand needs to reinvent itself and 

stay young, so that subsequent generations do not feel that the brand is dated and that is not 

meant for them. For growing and sustaining brand equity, brand challenges also need to be 

met over time. All this has been discussed in the chapter on brands over time. 

The feedback from brand equity over time forms an input for the strategic analysis stage 

and also towards designing identity of the brand, identifying value proposition, positioning 

base, marketing programmes, and branding strategies. This helps the brand grow and stay 

relevant for the consumers. 

Brands need to expand their horizons across geographical boundaries as well. This will help 

the brand not only to cash-in on but also to grow its brand equity. This has been discussed in 

further detail in the chapter on brands in a borderless world. 
mcs 

STRATEGIC FIT 

Figure 2.1 includes a mix of organizational activity and the consumet’s perception or 

understanding of the brand. It is important that there be a strategic fit between the consumers’ 

perception of a brand and the organization’s activities (see Figure 2.2), i.e., the identity of the 

brand designed by the organization should be clearly and readily perceived by the customers. 

The organization first decides on a brand identity and creates a brand. Then marketing mixes 

are built around the brand and offered to the consumers. The consumers purchase the brand 

and consume it. They then evaluate the brand on the basis of the marketing mixes of product 

design and features, communication regarding the brand with the consumers, price, place from 

where the brand was purchased (can be a physical or a virtual store), the social responsibility 

endeavour of the brand, and last but not the least the perceived self-image of the consumers. 
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A brand perceived to fit the self-image of the consumer has a higher probability of being 

chosen and consumed. Brand image gains importance in the maturity stage of the product life 

cycle. At this stage, the image of the brand helps create a competitive advantage and drives the 

sales of the brand (Ataman and Ulengin 2003). 

The customer, after evaluating the brand, forms a perception or image of the brand. This 

brand image maybe similar or dissimilar to the brand identity created by the organization. 

If the image is similar to the identity, then the brand meets the customer’s expectations, the 

customer is satisfied and the brand becomes a preferred brand leading to the creation of a 

strong brand. If on the other hand, the brand image is not as per the brand identity, it creates 

a brand gap, and the customers will be left confused as the brand promise has not been met. 

Take the instance of Reliance Telecommunications, when a few years ago, the Dhirubhai 

Ambani scheme was launched. The brand promised to be affordable, but the consumers on 

using the plan, realized that there were a number of hidden costs and the offer was not as 

lucrative as was being communicated by the organization. 

See how the Aditya Bi 1a Group has achieved strategic fit over the years. 

Product design Brand 
and features communication 

: 

BARAT A 

a Are op 

Source: Kapferer 2009, Ataman and Ulengin 2003, Briggs 2004, Christiansen et al. 2009. 

Figure 2.2 Fit between brand identity and brand image 
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DESIGNING BRAND IDENTITY—KAPFERER’S IDENTITY PRISM 

Kapferer (2009) categorized brand identity into six dimensions, which may be represented 
by the six faces of a ‘hexagonal prism’. The six facets are broadly categorized under two 
perspectives—internal and external (see Figure 2.3). The prism helps in providing an 
understanding of the essence of the brand. The two sides of the ptism are discussed as 
follows. 

Left side The left side projects the brand outward, i-e., the faces on this side are the social 
faces of the brand and help in expressing the brand. As these faces are visible they result 
in externalization of the brand. The left side consists of the physique of the brand, the 
relationship, and the reflection. 

Right side The right side of the prism results in internalization of the brand, ie., the faces 

on this side of the prism are incorporated into the spirit of the brand. The right side of the 

prism consists of the personality of the brand, culture, and self-image. 

These six facets are interrelated, help to identify the brand, and set the boundaries within 

which the brand can be developed. Let us understand the facets of the prism one by one. 

Physique of the brand The physique or the physical features of the brand consist of 

the external attributes, colours, and forms. The physique is the backbone and defines the 

brand; what it looks like, what the brand does, and how it can add value to the consumers. Its 

physique will help differentiate the brand. Marketers can also take the help of packaging to 

differentiate their brands, for example, the black and yellow packaging of Kodak, the classic 

bottle of Coca-Cola, etc. For Savlon the physique is described in Figure 2.3. 

Brand is a relationship Brands forge a relationship with their customers, which form 

the basis of transactions between the brand and the customer. This relationship also helps 

bind the customers and facilitates the exchange process. Thus, Apple conveys a relationship 

of friendliness, Punjab National Bank denotes a relationship of trust and reliability, Bank of 

India talks about relationship beyond banking, etc. 

Brand as a reflection of the customer A brand isa reflection, as over a period of time 

it reflects the image of the buyer using the brand. For instance, people who consume Pepsi will 

consider themselves ‘young’, whereas those who consume Thums Up will consider themselves 

‘adventurous’. Brands, therefore, need to position themselves not as per the segment they 

have chosen to market their products in, but according to how their consumers feel or think 

about themselves. Thums Up is an adventurous brand targeted towards the young, Children 

consume this brand, as they aspire to be adventurous when they grow up and teenagers and 

young people drink it because they feel it represents their way of life. 

Personality of the brand Brand personality is an important element of branding, as it 

helps differentiate one brand from competing brands in the same category. It is defined as ‘the 

set of human characteristics associated with a brand’ (Aaker 1997). Brand personality helps 

in building a sustainable competitive advantage (Ang and Lim 2006). The personality of a 

brand can drive consumer preference and usage. For example, McDonald has differentiated 
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Externalization—The social face Internalization—The brand spirit 

Brand source/sender 

Receiver/recipient 

Physique Personality 

e Prevents infection 

e Cures mild cuts, insect 

bites, burns, etc. 
e Strong antiseptic platform 

e Plastic bottle 

e Blue and white label 

e Golden colour liquid 

e Does not sting on 
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application 

Relationship Culture 

e Both functionality and / © Superior composition allows 
action on a wide range of 
bacteria, moulds and yeast, and 
also soothes, prevents infection 
and promotes healing 

emotional platform 

e 100% germ fighter 

e Protects loved ones 

Reflection Self-image 

e Image of a loving and ¢ Heals cuts and 
caring wife bruises in the family 

e Prime concern is to 

protect her family 

Source: Kapferer 2009, http:/www.super branda-brands.com/brand_salvon.htm, Azoulay and Kapferer 2003, Jaiswal, Srivastav, and 

Kothari 2009. 

Figure 2.3 Identity prism for the brand Savion 

itself as a ‘child-friendly place’ by providing happy meals, by partnering with kids’ movies, by 

using Ronald McDonald as a mascot, etc. (Knutson 2000). For an organization retailing brands 

across cultural boundaries, the personality of the brand is an important aspect for marketing 

their brand. Celebrity endorsements help in creating a brand personality, as the celebrity’s 

characteristics rub off onto the brand, helping consumers to relate to the personality of a 

brand. Thus, Catch brand has taken the help of Juhi Chawla to build their brand and Panasonic 

has got Ranbir Kapoor to portray their brand personality (Superbrands, 2009) (see Images 2.2 

and 2.3). 

Brand personality can be built in many ways. An organization can build a brand using one 
or more of the following ways. 

, 

Userimagery This consists of a person using a brand. The use of celebrities as endorsers 
of brands helps in this aspect. Consumers easily relate to their celebrity icons, and this helps 
them in developing a personality of the brand. 
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Courtesy: Superbrands. 

Image 2.2 Juhi Chawla endorsing Catch; also see Plate 2 

eco Panasonic 
ideas for fife 

: COOVILE 

P 7 NMEA 
Full HD Plasma & LCD TVs 

Courtesy: Superbrands. 

Image 2.3 Ranbir Kapoor endorsing Panasonic; also see Plate 2 
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Symbols Organizations can use symbols to develop their brand personality. Amul has built 

the personality of its brand around the ‘Amul girl’. By using the girl in their topical ads, Amul 

carved out a personality that is friendly, fun-loving, and contemporary. Companies can also 

change their symbols over time to keep abreast of their changing strategies. For example, 

Bajaj changed its symbol when it moved from manufacturing scooters to manufacturing 

motorcycles. The hexagonal symbol with Bajaj Auto embedded was replaced with the open 

‘Flying B’ form to denote dynamism and vibrancy. 

Country of origin Organizations can also use their country of origin to create a personality 

for their brands. For example, Foster’s identifying itself as an Australian beer, Slice of Italy 

leveraging the Italian expertise for its pizzas, etc. 

Sponsorships Brands through their sponsorship decisions try to build a personality for 

their brands. For example, Bournvita, a health drink for children, sponsors quiz contests to 

reflect a personality of intelligent consumers. 

Brand is a culture Brand culture consists of the values that inspire the brand and are the 

major drivers of the brand. Every brand has its specific culture, which is communicated by 

the product, and through the message of the brand that is carried by the media. The culture 

can be communicated through the country of origin, by using the organization brand name. 

For example, Coca-Cola embodies the American culture, Tata named its first small car—Tata 

Indica—to denote both the culture of Tata and to communicate the identity of a completely 

Indian car. The culture of the brand is the key to understanding the differences between 

competing brands in the same product category. 

Brand speaks to the customer’s self-image ‘The consumers form for themselves an 

image of the brand, which is central to their relationship with the brand. This, therefore, 

reflects the dimensions of brand identity and delineates the aspects that can be developed 

further (i.e., favourable dimensions) or changed (unfavourable dimensions). According to 

the prism concept, a brand should communicate a message and should ‘speak for itself’. 

Consumers purchase brands that closely represent their own characteristic traits. 

Self-image is the internal mirror of the consumers. It shows how the consumers feel about 

themselves. Reflection, on the other hand, is the external mirror or how the consumers want 

to be perceived by others. A brand identity needs to look at both these aspects and build a 

relationship with the customer. 

Brands can create identity prisms for themselves, and the characteristics of a strong prism 

are that each facet has a different world and they all contribute towards building a strong 
identity for the brand, which in turn will make the brand stand out. The importance of this 
prism can be understood in the context of luxury brands. A luxury brand is an expression of 
taste and creative identity, and should tell its own story. Today, luxury brands are getting more 
fashionable and attractive, and they can be successfully marketed by-applying the concept of 
brand identity (Kapferer and Bastien 2009). 

Measuring Brand Personality 

An important aspect that needs to be discussed is how is brand personality is measured. This 
has not been discussed within the brand identity prism, because the focus in brand identity is 
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on the internal—the personality that the organization wants its brand(s) to possess. When we 
talk about measuring brand personality, the focus is external, i.e., how the consumer perceives 
the brand or what the personality of the brand is according to the consumers. 

Aaker (1997) created a scale to measure brand personality. Azoulay and Kapferer (2003), 

though argue that this personality scale only measures the traits of the brand. But, the five 

dimensions delineated by Aaker (1997) help in reliable, multi-dimensional measurement of 

a brand’s personality. Aaker was able to identify five major dimensions from a study of 114 

personality traits, which are highlighted in Figure 2.4 and Table 2.2. 

Brand personality helps in attaching a face to the brand. Companies identify their brands 

with a personality, but the consumers form theit own personality of the brand. As brand 

managers, it is interesting to learn whether a gap exists between the organizational personality 

Ruggedness Sincerity 
2 facets 4 facets 

5 items 1 items. 

Sophistication Excitement 
2 facets 4 facets 

om ca 

Competence 
3 facets 
Qitems — 

Figure 2.4 Aaker's (1997) brand personality framework 

Table 2.2 Aaker’s brand personality traits 

“4. Down to earth 1. Daring — 1. Reliable 1. Upper class Outdoorsy 
Down to earth Daring Reliable Upper class Outdoorsy 

Family oriented Trendy Hard-working Glamorous Masculine 

Small town Exciting Secure Good-looking Western 

2. Honest 2. Spirited 2. Intelligent 2. Charming 2. Tough 

Honest Spirited Intelligent Charming Tough 

Sincere Cool Technical Feminine Rugged 

Real Young Corporate Smooth 

3. Wholesome 3. Imaginative 3. Successful 

Wholesome Imaginative Successful 

Original Unique Leader 

4. Cheerful 4, Up-to-date Confident 
Cheerful Up-to-date — 

Sentimental Independent 
Friendly Contemporary ihc! Ihe sesh 
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Exhibit 2.5 Brand Personality for Colgate 

Thomas and Sekar (2008) applied Aaker’s brand 

personality framework to study the personality of 

brand Colgate in Tamil Nadu (India). Let us look at the 

dimensions one by one: 

Sincerity The other dimensions—'realistic, senti- 

mental, down-to-earth'—are more relevant, because 

the brand is meant for cleaning teeth. Also, the ben- 

efits highlighted (white and strong teeth) are based on 

facts. Thus, the ‘physical satisfaction based on func- 

tional benefits is met’. But, since it is not sincere and 

wholesome, the brand fails to refresh the mind. 

Exciting Terms suchas ‘cool, contemporary, and im- 

aginative’ are not applicable to Colgate. Respondents 

felt that the sales promotion programmes, advertise- 

ments, and the point-of-purchase materials in stores are 

not ‘very creative’. Ad agencies need to take note of 

this and be more creative in their promotional materials. 

Competence Successful is one attribute the re- 

spondents do not associate with Colgate. Colgate 

needs to educate consumers that it is a successful 

brand and has, in fact, occupied the number one posi- 

tion for many years. 

Sophistication Of the various elements under this 

dimension, ‘charming, smooth, and glamorous’ are 

_ the most relevant for Colgate. By using the brand, 

consumers feel physically attractive, and the chances 

of being admired by relatives and friends are higher. 

Thus, the concept of ‘Colgate users being admired by 

friends and relatives can be highlighted in their promo- 

tional programmes.’ 

Ruggedness Although the respondents feel that 

the brand is rugged and tough, it is still not masculine 

enough. Consumers also do not consider the brand 

feminine, therefore, it is wise for Colgate not to highlight 

its gender specific characteristics. 

Overall, ‘ruggedness, competence, and excitement’ 

are the main dimensions identified. The brand has 

been found to be rugged, as it can clean irregular teeth 

and remove stains. The consistent performance of 

the brand over the years has led to the competence 

factor. Excitement is there, as the ‘usage of the brand 

increases the interest of users in brushing, making 

one feel very young’. All this shows that ‘the company 

should stress more on its functional benefits, rather 

than on the emotional benefits whenever it introduces 

a new brand, ad campaign, or communicates with 

the user.’ ‘The company should consider extending 

the brand in other categories and projecting these 

dimensions. ‘Potential users who are looking for these 

dimensions among oral care brands’ will be attracted — 

to using the brand once these attributes form the basis 

of brand communication (Thomas and Sekar 2008). 

and the consumer’s perceived personality (see Exhibit 2.5). Brand personality can be used by 

consumers to express themselves or their ideal selves; therefore brand personality will affect 
their choice of brand (see Figure 2.5). 

Actual self Consumers consume a brand on the basis of what they are. For example, people 
going to work daily will choose the brand of clothing they wish to wear depending on what 
they think of themselves. 

Asptrational self Consumers also consume a brand on the basis of what they aspire to be. 
For example, a young graduate may choose to wear a particular brand to an interview. 

Situational self Consumers may consume a brand depending on the situation they are in. 
For example, in Japan, Kit Kat (known as Kittu Katsu in Japan) launched a new blue packaging 
(to symbolize the heavens) instead of the traditional red package. Parents now gift Kit Kat 
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Actual self 

Brand 

choice 

Situational Aspirational 
self self 

Figure 2.5 Brand choice and brand personality 

to their children during exams as a token of good luck, as kittu katsu in Japanese closely 
translates into good luck. 

According to de Chernatony (2008), a consumer’s choice of-brand depends on certain 

factors. Consumers consume brands on the basis of their self-image and reject brands that 

do not match their self-image. Thus, while communicating the emotional aspect of brand 

personality, marketers should keep in mind the emotional role the brand is supposed to play 

for the potential consumers. The friendly Amul girl, the Pillsbury doughboy, Gattu of Asian 

Paints, etc. all contribute to building their respective brand personalities. 

Brand personality is important because (Sagar, Singh, Agarwal, and Gupta 2009, Aaker 

1996): 

1. It is a vehicle for the customers to express their identity. For example Scooty Pep Plus 

advertisements show actor Priyanka Chopra expressing her identity through the use of 

the brand 
2. It forms the basis of the relationship between the brand and the customer. Banks, for 

instance, focus on providing friendly help and building relationships as key attributes of 

their personality, in order to attract consumers. 

. It performs a functional benefit by effectively communicating the key product attributes. 

For example, the Michelin Man represents the strong and sturdy tyres of the Michelin 

‘Company, the muscleman of MRF tyres denotes the strength of the tyres, etc. 

4. It contributes to building customer preference and brand equity. For example, the use of 
famous personalities like Sachin Tendulkar, Amitabh Bachchan etc. as brand personalities 
helps in building customer preference for the brand. 

Oo 

BRAND IMAGE 

Brand image is ‘the set of beliefs held about a particular brand’ (Kotler and Keller 2005) by the 

consumer. This image is formed by an understanding of all the brand associations (Faircloth, 

Capella, and Alford 2001). Brand associations are developed from all the ‘signals emitted by 

the brand’ (Kapferer 2009), and through the consumer's use of the brand (Keller 2004). Brand 

image gives an understanding of how consumers choose a particular brand over the others. 
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Investing in a brand image does not go waste, because 

e Brand image has a positive impact on the brand sales of an organization (Ataman and 

Ulengia 2003). 

e It leads to positive brand equity by providing a biased brand evaluation (Krishnan 1996). 

e It ultimately leads to a willingness to pay premium prices for preferred brands (preferred 

brands are the brands with a positive brand image) (Faircloth, Capella, and Alford 2001). 

Brand identity is what the sender (organization) identifies the brand to be—what the brand 

means, what the aim of the brand is, and what the brand’s self-image is. Brand image, on the 

other hand, is the receiver’s perspective. It measures how consumers perceive the brand. 

Brand image is defined as, ‘the perceptions about a brand as reflected by the brand associations 

held in the consumer’s memory. Brand associations are ‘anything linked to the memory of 

a brand’. The association can be with the brand’s attribute, benefit, or attitude (Keller 1993, 

2001). ‘Brand attributes are the tangible and intangible features and the physical characteristics 

of the brand.’ Thus, even though they are based on objective criteria they actually become 

perceptual. This is due to the fact that the way in which the consumers perceive an attribute 

determines the worth of that attribute (Faircloth, Capella and Alford, 2001). 

A brand benefit is the significance and meaning attached to a brand attribute by the consumer. 

Research shows that consumers rely heavily on their past experiences as an important source 

of information regarding a brand. Organizations should, therefore, focus on the experience 

of the customers and try to be more innovative, in order to create a memorable impact on the 

customers through their brand benefits. Organizations should study the perception of brand 

benefits on part of the customers, as these individuals also constitute the reference set for other 

potential customers (Dutta 2009). This has been further discussed in the chapter on consumer 

behaviour. Brand image should be ‘strong, favourable, and unique’ and can be developed on 

the basis of any, or all, or a combination of the following attributes (Keller 1993). 

Product Product attributes are related to the physical composition of the product and vary 

according to the product category. For example, the attributes necessary in a TV would be 

different from those sought for in vacuum cleaners or mobile phones. When evaluating the 

TV category, consumers look for picture quality, sound quality, colour composition, etc. 

Price Price is an important consideration when consumers are evaluating products. They 

tend to organize their product category knowledge on the basis of price tiers of different 

brands. 

Packaging ‘This has also been considered an important part of the purchase and 
consumption process. It influences brand equity, both directly (as a brand element) and 
indirectly (by impacting the brand image). Packaging has been discussed in detail in the section 
on brand element. - 

User imagery This relates to the type of person using the product. Demographic factors, 
psychographic factors, etc., will affect-user imagery. 

Usage imagery This relates to the type of situations in which the product is used. The 
time of the day, week, or year, type of activity, etc., contribute to forming usage imagery. 
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Both, the user and usage imagery could either be the result of the consumer’s own 
experience with the brand or be based on the marketing communications of the organization. 
Together, they produce the brand personality attributes, which ‘reflect the feelings evoked by 
the brand.’ 

Brand attitude is the ‘overall evaluation of the brand’, which may be good or bad (Mitchell 
and Olson 1981). 

To help develop the image of the brand in the mind of consumers, organizations can 
use metaphors. Examples of organizations using metaphors are Rin (is white—‘Safedi ki 
chamkar’), Zatak (it’s very, very sexy), etc. Metaphors help us measure brand associations. 

Brand meanings can be studied by adopting any of the following measures. 

Free association What are the first three words that come to mind when thinking of the 

brand? 

Picture interpretation Respondents are asked to interpret a picture that is given to them. 

The picture will allow the respondents to express their real feelings, however awkward they 

may be. 

Brand as a person lf the brand was a petson, would it be friendly, cheerful, and honest? 

Peter England shirts through their communications strategy tried to express that their brand 

was an honest person. 

Brand as an animal/magazine If the brand were an animal/magazine, what kind of 

animal or magazine would it be? Why? What characteristics of the animal, flower, etc., remind 

you of the brand? And so on. 

Use experience Brand managers can discuss with consumers, their past experiences with 

the brand. This helps in creating a picture of the brand that has not been summarized. 

Decision process A study of how consumers decide about a brand can help identify the 

meanings consumers associate with the brand. 

Brand user This aspect looks at and identifies the brand users rather than the brand use. It 

highlights ‘how do the needs and motivations of the users of the two brands differ?” 

Differential perception This includes perception of the brand by the customers and 

how the brand is different from competing brands. This helps in understanding whether the 

customers think differently about brands or not. 

Personal values that drive choice An understanding of the personal values of the 

customers highlights the end state of the customers. For example, feeling of importance, self- 

esteem, happiness, etc. The desired ends can be met by benefits like ‘saves money’, ‘miles pet 

litre’, etc., which can then be used as key brand associations. 

SUMMARY 
ee 

Graal inyeststimie, and effort building “get maximum returns on the investment and to increase 

a product and establishing a reputation in the market. To marketability, organizations use branding. 
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Creating a brand is a sequential task and starts with the 

strategic analysis of the external and internal environment. 

From this analysis, the opportunities are highlighted and 

brand objective is delineated. The next step is to design the 

personality of the brand, which can be done by denoting 

the brand as a product, person, symbol, or organization. 

The brand value proposition is then drawn along the lines 

of functional, self-expressive, or emotional benefits. The 

brand positioning basis and the marketing strategies of 

the organization related to the product, price, promotion, 

place, and online strategies are drawn up next. After its 

cieation, the brand needs to be monitored constantly. 

All the communication with a customer regarding a 

brand leads to the creation of brand image and brand 

personality. Brand managers, therefore, need to be 

very sure of their product, of the communications with 

customers, and of the various interactions the customers 

have had with the brand. These various inputs result in the 

creation of a brand identity. 

The customers’ understanding of the brand in terms of 

positioning, personality, and brand image is then studied 

STP LIST nl al 

KEY TERMS 

Brand associations Anything and everything that is 

linked to a brand in the memory of the consumer. 

Brand attribute The tangible and intangible features 

along with the physical characteristics of the brand. 

Brand essence It is the brand identity that is meant to 

energize the internal audience of an organization. 

Brand gap The gap caused due to the difference 

between the brand identity established by the company 

_and the brand image perceived by the customers. 

EXERCISES 

Concept Review Questions 

1. Discuss how an organization can undertake strategic 

analysis for the identification of brand opportunities. 

2. Discuss the strategic brand building process. 

and the performance of the brand is measured both in 

financial and customer-based terms. A successful brand 

so created can then offer opportunities to the organization 

in terms of extension and stretching strategies, and 

hence brand architecture is important for the successful 

management of different brands. 

Brand extensions can take the form of endorsers, 

sub-brands and driver-roles. Kapferer’s brand identity 

prism provides an understanding of how brand identity 

can be designed. The left side is external and consists of 

physique, relationship, and reflection, and the right side 

is internal and consists of personality, culture, and self- 

image. Aaker’s brand personality traits help in measuring 

the personality of the brand and consist of sincerity, 

excitement, competence, sophistication, and ruggedness. 

All the signals of the brand result in the formation of 

a brand image which impacts brand equity, sales, and 

willingness to pay a premium for the brand. A positive 

image can be developed on the basis of product, price, 

packaging, user and usage imagery. 

a We Oe ERE eT 

Brand identity A set of associations that the brand 

strategist seeks to create or maintain. 

Brand image A set of beliefs held about a particular 

brand by consumers. 

Brand personality A set of human characteristics 

associated with the brand. 

Brand tagline It is the brand positioning that is com- 

municated to the external audience. 

— 

3. Differentiate between the following: 

(a) Brand essence and brand tagline 

(b) Brand value proposition and brand positioning basis 
(c) Core identity and extended identity 



(d) Externalization and internalization from the brand 
identity prism 

4. What is brand identity? How is it different from brand 
image? 

5. Discuss any three ways in which an organization can 
build its brand image. Why do you think these ways 

are important? 

Critical Thinking Questions 

1. Apply external audit to evaluate the market 

opportunities for a firm that plans to enter the market 

with a brand of cheese in the processed food category. 

2. Critically discuss how the identity of a brand can be 

designed. 

3. Which of the various PESTE (political, economic, 

social, technological, environmental) factors can be 

identified for CSL (refer Exhibit 2.2)? 

4. Critically discuss the strategic fit. Can you identify 

situations when brands actually faced the issue of a 

strategic fit? 
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LUX—Symbolizing Beauty* 

Lux is an established brand of Hindustan Unilever Limited 

(HUL), renowned to be one of the giant players in the 

fast moving consumer goods (FMCG) segment. Over the 

course of time, HUL has diversified its portfolio and has 

marked its presence across twenty different categories, 

such as food brands (Annapurna, Knorr, Taaza, etc.), 

homecare brands (Vim, Surf Excel, Active Wheel, etc.), 

personal care brands (Axe, Ponds, Sunsilk, etc.), and 

Pure-it water purifier to reach the pinnacle of success. 

Lux continues to be a star performer in Unilever’s brand 

portfolio and this case explores how Lux has successfully 

overcome the challenge of appealing to all consumers, 

young and old, from Sec A to Sec E across the length and 

breadth of a huge country like India. 

The product glitterati of the soaps 

Lux was launched as a toilet soap by Unilevér’s Lever 
Brothers in the year 1925 and in a span of three years, 

“Amit Bhargava (Management Executive — Marketing, Global Agrisystem Pvt. Ltd) and Akansha Lamba (Management Executive — Gongiletcy 
and Projects, Global Agrisystem Pvt. Ltd). 



it was introduced in the UK market as a product ‘offering 
people a chance to pamper themselves for a modest 
price’. In the year 1929, Lux expanded its international 
customer base by introducing itself in India. The brand 
name, ‘Lux’, has been derived from the word ‘luxury’, but 

the word in Latin symbolizes ‘light’. Unilever blended both 

these elements and portrayed Lux in sync with stardom 

and the luxurious lifestyle of Bollywood celebrities, well 

known among the Indian audiences. Its journey continued 

to enlighten women about the power of beauty bestowed 

them. The various variants in its portfolio, lend Lux a 

certain charm (see Table 2.3). 

Table 2.3 Lux variants 

Soft Kiss Made from strawberries and moisturizing 

whipped cream for soft and kissable skin. 

Velvet Made with peach and moisturizing whipped 

Touch cream for velvety and kissable skin. 

Silk Caress Made with rich macadamia and 

moisturizing whipped cream for nourished 

and kissable skin. 

White For fair and admired skin with vitamin B3, 

Glamour Rose oil, and white tea oxidant. 

Wake Me Up For recharged and fresh skin with refreshing 

mineral salts and seaweed. 

Magic Spell For soft and fragranced skin with fine 

aromatic oils and lotus essence. 

Source: HUL—Reveal Your Star Appeal, 2010. 

Apart from these, in its eighty years of experience 

in the market, Lux has also launched other variants, 

which include Lux Strawberry and Cream, Lux Peach 

and Cream, Lux Festive Glow with Honey, Lux Cream 

White, Chocolate Seduction, Sandalwood+Honey, Purple 

Aromatic Glow, etc. All these variations have made it a 

sensuous brand, which focuses on caressing a woman's 

body with gentleness to give it a glow and also develop a 

fragrance to mesmerize her partner. 

Brand strategy 

Bollywood beauties through the ages 

Right from its launch in 1929, Lux has roped in reigning 

beauties of the silver screen to endorse the brand. The 

foremost beauty brand ambassador being Leela Chitnis 
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(Srinivasan and Shashidhar 2007), and following this 

tradition was Madhubala in the era of the 50s; Waheeda 

Rehman, Saira Banu, Parveen Babi, and Simi Grewal 

during the 60s and 70s; and Hema Malini, Zeenat Aman, 

Poonam Dhillon, Rati Agnihotri heading the generation of 

the 80s (Mitra 2010). Marking the change in generations 

and to maintain the market dynamics, Sridevi endorsed 

it in the 80s, and the 90s were ruled by Juhi Chawla 

(Chatterjee 2005), Karisma Kapoor, Rani Mukherji, and 

Madhuri Dixit (Mitra 2010). The other leading ladies 

associated with the brand have been Kareena Kapoor, 

Priyanka Chopra, and Aishwarya Rai, the latest additions 

to this bandwagon being Katrina Kaif (Chatterjee 2010) 

and Asin. (Image 2.4 shows Katrina Kaif endorsing Lux.) 

All these beauties from Bollywood joined the Lux 

fraternity at the very peak of their careers, which resulted 

in the belief that by joining the Lux fraternity, a star is 

born. Jayalalitha who endorsed the brand during the 70s, 

has distinguished herself in the field of politics along with 

mastering the key to success in cinema (Mitra 2010). All 

this has helped the brand in mounting strong relationships 

with customers from all sections, ranging from SEC A to 

E (Chatterjee 2005). Lux cashed in on the consumer's secret 

desire of being a Bollywood celebrity someday and the 

aspiration to be at the top spot in whichever field they 

choose to enter. This helped in establishing an assured 

linkage between the consumers and the brand. The beauty 

soap manufacturer has continued to establish its relationship 

with every generation, and continues to innovate its 

product and packaging by using young and vibrant colours 

and celebrities who are in sync with the latest styles. 

On the eve of its 75th platinum jubilee, there was a 

complete transformation in its branding strategy when 

reigning superstar Shah Rukh Khan was seen promoting 

the brand along with the Bollywood beauties who had 

endorsed the brand in the past. He ‘portrayed the metro- 

sexual male with a soft touch’ and ‘a soft guy who is in 

touch with his emotions’. This unique transition was 

adopted as he has been a great favourite with women of 

all ages (Chatterjee 2005) and ‘the usage of the brand 

actually showed a gender split’ (Mitra 2010). 

Promotional offers 

A promotional offer of Lux that has enjoyed immense 

popularity is the Lux Gold Star offer, ‘in which consumers 
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Aix how been the premium beaity soap in the matket since 1956, 

4 Lux hes heen known as the “soap for the stare” and has always 

"been aksociatad with the most beautiful faces in film and fashion 

Lue has had the following people be its face 

is Tesh Barbra Shavit Hema Malini 

Sanie Jahan uti, Chante 

Madhuri Kareena Kapoor 

7 Set Devt tani Bubhedee 

Aashneriya Ral And pon very vecanity , 

Priyanka Chopra Hatirina Molt 

ciated elf (6 Beauty. Styie, Fashion and Glamour. and has sponsored significant events in fashion history 

is Hike Amit Adnan Sana Safinaz, Shumail. and Maheen Khan: 
and Style by sponsoring shows like Lux Style ki Ounlya and Lux Camivate de Couture. 

Brand info - Googie Chrome 

Source: http://www.lux.com.pk/brand_info.html, accessed 22 August 2010. 

Image 2.4 Lux and Katrina Kaif; also see Plate 3 

had the chance of finding a gold coin inside their Lux 

soap’. This was initially offered in the year 2000 and in the 

succeeding year it was themed ‘Chance Hai’, where the 

winner of the gold coin had an additional opportunity to 

win an extra thirty grams of gold by calling the advertised 

telephone number. The first ten callers each week were 

given the additional 30 grams of gold. ‘The offer was valid 

on 100 grams (pink, white, and black) and 150 grams (pink 

and black) Lux toilet soaps, bearing the specially designed 

gold star logo on the wrapper. The 100 grams soap bar 

contained a 3 grams gold coin and the 150 grams soap bar 

contained a 5 grams gold coin.’ Actress Raveena Tandon 

who was roped in for the 2001 endorsement travelled 

‘across select cities and made surprise visits to several 

homes, rewarding those having Lux gold star wrappers 

with more gold stars’. 

The year 2009 saw a decline in sales of the brand, 

especially in small towns where the housewife was 

falling out of love with Lux. ‘Post research, a key insight 

emerged—the small town housewife wants to look beautiful 

for her husband and wishes to recapture the magic of her 

early days of marriage, but without being too obvious 

about her ‘seducing’ efforts, as societal pressures did not 

permit her to be too bold.’ To meet this need, ‘Bollywood's 

real-life star couple, Abhishek Bachchan and Aishwarya 

Rai Bachchan’ were roped in. (Image 2.5 shows a siill 

from the Abhi-Aish ad campaign for Lux.) ‘Aishwarya, had 

been a longstanding brand endorser for Lux (for more than 

a decade) and roping in her husband seemed to be the 

logical thing to do’, to portray couple play. This was helped 

by the fact that there was a lot of curiosity surrounding 

Bollywood's ideal romantic couple post their marriage. 

‘The commercial showed Aishwarya enjoying a luxurious 

bath using the new Lux with beauty oils, and deciding to 

spring a surprise on her husband. When Abhishek comes 

home from work, she blindfolds him and he has to find her 

by her new-found scent. A playful sensual game of ‘catch 

me if you can’ ensues, with Abhishek unable to catch his 

wife as his hands glide off her smooth skin. Finally, when 

he thinks he has her, he removes his blindfold; only to see 

that he is hugging his cleaning lady instead, as Aishwarya 

laughs on. A music track composed by trio Shankar- 

Ehsaan-Loy lent a rustic, Sufiesque feel to the film. 

The ad was unveiled on a reality show about marriage, 



Source: http//www, luxindia.in/, accessed 23 August 2010. 
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Image 2.5 Lux promotion; also see Plate 3 

called Lux Perfect Bride (on Star Plus), with an in-serial 

placement for the brand's skin softening elements, as well 

as a blindfold game akin to the one in the commercial 

being played out by the contestants. The campaign was 

extended to another quick promotional one featuring the 

couple talking about ‘good news’—a double meaning 

quip—about the Lux gold coin offer. The Sufi-esque track, 

Sone se bhi sona lagey, became a popular download item 

(as ringtones and others) with thousands of downloads 

over the Internet’ (Joshi 2010). 

The couple endorsed the ‘Lux soap rich with beauty 

oils for soft skin like never before’. The new variant, 

along with offering a lavish bathing experience offers 

‘softer skin and a new you’ (Lad 2009). Abhishek’s ad 

was much appreciated, as it had a woman's beauty 

being cherished. Further, Lux capitalized by portraying 

Aishwarya Rai’s ‘noticeably softer skin to disarm even the 

most unflappable of men’ (Lad 2009). This reflects Lux's 

old tradition of remaining a beautifying symbol for Indian 

women (Kashyup 2009). 

Events and contests such as ‘22 carat gold star offer’ 

were hosted to relate to customers’ feelings of becoming a 

star. In another campaign, Lux also promised customers a 

chance to meet brand endorsers—Abhi-Ash—in London 

(Chatterjee 2010). 

This activity helped the brand gel with the consumer. 

The consumer got an opportunity to rub shoulders with 

real-life stars in London, and the company managed to 

showcase the fact that when it says Lux is a soap for the 

stars, it means it! 

All that glitters did turn out to be gold for Lux 

In more than eight decades of its existence, Lux has 

consistently proved itself to be the beauty soap for the stars. 

Lux during its existence has remained persistent 

in grabbing the number one slot in the personal care 

segment (2010). Following its line of success, it won 

the title of the ‘most trusted brand’ by grabbing the third 

position (2010a). Lux has gained immense popularity 

amongst different stratam of customers during its journey, 
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be it the housewife, the young male, or the adult female 

(Brand Equity, 2010b). The star endorsers over the years 

have felt that endorsing Lux has added to their stature as 

well. According to Hema Malini, ‘One of the turning points 

of my career was when | was signed up by Lux. It was then 

that | knew that | had made my mark in Indian cinema. 

To be a Lux star is a much sought-after honour among 

leading ladies and it truly means a lot to me.’ Juhi Chawla 

had once said, ‘I do believe that a significant recognition 

| received other than winning the Miss India crown was 

being named a Lux star.’ Thus, it is not only Lux that has 

gained from the endorsers, but being an endorser for the 

brand is a matter of honour and a stamp of achievement. 

Conclusion 

Lux has successfully forged a link between the usage of 

the brand and consumers becoming stars and following 

i 
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Understanding Organizational 

Culture for Successful 

Brand Management 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

Organizational culture 
The strategic brand wheel 

Brand mantras 

Internal branding 
Aligning staff with brand performance 

ABOUT THE CHAPTER 

The previous chapter discussed how a brand is created. As shown in Figure 2.1, creating a 

brand is largely an organization dominated activity. This chapter further explores the role of 

an organization in creating a brand. It brings to light how organizational culture can influence 

the building of a brand and the delivery of a brand experience to the customer. The corporate 

brand vision needs to be translated and woven into the organizational culture. The employees 

need to have an understanding of the brand, so that at each stage of customer interaction the 

brand promise can be fulfilled. 

INTRODUCTION 

The corporate strategy of any organization is designed by its top management. The top 

management provides a strategic framework, which ‘takes the brand from its current value to 

its potential value’. ‘In an increasingly competitive environment with continuous pressures of 

quarterly performance, the operating team is forced to focus on the short-term objectives of 

meeting sales and customer acquisitions. This approach is myopic and completely overlooks the 

long-term potential of the brand to the business’ (Unnikrishnan 2010). The top management 

needs to carefully delineate the core brand values and design a brand identity based on their 
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corporate vision. This brand identity, through an internal branding process, is clarified to the 

employees. The employees of the organization, in turn, build the brand and deliver the brand 
experience to the customers. The customers interpret the brand values according to their 

experiences with the brand. This results in what is called the brand image—the customers’ 

perception of the brand identity. Organizations, through various feedback and market research 

methods, gain an understanding of the brand image. How customers interpret a brand is 

reflected in the confidence they place in the brand and in the number of times they purchase 

and consume it. This act of the consumers influences and helps the senior management in 

designing their brand strategies. This is a continuous process and highlights the crucial link 

between brand managers or the organization’s employees and their customers (see Exhibit 3.1 

and Figure 3.1) and forms the brand value delivery. 

Organizations are recognizing the importance of their staff in delivering brand experiences 

and providing a competitive advantage. The organizations create the brand and provide what 

Exhibit 3.1 Apollo Hospitals Brand Value 

The Apollo Hospitals Group was founded by Padma 

Bhushan Dr Pratap C. Reddy. Dr Reddy ‘shaped and 

nurtured the ethos of Apollo Hospitals with his vision 

and inspiring leadership. Recognized as the architect 

of India’s healthcare revolution, Dr Reddy made Apollo 

Hospitals a centre for medical excellence, innovation, 

and a catalyst of positive change.’ What started in 

1983 with a team of twenty-five members has now 

“spread across Asia with 46 hospitals, 8000 beds, 

and over 60,000 team members. It is Asia’s largest 

and most trusted healthcare group and has achieved 

international recognition. How does it manage to 

consistently deliver the high levels of service quality 

standards? 

The employees of Apollo are ‘enjoined to follow 

rigorously the Florence Nightingale approach of “tender 

loving care”. All efforts are made to ensure that every 

patient who comes to Apollo is put at ease instantly. 

It's not just the quality of the diagnosis, the equip- 
ment, the medical staff, or the exceptional success 

rates at Apollo that have made it the leading health- 

care provider in the region, it is largely the emotional _ 
bond that the hospital creates with the patient thatmakes _ 

Apollo so special’ (Superbrands, 2009) (see Image 3.1 ~— 
/ 
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the customers need (i.e. functional values), and the staff influences the manner in which the 

brand experience is delivered to the customers (i.e. emotional values) (i.e. de Chernatony 

2001). Organizations, through their marketing communications and brand promise, motivate 

customers to purchase their brand. If this brand promise is not delivered, customers will not 

be satisfied and will defect to other brands. The focus of the organization should be not only 

to communicate the brand promise to the customers, but also to orchestrate the staff towards 

delivering this promise (de Chernatony 2002, de Chernatony and Segal-Horn 2003). 

Exhibit 3.1 highlights the fact that although it was Dr Reddy’s vision that resulted in the 

creation of brand Apollo, it is its 60,000 employees who are consistently delivering on this 

brand’s value to create a bond with the patients. Thus, while vision and continued support by 

the top management towards building a brand is what drives the brand, it needs to be replicated 

in the day-to-day motivation for the employees. According to Mr T.S. Vijayan, Chairman, Life 

Insurance Corporation of India (LIC), one of the factors that can be attributed to the success 

of LIC is the fact that it ‘consistently reinforces its mission to its employees. They are reminded 

of the motto, Yogakshema Vahamyaham, which means ‘your welfare is my responsibility’, day in 

and day out’, so that they deliver on this brand promise. “The (LIC) logo shows that it offers 

protection to the people and is the trusty of their money’ (Vijayan 2011). 

It can be said that the success of a brand depends on the employees and the extent to which 

they are able to interpret and implement the brand values and deliver the brand promise. The 

customer’s interpretation and appreciation of these brand values is equally important. While 

the rest of the chapters in the book are dedicated to the customer, this chapter will focus on 

the employees, along with the other internal stakeholders. Internal stakeholders create the 

brand and they need to mirror the brand values laid down by the senior management. Thus, 

an understanding of how we can motivate and influence the internal stakeholders is crucial to 

developing successful brands. 

Source: Adapted from de Chernatony 2002, de Chernatony and Segal-Horn 2003. 

Figure 3.1 Brand value delivery 



UNDERSTANDING ORGANIZATIONAL CULTURE FOR SUCCESSFUL BRAND MANAGEMENT iM 67 

Exhibit 3.2 What You Didn't Know about Apollo Hospitals 
Apollo Hospitals was named after the first 

spacecraft that landed on the moon, reflecting the 

promoter's vision of the hospital being the first and 

the foremost in all its chosen fields. 

Nearly 50,000 patients from fifty-five countries 

seek treatment at Apollo Hospitals every year. 

India's first CyberKnife (world's most advanced 

robotic radiosurgery system) was installed at 

Apollo Speciality Cancer Hospital in Chennai. 
Apollo became the first hospital in India to perform 

liver, multi-organ, and cord-blood transplants, 

(gold standard for excellence in healthcare the 

world over) accreditation. 

The ‘Save a Child's Heart’ (SACH) project was 

established in 2003 by the Apollo Hospitals Group 

to reach out to underprivileged children afflicted 

with heart diseases. It is the largest voluntary 

organization in Asia that provides care and 

treatment for underprivileged children suffering : 

from paediatric heart diseases. 

To address the growing need for healthcare 

talent, the group is developing the Apollo Health — 

Knowledge City, a state-of-the-art centre that 

expects to develop 25,000 skilled healthcare 
workers each year. / 

Source: Superbrands 2009 

and orthopaedic procedures like hip and knee 

replacements and Birmingham hip resurfacing. 

e Apollo Hospitals, Chennai, became the first 

aon in = to receive the JCI theo 

The concept of brands has evolved over time and so has the concept of brand management. 

The classic brand management model was tactical, whereas the model that has evolved (the 

‘brand leadership model’) is strategic. It focuses on building brand equity rather than brand 

image (see Exhibit 3.2). 

These days, one organization is managing a number of brands, and the brand architecture 

is getting complex. Every organization’s perspective is also shifting towards the global market 

rather than limiting itself to the country of origin. To build a brand at the global level, which 

has a high brand equity, the communication focus needs to be internal as well as external 

(Aaker and Joachimsthaler 2000). That is, for the organization to have brand leadership (rather 

than be involved in the mere management of the brand), it needs to communicate with its 

internal audience too. An organization, through its culture, communicates with and influences 

the manner in which employees behave in an organization. Let us now understand what this 

organizational culture is. 

DEFINING ORGANIZATIONAL CULTURE 

Organizational culture is defined as the ‘company’s overall philosophy, a set of values, and 

beliefs that shape the way people think and behave’ (Hankinson and Hankinson 1999). It 

is ‘an amalgamation of values, which gives rise to behaviour’ (de Chernatony and Cottam 

2008). Thus, we can define organizational culture as ‘the values of the organization that give 

tise to and influence the behaviour of employees.’ This definition highlights the fact that the 

way people behave in an organization is largely influenced by the organization itself. 

(See Exhibit 3.3.) This chapter explores how the organization can induce the employees and 

the other internal stakeholders to behave in line with the organization’s brand vision. 
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Exhibit 3.3 Tata’s Orembaterels Values and Culture 

The Tata group was ‘established by Jamshetji Tata 

in the second half of the 19th century’ (Tata 2010). 

Jamshetji ventured into the hospitality business when 

he was insulted in one of the British hotels and not 

allowed to stay. The iconic Taj brand currently boasts of 

sixty-six hotels in forty-two locations across India and 

sixteen international properties (Taj 2010). The Tata 

culture is prevalent here, and employees are always 

They also emphasize to their employees ‘to think and 

act first as a citizen’ (H.N. Shrinivas, HR Head of the 

Taj Group of Hotels cited in Rao 2010). Like the other 

Tata organizations, its hotels too are evaluated on 

the basis of the ‘Tata Leadership programme and the 

Tata Business Excellence model’. The model focuses 

on the values of integrity, understanding, excellence, 

unity, and responsibility (Rao 2010). 

told that ‘customers and guests are their top priority’. 

ORGANIZATIONAL CULTURE AND BRAND PERFORMANCE 

Organizational culture is the invisible guiding force of an organization. It helps the employees 

in an organization work towards a common goal. Organizational culture is ‘the pattern of 

shared values and beliefs, which helps individuals in gaining an understanding of how the 

organization functions. This understanding further provides them ‘norms for behaviour in the 

organization’ (Deshpande and Webster 1989). This means that the workings of the employees 

in organizations are uniquely influenced by the prevailing culture of the organization. The 

values and beliefs (i.e., culture) thus drive the way the employees interact with the customers. 

This experience influences the perception of the customers and provides substance to the 

brand (Bitner et al. 1990). This discussion leads to the belief that the employees influence the 

customet’s experience of the brand. An aspect like this gains importanée in a services brand, 

where employees are part of the seven Ps of the marketing mix. Here, the employees form a 

part of the product and thus directly influence the manner in which the product is delivered 

to the customers. It is, therefore, all the more important that employees reflect the brand 

attributes and provide a holistic brand experience to the customers. For the employees to ‘live 

the brand’ (Schultz 2003), employees need to be supported by an appropriate organizational 

culture. Organizations need to build a culture that revolves around the core brand values. This 
will influence the employees to perform their duties in line with the brand identity that the 

organization has delineated (see Exhibit 3.4). 

Apart from the employees, there are other people like the suppliers and vendors who play 
an integral part in the co-creation of a brand. The organizational culture influences, and in turn 
is influenced by these stakeholders too. All the internal and external stakeholders (involved in 
the creation of a brand) need to understand the brand vision and work towards the same while 
creating the brand. Organizations can influence these internal stakeholders through internal 
brand building activities. This results in these stakeholders appreciating the brand value that 
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Exhibit 3.4 Taj Employees’ Acid Test 

The Taj Mahal Palace Hotel at Mumbai was set up in 

1903. A century later, Taj employees are still delivering 

on the organizational values as was amply evident 

during the 26/11 terror attack (in 2008) at Taj Mumbai. 

The Taj staff at all levels—directors, captains, waiters, 

janitors, artisans—demonstrated exemplary courage 

in providing selfless service to the customers. As many 

as 80 employees were hurt—some fatally—but their 

heroic acts of saving other lives rather than their own 

stunned a number of people. ‘The employees knew all 

the back exits and could have easily fled the building, 

but they all stayed at their posts during the attacks, 

jeopardising their safety in order to save the hotel 

guests’ (PT 2011). 

The widow of Thomas George (a captain who 

escorted fifty-four guests from a backdoor staircase, 

and was later shot dead by the terrorists) said that she was 

not aware that ‘the man she had lived with for twenty- 

five years was so courageous.’ A management trainee 

protected and took out all the Unilever guests (who had 

come to attend a Unilever event at the hotel) through 

the kitchen. She was not instructed by any supervisor 

and just took three minutes to perform her duty. 

There were over 500 emails from various guests 

who thanked the staff for saving their lives while 

narrating their heroic deeds. ‘The sense of duty and 

service among the ih eos was unprecedented’ 

(Rao 2010). 
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the organization wants to deliver. The overall impact is that all the internal stakeholders now 

work towards providing a similar brand experience to the customers and all the energies are 

synchronized towards a common brand goal. 

A brand interacts at the following three major levels (see Figure 3.2): 

1. With the organization through the organizational vision. 

2. With the internal stakeholders through the organizational culture. 

3. With the external stakeholders through the identity of the brand, which it portrays 

through its communications and the image the consumers develop upon consumption 

of the brand. 

The organizational vision is the major guiding force for the brand. It guides and shapes the 

identity of the brand. The major input of what the brand is and should be is derived from 

the organization. Brand vision is ‘the future environment a brand wishes to bring about, its 

purpose, and its core values’ (de Chernatony 2002). Brand vision, thus, is indicative of what 

the brand experience will be like. Once the organization decides on what the brand is all 

about, the second level of interaction begins with the employees as the internal stakeholders 

while the brand is being created. These internal stakeholders translate the vision and mission 

of the organization into a tangible (product) or an intangible (service product) offering for 

the consumers and customers. The vision of the organization needs to be translated into 

concrete objectives that can be followed by the staff. This further encourages a series of 

coherent activities spread across the company. As a result, there is a holistic development of 

the brand. At the third level, the customers come in. They purchase the brand and through 

their brand experiences form their own images of the brand. Besides the customers, there are 

other stakeholders that are interested in the brand. These are the shareholders, suppliets, etc., 

and together they form the external stakeholders. Apart from interacting at the brand level, the 

three stakeholders (the organization, internal, and external stakeholders) also interact through 

direct communication. 
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The organization, through internal branding, influences the internal stakeholders. Through 

external brand-building measures, such as marketing communication including advertising, 

and public relations, the organization communicates with the external stakeholders. Apart 

from the organization, the internal stakeholders—especially the employees—also interact with 

the external stakeholders. The degree of interaction of the various employees may vary, as the 

front-staff employees interact more with customers than the back-end staff. These employees 

influence the manner in which the brand experience is delivered to the customers. 

Organization 

Internal branding External brand-building 
measures 

Internal External 

stakeholders stakeholders 

Delivery of brand 
experience 

Source: Adapted from Hatch and Schultz 2001, de Chernatony 2001. 

Figure 3.2 Strategic brand wheel 

i ( roup promoted talent to motivate employees for brand performance. 

STRATEGIC BRAND WHEEL AND GAPS 

The three aspects of the brand interaction model can be visualized through the hub and spoke 

model (refer Figure 3.2). Here, the brand lies at the hub of the model. The three aspects, i.e., the 

organization, the internal stakeholders, and the external stakeholders, form the periphery of 

the circle. The brand, through its spokes of vision, culture, and identity/image, communicates 

with these three aspects. If any of the spokes are lacking in any way, the three aspects will 

not coincide with the attributes lying on the periphery of the circle. To form a perfect circle, 

the organization’s internal branding (see Table 3.1), external branding, and brand delivery 
should be in agreement. Since the late 1990s, the focus has shifted from internal marketing to 
internal branding or from orientation and motivation of the customer-contact employees to 
a ‘common value-based work ethos’ (Mosley 2007). Internal branding takes off from internal 

marketing and the differences between the two are given in Table 3.1. 



Scope 

Employee role 

Employee status 

Focus 

Approach 
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Internal marketing 

To ‘orient and motivate its customer- 

contact employees and supporting 

service people to work as a team in 

order to provide customer satisfaction’ 

(Kotler et al. 2010) 

Only the customer-contact employees 

Employees are used as a tool to 

deliver the brand 

Channel to market 

Narrow. Just focus on customer-brand 

experience 

‘Outside-in’ approach as ‘focus on 

communicating the customer brand 

promise, and the attitudes and 

behaviours expected from employees 

to deliver on that promise’ 
EE ES nen WevererereresesereSersese 

Source: Adapted from Gapp and Merrilees 2006; Mosley 2007; Kotler et al. 2010. 

Differences between internal marketing and internal branding 

__ Internal branding _ 

To ‘develop and bhniowis a common 

value-based ethos, typically attached 

to some form of corporate mission or 

vision’ (Mosley 2007) 

All the employees in the organization 

Employees are strategically involved in 
creating the brand 

Employees ‘live the brand’ 

‘Broader range of brand-led corporate 

goals and-objéctives’ 

‘Inside-out’ value-based approach 

_ See how the Aditya Birla Group as an — ke ae its ae to aeate _ — be arene 

~ jts customers. — y Nea SSH 

A brand can gain leadership when this circle rotates freely and in unison. The vision of 

the organization is reflected in the culture of the brand and in the image of the brand. The 

culture, in turn, reflects the vision and the image/identity of the brand, and the identity/ 

image is the same as the culture and vision of the brand. When this occurs, the brand is in 

unison with all the players it interacts with and results in the creation of both involvement 

and value to the customers. When both involvement and value are high, it catapults the brand 

to the ‘brand is a religion’ status (Kunde 2000 cited in de Chernatony 2008), where the brand 

becomes the preferred choice for the customers (see Exhibit 3.5: The Cat’s Meow Turns into 

a Roar). 

However, if the circle is not moving in unison, then it is due to the occurrence of any/ 

some/all of these gaps: 

1. Vision-culture gap—This gap occurs when the vision of the organization is not truly 

and accurately reflected in the culture of the organization. The implication is that the 

internal stakeholders are not in line with what the management wants for or thinks about 

the brand. As a result, the employees might not behave in a manner that reflects the true 

brand spirit, and thus dilute the brand experience for the customers. As the culture of the 

organization influences employee behaviour, the vision-culture gap will lead to a second 

gap, ie., the vision-identity gap, and to a third, vision-image gap. 
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Exhibit 3.5 The Cat’s Meow Turns into a Spe 

The Hello Kitty brand is a ‘cartoon character of a small 

cat that looks kind and cute with a button nose, two 

black eyes, six whiskers, and a ribbon or flower in 

her hair’ (branding asia.com). The cat has no mouth 

and helps in projecting many different feelings on 

the cat—happy, sad, thoughtful, etc. The brand was 

founded in ‘1960 by Shintaro Tsuji (Chairman of Sanrio 

Co, a stationery producer) to manufacture branded 

gift products’ (Rusch 2001). Though more than half 

a century old, the brand is perpetually young. It has 

extended over the years from candy, stationery, and 

school supplies to clothing, cell phone skins, and even 

motorcycles. These products are available not only 

in Tokyo, where the company is headquartered, but 

throughout Asia, Europe, and the Americas. 

cartoon character. Sanrio has its own theme park in 

Tokyo, which is a huge success among the Japanese, 

Chinese, and Taiwanese. What's more, Hello Kitty 

products are collectibles and have built up quite a 

value over the last couple of decades. Some items are 

valued at thousands of dollars. And Sanrio is clever in 

its marketing efforts. There is always a new must-have 

product. “Old” items are moved off the shelf every six 

months or so and replaced with new products to keep 

the public interested and the pressure on the purchaser 

to add to the collection.’ The brand is a religion for 

children who have grown up on the character, and 

on becoming adults, they continue to buy the adult- 

oriented objects the brand has extended itself to 

(Rusch 2001). 

‘To say that Asians are mad for Sanrio products 

is to understate the near fanatical devotion to the 

2. Vision-delivery or culture-image gap—This gap occurs when the vision of the organization 

does not match the manner in which the brand experience is being delivered to the 

customers. Thus, the resultant brand experience leaves something to be desired for by the 

customers. Thus, though the involvement of the customers with the brand was there, they 

did not get the complete value. There can be instances when the vision is appropriately 

translated into culture, but still the vision-delivery gap occurs. This ultimately leads to the 
third gap—the vision-image gap. 

3, Vision-image gap or the identity-image gap—This gap occurs when the vision of the 

organization and the image that the consumers have about the brand are not in unison. 

The implication is that the organization designed a brand and had a particular identity in 

mind; however, the consumers’ perception of the brand was different. This results in an 
image that is different from the one the organization was trying to portray. 

The identity-image gap is not always the result of first two gaps. This gap can also exist 
because of faulty external brand building measures or variability aspect of service delivery. To 
overcome these gaps, there should be complete harmony between the organizational vision, 
culture, and brand image. Also, the external brand building measures should be monitored 
carefully and the brand should be appropriately positioned. Powerful brands have clear visions, 
appropriate cultures, and a staff that is aligned with the values of the brand. ‘The integration 
of these elements makes it hard for competitors to surpass the position of the strong brands’ 
(Ind 2001 cited in de Chernatony 2002). 
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BRAND MANTRAS AND INTERNAL BRANDING FOR A SUCCESSFUL BRAND 

The brand wheel highlights the need for ‘operationalizing’ the brand, i.e., integrating the brand 
with all aspects of the business. This is also referred to as internal branding. Internal branding 
is composed of the following: 

1. Communicating the brand to the employees in an effective manner 
2. Convincing the employees that the brand is relevant and worth the effort 
3. Successfully linking all the job profiles in the organization, so that the brand essence is 

delivered to the customers. 

This provides clarity to the employees working in the different departments of a large 
organization by influencing their behaviour. It also unifies the functioning of the different 

departments and companies in the portfolio of the organization. It directly influences the 

‘extent to which employees perform their role in relation to the brand promise. It also influences 

the attitude that the employees have towards the brand, which-in turn affects employee 

performance’ (Punjaisri and Wilson 2007). Internal branding also makes the employees more 

productive in their contribution towards building the brand equity (Bergstrom, Blumenthal, 

and Crothers 2002). The model for implementing internal branding (see Figure 3.3) can help 

the organization align the on-brand behaviour of the employees with the brand identity. The 

on-brand behaviour includes all the actions of the employees while performing brand-related 

activities. The internal branding process is broadly divided into three stages as discussed below. 

Planning 

In the planning stage, the organization decides what they need to communicate to the customers 

on the basis of their organizational vision. The leadership needs to decide the key attributes 

of the brand character, which form the brand identity. These are then translated into visual 

symbols and language that become the ‘face’ and ‘voice’ of the brand, respectively. For effective 

implementation, the identity should be ‘relevant, believable, desirable, and liveable’ (Bergstrom 

et al. 2002) by the employees. A brand mantra is very helpful in this regard. It is a ‘three to five word 

phrase that captures the irrefutable essence or spirit of the brand’. It represents the aspects that are 

most important to the company and to the consumers and forms the core brand association. 

The brand mantra is also called the ‘brand essence’ (or ‘core brand promise’) (Keller 2004). 

Once the organization has decided on the brand identity, they need to go on to the next level, 

the execution of the brand identity which has been prepared by the top management. Successful 

leaders ‘consistently and repeatedly’ communicate the brand identity and commitment to live 

up to the brand’s promise (Vallaster and de Chernatony 2006). 

Execution 

For an appropriate execution of the brand identity, the following steps should be kept in mind. 

Communication and commitment The first step is communication of the identity to 

the internal audience. This identity needs to be communicated, so that the organization can 

build a consensus. This is helpful as the employees willingly adopt, enact, and build upon the 

brand identity, ive., there is commitment to the brand. Through communication, the employees 
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Source: Adapted from Bergstrom; Blumenthal; and Crothers 2002; Grace and O’Cass 2002; Vallaster and de Chernatony 2006; 
Alwi and Da Silva 2007; Mahnert and Torres 2007; Mosley 2007; Punjaisri and Wilson 2007; Steen 2010. 

Figure 3.3 Internal branding process 

ate educated about what the brand is (the brand mantra) and the relationship between 

the employees and the brand. Research shows that many brand-building efforts fail to be 

internalized by the staff due to a lack of communication (Vallaster and de Chernatony 2006). 

mantra to the employees. 
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loyees can be made to listen is by making the organizational leader 
_ the brand communicator. For the employees, his/her voice is the most important one and they 

One way in which emp 
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listen and internalize the message. They are bound to take note and act according to the way 
their leader wants them to. Also, the brand mantra needs to be emphasized to the employees 
time and again, in order to consistently deliver on the brand parameters. This can be done 
through a number of channels like appropriate messages.in brand fact sheets, through e-mails, 
brochures, company reference manuals, videos, reports, etc. Apart from these verbal cues, 
non-verbal ones like the dress code of the employees, the manner of addressing employees, 
working environment, etc. also communicate and motivate the employees to deliver on the 
brand promise. Through all these activities, the management facilitates the individuals and 

provides a framework that ‘encourages brand-supporting employee behaviour’ (Vallaster and 

de Chernatony 2006). The framework is important considering the fact that building an internal 

brand is an ongoing process and employees should not feel that it is just a one-time affair. 

Culture Theculture of an organizationis ‘how things are done around here (the organization)’ 

(Bergstrom et al. 2002), and through culture, stories about valued behaviour by the employees 

are spread. As discussed earlier in this chapter, the culture of an organization has an influence 

on the type and manner in which employees perform their tasks. Two important dimensions 

of culture are cultural strength and cultural content. Cultural strength is ‘the degree to which 

beliefs and attitudes are shared’. The content aspect of culture is ‘what these people believe 

and value.’ Both, the strength and the content influence the firm’s performance (Steen 2010). 

When an organization is new, it is easy to decide the content through the core brand attributes 

and build the organizational culture around the same. Things are difficult when the organization 

has to change its existing culture to suit the brand. This can be done when the organization 

feels that its culture is not in line with the brand and also during times of repositioning, when 

brand identity is changed and the employees need to know the new on-brand behaviour. 

The level of difficulty in changing an existing culture is directly proportionate to the cultural 

strength, and higher the degree of sharing of beliefs and attitudes, the more difficult it is to 

change the culture. 

Performance of activities The employees perform their activities, and the experience 
of the brand (a services brand or a ptoduct brand) is delivered to the customers. Appropriate 

performance of activities (keeping in mind the brand mantra) is essential for delivering the 

brand experience. Faulty execution can harm the brand and result in contradiction of brand 

_ values (see Exhibit 3.6). bi 
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Exhibit 3.6 contd 

more than $1 billion.’ On being questioned by the 

authorities, PwC admitted that due to the problem of 

understaffing, it could not audit Satyam’s accounts. It 

had outsourced this work to a local firm of accountants, 

who had shared their Bengaluru office. Despite the 

claim that ‘it's very special kind of leadership demands 

“courage, vision, and integrity”, it still signed off the 

undeclared outsourced work of accounts each year. By 

not delivering on the brand values, PwC’s brand image 

was damaged globally during the ten months of media 

outrage that followed the scandal. 

In the same year, PwC faltered again, this time 

in the Senate committee on healthcare insurance 

reform, PwC released a report warning of increased 

family premiums and a rise in healthcare costs if the 

legislation was passed. The report that was paid for by 

the industry trade group America’s Health Insurance 

Plans (AHIP) was attacked by the Democrats and 

healthcare experts as being factually misleading. A day 

later, PwC admitted that AHIP had instructed it to focus 

on some features of the bill without taking into account 

other major provisions such as the effect of subsidies 

for those buying insurance.’ Being the most valuable 

brand of ‘the big four’ audit firms, PwC has ‘much to 

lose from these debacles’ (Ritson 2009). in the United States. ‘A day before a critical vote 

SSS EL I OE 

Evaluation 

Based on their experiences, customers form their perception about the brand. This perception 

results in an image of the brand in the minds of the customers and is referred to as the brand 

image (see Chapter 2). Over a period of time, the organization gets to know the customers 

perception through various kinds of feedback from the customers (either directly or through 

their frontline employees). This perception is then compared with the brand identity and 

corrective measures (if necessary) are to be taken. The employees also need to be evaluated in 

order to check whether their performance behaviour is in line with the organizational culture. 

This can lead to either of the two situations discussed below. 

Cultural fit The employees who understand the brand identity and have values similar 

to the brand are found to be culturally fit. Such employees’ performances are found to be 

as per the expectations of the organization. Their acts result in the delivery of the brand 

experience that is positively aligned with the brand identity. According to Mr Nitin Paranjpe, 
CEO and Managing Director, Hindustan Unilever Ltd., when they recruit employees, the 
selected candidates ‘have to have a cultural fit with what the brand stands for’ (Paranjpe 2011). 
The employees need to be positively motivated through rewards and recognition (see Exhibit 3.7; 
see Exhibit 3.8 to know more about Taj). Over a period of time, their activities need to 
be evaluated, monitored, and again reinforced, so that employees deliver consistently on the 
brand values. Employees need to understand that the brand’s consistent behaviour is not a 
one-off activity. 

Cultural gap Alternately, employees can also be at the other end of the spectrum, where 
they do not understand the brand culture. This results in a gap, as the employee behaviour 
is notin accordance with the expected behaviour for the brand. This brand inadequate behaviour 
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Exhibit 3.7 Tata Takes Care of Its Employees at Taj 

The heroism that was displayed by the staff during the 
26/11 terrorist attack ‘is often attributed to values such 
as making customers and guests their first priority’. 

These acts of service did not go unnoticed. Ratan Tata 

(Chairman of Tata Sons—the Tata promoter company) 

personally visited the families of all the eighty 

employees who were injured or killed. He asked the 

family and dependants what they wanted him to do. 

‘Settlement for every deceased member ranged from 

36-85 lakh, in addition to a number of benefits like 

full last salary for life for the family and dependants, 

anywhere in the world, full medical facility for the whole 

family and dependants for the rest of their lives, waiver 

of all loans and advances irrespective of the amounts; 

provision of a counsellor for life for each person. All 

categories of employees (even those who had only 

completed a single day as casuals) were treated as on 

duty during the time the hotel was closed for renovation. 

All the salaries were sent by money order’ (Rao 2010). 

In many more ways, Mr Ratan Tata ensured that each 

and every employee and their family and dependants 

were taken care of well. 
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complete responsibility for the education of the children 
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translates into a customer perception, which is less than the customet’s expectations and hence 

there is dissatisfaction on part of the customer. To overcome this inadequate behaviour, 

employees need to be educated about the brand. Brand-oriented training and development 

activities need to be organized for such employees, so that the gap can be filled and they have 

an appropriate understanding of the brand values and brand identity. The employees should 

then be monitored to see if the cultural gap continues to exist. The employees who perform 

as per the brand culture need to be motivated further. Employees, who are consistently not 

performing in accordance with brand attributes, need to be evaluated for consistent non- 

performance. The reason(s) for this non-performance should then be ascertained and 

appropriate action should be taken, so that the culture is reinforced. It has been studied that 

the only way strong brands are built is to offer payback for those employees who deliver on 

the brand promise (Bergstrom et al. 2002). The payback can include various monetary and 

non-monetary methods that motivate the employees. 

Feedback 

In the model on the internal branding process, feedback is very important. It can be taken 

at the stage of delivery of services to customers and at a later stage, when employees are 

motivated and their performances are recorded. In the first instance, an interaction with 

the customers, helps the organization in getting feedback from their target audience. The 

customer’s perception of the business results in the brand image. Their satisfaction and loyalty 

to the brand will result in profits for the organization and long-term success for the brand 

(Alwi and Da Silva 2007). The image that they develop needs to be studied vis-a-vis the brand 

identity and the gaps need to be identified and addressed. Employees should be empowered to 

take the necessary corrective action(s) when the identity and image do not match. This helps 

in the evolution of brand identity (Kapferer 2008). The organizations vision and the resultant 

culture needs to incorporate and document this feedback for better employee performance. 
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The ability to adapt, reflect the brand identity, and what the brand stands for is imperative to 

the success of brands over time. 

At the second stage, feedback is also important for further revision of strategies. Once the 

particular behaviour is incorporated by a majority of the employees, this should shift to being 

a patt of their job description. New benchmarks now need to be created, so that the level 

of delivery of the brand experience can be built further. Thus, over time, culture is built and 

brand delivery is enhanced, leading to increased customer satisfaction and loyalty. 

ALIGNING STAFF WITH THE BRAND 

Organizations are increasingly recognizing the importance of their staff as their brand builders 

(de Chernatony 2001). ‘A brand consistent behaviour supports the development of a coherent 

Z What You 1 Didn't Kr Know apo the Taj Exhibit 3 38 

e The Taj group is India’s flagship brand and has e The Taj Mahal Palace, Mumbai, which stands 

been felicitated at a number of national and opposite the Gateway of India (see Image 3.2), 

international forums. was constructed much before the Gateway of India 

e The Taj group with its hotels, resorts, and palaces itself. 

js the largest hotel brand in South Asia. e Taj hotel symbolizes the best of Indian hospitality 

e The Taj group has been recognized as the sixth and is the foremost Indian luxury hotel. The 

best employer in India during 2009 by Hewitt multitude of awards to its name only supports the 

Associates and Outlook Business. claim. 

p caltesy Superbrands, 

Ima ye 3.2 Ta Mahal Palac 
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brand image, and is considered one of the critical success factors in brand management’ 
(Vallaster and de Chernatony 2006). However, the different members of staff in an organization 
may have various different motivations for working. This influences their interpretation of the 
brand and reflects in their behaviour. This, in turn, hampers the development of an integrated 
brand strategy. For successful internal branding, where the staff are completely aligned with 
the brand, the following factors (Mahnert and Torres 2007) need to be kept in mind. 

1. 

3. 

Organizational culture should support and encourage the staff to be a part of the branding 
process. An alignment of the employees with brand values helps them find their ‘own 

meaning at work’ (de Chernatony 2002). This helps them creatively find new ways by 

which they can increase and add to the brand value. 

. Strong corporate brands like Tata, Reliance, Virgin, Walt Disney, etc. have had entrepreneurs 

who have had a brand philosophy and recruited staff who shared similar values. Together 

they have managed to create a culture that enshrines the core values and has resulted in 

consistent staff behaviour. It would be easier for employees to deliver a brand experience 

in line with the vision of the organization, when their values are found to be aligned with 

the brand’s value. Given that each individual is unique, it is highly unlikely that everyone’s 

values will be in line with the brand’s values. It is, therefore, important that there be an 

alignment between the values of the organization and the individual employees. This can 

be done by the following 

During recruitment—At the time of recruitment, individuals are often asked about their 

values through in-depth interviews, psychometric tests, etc., so that individuals whose 

values concur with the values of the brand can be hired (de Chernatony 2008). 

By appreciation of role—Employees who have values in common with the brand need 

to appreciate the role they will play in the delivery of the brand. To appreciate what 

the values mean in terms of behaviour and how they will impact the customer’s brand 

experience, it is important to align the employees’ values and their behaviour. 

Over a length of time—Over a length of time, managers may be asked to express their 

perception about the brand’s values. This is important considering the fact that as time 

goes by, the values of an organization may change according to the change in consumer 

trends. Thus, it is important that these changing values be accurately perceived by the 

managers and be reflected in the performance of their brand-related acts. 

Apart from the employees, the top management should also be quizzed about what 

they feel are the values of the brand over a given length of time (de Chernatony 2002). 

This helps in delineating fresh values, which may have become relevant or which the 

management thinks are important. This is especially true for repositioning a brand and 

goes a long way in keeping the brand fresh and young. 

. Consistent employee behaviour results in a consistent perception among stakeholders and 

ensures repeat brand buying. The confidence of the consumers signals the appropriateness 

of the values, which in turn reinforces brand culture. The newly recruited staff learns 

from the existing culture and adds to brand building, Less successful brands are indicative 
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of an environment, where the employees are uncertain of the brand vision and culture, 

which then causes organizations to lose their core values over a period of time. Such 

employees ate not able to demonstrate any consistency behaviour with the customers, 

and this results in customers who do not remain loyal to their brands (Kotter and Heskett 

1992 cited in de Chernatony 2008). 

5. Employees should also be surveyed to assess their perceptions about what they feel the 

external stakeholders think about their brand’s values. This helps in aligning the employees 

with the external perception or the perception of the consumers (Chernatony 2002). 

6. Branding programs should not be perceived by the staff to be a one-off activity. The 

management should consistently motivate the staff to perform acceptable ‘on-brand’ 

behaviour (de Chernatony 2002). The achievements of the staff should be linked to the 

brand values, so that the strategic brand wheel comes into play. 

7. Individual employees should be shown how their job description and responsibilities 

map on a ‘brand building chart’ (de Chernatony 2002). This helps the employees in 

understanding how their activities are going to impact the brand value and they fully 

realize the gravity of their actions. 

8. The management needs to consistently measure and communicate the various brand gaps 

to the employees. This helps in sensitizing employees towards activities that the consumers 

feel are important for the success of a brand. 

A consistent delivery of the brand experience helps in building brand equity. Employees 

are the most important part of any organization and they are directly (through direct 

interaction) or indirectly (by being involved in the creation of a brand or brand experience 

at the back-end) responsible for the consumer’s brand experience. This brand experience 

forms the crux of the decision-making process for the customers and contributes to the 

forming of brand associations. To help the employees and the organizations further, it is 

necessary to understand what is important for the customers and how brand equity can 

be built among them. All this is discussed in the next chapter on brand equity. 

SUMMARY 

This chapter looks at the organizational culture as a vision-culture gap, vision-delivery or culture-image gap, 

Strategic tool for the effective and consistent delivery of 

brand experience. The power to build a successful brand 

lies in the hands of the management. The management 

needs to move from internal marketing to internal 

branding in order to create a uniform brand experience 

for its employees. This uniform experience needs to be 

consistent and thus helps in enhancing brand equity. 

The strategic brand wheel is a tool that ensures 

uniformity in brand experience. The brand can gain a 

following of consumers if it avoids the three gaps: the 

and vision-image gap or identity-image gap. The internal 

brand management process further provides guidelines to 

managers for effective planning, execution and evaluation 

of the same. 

Employees need to be seen as a strategic input in the 

entire process of the creation of a brand experience rather 

than as tools for the delivery of brand values. Thus, an 

alignment of the employees with the brand is crucial to the 

success of a brand. 
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KEY TERMS 

Brand mantra It is a three to five word phrase that 

captures the essence or the spirit of the brand. 

Brand vision This is by the future environment a brand 

wishes to bring about, its purpose, and its core values. 

Cultural fit The employees who understand the brand 

identity and nave values similar to the brand are found to 

be culturally fit. 

Internal branding This is developing and reinforcing a 

common value-based ethos, typically attached to some 

form of corporate mission or vision. 

Internal marketing —Thisis the orientation and motivation 

of the customer contact employees and supporting service 

people to work as a team in order to provide customer 

satisfaction. 

Organizational culture These are the values of an 

organization that give rise to and influence the behaviour 

of its employees. 

EXERCISES 

Concept Review Questions 

1. What is organizational culture? How can organiza- 

tional culture impact the brand? 

2. What is internal branding? Evaluate its impact on 

brand equity. 

3. Discuss the internal branding process. 

4. Discuss the term ‘cultural fit. Why is it important for 

the organization and the brand? 

Critical Thinking Questions 

1. ‘Cultural fit is important for the delivery of the brand 

promise’. Critically discuss this statement. Is it not 

possible to deliver the brand values otherwise? 

2. ‘Staff is just a tool for the delivery of the brand experi- 

ence. A successful brand is all an organization needs.’ 

Give your reasons for or against this statement. 

3. Critically evaluate the role of organizational culture in 

the success of a brand. Through effective communi- 

Strategic brand wheel The three aspects of the 

brand interaction model (organization, employees, 

and customers) can be visualized through the hub and 

spoke model, where the brand lies at the hub and is 

connected through the spokes of vision, identity/image, 

and culture. 

Vision-culture gap The gap that occurs when the vision 

of the organization is not truly and accurately reflected in 

the culture of the organization. 

Vision-delivery or culture-image gap _ It is the gap that 

occurs when the vision of the organization does not match 

with the manner in which the brand experience is being 

delivered to the customers. 

Vision-image gap or the identity-image gap This 

gap occurs when the vision of the organization and the 

image the consumers have about the brand are not in 

unison. 

cation, the management can tell the employees about 

the brand, is there then a need for internal branding? 

4. Critically discuss the strategic brand wheel. 

Internet Exercises 

1. Visit the website http://www.tata.com/ and study the 

Tata Code of Conduct. What does this tell you about 

its organizational culture and organizational vision? 

2. Visit the website http:/www.maxhealthcare.in/ 

aboutus. Go through the different information given 

there. What inference can you make about the 

organizational culture and brand values? 

CD Exercise 

Visit an organization and look at their brand mantra, 

internal branding, and how they have aligned their staff to 

deliver the brand promise. 
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CASE STUDY 
OEE PELE IBGE A AEE IEE EAR th BP PREBLE I 

DESMA LN SUN SN BIT MUA LTA IN ANN A LL LEE i 

Delivering Kingfisher First’s Brand Promise 

Introduction 

The United Breweries (UB) Group is one of India’s largest 

conglomerates with annual sales of over US$4 billion and 

a market capitalization of approximately US$12 billion. 

The group has diverse interests in brewing, distilling, real 

estate, engineering, fertilizers, biotechnology, information 

technology, and aviation. It is also the largest Indian 

manufacturer of beverage alcohol (beer and spirits). 

The group already owned the brand Kingfisher—its 

flagship brand for beer—which was extended to launch 

the Kingfisher Airlines in 2005. Kingfisher Airlines Limited 

(KAL) is a wholly-owned subsidiary of United Breweries 

Holdings Ltd—the investments holding company of the 

UB group. ‘KAL offers the maximum number of flights by 

any single airline network in India. It flies to 60 cities in 

India and 8 international destinations, and has more than 

330 daily departures with a fleet of 66 aircraft.’ It is a full 

service airline that caters to a number of destinations both 

regional and international. KAL is one of the six airlines 

in the world to receive a five-star rating from Skytrax (a 

UK-based specialist global air transport advisor). Skytrax 

awards provide the most prestigious recognition of 

outstanding quality excellence for product and customer 

service delivery across today’s world airline industry. 

The Kingfisher promise 

The Kingfisher promise of an excellent in-flight experience 

starts from its logo, which says ‘Fly five star’ (Superbrands, 

2009) (see bottom right of Image 3.3 for the logo). 

KINGFISHE 
Play. cE LVE=-StELA 

Courtesy: Superbrands. 

R 
Image 3.3 Kingfisher ‘Fly five star’; also see Plate 4 

Kingfisher promises a flight experience through its vision 

and values. The vision is: ‘The Kingfisher Airlines family 

will consistently deliver a safe, value-based, and enjoyable 

travel experience to all our guests.’ 

And the values of Kingfisher are discussed below. 

Safety 

This is our overriding value. In our line of business, there 

is no compromise. 

Service 

We are all in the hospitality business; we must always 

seek to serve our guests and gain their trust, goodwill, 

and loyalty. 
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Happiness 

We seek to build an organization with people who choose 

to be happy, and will endeavour to influence our guests 

and co-workers to be happy too. 

Teamwork 

We will succeed or fail as a team. Each one of us must 

respect our colleagues regardless of their rank, and we 

must work together to ensure our mutual success. 

Accountability 

Each one of us will be held accountable for the successful 

execution of our duties, commitments, and obligations, 

and we will strive to lead by example. 

Apart from its vision and values, customer experience 

and expectations are built up right from the moment cus- 

tomers log on to the Kingfisher website (see Image 3.4). 

Here, feedback about the customer’s experience is solic- 

ited and it reassures the customers, who are referred to 

as guests, that the organization is focused on customer 

satisfaction. In the ‘About Us’ and the ‘Guest Commitment’ 

statement (see Image 3.5), the guest is reassured of the 

ae Te /21 Dec 2010 » ia) 

ot LE Cee ae 
[Non-Stop and Connecting | 

MB) intents [0 
Book by Using = King Miles Enver Presi ode | 

TWIC 

safety and performance of the aircraft and the personal- 

ized entertainment awaiting them. 

Kingfisher culture 

Various cues can be taken from the vision and values, 

regarding how the employees are supposed to perform. 

The vision statement, guides the employees to deliver an 

experience that is ‘safe, value-based, and enjoyable.’ By 

emphasizing on safety in its values, Kingfisher shows that 

it is not going to compromise on this aspect, and therefore, 

employees need to keep this in mind. Happiness and 

teamwork drive the employees to respect each other and 

‘be happy and keep the co-workers and guests happy’, 

and this is one of the key values of the company. The 

accountability aspect drives home the fact that each 

‘role holder’ (employee) is accountable for the successful 

execution of his/her own duties. Through the monthly 

house magazine of UB group—Pegasus—the employees 

are updated about the events and activities of the UB 

group's companies. Dr Vijay Mallya (Chairman, UB Group 

and KAL) personally takes an interest in all the recruitment 

activities at KAL. 

CONNECTING 
DELHI TO 
BHUBANESWAR 

EDAILY 
PRESENTIN 

T~ Fares in USD 

DEL-BBI 

Show Flights 

BEST DEALS 

Spectacular getaways to Hong Kong only with 

Kingfisher Holidays. Package starting at Rs, 
tam taking things 
personally 

- TERMINAL 3 
inNew Dein). 

Of 
Fly & Win 

one MBLAZE Daily ise 
: | mretite ene, S55 

Source: http://www.flykingfisher.com. 

Image 3.4 Kingfisher feedback 
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| ABOUT US™ Na a a Nk PWR BR See oe eR 

"Welcome to a world without passengers” 
Weicome aboard Kingfisher Airlines, where you are made to feel like an honoured guest and not just a passenger At 
Kingfisher, a flight is not a journey between two airports but an experience of a lifetime 

AS Our esteemed guest you can experiance Kingfisher Alrlines in three unique classes of service - Kingfisher First (Qusiness 
class) Kingfisher Class (Premium economy) and Kingfisher Red (Low fare). Kingfisher First anu Kingfisher Class |s available 
on Gur Intemational routes too. 

As Kingfisher takes off into the international skies, you can expect @ world-class experience, Every Kingfisher aircraft meets the 

global standards thet! have sel in terms of safety and performance. Our brand-new fleet incorporates the latest technology and 

each aircraft is fied with 2 personahzed in-fight entertainment system and top quality programming content from around the 

wortd for your viewing and listening pleasure, and to create an environment that you willl truly cherish 

Aboard our fights, you will be delighted by the various sensory experiences on offer — from tantalizing aromas of world cuisine 

to the magic touch of your personal therapeutic massage seat- we really have thought about avery little thing that will exhilarate 

wil 

Vision & Values 

Achievements 

Our Fleet 

Guest Testimonials 2a oe ¢ 

you 

Chairman's Message 

Source: http://www. fiykingfisher.com/about-us.aspx. 

Image 3.5 About Kingfisher 

The service offerings at Kingfisher Airlines 

‘Kingfisher Airlines caters to all segments of air travel, 

ranging from low-fare service—Kingfisher Red, to the 

premium economy service—Kingfisher Class, to the 

luxurious Kingfisher First.’ Let us now take a look at the 

Kingfisher first service offerings. 

Brand promise at Kingfisher First 

Dr Mallya refers to KAL as the ‘Harrods of the sky’. It 

offers a fleet of all-new aircraft and is the first Indian 

airline to order the impressive Airbus A 380. The guest 

experience on an international flight includes ‘personal 

valets at airports for baggage handling and boarding, 

exclusive lounges with private space, refreshments 

and music, audio and video on-demand with extra-wide 

personalized screens in the aircraft, sleeperette seats with 

extendable footrests and three-course gourmet cuisine. 

The gourmet meals feature six different vegetarian and 

non-vegetarian menu options for breakfast, lunch, and 

dinner with rotation of meals through every day of the 

week. Jain meals are also offered’ (Superbrands 2009). 

The in-flight entertainment (which includes live TV), stand- 

up bar, and lounge (see Image 3.6), and the good-looking 

hostesses all add to the experience. 

»Cheers to life in the skies. 
& Exclusive lounge’and bar on board. 

Courtesy: Superbrands. 

Image 3.6 The Kingfisher experience; also see Plate 4 



86 @ BRAND MANAGEMENT 

Dr Mallya is involved in all the recruitments. He looks for 

height, figure, command over English, manner, and style 

of speaking in a prospective candidate. The selected 

candidates then have a psychometric test to delve a bit 

deeper into their inner psyche to see if they are service- 

oriented, if service comes naturally to them’ (Osborne 

2008). This prompts the claim that the guests are served 

by the best in business (see Image 1.4). 

Kingfisher promises and delivers a five star experience 

in the skies. According to Dr Mallya, ‘Aboard every 

Kingfisher Airlines flight, you will meet your crew .... They 

have been instructed to treat you in the same way as if you 

were a guest in my own home.’ This claim is backed by the 

number of national and international best service awards 

received by the airline over the years (see Exhibit 3.9). 

KAL received the Skytrax award for the third time in a row 

in 2010, highlighting the organization's commitment to its 

product and the services being rendered. 

Exhibit 3.9 Some of the Awards that Kingfisher Airlines Has Received 

e Best Airline in India and Central Asia’, ‘Best 

Economy Class Seats’ and ‘Staff Service 

Excellence Award for airlines in India and Central 

Asia’ at the World Airline Awards, 2010 

e ‘5-STAR AIRLINE’ award by Skytrax for 3rd 

consecutive year, 2010 

e ‘India’s Favourite Airline’ in HT MARS Consumer 

____ Satisfaction Survey, 2009 

__e ‘Best Airline in India and Central Asia’, ‘Best Cabin 

__ Crew-Central Asia’ for Kingfisher Airlines and ‘Best 
Low-Cost Airlines in India and Central Asia’ for 
Kingfisher Red services in ale World Airline 
Awards, 2009 

‘Bonus Promotion’ (Japan, Pacific, Asia, Australia) 

_ and ‘Best Customer Service’ (Japan, Pacific, Asia, 

Australia) in Freddie Award, 2009 
_ Kingfisher Airlines frequent-flyer programme, King 

Club has won Top Honours at the 21st Annual 

reddie Awards 2008 in the Japan, Pacific, Asia, 

and Australia tegion. 

‘King Club has won the Freddie Awards 2008; in the 
nt —_ ee 

Program of the Year** 

e Kingfisher Airlines has received three global awards 

at the SKYTRAX World Airline Awards in 2010 

Named Best Airline in India/Central Asia; Best 

Cabin Crew—Central Asia 

Kingfisher RED named Best Low-Cost Airline in 

India/Central Asia 

e NDTV Profit ‘Business Leadership Award for 

Aviation’ awarded to Kingfisher Airlines by NDTV 

twice in two years 

e ‘India’s only 5 Star airline’, rated by Skytrax and 

‘6th airline in the world’ to be certified as 5 star 

airline by Skytrax 

e Rated India’s ‘Second Buzziest Brand 2008’ 

by afaqs! and The Brand Reporter 3 

e Ranked amongst India’s ‘Top Service Brands of — 

_ 2008’ in a ranking by Pitch magazine 

e Voted as ‘India’s Favourite Airline’ in a survey — 
conducted by an independent research firm with : 
46% votes compared to Jet Airways’ 23% 

e Rated as Asia Pacific's ‘Top Airline Brand’ 2 

in a Survey conducted by TNS on ‘Asia Pacific's pe 

Top 1,000 Brands’ for 2008 . 

e ‘Brand Leadership Award’ os 
in the service and nate oid against : 

airlines 
; Economic Ti Times Avaya Award 2006 for Excl 

Contd 
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Exhibit 3.9 contd 

This prestigious award is presented by the highly 
acclaimed business daily, The Economic Times 

‘India's No. 1 Airline in customer satisfaction’ 

Business World 

‘Rated amongst India’s most respected companies’ 

in 2007, Business World 

‘Rated amongst India’s 25 Innovative Companies’ 

‘Ranked Third in the survey on India’s Most 

Successful Brand launch of 2005’ under the 

Brand Derby Survey conducted by India’s leading 

business daily, The Business Standard 

‘Buzziest Brands of 2005’ 

ranked amongst the Top Ten buzziest brands of 

2005 and 2006 across product categories, in the 

in a survey conducted by Planman Media in 2006 survey conducted by agency faqs and The Brand 
e ‘The Best Airline’ and ‘India’s Favourite Carrier’ Reporter , 

in a Survey conducted by IMB for The Times of India ° Rated amongst the Top Ten Internet Advertisers 
Yahoo! India 

e ‘Best New Domestic Airline for Excellent Services 

and Cuisine’ Pacific Area Travel Writers Association 

(PATWA)—the biggest travel writers’ organisation, 

representing members from 70 countries across 

the globe, that conducts independent annual 

surveys across various industries related with 

Travel and Tourism in order to select the best in 

e Rated amongst ‘the top ten in the Best Television — 
Commercial Jingles’ NDTV 

e ‘Best New Airline of the Year’ Award for 2005 

Centre for Asia Pacific Aviation (CAPA) Award in 

the Asia-Pacific and the Middle-East region 

Source: _ http://www.flykingfisher. com/about-us/ 

wh 

achievements.aspx. 

3 each category Note: 
e ‘Service Excellence 2005-2006 for a New Airline’ ~* First runner-up 

f by Skytrax he ee silo Ps 

piss a ee Res ES. 
SAREE ROCF AE NEL arene peneneenten ie nee eoenety HSH RR TORE 

This reinforces the excellent services being provided 

by the employees of Kingfisher Airlines. A number of 

testimonials of satisfied customers can be traced on the 

official website, some of which are given in Exhibit 3.10. 

The other unique services being provided on its first 

class section are steam-ironing of jackets, spectacle 

cleaning, and special stationery. The Airline has won the 

‘Staff Service Excellence Award for airlines in India and 

Central Asia’ at the World Airline Awards, 2010’. 

: Exhibit 3.10 Testimonials by Satisfied Customers of Kingfisher Airline 

wekoming domestic ous fase ever ur and aken a 
30,000 feet! sri ic 
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Exhibit 3.10 contd 

My job involves a lot of travelling and on an average 

I fly about 1,00,000 miles a year. I have flown almost 

all US airlines and a couple of international ones and I 

must say that the Kingfisher experience was the best. 

Couple of points 

1. Attendant helping with the luggage refused a tip of 10. 

(Never heard or seen that before.) 

2. Attendants at the ticketing counter were friendly and 

smiling. 

3. Excellent food. 

Conclusion 

‘Kingfisher Airlines prides itself as India’s youthful, 

premium superbrand that has created a following of fans 

and not just loyalists. It has consistently kept pace with 

the changing times and evolving consumer aspirations. 

The brand values emanate from a heady combination 

of lifestyle, sport, and fashion’ (Superbrands 2009). 

Kingfisher is an example of an organization, where the 

Chairman is extensively involved in the creation and 

delivery of the brand values. He maintains touch points 

with the employees and the customers. His constant 

endeavour to meet and exceed the expectations of the 

customer is reflected in the personal feedback that is 

4. Complete entertainment for 1 hr. Did not get a 

chance to get bored. 

5. Help at the baggage claim. This was most helpful and 

least expected. 

Thanks again and it would be wonderful if you can 

start international service soon. 

— Anonymous 

Source: http://www. flykingfisher.com/about-us/guest- 

testimonials.aspx. 

encouraged from the guests on the website and also on 

board the airlines. 

Discussion Questions 

1. Discuss the vision of the Kingfisher organization. 

2. What conclusions can you draw about the culture of 

the organization? 

3. Perform a quick image survey of the Kingfisher brand 

and discuss your findings vis-a-vis their vision and 

organizational culture. 

4. Apply the ‘strategic brand wheel’ for KAL. Can you 

highlight any brand gaps? Discuss these. What 

solutions and further suggestions can you delineate for 

the organization? 

PME ML LLM MT MT NLL LM LTO MLM LL LN LLANE RELL SEMIN ENE CTI GNIS LILIES SSIES N IE OOD IIL CONTE DIAL LIOORN IE LIE ELI ETI EP 
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Brand Equity 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

e The concept of brand equity 

e Steps in building a brand 

e Sources of brand equity 

ABOUT THE CHAPTER 

The need to build a brand arises as the product or service provider needs to differentiate 

its offering from those of the competitors. This differentiation provides the competitive 

advantage to firms and helps in building strong brands. If a brand is successful in creating 

an image in the minds of the consumers and develops a certain following among the target 

audience, because of the awareness, perceived quality, etc., that it managed to create, then the 

customers do not mind paying a higher price for the brand and companies can avoid price 

competitions. The growing importance of brand equity can be gauged by the fact that the 

focus of corporate mergers over the last decade has been more on brand equity or intangible 

assets of the brand rather than on synergies to gain economies of scale (Myers 2003). 

INTRODUCTION—WHAT IS BRAND EQUITY? 

Building brands is an important aspect of marketing for the long-term sustenance of a firm. 

A brand name not only imparts recognition to a product but gives it an identity. In the same 

product class, products of different firms can have different meanings for consumers. Thus, 

in the same product class, the product of one firm can mean quality, of another, value for 
money, yet another company’s product can mean fun and good times, etc. The question is 

how do consumers associate these different meanings with different brands? This is because a 

brand name adds value to a product beyond the brand elements and the value added depends 

on customer perception and hence different customers associate different meanings with the 

various brands (see Exhibit 4.1). This value added to the product is brand equity and how this 
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equity is built by customers is important, since it is the customers’ evaluation of the brand that 

influences by this understanding, For example, even before the recent launch of the Apple 

iPad, the product generated a lot of interest among people, and there was speculation as to the 

type of product being launched. This was due to the interest and excitement generated in the 

new product by consumers who associated the brand with ‘a great experience’ and ‘innovation 

in design’ (Sadagopan 2010; The Economic Times 2010). Thus, even though Apple launched 

products that were only additions to the existing markets (example, Apple Mac computer 

was another personal computer, and neither iPod nor iPad were the first products in their 

categories), all its products managed to stand out and capture the attention of the customers 

(Sadagopan 2010). 

BRAND EQUITY DEFINED 

Brands, if managed well, add value to a product, like the value added to Apple products by 

the brand name—Apple. The value, as perceived by customers, is important as it impacts the 

customer’s evaluation of the brand. Some of the definitions of brand equity as delineated by 

eminent authors and researchers are as follows. 

‘Brand equity is the set of associations and behaviours on the part of a brand’s customers, 

channel members, and parent corporation that permits the brand to earn greater volume or 

greater margins than it could without the brand name, and that gives the brand a strong, 

sustainable, and differential advantage over competitors’ (Marketing Science Institute 1988, 

cited in Chay 1991). 

‘Brand equity can be thought of as the additional cash flow achieved by associating a brand 

with the underlying product or service’ (Biel 1992). 

‘Brand equity is a set of brand assets and liabilities linked to a brand, its name, and symbol, 

that adds value to or subtracts from the value provided by a product or service to a firm and/ 

or to that firm’s customers’ (Aaker 1991). 

Keller (2004) defines brand equity from the customer’s perspective as ‘the differential 

effect the brand knowledge has on consumer response to the marketing of that brand”. 

For consumer-based brand equity, therefore, it is said that the knowledge of a brand has 

a differential effect on the response that the customer shows towards that brand, but it is 

different from customer loyalty. According to Keller (2004), if a consumer shows a less 

favourable reaction towards a brand compared to an unbranded product, it leads to negative 
consumer-based brand equity. On the other hand, if a customer shows a more favourable 
reaction towards a brand as compared to an unnamed product, it leads to positive customer- 
based brand equity. If customers do not respond at all to the brand name, then the brand can 
be equated to a commodity or generic product and the competition is based on price only. It 
is the knowledge that the customer has about the brand that affects this differential behaviour. 
This can lead to an improved perception of product performance, enhanced loyalty, diminish 
the competitors’ marketing actions, and reduce the effects of a marketing crisis. Marketers can 
charge a higher profit, as there is an inelastic response to price hikes and a more elastic response 
to price decreases. The middlemen tend to support and provide greater trade cooperation 



Brand Equity _ i 

' eee ee 

Exhibit 4.1 

From a humble beginning in a house in 1929 to a 

superbrand marks the eventful journey of the brand, 

Boroline. Its insistence on growth in ‘strength rather 

than growth in volumes’ has helped the brand keep 

in good stead. The brand faced some tough times in 

1990s ‘due to stagnant pricing following a statutory 

- order from the authorities’. Due to this order, every 

tube of Boroline sold meant a loss for the company. 

Boroline Survives Extinction 

The production was brought down to a minimum and 

the tube ‘disappeared unceremoniously from the retail 

shelves’ for as long as two years. What was surprising 

was that after these two years when the brand returned 

to the counters, it was welcomed with open arms. The 

emotion was the same that would be accorded to a 

long lost friend. Sales doubled and the brand's goodwill 

helped it survive extinction (Superbrands 2004), 
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to established brands. Highly recognized brand names also have increased possibilities of 

licensing and brand extension opportunities. A brand name, which provides high equity, can 

be used to launch another product (brand extension), as people are bound to associate it with 

the brand they like, leading to a greater acceptance of the new product launched. 

This understanding of brand equity can be summarized as the added value (positive or 

negative) endowed on a product or service by the customers’ perception of a brand. Brand 

equity has been defined as ‘the biased behaviour a consumer has towards a branded product 

versus an unbranded equivalent’ (Faircloth, Capella, and Alford 2001). For the customer, the 

value of a brand extends beyond its performance on the basis of functional features. It is an 

intrapersonal construct and moderates the impact of marketing activities (Raggio and Leone 

2009). A positive added value can lead to differential behaviour of consumers towards the 

branded product or service, providing an advantage to the brand owner, which the brand 

owner can cash in on, in a number of ways. Exhibit 4.1 suggests that consumers welcomed 

back the green tube of Boroline like a long lost friend, since they had strong positive brand 

values that they associated with that brand. 

NEED FOR BUILDING BRAND EQUITY 

The study of brands has been an active area of study for marketing researchers for many years, 

but the 1990s saw a shift towards how strong brands can be formed and cultivated (Faircloth, 

Capella and Alford 2001). A strong brand helps the organization connect with customers and 

elicits a differential response from them. When customers develop a positive attitude towards 

a brand it leads to brand equity (Farquhar 1989). It is also possible that customers develop a 

negative attitude towards a brand; such a brand then leads to a decrease in the value endowed 

on a product. A brand that has a negative equity will not only that succeed, it will not have the 

option of brand extensions either. This highlights the importance of managing brands to build 

a positive equity and providing leverage to the product with the brand name. Research also 

shows that brand equity, along with trust, consistently appears as the most influential factor in 

cultivating both behavioural and attitudinal loyalty (Taylor, Celuch, and Goodwin 2004). ‘More 
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and more companies are realizing that brand equity is one of their most valuable intangible 

assets’ (Liaogang, Chongyan, and Zi’an 2007). The benefits of building strong brand equity 

are as follows: 

1, Brand equity has a positive influence on market power (Farquhar 1989). 

2. It positively impacts consumers’ willingness to pay price premiums (Keller 1993). 

3. It leads to ‘higher efficiency and effectiveness of their marketing programs’ (Bernick 2005, 

Keller 2001). 
4. It positively impacts the company’s market share (Baldauf et al. 2003). 

5. It results in improved future profits and long-term cash flow (Srivastava and Shocker 

1991, cited in Zeugner-Roth et al. 2008). 

6. It can build brand loyalty, which in turn reduces marketing costs (Kayaman and Arsali 2007). 

7. It can deliver emotional safety, prestige, or other benefits that are important to consumers 

(Raggio and Leone 2007). 

8. It reduces the anticipated risk, enhances anticipated confidence in the brand purchase 

decision, and increases satisfaction with the brand (Broyles et al. 2009). 

9. It leads to a sustainable competitive advantage (Bharadwaj et al. 1993). 

10. It ultimately leads to marketing success for the brand (Ching and Ellis 2006). 

11. Strong brand equity can help in achieving success for new products launched as brand 

extensions (Pitta and Katsanis 1995). 

An understanding of brand equity and the sources of brand equity is a must for marketers, 

so that they can enhance their brand equity relative to the competitor’s brands (Myers 2003). 

STEPS IN BUILDING A BRAND—BRAND RESONANCE PYRAMID 

The definition of brand equity talks about the added value endowed on a product or service. 

The catch here is that customers should have a positive perception of the brand, which in 

turn depends on their knowledge of the brand. This knowledge can again vary from customer 

to customer on the basis of marketing communication, their perception of marketing 

communication, and their individual experiences with the brand, ie., their moments of truth 

with the brand. As far as the tangible attributes are concerned, marketers can hope to educate 
the customers, but what about the intangible attributes? Do the marketers create intangible 
attributes via positioning and promotions, or are they ascribed to the consumers? Research 
shows that the answer lies in between, i.e., the consumer opinion about the brand depends 
on the ‘conversation’ with the brand promoters, history of the brand, market conditions, and 
communication from the competing brands (Myers 2005). How then can we build the brand 
so that the consumers develop a positive perception of the brand? 

Consumer-based Brand Equity 

Keller (1993, 2001, 2004), developed the brand resonance pyramid rhodel, wherein a series of 
four steps, further sub-divided into six brand-building blocks, which lead to a strong brand 
were identified. These four steps are: 
(a) Craft a proper brand identity 

(b) Create appropriate brand meaning 
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(c) Obtain required brand responses 
(d) Form appropriate brand relationships with customers 

The brand resonance pyramid is divided into four levels as follows (see Figure 4.1.): 
(a) Brand identity 

(b) Brand meaning 

(c) Brand response 

(d) Brand relationships 

Brand relationship 
Step 4 and brand loyalty 

- Forming brand me 
Step 2 -_@ Performance 

aning 
© Image. ae 

Source: Keller 2004. 

Figure 4.1 Building brand equity 

According to Keller (2004), these are the building blocks for establishing a strong brand, 

which he represented with the help of a pyramid, wherein instituting a proper brand identity 

forms the first step and the base of the pyramid. This step is followed by crafting a suitable 

brand meaning, bringing forth the right brand response from the customers, which leads to 

creating the right brand relationships at the top of the pyramid. This brand building process 

is as follows. 

(a) Brand identity—This responds to the customer’s question, “Who is the brand’? As has 

been discussed earlier in this section, for the customers, brand awareness is an important 

construct of identifying a brand, i.e., brand salience. How often the customer recalls or 

recognizes a brand under different situations of purchase or consumption is important. 

The cues necessary to remind the consumers about the brand help build a ubiquitous 

brand. The idea is to create ‘deep, broad brand awareness’, where depth relates to how 

easily the brand is recalled and breadth relates to the range of consumption situations 

which bring the brand to mind. Thus, if we want to purchase a mobile phone, then the 

ease with which a Nokia/Samsung/Sony Ericsson comes to mind is the depth of brand 
awareness. If we want to purchase an MP3 player for listening to music, or if we want 

to purchase a camera, and the ‘mobile phone brand name’ still comes to mind, then that 
is the breadth of brand awareness. To increase the breadth of brand awareness, Nestlé’s 

Kit-Kat came out with a series of advertisements showing people consuming Kit-Kat in 

different situations saying ‘Kit-Kat break banta hai’ (i.c., you deserve a Kit-Kat break now). 

(b) Brand meaning—Brand awareness brings the brand to mind whenever a consumer wants 

to consume, but is this the only criteria on the basis of which purchases are made? For 
G30G ref 
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a consumer, in different situations the meaning or image of the brand is also important. This 

aspect, thus, denotes what the brand is about. For example, one may consume soft drinks in 

different situations and mostly a cola drink may come to mind. However, when a consumer 

has the problem of acidity or is not feeling particularly well, then he/she would like to 

consume a Limca rather than any other soft drink. This brand image can be formed by the 

consumers’ direct association with the brand, or indirectly by observing others (parents, 

grandparents, friends, etc.), or through organization-influenced sources like advertisements, 

sales people, and so on. Brand feeling will depend on the functional attributes of the 

brand (i.e., rational) and on the image of the brand (i.e., emotional). Thus, brand meaning 

can be divided into two parts—performance (i.e., rational) and imagery (i.e., emotional). 

a
 

See the Fortune Kachi Ghani ad and how the brand performance is being communicated. 

(t) Brand performance relates to the performance of the product that the brand represents. 

The product, which is at the core of the branding exercise, should fulfil the functions 

it purports to perform and should satisfy the needs and wants of the customers. The 

performance, therefore, includes: 

e Product features and characteristics—These are the ingredients and features that make 

up the product and they can be used to differentiate the product from its competitors 

(for details see the chapter on brand positioning). 

e Product performance—How the product performs can be measured in terms of 

reliability (consistent performance over a period of time), durability (the duration for 

which the product is expected to have an economic life), and serviceability (ease of 

getting the product repaired if needed). 

© Service delivery—How service has been delivered during customer interactions—be 

it the speed of service, effectiveness in terms of customer satisfaction, or service 

empathy (service employees were seen as trusting, caring, and focused on safeguarding 
the interest of the customers), etc. 

e Product design—The aesthetic aspects of the product, such as the colour, shape, feel, 

look, smell, etc., also influence customers. 

e Product price—The price of the brand in relation to other brands in the product 

category, and the frequency with which discounts are offered is also an important 
consideration. 

(ii) Brand image: As discussed, this is the emotional aspect of the brand or how the brand 
meets the ‘consumers’ psychological or social needs.’ It is the intangible aspect that 
deals with feelings rather than the actual tangible performance of the brand. The four 
categories of brand imagery identified are as follows: 

¢ User profiles—Demographic profiles like age, gender, income, etc, can be used to create 
an image of the type of people who use the brand or the aspirational users. 

eames Shashi and bo Peon , nto ssi usage prc : doops of 

e pepe a usage mr decree a purchase association maps to the type of visita 
(for example, kirana store, organized retail outlet, Internet, etc.), ease of purchase, 
and other benefits while making a purchase. Organized retailers in India have been 

¥ RA Aabe Nia ai USS AML ONS 
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facing competition from the friendly neighbourhood mom and pop stores. To provide 
purchase benefits, Reliance Mart—Reliance Retail’s biggest hypermarket in Faridabad 
(National Capital Region)—gives loyalty bonuses and also provides free home delivery. 
Usage situations are the myriad situations where the brand can be used, like a specific 
time, day, week, location of use, etc. For example, LM 365 retail stores are open from 
6 a.m. to 11 p.m. every day to capture the working class in India (moneycontrol.com, 
2008). 

e Personality and values—Brands, like people can take on personality traits like honesty, 

cheerfulness, reliability, and others. For example, Peter England shirts (for men) were 

positioned as the ‘honest’ shirts, i.e., they were available at honest-to-goodness (genuine) 

prices. The brand talked about being honest and instantly connected with people who 

considered honesty a virtue. It has been studied that people purchase those brands that 

they feel would match their personalities, whether this is their concept of the self or a 

desired self-image they would like to exhibit. 

e History, hierarchy, and experiences—Brands may highlight significant events of 

the past or build associations with history, heritage, and expetiences. This can also 

help build the brand image. Take the example of State Bank of India, which in 2009 

released a series of advertisements showing eminent personalities like Rabindranath 

Tagore (first Indian Nobel laureate), Dadabhai Naoroji (the grand old man of India), 

Jagdish Chandra Bose (eminent scientist), etc., along with the tagline, “The banker to 

this Indian’ and the “The Banker to every Indian’. MDH tries to highlight its heritage 

by saying ‘real spices since 1919” (see Image 4.1). 

PACK SIZES CONTACT US 

SPLENDOUR OF INDIAN SPICES 

Spices have a long and ancient history, especially in india, where they are a part of life and heritage, In 

every home and in every province across the country, different spices & blends are used to grind their 

spices manually at home and make their own blends for use in their cooking. To make this process 

easier for the housewife "MAHASHIAN Di HATTI" visualised the concept of ready-to-use ground spices, 

This was 88 years ago. 

"Source: http:imdhspices.com/, accessed on 23 February 2010. 

Image 4.1 MDH—Spices with a heritage 
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Brand meaning should be able to create ‘strong, favourable, and unique’ brand associations 

with the customers. Associations should be strong so that customers recall the same and link 

it to the brand; these strong associations should be flattering in order to elicit a favourable 

response from the customers, and they should be unique when compared to other brands. 

This is important, as it results in eliciting brand responses from customers. 

(iti) Brand response: As the word suggests, it relates to how customers respond to the 

marketing activities of a brand, and the brand meaning they derive from it. It depicts 

how customers think (i.e., brand judgement, which is a rational aspect) or feel (i.e., brand 

feelings, which are an emotional aspect) about the brand. These are discussed as below: 

© Judgements—The various company-influenced marketing activities, experiences of 

(iv) 

customers, and their own sources of information, cause the customers to develop 

certain associations with the brand. Based on these associations formed, customers 

can draw different conclusions for the brand. These can be on the basis of the quality 

of the brand, credibility of the brand, consumers’ consideration in purchasing the 

brand, which will happen when they feel the brand is appropriate and meaningful for 

them, and the superiority of the brand to the other brands in the category. 

Feelings—Brands can evoke different feelings in customers, which can be that of 

warmth, fun, excitement, security, social approval, and/or self-respect. Customers 

can feel warm-hearted, cheerful, and excited when they experience the brand. On the 

other hand, they can privately think that the brand adds security and comfort to their 

lives, gets them approval from society, and adds to their feeling of self-respect and 

accomplishment. 

These brand responses whether rational or emotional can influence customers when 

they are.reinforced and come to mind every time customers experience/encounter 

the brand. It is crucial for the marketers to derive favourable brand-responses from 

the customers, as these brand responses lead to the development of customers’ 

relationships with the brand. 

Brand resonance: Brand resonance is developed when customers form relationships 

with the brand and feel ‘in syne’ with the brand. This is directly proportional to the 

depth of the psychological bond the customers have built and the level of activity 

generated due to this. An example of this ate the Harley-Davidson brand owners who 

take pride in their HOG (Harley Owners Group) activities, and according to Nicholas 

Westons’s “Tattooed Brands Global Survey’ 2009, it was found that Harley-Davidson 

was the most popular brand tattooed on the body. Favourable brand relationships result 

in loyal customers and this is reflected in their repeat purchases. Customers develop 

an attachment to the brand, to take pride and pleasure in owning and consuming the 
brand, as well as develop a sense of community (see HOG example). The company 
builds an active engagement with the customers, which results in consumers spending 
extra resources (time, money, etc.) on the brand than when actually purchasing and 
consuming the brand. These consumers then become brand ambassadors who help 
in communicating and reinforcing the brand ties of other consumers as well. Thus, 
brand relationship involves the intensity of attachment and activity to engage not only 
in purchase but also to communicate about the brand to others. 
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Keller (1993, 2001, 2004) concluded that the ‘strongest brands excel in all the brand-building 
blocks.’ Brand resonance occurs when all the other brand-building blocks synchronize 
with the needs and wants of the customers and the brand and customer are in complete 
harmony. Brand resonance leads to the customers sharing a positive relationship with 
the brand, and this subsequently has a positive influence on brand extensions and the 
intention to repurchase (Wang, Wei and Yu 2008). This provides a framework to marketers 
for building strong brands and also in assessing their brand building efforts. 

Brand Equity in a Business-to-Business Context 

The equity of a brand in a business-to-business environment is different from a business to 

consumer setting. Organizational buyers are different in the types of products purchased and 

in the decision-making process (Wilson and Woodside 2001). Kuhn, Alpert, and Pope 2008, 

have applied Keller’s brand equity model to the business concept. The four levels of the brand 

resonance pyramid can be modified for a B2B context as follows: 

(a) Brand identity—Manufacturet’s brand salience 

(b) Brand meaning—lIncludes performance and reputation 

(c) Brand response—Includes judgements and sales force relationships 

(d) Brand relationships—Partnership solutions 

Thus, in the organizational context, the four levels of the brand resonance pyramid are the 

same, but the differences exist in the sub-dimensions of these blocks as follows. 

Brand identity In brand identity, it was found that the manufacturer’s corporate brand 

name played an important role rather than individual product brands. 

Brand meaning Brand meaning included the performance of the product rather than 

brand elements like brand name and slogans. The user profiles and the purchase and usage 

situations have special relevance in brand imagery, as corporates are interested in knowing, 

which reputed organizations are using the products they are about to purchase. Few sub- 

points of brand imagery like personality, values and history, and hierarchy were found to be 

of least importance. 

Brand response In a B2B context, brand response is dominated by the relationship the 

business houses have with the company representatives rather than by the feelings towards 

the brand product. The purchase process in organizations is rational rather than emotional. 

In judgements, credibility and technology are the most important of the various parameters 

of consumer-based equity. 

Brand relationships Organizational members usually fail to demonstrate loyalty, 

attachment, a sense of community or engagement with a brand as per the fourth level. Thus, 

organizations do not demonstrate brand resonance. They look at the interaction with the 

company tepresentatives and the after-sales service as well as the support provided, rather 

than the interaction between the consumer and the brand as in a consumer environment. 

Organizations look for solutions and if the suppliers can form partnerships to provide relevant 

solutions, loyalty can result as an outcome. 

_ In an organization, an individual membet’s perception is overtaken by the collective 

perception of the deciding members of the purchasing committee. Thus, the brand perception 
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of all the members is important rather than the of just a single individual. It can be concluded 

that in an organization the company manufacturing the product is more important than the 

brand name. The members of the purchasing committee are detached and do not let feelings 

influence their decision. Active engagements are not possible, as organizations tend to switch 

quality, price, terms and conditions of use, technology, etc. 

Sources of Brand Equity 

Brand equity can be built by ‘creating the right brand knowledge structures with the right 

consumers.’ All the brand related contacts (whether personal or marketer-initiated) act as 

building blocks (Kotler and Keller 2005). As marketers how do we influence customers in 

such a way that they seek the brand whenever they need to make a purchase in that category 

and across categories too? (See Exhibit 4.2.) This can be answered by building a strong brand 

that positively influences customers and by understanding the sources of brand equity for the 

customers. A review of literature highlights the various factors that lead to building brand 

equity (see Figure 4.2). 

Source: Aaker 1991, Keller 1993, Aaker 1996, Keller 2001, Aaker and Joachimsthaler 2000, Yoo and Donthu 2001, Berthon, 
Holbrook, and Hulbert 2003. 

Figure 4.2 Factors affecting brand equity 
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these in mind, Gourmohan Dutta (founder of the — caught on immediately. In the rural heartland and for 
brand) chose the elephant as Boroline's logo hoping _ the millions who cannot read, Boroline is still known as 
that it would bestow luck and spell success for what the “hathiwala cream” (cream with the elephant logo)’ 
was considered a reckless venture in 1929. The logo (Superbrands, 2004; Superbrands, 2009). 

Feedback| Product Order ~ 

Our Contacts Users’ Voice Products 

Borolkine 

comm LG: 
@ Home > Products > Boroline Coes 

eens | a 
nen ea Guerin GO How to use Boroline 

Antiseptic Perfumed Cream O Where not to use 2006-07 

Boroline 
Tr . 

Consumer Validated 
Oo 8B c Acid ~ “ 

er * Works Wonders to - 
Q Zinc Oxide 

C Anhydrous Lanolin . 

© Boroline’s Story Smoothen Crocked Lips 

0D Soroline’s Brand 
Values 

Cure Cuts & Wounds 
© Boroline Jingle 

Soften Elbows & Abraded Skin 

Cure Cracked Heels 

Soften Nail Cuticles VEPEY 
© Heal Post-operative Stiches 

: http://www.boroline.com/boroline.php. 

Image 4.2 Boroline’s logo—The ‘hathiwala cream’ - 
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Brand Knowledge 

Brand knowledge is the understanding that consumers have about a brand. Brand knowledge 

can be understood on the basis of two components—brand awareness and brand image 

(Keller 1993, 2001). 

Brand Awareness 

Aaker (1991) has talked about brand awareness as an important dimension of brand equity 

from a customer’s perspective. He describes brand awareness a$ the ability of consumers to 
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recognize or recall the brand as a member of a particular product class category. Keller (1993), 

on the other hand, simply puts it as the ability of customers to identify the brand under 

different conditions. Recognizing the brand under different conditions, thus, highlights the 

importance of two parameters—brand recognition and brand recall. People are said to have 

high brand awareness when they are able to recognize the brand even by clues given about 

the brand (i.e. brand recognition) and are able to recall the brand when needs related to the 

product category are to be fulfilled (ic. brand recall). Aaker (1996) further describes six levels 

of brand awareness (see Figure 4.3), namely recognition (they have heard of the brand), recall 

(brand names they can recall), top-of-the mind (first-mentioned brand), brand dominance 

supremacy (the only brand recalled), brand knowledge (consumers understand what the brand 

stands for), and brand opinion (when consumers have an opinion about a brand, which is in 

accordance with the brand image). Awareness is the most important building-block, as the 

subsequent brand-based decisions are influenced by it (Keller 1993, 2001). Brand awareness is 

also important as people like what they are familiar with. Consumers generally ascribe all the 

good attributes to the items they are familiar with (Aaker and Joachimsthaler 2000). 

Source: Adapted from Aaker 1996. 

Figure 4.3 Levels of brand awareness 

Brand Image 

This is broadly the perception that consumers have about a brand. These perceptions lead 
to the development of a representation of a brand in the minds of the consumers. Over a 
period of time, people can have more than one perception of the brand and this leads to the 
formation of a brand image. The brand image and attitude are to be created first in order to 
achieve brand equity (Faircloth, Capella, and Alford 2001). 
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See the Fortune’5 ka Aashirwad’ ad and how fortune builds its brand knowledge. 

Brand Associations 

These ate ‘anything that connects the consumers to the brand’ (Aaker 1991, Aaker and 
Joachimsthaler 2000). People can have more than one connection and these connections act 
as the building blocks that lead to developing brand equity. Thus, if we talk about Big Bazaar, 
associations like ‘value for money’, ‘variety of products’, ‘fashion trends for the youth’, etc. 
come to mind. Apart from user imagery and product attributes discussed in brand image, 
the situations in which the brands are used, the symbols (discussed under brand elements), 
and brand personality (discussed in Chapter 1) all add to the brand associations (Aaker and 

Joachimsthaler 2000). 

Perceived Quality 

According to Aaker (1991), the quality of the brand as perceived by the consumers also leads 

to brand equity, which he defined as, the ‘customer’s perception of the overall quality or 

superiority of a product or service with respect to its intended purpose relative to alternatives’. 

This is also kind of brand association, but its relative importance has led to its elevation as 

a separate dimension of brand equity. If the perceived quality is high it will lead to ‘price 

premiums, price elasticites, and brand usage’ and it will be applicable across product classes 

though the importance may vary (Aaker 1996). The extent to which the product fulfils the 

basic function is an important factor signalling quality (Anselmsson, Johansson, and Persson 

2007). The year 2010 saw a number of product recalls by established players in the automobile 

sector. For example, Nissan’s Titan pickup trucks, Armada and Infiniti QX56 special utility 

vehicles, and Quest minivans, and Maruti Suzuki’s A-star to name a few. The question is, how 

does this impact the consumers’ perceived quality? According to Koshy (2010), such product 

recalls signal the willingness of the brand to improve product quality, which reinforces the 

brand’s quality standards and leads to a favourable perceived quality by the customers. 

Brand Loyalty 

The importance of brand loyalty as a construct of brand equity has been delineated by Aaker 

(1991), who treated it as a behavioural dimension. However, brand loyalty as an attitudinal 

dimension has also been identified and defined as ‘the tendency to be loyal to a focal brand, 

which is demonstrated by the intention to buy the brand as a primary choice’ (Yoo and Donthu 

2001). Thus, if consumers have a tendency to buy the brand again and again it will lead to 

brand equity. The advantages of brand loyalists are that they ‘represent barriers to entry for 

competitors, are a basis for a price premium, time to respond to competitor innovations, and a 

barricade against deleterious price competition. Loyalty is of sufficient importance that other 

measures, such as perceived quality and associations, can be evaluated based on their ability 

to influence it’ (Aaker 1996). Three levels of loyalty (Gremler and Brown 1996) have been 

identified—behavioural loyalty (purchase repeatedly), attitudinal loyalty (customer feels some 

devotion to the brand and prefers the brand), and cognitive loyalty (brand name comes as top- 

of-the mind recall, and is the consumer’s first choice whenever a purchase decision arises). 
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Company Image 

Keller (2003, 2005) identified the image of the company as an influencer of brand equity. 

The image, the organization has in the mind of the consumers, is bound to impact the 

brands launched by the organization due to the halo effect. Using halo marketing, firms can 

increase their overall positive image so that consumers recognize their positive attributes and 

discount the negative attributes. This results in an increase of sales and positively impacts 

brand equity (Ross-Wooldridge, Brown, and Minsky 2004). The relationship the company has 

with customers, the various programmes pursued by the organization (including corporate 

social responsibility), their mission, values, and the credibility that they have in the market all 

impact the brand that is currently being reviewed by the customers (Ross-Wooldridge et al. 

2004; Keller 2005). The market performance of the company also affects brand equity. This 

includes factors like corporate performance including revenue and growth-rate and corporate 

innovation, (Wang et al. 2008). Organizations can use the company image to leverage the 

brands by corporate branding (like Tata Salt, Tata Motors, etc.), or by using sub-brand strategy 

" (e.g, Maggi Sauce, Maggi Pickles, Maggi Noodles, etc.). 

Brand Community 

This includes the people associated with the brand, such as users or representatives of the firm 

marketing the brand (Berthon, Holbrook, and Hulbert 2003). In customer-based brand equity, 

we focus on the community formed by the customers and its impact on brand equity. By building 

such consumer-based brand community, organizations can interact with customers rather 

than just communicate with them. The Internet is acting as a great enabler for organizations. 

Canon, LG, Samsung, and others, are busy creating their brand communities online. Canon 

boasts of 80,000 users who are a part of its online community (in India), Samsung mobile has 

3 million users in India. Brand communities help in building brand salience, and the online 

communities also act as a platform for cross-selling products. Apart from this, companies 

can also track consumer behaviour, especially in an industry like telecom, where tariffs are 

changing every day. Keeping this in mind, Tata Teleservices is using online communities to 

track the behaviour of consumers for its three brands—Tata Indicom, Tata Photon, and Tata 

Docomo (Mukherjee 2010). 

Brand Elements 

Brands can be identified and differentiated with the help of small brand identities that can be 
trademarked. These brand equity drivers are called brand elements. Brand elements need to be 
strategically chosen, so that they are easily remembered and invoked for the product class. They 
should reinforce the positioning of the brand, be transferable to a variety of products so that 
brand extension is possible, and meaning should be able to transcend geographic boundaries. 
Take the example of Puma. The company has incorporated the leaping panther in its logo and 
even though it manufactures high-end athletic shoes and sportswear, the logo is broad and 
can be used to represent other products as well like fragrances, which they sell under the same 
brand name. The brand elements should be legally and competitively protectable. However, 
it is difficult for a brand element to satisfy all these criteria. The major brand elements as 
discussed by Keller (2005) are as follows. 
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Brand Name 

In the process of brand development, brand name selection should be one of the most 
important and well-thought out of activities, since the brand name is most closely associated 
with the success of a product. A distinctive and memorable brand name can lead to triumph 
on the shelf (at the stores) and is the major contributor to the product’s longevity (Bernick 
2005). Brand name is the central theme or key association of the product. It should be simple 
so that even a small child can remember it. Take the example of Alpenliebe. When it was 
launched in 1995 by Perfetti Van Melle (India), analysts were sceptical, as they believed no one 
would be able to learn and remember a name like ‘Alpenliebe’. The company was not deterred 
and in an advertisement in the first campaign, the entire duration (30 seconds) was spent in 
pronouncing the name five times. To ensure that the target audience remembered the name 

and pronounced it properly, a jingle was used ‘Jee lalchaye, raha na jaye, Alpenliebe’, where 

the name was broken down into four distinct phonetics, ‘al’, ‘pen’, ‘lie’, ‘be’. The result was 

that people not only learnt the name but many years down the line, it is still a success (Sagar, 

Singh, Agrawal, and Gupta 2009). Thus, with the help of a brand name, an organization can 

register and position the brand in the mind of the customers within a few minutes. Renaming 

a product or changing the brand name involves a lot of effort and money. Take the case of the 

UTI bank, which after thirteen years had to change its brand name to Axis Bank (for details 

see Exhibit 4.3: Changing the brand name from UTI Bank to Axis Bank). 

Deciding on a brand name is both a science and an art. Landor Associates (cited in Keller 2004) 

gave the following brand name taxonomy that can be used while selecting a brand name: 

e Descriptive—When the brand name describes the function of the brand literally. For 

example, Singapore Airlines describes itself as the airline for travel to Singapore. 

a ae ce 

Exhibit 4.3 Changing the Brand Name from UTI Bank to Axis Bank 
: Axis Bank, India, was the first bank to begin operations 

__ asaprivate bank in 1994 post liberalization. It was jointly 
_ promoted by Unit Trust of India (UTI-I), Life Insurance 
- Corporation of India (LIC) and General Insurance 

Corporation Ltd, and four other PSU insurance 

companies—National Insurance Company Ltd, The 

New India Assurance Company Ltd, The Oriental 

ae Lid (india = and Investment guide 

nange its brand name to Axis Bank due to the 
> ile UTI. The need for a brand name 

ny Ltd, and United India Insurance 

is Bank 2010). At the time of its incorporation, 

xd UTI Bank. However, thirteen years later 

3 hg that ane Ege __ hittp/Awww. rediff. com/money/2007/apr/30uti. htm, all accessed : 

brand’ led to subsequent brand confusion. According 

to Mr P.J. Nayak, chairman and CEO, Axis Bank, the new 

name was chosen considering the bank's pan-Indian 

as well as international presence. The bank hired the 

advertising firm O&M to help create awareness about — 
the new brand across the country, as the bank had a a 

customer base of six million, The logo and colour of — 
the logo were all changed and the bank spent around 

%50 crore (500 million) on the re-branding exercise. 

Source: http:/www.financialexpress.com/news/uti-bank-is-- 
now-axis-bank/207688/, http://www.axisbank.com/aboutus/ 
aboutaxisbank/About-Axis-Bank.asp, http:/Avww.domain-b. 

com/finance/banks/uti_bank/20070430_axis_bank.html, - 

http://finance.indiamart. com/investment_in _india/uti _bank.html, 

on 24 February 2010. 
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e Suggestive—Suggests function or benefit. For example, Fair and Lovely fairness cream 

for women, Fair and Handsome fairness cream for men,.etc. 

¢ Compounds—Combinations of two or more, often, unexpected words, e.g. Red Bull 

energy drink. 

© Classical—When Latin, Greek, Sanskrit words are used. For example, Maruti cars (the 

word Maruti is the Sanskrit name of the Indian deity Hanuman.) 

e Arbitrary—Real words with no obvious tie-in to the company. For example, Apple 

computers, Kingfisher, etc. 

e Fanciful—Coined words with no obvious meaning. For example, Xerox, Nirma 

(Karsanbhai Patel, the founder of the brand derived the word Nirma from the name of 

his daughter ‘Nirupama’, Limbdiwala 2009.). 

The brand name should be such that it adds to the awareness of people and is easy to 

pronounce. Simple brand names that can be easily recalled and are familiar, yet distinctive and 

unusual, are preferred. Apart from the ease of remembering, brand names can also be used to 

transfer some feeling, for example, Splendour bike, Passion bike, Spark car, Mr Muscle kitchen 

cleaner, etc. All these brand names, though easy to remember, transfer some meaning also 

(brand association). The first three are emotion-laden and the last focuses on performance just 

like Close-up toothpaste and Head and Shoulders shampoo. 

- j See how Fortune is building on its brand name through its various ads. 

URLs 

According to Internet World Stats 2010, Internet penetration in the top twenty countries (with 

the highest number of Internet users) is approximately 76 per cent. In India there are eighty- 

. one million Internet users, and in the last nine years (2000—2009), users have grown by 1520 

per cent. Even though Internet penetration is 7 per cent, Indian users form 9.8 per cent of 

the total users in Asia. The current Internet population globally is approximately 1.97 billion 

and accounts for a penetration level of just approximately 29 per cent (Internet World Stats, 

2010). This highlights the fact that the Internet can be used to reach out to a vast population 

and in times to come, this opportunity will be limitless. A look at the domain counts and 

Internet statistics 2010 shows that there are 115 million domain names registered already, and 
there were 111,687 new registers on a single day (28 February 2010). This means that with so 

many domain names already registered, it will be increasingly difficult for new entrants to get 
simple domain names. Therefore, it will be the coined or fanciful brand names, which will be 
registered on the net. Companies also have to constantly monitor the web to ensure that their 
brand names are not being used by common people or groups, as this creates confusion in the 
minds of the consumers, especially if they are not aware of the fact that the site is not owned 
by the organization itself. < 

Logos and Symbols 

Logos are used to visually represent ‘origin, ownership, or association’ (Keller 2004). The 
advantage is that they are easily recognized and an important means to identifying products. 
Logos, if abstract, can be used over a range of products, i.e., over brand extensions to endorse 

# 
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the sub-brands. They can also be easily updated over time and generally transfer well across 
cultural boundaries (see Exhibit 4.4: The New Logo of HUL). Logos can be in the form of 
word-marks, pictorial (non-word) marks, or a combination of both (Keller 2004). For example, 
the logos of Adidas and Puma have both word-mark (their respective names) and pictorial 
mark (three stripes for the former and a leaping puma or panther for the latter). Word-marks 
are corporate names written in a distinct form or style, such as Kit-Kat, Cadbury’s, Yahoo, 
etc. Non-word mark logos are also called symbols and are abstract logos that are unrelated 
to the corporate name, like Nike’s swoosh. Over time, the logo, the symbol, and the brand 
‘may become inseparable and increase memorability, aid recall, and help sales’. Due to this 
fact, organizations have to be very careful while selecting a logo. Also, in India and across 

other countries, which have to deal with issues such as ‘illiteracy, cultural diversity, multiple 

languages— pictorial logos can cut actoss all these and convey the same meaning’ (Ramaswamy 

and Namakumari 2009). 

Characters 

‘These are brand symbols that take on a human or real-life characteristic’ (Keller 2004). They 

can be animated like the “Tiger for Britannia biscuits’, “Tony the Tiger and Coco the monkey of 

Kellogg’s’, or live figure forms like Ronald McDonald (of McDonald’s), the Devil (of Onida), 

Colonel Saunders (of Kentucky Fried Chicken), etc. Such characters also help in building a 

strong brand identity. For example, Asian Paints and its character—Gattu (‘the impish little 

boy with a paintbrush in one hand and a dripping can of paint in the other’) almost became 

synonymous with each other, especially in rural markets, where it was even referred to as 

‘bacha chaap paint’ (the kid’s paint) (Ramaswamy and Namakumari 2009). Characters can also 

be updated over time, for example, Colonel Saunders (of KFC) got an updated image in a red 

cook’s apron (instead of the earlier white jacket) against a red background, and since 1957 

(when it was sold in buckets for the first time), Colonel Saunders’ character has been updated 

four times (KFC 2010). 

Hn 4.4 The New Logo of HUL (Hindustan Unilever Limited) 

Hindustan Unilever Limited (HUL) celebrated its 

-seventy-fifth year of existence in India in 2007. On 

4 e 2007, Hindustan Lever Limited was renamed 
idustan Unilever Limited and a new logo was 

n (see Image 4.3). The company known as 
ver E rothers India Limited was incorporated on 17 

However, the company’s journey in 

ia soon followed by Lifebuoy in 4895 and 
before that in 1888 with Sunlight 

pas with the sun—the ultimate seat of Maly g 

the company and the synergies of global alignment with 

the corporate name of Unilever. Most importantly, the _ 

name retains ‘Hindustan’ as the first word in its name 

to reflect the company’s continued commitment to the 

local economy, consumers, partners, and employees. 

The new logo is symbolic of the company’s mission 
of ‘Adding vitality to life’. It comprises of twenty-five. 

different icons representing the organization, its — 

brands, and the idea of Vitality. For example: : 

‘The Sun is our primary natural resource. All life _ 
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Exhibit 4.4 contd 

good. The shirt represents fresh laundry—looking 

good. A bird is a symbol of freedom, relief from daily 

chores—getting more out of life, etc.’ 

Mr Doug Baillie, CEO, Hindustan Lever Limited, 

said, ‘The identity symbolizes the benefits we bring 

to our consumers and the communities we work in. 

Our mission is full of promise for the future, opening 

up exciting opportunities, where we have competitive 

For us, this is really an opportunity, collectively as an 

organization, to renew and strengthen our commitment 

to continue our endeavour to earn the love and respect 

of India, by making a real difference to every Indian,’ 

Mr Baillie added. 

, os 

ie 
Bok HLL to 

get anew 
Gp” name, logo! 

Source: http://www.rediff.com/money/2005/feb/26hil.htm. 

advantage for developing our business, and our new 

identity will help us confidently position ourselves in 

every aspect of our business.’ 

‘The new name and the new logo will leverage the 

positioning, scale, and synergy that comes with being 

part of Unilever globally. It positions our organization on 

a global scale and ... retaining “Hindustan” in the name, 

_ brings the very best of local and global to the forefront. Image 4.3 Unilever’s new logo 

Se eo 

Slogans 

Research suggests that slogans of brands are effective keystones in building brand equity 

(Mathur and Mathur 1995). These are short phrases used to position the organization’s 

offering. They can communicate information about the brand (about how they provide the 

benefit in a particular product class, or how they are different, or both) to persuade consumers. 

Slogans lead to increased product differentiation and brand recall (Law 2002). They also lead 

to improved brand evaluations and product beliefs (Pryor and Bodie 1998). Slogans work 

as carriers of brand equity and remind consumers of their liking for the brand (Dahlen and 

Rosengren 2005). By incorporating the brand name, slogans also help in building brand 

awareness. Slogans and brand name, logo, symbol, character all go hand in hand and should 

be reinforcing each other to send an integrated message to the consumers. For example, 

LG Electronics uses the logo LG in grey and stylized smiling face in red colour with the 

matching slogan, “Life’s Good’ (see Image 4.4 of LG). Some other examples of slogans are, 

‘King of Good Times’ (Kingfisher), ‘Connecting People’ (Nokia), ‘Bond with the Best’ (Reid 

and Taylor), “You Are Worth It’ (L’Oreal), etc. These form an important part of marketing 

communications, and can also be used on the packaging and on the websites. 

: ee the use of the slogan ‘Ab bas toot pado’ by Fortune. 

Jingles 

These are musical messages of the brand and are used for advertising purposes to communicate 
the benefits of the brand (Keller 2004). They are different from slogans as they are musical. 
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FEATURED PRODUCTS PROMOTIONS 

Source: http://www.in.lge.com/, accessed on 5 March 2010. 

Image 4.4 LG's slogan—Life’s good with LG 

Like slogans, they are also used to communicate about the brand and add to the brand equity. 

Due to their catchy nature, people tend to hum them, and therefore, remember them for a 

longer time. By building the brand name into a jingle, the awareness of the brand can be 

enhanced. For example, Hutch, now Vodafone, endeared a lot of people with the help of 

its jingle, “You and I in this beautiful world’. Nirma is another example of a brand that has 

used its jingle of “Washing powder Nirma, Doodh si safedi...’ to successfully position itself 

in the minds of the consumers. The latest ad uses this same old jingle to reach out to the 

consumers. Corporates are also setting their jingles as their call-back tunes for their employees. 

For example, ICICI’s ‘Hum hai na’ (We are there) jingle is set as the call-back tune for all its 

employees (Financial Express 2005). 

See Fortune’s ‘Paanch Ka Aashirwad’ ad to understand the use of jingles in building brand equity. 

Packaging 

Packaging includes wrappers or containers in which the product is sold. It does not directly 

contribute to the product performance, but characterizes the product. It facilitates in 

transportation, storage of the product at the retailer’s outlet, acts as a silent salesman on 

the shelves, carries a lot of information, aids in the consumption process, can be used as 

an in-home storage for the product, and after the product has been consumed, as a storage 

for other items (if it is reusable). The functional importance of packaging can be explained 

by referring to Cadbury’s worm crisis in 2003. In October 2003, a month before the festival 
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of Diwali, consumers in Mumbai complained about finding worms in Cadbury’s Dairy Milk 

chocolates. Maharashtra’s Food and Drug Administration (FDA) was quick to respond and 

seized the stocks at the Pune plant. Cadbury’s said that the infestation had occurred at the 

storage site and not at the manufacturing site, which brought forward the issue of packaging. 

Cadbury’s responded by investing 7150 crore on importing machinery, and its packaging 

now came to include an aluminium foil heat-sealed for complete protection from all sides 

and further enclosed in a poly-flow pack. An integrated marketing communications strategy 

was also undertaken to build the lost customer confidence in the brand (Rediff News 2006). 

Apart from the functional aspect, consumers are found to develop an emotional connect with the 

packaging. The need to pay attention to packaging design is highlighted by Exhibit 4.5: Packaging 

Lessons from Tropicana. 

Exhibit 4.5 Packaging Lessons from Tropicana 
The packaging of Tropicana’s Pure Premium orange 

juice was changed in January 2009. The new cartons 

attempted to modernize the image with a depiction of 

fresh-squeezed juice, instead of the long time brand 

symbol of an orange with a straw protruding from 

it (see Image 4.5). The deep emotional bond of the 

loyal customers with the original packaging came as a 

surprise when there was a lot of public outcry against 

the new packaging. 

was also the most blogged topic in the week of 23-27 

February 2009, and was next only to the ‘machinations 

of President Obama’s new administration’. Consumers 

described the new packaging as ‘ugly’, ‘stupid’, and 

resembling ‘a generic bargain brand’ or a ‘store brand.’ 

People were confused and passed right by the new 

Tropicana cartons on the store shelves mistaking them 

for private-label offerings. One e-mail message read, 

‘Do any of these package-design people actually shop 

for orange juice? Because | do, and the new cartons 

stink.’ 

According to Neil Campbell, President, Tropicana 

North America, it was not the volume of complaints 

that jolted them, but the fact that it was a group of loyal 

customers who were complaining. Their research (on 

the basis of which the packaging-change decision was 

taken) had shown that people had not necessarily 

had a huge connection with the original packaging. — 

However, the research failed to take into account the 

passion of the very loyal small group of consumers. _ 

Two months and a reported US$ 35 million later, — 
PepsiCo bowed to public demand and reverted to the 
original Tropicana packaging. The only remnants of the 

US$ 35 million experiment—the cute, orange-shaped 
plastic caps, were retained on cartons of low-calorie 

Trop50. ee i 

Source: Elliott 2009 and Gidman 2009. soe | 

Old packaging New (rejected) packaging 

: Source: http:/www.nytimes.com/2009/02/23/business/ 

_ media/23adcol.html accessed on 10 February 2010. 

Image 4.5 Tropicana’s old and new packaging 

PepsiCo received feedback on the design via 
letters, phone calls, and e-mails. The new packaging 
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Corporate Societal Marketing 

When organizations use their resources to undertake at least one marketing initiative that has a 
non-economic objective, it is called corporate societal marketing. Corporate societal marketing 
came into being because consumers’ perception of the company and its role in society can 
significantly affect brand equity (Hoeffler and Keller 2002). ‘Consumers believe that corporate 
philanthropy should be the norm and not the exception for companies’. Tangible aids and 
donations or the creation of social programmes are found to impact the most. It was also 

studied that consumers are willing to pay more for a product if it is associated with a cause 

they care for (Simon 1995). For example, Aircel has associated itself with the Save the Tigers 

campaign and garnered brand promotion at the same time (see Images 4.6 and 4.7) (Thomson, 

Sharma, and Dhall 2010); similarly, the Aditya Birla Group has associated itself with CSR 

activities (see Image 4.8). 
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Image 4.6 Positioning by Aircel 

Companies like Usha Martin and Bhushan Steel are reaping rich dividends by investing in 

corporate social responsibility initiatives in the mining belts of Jharkhand, Orissa, etc. They feel 

that local people connect well with companies following such practices and once their trust is 

gained, the local people are then more ready to sell their lands for new plants (Mazumdar 2010). 

Perceived Advertising Spending 

Any potential encounter with the brand impacts the awareness and image of the brand in the 

minds of consumers (Keller 1993). This encounter can be marketing initiated or personal to 
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Source: http://saveourtigers.com/. 

Image 4.7 Aircel ‘Save our tigers’ 

the consumer. The marketing communications of the firm*affect the awareness of the brand, 

impact the perceived quality, brand loyalty, and brand image. It was studied that the more the 

resources allocated to advertising a brand, higher the awareness, perceived quality, and brand 

equity (Villarejo-Ramos and Sanchez-Franco 2005). A synergistic and effective marketing 

communication programme results in high brand equity (Madhavaram, Badrinarayanan 

and McDonald, 2005). For example, Coke and Pepsi are perceived to be spending more on 

advertising and are high on brand equity. 

Joint Branding Programmes 

An organization can tie up with another brand (either its own or some other organization’s) 

to leverage its brand. It has been studied that companies can create, communicate, or deliver 

value in a better manner when they partner with other companies. When companies undertook 

joint- branding they were perceived to be innovative and progressive, and this added to their 

brand equity (Lebar et al. 2005). According to Keller (2003, 2004, 2005), this can Be done in 

the following ways. 

Forming Alliances 

Alliances can be formed between two brands to leverage the launch of a new product. This 
can be done either by co-branding or licensing. 
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The Aditya Birla Group 
Transcending business 
A US$ 30 billion corporation, the Aditya Birla Group is in the League of Fortune 500. It is 

anchored by an extraordinary force of 131,000 employees, belonging to 42 nationalities. The Group 
operates in 28 countries. Over 60 per cent of its revenues flow from its overseas operations. 

Beyond Business - 
The Aditya Birla Group is: m= Our 4,000 Self-Help Groups have led to the empowerment 

= Working in 3,000 villages. Reaching out to 7 million people of 38,000 women. 
annually through the Aditya Birla Centre for Community m= Working closely with Habitat for Humanity, we have so far 
Initiatives and Rural Development, spearheaded by built more than 350 houses as part of our community 
Mrs. Rajashree Birla. outreach programme, besides supporting the building of an 

w Focusing on: Health Care, Education. Sustainable Livelihood, additional 1,550 houses. 
Women Empowerment Projects, Infrastructure and m@ We are also engaged in creating model villages in rural India. 
espousing social causes. We have chosen 300 villages for this transformation - whereby 

Highlight in a five year time frame the villages would be self-reliant in 
sortie every aspect, moving out of the “below the poverty line” 

= Over a million patients treated at 3,000 Medical Camps and status. So far more than 80 villages in India's hinterland have 
its 18 hospitals. More than 800 children learnt to smile again already reached the level of model villages. 

a on np rau We helped Immunise 6 m=  Toembed CSR as a way of life in organizations, we have set 
ie 3 se up the FICCI - Aditya Birla CSR Centre for Excellence, in Delhi. 

= pa ee poner ty enn ae Sp oh @ Inline with our commitment to sustainable development, we 
scheealidn:’ Wonk Scokarchios are civen to an additional have partnered the Columbia University in establishing the 

then Columbia Global Centre’s Earth Institute in Mumbai. 
8,000 children from the interiors. 

mw Our Vocational Training Centres and the Aditya Birla Rural 
Technology Park accord training in sustainable livelinood projects 
to 27,000 people. 

Transcending the conventional barriers of business because 
we believe it is our duty. 

GROUP 
www.adityabirla.com 

Courtesy: Aditya Birla Group. 

Image 4.8 Aditya Birla Group ad; also see Plate 5 
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Co-branding <A company can bundle its new brand with an existing brand of the same 

organization (i.e., the parent brand) or the existing brand of another organization to leverage 

the brand (Keller, 2004). For example, Kit Kat is sold as Nestlé’s Kit Kat, where Nestlé is 

highlighted prominently on the packaging. This is known as same company co-branding, Other 

types of co-branding are joint venture co-branding (Panda, n.d.) wherein both the brands are 

represented, for example, Bharti Wal-Mart in India and multiple-sponsor co-branding wherein 

all the sponsors are represented. Ingredient co-branding is discussed below. 

Licensing Organizations can also get a license from an established branded organization 

to market their products. This license can be for a brand name, logo, etc., which is already 

well-established and has a brand equity of its own. The licensee, by paying a fee to the licensor, 

can get to market their products under the same brand name and leverage their products by 

cashing in on the brand equity of the established brand. Disney generally licenses its characters 

to different players in different geographic areas. 

Ingredient Branding 

The ingredients used in the manufacturing of a brand can be employed to highlight the 

brand’s unique differentiation from other products in a similar category that satisfy the same 

need. For example, when Proctor and Gamble launched Ariel detergent in the 1990s, they 

- positioned it on the basis of ‘Micro systems’, i.e., an enzyme-based detergent to combat stains. 

Garnier Fructis ‘2-in-1 Shampoo with Oil’ has been introduced in the market, in which the 

three fruit oil ingredients provide nourishment to the hair and the shampoo cleanses the hair. 

Ingredient branding is a type of co-branding and ingredient branding is done on the basis of 

the prominent ingredient used in the brand, which is from a supplier (unless the organization 

goes for backward integration). 

Distribution Channels 

The channel of distribution or where the brand is being sold also transfers value to a brand. 

Different retail outlets are perceived differently by consumers, and this gets rubbed on to the 

brand retailed at the outlets (Keller 2003, 2005) (see Exhibit 4.6: Maruti Suzuki’s Distribution 

Strategy). Organized retailers in India like Big Bazaar and the Emporio Mall, according to 

the product assortments they keep and the pricing strategies at their stores, transfer an image 

to the brands that are showcased in their outlets. Thus, if a brand is retailed at Big Bazaar, 
it would be value for money’ and if it is retailed at the Emporio Mall, it would be a lifestyle 
product at a premium price. 

/ Maruti Suzuki revolutionized the market in the 1980s ranges have been added. to its portfolio. However, ‘ 
— with the launch of the people’s car—Matuti 800. with increased competition in the market, the market 

Indian consumers have come a long way and sohas share of Maruti has been dwindling. The company _ 
Maruti Suzuki. A number of brands in different price launched a sedan—Kizashi—on 2nd February 2011. 

Contd 



Exhibit 4.6 contd 

Kizashi will be in the price range of €16.5-17.5 lakh 

(ex-showroom Delhi) (Maruti Suzuki, 2011) and will 

compete with superior brands like Honda Civic, Toyota 

Corolla, and Skoda Laura. To upgrade its image as that 

of a big sedan player, and to create a perception in the 

minds of the customers that is in line with this brand 

image, Maruti Suzuki has bought prime properties in 

Mumbai, Delhi, etc., ‘to build upmarket showrooms 

and capture footfalls of cash-rich customers. It spent 

Brand Equity 

like Lokhandwala (a shopping hot spot with glitzy 

malls and luxury car showrooms) in Mumbai's Andheri 

and Indraprastha in central Delhi.’ The plush outlets 

built on five of its own properties were handed over 

to dealers—a deviation from the traditional model of 

outsourcing distribution to private franchisees. ‘Maruti 

Suzuki's lifestyle products such as apparel, sports 

products, car miniatures, baggage, and other branded 

stuff are also being displayed in the showrooms to 
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provide a premium look’ (Chauhan 2011). %50-60 crore each to buy properties in posh locations 

Country-of-Origin Effect 

The world has become a global village, and increasingly products from other countries are 

fighting for shelf-space with the local brands. The country of origin stands for ‘the country in 

which the product is made, and the consumert’s perception of the product or the assessment 

of the product on the basis of this is called the ‘country of origin effect’ (Samiee 1994). The 

country of origin’s impact on brand equity is well-researched and documented (Thakor and 

Katsanis 1997, Keller 1993, Aaker 1991). It leads to a generation of secondary associations 

with the brand (Aaker 1991, Keller 1993, 2003, 2005) A foreign sounding name too has an 

effect on brand equity (Leclerc, Schmitt, and Dube 1994), The country of origin is found 

to affect product quality, perceived risk, likelihood of purchase (Elango and Sethi 2007), 

brand awareness, brand association, and brand loyalty (Pappu, Quester, and Cooksey 2006), 

thus, it should be given due importance when marketing communication strategies are being 

formulated by the marketers. Multinational firms who are shifting production bases to other 

countries due to availability of cheap labour also need to study the perception of that country 

by the consumers related to the product category. For example, Sony VCR suffered erosion in 

its brand image when it was manufactured in countries like Poland, Hungary and the former 

USSR. It is important to understand that brand equity is product-category specific, and so an 

organization with presence in different product categories needs to monitor customer-based 

brand equity for each product category. High brand equity in one product category does not 

necessarily mean high brand equity in the other product categories for the organization (Pappu, 

Quester, and Cooksey 2006). For consumer durables, it has been found that the image of the 

country is one of the factors influencing purchase decision. Consequently, products from 

countries with a good image can capitalize on this by their brand-naming strategy (Yassin, 

Noor, and Mohammad 2007). | 

People Endorsements 

When well-known people and celebrities associate themselves with the brand to promote it, it 

is called an endorsement (Keller 2003, 2005). These celebrities can be famous personalities in 
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different fields, acclaimed sportspersons, actors, etc. Choosing a celebrity who is well-known 

and who has a rich set of potentially useful associations, which match with the brand image, 

is important. For example, Godfrey Philips India’s initiative of the blood donation drive with 

the Rotary Club was an astounding success and in the words of Nita Kapoor, Executive 

Vice-president, Marketing and Corporate Affairs, ‘The reason we were able to collect so many 

blood units was.. .the celebrity endorsement by actor Preity Zinta who helped us in spreading 

the message to participate in the drive and donate,’ (Saxena 2008). Aamir Khan has signed 

an endorsement deal for a United Arab Emirates based telecommunications service provider 

for %35 crore. The company feels that as Aamir ‘is very particular about his own image and 

the image of the product he endorses’, people are bound to associate the firm’s product as 

being genuine and best in the class (Iyer 2010). However, there is also a risk involved when 

celebrities are used to endorse brands as was seen in the cases of Gillette, Nike, Accenture, 

etc., all of who had used Tiger Woods to endorse their brands. Once the scandal involving 

Tiger Woods surfaced, the companies had to distance themselves from his behaviour. The 

reverse is also true for brands that have inappropriate antecedents and a celebrity is used to 

endorse this brand. This was recently the case when Shah Rukh Khan (owner of KKR— 

Kolkata Knight Riders) signed a deal with Lux Cozi for KKR’s apparel merchandise and to 

be their brand ambassador. This was immediately followed by a public outcry, as there was a 

criminal case against the owner of the brand and the deal was cancelled (Banerjee 2010, Times 

of India 2010). The brand endorsement sector being a %1000-crore industry, industry experts 

feel that brand endorsers need to manage themselves (see Exhibit 4.7: Celebrity Endorsement 

Management and Exhibit 4.8: Celebrity Endorsements). 

images. 

_ Globally, celebrity endorsement has come a long way 

since Queen Victoria endorsed Cadbury's Cocoa 
__ in the 19th century. India too stands witness to this 

_ change, and the last five years have seen celebrity 

_ endorsements emerge as a favourite tool for Indian 

marketers. This has caused iil i endorsements, 

Exhibit 47 Celebrity Encorecinent Ma
negerent — 

industry experts still feel thatendorsementmanagement _ 

Amitabh Bachchan, Shahid Kapoor, Aks 

~ View the Fortune Plus ad of Saina Nehwal to know how celebrity endorsements build brand knowledge and 

that it is difficult to distinguish one from another’ (Kher 
2004). The top fifty celebrities account for more than _ 
80 per cent of the endorsement money pees a 

Times 2010). es 

In spite of the spurt in celebrity cnchapom its A 

is inits infancy. Celebrity dated, fall into the following ; 
three categories: 

(a) Money-seekers—This set of celebrities are in it for a 

money, and so will endorse ‘almost any decent 

if the price is right’. For example, Shah Rukh 

Contd 



Exhibit 4.7 contd 

etc. So, concepts like brand fit do not bother them, as 

brand managers force-fit their image attributes to what 

Suits their products or revel in statements, such as ‘but 

his appeal cuts across all segments, geographies, age- 

groups’. Stars get a disproportionately high amount of 

money to endorse brands—anywhere between €1-1.5 

crore per day and even during the recent recession, the 

amount did not stand corrected, but actually showed a 

positive growth. 

(b) Image fits brand seekers—These celebrities are 

true to their image attribute and usually work only 

with those brands whose traits suit their image. These 

__ endorsers also make a deep contribution towards the 

endorsement decisions. This category includes stars 

such as Aamir Khan, John Abraham, and Ranbir 

Kapoor. Till February 2010, Ranbir had reportedly 

refused to endorse ICICI Bank, Minto, Coca-Cola, and 

_ Chevrolet. 

_ (c) Interchangeables—This set of celebrities includes 

the small stars who don’t generally have a positioning 

Be PAI ‘ 
1 RANDLE REISE EEO EAA GED RETR: 

Celebrity endorsers like Priyanka Chopra, Aishwarya 

_ Rai Bachchan, Sonam, Kajol, Shah Rukh Khan, 

_ Sachin Tendulkar can be seen in the advertisements of 

__ anumber of brands. Mahendra Singh Dhoni overtook 

all other endorsers in the January to June 2010 period. 
‘While Dhoni endorsed brands of 24 companies, Shah 
Rukh and Sachin respectively endorsed brands of 16 

15 firms on TV. Further, Dhoni has Ree a %26- 

Things 

ee Exhibit 48 Celebrity Endorsement 

dite da ws ee ied cali 

Branb Equity 

of their own and hence can be used interchangeably. 

For example; Neil Nitin Mukesh, Zaheer Khan, Irfan 

Khan, etc. 

‘While the smaller stars work with various celebrity 

management agencies, biggies like Shah Rukh Khan, 

Aamir Khan, Amitabh Bachchan, and Ranbir Kapoor 

work independently. While most agencies proclaim 

they will only take endorsement deals that fit well 

with their stars’ image, if you observe closely, each 

star's portfolio is a mish-mash of brands. But, some 

science is creeping in with research studies such as 

Percept and Hansa Research’s CelebTrack and media 

monitoring agencies like TAM Media starting separate 

divisions to track celebrity endorsements. The celebrity 

manager is thus moving from being the gatekeeper to 

the consultant who helps brands find celebrities with 

the right fit.’ 

Source: Kher 2004, Economic Times 2010. 

TIRES 7 

crore endorsement contract with the UB group and has 

renegotiated his contract with Maxx Mobiles for %29 

crore that was initially valued at £10 crore. The sports 

endorsement market is estimated to be approximately 
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%200 crore, which can grow by leaps and bounds in — 

the year 2011 due to ‘big ticket sporting events like ICC __ 

World Cup 2011 and the fourth edition of the Indian 

Premier League’ (Mukherjee 2011). 

RLU AUPE AN RB EON MEST TR SS BT 

Events, third party: Things like events, causes, and third-party sources can also be used to 

build brand equity (Keller 2003, 2004, 2005). Events like sporting, cultural events, etc., can be 

used to increase brand awareness. Red and white cigarettes (a brand of Godfrey Philips India), 

through events like the Red and White bravery awards, was able to establish a brand identity 
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for itself. This annual bravery award was started in 1990 and helped in generating awareness 

about the brand by promoting and rewarding the culture of. selfless action among Indians 

(Saxena 2008). 

SUMMARY 

Strong brands help the organization connect with customers 

and elicit a differential response from them. Brands, if 

managed well, add value to a product. Value as perceived 

by customers is important as it impacts the customer's 

evaluation of the brand. This highlights the fact that 

it is an intrapersonal construct and an understanding 

of how consumers perceive the brand is important. A 

positive added value can lead to differential behaviour of 

consumers towards the branded product or service and 

provide an advantage to the brand owner which can be 

cashed in on, in a number of ways. 

Building strong brands has a number of advantages as 

far as market share, consumer response, and the financial 

activities of the firm are concerned. The brand resonance 

pyramid discusses how strong brands can be built by 

following the four levels of brand identity, brand meaning, 

brand response leading to brand relationship. With the help 

of brand identity, we can establish brand awareness in the 

mind of consumers. Brand meaning has both rational and 

EME TG IMEI EPROM SS MLE AO MEME LEI TM LES PULTE LSE LESTE 

KEY TERMS 

Brand associations The various cues/factors that 

connect the consumers to the brand. 

Brand awareness It is the ability of a consumer to 

recognize or recall a brand as a member of a particular 

product class category. 

Brand elements These are brand identities that are 

used to identify and differentiate a brand. 

Brand equity Brand equity is the added value (positive 

or negative) endowed on a product or service due to the 

customers’ perception of the brand. 

Brand identity This is a deep, broad awareness of the 

brand and what the brand stands for. 

Brand image This is the perception that the consumers 

have about a brand. 

emotional aspects in the form of performance of the brand 

and the image formed for the brand. 

The next level, i.e., brand response is also grouped 

into rational and emotional—judgement on the basis of 

interaction with the brand and the feelings experienced 

upon the consumption of the brand. When all these 

steps are favourable it will lead to formation of strong 

relationships with the brand on part of the customers and 

they then become brand ambassadors. 

To assist in all these steps, itis necessary to understand 

from where and how the customers take cues about the 

brand that act as building blocks in developing brand equity. 

Fourteen factors (for example brand knowledge, brand 

elements, endorsements, events, jointbranding programmes 

etc.) have been delineated and they all towards contribute 

brand equity if the organization uses them effectively. 

Organizations need to effectively manage all the factors that 

lead to building strong equity for sustainable competitive 

advantage and success over a period of time. 

Brand knowledge Brand knowledge is the understand- 

ing that the consumers have about a brand and is consti- 

tuted by brand awareness and brand image. 

Brand loyalty It is the repeated tendency to buy a 

particular brand as a primary choice. 

Brand meaning This is what a brand stands for in the 

minds of the customers and the meaning associated with 

a brand by the customers. The meaning can be derived 

from the function performed by the brand and/or by the 

image of the brand in the minds of the customers. 

Brand resonance pyramid model A series of steps 

that are sequential, which if loyally followed till the last 

step will lead to the establishment of strong brands. 



Brand resonance Brand resonance is developed when 
customers form relationships with the brand and feel ‘in 
sync’ with the brand. 

Brand response This is the customer's response to the 
marketing activities and the brand meaning that they have 
developed. 

EXERCISES 

Concept Review Questions 

1. Critically evaluate the importance of brand equity. 

2. How can organizations build strong brands? 

3. Out of the various factors that influence brand equity, 

delineate any four, and discuss them critically. 

4. Evaluate the country-of-origin effect on building brand 

equity. How can organizations use this to leverage 

their brands? 

Critical Thinking Questions 

1. Pick a brand of your choice and delineate the various 

factors that have contributed towards building its 

brand equity. 

2. Consider the factors important for building brand 

equity for mobile phones and TV sets. Will they be the 

same/different and why? How will this vary for soaps 

and MP3 players? 
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Co-branding It is the bundling of a brand with an 
existing brand of the same organization (i.e., parent brand) 
or the existing brand of another organization to leverage 

the brand. 

3. Identify a brand that has been in the marketplace for 

more than two decades. Delineate how the brand 

elements have been used by the organization. Have 

they changed their brand elements over a period of 

time? If yes, discuss the level of effectiveness of the 

new elements versus the old. 

Internet Exercises 

1. Visit the websites of LG and Samsung. Discuss how 

they have been building brand communities online. 

Compare and contrast the two. 

2. Visit websites of two banking service providers. 

Discuss how they are using their Internet website to 

build brand equity. How is it similar or dissimilar to 

their offline activities? 

CD Exercise 

View Idea ads and discuss the various sources of brand 

equity. 
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CASE STUDY 

Aircel—Building Brand Equity 

Introduction to Aircel 

The Aircel group is a joint venture between ‘Maxis 

Communications, Berhad, Malaysia and Sindya Securities 

& investments Private Limited, whose current shareholders 

are the Reddy family of the Apollo Hospitals Group of India, 

with Maxis Communications holding a majority stake of 

74 per cent.’ Aircel started its operations in 1999 in Tamil 

Nadu and became the leading mobile operator in that 

State in eighteen months. In December 2003, it entered 

Chennai and established itself as a market leader. The 

success story repeated itself in the other places such as the 

Northeastern states, Orissa, Bihar, Jammu and Kashmir, 

Himachal Pradesh, West Bengal, Kolkata, Kerala, Andhra 

Pradesh, Karnataka, Delhi, Uttar Pradesh (West and East), 

Maharashtra, especially Mumbai, and Goa. The company 

got a fillip when it was allocated a spectrum for thirteen 

new circles across India by the Department of Telecom. 

With over twenty-five million people as a customer base, 

Aircel is a national operator now. 

Establishing brand Aircel 

Aircel Cellular started off as a niche player in South 

India. It has been in India for eleven years now, but is 

one of the newest pan-India telecom operators. In spite 

of strong competition from established biggies like Airtel 

and Vodafone, Aircel has been able to draw attention to 

itself across the country. Aircel has invested heavily in 
building their infrastructure. They have installed their 

own towers, and their network equipment deal is with 

top-notch players like Ericsson, Nokia, Huawei, etc. Its IT 

infrastructure is managed by Wipro. In the product category, 

they are adding exciting offers like the recharge dhamaka 

in Uttar Pradesh, local calls at ten paisa in Tamil Nadu and 

Chennai, unlimited night calling and sms packs in West 

Bengal, double talk time on prepaid recharges in Mumbai, 

ABCD prepaid in Kerala, etc. Their ‘Unlimited DialerTunes’ 

has been short-listed for Best Mobile Music Service, while 

its most popular Airce Pocketinternet (14 and 98) had 

been short-listed for the Best Mobile Internet Service for 

the Global Mobile Awards 2010 held at Barcelona. This 

highlights Aircel’s ‘efforts to offer a refreshing experience 

to customers to cut over the clutter. Their innovative 

customized products are specially designed keeping the 

need of various segments in mind, such as the youth, 

migrants, professionals, dependants, etc. Their services 

are loaded with value-added applications. It is also working 

with content aggregators like Yahoo and MakeMyTrip to 

position itself in the VAS (value added services) space. 

As an organization, they encourage innovation and new 

out-of-the-box ideas (Ghosh 2009). 

The core values of the Aircel brand are simplicity, 

creativity, and trust (Financial Express 2009). A lot of time 

was spent on developing the positioning strategy. Acountry 

wide research was carried out to find out what people think 

of Aircel as a brand. The study was conducted across India 

so as to develop a national brand (Jagannathan 2006). 

Aircel focuses on the future of telephony, i.e., data play, to 

position itself. The brand positions itself with the tag line, 

‘Explore your world of possibilities’, focusing on VAS, and 

going beyond voice. 

Measures taken to build brand equity 

The company has invested heavily in promotional activities 

to build brand awareness and brand equity. In May 2009, 

when its services were launched in Delhi, the mobile 
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services company spent over %35 crore (350 million) 

buying space in newspapers, magazines, and television 

channels to promote its products. 

Aircel has also actively involved the out-of-home (OOH) 

media to build brand awareness. ‘Their “Just arrived” 

boxes at the Mumbai airport; the projection of the logo on 

the landmark Gateway of India; the IPL Scoreboard put 

up at the Mahim Causeway in Mumbai, created a lot of 

buzz for Aircel. Aircel branded airport placards had names 

of celebrities, such as Tom Cruise, which immediately 

grabbed people’s attention. A number of these innovations 

were useful. The IPL scoreboard, for instance, helped 

commuters keep track of the latest score. 

Another of their exercises that created a lot of buzz and 

won them appreciation was the inflated raft that they anchored 

at the Milan Subway in Mumbai. The idea emerged when 

‘there was news that Mumbai will witness the highest tides 

in the last 50 years and the Met Department's subsequent 

admission that Mumbai will flood and that they can do 

nothing: about it, given the city’s infrastructure. Aircel 

JOIN THE 

ROAR 
TIGER 
RESERVES 
AndESG Of Ge Nabors! Animal 

oil 

& 
(ar SH Ur ee aA ~ . 

es 

1 

Source: http://saveourtigers.com/. 

8/8 1647 44 

decided to provide a solution in the form of a inflated raft 

to be stationed at the Milan Subway, which sees a lot of 

flooding every year with a message that simply said, “In 

case of emergency, cut rope”. The raft actually came in 

handy on 13 and 14 July, when heavy rains lashed the 

city. People stranded at the subway used the raft to move 

around and men in Aircel branded T-shirts were also 

available to help commuters.’ 

On 1 February 2010, Aircel launched its initiative ‘Save 

our Tiger’ in partnership with Dentsu Communications and 

WWF India (i.e., co-branding). The campaign highlight the 

fact that the tiger population was alarmingly low (1411) 

and that action should be taken to protect them. ‘Aircel 

had launched a website, www.saveourtigers.com (see 

Image 4.9) for propagating and disseminating information 

about the same. They encouraged people not only to 

make donations but also to join the movement and spread 

the news. Participants could blog and write about the 

urgency of the situation and the importance of supporting 

this cause. People with a social networking profile could 
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update their status with. this social message. They even 

encouraged people to act if they saw or knew of any one in 

their village hurting tigers, be it for whatever reason. They 

could educate them and if possible bring them to the law.’ 

‘The Aircel advertising campaign portrayed the world 

as it is seen through the eyes of a six-month old tiger cub 

named Stripey by Dentsu Communications. He is shown 

to be waiting for his mother who will never return’ (Media 

Asia 2010). Although tigers are portrayed as majestic and 

dangerous animals in many documentaries and films, in 

reality these majestic animals are vulnerable and confused. 

The campaign called on the support of prominent 

Indian sportspersons, such as Mahendra Singh Dhoni 

and Baichung Bhutia and actors Suriya, Kabir Bedi, and 

Shernaz Patel. All efforts were supported through the 

website www.saveourtigers.com as well as executions on 

Facebook, Twitter, and YouTube (see Image 4.10). People 

could join a fun pledging section on saveourtigers.com 

called ‘Join the Roar’. Participants could pick from a series 

of tiger pictures, choose a square in a mosaic grid, and 

enter their contact details to fill the piece and complete the 

photo.’ So far, 1,88,678 people have already participated 
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Aircel has also sponsored the Professional Golf Tour 

of India 2010; information regarding which is displayed 

on its website (see Image 4.11). Aircel decided to partner 

with PGTI (Professional Golf Tour of India) to increase the 

number of golf professionals representing the country and 

to promote the sport. ‘Golf, as the best networking business 

sport, provides Aircel a perfect value-based platform to 

communicate with the Indian corporate fraternity, which 

shares a close affinity with the sport, not only from a 

viewer's, but also from a player's point of view.’ It has tried 

to build a golf lovers’ community online by providing a golf 

tip of the day, a golf bank, fun strokes, event gallery, etc. 

(see Image 4.12). 

Conclusion 

Graduating from a niche player (South India) to a national 

player (pan-India), Aircel has come a long way and is still 

growing. It is the fifth largest telecom player (on the basis 

of the number of customers) and has successfully taken 

on biggies like Airtel and Vodafone. With its innovative 

strategies and out-of-the-box thinking, they have been 

able to generate a lot of buzz in their target market. The 

in this pledge (cited on 9 March 2010). innovative use of the OOH media and the use of the ‘Save 
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the Tiger’ campaign in its television advertising has helped 

Aircel cut above the clutter. The effective use of online 

media has also helped them generate brand awareness 

and create a brand identity that is specific and unique. 

Aircel has effectively used a number of brand equity 

measures to build its brand equity. 

Discussion Questions 

1. What do you think about Aircel as a brand? 
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2. With the help of theoretical inputs, delineate the various 

factors that have been used by Aircel to build its brand 

equity. 

3. Comment on how Aircel, despite being a late entrant, 

has still been able to create a brand identity and brand 

knowledge in the target market. 

4. What further suggestions can you give Aircel to build 

its brand equity? 
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Researching for 

Brand Equity 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

e Rationale for tracking a brand 
e Qualitative techniques to track a brand 

e Quantitative techniques to track a band 

ABOUT THE CHAPTER 

This chapter explores the areas of researching for and tracking the performance of a brand over 

a period of time. In the previous chapter we have seen what brand equity is and how we can 

build the equity of a brand through various brand associations. An organization then needs to 

understand the impact of these brand-building measures, so that it can take necessary action. 

Let us now learn about the ways and means by which the various aspects of a brand can be tracked. 

TRACKING A BRAND 

Tracking a brand involves collecting information about the brand from customers at regular 

intervals of time. Let us see why we need to track a brand. 

Need to Track a Brand 

The process of tracking a brand involves soliciting customer feedback on the various 

dimensions of the brand. These dimensions can be related to the brand personality, brand 

image, marketing activities undertaken by the organization, etc. Managers can also undertake 

a brand audit to delineate the factors that they need to track about the brand. A brand audit’ 

is ‘a consumer-focused exercise that involves a series of procedures to assess the health of 

the brand, uncover its sources of brand equity, and suggest ways to improve and leverage its 

equity’ (Kotler and Keller 2005). Brand audits can help organizations highlight the brand gaps 

discussed in Chapter 3. They can also help find the gap between brand identity and brand 

image, or the gap between what the organizations envision the brand to be and how the 
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Exhibit 5.1 

The first edition of Dainik Bhaskar was launched on 

13 August 1958 in Bhopal. However, it was only in 1983 

that it ventured out of its hometown and embarked 

on an ambitious journey to become the largest read 

newspaper in India by launching its Indore edition. 

Within a few months, Dainik Bhaskar became the 

market leader and then there was no stopping it. First 

came Raipur and Bilaspur, and then by 1995, it was the 

number one newspaper in Madhya Pradesh (MP) and 

the fastest growing daily. Outside MP, the first market it 

entered was Chandigarh. This was a challenging 

task since it was about launching a Hindi newspaper 

Dainik Bhaskar’s Survey for Success 

RESEARCHING FOR BRAND Equity @ 

English newspapers. To cater to the Chandigarh 

audience, a pre-launch survey was carried out. The 

findings revealed that people preferred a mix of an 

Indian language and English, and that the English 

newspapers were perceived to be of better quality. 

Dainik Bhaskar immediately got down to work on its 

design and used a blend of Indian language and English 

to launch its Chandigarh edition. The same year saw 

‘Dainik Bhaskar emerge as the largest newspaper 

of Chandigarh city with a significant lead of approx 

2.5 times over its closest English newspaper rival’. 
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in a region primarily perceived to be dominated by 
Source; Dainik Bhaskar Group 2009; Superbrands, 2009. 

consumers perceive the same. Brand strategies can be formulated and revised so as to maintain 

the relevance of the brand for the consumers (see Exhibit 5.1). This involves qualitative 

techniques to explore the thoughts and sentiments of the consumers, which can then be tested 

quantitatively (see further discussion in the section on research techniques). The audits have 

strategic implications and provide valuable inputs into the organizational activities revolving 

around the designing of a brand personality and identity, and the marketing strategies. 

a2 ; See how the Aditya Birla Group found the need to track its brand. 

What to Track? 

Brand audits highlight consumer sentiments and delineate factors that need to be tracked. 

However, there are other aspects also that need to be tracked. In the first chapter, we have 

studied the process of building a brand. The second chapter highlighted the organization’s 

role in delivering brand experience to the customers through its organizational culture and 

employee behaviour. This understanding takes into account the broad activities involved in 

brand creation and its delivery as highlighted in Figure 5.1. As an organization, it then becomes 

important to track all these aspects. 

Organizational Vision and Culture 

The organizational vision decides the direction of the organization. The most senior and 

influential person of the organization or the top management decides what it wants the brand 

to be. The top management provides the strategic orientation towards a brand and delineates 

brand values. Over time, the staff also comes to be involved in the building of the brand 

vision, as it helps to solicit their commitment towards the appropriate delivery of the brand 

experience. Organizational culture influences employees and their action in an organization 

(as discussed in Chapter 3). The culture, therefore, needs to embody the brand vision, so that 
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the same can be achieved. The following parameters (de Chernatony 2008) can be researched 

to assess brand visions: 

e Leadership provided by the top management or the senior-most influential person 

e¢ Commitment of the top management towards brand vision 

e Level of inspiration provided by the top management 

e The degree to which organizational culture supports brand vision 

e Involvement of the staff 

e Awareness among the staff about the vision of the brand 

¢ Commitment of the staff towards brand values 

@ The extent to which the brand values and employees’ values match 

e The relevance of the brand values for consumers and external stakeholders in general 

¢ The degree of appreciation for brand values by the various stakeholders, etc. 

Organizational 
vision and culture 

: 
Brand objective 

: 
Brand identity and 

oe 

personality 

Brand marketing efforts 

Product 
Brand : Price 

evaluation 
e Place 

e Promotion and positioning 

e Internal branding and 

employee brand delivery 

| 
Brand image and 
consumer mindset 

Source: Aaker and Joachimsthaler 2000; Keller 2004, de Chernatony 2001, Bergstrom, Blumenthal, and Crothers 2002; Grace and O’Cass 
2002; Jevons, Gabbot, and de Chernatony 2005; Vallaster and de Chernatony 2006; Alwi and Da Silva 2007; Mahnert and Torres 2007; 
Mosley 2007; Punjaisri and Wilson 2007; de Chernatony 2008; Steen 2010. 

Figure 5.1 The brand chain 

Brand Objectives 

The vision of the organization is translated into brand objective. This delineates the boundary 
of the brand and provides an understanding of the market offering. The objectives can be 
further classified into long-term and short-term. The long-term objectives are the objectives 
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that the staff wish to achieve over a period of time (say five years or more). The short-term 
objectives are the objectives that are to be achieved in the near or immediate future, say within 
six months or a year. The following parameters (de Chernatony 2008) about brand objectives 
can be researched 

e The extent to which the brand objectives can be stretched. 
e How the objectives can be achieved ‘differently’? 

e Awareness levels of the staff about both the long-term and short-term objectives. 
¢ Commitment levels of the staff in achieving the objectives. 
e The extent to which the objectives are being achieved over a period of time, etc. 

Brand Identity and Personality 

Brand vision and objectives then need to be personified into the brand, so that it can be 
offered to the target audience (see Exhibit 5.2). 

The process of building a brand identity and personality have been discussed in Chapter 2. 

In the strategic brand building process, we discussed that building the brand personality is the 

organization’s task, but how the consumers perceive this personality can vary. Therefore, we 

need to research about the gap between the two. The following aspects can be researched: 

e The extent to which the identity represents brand vision and values. 

e The scope of the brand or the extent to which the brand can be stretched. 

e The attributes and features of the brand. 

e The organizational features (if they are being used to highlight the brand). 

e The extent to which brand personality is in line with the brand vision. 

e The extent to which the employees are in tune with the personality of the brand. 

e The consumers’ understanding of brand personality. 

e The gap between the organization’s design of and consumer’s perception of the brand 

personality. 

© The degree of influence of the brand symbols in strengthening the brand value, personality, 

etc. 

‘Exhibit 5.2 Axe Effect on the Deodorant Market 
~ Creating a market from scratch (in 1999) and ruling the 

roost is what Axe has done in the %500 crore (in 2009) 

deodorant market in India, which is growing at the rate 
more than 40 per cent per annum. Axe had a market 

are of 25 per cent, far ahead of Henkel’s Fa (market 

8.5 per cent) and CavinKare’s Spinz and His 
cent) in 2010. What made Axe click instantly 
— consumers was the — y 

that Indian willing to give her phone rami Ap to the guy: sss on 

always looking to attract girls every day, the more, the _ 
merrier.’ One of Axe's successful campaigns ‘call me’, 
showed ‘beautiful women giving their mobile numbers _ 
to men who wore Axe. The campaign resulted in 3.5 _ 
million calls to the Axe number. This campaign was 
designed and finalized after a study of 750 girls across 
six cities in India regarding phone conversations. The 
study showed that getting a girl's phone number is 

the first step in the mating game and the girl would be 
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Brand Marketing Effort 

Through brand marketing efforts, an organization delivers the experience of the brand to 

the customers. It includes the product that has been designed, the price of the same, the 

communication about this to consumers, and the channels through which it is made available 

to consumers. The performance of the employees towards the delivery of the brand experience 

is crucial and impacts the brand image. The aspects that can be researched here are: 

e The degree to which the product features are in accordance with the brand value. 

e Whether the price is as per the brand image. 

e The degree to which brand positioning is in line with brand personality. 

e The extent to which the various communication activities help in building the brand image. 

e The extent to which the communication is in line with the brand identity. 

e Whether the delivery of the brand is appropriate. 

e The extent to which the choice of the channels are in line with the brand identity. 

e The extent of the recruitment programme to reinforce the brand culture. 

e The extent to which the brand behaviour of the employees is in line with the brand 

culture, etc. 

Brand Image and Consumer Mindset 

_ This aspect is different from the ones discussed so far, as this one is about the customer's 

otientation towards the brand, whereas the other factors are directly under the control of the 

organization. This factor measures what the customers think and feel about a brand, their 

brand purchase behaviour and trends, etc. (see Exhibit 5.3). The aspects that can be measured 

and studied here are: 

e What the customers feel about the brand or the consumers’ attitude towards the brand. 

e The extent to which customer perception is in line with the brand identity. 

e The extent to which brand personality matches the customers’ perception of brand 

personality (Aaker’s personality traits help in measuring this and are discussed i in Chapter 2). 

e The meaning of the brand for the consumers. 

¢ Consumer purchase behaviour for the brand, etc. 
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used to analyse the kind of products they bought, 

so that the store could be designed accordingly. For 

example, cardholders from Vashi showed a preference 

towards accessories like bags and shoes rather than 

for apparels. Therefore, when Shoppers Stop opened 

a store at Vashi in 2009, the beauty and accessories 

section was right at the entry and was much bigger 

compared to the beauty section in its other stores. 

‘Similarly women from Amritsar shopped more for ethnic 

wear and men for casuals (the absence of a corporate 

environment and more of a business one), which helped 

them stock accordingly. As there was more time at their 

disposal for even small outings, make-up was also a big 

draw. Shoppers Stop launched its full-fledged make- 

up brands including the top-end MAC in the Amritsar 

store. Large populations of non-resident Indians meant 

that they were already aware of premium brands.’ A 

proper demand projection helped increase efficiencies 

and also kept the supply chain as lean as possible. 

Apart from analysing information from the First 

Citizen Cards, Shoppers Stop also conducted sample- 

based market research and SF phi eat such 
a Sesreee ocd Lia Si tata it ss 

nana ame some son ues Sianiaenneeinent aanien BOG 

received any such communication (Kar 2011). 
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as wardrobe studies before opening a store in a new 

catchment area. ‘Wardrobe studies help in ascertaining 

the aspirations as well as the actual mix in a town’s 

wardrobes.’ The other aspects that the retailer studied 

were, the kind of bank brands its customers belonged 

to, the number of credit cards they carried, the number 

of vehicles they possessed, telecom penetration in their 

cities or towns, etc., to fine tune the town’s profile. 

The existing customers were targeted with special 

offers on the basis of their shopping profiles. Consumers 

who had not used their cards for 12-18 months were 

wooed back with personalized offers. Loyal customers 

were targeted with advertisements through mailers and 

mobile phone messages. While marketing a jewellery 

brand (which had a tie-up with the store), Shoppers 

Stop sent out mailers to the 15,000 consumers who 

had shopped for jewellery at the store, but had not come 

back in the past 18 months. According to Vinay Bhatia, 
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Vice-President (marketing and loyalty), Shoppers | 

Stop, there was an increase of 40 per cent in jewellery 

purchase among this group over the ones who had not 

A brand can be evaluated on the basis of all these parameters and the feedback provided 

to the top management. As shown in Figure 5.1, the various stages of the brand chain are 

interconnected and influence each other. The top management needs to be perceptive about 

the gaps that exist between the various stages, so that it can take immediate corrective action 

for the holistic development of the brand. The brand chain is so called because the various 

stages together form the brand experience and each link is crucial for the development of a 

strong brand. Through qualitative techniques, relevant factors are delineated for the brand. 

These factors are then studied through quantitative techniques to understand their relevance 

on a mass scale. These are further discussed in the following sections. 

the Adi Birla Group tracked its brand image. 
Ee ES 5 Ee, = ; = aioe 

RESEARCH TECHNIQUES 

The techniques that can be applied to research a brand are broadly categorized into qualitative 

and quantitative research techniques. Boyd, et. al. 2005 have also termed these as exploratory 
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and conclusive (as these are the objectives) rather than qualitative and quantitative (which tell 

you about the character of the data and the process of gathering data). Let us now study these 

techniques in relation to a researching a brand. 

Exploratory Research Through Qualitative Techniques 

As the name suggests, exploratory research helps explore the various relationships, associations, 

attitudes, feelings, etc., of the consumers towards a brand. The qualitative techniques used are 

helpful in identifying the various types of associations linked to a brand, the strength of the 

linkage, and the favourability and uniqueness of these associations. These techniques also 

help in identifying the sources of brand equity and so help in building strong brands. Some 

of the various qualitative techniques that can be used to measure brand equity factors such as 

awareness, attitude, etc., are as follows (Boyd, Westfall, and Stasch 2005, Keller 2004). 

Secondary Data Search 

An organization can make use of studies conducted by organizations or its own previous 

studies to gather data. This is an economical and quick way to research, as the organization has 

data about its own marketing activities and work done over the years. A number of government 

and private organizations, trade associations, etc., do a lot of research work, which can be used 

_ by companies. Some of these organizations are NCAER, MART, Nielsen, McKinsey, etc. 

A lot of secondary data is available and the spread of electronic media helps in expediting 

the research and making it convenient as well. Electronic data processing systems help in 

storing large volumes of data, which can be retrieved at the click of a button. The availability 

of a number of search engines on the Internet help in making secondary searches easier 

and at the click of a mouse. Through these searches, organizations can gather information 

about consumer behaviour, social trends, and industry trends, which help in developing brand 

strategies. 

Survey of Knowledgeable People 

Although studying secondary data is convenient and economical, it is limiting in its scope 

and other techniques need to be applied to research about specific brand attributes. While 

undertaking qualitative research, consumers who are knowledgeable about the brand can be 

researched in-depth to explore their feelings and behaviour towards the brand. This can be 

done by adopting any of the following techniques (Boyd et al. 2005, Keller 2004). 

Depth interviews Consumers make decisions on the basis of conscious and sub- 
conscious reasons. Motives like jealousy, ego, superiority, etc., which are socially unacceptable 
are generally not reported by individuals in direct interviews. Therefore, in order to understand 
what motivated a consumer to purchase a particular brand, an organization is required to 
conduct depth interviews. These depth interviews are also called one-on-one, as individuals 
ate interviewed in detail to explore their feelings and motivations about brands. 

Method of conducting depth interviews Depth interviews are generally not based on 
questionnaires. They are semi-structured, where interviewers knows broadly what they need 
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to explore about the brand, say the brand attributes, reasons for purchasing, brand image, 
etc. A good interviewer starts by putting the respondents at ease, so that the respondents can 
themselves explore (many times they are themselves not fully aware of what they feel, or why 
they feel so) and express their feelings about the brand-and the various reasons that led them 
to purchase it. By probing as to why a consumer feels in a particular manner towards a brand, 
interesting aspects can be highlighted about the consumet’s brand perception. Through depth 
interviews, organizations can elicit responses that would otherwise not be highlighted. The 

level of flexibility in such interviews is high and the interviewers can study the attitudes and 
motives in detail through the probing technique. The flip side is that due to this flexibility, 

different interviewers may get different results, making it difficult to compare. 

Other drawbacks of this approach are that only trained people can conduct depth interviews, 

making them a costly affair. Also, the biases of the interviewers may be reflected in the results. 

Since consumers need to be interviewed in detail, it is time-consuming, therefore. soliciting the 

cooperation of the respondents might become difficult. Interpretation of depth interviews is 

also difficult, as they are subjective and can vary from one analyst to another. 

Focus-group interviews To overcome the drawbacks of one-to-one in-depth interviews, 

group interviews can be conducted. In this method, a group of six to twelve consumers is 

brought together and made to discuss the subject being explored. These consumers usually 

belong to the targeted market segment of the brand being studied. If an organization is 

’ targeting different segments, then consumers from different segments should not be put 

together in the same focus group. Different groups should be formed for different segments. 

The chosen respondents should also have prior knowledge of the product, the brand usage 

(can be current or recent users), and be involved in making the purchase decision. Also, some 

practitioners do not put men and women in the same focus group, as this leads to ‘performing’ 

when they are together. Strangers show less inhibition, and thus ate more forthright about 

their opinions and feelings. 

Method of conducting focus-group interviews <A focus group interview is conducted 

by bringing together a group of 6-12 consumers who satisfy the selection criteria. Just 

like depth interviews, here too the discussion is open and is not questionnaire based. The 

moderator can have an agenda of discussion, which broadly includes what parameters need 

to be explored. The topic is introduced to the group and the moderator only intervenes when 

the topic is exhausted to introduce a new topic that might not have been covered during the 

discussions or when the discussion goes off the track. The topic being researched is discussed 

in detail and the researcher can make notes of the discussions or tape/video-record the same 

for future reference. The rule of thumb is to have more than one focus group, and generally 

three to four focus groups are typical for a topic. Researchers can otherwise — on running 

focus groups till no more new ideas are being recorded. 

But focus group interviews too have their limitations. The success of a focus group is 

dependent on the skills of the moderator, as he or she is responsible for conducting the 

interviews, analysing the results, drawing conclusions, and making recommendations. A focus 

group composed of the same set of consumers, but a different moderator can have entirely 
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different results and critics argue that the results are the creative ides of the researcher and 

should not be considered conclusive. The other drawback of this method is that aggressive 

people in the group can dominate the discussion and other individuals might not be able to 

express their views. People can also stray from the topic being discussed and so all the aspects 

being researched might not be covered during the allocated time (which is ‘usually a maximum 

of two hours per group’). It is interesting to note that depth interviews, which were replaced 

by focus groups, are staging a comeback. However, focus groups ate easy and cheaper to 

conduct, as information can be collected from several individuals at the same time. Most of 

the times this also results in the generation of new ideas. 

Free associations ‘This technique is used to profile brand associations formed by the 

consumers. 

Method of conducting free associations ‘The free associations technique involves 

asking the respondents what the brand means to them. Questions like “what comes to your 

mind when you think of the brand’; ‘what do you like best about the brand’; ‘what do you 

dislike about the brand’, etc., are asked. The question ‘what comes to you mind when you 

think about the brand’ helps find out the various brand associations that a consumer links 

with the brand. The associations that are stated first are the strongest and those stated later are 

weaker. The stronger associations have a greater impact on the consumer’s decision-making 

process. By studying associations of competitor brands, the uniqueness of a particular brand 

can be delineated. The researcher needs to move from general questions about the product 

category to specific questions about the products and their brand image, while probing the 

respondents. 

The benefits of this approach are that subconscious feeling’ of the consumers towards a 

brand can also be unearthed. The parameters that make up the brand image for the consumers 

and the reasons for brand equity can be identified. The drawback is that people conducting 

the probe need to be well-trained, so that they can get the consumers to relax and help them 

visualize the brand. 

Projective techniques Sometimes, due to various reasons, consumers may not be able 

to express all their feelings towards a brand. To gain an understanding of these unexpressed 

feelings, organizations employ the projective technique. In this technique, respondents project 

their thoughts and feelings in a given situation and thereby reveal their inner feelings. By this, 
we can understand what the consumers’ brand knowledge constitutes of and what the various 
sources of brand equity are. Some of the different ways of using this technique are as follows 
(Keller, 2004). 

Completion and interpretation tasks The classic projective technique helps gain an 
understanding of the consumer’s feelings by using incomplete stimuli. One such approach 
is the ‘bubble exercise’. In the form of cartoon strips, people are shown buying 6r using a 
product. However, no dialogues are provided in the bubbles, and the respondents are asked to 
fill these in on the basis of their own thoughts and what they think is happening, This kind of 
an exercise helps gain an understanding of the ‘user and usage imagery for a brand? 
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Comparison tasks In this method, consumers are asked to personify brands as people, 
animals, flowers, cars, vegetables, etc. Thus, respondents can be asked questions like, ‘If Amul 

Butter were an animal, which one would it be? If it were a flower, which one would it be?’ 
Each answer is then followed by a question about why the respondents made that particular 

comparison. This method helps gain an understanding of what image the consumers have 

about the brand. 

The advantage of using this technique is that it helps to elicit information that the consumers 
are either not conscious of or might find difficult to express. The flip side is that such methods 

require time and effort on the part of the respondents, and so it makes it difficult to use 
frequently. 

Analysis of Select Cases 

Another type of exploratory research is the case study method, where select cases are studied. 

In this method, a marketing situation is studied in its actual context when the situation is 

‘obscure and multiple sources of evidence are used.’ This is a variation of depth interviews, 

in which complex situations, where a number of individuals are interrelated, are studied. For 

example, a researcher can study how retailers can make their operations more consumet- 

friendly and compete with other stores. In this, the researcher needs to study the store in 

detail, and the manner in which the consumers behave in the store, along with the consumer’s 

behaviour in competitor stores. 

Method of conducting analysis of cases: For carrying out an analysis of the case, the 

researcher needs to study the situation and all the interrelated factors in detail. For example, to 

study the relationship of consumers with brands, the researcher needs to study in detail, the 

relationship the consumers have with brands and how they interact with the brands on a daily 

basis (Fournier 1998). 

To conduct the analysis well, the researcher needs a good judgement to select the cases 

and have proper insight into analysing and interpreting them. The benefit is that inferences 

are drawn after studying real situations in entirety rather than from select aspects studied in 

general. The drawback is that there is a lack of objectivity and the researchers might only see 

the facts they want to see. . 

Qualitative research techniques help in exploring the consumer’s perceptions, feelings, and 

images related to brands. They are flexible and because the sample size is small, they cannot be 

generalized on a larger scale. Thus, qualitative techniques help in generating research questions 

and guidelines, which need to be explored on a mass scale. This is where the second type of 

research, i.e., quantitative research comes in. 

CONCLUSIVE RESEARCH THROUGH QUANTITATIVE TECHNIQUES 

Qualitative techniques are exploratory in nature, i.e., they explore the feelings of the respondents. 

Due to the small sample size, in qualitative research, the findings cannot be generalized. Thus, 

to overcome this drawback, quantitative research techniques are employed and due to this 
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aspect they are also referred to as conclusive research. The quantitative techniques help in 

measuring brand knowledge, ‘depth and breadth of brand awareness, the strength, favourability 

and uniqueness of brand associations, brand judgments and feelings, and the extent and nature 

of brand relationships.’ These techniques help in tracking the ‘brand knowledge structures of 

consumers over time’ (Keller 2004). They help in gaining an understanding of the ‘cause-and- 

effect relationships’ (Boyd et al. 2005). Some quantitative techniques are descriptive studies 

and experimentation (Keller 2004, Boyd et al. 2005). 

Descriptive Studies 

To gain a comprehensive and accurate description of a situation, this kind of study is used. The 

data generated from these studies are directly used for making branding decisions. Descriptive 

studies can be conducted using statistical methods as discussed below. 

Use of Statistical Methods 

This method is named after the techniques used to analyse the data that has been collected. 

The data collected is descriptive in nature. For example, how often is a brand or a product 

from the same category purchased, from where was it purchased, the brand image, consumers’ 

beliefs about the brand, etc. The statistical method is different from the qualitative measures 

as it involves studying a number of cases, whereas in qualitative techniques, only a few cases 

are studied. Also, in qualitative techniques, in-depth studies are conducted, but here only a few 

factors are studied on a large scale to check whether the findings can be generalized for the 

target segment or not. 

Method of conducting statistical method The factors to be studied are framed in 
the form of a questionnaire and data is collected from respondents on a large scale. The 
respondents should be drawn from that segment of consumers who form the target market 
of the brand being studied. For example, when studying online brand image, only people who 
have access to the Internet can form the target segment, and it is these people who should 
form the sample from where data is to be collected. The data so collected is tabulated and 
analysed with help of a number of techniques ranging from simple mean, percentages, to 
using specialized software for the analysis. 

The data drawn from statistical techniques is analysed as a whole and not on an individual 
basis as in qualitative techniques. The benefit is that different researchers will get the same 
statistical result (such as averages, percentages, etc.), which generally does not happen in the 
case analysis method. Since the analysis is based on a larger sample-size than the case study 
method, the results so obtained can be generalized more accurately. The drawback of this 
method is that it can only suggest the cause-and-effect of relationships, but cannot prove 
them in the manner the experimental method does. The other problem is that the ‘direction 
of the causal effect is not always clear. For example, where advertising and sales are found to 
vary together, it is not clear whether advertising causes sales or sales causes the expenditure 
of more advertising effort because of greater apparent potential sales results’ (Boyd, et al. 
2005). 
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Experimentation 

As discussed, experimentation techniques help in establishing the cause-and-effect 
relationships more effectively than any of the other techniques. Experimentation is generally 
done by collecting data through an artificially controlled situation, so that the data measured is 
accurate. The ‘artificiality’ helps in controlling the factors that are being studied, which helps 
in obtaining conclusive evidence of cause-and-effect relationships. 

Method of conducting experimentation Experiments can be performed both in the 
field and in the laboratory. When conducting experiments in the field, say on the effect of 
variable pricing on sales, products can be placed in different stores and the prices varied in a 
controlled manner. The sales are recorded at each price ievel and the results drawn. To conduct 
the same experiment in the lab an artificial store can be created, where the respondents are 

asked to shop like they would in a real store. The prices at the store can be varied in the same 

manner as was done in the stores, and the selections of the respondents can be noted at 

different price points. Some of the ways for conducting experiments are as follows. 

After-only-design method of experimentation {n this method, the dependant variable, 

for example, recall of a brand name by the consumers (who form the experimental group), is 

measured only after the application of the experimental variable. For instance, if an organization 

needs to see how many consumers recall their brand after a particular advertisement has been 

aired, it can conduct a study to measure this. However, if the brand recall of the consumers 

prior to the advertisement is not studied, this method will not give accurate results and the 

company cannot come to a conclusion about the impact of the advertisement by an ‘after 

only design’ method. However, for an organization that is launching a new brand, studying 

consumers before the launch will not be of much use and it is the ‘after only’ design that will 

help them gauge the brand recall by consumers. 

Before-after design In this method the dependant variable is measured at both times, 

that is before being exposed to the experimental variable and after being exposed to the 

experimental variable. The difference between the two gives a measure of ‘the effect of the 

experimental variable.’ For example, to study how advertising impacts brand recall, the brand 

recall for the respondents is tested before the advertisement is shown to them and then again 

after the advertisement is shown to them. The difference between the brand recall values gives 

the increase in brand recall due to the experimental variable (that is the advertisement). 

The problem related to the use of the experimentation method in marketing is the time 

factor. Experiments measure only short-term effects and the cumulative long-term effects are 

generally ignored. The ‘after’ measurements should be done to cover long enough periods 

also, so that all the effects of the variables can be measured. This is generally not done, as 

management decisions cannot wait for the outcome of such lengthy experiments. The other 

drawbacks are that experimental research is costly and it is difficult to gain cooperation of the 

respondents (when done in the lab) or of the retailers (if the experiment is being done in the 

field). The other important factor is that when the experiments are done in the market, the 

competitors ‘are apt to become aware of the test and are thus alerted to new developments. If 

the results of the test are measured in sales, the competitor may be able to learn as much from 
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the test as the experimenter, and at considerably less expense.’ To overcome this, the firm can 

come out with an ‘emergency special promotion plan’ (Boyd, et al. 2005), which can be used 

in the competitor’s test market to confuse the competitors. 

SOME QUANTITATIVE RESEARCH TECHNIQUES APPLIED TO BRANDING 

To learn about brand awareness, experiments can be done to study the following, 

Studying brand recognition This method requires respondents to identify the brand 

(or any of the brand elements) in a variety of circumstances. The most basic recognition test 

can be performed by giving consumers individual items and asking them if they have seen or 

heard of these items previously in the form of a ‘yes’ or ‘no’. Brand name recognition can also 

be tested by giving consumers names of brands with some letters missing (see Exhibit 5.4 and 

test your own recognition of the brand names). 

Studying brandrecall Brand recognition only provides an approximation to a consumer's 

potential ability to recall. Brand recall can be demonstrated by the retrieval of the actual brand 

elements from a consumer’s memory by providing some related cues. This can be done in the 

following ways. 

Unaided recall In the unaided brand recall method, “all brands’ are provided as cues and 

the consumer will identify the strongest brands. 

Aided recall 1n this method, cues such as product class, product category, etc., are provided 

to the consumers. Thus, consumers can be asked to name brands that come to their minds 

when they think of a bathing soap, or the brand that comes to mind when they think of butter, 

etc. This also helps us understand the breadth and depth of brand recall. 

Brand Personality 

In Chapter 2, we studied that brand personality is the human characteristics or traits associated 

with a brand. Aaker’s brand personality framework was discussed in detail, as was the use of 

the same to measure brand personality. 

LL 

Try and complete the brand names provided in the (6)L__do 

- following list. See how you fare by comparing the (7) P_re 
‘ answers with the answer key. (8) _in_h_l 
: (1) lle. S lly (9) _har_t G_ oy - 

© (2)PtrE old (10) 0 _I_ck_ | - - (3)A.che | 8) BUSLSt G82 10) HoUloKe " 
(4) B_rb_e Yt) BSLPIE 2) [SLO}SC @) FISqLO \) BSLKeL g) CUNO) 
(6) N_to ywemel2 {) yiIeU 2Ol]\: 5) beret EUdjsug: 3) yLcpice: 
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Brand Image 

To understand what the consumers think about the brand, marketers need to study the 
brand image dimension or the associations the consumers have formed with the brand. 
These associations can be in the form of beliefs or ‘descriptive thoughts’ about the brand. 
For example, a brand can be ‘exciting’, ‘cool and hip’, ‘good graphic quality’, etc. To study 
brand image, qualitative measures can be used to uncover the different types of associations 

consumers have with a brand. To study the strength of the brand image, we can ask consumers, 

‘What comes to your mind when you think of the brand?’ To check the favourability of the 

brand imagé, consumers can be asked what they like and what they dislike about the brand. 

To check the uniqueness of the brand image, consumers can be asked what they feel is unique 

about the brand. 

Brand Response 

After studying brand image and brand awareness, marketers now néed to understand what the 

consumers’ intentions are towards a brand. If the consumers form a favourable brand attitude, 

it will reflect in their purchase intentions and in their willingness to purchase the brand. It 

has been studied that purchase intentions are ‘most likely to be predictive of actual purchase’ 

(Keller 2004). 

Brand Relationships 

The relationship that consumers form with the brand can be measured under the following 

heads. 

Brand loyalty The willingness of the consumers to purchase a brand again and again is 

important for building strong brand equity. This aspect is, therefore, important and needs 

to be studied to strengthen a brand. Consumers can be at different levels of brand loyalty 

(see Chapter 1), therefore marketers will need to devise strategies for the different brand 

loyalists. 

Brand substitutability ‘Brands are bought not once but repeatedly, in many cases in 

predictably regular patterns, hence the truth of the saying that when we build brands we 

are making customers and not just sales. In marketing jargon, we are building a long-term 

franchise. In virtually every category examined empirically, it has been found that two-thirds 

of buyers normally buy (with varying degrees of irregularity) more than one brand. This 

introduces the extremely important concept of the repertoire of brands: the collection the 

homemaker buys in varying proportions, often (again) in predictably regular patterns.’ (Jones 

1999). Thus, we need to study the one brand in relation to these other brands. If consumers 

are purchasing the brand repeatedly, it results in high brand equity, but if they are willing to 

substitute the brand repeatedly depending on availability, etc., then it results in low brand 

equity (Keller 2004). 
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SUMMARY 

Researching for a brand.is an important aspect that helps 

in giving feedback to the organization about how the brand 

is being perceived by the customers and consumers. 

This feedback is an important input in further strategy 

formulations for the brand and brand strategies can be 

revised to keep the brand relevant for the consumers. 

The brand chain provides an understanding of the 

broad activities involved in brand delivery. These activities 

help in tracing the process of brand creation and delivery 

and thus provide a broad framework of what to track. The 

brand chain is an important tool that helps decide what to 

track. It consists of the organizational vision and culture, 

brand objectives, brand identity and personality, brand 

marketing efforts, brand image and consumer mindset 

and brand evaluation. 

There are various research techniques that can be 

applied to study and track the progress of the brand 

in the marketplace. Exploratory research through the 

various qualitative research techniques helps in exploring 

KEY TERMS 

Brand chain The broad activities involved in the 

creation and delivery of a brand. 

Brand tracking The collection of information about the 

brand from customers at regular intervals of time. 

Conclusive research Helps draw conclusions, which 

can be applied to a large segment of consumers. 

Depth interviews Exploring in-depth what the brand 

and product means to a consumers on an individual basis. 

EXERCISES 

Concept Review Questions 

1. Discuss the various stages in a brand chain. 

2. Differentiate between exploratory and conclusive 

research. Discuss situations where these types 

of techniques can be applied. Which of these two | 

techniques is better and why? 

the various aspects of brand image, personality, equity, 

and the various relationships, associations, attitudes, 

feelings, etc. of the consumers towards a brand. Some 

of the qualitative research techniques that can be used 

are the survey of knowledgeable people and analysis of 

select cases. 

Once the various parameters have been explored it 

needs to be followed by conclusive research so that the 

strength of the various parameters can be established. 

Quantitative research techniques are used for this 

purpose and the techniques are descriptive studies and 

experimentation. 

Some techniques that can be used for studying brand 

awareness such as brand recall, brand image, brand 

personality etc. are discussed. Once the research findings 

have been gathered, they can then be generalized on 

a larger scale, the appropriate marketing and branding 

strategies can be worked out. 

Exploratory research Helps explore the relationships 

that consumers share with a brand. 

Focus-group interviews Exploring in-depth what the 

brand and product means to a group of consumers. 

Projective technique Aresearch technique, where the 

respondents have to project themselves into a situation to 

elicit their inner feelings. 

3. What is qualitative research? Discuss the various 

ways in which organizations can conduct qualitative 

research. ‘ 

4. What is quantitative research? Discuss the various 

ways in which organizations can conduct quantitative 

research. 



Critical Thinking Questions 

1. Pick a brand and discuss how you can track the 
various stages in the brand chain. 

2. Discuss the various methods you can use to measure 

the brand image for a particular brand. Give reasons 

to support your answer. 

Internet Exercises 

1. Visit the website http://www.nerolac.com/about/ 

corporate-values and study the corporate vision, 
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CASE STUDY 

Branding and Its Effect on Purchasing Process Stages 

Introduction 

The biggest challenge for marketing professionals is their 

ability to create, maintain, and enhance brands. Branding |s 

amajorissue to be tackled in product strategy, as successful 

branding is one of the most potent tools for businesses 

to create and preserve the value of (Rio, Vazquez, and 

Iglesias 2001, Singhal 2004). Branding is an immensely 

challenging process, which requires intensive investment, 

building trust of consumers, delivering promises made to 

them. It takes many years, a lot of effort, and investment 

to create global brands. The concept of ‘selling’ is being 

replaced by ‘purchasing’ due to the rise in the number of 

brands, and so branding is important as it ‘pre-sells’ the 

product or service to the customer. Thus, branding is the 

most important activity for companies to become more 

profitable and more powerful. Branding is important in 

order to be competitive, and to be better able to deal with 

the fluctuating environment and market forces, marketers 

need to adopt branding strategies. Brand orientation is 

seen as a powerful tool for creating shareholder and long- 

term value (Simoes and Dibb 2001). 

Postmodernists tend to believe that knowledge is 

‘time, culture, and context dependent.’ They generally 

view consumption as a symbolic system as much as or 

more than an economic system (Hawkins et al. 2001). 

Consumer behaviour is studied to gain an understanding 

and knowledge of the factors that influence consumer 

behaviour to develop sound marketing strategies. 

Consumers today are highly informed. Using new 

technologies like the Internet, email, and the mobile phone, 

consumers are able to acquire more detailed information 

about brands, products, and services in order to help them 

make smarter and more personalized choices on their 

own terms. They can validate a company’s marketing and 

can more easily reject claims or statements based on their 

own knowledge (Ind and Riondino 2001). 

The net result of the changing role of the consumer 

is that companies can no longer act independently. They 

need to understand how the consumers are behaving, 

how they are gathering information, what their major 

considerations are while purchasing a product, and what 

factors influence the purchase behaviour. Learning about 

how customers find and execute the optimum solution in 

a given market makes it easier for an organization to earn 

their long-term trust, purchases, and loyalty (Lawer and 

Knox 2006). 

Branding, consumer behaviour, and the purchase 

process 

In the postmodern consumer culture, it is believed 

that brands play an imperative role in the formation of 

consumer identity (Elliot and Wattanasuwan 1998 cited 

in Simoes and Dibb 2001). According to Davis (2000), ‘to 

maximize the customer-brand relationship, a company 

must understand how customers think, act, perceive, and 

make purchase decisions.’ 

“To be and remain successful, brand owners have to 

invest more time, effort, and money in trying to forecast 

changes in consumer behaviour and expectations 

(Singhal 2004). A review of the literature highlights some 

of the areas where-brand research has been done to date. 

Studies conducted inform us about brands that stand out 

in people’s lives (for example, Fournier 1998, Muniz and 

O’Guinn 2001), such that they are noticeably tied to and 

embraced by the informant and they represent the person 

in some way. Studies have also been conducted about the 

nature of brand images and explore the relationship of the 

image to concept of brand equity (Biel 1992). Brand, brand 

equity, brand image and hard and soft attributes of a brand 

have been studied in detail. In conclusion, the relation 

between brand image and behaviour has been drawn. 

However this data has been used to create a perceptual 

map of the image of the brahds competing in the market. 

The aim has been to identify the brand attribute that would 

increase the brand's share of the market. Studies have also 

been conducted on the dimensions of brand personality 

(Aaker, Jennifer L 1997) with the focus on developing a 

reliable, valid, and generalizable scale to measure brand 



personality. Villarejo-Ramos and Sanchez-Franco (2005) 
have studied the impact of marketing communication and price 
promotion on brand equity. They have found that a positive 
relationship exists between spending and perceived quality, 
and that increased spending on advertising affectes the 

perceived quality, as it increases the associated value of 

the brand, which helps in the purchase decision. Jevons et 

al 2005 have also done a conceptual study on the sources 

of understanding and managing brand meaning. 

Researchers have tried to study the ritual dimension of 

consumer behaviour, which illuminates the psychological 

depth, conflict, and fantasy components of everyday 

consumer behaviour (Rook, Dennis W. 1985). This 

article introduces and elaborates the ritual construct as a 

vehicle for interpreting consumer behaviour and presents 

the results of studies that investigate the artificial and 

psychological contents of young adults’ personal grooming 

rituals. Zeithaml (1988) studied consumer perceptions of 

price, quality, and value, and studied how consumers 

relate quality, price, and value in their deliberations about 

products and services. According to Zeithaml (1988), price, 

brand name, and the level of advertising are three extrinsic 

cues frequently associated with quality in research and 

which are general indicators of quality across all types of 

products. Brand name serves as a ‘shorthand’ for quality 

by providing consumers with a bundle of information about 

the product, which facilitates information processing and 

speeds decisions (Chernatony and Riley 1998). 

Ataman and Ulengin (2003) conclude that investment 

in brand image and in the attributes of brand image 

provides a positive sales benefit. And this benefit can be 

quantified (within the expected limitations of all consumer 

research) providing additional ammunition in the argument 

that investing in brands is for consumer goods business 

the best way to deliver long-term profitability and real 

increases in business and shareholder value. 

The buying decision process provides a framework 

for explaining the stages that consumers pass through 

in their decisions on purchasing (Blackwell, Miniard, and 

Engel 2006). This deals with the thought processes of the 

shoppers and how they decide what to ere It consists of 

the following steps: 

(a) Need recognition 
(b) Information search 
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(c) Evaluation of alternatives 

(d) Purchase decision 

(e) Post-purchase evaluation 

Need recognition This can arise when the shopper 

senses a deprived or unsatisfied need either as a ‘cue’ 

(due to the marketing effort of the firm or due to the social- 

Cultural environment) or as a ‘drive’ (physical when the 

senses are stimulated). For example, a shopper sees 

his colleague using the latest palmtop and feels the need 

to purchase the same. Alternatively, the shopper can 

see the advertisement of the palmtop and feel the need 

for the same, or his current requirements necessitate 

the use of a palmtop. It is interesting to note that many 

researchers have associated product packaging as a 

brand communication vehicle and a big influencer on 

the nondurable product buying decisions (Lofgren 2005, 

Silayoi and Speece 2006). 

Information search Once shoppers have identified a 

deprived need, they will try to search for information, and 

look for the different alternatives available to fulfill that 

need. 

Evaluation of alternatives Olson (1978) pointed out that 

shoppers may use informational cues to develop beliefs 

about products, and that task response (i.e., choice or 

evaluation) may be a direct function of these mediating 

beliefs. Once the shoppers have collected information 

about different alternatives to satisfy their need, they 

have a list of the different brands they can purchase. 

The shoppers then evaluate these alternatives to identify 

the brand they are ultimately going to purchase. This 

evaluation can be based on a number of parameters, 

such as product attributes or features of the product, the 

pricing, brand name, after-sales services (if required), etc. 

Brand name serves as a ‘shorthand’ for quality by providing 

shoppers with a bundle of information about the product, 

which facilitates information processing and speeds 

decisions (Chernatony and Riley 1998). The shopper's 

decision-making process is also affected by a number of 

personal and psychological factors as discussed in detail 

in the section on factors influencing shopper behaviour. 

Purchase decision Based on the decision-making 

process, shoppers will decide what course of action to 

take. They can defer the idea of purchasing if they feel that 
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the offer is going to get better, or a better product is going 

to be launched in the near future, or club it with a festival, 

auspicious occasion, event (birthdays, anniversaries), 

etc. Marketing actions by the marketers, such as special 

discounts, bogof (buy one get one free offers, etc.), can 

also influence the purchase decision and motivate the 

customers to purchase a product immediately. If the 

customers are purchasing a particular product for the 

first time, especially if a shopping good (goods that are 

compared on the basis of price, quality, etc. at the time of 

purchase, such as clothing, cars, etc.), they can purchase 

the product in a smaller quantity than required, and this 

is called a trial purchase. But, if they have purchased the 

product previously and based on a favourable experience 

they have decided to purchase the product again, it 

is called a repeat purchase. Based on a number of 

favourable repeat purchases, shoppers can become long- 

term committed purchasers or loyal customers. 

Post-purchase evaluation Once the customer has pur- 

chased the goods, it is followed by consumption of the 

same. During the consumption stage, the customer evalu- 

ates the goods against the perception and expectations 

formed during the pre-purchase stage. If the product 

performance matches the perception and expectations of 

the customers, it leads to satisfaction. If the experience 

exceeds customer expectations, the customers are over- 

joyed and this impacts the evaluation of the alternatives 

when the customer makes a similar purchase the next 

time. It also leads the customer to refer the products to 

family and friends. However, if the product performance 

falls below expectations, it creates dissatisfaction among 

shoppers and causes the customers to launch into an 

external search again to look for other products that can 

satisfy their needs and wants. Shoppers, in their post 

purchase evaluation, try to reduce their anxiety regard- 

ing their decision to purchase a particular product. This is 

called as cognitive dissonance. Shoppers can reduce their 

cognitive dissonance by 

(i) seeking advertisements that support their choice and 

avoid those of the competitive brands. 

(ii) confirming their own choice by influencing family and 

friends to purchase the same brand. 

(iii) seeking reassurance from other satisfied owners. 

lt can be concluded that whatever the post-purchase 

evaluation (neutral, satisfied, or dissatisfied), it acts as 

an experience for the customers and impacts their input 

process. Feuss 2003 studied the effect of brand image 

on customers’ post-purchase perceptions of the overall 

quality and found that brand image plays the role of an 

assimilator agent that ‘pulls’ post-purchase performance 

evaluations in the direction of the expectations embodied 

in the brand image. 

A review of the literature on how branding affects the 

purchasing process gives us the following reasons for this: 

Problem recognition—lt is interesting to note that many 

researchers have associated product packaging as a 

brand communication vehicle and an increasing influencer 

on the nondurable product buying decisions at the store 

shelf level (Lofgren 2005, Underwood and Klein 2002, 

Underwood et al. 2001, Silayoi and Speece 2004). 

Information search and evaluation of alternatives— 

Brand image affects the consumers’ information search 

and evaluation of alternatives, and if the brand image is 

found to be congruent with the consumers’ actual, ideal, 

social, ideal-social and situational-ideal-social image, 

then the brand is bound to be purchased (Ataman and 

Ulengin 2003). Souiden et al (2006) have studied in detail 

the effect of corporate branding on consumers’ product 

evaluation and have found a positive correlation. Conrad 

2003 studied the evolution of product evaluation, but here 

the focus was on buying situations, in which there is a 

time delay between the purchase and the delivery of the 

product and when consumers’ evaluation of the product 

may change before the delivery occurs. Olson (1978) 

pointed out that consumers may use informational cues 

to develop beliefs about products, and that task response 

(i.e. choice or evaluation) may be a direct function of these 

mediating beliefs. 

Purchase decision—Reast 2005 studied brand trust 

as a logical influence on evaluation and usage of brands. 

Reast talks about brand trust and how it can be used by 

organizations for brand extension strategies. According to 

him, investment in consumer-brand ‘relationships’ delivers 

a future pay-off in the ability to leverage the brand name in 

new categories. From this we can logically conclude that 

if brand trust can affect purchase decisions in extension 
categories, it will do so in the prevailing product line also. 



Post-purchase behaviour—Feuss (2003) studied 
the effect of brand image on customers’ post-purchase 
perceptions of overall quality and found that brand image 

plays the role of an assimilator agent that ‘pulls’ post- 

purchase performance evaluations in the direction of the 

expectations embodied in the brand image. 

Thus, even though a number of studies have been 

undertaken in the area of purchase process stages, it is 

still not clear how branding impacts the various stages. To 

fill this gap in literature the following study was conducted 

(Dutta 2010). 

About the study 

The study mainly focuses on primary data collection. 

Primary data was collected using a structured, non- 

disguised questionnaire from women in Delhi and NCR as 

the universe, out of which convenience (non-probabilistic) 

samples were drawn. The secondary data was sourced 

mostly in the realm of macro-level indicators from published 

sources, both governmental and non-governmental 

reports and publications vis-a-vis this sector. 

To study the impact of branding on the purchase 

process stages, the respondents were asked to rank 

their feelings on a five-point Likert scale (where one is 

not at all important and five is extremely important). The 

following questions were asked relating to each stage of 

the purchase process: 

© Do you want to purchase the product by looking at the 

brand? 

e When you want to buy a product and look around for 

information, is your decision influenced by the brand 

name? 

e Does the brand name influence your evaluation of the 

different product choices? 

e Do you base your purchase decision mainly on the 

basis of the brand name? . 

e In your post-purchase evaluation, does the brand name 

influence your evaluation? 

The sample size was 326 and the respondents were from 

Delhi and NCR. 

Results 

The study revealed that for various purchase process 

stages, the effect of branding varies from not at all 
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important (0) to, of some importance (1), important (2), 

very important (3) and extremely important (4). If we see 

the average affect of the same for the different purchase 

process stages it is as given in Table 5.1 and Figure 5.2: 

Table 5.1 Effect of branding on purchase process stages 

Purchase process stage Average 

Problem recognition stage 2.78 

Information search stage 2.781 

Evaluation of alternatives 2.848 

Purchase 2.413 

= Posepurthase evaluation ‘aie ze) 

We see that branding impacts the purchase process 

stages and varies from being important to very important. 

The highest impact of branding is on the evaluation of 

alternatives, followed by the information search stage 

and then the problem recognition. The purchase stage 

is relatively least impacted by the brand name. Thus, 

if we keep the existent literature in mind and believe 

that branding plays a very important role at the time of 

purchase then the relative impact on the other purchase 

process stage is higher (Dutta 2010). 

Conclusion 

In conclusion we can say that there are various studies 

that have been undertaken on branding (as a strategy) 

and on brand equity. Instances of studies conducted on 

purchase decisions and post-purchase behaviour can also 

be found. Also, literature provides a rich source of studies 

conducted on family orientation towards purchasing 

behaviour. However, limited work has been conducted 

on the effect of branding on the purchase decisions of 

consumers like problem recognition, information search, 

and evaluation of alternatives. 

Astudy of consumer behaviour at the purchase decision- 

making stage, highlights the trust levels of the consumers. 

These trust levels are not only associated with brand 

equity and brand loyalty but also with brand extension 

acceptance, as brands with higher trust will benefit in band 

extension strategies (Reast 2005). In terms of practical 

contribution, such a study enlightens marketers who are 

trying to market their goods and services in India. 
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Figure 5.2 - Impact of branding on purchase process stage 

Discussion Questions 

1. Trace the various steps involved in the research 

process conducted during the case study. 
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Measuring Brand Equity 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

e Need for measuring brand equity 

e Methods of measuring brand equity 

e Financial measures 

e Customer-based measures 

ABOUT THE CHAPTER 

In the chapter on brand equity (Chapter 2), we studied that it is the consumer perception 

regarding a brand that is responsible for creating the equity of a brand. Thus, brand equity 

resides in the minds of consumers and causes them to respond differently to an organization’s 

marketing activities (Kotler and Keller 2005). This makes brand equity intangible. And as 

marketers, we need to know brand equity to better understand our brand since positive 

consumer perception resonates in the form of positive attitudes and intentions to purchase 

and negative perception can ring the death knell for a brand. This chapter gives an explanation 

about the financial perspective of brand equity or how much value is added to a product 

through the use of a brand name. 

INTRODUCTION—NEED FOR MEASURING BRAND EQUITY 

Brand equity is regarded as ‘one of the key indicators of the state of health of a brand’ (Pappu, 

Quester, and Cooksey 2006). The monitoring of this parameter elucidates the success of the 

brand in the marketplace and is believed to be a crucial step in the-effective management of 

brands (Aaker 1992). 

Measuring brand equity helps us in the following ways (Whitwell 2004): 

_e If we know the value of the brand, it is easier to accurately set royalty rates and transfer 
prices. 
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e The value of a brand can help in boosting the share price by generating positive public 
relations for the company. 

e It helps the management effectively measure the return on investment (ROJ). 
¢ The brand valuation process helps throw light on a number of factors such as the 

performance of a brand relative to the competition; it also helps identify the strengths and 
weaknesses of the brand, and the various Opportunities in the market, and the opinion of 
the customers. This objective opinion provides a useful insight into the performance of a 
brand. 

MEASURING BRAND EQUITY 

In the 1980s, companies started putting a value in their balance sheets for the brands they 

acquired. For example, Reckitt & Colman bought the Airwick brand and added a value for this 

brand on the balance sheet, Grand Metropolitan bought the Smirnoff brand and did the same. 

This recognition of the brand value of the acquired brands on the balance sheet resulted in a 

similar recognition of ‘internally generated brands as valuable financial assets in a company’. 

It was in 1988 that Rank Hovis McDougall (RHM), a leading UK flour miller, in defense 

against a hostile takeover bid by the Australian firm—-Goodman Fielder Wattie—for the first 

time valued their portfolio of brands and included this value in the accounts books. Although 

this began as a defensive mechanism that helped fend off the takeover bid, it established the 

fact that it was possible ‘to value brands that had been created by the company itself. In 1989, 

the London Stock Exchange endorsed this concept of brand valuation as used by RHM, by 

allowing the inclusion of intangible assets for shareholder approval during takeovers. This 

provided the impetus for major branded goods companies to recognize the value of brands as 

intangible assets in their balance sheets’ (Interbrand 2010). There are a number of companies 

that measure brand equity. In India, Brand Equity (of The Economic Times) conducts surveys to 

identify the most trusted brands (see Exhibit 6.1). 

? Exhibit 6.1 Measuring the Most-Trusted Brands in India 

A combination of factors can be used by organizations | Companies studied A total of 300 brands were ~ 

4 to measure the strength of a brand. For example, Brand __ shortlisted for the study. Of the 300 brands, 83 were : 

Equity and The Nielsen Company use the following services brands and 217 consumer products; out of 
‘a _ method to measure the Hundred Most Trusted Brands which thirty-five were new brands. The existing brands 

in India: were selected on the basis of: 

The most trusted brands are found from a survey ¢ Quality 

_ of consumers across India and the survey primarily © Price set a 
: e Consideration by customers at the ime cee 

ne pea purchase ‘ 

DED a5, Filey TRUS al Popa ofthe brand over he years . 
Si diab bf Bs. Oe ibe 
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Exhibit 6.1 contd 

e The confidence and pride that the brand evoked Table 6.1 Top ten brands 

piled Rese af Brand Rank (2010) 
e The unique feelings associated with the brand Nokia mobile phones { 

New brands were included based on the following Colgate 2 

parameters: Lux 3 

° Sales Dettol 4 
e Retail visibility Britannia 5 

e Media visibility Lifebuoy 6 

Consumer profile As many as 8160 consumers __ Clinic Plus 7 
across socio-economic classes, regions, ages,  Pond's 8 
and incomes were surveyed. The top ten brands _ Fair and Lovely 9 

ait Oo according to the survey conducted were as shown _Pepsodent 
in Table 6.1. Source: Brand Equity, 2010. 

METHODS TO MEASURE BRAND EQUITY 

Brand equity consists of two components—brand strength and brand value—and to 

understand how customers evaluate brand equity, we need to have an understanding of both 

these components (Lassar, Mittal, and Sharma 1995). We can measure brand equity in the 

following ways (Lassar et al. 1995; Sinha, Ashill, and Gazley 2008): 

e Brand value or financial performance. Brand value is the financial gain accrued as a result of 

leveraging the brand strength. The financial performance is calculated to see how profitable 

the company is. This includes sector and regional analysis and the profitability of all its 

business units. Sector analysis includes the sector of which the brand is a part for example, 

the retail sector, FMCG sector, etc., and regional analysis includes the performance of the 

product category in a particular region. Both these parameters provide an understanding of 

the relative performance of the brand—that is the performance of the brand vis-a-vis the 
growth rate for the sectors and the regions. 

Brand strength or customers based measures. Brand strength is the brand association in 
the minds of the customers. This analysis helps in understanding what the customers think 
about the brand in relation to the competitor brands. As the study of the strength of the 
brand is done from the point of view of the consumers, it can also be termed as customer- 
based measure. 

Brand Value 
. 

Conceptually, brand equity is ‘the financial value endowed by the brand on the product’ 
(Farquhar 1989), and this financial value generated can be measured by financial measures, 
which help investors in determining the value of a company or a brand. This is of particular 
relevance at the time of mergers and amalgamations. The limitations of using financial measures 
is that though they are beneficial for accounting purposes, they hardly provide guidance in the 
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evaluation and implementation of marketing strategies responsible for building brand equity 
(Sinha et al. 2008). Haigh (2000) has suggested the following methods for calculating this. 

Cost-based valuation The value of a brand is calculated on ‘the basis of what it actually 
costs to create or what it might theoretically cost to recreate’ the brand. Thus, ‘historical 
advertising and promotion expenditures, campaign creation costs, trademark registration 

costs, etc.’ (Iremblay 2008) are taken into account. This, however, does not correctly reflect 

the current value of the brand, as the cost of generating a brand does not truly reflect the 
income-generating potential of the brand. 

Market-based valuation If information regarding ‘market transactions involving 

comparable brands is available, it is possible to estimate one brand’s value by comparing with 

another brand.’ This method is rarely used, as such data is scarce and due to the fact that each 

brand is unique and it will be difficult to compare brands. 

Royalty-relief method This method is based on the assumption that if the company did 

not actually own the brand, but had to license it from a third party, then what royalty would 

it have to pay for using the brand name. This is estimated by calculating the sales likely to 

occur in the future and ‘then applying an appropriate rate to arrive at the income attributable 

to the brand royalties in future years. The notional brand loyalty is then discounted back to a 

net present value that is the brand value.’ This method is widely used in India, as it is favoured 

by the fiscal and tax authorities and the courts, because the calculation is based on publicly 

available marketing and financial information (Economic Times 2007). The Brand Finance 

ratings discussed in Table 6.1 use this method of royalty relief to determine the value of the 

brand. First, ‘the royalty rate that would be payable for its use were it owned by a third party’ 

is determined. This royalty rate is then ‘applied to future revenues to determine an earnings 

stream that is attributable to the brand. The brand earnings stream is then discounted back to 

a net present value’ (Brand Directory 2011). 

Economic-use method This method ‘takes into account the economic value of the brand 

to the current owner in its current use.’ This is the most widely used method and just like the 

valuation of shares, it is a ‘cash-flow valuation’. This is measured by calculating the increase in 

gross profit due to selling a branded product versus selling an unbranded product. 

Many research firms like Millward Brown Optimor, Brand Directory powered by The 

BrandFinance® Global 500, Interbrand, etc., study brands and come out with a brand ranking. 

The top twenty-five brands as ranked by Brand Directory are given in Table 6.2. 

Brand Strength 

Customer-based brand equity measures help in overcoming the limitations of the financial 

measures as they help managers evaluate marketing strategies. For example, promotional and 

positioning strategies can be evaluated by customer-based measures and this evaluation can 

help managers build sound long-term health of their brand (Sinha et al. 2008). The two models 

~ that have been widely used to measure brand equity are as follows: 

e Brand Asset Valuator Model 

e Aaker Model 
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Table 6.2 Brand Directory’s brand rankings 

Name Country Rank Brand value 

(US$ millions) 

2010 2009 2010 2009 

Walmart US 1 1 41,365 40,616 

Google US 2 5 36,191 29,261 

Coca-Cola US 3 A 34,844 32,728 

IBM US 4 3 33,706 31,530 

Microsoft US 5 4 33,604 30,882 

GE US 6 6 31,909 26,654 

Vodafone UK 7 8 28,995 24,647 

HSBC UK 8 7 28,472 25,364 

HP US 9 9 27,383 23,837 

Toyota Japan 10 10 27,319 21,995 
AT&T US 11 14 26,585 19,850 

Bank of America US 12 11 26,047 21,017 

Santander Spain 13 41 25,576 10,840 

Verizon US 14 15 23,029 18,854 

Wells Fargo US 15 23 21,916 14,508 

Budweiser US 16 19 21,279 16,692 

Tesco UK 17 20 20,654 16,408 

McDonald's US 18 12 20,192 20,003 

Walt Disney US 19 18 20,053 16,750 

Apple US - 20 27 19,829 13,648 

Nokia Finland 21 13 19,558 19,889 

The Home Depot US 22 24 19,013 14,310 

Samsung Republic of Korea 23 28 18,925 13,541 

China Mobile Hong Kong 24 16 18,673 17,196 

Orange France 25 17 18,352 16,799 

Source: http://www.brandirectory.com/league_tables/table/global_500, accessed on 20 January 2011. 

P ' ‘ Go online to Millward Brown's Brand Directory at http://www. branddirectory.com, which gives global rankings 

~_ of brands, along with their brand values and countries to which these brands belong. . 

Brand Asset Valuator Model 

Young and Rubicam, an advertising agency, based on their research with more than 200,000 

consumers in 40 countries, developed the Brand Asset Valuator (BAV) Model (Kotler and 

Keller 2005; Keller 2008). The key pillars for measuring brand equity as per this model are: 
e Differentiation is the “degree to which the brand is different from other’ brands. It highlights 

the distinctive feelings that consumers develop for a brand and translates these feelings into 
the customer’s choice, preference, and ultimately loyalty. 
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e Relevance refers to ‘the breadth of the brand’s appeal’. The more the brand appeals to the 
customer, the greater the household penetration. 

e Energy is the ability of the brand to meet the future needs of the consumers and its ability 
to attract new customers. It measures the dynamic nature and momentum of the brand, 
and the changing financial performance of the brand. 

e Esteem ‘measures how well the brand is regarded and respected’ by the consumers. 
¢ Knowledge ‘measures how familiar and intimate people are with the brand’. 

Differentiation, relevance, and energy highlight the future value of the brand rather than 

just reflecting the past. Together, they represent the strength of the brand and form the ‘Y’ axis 
in Figure 6.1. Esteem and knowledge, on the other hand, are based on the past performance 

of the brand and form the stature of the brand represented on the ‘X’ axis in the figure. All 

the five pillars together form the ‘power grid’, which depicts the stages in the cycle of brand 

development. 

Quadrant 2: Quadrant 3: Leadership .~~ 
Niche/Unrealized Airtel a-§ 
Apple iPod f 
Essenza di Wills ee vo 

ot we < Declining 
Nokia 

High 

Quadrant 1: 2 "Quadrant 4: 
Unfocused/New _-“ Eroding 
Aircel ee IndianAirlines 

Brand strength (future performance) 

High Low 

Brand stature (current performance) 

Source: Young and Rubicam’s Brand Asset Valuator Model, cited in Kotler and Keller 2005 and Keller 2008, students’ survey. 

Figure 6.1 Brand Asset Valuator Model 

The different quadrants, hence, formed by using brand stature and brand strength on the 

*X’ and ‘Y’ axis respectively are as follows: 

Quadrant 1:.New/unfocused 1n this quadrant, a brand has low levels of differentiation relevance, 

energy, esteem, and knowledge. All new brands start from this quadrant, where they are low 

on all levels. 

Quadrant 2: Niche/unrealized potential Strong new brands that show high level of differentiation 

fall in this quadrant. As the brand is highly differentiated, it targets a niche market. The other 

constructs of energy, relevance, esteem, and knowledge are however low and if the brand 

wants to become a brand leader it needs to build on these aspects as well. 

Quadrant 3: Leadership These brands are high on all the five pillars. Just as it is not clear how 

long a product would occupy the various stages (introduction, growth, maturity, and decline) 
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of a product life cycle, it is also not clear how long the brand would occupy in a particular 

quadrant before moving to another. If properly managed, brands can stay in the leadership 

quadrant for an indefinite period of time. A brand in this segment that loses on differentiation 

falls in declining leaderships. 

Quadrant 4: Declining/eroding Brands that have performed well in the past show a higher level 

of knowledge than esteem, differentiation, and relevance. Energy is lower still. Alternatively, 

when a brand can no longer maintain its differentiation and relevance from other brands, it 

falls into this quadrant. 

The BAV model helps an organization understand how different its brand is from the 

competitors’ and what its standing is in the marketplace. BAV also measures brands on the 

basis of forty-eight attributes, pertaining to brand image and brand personality, which helps 

to gain a clear understanding of the image of a brand that drives its strength and stature. This 

gives a measure of ‘brand elasticity’ or brand stretching. If a brand has an image consistent 

with other brands in the same category but can still create a differentiation for itself, then it is 

easier to stretch first to the niche and then to the leadership category. 

Aaker Model 

Aaker (1996) came out with a set of measures to evaluate the performance of brands in a 

company’s portfolio. It was found that financial measures, such as sales, profit, margins, etc., 

ate short term and do not provide an accurate basis for investments into building brands. 

According to Aaker, brand measures should: 

Effectively evaluate brand equity All the measures of brand equity, such as awareness, associations, 

loyalty, and perceived quality should be evaluated. The measures should not focus on tactical 

strategies like advertising expenditure levels, but on the sustainable advantage that cannot be 

easily copied by competitors. 

Highlight constructs that prominently influence price levels, sales, etc. The constructs that truly drive 

the market and influence the price levels should be considered, as they drive the future sales 

of the brand, and hence the profit. 

Reflect the changes in brand equity over time ‘The measures should be sensitive to market changes 

and if brand equity falls/increases/remains constant (due to tactical strategies), then the 

measures should reflect this. 

Be applicable across product categories and markets Standard measures make it easier to evaluate 

brands across product categories and different sets do not have to be worked out each time. 

When the measures are constant across product categories, then they give a true reflection 
of the performance of the brands in the portfolio of the organization and make it easier to 
allocate resources across brands. 

The ten set of measures as described by Aaker (1996) are grouped under five heads 
(see Figure 6.2) as follows: 

1. Loyalty measures Brand-loyal customers help create barriers to the entry of comipeting 
brands and are, therefore, important for an organization. They form the basis for premiums 
pricing and take time to respond to innovations, price cuts, etc., from the competitors. A 
strategy that does not connect well with the customers, impacts these loyal customers as 
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Market Behaviour Measures Loyalty Measures 

© Market share © Price premium 
e Price and distribution indices e Satisfaction/loyalty 

ven 
Associations/ 
Differentiation Measures Perceived Quality/ 

Measuring Brand Leadership Measures 
e Perceived value Equity 
¢ Brand personality pies Sez? — e Perceived quality 

e Organizational e Leadership 
associations 

Awareness Measures 

e Brand awareness 

Source: Aaker 1996. 

Figure 6.2 Measuring Brand Equity—Aaker's Brand Equity Ten 

well and they respond strongly to such blunders. Brand loyalty can be indicated by the 

following factors: 

(a) 

(b) 

Price premium Price premium measures the amount of money a customer is willing to 

pay extra for a brand as compared to a competing brand. If the price premium is positive, 

then a customer is willing to pay extra for the brand over the competing brand, but if 

it is negative, the company should reduce the price the same by percentage to induce 

customers to purchase the brand. The limitation of this is that other competing brands, 

which are not considered in the study, might be overlooked and that might eat into the 

market share of the brand. This construct can be measured by conjoint analysis that 

provides a series of choices to the customers, such as would they be willing to purchase 

a brand at a premium of 710,000 or at a discount of %5,000, etc., in comparison to 

another brand. 

Limitations—This is possible only in sectors where there is a price difference. In sectors 

like banking, kerosene, urea, etc., where the prices are regulated, price premiums do not 

have any relevance and other measures come into play. 

Customer satisfaction/ loyalty .'This construct measures the satisfaction levels of customers 

after using the brand. This is especially useful in the services industries, such as hotels, 
banks, etc., and in the fast moving consumer goods (FMCG) category, where habitual 

purchase or customer loyalty results if the customers are satisfied with the brand. To 

measure this, consumers can be asked some of the following questions: 
(i) Are you satisfied/dissatisfied/delighted with the brand? 

(ii) Will you buy the brand the next time you need to purchase the same product? 

(iti) Will you recommend the brand to others? 

(iv) Is this brand 
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e the only brand you purchase? 

e one of the two brands you purchase? 

e one of the three brands you purchase? 

e one of more than three brands you purchase? 

Limitations—A limitation of this construct is that it can only be applied to people 

who have purchased the brand/consumed it at some point of time—be it the brand 

switchers, or loyal customers, or customers loyal to other brands. Thus, to capture the 

satisfaction of these different segments, different set of factors will be required. 

2. Perceived quality/leadership measures The perceived quality of the brand is 

an important factor impacting brand equity. Aaker grouped both perceived quality and 

leadership in this factor as follows: 

(a) 

(b) 

Perceived quality Customers’ perceptions of the quality of a brand result in their 

preference for it over other competing brands, which lead to higher brand usage and 

thus higher price premiums. The advantage of this construct is that it can be measured 

across product categories. Some of the questions that can be asked to measure this 

construct in comparison to other brands in the same product category are as follows: 

(i) Does this brand have a high quality/an inferior quality/an average quality? 

(ii) Is it the best/one of the best/the worst/one of the worst? 

(iii) Does the brand have consistent quality/inconsistent quality? 

Limitations—The limitations of this factor are: 

(i) The meaning of perceived quality might vary among different sets of customers, 

such as those who are brand loyal, switchers, etc. 

(ii) The perceived quality might not be a key driver and therefore may not impact 

customers. For example, while purchasing goods such as mobile phones, the 

factors impacting the purchase can be trendy design, features offered, customer 

care, etc., rather than only the perceived quality. 

(iit) Other factors can also affect brand equity to which the perceived quality is not 

sensitive. For example, the entry of gel toothpastes (Close-Up), resulted in the loss 

of brand equity for the original white toothpastes (like Colgate); even though the 

perceived quality for white toothpastes was the same (Sagar et al. 2009). 

These limitations led to the incorporation of the leadership variable ‘to tap the dynamics 

of the market’ as discussed below. 

Leadership "The popularity of a brand and its leadership is an important construct of 

brand equity, as it reflects the number one syndrome, and if the brand is number one, 

it means that enough people are purchasing the brand and so it must be good. Also, if. 

it is the leader in the product category, the brand will also be innovative technologically. 
Thus, leadership also measures the technological innovativeness of the brand. The 
questions that can be asked of customers to understand this re: 

In comparison with other brands in the product category— 
(t) Is this brand the leading brand/one of the leading brands/not one of Re leading 

brands? 

(ii) Is this brand growing in popularity? 

(iii) Is this brand innovative and first with advances in products or services? 
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Limitations—Since leadership measures a number of variables, such as market size, 

popularity, and innovation, ‘it is not a simple construct’, Also, literature does not show 
that it has been well-researched like the other constructs of loyalty, perceived quality, 

etc., and thus, the evidence in support of this construct is weak. 
3. Associations/differentiation measures These measures are meant to understand how 

the brand is associated in the minds of the customers and how it is different from competing 
brands in the same. product category. The BAV model also treates differentiation as one of 
its key parameters. This is due to the fact that if a brand is not perceived as different from 

its competitors, then it would be difficult for organizations to charge a price premium, 

which will result in the slide of the brand to being just a commodity product. Thus, we can 

ask the customers if: 

e The brand is different from competing brands? 

e The brand is basically the same as competing brands? 

_ This association/ differentiation can further be explored by studying the brand under the 

following three perspectives: 

(a) The perceived value or how customers perceive the brand-as-a product The value proposition or 

the value provided by the brand is a function of the physical benefits provided by the 

brand due to the functions it performs. If the functional benefit provided by the brand 

is strong, consumers will prefer the brand over competitors. This functional benefit 

provides value to the brand and it is this value that is to be measured. This measure 

of the value can be applied across product classes and can be studied by asking the 

following questions: 

(i) Does the brand provide good value for money? 

(ii) Are there reasons to buy this brand over competitors? 

Limitations—There is an overlap between brand value and perceived quality, and in 

certain contexts brand value can be considered as perceived quality divided by price. 

(b) Brand personality or how customers perceive the brand-as-a person This construct tells us 

what the customers would personify the brand as. This, thus, relies on the imagery 

that the users construct to understand brand association/differentiation. A dominant 

and interesting personality helps in attracting customers. For example, cosmetic firms 

should have an exciting personality; banks, hotels should have a friendly and reliable 

personality, trucks should have a rugged personality, etc. Customers can be questioned 

on the following lines to study brand personality: 

(i) Does this brand have a personality? 

(ii) Is this brand interesting? 

(iii) Do you have a cleat image of the type of person who would use the brand? 

Limitations—The key limitation is that not all brands have a personality. For brands 

that are positioned on the basis of their functional advantage and value, this construct 

might not be very relevant. Also, brand personality is stable and is not reflective of the 

changes in the market dynamics. 

(c) Organizational associations or how customers perceive the brand-as-an organization This is 

another aspect of brand association that highlights the organization—its people, values, 
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and programs. This aspect is particularly important when consumers perceive brands to 

be similar to the organization with respect to their attributes or when the organization 

is clearly visible, such as in durable goods, for services firms, etc., or when a corporate 

brand is involved. This plays an important role in highlighting the fact that the brand 

is more than the products /services it sells. For example, Idea Cellular with its series 

of ‘What an Idea Sirji’? advertisements tried to highlight the organizational association. 

Their ‘Save the Paper’ ad campaign was also on the same lines. This, therefore, shows 

the concern that an organization has for its consumers and for society in general, as also 

the fact that they want to protect and sustain the environment on behalf of them. The 

vatious patameters that can be used for building organizational associations are: 

(i) Customer focus Customers are important for the organization and the organization 

is concerned about its customers. 

(ii) Innovative products Offering innovative products and being an innovative 

organization are two different things. The latter has a long-term effect, whereas 

the former can be effective only up to a point in time. 

(ii) High quality Again, an organization can provide quality products, but this will 

be a short-term effect. If, however, the organization has an image of being 

committed to high quality at all times, then this has a more long-lasting impact on 

the customers. 

(iv) Orientation towards the community ‘This fact is important for customers who feel that 

the organization is committed towards society and that it does not exist only to 

fulfil its own motives. 

(v) Betng a global player An organization, which is a global player, highlights reliability 

factor to customers who in-turn feel that the products offered are world-class and 

the services provided are good. 

To measure organizational associations, customers can be asked the following 

questions: 

(i) Is this brand made by an organization they trust? 

(ii) Do they admire the brand X’s organization? 

(iii) Do they believe that the organization associated with this brand has credibility? 

Limitations—The limitation again is that this might not be relevant across all brands, 

and therefore can be misinterpreted. 

4. Awareness measures The awareness measure has the following aspects: 

(a) Brand awareness Brand awareness is an important component of brand equity, as it can 

affect customers’ perception and attitude towards a brand. Awareness also drives brand 
choice and customer loyalty. The different levels of brand awareness are as follows: 

(i) Brand recognition (Have you heard of brand ‘xxx’?) 3 

(i) Brand recall (What brands can you recall in this product class?) 

(ii) ‘Top-of-mind (What is the first brand that comes to your mind when asked to recall - 
brands in a product class?) 

(iv) Brand dominance (When the brand named is the only brand recalled) 
(v) Brand knowledge (When customers know what the brand stands for) 
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(vi) Brand opinion (When customers have an opinion about the brand) 
New brands, such as Aircel, will be in the initial stages. Therefore, for Aircel it will 
make sense to measure brand recognition, but established brands, such as Airtel and 

Vodafone, which are in the advanced stages should measure top-of-mind recall or brand 

dominance or the opinion stage. 

Limitations—Brand awareness levels differ in different industries. For example, for 

products in the software industry, brand recognition is important as a lot of customers 

are not tech-savvy and so do not update themselves about new launches. But for the 

automobile industry, comprising many established global players, a top-of-mind recall 

or brand dominance plays a more important roie in influencing customers. Thus, the 

same measure cannot be used to compare brands in the software industry and those in 

automobile industry (Sagar et al. 2009). 

5. Market behaviour measures This measure is different from the measures studied so far 

in the aspect that the measures studied hitherto require a survey, wheréas this factor does 

not require a survey. Surveys can be time-consuming, expensive, and inconvenient, and can 

be difficult to implement and interpret. Brand loyalty is probably the only exception, as it 

can be studied from repeat purchase data. The various ways in which we can study market 

behaviour are as follows: 

(a) 

(b) 

Market share Market share, or share of the brand in the marketplace in comparison 

to its competitors, reflects the ‘brand’s standing with the customers’. Brands with high 

equity show a positive response from customers in the form of a high market share, and 

when competitors improve their brand equity their market share is bound to improve as 

well. Also, market share is easily available and accurate. 

Limitations—The limitation of market share is that by providing promotional offers 

and discounts, market share can be increased and this will not be a true measure of 

brand equity. Also, market share needs to define the product class and the competitor 

set. So, for example, for gauging the market share of cold drinks, it has to be specified 

whether carbonated drinks, juices, along with lemonade, etc., will be considered. 

Market price and distribution indices To overcome the limitation of the effects of 

promotional strategies in market share, relative market price can be calculated as 

follows: 

RMP = Avg SP,__, /Avg SP. 
brand Total brands 

Where: 

RMP = Relative Market Price 

Avg SP,_., = Average Price at which the brand is sold 

Avg SP ost yranas = Average Price at which all the brands in the product class are sold 

It is the average price at which the brand is sold, divided by the average price at which 

all brands in the product class are sold. Market share is also affected by the distribution 

of the brand. Sales ate sensitive to distribution and increase if the brand gains entry 

into a major market or enters a new geographic region. The opposite is also true and so 

a measure of the distribution coverage is also important while studying market share. 

This can be studied by measuring: 
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(i) the percentage of stores displaying and retailing the brand 

(ii) the percentage of people who have access to the.brand 

Limitations—A common price platform will be difficult to create, as a brand can 

have different channels, variants, and a vast set of competitors. Also, there are various 

government taxes, duties, etc., which add to the problem. Distribution coverage also 

poses difficulties, as the brands have a number of sizes/varieties and distribution 

channels, which need to be sorted out. 

A combination of consumer analysis and an analysis of the financial and business 

performance can also be undertaken. For example, ‘Milward Brown, which is owned 

by advertising and communications giant WPP, generates its BrandZ Top 100 report by 

interviewing more than a million consumers worldwide and analysing each company’s financial 

and business performance.’ According to them, the twenty most valuable global brands are as 

given in Table 6.3. 

Table 6.3 Top ten brands according to Millward Brown 

Rank Brand value 

Brand oe 2010 —_ eee yeti 
Google 1 1 114,260 100,039 

IBM 2 4 86,383 66,622 

Apple 3 6 83,153 63,113 

Microsoft 4 2 76,344 76,249 

Coca-Cola 5 3 67,983. 67,625 

McDonald's 6 5 66,005 66,575 

Marlboro 7 ~ 10 57,047 49,460 

China Mobile 8 7 52,616 61,283 

GE ) 45,054 59,793 

Vodafone 10 9 44,404 53,727 

ICBC 11 12 43,927 38,056 

HP 12 17 39,717 26,745 

Walmart 13 11 39,421 41,083 

BlackBerry 14 16 30,708 27,478 

Amazon 15 26 27,459 21,294 

UPS 16 15 26,492 27,842 

Tesco 17 21 25,741 22,938 

Visa 18 36 24,883 16,383 
Oracle 19 25 24,817 21,438 

Verizon Wireless 20 34 24,675 17,713 AE i I yee SR eee cca A ED we eR Be tle LTS Sette ule ee 
Source: http:/Awww.millwardbrown.com/Libraries/Optimor_BrandZ_Files/201 0_BrandZ_Top100_Report.sflb.ashx. 
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Thus, it ‘can be seen that there are various ways in which the value of brands can be 

calculated. An organization can use any or a combination of these ways. The result can be 
used to measure the performance of the brand and facilitate further decision-making by the 
organization. 

SUMMARY 

Measuring brand equity is important for an organization 

as it provides feedback about its branding activities. The 

measured equity is a report card of the organization and 

provides a backdrop for taking necessary action, so that 

the brand maintains its differentiation and lead in the 

market. The financial perspectives provide monetary 

value for brand equity and are important for mergers 

and amalgamations, whereas the customer perspectives 

provide a sound basis for the strategic and tactical 

marketing strategies of an organization. 

The various ways by which both can be measured 

are discussed and the methods that may be used by 

the organization, keeping in mind the nature of the 

organization, are outlined. The ways in which brand 

value or the financial value can be measured are cost- 

based valuation, market-based valuation, the royalty-relief 

PROMI ERATE TISDALE LIBR SE GM LENE DP ALL IASON HT 

KEY TERMS 

Associations/differentiation measures These meas- 

ures are used to understand how the brand is associated 

in the minds of the customers and how it is different from 

the competing brands in the same product category. 

Brand dominance This is when the chosen brand is 

the only brand recalled in the product category. 

Brand knowledge This is when the customers know 

what the chosen brand stands for. 
Brand opinion This is when the customers have an 

opinion about the chosen brand. 

Brand personality This is how the customers perceive 

the brand-as-a person. This construct tells us if the 

customers were to personify the brand what the brand 

would be to them. 

RRL LS RER SELES NUS MIN NUTT? 

method and the economic use method. Brand strength or 

the customer-based measures that can be adopted by an 

organization are: The Brand Asset Valuator Model and the 

Aaker Model. 

The Brand Asset Valuator Model developed by Young 

and Rubicam measures brands on the basis of differentia- 

tion, relevance, energy, esteem and knowledge. On the 

basis of the brand's performance along these parameters 

they are then categorized into four quadrants—unfocused/ 

new, niche/unrealized potential, leadership declining and 

eroding. The Aaker Modei consists of loyalty measures, 

perceived quality, awareness, differentiation measures 

and market-behaviour measures. These two measures 

can also be combined to measure the performance of 

an organization like in the example of Millward Brown 

discussed in the chapter. 

NMP EL MTL DE MET OLLLEDLL MLL LL LILLIE LLL LLL EDEL: 

Brand strength This is the brand association that exists 

in the minds of the customers. Analyzing brand strength 

helps us to understand what the customers think about the 

brand in relation to its competitors. 

Brand-value This is the financial gain accrued as a 

result of leveraging the brand strength. The financial 

performance is calculated to see how profitable the 

company is. 

Conjoint analysis This is used to identify a combination 

of features which are most preferred by the consumers 

and which can be offered to the market 

Cost-based valuation This is when the value of the 

brand is calculated on the basis of what it actually costs to 

create-or what it might theoretically cost to recreate. 
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Customer — satisfaction measure This construct 

measures the satisfaction level of the customers after 

using the brand. 

Differentiation This is the ‘degree to which the brand is 

different from other brands’. 

Economic-use method This method ‘takes into 

account the economic value of the brand to the current 

owner in its current use.’ 

Energy Thisis the ability of the brand to meet the future 

needs of the consumers and its ability to attract new 

customers. 

Esteem This ‘measures how well the brand is regarded 

and respected’ by the consumers. 

Knowledge This ‘measures how familiar and intimate 

people are with the brand’. 

Organizational associations This is how customers 

perceive brand-as-an organization. This is another aspect 

EXERCISES 

Concept Review Questions 

1. What do you understand by the term measuring brand 

equity? Discuss with the help of examples. 

2. Delineate the various ways in which you can measure 

brand equity. 

3. Out of the two ways—financial and customer 

perspectives—which do you think is more appropriate 

in calculating brand equity? 

4. Discuss the Brand Asset Valuator Model with the help 

of the major brands in the category of fast moving 

consumer goods, such as soaps. 

Critical Thinking Questions 

1. Critically evaluate the statement, ‘Brand equity meas- 

urement is important for the long-term success of a firm.’ 

2. Critically discuss Aaker’s model for evaluating brand equity. 
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Brand Dynamic Pyramid developed by Brandz. 

Critically discuss the method used to evaluate the 
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CD Exercise 

Pick a product category and list various brands in it. 

Place the brands in different quadrants of the Brand 

Asset Valuator model. 
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CASE STUDY 
SS Sa SE RE ae LE SE EMMETT MEG AE WS SME ERE IM PL FEL US OE OM STA BRUTE USM PS IRN ERNE 

Measuring Brand Equity for Successful Celling* 

Rihaan Khurana gazed out of his seventeenth floor office 

window for the zillionth time, deep in thought. His idle, 

bored mind reflected back to his life. Never having fared 

well in academics, Rihaan had always been crazy about 

gizmos—especially cell phones. In fact, that was probably 

his only passion. And ever since he had graduated from 

the ‘Gizmo Guru’ tag in college to managing his father’s 

not-so-exciting mobile phone peripherals business, he 

thoroughly missed his good old days. Even though his 

company Mobi Tech Pvt. Ltd, was a well-known name in 

its field, his own personal interest was more towards the 

‘teal’ thing, as he called it, rather than just manufacturing 

earphones, Bluetooth devices, and the likes. 

After a nine year long affair with them, at age 28, he 

now wanted to work officially with his first and only true 

love—cell phones. And why not? He could practically 

sense their pulse! The ‘Gizmo Guru’ was alive in him even 

today, and he had no intentions of letting it go! He wanted 

to establish a cell phone brand, which would be absolutely 

unique in its service offering. He decided to conduct a 

study of the mobile phone market in India, and so after a 

detailed research analysis, he came across some known, 

and some not-so-known findings: 

Price premium 

A survey on consumer awareness conducted by 

‘The Environmental Protection and Consumer Rights 

*Tanya Seth is Assistant Manager-Marketing Support at Celfrost Innovations Pvt. Ltd. 



168 %@ BRAND MANAGEMENT 

Organization’ (ECOCON), from 5 to 8 December 2005 

acted as an effective tool to understand the mind of the 

consumer. Having covered 866 students in 23 colleges in 

and around Pune, of which, 457 were male and 409 female, 

it was brought to light that a whopping 88 per cent of the 

sample set preferred Nokia, with Samsung far behind at 

3 per cent (ECOCON consumer awareness survey report 

cited in Nightingale. P.F, 2008). Undoubtedly, Nokia had an 

upper hand when it came to its pricing strategy. However, 

currently Nokia held 70 per cent of the market share (in 

November 2009) as compared to 78.8 per cent in 2005 

(Govindkrishna 2006 cited in Nightingale P.F. 2008). 

Conversely, although the first few years after launching 

its mobile handsets in 1999 were indifferent for Samsung, 

there had been a drastic increase in its market share from 

7.8 per cent in November 2008 to 16.3 per cent exactly a 

year later (refer to Table 6.3). 

Table 6.3 GSM market share in per cent 

Brand November 2008 November 2009 

Nokia 71 70 

Samsung 8 16 

LG 4 6 

Sony Ericsson 5 2 

Others = 94 6 

Source: Industry cited in Bhandari, B. and Taneja, M., 

19 January 2010. 

Satisfaction/loyalty 

Another recent survey done on youth preferences (refer to 

Appendix 1), of which 65 per cent of the respondents were 

between the ages of 22 and 28 (refer to Q10, Appendix 

2), shows that 49 per cent of them currently use Nokia, 

as opposed to 10 per cent who own Samsung phones 

(refer to Q2, Appendix 2). When asked whether they 

are dissatisfied, satisfied, or delighted with their buy, as 

many as 56 per cent said they were satisfied, followed 

by 28 per cent of the people who were delighted (refer 

to Q4, Appendix 2). Another noteworthy point was that 

74.7 per cent of the respondents said that they would . 

recommend their current brands to others too (refer to Q5, 

Appendix 2). 

The fact that a majority of the people, 42 per cent, 

change their cell phones every two to two-and-a-half years 

(refer to Q6, Appendix 2) and that almost two-thirds of the 

sample set would recommend their current brand to others 

(refer to Q5, Appendix 2), goes to say a lot about the kind 

of brand loyalty, the world leader in cellular phones, Nokia 

(Nightingale, P.F 2008), enjoys in India. 

Perceived quality 

When asked what factors were most crucial for them in a 

cell phone, not surprisingly, people said having the latest 

features; this factor was closely followed by trendy looks 

and good battery life (refer to Q7, Appendix 2). With the 

youth considering a ‘good quality’ phone as one having 

the latest features and trendy looks among other things, 

companies are now working towards providing the latest 

technologies in each of these spheres. 

According to the Virgin Mobile Chief Marketing Officer, 

Prasad Narsimhan, ‘The single largest phenomenon 

about the youth is that they network. The popularity of 

social networking sites is a symptom of this. They do this 

to create possibilities for themselves (Bhandari, Kar, and 

lyer 2010). And, although some companies are still trying 

to understand how to incorporate the digital social media 

in their marketing plans, Samsung, late last year launched 

the Corby range of mobile phones targeted at the youth, 

which comes preloaded with popular social networking 

sites (The Strategist, Business Standard, 23 February 

2010). 

Astonishingly, even though an article dated 5 

December 2009 in the Corporate Dossier, The Economic 

Times, labelled Samsung as one of ‘The World’s Most 

Inventive Companies’, Nokia seems to have won the 

youth's heart, when it came to which brand they thought 

provided better quality phones. With a staggering 86 per 

cent people saying that Nokia provided superior phones 

than Samsung, the perceived quality of the latter definitely 

needs to be worked upon to match up to the standards of 

the Finnish organization. - 

Leadership 

Even though, by now, it is clear that Nokia is the leader 

in India, in terms of market share as well as popularity, 

Nokia might have some things to worry about. According 



to Bhandari and Taneja 2010, ‘The last one year has 
been a dream run for Samsung’. With their market share 
shooting from 7.8 per cent to 16.3 per cent in one year (as 

discussed above; refer to Table 6.3), Samsung's popularity 

seems to be growing at lightening pace. 

As Ranjit Yadav, Samsung India Director (mobile and 

information technology) says, one of the reasons for 

this sudden growth could be that Samsung wants to be 

Televant to customers’. Samsung's strategy is to bundle 

more features than its rivals in the products it launches 

(Bhandari and Taneja 2010). According to Bhattacharjee 

2010, the touchscreen market is already about 10 per cent 

of the market; and the industry reckons it could rise to over 

20 in a year’s time. At present, touch screens contribute to 

less than 10 per cent of Nokia's business in the country. 

Nokia claims that it launched the country’s first touch 

screen phone—the 6108—in 2003, while Samsung and 

LG did so in 2008. Nokia has eight models in its portfolio 

at the moment, which is way short of Samsung's twenty 

and LG's twelve (Bhattacharjee 2010). 

Samsung, which is the leader in the touch screen 

segment in the world, has decided to strengthen its portfolio 

even further; currently two-fifths of its models in the market 

are touch screen. In Yadav's words, ‘At Samsung, we 

rely on our differentiated and innovative features to give 

superior value to customers’ (Bhattacharjee 2010). 

Perceived value 

A majority of the respondents of the ‘Preferences of the 

Youth’ survey are willing to pay a maximum of €8,000 

to 10,000 for a mobile phone (refer to Q8, Appendix 2). 

These budgetary constraints mean that the products and 

features must have long-term utility (Brand Equity 2010). 

The fact that 84 per cent are either satisfied or delighted 

with their phones (refer to Q4, Appendix 2), along with the 

finding that a majority of the people change their handsets 

every two years (refer to Q6, Appendix 2), indicates that 

the perceived value for the brands being discussed is 

quite high. 

Although, going by the popularity of Nokia as a brand, 

it is safe to assume that the perceived value of Nokia is 

higher too. - 

~~ 
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Brand personality 

As stated by Nightingale 2008, ‘Since 1995, when Nokia 

entered India, this brand has been steadily growing and 

has gained wide acceptance in the market. Nokia is one 

of the most trusted brands in India and leads other cellular 

phone brands, in terms of market share, advertising, and 

customer services. The innovative technologies, user- 

friendly features, and affordable prices have contributed 

to Nokia's success.’ Looking at this, it is evident that the 

Finnish brand is viewed more or less as a well-established 

company that has ‘been-there-done-that’. On the contrary, 

Samsung might be far behind Nokia in terms of its market 

share, but it is definitely being accepted in the market. 

Bearing in mind that almost all of Samsung's line of cell 

phones is less than a year old (Bhandari and Taneja 

2010), they seem to have done very well for themselves in 

the past year, having managed to convince 14 per cent of 

the respondents of the ‘Preferences of the Youth’ survey 

that they actually offer better quality phones than Nokia 

(refer to Q9, Appendix 2). 

Yadav says, ‘This business is all about change. The go- 

to-market time is extremely important’. To give the brand 

a high-tech image, Samsung, in March 2008, launched a 

mass-media campaign with Aamir Khan and the tagline, 

‘Next is what?’ Samsung India’s telecommunications 

expert, Mahesh Uppal claims that, ‘Samsung's focus is on 

the youth. The company is conscious of the latest trends, 

new features, as well as attractiveness of the models’ 

(Bhandari and Taneja 2010). 

Organization associations 

Organization associations that are often important bases 

of differentiation and choice include having a concern 

for customers and their needs, being successful, having 

quality, being a global player, and being trustworthy (Aaker 

1996). 
Taking into account the discussion till now and 

the ‘Preference of the Youth’ survey results (refer to 

Appendix 2), it is clear that Nokia is a global player that 

is highly trusted. Also, from what Uppal says, Samsung 

is quite focused on the needs of its target audiences 

(Bhandari and Taneja 2010). Focusing on ‘a concern for 
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customer needs’, Samsung conducts continuous surveys 

on customer needs and products in the market. Good 

designs, impressive technology, and harmonious features 

are some of the predominating parameters that slot 

Samsung as one of the topmost contenders in the cellular 

phone market (Nightingale 2008). 

Brand awareness 

Brand awareness is an important and sometimes 

undervalued component of brand equity. Awareness can 

affect perceptions and attitudes. In some cases, it can be 

a driver of brand choice and even loyalty (Aaker 1996). 

When questioned about brand awareness, as much as 72 

per cent of the sample set mentioned Nokia as the first 

brand that came to their mind when one said ‘cell phones’, 

followed by Apple, Blackberry, Sony Ericsson, and then 

Samsung at 10 per cent, 8 per cent, 5 per cent and 3 per 

cent respectively (refer to Q1, Appendix 2). Clearly, the 

top-of-the-mind recall of Nokia was the best. 

What usually assists a company to achieve this kind 

of a brand recall is its advertising. According to Brand 

Equity (2 December 2009), Nokia stands at fourth position 

in the ‘Top 20 List of Most Admired Marketers’, leaving 

Samsung far behind at number twelve. Nokia's marketing 

spend is currently $200 crore. Add to that, a high decibel 

communication exercise, be it Priyanka Chopra as the 

brand endorser or Nokia’s association with the high 

profile Kolkata Knight Riders, which ensures top-of-the- 

mind recall (Brand Equity, 2 December 2010). In another 

‘Analysis of Mobile Phones Advertising on TV in year 

2006’, 15 May 2007 (cited in Nightingale 2008), Nokia was 

the leader with 45 per cent slice of the ad pie, whereas 

Samsung stood at 9 per cent. 

But, do celebrities actually help in creating brand recall 

for companies? 

Although, Brand Equity (30 December 2009) mentions 

that the youth believe that ‘sometimes celebrities do play 

a role in making a brand choice’, another Brand Equity 

article dated 3 February 2010 states that according to 

the Celebrity Sensor Report released recently by MEC 

MediaLab, which covered over 1,000 respondents in India, 

only 35 per cent consumers felt that a celebrity helps them 

trust a product. Just 32 per cent believe that they can trust 

a celebrity when they are paid to endorse a brand; and 

only 31 per cent say that celebrities make them want to 

recommend a brand. But for brand managers, the benefit 

of using celebrities comes from the fact that celebrities 

deliver quicker recall for brands in a clustered scenario. 

Market share 

As discussed above, in a fairly detailed manner, Nokia has 

a bigger market share than Samsung. As per the industry 

data of November 2009, the market standing of both 

companies in question is mentioned in Table 6.3. 

According to Brand Equity (2 December 2009), even 

though Nokia today enjoys more than 60 per cent market 

share in mobile handsets, competitors like Samsung are 

close on its heels. 

Market price and distribution coverage 

Striving to keep their product offering relevant to consumers 

(Bhandari and Taneja 19 January 2010), Yadav says that 

‘an the entry level “essential” segment of below £3,000, 

the SamsungGuru comes with a Hindu calendar, tracker 

for misplaced handsets, Bluetooth (in some models), 

clamshell design, and a solar recharge facility (SolarGuru). 

In the multimedia segment, which is priced between 

%3,500 and 8,000, Samsung offers Metro with features 

like camera, pre-loaded social networking sites, and a 

card for storage. For small businessmen who travel to 

remote parts and rural consumers who are straddled with 

low connectivity, there is a dual-SIM handset. For young 

adventure-seekers, there is a ‘Planet-proof Marine’, which 

is a rugged phone that can be used even if it drops into 

water or is run over by a motorcycle. Then there is the 

world of touch-screen phones, which starts at $7,600 and 

goes up to %33,900. This is really Samsung's forte. The 

company claims it has 31 per cent share of the touch- 

screen market (Bhandari and Taneja 2010). 

Apart from the consumer's mind, the battle has to 

be fought at the distribution level. And this is where, 

according to Yadav, Samsung has put in a lot of effort, 

‘The margins we offer to retailers are the best in the 

industry. We guarantee a 30 per cent return of investment 

on Samsung merchandize to retailers.’ In India, there are 

some 1,20,000 dealers of mobile handsets. Samsung 
reaches about half of them and covers over 80 per cent 



handset sales in the country (Bhandari and Taneja 2010). 

Bhattacharjee 2010, states that ‘large multi-brand stores 

have Samsung attendants to push the brand.’ 

When Vineet Taneja, Head of Marketing, Nokia India 

was asked if LG and other home-grown players with 

cheaper handsets, aggressive marketing strategies, and 

a big retail push were an area of worry for Nokia, he wasn't 

unduly perturbed. He felt that “there is no competitive 

advantage the local manufacturers have, and soon, one 

will kill the other” (Bhattacharjee , 2010). 

Having conducted this detailed research on the current 

market scenario and market share holdings, Rihaan 

realized that it was not going to be easy to get a foothold 

into this industry. He would, as a first step, have to measure 

the brand equity of his own organization (Aaker 1996). But, 

he had always believed that where there’s a will, there’s 

a way, and even though, there were many challenges he 

would have to face, to get what he wanted— some that he 

could foresee right now, some not—he was willing to take 

his chances! 
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Discussion Questions 

1. Already having a decent market share in the mobile 

accessories market in India, which target market 

should Rihaan Khurana focus on? Provide justification 

for your answer. 

2. In the last few months, Mobi Tech Pvt. Ltd. has 

partnered with a leading radio channel to increase 

its brand awareness; giving out free coupons and gift 

vouchers to participants at the radio station was a 

conscious step the company took. Mobi Tech now has 

almost a 35 per cent of the pie. 

(a) How can the company manage its existing brand 

equity and try and use it positively to get a stronghold 

into the mobile phone market? 

(b) What other mediums. or channels can Rihaan use 

as a mobile phone provider to position this brand 

well? 

3. What are the basic challenges Rihaan needs to tackle 

to be able to step into the cell phone market? 
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APPENDIX 1 
RO LOSE CRP ANIN RA ENTE 

Cell Phones—Preferences of the Youth 

1. Which is the first cell phone brand that comes to your 

mind? 

2. Which mobile handset are you currently using? 

3. When did you buy it? 

(a) Less than 4 months ago 

(b) 4-8 months ago 

(c) 8-12 months ago 

(d) More than a year ago 

4. Are you dissatisfied/satisfied/delighted by it? 

(a) Dissatisfied (b) Satisfied 

(c) Delighted 

5. Would you recommend your current brand to others too? 

(a) Yes (b) No 

6. How often do you change your cell phone? 

(a) Every6-8months (b) Every year 

(c) Every2-2.5 years (d) Every 2.5-5 years 

(e) After more than 5 years 

WLM EES LM LTE MULL NM (LESSIG HI LEE LE LILLE LETS 

7. What factors are crucial when you change your cell 

phone? 

(a) Battery life (b) Trendy looks 

(c) Latest features (better camera, sound quality, 

etc.) 

(d) Exclusivity and uniqueness 

(e) Price 

8. What is the maximum price you are willing to pay for 

a cell phone? 

(a) Less than $8,000 (b) $8,000 to 10,000 

(c) €15,000 to 18,000  (d) ¥20,000 

(e) Price doesn’t matter, if | like it, I’ll buy it anyway 

9. Out of Nokia and Samsung, which brand according 

to you, provides better quality cell phones? 

(a) Nokia (b) Samsung 

10. What age group do you fall in? 

(a) 16-21 years (b) 22-28 years 

(c) 29-35 years 

Answers to the above questionnaire 

1. Which is the first cell phone brand that comes to your 
mind? 

1% 

D Htc f@ Samsung 

®@ Motorola @& Sony Ericsson © Apple 

B Nokia @ Black Berry 

2. Which mobile handset are you currently using? 

13% 

HT 

Motorola 
Nokia oS 

Samsung 
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3. When did you buy it? 6. How frequently do you change your cell phone? 

40% 42% 

be) % 
0% Es se eB] ae Ne ae ae owe 

less than4"4-8 months’ 8-12 ‘more thana oe oe’ Pa 
months ago ago  monthsago year ago we 

4. Are you dissatisfied/satisfied/delighted by it? 7. What factors are crucial when you change your cell 
phone? 

Dissatisied " Satisied "Delighted 

5. Would you recommend your current brand to others 8. What is the maximum price you are willing to pay for 

a cell phone? 

“Tess than” Rs8to  Rs15to  Rs20,000 Price doesnt 
Rs 8,000 10,000 18,000 matter, if ike it, 

buy it anyway 
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9. Out of Nokia and Samsung, which brand according 10. What age group do you fall in?1 

to you provides better quality cell phones? 

70% 

60% 

50% 

Ss, . x &% 
~ Hn, ity 

Y Peawerg io the above ques, 

yot y8q of pnilliw a6 uo sang mumixem srt ci tetW 8 
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Part II] 

UNDERSTANDING CONSUMERS AND MARKETS 

Chapter 7 Consumer Behaviour and 

Brand Buying Decisions 

Chapter 8 Brand Positioning 
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Consumer Behaviour and 

Brand Buying Decisions 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

The concept of consumer behaviour with respect to branding 
Brand perception 

Changing demographic trends and lifestyles 
A model of consumer brand buying decision process 

Various factors affecting consumer behaviour 

Various factors affecting brand loyalty 

ABOUT THE CHAPTER 

This chapter provides an understanding of consumer behaviour in context of branding. Given 

that the core focus of marketing is to satisfy the needs and wants of customers, it is important 

for any organization to first understand the customers (Exhibit 7.1). Further, as the trend 

shifts from a buyer’s market to a shopper’s market, it is all the more necessary for marketers 

to understand the behaviour of customers so as to further influence them positively into buy 

their brands. The boom in information technology has further facilitated shoppers by giving 

them access to loads of information at the click of their fingers. Marketers, thus, need to 

remain on their toes in order to understand and be aware about how consumers think and 

behave. To facilitate this, the chapter enumerates and delineates an integrated approach to the 

main theories governing consumer behaviour, and outlines how the customer decides about 

a purchase, and as well as describes various factors affecting consumer behaviour vis-a-vis 

branding. 

INTRODUCTION—WHAT IS CONSUMER BEHAVIOUR 

In a postmodern consumer culture, it is believed that brands play a pivotal role in the 

formation of consumer identity (Elliot and Wattanasuwan 1998 cited in Simoes and Dibb 2001). 

According to Davis 2000 “... to maximize the customer-brand relationship, a company must 



178 m Brand MANAGEMENT 

Par AARP OIE LL LLL 

mererdie sites Noods Exhibit 14 1 

Is it possible for brands that did not exist five years ago 

to have an estimated market size of €1500 crore with 

the potential to grow to $3000 crore by 2013 and grow 

at the rate of 20 per cent annually? The answer is yes, 

for the male grooming market in India. This highlights 

the fact that the consumers were there waiting for the 

right brands—their brand. Fair and Handsome, the first 

brand to enter the male face-care market, highlighted 

the need for a fairness cream specially manufactured 

for men. Overnight, they won over all the men, who 

were until at the time using women’s fairness creams, 

and it became a %100-crore brand. 

The requirements of Indian men in this area inspired 

companies like ‘Unilever, Garnier, Nivea, Emami, Paras 

Pharma, Godrej, Sara Lee, etc., to launch skin care, 

me AE STMT RE 

hair care, bath and shower brands, and deodorants 

only for men. P&G then announced plans to extend its 

Olay brand to men’s products like pre-shaving thermal 

products akin to a hot towel at a barber shop’ (Jacob 

2010). The men’s grooming brands have also therefore 

been contributing to their organizations’ revenues. 

Nivea India attributes 15 per cent of its personal care 

products revenue to men’s products. As much as 10 

per cent of Emami’s personal care revenue comes 

from the Fair and Handsome brand alone. 

‘The desire to purchase products to look good 

cuts across classes today. A man earning just €50 a 

day saves money for hair colouring’, Manish Goenka, 

Director, Emami (Jacob 2010). 

understand how customers think, act, perceive, and make purchase decisions.’ This highlights 

the need for brand managers to understand the consumer’s brand purchase behaviour (see 

Exhibit 7.2). 

Consumer behaviour, being an interdisciplinary science, has witnessed a number of 

research attempts to understand it in the past two decades. New data, relationships theories, 

and models have been worked out. The term consumer behaviour is defined as ‘the behaviour 

The %12,000 crore detergent market saw the brand 

_ Ghari gaining at the expense of brand Nirma in the year 

- 2010. Currently, Unilever has a market share of 36-37 

per cent of the overall detergent market (both bars and 

powders) followed by Ghari at 10 per cent, P&G at 

10 per cent, and Nirma at 8 per cent. Both Nirma and 
e Ghari cater to the economy segment of the market, 

_ while HUL and P&G cater to the mid-market segment. 
a However, in the year 2010, due to an inflation in the 

‘ food prices, most consumers opted to buy the lower- 

priced detergent variants. As they could not cut down 

: on food, consumers tightened their purse strings when 

te 0 b ying other products. The money they 

managed to save in this manner, they spent on food. 

One of the products that the consumer down-traded on 

was the detergent used for washing clothes. Ghari, by 

consolidating its distribution system in the north, was 

there when the customers wanted it. North India has a 

35 per cent share of the detergent market compared to 

30 per cent in the west, 25 per cent in the south and 10 

per cent in the east. Thus, by being present where the 

consumers are and by cashing in on their sentiments, 

Ghari gained over Nirma, which was leading at 13 per a 

cent three years ago when Ghari had a market share _ 

of just 10 per cent (Pinto 2010). ] 
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Exhibit 7.3 TVS Gets Street Smart to Become a Significant Third 

The two-wheeler motorcycle industry is dominated by 

two formidable players—Bajaj and Hero Honda. The 

segment crossed the 10 million unit level in March 

2010; it has Hero Honda as the market leader at 4.6 

million units followed by Bajaj Auto at 2.5 million units. 

TVS trails at 1.5 million units. A look at the consumers 

delineates the Ram and Krishna consumer segments 

that are well-catered to by the industry players. ‘Ram 

is the good guy who buys a bike for functional reasons, 

while Krishna is the naughty guy who wants some fun 

with his bike. Between the two they command the lion's 

share of the bike market in India’ (Rajiv Bajaj, MD, 

Bajaj Auto, cited in Gupta 2010). To capture a foothold 

in this competitive market, TVS is focusing on niche 

segments. It has thus launched TVS Jive (with an auto 

clutch and an urban focus) as against the commuter 

bikes and sporty motorcycles. The TVS Wego scooter 

(with a unisex metal body) is again different from the 

Hero Honda's vehicie for women. TVS's strategy of 

being focused and targeting niche segments seems to 

be paying off. It clocked a growth of over 20 per cent 

in the first three months of 2010. This was comparable 

to Hero Honda's 23.6 per cent and Bajaj's 30 per cent 

growth in 2009-2010 (Gupta 2010). 
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that consumers display in searching for, purchasing, using, evaluating, and disposing of 

products and services that they expect will satisfy their needs’ (Schiffman and Kanuk 2004). 

Consumer behaviour focuses on how individuals arrive at decisions about spending their 

available resources (time, money, and effort) on consumption related items. It includes what 

they buy, why they buy it, when they buy it, where they buy it, how often they buy it, how 

often they use it, how they evaluate it after the purchase, the impact of such evaluations on 

future purchases, and how they dispose of it. The focus of marketers should not be objective 

reality, but instead consumer perceptions. These perceptions may be altered either by changing 

objective reality or by reinterpreting objective reality for consumers (Jacoby and Olson 1985). 

This is possible through developing an understanding of consumer behaviour. The net result 

of the changing role of the consumer is that companies can no longer act independently. They 

need to understand how consumers are behaving, how they are gathering information, their 

major considerations while purchasing the brand, and the factors influencing this. Learning 

about how the customer finds and executes the optimum solution in a given market makes it 

easier for an organization to earn their long-term trust, purchases, and loyalty (Lawer and Knox 

2006). The postmodern study of consumer behaviour is not meant to predict and manipulate 

consumer behaviour, but to better understand it. It is believed that knowledge of the factors 

that influence consumer behaviour can, with practice, be used to develop sound marketing 

strategies (see Exhibit 7.3). These marketing strategies need to be integrated with the brand 

development activity for holistic development of the firm in the long term. 

CONSUMER BEHAVIOUR AND THE ROLE OF BRANDING 

The last decade has seen the marketplace flood with brands both national and international. 

The customer has a number of options to choose from and the consumer’s attitude towards a 

brand is very influential in the purchase decision-making process (Grant and Stephen 2006). 
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Some brands are purchased ‘not once but repeatedly, in many cases in predictably regular 

patterns; hence the truth of the saying that when we build brands we are gaining customers 

and not just sales. In marketing jargon, we are building a long-term franchise.’ It has been 

studied that ‘two-thirds of buyers normally buy, with varying degrees of irregularity, more than 

one brand. This introduces the extremely important concept of the repertoire of brands: the 

collection the homemaker buys in varying proportions, often in predictably regular patterns’ 

(Jones 1999). This consistent habit of repeat purchase in most of the markets highlights the 

need to build strong brands. The brand name serves as a ‘shorthand’ for quality by providing 

consumers with a bundle of information about the product. “Brands are at the very heart of 

marketing. When a company creates a strong brand it attracts customer preference and builds 

a defensive wall against competition’ (Doyle 1993). A brand promises consumers quality and 

value and communicates a distinct advantage to them. Companies recognize the value of 

having strong brands in their portfolio as they help them build a loyal customer base (Grant 

and Stephen 2006). 

The Concept of Perception 

The biggest challenge for marketing professionals is their ability to create, maintain, and 

enhance brands (see Exhibit 7.4). Branding is a major issue to be tackled in product strategy, 

as successful branding is one of the most potent tools for businesses to create and preserve 

value (Rio, Vazquez, and Iglesias 2001; Singhal 2004). 

Branding is an immensely challenging process, which requires intensive investment, building 

an element of trust with consumers and delivering promises made to the consumer. It takes 

many years of effort and investment to create global brands. Branding is a complex process, but 

its goal is simple. It leads to the creation and development of a specific identity for a company, 

product, commodity, group, or person (Levine 2003). ‘Marketing is branding’ or branding is the 

The brand name is the bridge that connects consumers 

__ with the firm’s product. Consumers, on the basis of their 
experience during various touch points with the brand, 

_ assign meaning to the brand. But when the meaning 
transforms from being significant to irrelevant, the 

_ brand name becomes powerless. Take the example 
_ Of the brand, Bajaj. The ‘Hamara Bajaj’ campaign had 
_ catapulted the brand to an iconic status. It symbolized 
_ a family’s wealth and social prestige’ and carried along 
a generation of middle class families. However, this 
heritage brand name was recently dropped from the 

models of motorcycles and rear engine auto-rickshaws, 

which Bajaj Auto currently manufactures. 

Brand Maggi, from the house of Nestlé, on the 

other hand has been able to retain its connection with 

the customers. The brand, along with its extensions, 

continues to enjoy customer affection and it has 
graduated from the ‘2-minute noodles’ to the ‘taste bhi, 
health bhi’ platform. 

Brand HMT, once the ‘timekeepers to the nation’, 
became obsolete due to its ‘inability to identify the 

metamorphosis of the target audience and attract new 
_ customers’ (Koshy 2010). Brands need to keep track of 
itis eiedesey men iprelt epatis woyo ; 
See ere 7 
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glue that holds the marketing functions together (Ries and Ries 1999). The concept of ‘selling’ 
is being replaced by ‘purchasing’ due to the rise of brands, and so branding is important as it 
‘pre-sells’ the product or service to the customer. Thus, branding is the most important activity 
that helps companies become more profitable and more powerful. Branding is important as 
it provides the competitive advantage, and branding strategies help the organization deal with 
the changes taking place in the external environment. Brand orientation is seen as a powerful 
tool for creating shareholder and long-term value (Simoes and Dibb 2001). 

The brand helps the manufacturer or service provider by creating a unique positioning 
for them, legally protecting the features, associating a distinct quality expectation, providing 
a source of competitive advantage, and ensuring distinct returns. ‘Brand perceptions affect 

consumers’ buying decisions.’ Strong brands help the marketing managers to meet the 

challenges of today’s highly volatile markets (Simoes and Dibb 2001) by positively influencing 

the purchase behaviour of consumers. 

Rio et al. 2001 studied the role of the brand name in obtaining differential advantages 

and stated that brands have a functional and utilitarian component and a symbolic as well as 

expressive component (see Figure 7.1). The functional dimension describes brand evaluation 

in a rational and practical manner. Consumers evaluate the performance capabilities of the 

product, along with perceptions about usage effectiveness, value for money, availability, and 

reliability of the brand. Therefore, this dimension represents the more intrinsic advantages 

of the product and usually corresponds to product related attributes. At a more emotional 

level, the symbolic evaluation of the brand is considered. Here, consumers use personal or 

subjective criteria, such as taste, pride, desire to reinforce their membership to a particular 

social group, and for expressing something about themselves in their consumption decisions. 

These benefits are the more extrinsic advantages and usually correspond attributes related to 

the brand name. 

Thus, by investing in a brand, organizations can attain differential advantages for their 

products. The idea is not only to promote the functional benefits and differentiation, but also 

the brand related symbolic attributes. The overall brand perception affects consumer-buying 

decisions (Simoes and Dibb 2001). 

Consumer research has traditionally viewed the question of brand preference in terms 

of brand attributes, product benefits, and the actual decision-making process (Keller 2003). 

Phenomenological studies (Fournier 1998; Kozinets 1999; Muniz and O’Guinn 2001), 

however, offer a different perspective. These studies demonstrate that the consumer is an 

active partner with the marketer in brand-meaning formation. As marketers, we can influence 

the customer, but ultimately consumers form their own perceptions about the brand and 

what the brand means or stands for, for them. For example, consumers may develop different 

types of relationships with brands based on their experiences (Fournier 1998) or form brand 

communities and subcultures with other consumers around important brands (Kozinets 1999; 

Muniz and O’Guinn 2001). 

These studies also suggest that consumers appropriate brand meanings in ways that make 

the brand meaningful to them (Coupland 2005). Coupland’s research studied how the habits 

ratey «| i, and patterns of home life impact the meaningfulness or meaninglessness of brands. Thus, as 

funil brand managers we need to study the context in which the brand is being consumed by the 
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Brand evaluation/ 
perception 

Functional/utilitarian Symbolic/expressive 
Garaget component component 

Evaluation of Rational and practical Emotional evaluation of 
the brand evaluation of the brand brand 

e Evaluation of e Taste 
performance _ e Pride 
capabilities e Self-expression 

Perception © Usage efectiveness e Belongingness to a 

about e Value for money 488 group ; 

«Reliability - + Sense of prestige 
« Availability -* Social approval 

Benefits oe Intrinsic _ __ Extrinsic 

Source: Adapted from Rio et al 2001. 

Figure 7.1 Brand evaluation and perception by customers 

consumers to better understand the degree of relevance of the brand for them. Companies 

can develop the trust and commitment of consumers by building a greater understanding of 

customer attitudes, values, relationships, and their perceptions of value, thus necessitating 

the understanding of consumer attitude and consumer decision-making. All this leads to the 

formation of an image of the brand by the consumers. If this image is different from the 

image of the brand portrayed by the organization, it leads to a ‘brand gap’ 

Brand image is defined as ‘the customer’s perception of brand identity’ Brand identity 

portrayed by the organization can be same or different from the brand image formed by 

the customers on the basis of their experience. (This has already been discussed in detail in 

the second chapter that deals with creating a brand.) If the brand image is the same as the 

brand identity then there is no brand gap. For this to happen, companies need to have a clear 

understanding of the attitudes and purchase processes of the consumers. 

THE CONSUMER ATTITUDE—THE INDIAN CONSUMER 

India is the twelfth largest consumer market in the world, roughly equivalent to that of Brazil 
(in terms of area), but has a population six times larger. It is said that by 2015, the Indian 
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consumer market will match Italy’s, and by 2025 it will only be preceded by the US, Japan, 
China, and UK. India, currently (2009-2010), has around six million households that spend 
more than $28 billion per year and are considered ‘rich’ (Pinckney 2009). Both consumption 
and consumerism in India are on the rise as the population and purchasing power increases, 

Changing Demographic Trends and Lifestyles 

Most retailers start with a demographic segmentation to better understand the profile of their 
consumers. ‘India is experiencing certain socio-demographic changes, which are furthering 
the growth in organized retail’ (Cygnus 2006) (see Exhibit 7.5). It, thus, becomes imperative to 
understand the changing demographic trends of the Indian consumers. These trends can be 
studied under the following heads: 

1. The young Indian consumer 

2. Rising household income 

. Spending habits and brand behaviour 3 

4. Rise of the Indian woman as a consumer 

5. Changing consumer expectations 

6. Changing lifestyles 

7. Regional differences 

) Exhibit 75 The Indian Social Expression —— 

The Indian social expression industry (gifting) has 

seen the steady rise of an organized player—Archies. 

Archies has slowly been changing the predictable 

Indian mindset. The evolving customer base with ‘an 

increased exposure to developed markets, rising per 

capita and disposable income, a more liberal view of 
western cultural practices, and the sheer joy of being 

alive that Indians are wont to display has added a whole 

new dimension to social occasions.’ Archies has risen 

ei 
E 
[S 
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to each occasion by designing a range of merchandise 

to help customers express their sentiments. There 

are cards for all occasions—from birthdays and 

anniversaries to ‘Thinking of You’, ‘Miss You’, ‘Get 

Well Soon’, etc. Customers find it easy to express their 

= pa aaies Lo eemaneceemtan come with 

; nents that the cards help to express, aon to al 

2 — ve | It has really become a 

Mother's Day, Father's Day, etc., goes to the Archies’ 

ability to focus on them and develope marketing 

strategies around them. It is credited with bringing the 

concept of Friendship Day to India. Children are getting 

pocket money to spend and Archies is targeting this — 

disposable income. The pester power of children helps 

them get what they want to gift on Friendship Day. Other 

occasions, such as Valentine’s Day, also see the shop 

flooded with merchandise ranging from teddy bears 

and soft toys to chocolates and other gift items. The 

footfalls also increase during this period and a number 

of teenagers can be seen coming to the Archies stores. 

Archies invented and instituted the fourth Sunday 

in September as Daughter's Day and backed it with 

an effective communications campaign. This has led 

to more people expressing their affection towards the — 

girl child in an otherwise narrow and orthodox Indian _ 

society. The increasing number of working women has 
lead to the paucity of time that parents have with their 
children. Parents look forward to such occasions S0 

that they can make their children feel special e 

Contd 
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Exhibit 7.5 contd 

A 
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Courtesy: Superbrands. 

Image 7.1 Archies cards; also see Plate 6 

Gifting as an expressionisnotconfinedtoindividuals —_ include items like wine boxes, executive table clocks, 

but is relevant to corporate India too. Corporates look = exquisite chess sets, etc. Thus, Archies, by the dint of 

for innovative gifts that match their brand identity. its understanding of the consumers and its ability to 

Archies, in 2007, launched the ‘Giftworks’ brand, _ influence consumer behaviour has survived and grown 

through which it provided a wide range of products to become a €138-crore brand (2008-2009) (based on 

to corporate houses. These are custom-made and Superbrands, 2009, pp. 18-19). 

Sis UN SARS a Re Be i Se OE EIA IAS ae BEST at or a ae ca LS ees 
- onane eee es popes -— o— vein 

The Young Indian Consumer 

Consumers in India are characterized by the fact that they are very ‘young’. Among the highly 

populated countries, India has the lowest median age of 24 with 45 per cent of its population 

below the age of 25 years and 81 per cent below 45 years of age (Cygnus 2006). This young 

population is the major driver of consumption as they have both the ability and the willingness 

to spend and ate more brand conscious. 
* 

Rising Household Income 

The disposable income in households across rural and urban India is increasing. On an all- 

India basis, the growth in average household disposable incomes was at the rate of 3.6 per cent 

until 2005, the same is forecasted to grow at a rate of 5.3 per cent till the year 2025 (McKinsey 
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2007). The increase in income gives the Indian consumers the purchasing power to invest in 
brands. 

Spending Habits and Brand Behaviour 

It has been observed that there is a category shift in consumption patterns of the Indian 
consumers. Historically, the focus was more towards savings, but with increased media 
exposure, influx of consumer brands, and urbanization, consumers’ aspiration levels are 
increasing. This has caused a shift towards spending, which has been growing at an average 
of 11.5 per cent a year for more than a decade. Consumers who wete traditionally unwilling 
to spend on leisure and entertainment, have started spending money on movies, vacations, 
and eating out. Consumers, in general, are spending on a trendier lifestyle with an inclination 

towards trying out new things. The Indian lifestyle is shifting from austerity to complete self- 

indulgence and there is an aspiration for a global lifestyle (PwC 2006). From the time of the 

economic liberalization in 1991, the number of foreign players in the domestic market has 

increased. The Indian consumers, who have always preferred foreign goods, now have a range 

of brands to choose from, thus shifting the focus from the sellers’ market to the buyers’ 

market (Cygnus 2006; KSA Technopak-Consumer Outlook 2004). It has been studied that 

79 per cent of the consumers in India said that they were willing to trade up for a brand (that 

is customers are encouraged to buy the more expensive brand) and that the brand name would 

make them spend more (McGregor 2009) (see Exhibit 7.6). 

Rise of the Indian Woman as a Consumer 

Rapid urbanization and industrialization in India has brought about a social change—the 

gradual breakdown of the joint family system and the equality of job opportunities for the 

urban, middle class, educated Indian woman (Ghosh and Roy 1997). This has led to a definite 

improvement in the status of Indian women, which is reflected in the growing number of 

women in public services occupying positions of political power and authority (Upreti 1988 

cited in Ghosh and Roy 1997). Since 80 per cent of all the shopping is done by women 

(Cygnus 2006), they form an important segment for marketers’ branding activities. Exhibit 7.7 

discusses how two-wheeler manufacturers are targeting women purchasers. 
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Exhibit 7.7 Two- inane rrp see Women Purchasers 

More than 6 per cent of all two-wheeler buyers in 

the country are women and analysts say that the 

current purchase level of scooters by them (about 

450,000 units annually) is largely a conservative one 

(Baggonkar 2008). The gearless scooter segment 

has been seeing a rapid demand from college girls 

and housewives, with more than 50 per cent of the 

Scooty buyers being women. This has resulted in the 

segment becoming the second largest segment in the 

two-wheeler category after bikes. This has lead two- 

wheeler manufacturers to come out with strategies 

to tap this profitable segment. Manufacturers, such 

as Hero Honda, Bajaj Auto, TVS Motors, etc., are 

coming out with gearless scooters backed with special 

sales promotion schemes to woo the fairer sex. Bajaj 

Auto launched its Kristal gearless scooter meant for 

college girls (Kaushik 2006) and TVS Motor Company 

launched its first electric scooter, Scooty Teenz 

Electric for women in Gujarat in 2008 (domaint.com, 

2010). Mahindra & Mahindra, ‘which took over the two- 

wheeler business of Kinetic Motor in 2008, has already 

launched three 125 cc scooters—two power scooters, 

Mahindra Rodeo and Duro—and the Mahindra Flyte’. 

The Flyte is targeted towards women commuters 

(The Hindu 2010). 

Hero Honda had ‘adopted an entirely women- 

oriented positioning for its first launch in the segment— 

the Hero Honda Pleasure, a 100 cc gearless scooter’ 

in 2006. ‘... there is a huge untapped segment of 

women customers, which offers immense growth 

potential. With this launch, we are now ready to extend 

our products and services to this vast customer profile,’ 

said Pawan Munjal, Managing Director, Hero Honda. 

The company has taken its strategy a step further by 

Opening twenty-two exclusive women’s outlets called 

‘Just4her’, across the country. These outlets ‘offer 

special facilities to women customers and have female 

_ service supervisors and sales executives’ (Kaushik 

_ 2006). These outlets, apart from contributing to the 

_ brand building exercise, are targeted exclusively at 

the women buyers to ensure that they feel comfortable 

while visiting the showroom both during and after 

the purchase process. With this they have also 

launched the ‘Lady Rider Club with special benefits 

like milestone rewards, personal accident insurance, 

invitation to special events, etc.’ The Pleasure 

scooter’s advertisements featuring Priyanka Chopra 

were targeted at women with the punch line, Why 

should boys have all the fun?’ 

In addition, ‘companies like Yamaha and Honda 

are even going to colleges for organizing events like 

choosing youth icons and giving test rides, while 

initiating competitions with prizes. Companies are 

showcasing products in malls, shopping arcades, and 

other recreational areas that attract large footfalls of 

women buyers. 

TVS Motors has come out with the concept of 

‘women on wheels’ to promote scooters in 150 tier | and 

tier Il cities. This concept is aimed at improving product 

familiarity among potential buyers. The company also 

plans to help women buyers obtain a learner’s and 

permanent license at the end of the six-day course. 

‘In addition, there will be a special financing package 

lined up for the customer, which will have convenient 

EMI schemes and easy down payment load. Even the 

paperwork required for owing the vehicle will be done 

by TVS Motors’ (Baggonkar 2008). 

Source: Kaushik, Neha 2006, ‘Ungeared for growth’, Business 
Line, The Hindu, http:/www.thehindubusinessline.com/catalyst/ 

2006/02/09/stories/2006020900030100.htm, accessed on 22 _ 
April 2010; http://www.domain-b.com/companiesicompanies_t/ 
TVS_Motor/20080215_electric_scooter.html accessed on 22 — 
April 2008; Baggonkar, S 2008, ‘Two-wheeler makers target 
women to up sales’, (online) available from http://www.business- 
standard.com/india/news/two-wheeler-makers-target-women- 
tosales/321682/ accessed on 22 April 2008; Hero Honda 2010, 
available from http:/www.herohonda.com/media _archives.htm 

accessed on 22 April 2010; The Hindu 2010, ‘M&M eyes double- 
digit growth in two-wheelers’, dated 18 April 2010, available from 
http://beta.thehindu.com/business/companies/article402533. 
ece accessed on 23 April 2010; domaint.com, 2010. 



CONSUMER BEHAVIOUR AND BRAND BuyinG Decisions # 187 

Changing Consumer Expectations 

Indian consumers place a lot of emphasis on value orientation and prefer opting for brands 
that provide them value for money. This characteristic makes them stand out as one of the 
most discerning consumers in the world. Even though consumer expectations have only just 
begun to evolve, it is observed that consumers still pay a lot of importance to this characteristic 
even though their prime focus is on the quality of the product. It is observed that consumers 
now seek a wider variety of products and brands and look for products that reflect the latest in 
style and fashion (Cygnus 2006). This allows marketers to invest in brand building and brand 
extensions, so that they provide a number of options to choose from. In 1998, the customer 

expectations were as follows (Cygnus 2006): 

1. Value for money _ 2. Quality of products 

3. The politeness of salesman 4. Exchange and return policies 

5. Salesman non-interference 6. A wide variety of products and brands 

In 2004 the evolved consumer expectations of the Indian consumer were as follows (Cygnus 

2006): 

1. Quality of products 

2. Value for money 

3. A wide variety of products and brands 

4. Products reflecting the latest styles and fashions 

5. The politeness of salesman 

6. Exchange and return policies 

Thus, we can see that consumer expectations are changing and they are looking for a wide 

variety of products and brands, which in turn is providing opportunities for companies to 

introduce more brands and products. 

Changing Lifestyles 

It has been observed that the influx of consumer brands and the increasing exposure of 
consumers to these brands and the world in general through the use of information technology 

has driven the consumer aspiration levels higher. Consumers are increasingly spending on 

eating out, personal care items, movies and theatre, books and music, as well as clothing 

(Cygnus 2006). This shows that consumers’ lifestyles are changing and they tend to go out 

more and spend more on personal care items and clothing. 

Regional Differences 

‘Words like ‘heterogeneous’ and ‘plural’ do not even begin to convey the extent of India’s 

diversity and the varied dimensions or aspects of that diversity. And it is not just the twenty- 

three languages, the geographic and climatic diversity, the different religions living together, 

and the many shades of rich and poor people that exist or coexist, in this vast, continental 

4 country. India has twenty-eight states, and there are wide income and social development 

7 disparities among them’ (Bijapurkar 2007). According to a study by KSA Technopak 2005, it 

~ was seen that consumers in the western part of India were the highest spenders across regions 

on emerging lifestyle categories like furniture, computers or laptops, mobile phones, etc., and 
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hence provided a lot of opportunities for various brands. On the other hand, it was observed 

that consumers in the eastern part of India were more conservative when it came to spending. 

Their spending was the lowest on products like personal care, clothing and footwear, movies, 

and lifestyle products. Brand managers in these areas need, therefore, to focus on providing 

value for money to tap into this segment of price-conscious consumers. 

<4 See the Max New York Life (MNYL) Insurance presentation to see how an understanding of the changing 

& demographic trends helped it connect to its customers. 

BRANDS AND CONSUMER DECISION-MAKING 

Companies can build trust and commitment by gaining a greater understanding of customer 

attitudes, values, relationships, and their perceptions of value. To be and to remain successful, 

brand. owners have to invest more time, effort, and money in trying to forecast changes in 

consumer behaviour and expectations (Singhal 2004). Consumer decision-making has been 

studied extensively and many models have been proposed regarding how consumers make 

purchase decisions. It has been found that consumers go through a sequential decision-making 

process before and after making a purchase and various researchers have proposed various 

models for this. These different models can be integrated under the Input-Process-Output 

model. The model is highlighted as under (see Figure 7.2) with special reference to branding, 

Input 

Inputs are all the external factors that influence a consumer’s purchase decision. These can 

either be the marketing efforts of firms or socio-cultural influences. 

Marketing efforts of firms Firms use various marketing communication tools in an 

attempt to inform, persuade, and remind consumers of their existence and thus influence their 

purchase decision. Brand name, along with product, pricing, and distribution of the products 

has also been found to influence the consumer’s purchasing decision. And in the case of 

services, people, physical evidence, and processes also influence the customers. Marketers can 

influence customers by highlighting a problem that has always existed and then providing a 

solution to it. For example, Paras Pharmaceuticals Limited realized through qualitative research 

that itching can be normal for which no medication is sought, or persistent, due to infection and 
poor hygiene, for which special remedies were sought. Paras then educated consumers about 
‘intertrigo’ or itching caused due to sweat in the folds of the skin and offered a solution— 
ItchGuard. The response to this brand was overwhelming, and in no time it became the star 
performer at Paras. ‘It had addressed an issue, which was so common, so personal to everyone, 
yet so unspoken. And by doing this, it projected, in a very strong manner, the philosophy of 
Paras—of providing solutions where none existed, to make lives healthier’. Thus, the problem 
recognition for customers came as a response to the marketing efforts of the organization 
which was trying to communicate about an existing problem and the benefit that their product 
would bring to to potential customers. 
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Source; Based on Schiffman and Kanuk 2004, Consumer Behaviour, Delhi, 8th édition, Pearson Education, pg 565; Blackwell Miniard and 
Engel 2006, Consumer Behaviour, 10th edition, Thompson South-Western, Haryana, India, pp. 85; Dutta, Kirti 2010, ‘Effect of Branding on 

Purchase Behaviour of Urban Indian Women’, a Ph D thesis submitted to M.G. Kashi Vidyapeeth, Varanasi. 

Figure 7.2 Model of consumer decision-making 

Socio-cultural environment  Socio-cultural factors can also act as cues and influence 

customer’s attitude towards a brand. It consists of the cultural and social environment. The 

cultural environment is further made up of the sub-categories culture and sub-culture, and the 

social environment includes references to groups, family roles, and to status. These form the 

‘invisible hand’, which guides the activities of individuals and thus impacts the what, why, and 

how of an individual purchases (Schiffman and Kanuk 2004). These have been discussed in 

detail in the section on factors influencing consumer behaviour. 
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Processes 

This deals with the thought processes of the consumers and how they decide what to buy. It 

consists of the following three steps (refer to Figure 7.2): 

(a) Need recognition 

(b) Information search 

(c) Evaluation of alternatives 

These stages of the purchase decision-making process were also identified by Engel et al 

2006. Need recognition can arise when the consumer senses a deprived or unsatisfied need 

either as a ‘cue’, due to the marketing efforts of the firm, i.e., through an advertisement, or due 

to the social-cultural environment when they see people in the environment using the same 

product or as a ‘drive’, ie. a deprived physical need that is felt when the senses are stimulated 

(Gilbert 2003). For example, a consumer sees his colleague using the latest tablet (iPad, 

Samsung, etc.) and feels the need to purchase the same. Alternatively, the consumer can see an 

advertisement of the tablet and feel the need for the same, or his current requirements may 

necessitate the use of a tablet. It is interesting to note that many researchers have associated 

product packaging as a brand communication vehicle and-a significant factor influencing on 

the non-durable product buying decisions at the store shelf level (Lofgren 2005; Silayoi and 

Speece 2004). Brand name can also act as a stimulus for the need recognition stage (Dutta 2010). 

Once consumers have identified a deprived need, they will try and search for information on 

the different alternatives available to fulfil that need. Kotler (2006) identifies the first three 

ways in which consumers can look for information: 

Personal sources Consumers can look for information from their family, friends, peers, 

neighbours, etc. 

Commercial sources Consumers can seek information from advertisements, dealers, 

salespeople, etc. 

Public sources Consumers can read reviews, editorials, seek information from consumer 

rating organizations, etc. 

Online sources With a number of organizations entering e-tailing, and with more and more 

consumers going online, online sources are also proving to be a good source of information 

for consumers interested in comparing different brands before purchasing one. 

Past experience This situation atises when the customer has already satisfied a similar 

need in the past and on the basis of the previous experience, positive or negative, may want 

to satisfy the need from a same or a different source. Past experience is an important and 
dominant aspect while making a purchase decision (Dutta 2010). 

Consumers may use informational cues to develop beliefs about brands and task responses, 
i.e., choice or evaluation, may be a direct function of these mediating beliefs (Olson 1978). 
a image affects consumers’ information search and evaluation of alternatives. If the 
brand image is found to be congruent with the consumer’s actual, ideal, social, ideal-social, and 
situational-ideal-social image, then the brand is bound to be purchased (Ataman and Ulengin 
2003). Once the consumers have collected information about different alternatives to satisfy 
their need, they have a list of the different brands they can purchase. The consumers then 
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evaluate these alternatives to identify the brand they are ultimately going to purchase. This 
evaluation can be based on a number of parameters, such as product attributes or features of 
the product, pricing, brand name, after sales services, etc. Brand name serves as a ‘shorthand’ 
for quality by providing consumers with a bundle of information about the product, which 
facilitates information processing, speeds decisions (Chernatony and Riley 1998), and impacts 
the information search and evaluation of alternatives stage (Dutta 2010). The consumer 
decision-making process is also affected by a number of personal and psychological factors as 
discussed in detail in the section on factors influencing consumer behaviout. 

See MNYL ads to know how they are providing information cues to parents. 

Family members also influence the purchase decision, and Howard and Sheth proposed 

the model for family buying behaviour. Their model highlighted the fact that purchase is 

influenced by the other members of the family and the predisposition of the father, mother, 

or other members of the family impacts the family buying behaviour (Gilbert 2003). For 

further discussion on this aspect, see the section on the role of family in factors influencing 

consumer behaviour. 

The time-span involved at the processes stage varies according to the type of goods being 

purchased, i.e., convenience, shopping, or speciality product with the time involved increasing 

from convenience (like fast moving consumer goods—toothpaste, detergents etc.) to speciality 

goods (like luxury clothes, TV, etc.). The experience that individuals gain from this process 

has a bearing on them when they purchase the product again or recommend it to family and 

friends. This is also affected by the post-purchase evaluation by the consumer and if the post- 

purchase evaluation is satisfactory, it will positively reinforce consumers the next time they 

make a similar purchase decision. Also, this step is influenced by the kind of product being 

purchased. 

Output 

Output is related to the action the consumer is going to take based on the input and the 

process. It consists of the purchase decision and the post-purchase evaluation. 

Purchase decision Based on the process, consumers will decide what course of action to 

take. They can defer the idea of purchasing if they feel that the offer is going to get better or 

a better brand is going to be launched in the near future, or club it with a festive or auspicious 

occasion, etc. Marketing actions by the marketers, such as special discounts, buy-one-get-one- 

free or bogof offers, etc., can also influence the purchase decision and motivate customers 

to purchase goods immediately. If the customers ate purchasing something for the first time, 

especially if it is a shopping commodity (like furniture, clothing, etc.), they may purchase in 

smaller quantities; this purchase is called a trial purchase. But, if they have purchased the brand 

before and based on a favourable experience they have decided to purchase it again, it is called 

a tepeat purchase. Based on a number of favourable repeat purchases, consumers can become 

long-term committed purchasers or loyal customers. Thus, when a retail outlet opens for the 

first time, customers will go and purchase from it to see the quality of the products, services 
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offered, the ambience, etc. And if the customers are satisfied after this trial purchase, then 

they go back for repeat purchases. It is important to note that consumers need not necessarily 

go through these steps, i.e, a customer can make a purchase without going through a trial 

purchase, if they feel that the brand quality is good and the retailer is located conveniently. 

Brand trust is a logical influence on the evaluation and usage of brands. If consumers trust 

the brand they are more likely to adopt and purchase brand extensions from the firm (Reast 

2005). Thus, investment in consumer brand ‘relationships’ delivers a future pay-off in the 

ability to leverage the brand name in new categories. From this, we can logically conclude that 

brand name and trust can affect purchase decisions in the same category and in the extension 

categories as well. 

Post-purchase evaluation The purchase of a brand is followed by its consumption. 

During the consumption stage, the customer evaluates the brands against the perception 

and expectations formed during the pre-purchase stage. Feuss (2003) studied the effect of 

brand image on customers’ post-purchase perceptions of overall quality. He found that 

brand image plays the role of an assimilator agent, which ‘pulls’ post-purchase performance 

evaluation in the direction of the expectations embodied in the brand image. If the product 

performance matches the perception and expectations of the customers, it leads to neutral 

feelings. If the experience exceeds customer expectations, the customers are satisfied and 

_ this satisfaction impacts the evaluation of the alternatives when customers make a similar 

purchase the next time. It also leads customers to refer the brand(s) to family and friends. 

However, if the brand performance falls below expectations, it creates dissatisfaction 

among consumers and acts as an input and causes customers to launch into an external 

search again to look for other brands that can satisfy their needs and wants. Also, if the 

price of the brand purchased is high and the resulting purchase causes dissatisfaction to 

the customers, the organization should immediately undertake recovery strategies. (For 

further information, see the chapter on recovery strategies in Services Marketing Operations and 

Management by Jauhari and Dutta.) ' 

Consumers in their post-purchase evaluation try to reduce their anxiety regarding their 

decision to purchase a particular product. This is called as cognitive dissonance. Consumers 

can reduce their cognitive dissonance by: 
(a) seeking advertisements that support their choice and avoid those of competitive brands 
(b) confirming their own choice by influencing family and friends to purchase the same 

brand . 
(c) seeking reassurance from other satisfied owners 

It can be concluded that the brand name does impact the post-purchase evaluation of 
customers (Dutta 2010). The post-purchase evaluation (neutral, satisfied, ot dissatisfied) acts 
as an expetience for customers and impacts the input process of customers during their next 
purchase. This experience also impacts brand image, and positive evaluations help build brand 
equity, whereas negative evaluations lead to deductions from brand equity. If the evaluations 
ate positive, they will lead to favourable perceptions of the brand and ultimately to brand 
loyalty (for a detailed discussion on brand loyalty see Chapter 3). A consumer who is brand 
loyal will look for that brand and purchase it exclusively on every transaction (Cataluna, 
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Garcia, and Phau 2006). For brand loyal customers, the purchase process does not exist and 
they look to purchase that brand only irrespective of the marketing strategies of competitors. 
The experience with the brand is the major motivating factor for brand loyal behaviour and 
marketers need to influence these experiences by attributing the brand with desirable and 
quality features so that it consistently delivers as per the customers’ expectations. 

Divestment 

The final stage in the consumer purchase process is divestment or how customers ultimately 
dispose the brand. Consumers can do this by recycling, or selling the brand. With consumers 
becoming more conscious about environmental issues, the divestment stage should be given 

due consideration by the marketers. They can provide options for recycling and/or remarketing 

the brand. The Internet is a medium affecting this step, as a number of sites ate available 

where customers can log on and offer their brands for auction or sale; the most popular site 

being e-bay. 

VARIOUS FACTORS AFFECTING CONSUMER BEHAVIOUR 

The purchase decision-making process is influenced by a number of factors. In the Indian 

context the factors influencing the purchase behaviour are as follows. 

Socio-cultural environment The socio-cultural factors are less tangible but imperative 

for marketers, as they affect the customert’s evaluation and adoption or rejection of the brand. 

To build iconic brands, marketers need to gain ‘cultural knowledge’, which includes culture, 

sub-culture, social changes, class, and gender, rather than the ‘knowledge about individual 

consumers’ (Holt 2004). A cultural environment is made up of the following. 

Culture 

In the context of consumer behaviour, culture is defined as, ‘the sum total of learned beliefs, 

values, and customs which serve to regulate the consumer behaviour of members of a particular 

society’ (Schiffman and Kanuk 2004), where beliefs and values guide consumer behaviour and 

ate the ways in which customers/consumers behave and it is what is considered usual and 

acceptable. 

Managerial implications It is important for marketers to understand the culture and 

coordinate their marketing accordingly, since culture is imbibed from a very early age and 

takes long periods of time to be changed. For example, when Kellogg’s launched their 

breakfast cereal in India, they had to face the fact that it would be very difficult to change 

the eating habits of consumers. In India, people have paranthas and other local foods for 

breakfast. Health conscious consumers were on the rise, but then they wanted to eat the 

cornflakes in warm milk and not cold (as in western countries). Thus, Kellogg’s had to 

make changes in its product offering accordingly. Also, to cater to their taste buds, Kellogg's 

launched Crispix Banana, Crispix Chocos, Froot Loops, Cocoa Frosties, etc., in the year 

2000 (Mukund 2002). 
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Sub-culture 

In the cultural profile of a society we can identify members who tend to possess certain 

beliefs, values, and customs, which set them apart from other members of the same society 

and this group is referred to as the sub-culture. 

Managerial implications Sub-cultural analysis helps marketers identify profitable segments 

of sub-cultures within the cultural segment and target them with their marketing policies 

(Schiffman and Kanuk 2004). For example, in India there are different sub-cultures existing as 

per the geographical distribution. We can see different cultures across north, south, east, and 

west India and people differ in their food consumption, dressing habits, etc. So in north India 

wheat forms a part of the staple diet, but south Indians prefer rice. 

Social Class 

Consumers, whether individuals or families, in a society, can be segmented on the basis of 

wealth, status, lifestyle, education, economic status, reference group, and family role; such a 

segmented group is called a social class (Schiffman and Kanuk 2004; Blackwell et al. 2006). 

Managerial implications Practitioners should realize that consumers in a particular social class 

are bound to show similar consumerism habits, as the purchasing power of consumers within 

a social class is similar. The social environment is made up of the reference group, family 

role, and status. A reference group comprises the group of people who have an impact on an 

individual’s consumption behaviour. Consumer behaviour is also influenced by family roles. 

As discussed in the section on the changing demographic trends, the role of women in the 

family is changing, as they are no longer confined to only being home-makers. 

Motivation 

Motivation drives individuals to follow a specific course of action. Unfulfilled needs drive 

individuals to behave in a manner that they hope will fulfil their aroused need, and thereby 

reduce the tension caused by the unfulfilled need. Motivational theories help marketers 

understand the thinking process of consumers, as the thinking process along with the previous 

learning influences the specific course of action consumers take to fulfil their need. According 

to Maslow’s hierarchy of needs, individuals satisfy their needs as follows. 

Physiologucal needs ‘This includes the most basic level of needs like food, clothing, water, 

shelter, etc. These needs are the first level of needs individuals satisfy. 

Safety needs These needs are satisfied after physiological needs and examples include savings 
accounts, insurance policies, etc. 

Social needs Need for belonging, love, and affection ate the main highlights of this need. 
Advertisers of fast moving consumer goods generally highlight this need in their advertisements 
to motivate consumers to purchase their products. 

Esteem needs This need includes prestige, position, and self-respect. ihidecalisahert of 
premium goods, clothing, and accessories are generally targeted towards this need. 
Self-actualization needs "This includes the need for self-fulfilment. This varies from individual 
to individual. As individuals, people might feel that need to satisfy their creative instinct and 
want to paint, write; a spiritual person might want to learn more from the holy texts, etc. 
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Courtesy: Superbrands. Courtesy: Superbrands. 

Image 7.2 Bank of Baroda ad—Be online not inline; Image 7.3 Bank of Baroda ad—Bill payment on line; 
also see Plate 6 also see Plate 6 

Managerial implications Marketers can position their products based on this understanding of 

the consumet’s motivation to purchase products. Motivation can also help marketers identify 

the segment that will be most interested in their product, thereby serving as a segmentation 

tool (Schiffman and Kanuk 2004). Thus, Bank of Baroda tries to motivate customers by 

highlighting their different needs related to Internet and mobile banking like bill payments, 

money transfers, not standing in a line, etc. (see Images 7.2 and 7.3). 

Beliefs 

These reflect the understanding and opinion of consumers about something, a product, brand, 

retail outlet, etc. Marketers can position themselves as the most trusted organization, but if the 

consumer tends to differ, the advertisements will not be effective. 

Managerial implications Marketers need to align themselves with the beliefs of the customers. 

Customers should feel that the brand that is being offered is the best in the category for 

them. For example, Everest spices draws its unique selling proposition from the belief that 

most Indians have—that their mother is the best cook, and are always nostalgic about their 

mothers’ cooking. Taking this cue Everest positioned its brand as, “Taste mein best, Mummy 

aur Everest’, (Best in taste, Mummy and Everest), which means to say that Everest helps create 

food just like mother (see Image 7.4). 
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| — ‘Tasty Chh ) Ka Raaz: 

Thoda Pyaar, Thoda Everest 

Taste mein best 4 
Mumery aur Everest! 

‘ jn 

Hy 25g > 

Courtesy: Superbrands. 

Image 7.4 Mom's cooking and Everest spices; also see Plate 7 

Attitude 

Attitude is the way a consumer behaves towards something, such as a product or a brand. 

It is a viewpoint that can either be favourable or unfavourable, is learned and consistent. 

Consumers’ attitudes will determine whether they will respond favourably or not towards a 

| particular advertisement, strategy, and hence towards purchasing the product. Marketers can 

overcome attitudinal issues by being innovative. 

Managenal implications As attitude is learned, managers need to focus on how they can help 

consumers learn about their brand in a fun-loving manner. This helps in developing a positive 

attitude towards the brand. For example, when Knorr launched its soupy noodles, it was 

positioned as a quick hunger filling snack. Given that kids do not find soup exciting, the 

noodles were added to make it attractive. Also, to overcome children’s initial hesitation to try 

something new, Kajol was roped in to make the experience fun. The “Thoda Khao, Thoda 

Piyo’ television commercial helped on two fronts—it helped the children understand how to 

consume the brand and at the same time made it fun (Chamikutty 2010). 

attitude of parents towards their children. 

Personality 

Personality is the inner quality, character, persona, and mannerisms that determine an 

individual’s response to their environment. The personality determines the manner in which a 

customer is going to respond to particular brands, product features, pricing, and promotion. 

Hence, it can be taken as an important segmentation variable (Schiffman and Kanuk 2004). 

Managerial implications Brand managers try to build a perception of their brand that is in line 

with the consumer’s perception of theit own existing personality or the personality they want 
to portray to their friends. Consumers, whose favourite celebrity is endorsing a brand, would 
like to consume the brand to show that they have a personality closely resembling their chosen 
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celebrity. Thus, we have a number of brands that are being endorsed by celebrities, such as 

Amitabh Bachchan, Shah Rukh Khan, Priyanka Chopra, etc. 

Age and Life-Cycle Stages 

The age and the family life cycle stage is another important variable influencing the purchase 
decision-making of an individual. Consumers show different preferences for products 
according to the stages in their life cycles and their age. Thus, while a teenager may be interested 
in the latest electronic gadgets, music, and fashion trends, a middle-aged man with a family 

may be interested in household items, products for his children, etc. Also, the life cycle stage 

has a special significance in the Indian context, as it has been observed that all family members 

influence the purchase decision. 

Managerial implications Consumers are interested in brands that fulfil their requirements as 

per their age and the life cycle stage they are in. Managers, therefore, need to build brand 

communications around the specific product category need that their brand satisfies and both 

the point of parity and point of differentiation need that to be highlighted. A study by Nielsen 

highlights the fact that 20 per cent men in Delhi, Mumbai, and Bangalore from the SEC (Socio- 

Economic Classification) A and B households use anti-ageing products. Since currently all the 

anti-ageing products are marketed for women, the men are forced to use these same products. 

This leaves scope for anti-ageing products targeted at men who are more than 35 years old. 

This is in line with the fairness creams market for men not so long ago (see Exhibit 7.1). “Nivea 

India is in the process of rolling out a premium anti-ageing men’s product’ (Bhushan 2010). 

. See how MNYL is focusing on life cycle stage of parents with young children, : 

Occupation and Economic Circumstances 

Occupation influences purchase decisions, as a high-level occupation means a higher income, 

which gives consumers a higher paying capacity; these customers, therefore, tend to shop in 

high-end retail outlets and malls such as the Emporio Mall in Delhi, which house the most 

expensive brands. Consumers in the middle income bracket would be more interested in value 

for money and can be found shopping in outlets such as Big Bazaar, Subhiksha, etc. 

Managerial implications Organizations can design their brands around the type of occupation 

and economic circumstances of their customers. For example, Tata, through its Taj Hotels, 

Resorts, and Palaces, focuses on the luxury and premium segment of customers. For the value 

segment, it has a chain of budget hotels under the brand name of ‘Ginger’. 

Lifestyle 

Lifestyle includes the activities and behaviour of people. Different consumers choose different 

products based on their lifestyle. Thus, people who are health conscious will opt to go to gyms 

and will be more interested in health and fitness products; they will look for organic and 

healthy food. 

Managerial implications Brand managers can build a brand preference by highlighting how 

the use of their brand can help consumets keep pace with their chosen lifestyle. Thus, for 
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consumers who have an active lifestyle, Bank of [~~ 7 B ieee | 
. : : aS Bank of Baroda j 

Baroda launched its International Debit Card ina’ horton Bat | 

(see Image 7.5). 

Self-concept and Perception 

How individuals perceive themselves also deter- 

mines how they ate going to decide about what, 

how, and where they purchase. Thus, people who 

feel that they are social would like to visit malls, 

restaurants, etc., with family and friends, unlike a SHOPPING 
SHOULD ONLY 
BE ABOUT HEAVY BAGS. 
NOT HEAVY HEARTS. 

loner who would like to order over the phone or 

the web. Perception is related to how an individual 

distinguishes sensory inputs into a logical image. INTERNATIONAL DEBIT CARD. 
is oe 

Bécause wha laatt BARODA NEXT. +f you shop to your heart's content? Managenal implications The manner in which 

an individual perceives the marketing inputs a ie BARODA NEXt 
were backotrsods Com 

decides the image of the company in relation 
3170+ ATMs | Internations! ATM com debit card | Withdrawal anytime, anpwhere 

to its competitors and is an important variable 

for deciding whether the individual is going to colony, Dupenah, 

purchase the product or not. For example, Idea Image7.5 Bank of Baroda International Debit 

Cellular is promoting the e-bill facility to curb the Card; also see Plate 7 

use of paper. People who are conscious about preserving natural resources might opt for this 

brand. For youngsters with a self-concept of being independent, Bank of Baroda launched its 

education loan for higher studies (see Image 7.6). 

Bank of Baroda 

18 1S A FUNNY AGE. 
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TO ASK FOR MONEY. 

AND TOO YOUNG 

TO EARN IT. 

BARODA next Your father will still be there for you. But there 
comes a time in life, when you need to stand on 

‘STATE-OF-THE-ART. STRAIGHT FROM THE HEART. your own feet. Taste sweet independence. Spread 

Toll Free No,: 1-800-22-4447 | www.bankofbaroda.com your wings. And what good is aesomanmnt, if it 
can't be that ground beneath your feet? 

r Proce | Wide coverage of courses & expenses : 

IW concession in rate of interest to girl studer B Fad 23 Sh 

Courtesy: Superbrands. 

Image 7.6 _ Bank of Baroda Education Loan; also see Plate 7 
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Learning and Memory 

Learning is the manner in which individuals acquire knowledge about different products and 
if the learning is positive and the experience with the product good, then their memory retains 
the experience and affects the future manner in which the individual is going to respond 
towards purchasing the product. For example, ITC (Indian Tobacco Company) launched 
Fiama Di Wills soaps and shampoos. Consumers who have had a favourable experience with 
ITC brands will want to try out their new products also. 

Managerial implications Brand managers, by increasing the frequency of communications with 

the customers, can help in committing the brand to the memory of the consumers. They need 

to focus on each ‘moment of truth’ or each interaction of the consumer with the brand. All 

the interactions add to the learning the consumers have about the brand. All positive learning 

and reinforcements lead to a strong and favourable memory about the brand. 

Role of the Family 

The importance of the family in the decision-making process cannot be ignored in the Indian 

context. A study by KSA Technopak 2005 shows that it is the family that decides on household 

purchases like home textiles, home appliances, electronics, movies, eating out, cars, and two- 

wheelers. Children are also found to influence these purchases. As is expected, men have a 

higher say than women in big purchases like cars, appliances, electronics, etc., and women 

have a bigger say in purchases such as food and grocery, home textiles, etc. The role of 

children in household purchases is more evident when they are 16 years or above, especially 

in the purchase of expensive or big ticket products such as a new car, TV, mobile phone, etc. 

Children in the age group of 8-15, termed as tweens, impact purchase decisions of movies 

and eating out the most. Children start demanding brands since the time they start going to 

school and the tween brand loyalty lasts through to adulthood. The family buying patterns 

are found to influence brand loyalty of kids in adulthood and they feel that they should also 

purchase the same brand that was purchased by their parents (Cincotta 2006). 

Managerial implications ‘The preferences built in childhood stay with consumers throughout 

their lives. These preferences are bound to influence brand loyal behaviour. Managers, therefore, 

need to focus on their consumers from an early age. Their advertisements can focus on the 

entire family and show the mother, father, child, and grandparents consuming the brand. A 
number of brands follow this policy, for example, Dhara refined oil has the tagline, ‘My Daddy 

Strongest’ and uses the family to showcase the brand. 
ee 
gee 

BRAND LOYALTY AND BRAND COMMITMENT 

To build brand loyalty, marketers need to build brand awareness, so that the brand is imprinted 

in the minds of the consumers. The more the consumers see the brand, hear about it, or think 

about it, the higher the probability of the brand being registered in their memories. The next 
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step is to build a brand image as per the brand identity. If the consumers’ brand image satisfies 

their expectations of the brand, they feel more comfortable while purchasing the brand. This 

increased familiarity with the brand and the favourable signals sent by the brand at the time 

of consumption enhances the comfort the consumers have with the brand, as they believe 

that the brand will meet their expectations. This ultimately leads to the formation of brand 

credibility, which adds to brand equity. Brand loyalty is defined as consumers’ commitment 

towards a particular brand, so much so that they are constantly looking out for marketing 

activities associated with the brand and are motivated to obtain the brand exclusively on every 

purchase (Cataluna et al. 2006). 

In Figure 7.2, the ultimate output of brand consumption is to create brand loyalty. 

Companies benefit from brand loyalty as it: 

(a) lowers vulnerability to competitors’ marketing strategies (Keller 2004) 

(b) increases marketing communication effectiveness and reduces marketing costs (Keller 

2004; Rundle-Thiele and Bennet 2001) 

(c) allows companies to charge higher margins (Keller 2004) 

(d) increases the probability of success in brand extension and licensing opportunities 

(Keller 2004) 

(ec) means that customers are less price-sensitive (Krishnamurthy and Raj 1991), therefore 

they do not readily shift over with a change in prices by competitor brands 

_(f) can induce loyal customers to buy more of the brand than they normally would when it 

is promoted, while non-loyal customers are likely to purchase the promoted brand only in 

small quantities (Cataluna et al. 2006) 

(g) has more influence on purchase decisions than price promotions (Cataluna et al. 2006). 

Research shows that a 1 per cent increase in customer loyalty equals to a 10 per cent cost 

reduction, and a 5 per cent increase in customer loyalty increases the profitability of the 

company by 40—95 per cent (Kim, Morris, and Swait 2008). Also, the cost of attracting a new 

customer is five times more than the cost of retaining an existing customer (Reichheld and 

Sasser 1990). The five levels of brand loyalty have been discussed in Chapter 1. Let us now 

look at the factors affecting brand loyalty (see Figure 7.3): 

Source: Derived from Cincotta 2006; Punniyamoorthy and Raj 2007. 

Figure 7.3 Factors affecting brand loyalty 



CONSUMER BEHAVIOUR AND BRAND BuyinG Decisions mm 201 

Family ties Family ties influence brand loyalty and kids choose the brands that their parents 
always chose (Cincotta 2006). 

Childhood association Brand alliances formed in childhood influence brand loyalty, 
therefore marketers should form a brand communication strategy targeted at the young 
population (Cincotta 2006). 

Brand trust Brand trust is the trust that consumers have in a brand to reliably fulfil their 
expectations (Andaleeb 1992). High trust leads to a positive and favourable attitude. 

Customer satisfaction An increase in customer satisfaction with the brand experience 
increases brand loyalty (Bloemer and Kasper 1995). Customer satisfaction, apart from 
impacting repurchase intention, also impacts word of mouth and word of mouse and so cannot 

be ignored (Westbrook and Oliver 1991). 

Involvement Involvement with the product impacts brand loyalty. Involvement includes 

commitment from consumers in the form of thoughts, feelings, and behavioural response. 

It is the motivation, interest of the customer towards the brand that leads to brand loyalty 

(Park 1996). 

Perceived value The customet’s assessment of the utility of the brand is based on the 

benefits received and the monetary and non-monetary cost for acquiring the same (Dodds, 

Monroe, and Garewal 1991). The following dimensions describe perceived value (cited in 

Punniyamoorthy and Raj 2007). 

Functional value The brand utility that is derived from the quality of the product and the 

level of performance that leads to functional value. Thus, the functional value of a mobile 

phone can be that the battery lasts long, the product is user-friendly, etc. 

Emotional value The emotional value or feelings derived from the consumption of the 

brand affect brand loyalty. So, an emotional bonding or the warm feeling on using a Nokia 

mobile phone might influence the consumer to purchase the same brand the next time. 

Price-worthiness A reduction of the perceived cost adds to the value of the brand. Thus, when 

a trusted brand like Nokia reduces the price of its E-series, it might influence consumers 

to readily purchase the brand, as now the brand is more worthy to purchase at the reduced 

price. , 

Social value The utility obtained from the brand’s ability to increase the social self-concept is 

known as social value. Thus, using a Nokia mobile phone would elevate one’s status among 

peers and anyone who sees the consumer using the brand. 

Brand commitment Consumers’ commitment links them to the marketing organization, 

and it is ‘the act of maintaining a relationship with a commercial partner’ (Gordon 2003). If a 

customer is committed towards a brand, it can be safely presumed that the customer is brand 

loyal, will frequently purchase the brand, and has a favourable attitude towards the brand. 

~ Commitment can be built by building brand communities online or by forming clubs. For 

_. example, Exhibit:7.7 tells us that Hero Honda formed the Lady Rider Club to build consumer 

commitment towards the brand. 
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Thus, to build long-term customer loyalty and derive advantages of the same, marketers need 

to build their marketing strategies focused around the above parameters. 

SUMMARY 

Consumers are the focal point of all the marketing activities. 

Marketers need to know how the consumers behave, so as 

to target them with such strategy, which is bound to have 

the maximum influence. The perception of the consumers 

towards the brand is important as consumers evaluate the 

brand both in term of the functional (utilitarian) and the 

symbolic (expressive) aspects. The changing demographic 

trends and lifestyles of consumers is important as is the 

rising household income, consciousness towards brands, 

spending habits and behaviours, etc., all of which influence 

consumption and purchase behaviour. 

Consumer behaviour is very complex and is influenced 

by a number of factors. An understanding of these factors 

act in-depth as a guiding force for the marketers and helps 

them in better influencing the consumers’ behaviour. Since 

KEY TERMS 

Attitude It is the way a consumer behaves towards a 

product, brand, etc. 

Beliefs These are the understandings and opinions of 

consumers about a product, brand, retail outlet, etc. 

Commercial sources This includes advertisements, 

dealers, salespeople, etc. 

Consumerbehaviour _ tis the behaviour that consumers 

display in searching for, purchasing, using, evaluating, 

and disposing of products and services that they expect 

will satisfy their needs. 

Culturalenvironment The cultural environment is made 

up of culture and sub-culture, as well as social class, which in 

turn includes reference groups, family roles, and status. 

Culture This is the sum total of learned beliefs, values, 

and customs, which serve to regulate consumer behaviour 

of the members of a particular society. 

Input These are all the external factors that influence 

a consumer’s purchase decision, including the marketing 

efforts of the firms or the socio-cultural influences. 

the global consumer force, marketers need to understand 

that this is a segment from which they can target profitably, 

provided they develop an understanding of the behaviour 

of the consumers. 

The way in which a brand impacts this consumer 

purchase behaviour is of paramount importance in branding 

strategy success and has been studied through the input, 

process and output purchase stages of consumer buying. 

The chapter concludes with a discussion on brand 

loyalty and the factors that influence brand loyalty in 

consumers for example brand trust, family ties, involvement, 

commitment, childhood associations, etc. Marketers need 

to be aware of these factors so that they can successfully 

retain customers and convert them into loyal customers 

for increasing the profitability of the firm. 

Objective reality Objective reality is whatever remains 

true whether you believe it or not. 

Online sources This includes all the sources available 

on the Internet. 

Output This is related to the action the consumer is 

going to take based on the input and the process stages. 

Personal sources — This includes family, friends, peers, 

neighbours, etc. as a source of information. 

Personality It is the inner quality, character, persona, 

and mannerisms that determine an individual's response 

to their environment. 

Phenomenological studies Phenomenological studies 

relate to the study of a phenomenon, i.e., it studies the 

meaning of appearances rather than reality. 

Process This deals with the thought processes of the 

consumers and how they decide what to buy. 

Public sources This includes reviews, editorials, seeking 
information from consumer rating organizations, etc. 



Social class Consumers (individuals and/or families) in 
a society can be segmented on the basis of wealth, status, 
lifestyle, education, economic status, reference group, 
and family roles. 

Sub-culture This includes members who tend to 

possess beliefs, values, and customs that set them apart 

from other members of the same society. 

EXERCISES 

Concept Review Questions 

1. What is consumer purchase behaviour? Why do we 

need to study it with reference to branding? 

2. How does branding impact the behaviour of 

consumers? 

3. Delineate any three factors influencing the process 

stage of the purchase decision-making process. 

Which according to you is the most important factor 

for branding strategy and why? 

4. Discuss any three factors that influence the consumer 

purchase decision-making process. 

5. What is brand loyalty? What are the factors impacting 

consumers’ brand loyalty? 

Critical Thinking Questions 

1. Critically evaluate the statement, ‘Branding impacts all 

purchase process stages.’ 

2. Comment on the statement, ‘Brand loyalty only 

impacts the profitability of the firm and there are no 

benefits for the consumers.’ 

3. Does ‘brand gap’ exist? With the help of an example, 

discuss the existence or absence of a ‘brand gap’. 
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CASE STUDY 1 

Consumer Behaviour towards Cold Drinks Brands 

The McKinsey 2007 report forecasts that the aggregate 

consumption of cold drinks in India will grow to 34 trillion by 

2015 and to 70 trillion by 2025. This soaring consumption 

will vault India into the premier league among the world’s 

consumer markets. The consumer market in India which 

stood in the twelfth position in 2007 will be almost as large 

as Italy's market by 2015 and by 2025, India’s market will be 

the fifth largest in the world. This vast pool of consumers 

is bound to attract business leaders, as they scan for 

opportunities over the coming decade. To cash in on this 

lucrative position and to be successful, knowledge of consumer 

behaviour is going to play an extremely critical role. 

To back this prediction, the Indian fast moving consumer 

goods (FMCG) sector has shown growth even during the 

period of economic slowdown following the sub-prime 

crisis. (refer to Table 7.1 for breakup of FMCG industry) 

This sector is estimated at €120,000 crore or US$25 billion 

and is growing at a compound annual growth rate (CAGR) 

of 12 per cent and is expected to reach %206,000 crore 

or US$43 billion by 2013, and $355,000 crore or US$74 

billion by 2018. 

Table 7.1 FMCG industry breakup 

Category Share (%) 

Food and beverages Rn 

Personal care 20 

Tobacco 15 

Household care 10 

gees! Stes 2 
Source: FICCI Technopak 2009, FMCG Sector: The Road Ahead, 

FICCI Technopak. 

It is observed that unlike other consumption categories 

that are dominated by urban growth, personal non- 

durables will see a strong growth in both the rural and 

urban areas. The total urban market will grow tenfold, 

to almost 1000 billion Indian rupees by 2025. The rural 

consumption will also grow significantly, adding 700 billion 

rupees of spending over the next twenty years. It is felt 

that with rising incomes and increasing exposure, rural 

consumers will shift from traditional solutions to higher- 

value packaged goods, giving a boost to the rural market 

growth (Business World 2008). 

Soft drinks 

The soft drinks market size in India stands at €8500 crore. 

As the mercury soars, the cold drinks market also heats up. 

All the major players come out with a number of strategies, 

be it advertising, promotion, channel.management, or 

launching new variants. PepsiCo has come out with its 

new ‘Youngistaan ka WOW", Coca-Cola has launched 

Minute Maid Nimbu Fresh and Burn, a premium energy 

drink, and has a number of variants like Minute Maid 

mixed fruit, Minute Maid apple, etc. (Singh, Zachariah, 

and Mukherjee 2010). With so many established brands 

in the market, an unaided brand recall across the family 

life cycle stages helps in identifying the brand that is most 

remembered by consumers. 

The study 

Over the years, the Indian woman has evolved from being 

a homemaker into a working woman, stepping outside the 

home. The literacy rate among women is also increasing. 

Women are having a greater say in decision-making 

at home as well. This segment of Indian women is an 

increasingly important segment for markets to cater to. 

The purchase behaviour of the urban woman in India can 

be categorized according to the family life cycle stages. 

A study was conducted to see if the purchase behaviour 

of women varied according to the family life cycle stages 

across the six life cycle stages like: teenagers or’college 

students, life cycle (LC) stage 1; young women, unmarried, 
working, or non-working, LC stage 2; young married 
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women, without children, LC stage 3; married women with —_ asked to list the top three cold drink brands that came to 
young children, up to 13 years of age, LC stage 4; married _their mind. The weighted average was then calculated for 
women with grown-up children, above 13 years ofage,LC — each brand and summed for all the respondents in each 
Stage 5; married women, empty nest, LC stage 6. Urban _life cycle stage. The results are highlighted in Tables 7.2 

women from Delhi and the National Capital Region were —_ and 7.3 and Figure 7.4. 

Table 7.2 Brand preferences—Cold drinks 

Brands LC1 LC2 LC3 LC4 LG5 LC6 Aggregate 

7 Up 0.98 1.98 2.15 1.81 1.32 1.49 9.73 

Mirinda — 1.81 pa 0.16 1.65 1.81 131 9.04 

Fanta 2.31 4.27 3:01 1.64 8.11 25 21.79 

Limca 4.61 6.42 5.27 5.91 4.59 5.27 32.07 

Dew 2.48 4.14 13 2.8 3.28 0.81 14.81 

Sprite 2.79 6.08 3.44 4.29 8.06 1.63 26.29 

Thums Up 1.96 4.47 at2 41 3.95 4.46 22.06 

Pepsi 14.77 11.77 14.59 14.24 9.95 14.24 79.56 

Maaza 1.49 2.14 2.29 2.48 ZA3 0.99 11.52 

Coca-Cola 13.72 8.57 13.07 14.08 12.26 12.25 73.95 

Table 7.3. Anova—Single factor—Cold drinks 

Groups Count Sum Average Variance 

7 Up 6 9.73 1.621667 0.192617 

Mirinda 6 9.04 1.506667 — 0.537227 

Fanta 6 21.79 3.631667 5.695057 

Limca 6 32.07 5.345 0.51927 

Dew 6 14.81 2.468333 1.535697 

Sprite 6 26.29 4.381667 5.482937 

Thums Up 6 22.06 3.676667 —- 0.950747 

Pepsi 6 79.56 13.26 3.8292 

Maaza 6 11.52 1.92 0.31856 

Coca-Cola 6 73.95 12.325 3,93819 

ina oe Ms F P-value F-crit 

een groups «993.11 «—s(i‘ :S*«N0L3MST «= A7_OT7AQ —«1.58GTBE-21 2.073349 

Within groups 114.9975 50 2.29995 

Total ‘ 1108.109 59 
a GER) A td Li awe HE 
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LC1-Cold drinks 

Coca-Cola 

Maaza 

Pepsi 

Thums Up ~ Sprite 

LC3-Cold drinks 

Coca-Cola 7Up 

Mirinda 

Maaza Fanta 

Pepsi 

LC5-Cold drinks 

Manoa Coca-Cola 

Pepsi Ai) 

YS 
Limca 

LC2-Cold drinks 

Maaza 

Pepsi Fanta 

Limca 
Thums Up 

Sprite Dew 

LC4-Cold drinks 

Pepsi 

Thums Up 

LC6-Cold drinks 

Coca-Cola 
7 Up 

Mirinda 

Fanta 

Limea 

Dew 

Sprite 

Figure 7.4 Brand preferences across life cycles—Cold drinks 

Conclusion 

With so many brands vying for consumer attention, an 

, 

drinks brand is interesting and enlightening. The results 

have been depicted and some interesting observations 

understanding of the consumer behaviour towards a soft can be made across the life cycle stages. 



Discussion Questions 

1. How is India becoming an attractive destination for 
international brand marketers? 

2. Do you agree with the observation that consumer 

preference shifts across the life cycle stages in the 

same product category? Why or why not? 

Case References 

Business World 2008, The Marketing Whitebook, Business World, 

New Delhi, pp. 229. 

McKinsey 2007, ‘The Bird of Gold—The rise of India’s 

Consumer Marker’, http:/ /www.mckinsey.com/mgi/re- 

ports/pdfs/india_consumer_market/MGI_india_con- 

ELLE ALE GIGI LELEAREA LB OA PLT EAE ARI AE i 
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3. Whatinferences can you draw from the results depicted 

in the case study? 

4. What strategies can you recommend to the cold drink 

marketers in the light of the above discussion? 

sumer_full_report.pdf, accessed on 29 March 2010. 

Singh, Namrata, Reeba Zachariah, and Rupali Mukherjee, 

‘Summer Sale—Cos step up the heat’, Times of India, 

New Delhi, 29 March 2010, p. 21. 

NSM I SIAN PUDONG OS SEA LEST RU HD 

Housing Finance and Brand LIC 

Introduction 

Housing is a basic necessity and an aspiration for many of 

the one billion plus people of India. ‘A burgeoning middle 

class with a high percentage of working age population, 

rapid urbanization and migration to cities and the breakup 

of joint families and the subsequent emergence of nuclear 

families are strong growth drivers for the housing finance 

market. Tax breaks on interest and principal repayment on 

housing loans’ give a further impetus to this sector. The 

demand-supply gap is an estimated 24 million dwelling units. 

Changing consumer trends 

The home loan market has been an important barometer in 

gauging the upward mobility of the middle-class customers. 

The upward mobility has added to the purchasing power. 

The last decade has witnessed a demographic change 

in the borrowers also. Yesteryears borrowers were in the 

late-40s and now the borrowers are in their mid-30s. 

Indian home loan market 

The housing finance companies (HFCs) constitute the 

Indian home loan market. They are ‘overseen by the 

National Housing Bank and commercial banks regulated 

by the Reserve Bank of India.’ The huge demand-supply 

gap has attracted a number of players. The industry has 

clocked a spectacular compounded annual growth rate of 

30 per cent in the period between 2003-04 and 2007-08. 

The housing loan market is one of the most competitive 

in the country. There are a large number of pan-India-and 

local players. 

LIC Housing Finance Limited 

LIC Housing Finance Limited (LICHFL) had been able to 

maintain a strong foothold in the market for over twenty 

years. It is a giant in the home loan segment and has seen 

a 100 per cent increase in approvals of loans for the first 

five months of the fiscal year 2009-2010. The average 

size of the loan has also grown from €12 lakh to £13 lakh. 

The annual disbursement for the financial year 2009-10 

is estimated at £130,000 crore or US$27.10 billion, as 

against the previous year’s 117,000 crore or US$24.40 

billion. LICHFL offers a range of housing loan schemes. 

These include loans to individuals for purchasing new 

houses, repairs, and renovations. To professionals, they 

provide loans for self-owned office premises. Employees 
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Courtesy: Superbrands. 

Aapko salaam 

LIC HOUSING FINANCE LTD. 4 

Image 7.7 LIC Housing Finance ad; also see Plate 8 

of reputed corporate houses can get special schemes. 

For senior citizens a reverse mortgage is also possible. 

Apart from individual consumers, reputed builders and 

developers can also avail loans for residential projects 

and ‘against securitization of rental receivables.’ 

Communicating with the customers 

To reach the customers, LICHFL employed a multimedia 

campaign. TV, radio, print, online, mobile (see Image 7.7), 

and outdoor media were used besides organizing events. 

LICHFL sponsored ‘Blockbuster Budhwar’ programme 

has been running on ‘FM Radio Mirchi for the past 

three years.’ It also has tie-ups with premier property 

exhibitions. 

Brand value 

‘Transparency, trust, and credibility—these qualities are 

synonymous with the LICHEL brand. The organization 

believes in putting the interests of its customers above 

all—a belief that is accepted and shared by more than a 

million satisfied customers.’ The same has been claimed 

in its ad also (see Image 7.8). 
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Aapko salaam 

LIC HOUSING FINANCE LTD. ¥ y 

Courtesy: Superbrands. 

Image 7.8 LIC ad ‘zero hidden cost’; also see Plate 8 

Conclusion Discussion Questions 

1. Discuss the home loan market scenario in India. 

2. Describe the consumer behaviour of the home loan 

customers. 

3. Apply the consumer purchase process model and 

discuss the stages the customers can probably go 

through while ‘purchasing’ a home loan. 

LICHFL is a formidable and well-entrenched player in the 

home loan market. It has understood the customers and 

its advertisements target young achievers who are the 

current home loan borrowers. It has also tried to attract 

them through innovative schemes from ‘hire-purchase 

and re-financing to mortgage and loans against property.’ 

Pe RIAME NANPA DAN NE PIN TUR NEM GANEN PCRS NRA GENRES AYRES RRB 

Case References 

Superbrands 2009, Superbrands—An insight into India’s 

strongest consumer brands Volume III, Superbrands In- 

dia Private Limited, Gurgaon, pp. 126-127. 



Brand Positioning 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

The concept of brand positioning 

Brand values 

Brand positioning statement 

Crafting the positioning strategy 
Guiding principles for positioning 

Repositioning 

ABOUT THE CHAPTER 

Increased global competition and stagnant market conditions have added to the woes of 

organizations and driven home the need to build strong brands (Low and Lamb 2000). To be 

strong, brands must be perceived to have a distinct and favourable identity by the customers. A 

favourable perception of the brand by the target market is found to be strongly associated with 

brand choices and market shares and in turn with profitability (Achenbaum 1972; Buzzell and 

Gale 1987 cited in Ghosh and Chakraborty 2004). Marketers, thus, need to understand how 

to build a favourable perception of the brand among the consumers who constitute the target 

market and constantly strive to make the brand relevant for them over a period of time. 

INTRODUCTION 

Branding is all about building a strong brand that is remembered for all the good reasons 

both by the customers and consumers. However, customer perception is a variable that 

organizations can only hope to influence. Organizations can communicate all the good things 

about a brand, but how consumers will perceive the brand will depend upon a number of 

variables including the customers’ own experience with the brand. The unique place the brand 

occupies in the minds of the customers is called positioning, A brand cannot be successful 
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if it is not well positioned in the minds of the consumers. Positioning a product is therefore 
integral to the success of a brand. Brand perceptions impact business-customer relationships 
in the long term (Fournier 1998) and are therefore of strategic importance (Morris 1999). The 
positioning model that is based on consumer perception is an invaluable tool for portraying 
visually the competitive marketplace and also for its diagnostic capability (Desarbo et al. 2002). 
For successful brand positioning, companies need to primarily influence the perception of 
the consumers, and an organization can use various brand elements to achieve this objective 
(see Exhibit 8.1). 

“SPIER EEE SSI IRS ~ 

Exhibit 8.1 Positioning Starbucks 

The Starbucks story began in 1971 with a single store 

in Seattle as ‘a roaster and retailer of whole bean and 

ground coffee, tea and spices.’ The brand was named 

after the ‘first mate in Herman Melville's ‘Moby Dick’. It 

evoked the romance of the high seas and the seafaring 

tradition of the early coffee traders. The logo was also 

inspired by the sea—featuring a twin-tailed siren from 

Greek mythology’ and Starbucks Coffee was inscribed 

around the siren (see Images 8.1 and 8.2). Over the 

years the logo underwent some changes and the Siren 

was given ‘small and meaningful updates’. However, 

Starbucks Coffee was always a part of the logo. 

As Starbucks celebrates its 40th anniversary, the 

brand has evolved further. It wants to utilize the potential 

of its presence in over 16,000 neighbourhoods across 

50 countries to the fullest. Starbucks will continue to 

retail coffee, but at the same time it wants to widen 

its portfolio to include other products as well. Keeping 

_ this in mind it has retained the siren in the logo, but 

has removed Starbucks Coffee from it (see Images 8.3 

to 8.5). 

This new brand identity will give Starbucks ‘freedom 

and flexibility to explore innovations and new channels 

: of distribution that will keep us in step with current 

customers and build strong connections with new 

customers.’ 

Source: http://www.starbucks.com/blog/looking-forward-to- 
starbucks-next-chapter. 

Image 8.1 Starbucks logo in 1971 

Contd 
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Exhibit 8.1 contd 

2011 1992-Present 

Source; http://(www.starbucks.com/blog/looking-forward-to- Source: http://www.starbucks.com/blog/ 
starbucks-next-chapter looking-forward-to-starbucks-next-chapter 

Image 8.3. The logo from 1992 till the end of Image 8.4 The new logo launched in 2011 

December 2010 

1971 1987 

We start by selling coffee beans in We add handcrafted espresso 
beverages to the menu. Seattle's Pike Place Market. 

1992 2011 

We become a publicly We mark 40 years and begin 
traded company. the next chapter in our history. ap 

428 

3 
Source: http://assets.starbucks.com/assets/Sa106e4 1fe954581999566a4293ced89 jpg. 

Image 8.5 The logos over the years Lee 
F Rue oe il eis bia heh disease ss 
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CONCEPT OF BRAND POSITIONING 

The success or failure of a product depends upon the customers. How the customers perceive 

the product and what they feel about the product is therefore crucial to the success of the 

organization. Brand positioning implies that a brand is positioned in the minds of the customers 
and it is not internal to an organization. Organizations can, through their various marketing 

communications, try and build as well as guide customers towards a particular positioning, It is, 

therefore, important to understand the concept of positioning, For example, Godrej launched 
its Ezee brand for ‘special clothes and delicate garments like woollens, silks, baby clothes, wool 

blends, premium cottons, lingerie, etc. The biggest worries of consumers washing clothes 

with powder and bar detergents were shrinkage and colour fading, Ezee addresses both these 

worries through its unique pH neutral formulation.’ The tagline, ‘Garam kapde rahein naye 
jaise’ (keeps. woollen clothes new) and communicating to consumers about ‘Chaali di Chaati’ 

(saying that woollens shrink from a chest size of 40 to 36 after using the normal detergent, 
but with Ezee the size remains 40) also drove home the positioning for warm clothes 

(see eo 8.6 and 8. V ase 2011; Superbrands, 2009). 
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Courtesy: Superbrands. 

Image 8.7 Ads of Godrej Ezee; also see Plate 9 

Positioning Defined 

In their famous treatise on positioning, gurus Jack Trout and Al Ries (1981) said that positioning 

is the battle for the mind of the consumers. It involves not the product but the minds of the 

people and how the product is ingrained into the minds of the consumers. Various other 

authors have defined positioning over a period of time (Jauhari and Dutta 2009). Kotler (1984) 

defined it as ‘arranging for a product to occupy a clear, distinctive, and desirable place in the 

market, and in the minds of the target consumers.’ This definition, thus, specifies that first 

the brand needs to be distinguished or distinct from other brands in the market and second 

that it needs to occupy a desirable place in the minds of the consumers. That is, the brand is 

only as good as what the customers think about it. As marketers, we need to create top of the 

mind brand recall. This can be achieved when positioning leads to a competitive advantage, 

i.e., the unique position a brand has in the minds of the consumers, tells them how the brand 

is different from the other competing brands in the market. For example, see Exhibit 8.2. 

It takes a look at malt-based health drinks and the major players’ positioning plank. The 
resulting market share has also been given. 

Brand positioning, thus, gives an edge to the brand in a global village cluttered with a 

number of regional, national, and international brands in different product categories. Services 
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The Aditya Birla Group 
Transcending business 
A US$ 30 billion corporation, the Aditya Birla Group is in the League of Fortune 500. It is 
anchored by an extraordinary force of 131,000 employees, belonging to 42 nationalities. The Group 
operates in 28 countries. Over 60 per cent of its revenues flow from its overseas operations. 

Beyond Business - 
The Aditya Birla Group is: = 

m Working in 3,000 villages. Reaching out to 7 million people 
annually through the Aditya Birla Centre for Community | 
Initiatives and Rural Development, spearheaded by 
Mrs. Rajashree Birla 

@ Focusing on: Health Care, Education. Sustainable Livelihood, 
Women Empowerment Projects, Infrastructure and s 
espousing social causes. 

Highlights 2010 

mw Over a million patients treated at 3,000 Medical Camps and 
its 18 hospitals. More than 800 children learnt to smile again 
as they underwent cleft lip surgery. We helped immunise 6 
million children against polio. 

mw Atour 42 Schools across India we provide quality education 
to 45,000 children. Of these 18,000 students receive free 
education. Merit Scholarships are given to an additional 

8,000 children from the interiors. 

m= Our Vocational Training Centres and the Aditya Birla Rural 
Technology Park accord training in sustainable livelihood projects 
to 27,000 people. 

Our 4,000 Self-Help Groups have led to the empowerment 
of 38,000 women. 

Working closely with Habitat for Humanity, we have so far 
built more than 350 houses as part of our community 

outreach programme, besides supporting the building of an 
additional 1,550 houses. 

We are also engaged in creating model villages in rural India. 
We have chosen 300 villages for this transformation - whereby 
in a five year time frame the villages would be self-reliant in 

every aspect, moving out of the “below the poverty line” 
status. So far more than 80 villages in India’s hinterland have 
already reached the level of model villages. 

To embed CSR as a way of life in organizations, we have set 
up the FICCI - Aditya Birla CSR Centre for Excellence, in Delhi. 

In line with our commitment to sustainable development, we 
have partnered the Columbia University in establishing the 
Columbia Global Centre's Earth Institute in Mumbai. 

Transcending the conventional barriers of business because 
we believe it is our duty. 

www.adityabirla.com 

Aditya Birla Group ad (Chapter 4, p. 115) 
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re @) Bank of Baroda 

Internet Banking Phone Banking 

SO HOW DO YOU WANT TO BANK TODAY? 

Bank of Baroda ad—Be online not in line 

(Chapter 7, p. 195) 

Un your special day 
J 

jest Wanna Say... 

Internet Banking: 

Phone Banking: A 
aS Ban 

Internet Banking ~ Bill Pay Phone Banking 

> Chick BK Pa. / > For account specitic information, apply for 

BARODA SO HOW DO YOU WANT TO BANK TODAY? Saeco ant smn next 

Bank of Baroda ad—Bill payment on line 
(Chapter 7, p. 195) 
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Ferd of more stout Everest ange of products 2 ewe everesiomes Com 

Mom's cooking and Everest spices ad (Chapter 7, p. 196) 

India's international Bank 

Bank of Baroda International Debit Card ad 

(Chapter 7, p. 198) 

SHOPPING 
SHOULD ONLY 
BE ABOUT HEAVY BAGS. 
NOT HEAVY HEARTS. 

INTERNATIONAL DEBIT CARD. 
Our Debit Card is accepted at over 32000 thousand VISA Electron ATMs im india, 10 

lacs ATMs worldwide, 3.5 lac merchant outlets in india 

insis'y etomational Sank Because what good is BARODA NEXt, if you cant shop to your heart's conten 

18 1S A FUNNY AGE. etn, senza BARODA NExt 
YOU ARE TOO OLD 
TO ASK FOR MONEY. 

1170+ ATMs | International ATM cum debit card | Withdrawal anytime, anywhere 

AND TOO YOUNG 
TO EARN IT. 

EDUCATION LOAN FOR HIGHER STUDIES. 

ne <t iat Giker lbeipiniiecn ley yel.tet Gave 
, comes a tien ite. when you eed to steed on 

STATE-OF-THE-ART. STRAIGHT FROM THE HEART. your oven feet Taste sweet independence. Spread 

your wengs. And whet good 6 assqnanaxt, 1 « 

can'L be that ground beneath your fret? 
Toil Free No. 1-800-22-4447 | wun bankotbaroda,com 

Bank of Baroda Education Loan ad 
Online toan application | Hassle (tee process | Wide Coverage of courses & wapenses 

koans up zo fis 20-faths | 1% concession in rate of interest to girl students (Chapter if p. 1 98) 
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LIC Housing Finance ad 

(Chapter 7, p. 210) 

LIC HOUSING FINANCE LTD. 
sms ‘lichff to 3636 www.lichousing.com 

‘@ 

Ghar aapne banaya. 
Hum ne sirf saath diya. 

You made up your mind. to have your own address. 

Qur wide ronge of products ony complemented it 

Property sections. estate agents and builders, 
you looked through every little detail 
Our indepth legal ond technical appraisal just odded orsurence, 

Small sacrifices ta big decirions. you made them all 
Our simple and fort processes joit supported them, 

You put everything you had an the line. 

Our zere hidden cost with no fine print ia the 
leest you could expect 

LIC ad ‘zero hidden cost’ i 
(Chapter 1¢ p. 211) sms ‘lichfl to 3636 www lichousng com 
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Exhibit 8.2 Positioning for Malt-based Health Drinks 

Malted food drinks (MFD) account for $2,400 crore of 

the $3,000 crore health drinks segment in India. The 

white malted food drinks dominate the malted food 

drinks category and account for 70 per cent of the 

malted food drinks category. Southern and eastern 

markets, which are milk-scarce, drive the category 

growth, where it acts as a milk substitute. The brown 

drinks account for 30 per cent of the market. The MFD 

market has béen growing at a modest 6-8 per cent, as 

the products are priced high (%138/500gm). For this 

reason, MFD lack mass appeal. Another reason for their 

slow growth is the competition from the new products 

launched on the health platform. Table 8.1 takes a look 

at the major players and their positioning strategies. 
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Table 8.1 Positioning strategies of major players 

_. Company  —— Brand © _Positionedas Adcampaign §—~__—sC Marrketshare 

GSK Consumer Horlicks (1930s) Pleasurable ‘Taller, Stronger, Sharper’ GSK has a 70 per 
Healthcare nourishment to increase cent share in the MFD 

India performance and growth category. Horlicks has 

55 per cent share and 

other brands’ Boost, 
Maltova, Viva have a 
15 per cent share 

Cadbury India  Bournvita(1948) To take onphysicaland Daily dose of energy forthe 15 per cent 
mental challenges mind and body (‘din bhar 

ki tan aur man ki shakti) 

Heinz India Complan (1969) ‘Complete planned food’ ‘I’m a Complan boy, I'm 13 per cent 
for children and adults | aComplan girl’ shifted to 

‘twice as fast’ height gain 
since 2004 

~ Amul Nutramul Highest protein content ‘Every Cup Builds 2 per cent 
(1980s) You Up’ 

Dabur, India Dabur Chyawan Ayurvedic malt food More growth days 
Junior (2009) — drink with 35 ayurvedic 

herbs having properties 
like antioxidant, energy- 
giving and immunity 
building 

organizations can overcome the intangibility characteristic of services by positioning the 

product specifically in the mind of the customers. Specific positioning of services firms will 

lead to an understanding by the customers as to what the brand stands for and what to expect 

from the brand. This is also because once organizations decide on their positioning strategies, 

they need to develop other marketing mixes in line with this strategy (Gupta 2005). 

We can thus summarize that 

1. Positioning is how the brand is unique and relevant for consumers. 

2. It is how the brand is different from other brands in the product category. 
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3. It gives a raison d’étre to customers to buy the product. 

4. For service organizations, positioning also helps overcome the concept of intangibility. 

5. Further, how the firm positions products also acts as a guiding hand in the development 

of the marketing mixes. 

<7 Look at the various Zoozoo ads and see how various services like background music, beauty alerts, etc. have 

b~ been positioned. 

Brand Values 

A brand has to compete at various levels in a given market. The task is to develop a distinctive 

image that leads to a competitive advantage for the brand (see Exhibit 8.3). The characteristics 

of the brand that are highlighted (by the organization while positioning) lead the consumer to 

develop various attributes specific to a particular brand. Over a period of time, as the brands 

evolve and expand across categories, the core brand values help define the five to ten most 

important elements of the brand and what the brand stands for. The core brand values for a 

brand can be mapped by asking customers for ‘their top-of-mind brand associations’. These 

are then grouped into categories, and each category description then acts as a core brand value 

(Keller 2004). For example, Reliance Mutual Fund ‘endeavours to be a trusted wealth creator’ 

and it has been able to do so by becoming India’s number one mutual fund (Superbrands, 

2009) (see Image 8.8). 

leading the way as 

India's No.1 Mutual Fund 

© AUM worth USD 16 billion 

® Investor base over 7,1 million 

®@ India's most trusted 

Mutual Fund Brand 

RELIANCE Mutual Fund 
Anit Dhirubhai Ambani Group 

India's No.1 Mutual Fund 2 

Courtesy: Superbrands. 

Image 8.8 Reliance ad; also see Plate 9 
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Exhibit 8.3 Brand Values of Ashok Leyland 

Ashok Leyland’s brand promise, ‘Engineering your 

tomorrows’ delivers at two levels—the engineering/ 

technology level and the aspirational level. At ‘the 

technology level it promotes the values of safety, 

comfort, economy, and ecology. On the aspirational 

level, it communicates a warm and caring relationship 

with the “your” as singular, i.e., it is meaningful to 

the company name cues the international aspect of 

the brand, while Ashok underlines the custom-built 

relevance of the company to the Indian context. To 

the customer, it is a strong, sturdy reliable and caring 

brand. To the initiated, it is appropriate technology 

that makes economic sense. For all its stakeholders, 

however, it means a lasting relationship built on trust.’ 

(Superbands 2009) each stakeholder in a unique way. The Leyland in 

a 

Positioning Statement 

The company’s positioning can be effectively described to the customers with the help of a 

positioning statement. A positioning statement is ‘the message that communicates the brand 

image to consumers... it conveys to consumers how one firm’s offerings are differentiated 

from a competitors’ and signals how the firm wishes to be seen or perceived. A strong and 

consistent positioning statement is necessary to stand out against competitors and should help 

sharpen and strengthen the brand identity’ (Runyan 2006). The positioning statement elucidates 

what a company is, what it does, and how it is different from competitors. It should be brief 

and more importantly defensible. If it can be copied easily and does not help in differentiating 

the organization from the other players in the category, then it would not give the desired 

positioning. The statement should be ‘a short, compelling declarative sentence that states just 

one benefit, and addresses your target market’s No. 1 problem. It must be unique, believable 

and important, or your target market will ignore you and your product’ (Abinati, n.d.). 

The template of the choice of the positioning statement was authored by Geoffrey Moore 

(cited in The Beaupre Buzz 2003), and is as follows: 

For (target customers) 

Who (have the following problem) 

Our product is a (describe the product or solution) 

That provides (cite the breakthrough capability) 

Unlike (reference competition) 

Our product/solution (describe the key point of competitive differentiation). 

For example, consider the brand positioning statement of Nirula’s, which is given in 

Exhibit 8.4. . 

Thus, we can see that Nirula’s has started with ‘our product is’ followed by ‘for’; ‘that 

provides’; ‘our product/solution’ for their positioning statement. 

A consistent positioning statement, which enables an organization to convey a clear image 

to consumers, helps in building a strong brand identity and in distinguishing the brand from 

competitors (Runyan 2006). Organizations can also develop single-lined positioning statements. 

For example, Dominoes says, ‘Khushiyon ki home delivery’, which means AOS happiness 

to your house, and Thums Up—Taste the thunder’. 
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Exhibit 8.4 Positioning Brand Nirula’s s 

The positioning statement of Nirula’s is: ‘Brand posi- serving the widest variety of Indian and International 

tioning’. food, beverages and desserts, at affordable prices.’ 

Nirula’s is a warm, contemporary, accessible, eating The tagline for Nirula’s is, ‘It's desilicous’ (Nirulas 

place for families including children and young adults, 2010). 

a 
& 

~ See how Idea is using its positioning statement ‘an idea can change your life’ to position itself. See how Idea is 

using its positioning statement ‘an idea can change your life’ to position itself. 

CRAFTING THE POSITIONING STRATEGY 

Strategy is defined as ‘the direction and scope of an organization over the long term, which 

achieves advantage in a changing environment through its configuration of resources and 

competencies with the aim of fulfilling stakeholder expectations’ (Johnson, Scholes, and 

Whittington 2008). Positioning strategy is thus the strategy to position the services in a 

dynamic environment with an aim to fulfil organizational goals. To create successful brands, 

organizations need to choose their positioning strategy carefully. The aim of the brand is to 

create a positive position in the minds of consumers. The consumers should have a clear 

understanding as to what the brand stands for, and the brand should have the maximum recall 

in a particular product category. On an average, the human mind is exposed to hundreds 

of messages in a day, be it on TV, in newspapers, magazines, or even online. The concepts 

of selective attention, selective perception, and selective retention are well-documented. The 

idea is not to create something unique that consumers reject, but to match the emotions and 

feelings, knowledge, and experience of the customers so that it creates a favourable perception 

and makes a lasting impression on them (Ries and Trout 1981). Marketers, therefore, need to 

understand the consumers, their feelings, and emotions, so that they can connect favourably 

with them. An overview of how the positioning strategy can be chosen is given in Figure 8.1. 

Segmentation 

Since the core focus of the concept of marketing is the need and want of the consumer, 

organizations need to develop an understanding of their market first. Secondly, positioning 

as a concept always comes after segmentation and targeting. Thus, first organizations need to 
segment the market. Broadly, organizations can choose either the consumer-based variable, on 
the basis of geographic location, demography or psychographic factors, or the buying situation, 
such as a special occasion when consumers buy the product on the basis of benefits they are 
seeking, their loyalty, etc. Please see Chapter 5 Segmentation, Targeting and Positioning for a 
Services Firm in Services Marketing Operations and Management by Jauhari and Dutta, 2009 when 
the consumers buy the brand. 
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Targeting 

After segmenting the market, an evaluation of the various segments is done, and the segment 
structural attractiveness is studied. Factors such as the nature and number of competitors, 
substitute products, the bargaining power of buyers and suppliers as well as the threat of new 
entrants, company objectives and available resources for the market segment to be serviced 
are identified. 

Segmentation 

e Consumer-based 
e Buying situation-based 

Targeting 
e Evaluate market segment 
¢ Select market segment 

Y 
Identification of brand benefits 

Changing consumer trends Situational analysis 

Internal corporate analysis 
© Current positioning (if repositioning) required 

© External market analysis eit 

saead me © PESTEL mye 
o SWOT . 

Analysis for differentiation possibilities of the brand image _ 
© Points of differentiation 
. Points of parity 

Selecting the strategy 

Source: Adapted from Kumar 2001; Keller 2003; Gupta 2005; Jauhari and Dutta 2009. 

Figure 8.1 Crafting the positioning strategy 

Identification of Brand Benefits 

Marketers need to identify the benefits that the targeted consumers are looking for in a 

particular product category. They need to understand the factors important to the consumers. 

For example, if the consumers are looking for a convenience good (like washing powder, 

soap, etc.), price may be important to them, whereas in a shopping good, the features may be 

more important than the price and the consumer might be willing to spend more for better 

features. Thus, the various brand benefits that can be provided to the consumers in a particular 

category can be identified. The various brand benefits that can be highlighted for refined 

cooking oil are discussed in Exhibit 8.5. 

| sar finsilaairacs aeealine ihc dels Shc die 
ing ts | and benefits in the e 2002 ‘oo ads. — a. iites an ‘ stake (ees 
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Exhibit 8.5 The’ 

The Indian consumers have made a gradual transition 

from using saturated cooking mediums such as 

Vanaspati to using non-saturated refined oils. They 

have also made a transition from loose oil to packaged 

oils. Consumer trends showed a marked change from 

using the medium for mere taste enhancing properties 

to using a cooking medium conspicuous for its health 

properties. The category has, thus, over the years 

worked towards the health platform. Earlier, only two 

major brands, Marico’s Saffola and Unilever’s Flora, 

which has been phased out, were positioned on the 

health platform, but now all major brands have made 

it the cornerstone of their market communication. For 

Saffola, this niche marketing has worked so well that it 

has expanded its portfolio to include salt and functional 

food such as atta for diabetics. 

Sundrop took the proposition as generic—'the 

Healthy Oil for Healthy People’, and thus targeted 

the entire family and not just the elderly people or 

people with heart ailments. Their strategy was mass 

marketing by using preventive care positioning. Not 

to be left behind, Marico launched Saffola Gold at a 

more affordable price of %89 per litre. There was also 

a strong resurgence of local brands, namely Gemini at 

Health’ Platform 

252 per litre, Gold Winner at £50 per litre, Dhara at $48 

per litre, and Crystal Soya at %42 per litre. 

‘This was the time when the premium segment 

began to fade and the economy segment began to 

shine,’ explains Asheesh Sharma, head of marketing, 

Agro Tech Foods, the producer of the Sundrop brand 

of refined oils. ‘To counter their attack, national brands 

began to move away from the curative health platform 

to the generic family health platform.’ 

‘Fortification of cooking oil with vitamins is also a 

very popular tend, especially in Gujarat,’ according to 

Paul Thachil, CEO, dairy and foods, Mother Dairy Fruit 

& Vegetable, the maker of Dhara cooking oil. ‘With 

evolving eating habits, consumers today are well aware 

of food constituents, whether it’s the consumption of 

probiotics, presence of antioxidants, dietary fibres, etc. 

These terms were relatively unheard of a few years 

back, but today, they do find a mention on their monthly 

grocery lists.’ 

The net result was that marketers could introduce 

more variants with differential pricing strategies to appeal 

to a wider range of consumers. ‘No wonder, the overall 

oil industry is witnessing a 6 per cent compounded 

annual growth rate (CAGR), while the branded sector is 

growing at a CAGR of 15-20 per cent’ (Sachdev 2009). 

Consumer Behaviour and Changing Consumer Trends 

These variables are also studied so that brand positioning is realistic and close to what the 
consumers want. Many brands have achieved success by positioning themselves vis-a-vis the 
changing trends. A case in point is the refined cooking oils, which are focusing on the consumer 
trend of health consciousness. For example, Sunflower cooking oil focuses on ‘Healthy Oil 
for Healthy People’. Keeping in mind the consumer trends, the brand benefits that can lead to 
successful positioning are identified. 

Competitor Analysis 

An organization needs to do a competitor analysis to identify the positioning bases of the 
competitors. This helps the organization make an informed decision. The objective is to create 
a unique positioning in the minds of consumers and be different from other players in the 
category. Exhibit 8.5 shows how various players in the cooking oil category used the same 
health platform, but were able to differentiate themselves in the minds of the consumers. 
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Situational Analysis 

The identification of various brand benefits, consumer trends, and competitor analysis needs 
to be matched with the organization’s situational analysis, which comprises the following. 

Internal Corporate Analysis 

The corporate needs to do a reality check as to which of the various brand benefits it can 
provide efficiently and effectively. An analysis of operations, marketing, finance, and human 
resources is done to highlight the strengths and weaknesses of the organization. 

Current Positioning 

This is valid if the organization plans to reposition its brand organizations, over time, feels 

that their positioning is no longer valid and that they need to change to make themselves more 

relevant, current, and exciting for the consumers. Take the case of the Bank of Baroda—one 

of the most prominent banks in the Indian banking industry. The logo of the bank was 

designed in 1908 by Maharaja Sayajirao Gaikwad III. It was blue in-colour and consisted of an 

ear of corn, symbolizing agriculture, a cogwheel, symbolizing industry, and an upraised hand 

blessing the populace stating, “Akshayyam te Bhavishyat?, i.e., Thou shall forever be prosperous. 

Over the years, consumer behaviour changed, liberalization led to a number of players, both 

private and foreign, entering the market and the bank’s market share declined by almost 20 per 

cent. To attract new customers and to cut above the clutter, the bank decided to reposition 

itself. Thus, it designed the new logo of the morning sun, symbolic of change from night to 

day, with five rays, symbolizing the global presence of the bank. The logo was in vermilion 

colour to symbolize loyalty and was positioned at an angle to represent the dynamic nature of 

the bank (see Image 8.9). 

B® da 311m asicl 
Bank of Baroda 
India’s International Bank 

Image 8.9 Logo of Bank of Baroda 

Rahul Dravid was chosen as the brand ambassador to denote trustworthiness, as Dravid 

is trusted for his performance in the cricket matches he plays. The bank initiated many new 

schemes and emphasized ATMs, Internet banking, and credit cards to match foreign bank 

facilities. Eight to eight banking, i.e., from 8 a.m. to 8 p.m., was introduced in 500 branches 

and nine 24-hour human banking branches were also introduced, where people were available 

twenty-four hours. This rebranding exercise led to the bank being named one of the five 

strong public sector banks shortlisted for leading consolidation in the Indian banking industry 

(Rathore 2006; Sagar et al. 2009, Superbrands, 2009). 
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External Market Analysis 

As organizations do not work in isolation, an analysis of the external market situation is 

important. To study the external market, the organization needs to study the various politico- 

legal, economic, social, technological, and environmental factors, PESTE in short, and the 

changing trends related to these in the external environment. A careful study of the PESTEL 

factors leads to the identification of opportunities and threats in the external market, which the 

organization can cash in on in the long run. An understanding of these factors and positioning 

according to these helps the organization stay relevant for the target audience over a longer 

period of time. Based on both internal analysis and external market analysis, the organization 

can then plot the strengths, weaknesses, opportunities, and threats, SWOT, to identify the areas 

they can work on in the future to tap market opportunities. Generally, organizations focus and 

position themselves on the basis of their strengths, keeping in mind the opportunities in the 

external market environment. For example, keeping in mind the economic environment of 

rural settings, Unilever came out with the ‘Shakti’ programme. As part of project ‘Shakti’, 

Unilever dovetailed its corporate social responsibility of empowering women at the bottom 

of the pyramid, which stands for the semi-urban and rural population, into a revenue earning 

model, wherein women acted as distributors of Unilever. This resulted in creating rural 

entrepreneurs, and while the women were able to earn their livelihood, Unilever benefited 

from the sales of its products (Unilever 2010). 

, Analysis of Differentiation Possibilities 

When customers choose a brand of a particular product category, they choose brands towards 

which 

(a) those they have the most favourable attitude; and 

(b) those which provide them product-related benefits (James 2005). 

This signifies that the customers must develop a favourable attitude towards a brand vis- 

a-vis other brands in the same product category, i.e., they must feel that the brand is better 

than other brands. This is called the point of differentiation (POD). A second point signifies 

that the brand must provide product-related benefits, i.e., the brand must be able to perform 

the functions of that particular product category to the hilt. This is called the point of parity 

(POP). According to Kotler and Keller (2005), POP is of two types: 

(a) Category POP—These associations tell customers that the brand belongs to a definite 
product or service category. These associations tell the customers that the product 
performs the necessary functions of a product category. Thus, a mobile phone’s primary 
function is to provide communication apart from the add-on features such as a camera, 
an MP3 player, SMS, music download, etc. 

(b) Competitive POP—These are the ‘associations designed to negate the competitors’ POD’. 
Thus, a brand that provides all the benefits that the competing brands provide and is also 
able to differentiate itself or has unique selling propositions, would be a brand that is in a 
stronger position in the eyes of the customers. : 

POP tells a customer that the brand fits into a particular product category or whether it is 
at pat with its competitors. POD, on the other hand, establishes unique associations for the 
brand and informs the customers how the brand is different or more favourable than the other 
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brands. It is important to note that the POD highlighted should be distinctive and believable 
and should be the one that is relevant to the customers. The various PODs that can be selected 
are highlighted in the section on the guiding principles for positioning, 

Selecting the Strategy 

Out of the various POPs and PODs, the organization can then decide on specific ones to 

represent the brand. These POPs and PODs should be specific to an organization and should 
add value to the brand by building brand equity. For example, in the refrigerator category, 
Kelvinator used ‘the coolest one’ as its positioning statement. The new players could also have 
focused on this aspect, but they realized that the new generation of Indians were extremely 
health conscious and so Samsung used the ‘Bio-Fresh’ technology to position its refrigerator 

saying that it keeps food fresh longer, thus keeping it healthier (Mahim et al. 2009). 

GUIDING PRINCIPLES FOR POSITIONING 

BSS Se 

P 

To create favourable positioning and top-of-the-mind brand recall, brands should be dubbed 

as the best in their product category. It is always easier to recall the best brand in a product 

category, for example, Xerox, IBM, Coke, ete. But it is equally important that the number one 

brand does not explicitly say it is the best, as customers may perceive it negatively and feel that 

the brand is desperate (Sagar, Singh, Agarwal and Gupta 2009). The brand should do a regular 

environmental analysis and change in order to meet the changing needs of the people or to 

overcome competitors’ launches (see Exhibit 8.6). 

Successful brands can also try entering different segments with new brands, also called 

multi-branding. For exampie, ITC retails premium clothing under the brand, Wills Lifestyle 

ExnIDHEE Men's Falmess Cream Marketinindia 
need, more lies the chances of success,” said Sarang Winds of change have been blowing in the men’s 

personal grooming category. Men are now more 
interested in personal grooming, and there is more 

pressure to look good now than in the previous 

generation. The net result is that Indian men are 

athe cs poems ae tine Gentes their 

3 min the last few years we have seen Incians indulging 
oor health, and weliness. The Indian market 

‘now mai enough to accept specialized products 
purposes bates one a mass’ 

Panchal, Executive Director, Customized Research 

Services, The Nielsen Company, South Asia’ (AC 

Nielsen 2007). 

_ Astudy by Gillette reveals that Indian men spend 20 

minutes on an average in front of the mirror, compared 
to the 18 minutes spent by women. Surveys show 

that men are using 30 per cent of the fairness creams 
sold in India (Bhushan 2007). To tap this segment, 

~ Emami launched ‘Fair and Handsome’ in 2005. Fair 
and Handsome was a category creator and its launch — 

was supported by heavy promotion. The theme of the 
company’s advertisements revolved around bringing 

out the fact that a aire number of sen used cae 
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Exhibit 8.8 contd 

fairness creams. Shah Rukh Khan was ropedin asthe catering to the fairness cream market for women, 

brand ambassador and the potential for men’s fairness | however came out with Fair and Lovely Menz Active 

cream was put at 600 crore. Hindustan Lever Limited, fairness cream in 2006. 

now Hindustan Unilever Limited, which was already 

and its economic range of clothing under the brand John Players (Sagar, et. al. 2009). Such 

brand extensions (for more discussion on this see the chapter on brand extension) provide a 

flanking strategy, i.e., providing a range of brands so that consumers have a number of options 

to choose from and do not look for competitors brands, and help the firm target the price 

conscious customers as well. Late entrants should shy away from a me-too strategy and should 

try to differentiate themselves from other players in the category. The different strategies that 

organizations can use to differentiate themselves (Kotler and Keller 2005; Masterson and 

Pickton, Hiremath 2009) are as follows. 

Product 

The product provides the maximum number of variables for differentiation of the brand. This 

differentiation can be the bases of tangible attributes and intangible attributes (Ramaswamy 

and Namakumari 2009). Some of the various possibilities are discussed as below. 

Differentiation on the Basis of Tangible Attributes 

Organizations can choose to concentrate on physical variables to position themselves. Here 

are the various factors that can be considered for product differentiation. 

Product form Product form such as the shape, size, or physical structure can be used to 

differentiate a product. For example, Doy soap targeted towards children was introduced in 

the shape of animals and characters such as King Leo, Fundoo Teddy, etc. (see Image 8.10). 

Product ingredients Organizations can position their offerings on the basis of the 

ingredients in the product. For example, Dabur has a range of brands in the toothpaste 

product category (see Image 8.11), differentiated on the basis of the ingredients used. Babool 

toothpaste is positioned to contain the benefits of the Babul tree (Arabic tree or Acacia 

Arabiaca), Meswak toothpaste is made with the extract of the toothbrush tree (also called 

Miswaak or Salvadore Presica), etc. 

Product attributes The unique attribute of the product can be highlighted to position 
the brand. For example, Dove uses the moisturizing attribute of the soap to position itself. 
DermiCool focuses on the cooling effect of the talc. Appy Fizz highlights the carbonated 
apple juice concept to position itself. 

abd) 
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@ compony information 

@ doy themes 

Woy care” Jo 

C 1 oat without 

veetting & feather. And he Can do it all in a bath 
| 

Luckoe Duckee is the bes 

dive.he ca 

P Calls hin tuckee duckee because it is 

mare - seep for Kids... See a Januer verison of the soap Click Here 

Bathman Kingiee fundeo Teddy PatchEve © Mumbo Jumbo 

Mee ems & conaitions Pcomact us ] 
051 WWF Limite 

Home | Company intormaion | Doy Themes | Doy | Doy Care | Terms & Conditions | Cereact Us 

SOAPS : Luckee Ducky | Fundes Teddy | Mambo Jumbo | King Leo | Bathman | Patcheys | Ate Vers | Greme | Jo 

Source: http:/www.doyworld.com/sitefiles/doy_luckeeducky.htm, accessed on 28 December 2009. 

Image 8.10 Different shapes of soap by Doy 

Meswak Toothpaste 

Herbe: tocthsasts ath gore” 3 
eerct of Maewak pest 

Source: http:/Mwww.dabur.com/Products-Health%20Care-Oral%20Care, accessed on 21 December 2009. 

Image 8.11 Dabur’s range of toothpastes 
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Product functional features This means providing differentiation on the basis of the 

various functions that the product can perform. Most of the mobile companies have introduced 
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Source: http:/www.nokia.co.in/find-products/products, accessed on 21 December 2009. 

Image 8.12 Nokia products 

products on the basis of a number of features such as camera, music player, Internet browser, 

etc. (see Image 8.12). 

Product characteristics and customer benefits Product characteristics and the 

benefits it offers consumers can be used to create differentiation as well. For example, Bajaj 

Auto launched bikes in 220 cc, 125 cc, 135 cc and now 100 cc bikes with digital twin spark 

ignition technology (DTS). Dabur has launched the Uveda skincare range including 2-in-1 

moisturizer (with SPF 8), which helps build moisture from within and also protects the skin 

from damages due to the sun. Reliance Mutual Fund uses the benefits of growth potential and 

tax savings to the customers (Superbrands, 2009) (see Image 8.13). 

a ‘ “See how Idea i is communicating this in its ads. 
EP Also see use of product characteristics in the Zoozoo ads. 

Product use The manner of use of the product can also be employed to position the 

product. Mamy Poko Pants diapers have used this effectively to differentiate their brand. 

Their diapers for babies can be worn like a pant, the waistband and leg gathers are soft and 

stretchable preventing red marks, and they are also easy to take off by tearing both the sides 

of the ‘pants’. 

ee e how ea is communicating this in tas, aude ThA soaes 

Banaee class To get an instant connect for the point of parity, organizations can also 
use the product class to classify themselves and then give their point of differentiation. For 
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Courtesy: Superbrands. 

Image 8.13 Reliance Mutual Fund ad 

example, Nestlé India sells skimmed dahi or yoghurt, dahi and fruit yoghurt in the country. 

In 2007, it launched ‘NesVita’ for healthy digestion (Image 8.14). Amul also launched Amul 

ProLife Probiotic Dahi (Image 8.15). They said the probiotic (POD) dahi (product class) 

contains good bacteria that help in digestion. 

ae Take a look at the Idea 3G ad to see the positioning of services like live TV, video calling, etc. 

LR: ITLL a ee 

Source: http://www.nestle.in/images/nesvita_yoghurt_flash.jpg, accessed on 24 December 2009. 

Image 8.14 Probiotic yogurt from Nestlé Nesvita 
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Source: http://www.amul.com/cooking-probioticdahi.html, accessed on 24 December 2009. 

Image 8.15 Amul ProLife Probiotic Dahi ad by Amul 

Differentiation on the Basis of Intangible Attributes 

Intangible attributes like prestige, status, sentiments, and beliefs can be used to create brand 

differentiations. Raymond has used the emotional theme of, “The Complete Man’ over the 

yeats to position its brand successfully. Raymond Ltd group president and whole time director 

P.K. Bhandari said, “Raymond has always played on the emotional chord in its communication. 

We have always aimed at creating something unique and different, yet relevant to the Raymond 

brand.’ Reid and Taylor differentiate its men’s range of suiting through its distinctive tagline, 

‘Bond with the best’ (Saperbrands, 2009) (see Image 8.16). 

Price-Quality 

This is a positioning approach based on providing quality products at low prices. For example, 

Big Bazaar says, ‘Is se sasta aur accha kahin nahi!’ (see Image 8.17), i.e., nowhere will you find 

stuff cheaper and better than this. 

Symbols 

Symbols are also used to position a brand in the market, for example, the golden arches of 

McDonald’s and the multicoloured apple logo of Apple. Symbols can be very effective if used 

to reflect a desired quality in the brand. For example, there is Airtel’s new symbol to position 
itself (see Case Study 2) and Pillsbury’s Poppin’ Fresh, Pillsbury Doughboy, which reinforces 

the unique relationship between the housewife and the Doughboy. The Doughboy is one of 

the top ten advertising icons in the world. He is ‘over eight inches tall, wears a baker’s costume 

and has the colour and texture of fresh dough. He also comes with expressive blue eyes and a 
mild swagger when he walks and is used to position the chakki fresh atta or dough fresh from 
the mill’ (Superbrands, 2009) (see Image 8.18). 
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Courtesy: Superbrands. 

Image 8.16 Reid and Taylor ad 
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Source: http://bigbazaar.futurebazaar.com/indexBigBazaar.jsp;jsessionid=B45D623D5E0C 1107EBA1BB71FCCDEE03?_requestid= 75657, 

accessed on 26 December 2009. 

Image 8.17 Big Bazaar—Accha and Sasta 

Competition 

Organizations can also position their products against well-entrenched competitors in the 

market. This can be effective, since the image of the competitors in the marketplace can be 

used as a reference point. Coke and Pepsi are usually seen indulging in this type of positioning 

especially to counter each other’s campaigns (see Exhibit 8.7). 

Companies have long used the plank of comparative 

_ advertising to position themselves and overcome the 

POD of the competitors. Earlier, tricky lines that were 
ambiguous enough were used to keep consumers 
guessing. When Coca-Cola bagged the official 

_ sponsorship of the World Cup in 1996, Pepsi came 
_ out with the campaign, ‘Nothing official about it’. ‘Coke 

responded with the ‘Baaki Sab Bakwass’ (all others 

3.7 Comparative Advertising for Successful Positioning 

are nonsense) campaign which mocked PepsiCo’s 

7-Up ads (Brahma 2009). Again, when Pepsi launched — 
its Youngistaan campaign with the ‘Saawariya’ kid, 
Ranbir Kapoor, Deepika Padukone, and Shah Rukh Khan, it 
targeted the youngsters. of the nation. Coke came out 

withthe Jashn ManaLe’ campaign starringHrithik Roshan, 

nes a pinelotiys- came out with direct gues! of 



Exhibit 8.7 contd 

2009). However, when Horlicks blatantly showed the 

Complan brand in a TV commercial and compared how 

Horlicks was a smarter choice, Complan raised an 

issue and took Horlicks to court. Complan launched 

a campaign, wherein it was claimed that children who 

drink Complan regularly grow twice as fast as the other 
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kids since it contains ‘100% milk proteins and 23 vital 

nutrients’. According to Manish Bhatt, VP and ECD, 

Contract Advertising, ‘Comparative advertising, when 

tastefully executed, can be an example of successful 

advertising’ (cited in Anand 2008). 

Personnel 

People can also be used to differentiate the brand in the 

marketplace. The people can be both employees of the 

organizations and customers. These are discussed as below. 

Employees 

Organizations, especially the service orgafiizations for whom 

employees form an integral part of the product or service, 

can also use their employees to differentiate themselves. For 

example, Singapore airlines has long used the flight attendants 

to differentiate themselves. The flight stewardesses are 

commonly referred to as Singapore girls and encapsulate Asian 

values of providing warm, caring, and gentle hospitality. The 

‘Singapore Girl’ is a brand icon in itself (see Image 8.19) and 

in 1994 the famous Madame Tussauds Museum in London 

displayed it as the first commercial figure ever (Roll 2004). 

Pap lamnanerane e280 Basco res a sascege tae 
sey oe by soley en Hostage thors at the top of every page.on emgaporeaie.ccm, 

Source: http:/www.singaporeair.com/saa/index.jsp. 

Image 8.19 The Singapore Girl 
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Courtesy: Superbrands. 

Image 8.18 Pillsbury Doughboy 

Re, Peet 
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Product user 

The product user can also be used to differentiate the brand. For example, Complan was 

first launched by Glaxo, UK during World War II as a ration for soldiers. However, post 

war the brand was positioned as ‘supplementary nutrition for adults in convalescence’. It 

was recommended by doctors and was positioned as ‘a sick man’s source of nutrition’. This 

positioning gave limited success and Glaxo had to review the positioning, because though 

the health drink market was growing, Complan sales were not. Finding the ‘growing child’ 

segment to be a big market, Complan repositioned itself for this market by becoming “a 

complete planned food for children’. However, now Complan has positioned itself as the “only 

health drink that is complete and suits varied occasions and users. Only Complan, with 23 

nutrients, is complete for the body and is targeted towards the child, who is a problem eater’, 

the young executive who is too busy to eat, the grandpa who is too ill to eat, and the young 

housewife who needs the extra nourishment for all the strain she undergoes (Ramaswamy and 

Namakumari 2009). Vodafone has come out with a fresh “Power to You’ brand positioning and 

Yahoo has launched an ad campaign with the tagline, ‘It’s You’ (Ramsay 2009). Femina has 

always positioned itself as the complete and wholesome magazine for women (Superbrands, 

2009) (see Image 8.20). 

Courtesy: Superbrands. 

Image 8.20 Femina magazine for women; also see Plate 10 

Demographics 

Demographic variables, such as gender, age, family, life cycle stage, etc., can be used to position 
brands. For example, Titan launched the Raga collection of wristwatches for women. 

, 

Channel 

The strategy used to distribute the product can also be used to position the services. In 
India, Eureka Forbes was the pioneer in direct marketing for selling its vacuum cleaner and 
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water purifier equipment and used the same to differentiate itself (Superbrands, 2009) 
(see Image 8.21). 

image 

Organizations can formulate a distinct positioning by creating powerful images that strike a 
responsive chord with the target audience. This is generally appropriate for service organizations, 
where the basic product is the same and hence companies can create differentiation on the 
basis of their image (Kotler, Bowen, and Markens 2006). For example, most of the tourist 
destinations on the coast try to create differentiation by portraying the image of the beach, 
sand, clear water, etc., to entice the customers. SOTC, the outbound division of Kuoni Travel 

India private limited, uses the image of fun and its tagline, ‘Expect More’, which adds to 

the anticipation of good times (Superbrands, 2009). The ad promises beaches, scuba diving, 
shopping, etc., in the Philippines (see Image 8.22). 

Laze on the beaches. 

Go scuba diving. 

Shop till you drop. 

Party all night. 

Explore Philippines with SOTC at your own pace. 
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INVISIBLE AND DREADED 
DUST MITES 

Euredean Yoouum Gleaner with 

Desp Cleaning + 

Soll us today Jor a demo end get o tree ialormotive dos mite 

ZZ SOTC's customized holiday to Philippines at just Rs 46,000! 
With additional 2 nights’ stay in Bangkok + Travel Insurance, FREE! 
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Courtesy: Superbrands. Courtesy: Superbrands. 

Image 8.21 Euroclean selling directly _ Image 8.22 Holidays by SOTC; also see Plate 11 

to customers; also see 

Plate 11 
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Customer Care and Service 

Customer care and service can be used for brand differentiation. Domino’s Pizza has used this 

plank by promising the delivery of the ordered pizza within thirty minutes, failing which the 

pizza would be given free. This is of course subject to certain terms and conditions. 

Corporate identity 

Brands that are well-entrenched in the market can also use their corporate identity as a 

positioning basis. Godrej has served the Indian market since 1897 and is currently one of 

India’s most trusted brands. Despite having companies in varied sectors like real estate, FMCG, 

industrial engineering, appliances, furniture, security, and agri-care, it still uses the corporate 

name of Godrej to position itself. Reliance and Tata follow the corporate umbrella branding 

strategy for their products and ITC also uses its corporate brand name to endorse products 

like Fiama di Wills, Kitchens of India (Superbrands, 2009), etc. (see Image 8.23). 

-~ See the Aditya Birla logo at the end of the Idea ad. 

Courtesy: Superbrands. 

Image 8.23 Kitchens of India by ITC; also see Plate 11 

Positioning by Brand Endorsement 

A well-known brand in the market can be used to give backing to a sub-brand. For example, 
when Lakme launched the cosmetic collection—Bridal Sutra—it used the brand name of 
Lakme to endorse it (Hiremath 2009). This concept of endorsement helps organizations 
leverage the new launch in the market by building on the trust and quality of the endorser. 

Positioning Related to Specific Category of Customers , 

A company can target a niche market or a specific category of customers so as to gain their 
attention and earn higher profits. Vicco Vajradanti launched Vicco Vajradanti SE, ice., sugar 
free—a toothpaste for diabetics who preferred a toothpaste without sugar. 
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Usage Occasion and Time 

The usage occasion or the use of the same product for different purposes and situations can 

be used to position the product. For example, when we think of dry skin, Vaseline comes to 

mind immediately and when we think of chapped lips and winter care, Boroplus comes to mind. 

Using Corporate Social Responsibility 

The recent years have witnessed a renewed interest in corporate social responsibility (CSR) 

‘by the corporate world. Consumer research shows that CSR does play a role in ‘consumers’ 

brand and product evaluations over and above economic and rational considerations’ (Klein 

and Dawar 2004; Anselmsson and Johansson 2007). Thus, CSR can also be used in marketing 

communication to influence consumers and favourably position the brand. Aircel is the fifth 

GSM service provider in India, the other four being Bharti, Vodafone, Idea, and BSNL, 

and is targeting a subscriber base of a hundred million by 2012. To build a strong brand 

differentiation, it has come out with the ‘Save the Tiger’ initiative and hopes to influence the 

young audience in India (Singh 2010). Idea Mobile Service Provider has also been using this 

in the form of the ‘What an Idea Sirji’ series. When their ‘walk when you talk’ ad ran into 

troubled waters (Advertising Standards Council of India (ASCI) had slammed the company 

for encouraging potentially unsafe activities), they came out with the commercial on saving 

trees and reducing paper use (Govindassamy 2010). Another successful example is Tata Tea’s 

‘Jaago Re’, i.e., Wake Up campaign, where Tata came out with campaigns to encourage young 

adults to vote and take a stand against social evils like paying bribes (Superbrands, 2009). This 

helped the brand achieve instant leadership (Paul 2010) (see Image 8.24). 

Vote nahin 

kar rahe ho? 
Toh SO rahe no: 

Courtesy: Superbrands. 

Image 8.24 Wakeup campaign of Tata Tea; also see Plate 12 
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REPOSITIONING 

When a brand tries to alter the position it occupies in the mind of customers, it is termed as 

repositioning. There can be a number of reasons for an organization to want to change the 

position its brand occupies in the minds of consumers. Some of them are (Sagar et al. 2009; 

Ramaswamy and Namakumari 2009) as follows. 

Lacking in achieving the desired position An organization’s current positioning 

strategy might not have achieved the desired results, thereby compelling the organization to 

rethink and change its positioning, For example, when Alto was launched by Marut, it was 

positioned as ‘the hottest cat in town’. However this positioning failed to click with the target 

market and Alto was repositioned as a vehicle for ‘young India’ with the “Let’s Go’ campaign. 

To penetrate the market Increased market penetration can be achieved by repositioning 

to increase the usage occasion or to widen the target market. An example is Milkmaid, which 

was launched in the 1960s for use in tea and coffee as a convenient form of milk. The 1980s 

saw Milkmaid sales plateau and the company repositioned Milkmaid as an ingredient for sweets 

and other preparations apart from use in tea and coffee. Recipes were printed on the packaging 

and well-planned advertising campaigns were launched. 

To match consumer preferences Consumer preferences change with time. When 

Margo, which has been in existence since 1920, was launched as a medicinal soap with the 

natural qualities of neem, it was well-received. However, over a period of time, Margo lost its 

appeal due to the onslaught of new beauty soaps and consumers’ preference for the same. The 

recent years have seen herbal soaps and personal care products regaining their favour with the 

masses. Henkel Spic, which bought the brand from Calcutta Chemicals, the original owners, 

consequently gave the brand a facelift and it was repositioned as a regular-use soap, and the 

herbal fragrance was moderated to shed the medicinal image. To appeal to the 20-25 years 

segment of consumers, the core ingredient neem was retained but it was also ensured that the 

soap generated more lather (Shashidhar 2003). 

Crafting the brand as current Brands become obsolete and need to be upgraded to 

make them contemporary and relevant. The section on situation analysis discusses how Bank 

of Baroda had to change its positioning to overcome the outdated and boring bank image to 

an exciting brand with new schemes and modern-day facilities. Another example is Hamam, 
which was initially launched by Tomco in 1931 as a men’s soap and was later repositioned as 
a family soap. In 1994, the product was repositioned as a ‘herbal skincare soap’ that could be 
trusted for skincare. 

Change in market or market conditions Change in the existing market conditions 
or entry into a new market calls for repositioning as well. For example, McDonald’s tried to 
reposition itself as an economic brand by launching the happy price menu and the, ‘Baap ke 
Zamaane ke Daam’, or prices that were charged during the times of your father, campaign. 

To overcome competition A rethink in the positioning can be forced by increasing 
competition in the segment. For example, Philips has been a dominant player in the Indian 
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electronics market for many years. The arrival of Korean players, such as Samsung and LG, 
however, heated up the market for Philips. To overcome the competition, Philips launched 
the ‘Sense and Simplicity’ campaign. They studied that many ‘modern-day gadgets saddle 
consumers with more features than they can handle and functions they will never need’. Thus, 
Philips incorporated the ‘Simplicity Litmus Test’, whereby each product was designed around 
specific user needs, was easy to experience, i.e., was not complex and the features could be 
understood easily, and at the same time was technologically advanced and innovative. 

If an organization manages its brand positioning well by re-positioning and staying current 
then the product life cycle can be extended and the company can generate profitability through 
continued consumer interest and preference. It has been studied that repositioning leads to a 
turnaround and positively impacts the performance of the company (Boyne 2004). 

Repositioning Strategies 

The generic repositioning strategies discuss the following ways by which organizations can 

attempt to reposition themselves: 

(a) Image repositioning 

' (b) Product repositioning 

(c) Intangible repositioning 

(d) Tangible repositioning 

Image repositioning When the same product of an organization is launched again in the 

same market it is termed as repositioning. The idea is to change the image of the organization, 

so that it is perceived favourably by the target audience. When Maruti launched Omni, it was 

positioned as a Multi-Utility-Vehicle (MUV). The car had to face tough competition from 

Matador and Tempo and could not acquire a dominant position in the van market. Maruti then 

repositioned the van as ‘the most spacious family car at the lowest price’, which proved to be 

more advantageous. Another example is Dettol, which was positioned as an antiseptic liquid 

for cuts and bruises. It was then positioned for multiple uses like after-shave purposes, washing 

babies’ clothes, cleaning, etc. This repositioning helped it increase its use and hence its sales. 

Product repositioning ‘Targeting the same market with a different product is called as 

product repositioning. This is done to make the product more relevant and attractive to the 

current target market. Most of the organizations come out with product modifications and 

newer variants to attract customers. For example, automobile companies launching their latest 

models. Hyundai, for instance, launched Santro in India in 1998 and in 2003 the Santro Xing as 

the new improved version of the earlier car with better performance, international design, etc. 

Intangible repositioning When the same product is launched for a different target market, 

it is called as intangible repositioning. For example, Cadbury’s Dairy Milk was earlier targeted 

at children. Saturation of the market made them shift the target to the youth as well with 

the ‘Asli Swaad Zindagi Ka’ or the ‘Real Taste of Life’ campaign. During festive seasons like 

Diwali, Rakhi, and Bhaidooj, it was positioned as a substitute for sweets and as the ideal gift 

for a brother or a sister. Currently, adults are also being targeted with the campaign ‘Meetha 

Hai Khana Aaj Pehli Taarikh Hai’, which means eat something sweet, as today is the first date 

of the month 
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Tangible repositioning When a new product is launched for a different target market, it 

is termed as tangible repositioning, For example, Lifebuoy launched Lifebuoy Plus—the old 

Lifebuoy with a different perfume, liquid Lifebuoy and Lifebuoy Gold—a white coloured 

soap with a different fragrance and even priced higher to tap the market (Ramaswamy and 

Namakumari 2009; Sagar et al. 2009; University of Nottingham 2009). 

To be successful and relevant to consumers, brands need to occupy a favourable position in 

the minds of the consumers. If the positioning does not have the desired effect, organizations 

can attempt to reposition their brands. The end result is to ensure that the brand occupies 

a favourable position in the particular category it operates in. However, the environment is 

dynamic and brands also need to adapt themselves with the changing social, political, economic, 

and technological factors. This calls for repositioning exercises over a period of time. The 

strategy adopted for repositioning can be chosen according to the type of repositioning the 

organization wishes to undertake. 

SUMMARY 

SEES EFS SH MD ES GEES II PI Yel Ll SOARES PU il REET PY OER 

A brand is worth what the consumers think about it, not 

more, not less. To build strong brands, it is therefore 

important for customers to develop positive perceptions 

about the same. This can be done by highlighting the core 

brand values the organization wishes to associate with the 

brand and build consumer perception around the same. 

This is known as positioning. 

A positioning statement can be developed so as to 

inform the customers how the brand is relevant for the 

consumers and the unique characteristic it possesses vis- 

a-vis its competitors. \ 

The positioning strategy gives a step-by-step easy to 

follow process by which organizations can successfully 

position the brand. It starts with segmentation, targeting, 

and the identification of brand benefits. An understanding 

KEY TERMS 

Brand value Brand value helps define the five to ten 

most important elements of the brand and what the brand 

stands for. 

Image repositioning When companies have not 

changed the product but still want to change the manner 

in which the customers perceive them, they go for image 

NRA ERAT ON AM ARE ANOMALOUS a en as 

Re Ses ee ae ane re a tee 

of the changing consumer trends, situational analysis and 

competitor analysis identification of the different points of 

parity and differentiation for the differentiation possibilities 

have been discussed. This helps in the identification of the 

various ways by which the brand can be positioned to gain 

a distinct image from the other players in the market for 

example on the basis of product, price quality, intangible 

attributes, etc. 

For brand longevity, it is imperative that it stays relevant 

over a period of time. Organizations can rejuvenate their 

brands, so that the consumers’ existing positioning is 

changed toanew more favourable association with the brand. 

This can be affected by brand repositioning strategies such 

as image repositioning, product repositioning, tangible 

repositioning and intangible repositioning. 

repositioning to alter the manner in which they are 

perceived as an organization. 

Intangible repositioning When companies want the 
same product to be consumed by a different target market 
they go for intangible repositioning, since the physical 
aspects are the same. 



Positioning statement This elucidates what a company 
is, what it does, and how itis different from its competitors, 
and is used to convey the brand image to the consumers. 
Positioning strategy It is the strategy to position the 

services in a dynamic environment with an aim to fulfil 

organizational goals. 

Positioning Arranging for a product to occupy a clear, 

distinctive, and desirable place in the market, and in the 

minds of the target consumers. 

Product repositioning When companies come out 

with a new product in the same target market, and they 

EXERCISES 

Concept Review Questions 

1. What is positioning? Discuss with the help of 

examples. 

2. How can organizations decide on the positioning 

strategy? 

3. Out of the various options available to position 

brands, which do you think are the four most 

important ones and why? 

4. Discuss the relevance of repositioning brands. 

5. With the help of examples discuss the ways in which 

an organization can reposition a product in the market. 

Critical Thinking Questions 

1. Pick a product category that is dominated by 2-4 

players. Critically discuss the brand positioning 

strategies for these players. 

2. Choose a brand that you feel is not appropriately 

positioned. Delineate the reasons for the same. 
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want the consumers to perceive this as a new product 

which is more relevant and attractive they go for product 

repositioning. 

Repositioning This is the exercise that companies 

adopt to change the position that they currently occupy in 

the minds of consumers to something new and different. 

Tangible repositioning When a new product is 

launched for a different target market, they focus on the 

physical aspects of the product, this is called tangible 

repositioning. 

What strategy can you suggest to gain favourable 

positioning for this brand? 

3. Identify a brand that has been in the marketplace for 

more than two decades. Critically examine its brand 

history. Identify the areas of strengths and weaknesses 

and how you might have built the brand differently. 

Internet Exercises 

1. Visit the website of an organized retail organization. 

Can you identify the target market and the positioning 

strategy? How would you like to reposition the player? 

2. Pick up any two hospitality firms serving the same 

target market. Compare and contrast their online 

branding strategy. 

CD Exercise 

View Max New York Life ads and discuss how the 

company has repositioned itself from “Your Partner for 

Life’ to ‘Karo Zyada ka lIrada’. 
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Positioning Gone Wrong 

Haagen-Dazs probably did not realize that a sign that 
was meant to tempt the Capital's créme de la créme to its 

premium ‘“international-quality” ice-creams would instead 

ate alg gy — Dasgupta 2009 
rctedy 
DP 56S 

Introduction 

Haagen-Dazs ice cream, the super-premium frozen 

dessert segment, opened up its first store in India in 

December 2009. Within a few days, it managed to hurt the 
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sentiments of a number of people, and everybody began 

blogging, tweeting, and discussing about it, and not for 

the right reasons. This case study traces the history of 

Haagen-Dazs and the sequence of events immediately 

after it opened up its first outlet at Select City Walk in 

Saket, Delhi. 

History of Haagen-Dazs 

Haagen-Dazs was the brainchild of Reuben Mattus and 

was launched in the year 1960 in New York. Mattus was 

a young entrepreneur with a passion for quality and a 

vision for creating the finest ice cream. He worked in his 

mother’s ice cream business selling fruit ice and ice cream 

pops from a horse drawn wagon in the bustling streets 

of the Bronx, New York. To produce the finest ice cream 

available, he insisted on using only the finest, purest 

ingredients. The family business prospered throughout 

the 1930s, 40s, and 50s. By 1960, Mattus, supported by 

his wife Rose, decided to form a new company dedicated 

to his ice cream vision. He called his new brand Haagen- 

Dazs, to convey an aura of the old-world traditions and 

craftsmanship to which he remained dedicated. Haagen- 

Dazs initially started out with only three flavours—vanilla, 

chocolate, and coffee. 

The Haagen-Dazs brand quickly developed a loyal 

following. Its early success was created by word of mouth. 

Without the benefit of advertising, the story of an incredibly 

rich and creamy confection spread rapidly. At first, it was 

only available at gourmet shops in New York City, but soon 

the distribution expanded throughout the east coast of the 

US and by 1973 Haagen-Dazs products were enjoyed by 

discerning customers throughout the United States. Then 

in 1976, Mattus’s daughter Doris opened the first Haagen- 

Dazs shop in Brooklyn, New York. It was an immediate 

success, and its popularity led to a rapid expansion of 

Haagen-Dazs shops across the country. 

In 1983 Mattus sold Haagen-Dazs to The Pillsbury 

Company, and since then it has become a global 

phenomenon, available in 50 countries. The careful 

attention to quality was maintained and ice cream lovers 

the world over recognize the unique Haagen-Dazs logo as 

synonymous with the ultimate super-premium ice cream. 

Haagen-Dazs’ constant endeavour to innovate and bring 

new frozen dessert experiences to its customers enabled 

it to be the first to introduce the world to ice cream bars for 

a grown up palate. It introduced Haagen-Dazs® ice cream 

bar line in 1986 and other super premium innovations 

followed, with Frozen Yogurt in 1991 and Sorbet in 1993. 

‘Haagen-Dazs loves Honey Bees’ campaign 

In 2009, the brand came out with a campaign ‘Haagen- 

Dazs loves Honey Bees’ to save the vanishing honeybees 

in North America. The brand won the Cannes PR Lion 

award at the Cannes International advertising festival for 

this campaign. The campaign also ‘received recognition 

with the Gold CLIO title for its strategic communications/ 

public relations at the global CLIO Awards in Las Vegas, 

besides several other awards and a huge response from 

consumers’ (Bhushan 2009). A screenshot of the same 

campaign is given on page 36 (Image 8.25). 

The Indian foray 

They debuted in China in 1996 and have since 

successfully operated eighty stores across twenty cities 

with huge accompanying fanfare, especially among young 

professionals. Haagen-Dazs, armed with the success it 

had in China planned to enter India. They felt that today’s 

India was similar to the Chinese market in 1996 and were 

confident of opening thirty or forty outlets in India. This 

despite the fact that Nestle, which has a long standing in 

India, did not venture to introduce its own super-premium 

global ice-cream brand Mévenpick on account of the limited 

size of the category. Haagen-Dazs ice cream was already 

available in limited select stores, such as Sugar & Spice 

in Delhi and Nature's Basket in Mumbai apart from a few 

5-star hotels. But then, General Mills India Pvt. Ltd signed 

a franchisee deal with RTC restaurants and gave them the 

exclusive rights to Haagen-Dazs. RTC then opened the 

first flagship outlet of Haagen-Dazs at the Select City Walk 

Mall on 10 December 2009 (Bhushan 2009). 

Arindam Haldar, Director, Haagen-Dazs & Business 

Processes, said, ‘Our first flagship outlet in India will 

provide consumers with the opportunity to enjoy Haagen- 

Dazs in a cosmopolitan yet relaxed setting, the perfect 

reflection of Haagen-Dazs’ ‘commitment to innovation, 

natural goodness, and sophistication. The area of this 
outlet is 1400 square feet and we are delighted to serve a 
wide range of tempting ice-creams from Haagen-Dazs— 
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GET INVOLVED 

Imagine a world without honey bees. 

Now imagine that world without tasty pears, . 

luscious raspberries and juicy strawbernes Honey fod 

bees are responsible for pollinating one-third of ail the 

foods we eat, including many of the ingredients that 
define our all-natural ice creams, sorbets, frozen 
yogurt and bars. 

We've created this site because honey bee populations 
are disappearing at an alarming rate, and we want to 

keep these little heroes buzzing. 

We hope you'll join our mission. 

Contact Us 

Source: www.helpthehoneybees.com, accessed on 3 January 2010. 

Press Kit 

Donate Mow! 

Buy @ Carton, Save a Bee 

Plant a Garden 

Terms of Use «  GHDIP, Inc, 

Image 8.25 Haagen-Dazs loves Honey Bees campaign 

Belgian Chocolate, Choc-choc-chip, Coffee, Vanilla, 

Chocolate, Mango Sorbet, Raspberry Sorbet, Strawberries 

Cheese Cake, Summer Berries and Cream, Mango and 

Passion Fruit, Vanilla Caramel Brownie, Cookies and 

Cream, Strawberry, etc., along with different cookies and 

brownies’ (cited in Kumar 2009). 

The campaign and after 

‘A day before the US brand opened its first outlet in a 

south Delhi mall, it put up signboards around the area 

for a “preview for international travellers” with the telling 

rider, “Entry restricted only to holders of international 

passports”, (Dasgupta 2009). 

On 15 December, one of the consumers who visited 

the outlet to taste the ice cream could not entre the store. 

He called up his friend, Rajesh Kalra, to vent his feeling 

and clicked a few photographs on his mobile phone 

and sent it to him. According to Kalra, ‘I couldn't believe 

what | saw. Was | in India, sixty-two years after gaining 

independence, and years after South Africa officially 

ended apartheid? The banners outside the outlet said, 

“Exclusive Preview for International Travellers”. And under 

that, in an even finer print, the real bombshell—“Access 

restricted only to holders of international passports.” Kalra 

posted the photo on his blog and within minutes it had 

gone around the globe, ‘Sorry, Indians not allowed’ ‘stirring 

up a number of protests that left the company red-faced’ 

(Dasgupta 2009). The photo of the controversial sign was 

also pasted on the blog (see Image 8.26). 

Times of India updated the above blog with a post on 

17 December 2009 as under: 

‘Dear readers, 

A director of Haagen-Dazs, Arindam Haldar, called me 

Wednesday evening and wanted to discuss this post and 

the reaction ithas generated from Indians all over the world. 

He tried to explain that their banner, which has resulted in 

such heat, was merely a teaser and that the company can 

never say no to an Indian. He admitted that the company 

may have erred in its choice of words and he was sorry. 
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Source: http://blogs.timesofindia.indiatimes.com/randomaccess/ 

entry/sorry-indians-not-allowed,1 accessed on 2 January 2010. 

Image 8.26 Photo of the controversial Haagen-Dazs 
banner 

When | said | merely did the job of a journalist and that the 

apology should actually be addressed to Indians all over 

the world, and even non-Indians, who have expressed 

disgust at your company’s insensitivity, he said he'd send 

out an apology to the media. While he sounded apologetic 

on the phone and said he was genuinely sorry, | present 

below the ‘apology’ the managing director of the company 

that manages the brand in India sent out. You can decide 

for yourself if this really constitutes an apology. 

Media statement from Mr Anindo Mukherji, Managing 

Director, General Mills India Pvt. Ltd, ‘There have been 

some reports alleging that the recently opened Haagen- 

Dazs shop denied access to Indians. We vehemently and 

categorically deny this. Haagen-Dazs products and our 

Haagen-Dazs shop in India are and will always be for our 

consumers in India. 

The recently opened Haagen-Dazs shop is open to one 

and all, and there’s no question of barring entry to anyone 

on any basis. The preview on Thursday, 10 December had 

a morning media event, which was attended by journalists 

of repute from the Indian media. The same evening we 

had a launch party for our friends and families, less than 

5 per cent of who were foreigners. Also, during the mock 

training days at the shop leading up to 10 December, a lot 

of interest was generated and hundreds of walk-ins were 

given samples of our ice cream. 

The poster in question was part of an initial local store 

communication at a few locations within the same mall 

announcing the opening of the new Haagen-Dazs shop 

in the mall. The message was intended to suggest that 

you can enjoy, for instance, a taste of the French Riviera 

without travelling to France by enjoying Haagen-Dazs. 

Unfortunately, the reference to the international passport 

holder on the poster may have led to a significant 

miscommunication. This was completely unintended and 

we apologize for creating the misimpression that may have - 

hurt our sentiments as Indians’ (Times of India 2009). 

Conclusion 

The year 2009 saw Haagen-Dazs receive accolades 

for its campaign ‘Haagen-Dazs loves Honey Bees’ and 

also criticism for its ‘exclusive preview for international 

travellers’ campaign. The positioning was meant to attract 

the créme de la créme to the super premium ice cream 

joint. Unfortunately, the choice of words was wrong. If 

we believe Brendan Behan, an Irish poet and author 

who is known for his quotable quotes, and consider that 

‘There is no such thing as bad publicity except your own 

obituary’, then it means that all this led to a lot of publicity 

for Haagen-Dazs. 



Discussion Questions 

1. Do you think the choice of words finally worked to 
garner publicity for the company? 

2. Do you agree with the saying that there is no such thing 

as bad publicity? Does it apply to Haagen-Dazs? 
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Airtel—Reinventing the Brand* 

Bharti Enterprises, the Indian behemoth with business 

as varied as telecom, retail, and insurance amongst 

others, began its journey from a small loss-making 

telecom company in the 1990s. The company from the 

very onset has challenged industry wisdom and with a 

deep understanding of the Indian psyche has harnessed 

consumer trends with great panache. Never to be seen 

as a complacent player, it has repeatedly introduced 

innovations that have redefined industry dynamics. It not 

only entered new areas of telecom, broadband, 3G, value 

added services (VAS) in the domestic market, but also 

spread its wings to seek greener pastures abroad. 

Background 

Bharti debuted in the Indian telecom arena through its 

subsidiary Airtel in November 1995. With this entry, Airtel 

became the first company to launch mobile voice services 

when the market comprised one million phones, all fixed 

lines. It was a time when a mobile handset cost as high 

as ~45,000 with call charges. to the tune of €16/minute. 

Logically, the target audience comprised of the elite up- 

market executives and entrepreneurs. Airtel was, thus, 

positioned as an aspirational brand competing more for 

badge value with less focus on the mobile service. The 

lifestyle brand’s logo was black, uppercase in bold letters 

with the baseline stating, ‘The Power to Keep in Touch’. 

This tag line was chosen to make the user feel in control 

and powerful. The decision that the brand should connote 

leadership in all spheres, such as network, innovations, and 

service offerings was taken at the very onset. Moreover, 

this was a time when customers had limited knowledge 

but high curiosity for cellular services. Hence, Airtel had 

to educate the market. It released full and half-page 

print advertisements addressing apprehensions related 

*Dr Swati Singh, Faculty Marketing, Bhavan’s Usha and Lakshmi Mittal Institute of Management, New Delhi. 
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to roaming, coverage areas, and making international 

calls. The success of the campaign provided Airtel with a 

marginal increase in subscriber base taking it up to 0.38 

million (year 1999) in Delhi, its key market (Kumar 2010). 

The company provided the Indian cellular market 

with a number of category firsts, such as opening its first 

showroom ‘Airtel Connect’ in Delhi, where customers 

could buy handsets, get new connections, subscribe to 

VAS, or pay their mobile bills all under the same roof. 

In its endeavour to innovate faster than its competition, 

Bharti added more VAS, such as smart mail, fax, call hold, 

call waiting, etc. The success of the campaign provided 

the Airtel brand, along with its pre-paid card service 

brand ‘Magic’, which was launched in 1999, top-of-the- 

mind recall amongst users, and a leadership position 

in markets of operation. Industry experts attributed this 

to Bharti's phenomenal brand building and positioning 

activities. The initiatives undertaken in the late 1990s won 

Airtel numerous accolades. It was named ‘Best Cellular 

Service’ in the country and won the ‘Techies’ award for four 

consecutive years from 1997 to 2000 (Saxena 2005). 

‘Touch Tomorrow’ 

The new telecom policy of 1999 replaced the license fee by 

a revenue sharing scheme and extended the license period 

from ten to twenty years. This allowed telecom players to 

slash prices and focus on the price sensitive SEC B. Airtel 

was forced yet again to relook at its strategies. A host of 

brand-tracking studies conducted to tap into the consumer 

mindset in early 2000 indicated that the ‘leadership’ 

campaign, in spite of its success, had made the brand 

appear cold, distant, but efficient. The campaign had 

succeeded in attracting the créme de la créme of society, 

but failed to connect with the value conscious customer. 

Another revelation that the study unearthed was that 

family and friends were key influencers in the choice of 

cellular phone services. In order to create stronger bonds 

with existing customers and use the channel of word 

of mouth, it launched the ‘touch tomorrow’ campaign in 

August 2000 with an advertising budget of US$11.5 million 

(Kumar 2010). The commercials featuring cellular users 

surrounded by caring family members not only made the 

brand appear more humane, warm, and approachable, 

but also highlighted the benefits that Airtel as a brand 

could provide. The entire repositioning exercise was 

accompanied by a rebranding initiative, wherein the Airtel 

brand was given a new logo endowed with red, black, and 

white colours with ‘Airtel’ enwrapped in an ellipse. The tag 

line ‘touch tomorrow’ was cleverly placed below the lower 

case typography (see Image 8.27). 

ne TC 
tomorrow 

Source: http:/Awww.icmrindia.org/images/airtel%20touch%20 

tomorrow.JPG, accessed on 21 February 2011. 

Image 8.27 Airtel ‘touch tomorrow’ logo 

While the early advertising by Airtel positioned 

mobile phones as a business-cum-lifestyle tool, the new 

advertising strategy was two-pronged. The more rational 

communication highlighted new offerings like the ‘Magic’ 

prepaid card and the emotional element showed a 

younger target group in an attempt to garner the loyalty 

of the youth. 

With this campaign, the company also shifted focus 

from SEC A to SEC B audiences. The repositioning was 

extended to the length and breadth of the company’s 

network. The company also increased its touch point 

network, i.e., shop in shops located at a number of 

departmental stores and malls. It revamped the Airtel 

connect centres giving them a contemporary look by 

putting into place a host of e-kiosks, fasades, signages, 

and merchandising items. The colour scheme was redone 

in red, white, and black, in line with the new logo, likewise 

a dress code was incorporated to create a soothing, soft, 

yet classy feel. The dress code for men was black trousers 

and white shirt bearing the Airtel logo topped with a red 

tie, while the women wore red tops, black trousers, and 

ivory chiffon scarves. The repositioning strategies stood 



the company in good stead, making it the leader in most 
circles of operation in early 2002. 

‘Live Every Moment’ 

In early 2002, Bharti again took the world by storm by 
embarking on yet another repositioning exercise. The 

decision to exit the ‘touch tomorrow’ and launch the 

‘Live Every Moment’ campaign surprised many. The 

logo underwent a change to appear more symbolic of 

innovation, energy, and friendliness (see Image 8.28). 

18) 
Source: http://2.bp.blogspot.com/_VE87FAggTF8/TOtY0PZmdrl/ 

AAAAAAAAAmQ/omWRFoVcY Ts/s1600/airtel-logo.png. 

Image 8.28 Airtel’s logo that continued up to 2010 

Airtel managed to rope in music maestro A.R. Rahman 

to create the signature tune for the campaign. The tune 

went on to become the most downloaded ring tone in 

India. These brand-building activities were unleashed 

to establish Bharti as a global telecom player and at the 

same time give Airtel a younger international appeal. 

With increased competition in the telecom market 

attributes, such as superior connectivity and clarity 

became generic offerings forcing Airtel to look for a new 

differentiator. It chose to bet on intangible benefits. Hence, 

the two basic emotions of expressing and communicating 

became central to the campaign ‘express yourself’. The 

campaign that was launched in 2003 roped in celebrities 

like Sourav Ganguly, Sachin Tendulkar, Shah Rukh 

Khan, Kareena Kapoor, and Karishma Kapoor. With this 

campaign, Airtel continued its focus on tier 2 and 3 towns 

as well as villages. The ‘Express Yourself campaign 

was replaced by the ‘Baat Karne Se Hi Baat Bantee Hai’ 

campaign in 2010, which highlighted various service 

features like STD, roaming, SMS, night calling, and mobile 

Internet that were more relevant to the youth, the logo, 

_ however, remained the same (see image 8.29). 
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Source: http://4.bp.blogspot.com/_VE87FAggTF8/TOtYzbl8jnI/ 

AAAAAAAAAmM/EqboOsV1MnM/s1600/airtel.jpg. 

Image 8.29 Airtel logo under Express Yourself campaign 

The next level 

In June 2010, Bharti Airtel acquired the African operations 

of the Kuwait based telecom service provider Zain. With 

this acquisition, Airtel’s presence across the globe went 

up to eighteen countries, of which fifteen are African 

nations and the others being Sri Lanka, Seychelles, and 

Bangladesh. This led the company to launch another 

rebranding exercise. The rationale behind the rebranding 

was twofold. As a global player, it needed to undertake 

a mammoth rebranding exercise to provide the brand a 

uniform presence across the countries of operation. At 

the same time, the digitalization wave that has swept the 

Indian market place heralded Airtel’s entry into 3G, social 

media, and e-commerce requiring an altogether new 

positioning. The launch of the new identity also marked 

the 200 million customers’ milestone for Airtel in November 

2010 (Krishnamurthy 2010). The campaign was rolled out 

in all the relevant markets starting November 2010. The 

evolution of the telecom industry, coupled with the brand’s 

expansion, required movement of the brand ‘Airtel’ to the 

next level. 

The new identity 

Work on the campaign began towards the middle of 2010 

when Bharti invited a pitch from the world’s top brand 

specialists. The company shortlisted Brand Union, which 

had previously worked with it in 2005, to design its new 

logo. Brand Union was provided the makeover brief with 

the built-in caution to retain the red colour. The decision 

to retain the red colour came after consumer research 

suggested that the colour was the core to Airtel’s identity 

and held positive connotations in the African subcontinent 

too. Telecom players in Africa had particularly focused 
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on blue, purple, and green colours, therefore, red would 

serve as a Clear-cut differentiator. The company came 

up with over a hundred potential logos which comprised 

permutations and combinations representing air, bubbles, 

etc. (Bhandari and Khicha 2010). Two were finally 

shortlisted and presented before Sunil Mittal, the CMD of 

the Bharti Group. The one he finally selected evolved from 

the Zain logo—a swirl emanating from the solar system 

airtel 
Source: http://www.airtel.in/wps/wem/connect/392ba98044b487778 

923e9bd155 abeed/Airtel_Logo.jpg? MOD=AJPERES&CACHEID= 
392ba98044b487778923e9bd155abeed. 

Image 8.30 The new logo of Airtel 

Since the countries in which the brand is present 

comprise a primarily young population, the new image 

had to be modern, youthful, and bright. The new logo 

is therefore modern, vibrant, and friendly, signalling its 

accessibility to all stakeholders. The lower case lends 

the brand more humility. The red colour that has been 

retained, reiterates the heritage, energy, and passion that 

the brand is famous for. Digging deeper to unearth the 

anatomy of the new logo, we see that the small letters 

represent the informality of the email or the net generation, 

the swoosh lends the logo a touch of class, speed, and 

modernity, while the red colour lends the brand a dash 

of aggression, appeal, and vibrancy. J. Walter Thompson, 

the telecom company’s creative partner, was given the 

responsibility for creating the new positioning for India 

‘Dil jo chahe pass laye’, i.e., get closer to what you love. 

The new signature tune is again by Rahman. In order 

to zero in on the name of the symbol, Bharti relied on 

customer co-creation, wherein it launched a competition 

to name the symbol. About half a dozen entries would 

be shortlisted by an internal team after which the entries 

would be subjected to an online vote. Within a few days 

of the campaign launch, the company received over 7200 

entries (Bhandari and Khicha 2010). The company is of 

the opinion that the new identity will help the brand extend 

beyond telecom and hence will not create any hindrances 

in case Airtel wants to extend into newer and more varied 

services. To ensure complete success of the rebranding 

exercise, Bharti had to make sure that the change was 

implemented across all signages of the company. This 

included all touch points, such as glow signs, drop boxes, 

visiting cards, letterheads, etc. The change of signages 

across all mediums was achieved within a fortnight of the 

rebranding exercise. 

Conclusion 

Rebranding and repositioning exercises are activities 

that require considerable forethought and planning, 

and are clearly not mere whims and fancies of the top 

management. Airtel is one of the few brands that has 

from the onset understood the pulse of its target market 

and proactively changed itself to remain contemporary 

and relevant to its stakeholders. Any change however 

insignificant or mammoth is always accompanied by some 

resistance. Fortunately for Airtel, its previous repositioning 

and rebranding activities have till now managed to 

strengthen the brand. The naysayers will however opine 

that the company should have spent the whopping 300 

crore (Rastogi Assem 2010) on improving customer 

service and decongesting its network rather than on a 

makeover. Others are critical of the choice of colour being 

‘too similar to Vodafone’, and the symbol, which according 

to most, doesn't really mean anything unlike the Vodafone 

logo, which represents a quote or speech blurb. The 

company, however, is confident that it has embarked on 

the right path. The makeover is already being supported by 

changes in processes, systems, as well as in investments 

in information technology to take customer service and 

employee engagement to new heights. How far Airtel will 

be able to deliver on the new found promise, only time will tell. 

Discussion Questions 
1. What triggered the changes in positioning strategies of 

Airtel since the time of its inception? 

2. Airtel spent a phenomenal amount of money in the 

year 2010 to create its new global identity. Do you think 
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Branding and 

the Marketing Programme 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

e Product strategy 

e Pricing strategy 

e Distribution strategy 

ABOUT THE CHAPTER 

A brand that has been successfully built over a period of time draws its equity not only from 

the brand elements and positioning, but also from the marketing strategies and the subsequent 

activities that revolve around it (see Exhibit 9.1). These marketing strategies are related to 

the 4Ps—product, price, place, and promotion—and the first three will be discussed in this 

chapter and the fourth in the next chapter. The impact of these marketing strategies on the 

brand equity of an organization will be the main focus of this chapter. 

_ Paras Pharmaceuticals, makers of a strong set of 
over-the-counter brands, such as Moov, Dermicool, 
_ D’Cold, Krack, Ring Guard, and Setwet, reported 

- revenues of 401.4 crore in the financial year 2010 

~ (Kurian 2010). Moov and D’Cold are both examples 
of niche categories that Paras successfully targeted, 

these categories Anat have org, established 

tor and Gamble. ‘The ais power 
| can be be gauges Py the fact 

‘Exhibit 91 Paras Targets Niches to Create Successful Brands . 

was purchased at a blow-away premium of eight times 

the sale at $3260 crore by none other than the British 

consumer goods giant Reckitt Benckiser. 

Paras Pharmaceuticals in its twenty-five years 

of its existence was able to build strong brands by 

identifying ‘need gaps and creating niche segments 

that larger players had not tapped or categories where 

the leader had not been too vibrant.’ These were then _ 
followed by clever marketing strategies that helped — 

Paras challenge the existing leaders (Kar 2010). 
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BRANDING AND THE MARKETING PROGRAMME—AN INTRODUCTION 

The focus of marketing is the customers, the people who make or break a brand. Marketers 
are doomed when their organization’s product attributes do not better the product features of 
other brands. It is important to note that the purchase decision is influenced by a ‘bundle of 
satisfaction’ offered by the marketers, which includes the convenience of purchase or the place 
aspect, the style of advertising, or the promotion aspect (Kuehn and Day 1962), and the price 
of the product along with the manufacturet’s reputation. Thus, what is important is how the 
customers perceive the whole bundle of satisfaction. Therefore as marketers, while making 
decisions regarding the product, pricing, promotion, and place, we need to keep in mind how 
these are going to impact the brand as a whole. Let us now study these factors and their impact 
on the brand equity of a fitm in the marketplace. 

PRODUCT STRATEGY 

Introduction 

The product that forms the core of all marketing efforts along with its features are the factors 
that majorly impact the purchase decision of consumers (Kuehn and Day 1962). The product 
features form the core of brand equity, and the product decisions should be such that they enhance 
brand image and brand resonance (Keller 2008) (see Exhibit 9.2). The gaps in the product of- 
fering need to be plugged to provide a wholesome experience to the customers (see Exhibit 9.3). 

What Is a Product? 

A product is defined as ‘a tangible object, or an intangible service, or an idea, which a marketer 
has to offer to satisfy the needs and wants of the customers’ (Jauhari and Dutta 2009). The 
product should be built around the needs of the customers and should be able to satisfy them. 
For example, for parents who are worried about the effect that constant TV viewing will have 
on their children’s vision, Sony launched the LX3D television model. This is a super-smart TV, which uses face recognition technology to identify children from adults and judge how far these children are from the TV. The moment the child is too close to the screen it goes fuzzy and remains so until the child moves back to a safe distance. It also senses the fact that the viewer has left the room and switches itself off to save energy (ANI 2010). 

Moov was launched by Paras Pharmaceuticals in 1986 _ reliever and ater as a back-pain reliever targeted at the 

oman of the house. The product took 
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Exhibit 9.3 Product Offerings at Marks & Spencer 

For the first time in 125 years, Marks & Spencer seeks 
to fill the gaps in its product offerings and provide a 

complete weekly shop to the consumers. Sectors that 

are not represented by the retailer's own brands or 

where the retailer has a low market share, such as 

confectionary, alcohol, personal care, pet food, and 

laundry, will be filled with other reputed brands, such 

as Cadbury Wispa, Kellogg's Cheerios, Coca-Cola, 

Pantene, etc. The presence of these ‘essential, must- 

have brands'.at M&S will help in saving the consumers’ 

time by making everything available to them under one 

roof. The filling of the gaps in product offerings will also 

remove a barrier to launching an online food delivery 

service, as the limited size of the product offering and 

logistical challenges involved are the main concerns in 

going online (Quilter 2009). 
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The ‘product’ refers to the physical product, such 

as the Apple iPod or Sony television, or the services 

product, such as banking services, or a mix of both, 

such as a coffee at Café Coffee Day. Products can 

broadly be thought about at three levels. 

Core product This aspect looks at the question— 

‘What does the consumer buy?’ and ‘What is the 

company offering?’ Thus, we first define the ‘core 

problem-solving benefits or services that consumers 

seek’ and then design the product around that. 

Actualproduct Atthenextlevel, marketers develop 

the features of the product, the quality, the design, 

brand name, and the packaging (see Exhibit 9.4). 

Augmented product The augmented product 

is built around the core and the actual product. 

This involves providing additional benefits and 

services to customers, such as delivery and credit 

facility, after-sales service, product support, and 

warranty. For example, one of the reasons for the 

sale of assembled computers being higher than that 

of branded computers is that computers require a 

lot of after-sales service in the form of software 

suppott, as there may be problems of computers not 

functioning due to software dysfunction. Vodafone 

Shaadi.com 

on Vodafone 
sms SHAADI to 111 (toll free) 

A Vodafone Essar Company vodafone 

Courtesy: Superbrands. 

Image 9.1 Vodafone ad; also see Plate 12 

is another example of a brand that has been developing value products at affordable prices 

to empower its customers to ‘go mobile and make the most of the opportunities that come 

their way or even create new ones.’ Customers can use features like SMS, MMS, caller tunes, 

ring tones, wallpapers, voice SMS, alerts, etc. Consumers can also find partners on shaadi.com 

through their mobile (see Image 9.1) (Superbran ds, 2009). 
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Exhibit 9.4 Kohinoor Basmati Rice—The Transition from a Product to a Brand 

Every year, 650 million metric tonnes of rice are 

produced globally. The bulk of this is produced in 

China, Indonesia, Bangladesh, and India. The Basmati 

variety of rice comprises less than one per cent of the 

global production. Basmati is generally preferred by 

consumers over the other varieties, as it elongates a 

100 per cent on cooking without increasing in girth and 

has a rich desirable aroma (Graham 2002). The cost 

differential between Basmati and the other varieties is 

therefore high. 

In 1976, three brothers from Amritsar started 

a venture with a capital of $80. They paid all this 

money to an artist for designing a logo and then 

with the help of a metal sheet transferred the logo 

onto a 35 kg bag of Basmati rice. Thus, a commodity 

Image 9.2 Kohinoor brand of Basmati rice 

was converted into a brand—the Kohinoor brand of 

Basmati Rice (see Image 9.2). 

Kohinoor offers the best Basmati rice ‘from select 

farms, ages it in special containers under strictly 

controlled conditions for between 1-2 years,’ which 

when cooked provides a sweetish, nut-like flavour, anda 

heady aroma. (See Image 9.3.) Kohinoor is recognized 

as the first company to brand a commoditized product 

and also as the first brand to recognize the power of 

celebrity endorsements. The early commercials of 

Sharmila Tagore and the Nawab of Pataudi have a 

high recall value even today. Kohinoor is now a %635- 

crore or $132.30-million empire and has offices globally 

along with two world-class plants in India and two rice 

mills in Dubai and the UK (Superbrands, 2009). 

BASMATI 
RI Cis 
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Exhibit 9.4 contd 
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-{e 1 F ra We 
Seer Kohinoor ees rth FASTE Kohinoor 
ass AUTHENTIC i: QE MW THEN TONY AUTHENTIC 

OF AUTHENTICITY BASMATI RICE BASMATI RICE 

Courtesy: Superbrands. Courtesy: Superbrands. 

Image 9.3 Kohinoor ads wishing Happy Diwali and Happy Onam; also see Plate 12 

LOIN STE 

Consumers purchase a “complex bundle of benefits’ to satisfy their needs and wants. As 

marketers, we need to identify the value drivers for the customers and build our core, actual, 

and augmented product around these to satisfy and delight the customers (Kotler, Armstrong, 

Agnihotri, and Haque 2010). Thus, we need to build a brand with the best of features at all 

levels to enhance brand equity (see Exhibit 9.4). 

Product Strategy and Branding 

Product decisions are made at three levels—‘individual product decisions, product line 

decisions, and product mix decisions’ (Kotler et al. 2010). The product line and product mix 

decisions ate discussed in the chapter on brand strategy, and the individual product decisions, 

which include product features, perceived quality, etc., are discussed here as follows. 

Product features The features of a product should help the brand reach out to its target 

market (see Exhibit 9.5). For example, when Nokia’s market share slipped from 56.2 per cent in 

2008 to 54.1 per cent in 2009 due to ‘strong competition from domestic brands like Micromax, 

Lemon, Karbonn, BlackBerry, and iPhone in the smart-phone segment, it launched a mobile 

phone with a qwerty keypad, email service, and access to social networking sites at ¥5300° 

(The Economic Times, 2010a). 
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Everyone knows that Chyawanprash is good for health, 

but not many take to its spicy and sour taste. Dabur 

rules the chyawanprash market, which is estimated 

at %400 crore with a 65 per cent market share (Singh 

2010). Their regular consumers are in the age-group 

of below 13 years and above 30 years as these groups 

‘need to develop immunity to fight diseases.’ In order 

to target the 13-30 year olds, Dabur launched fruity 

variants of its chyawanprash—mango and orange 

flavours—in November 2010. Emami’s Sona Chandi 

Chyawanprash, with a market share of 7-8 per cent, 

~ was the first to come out with flavoured variants by 

LE EE Le a dla 

, Exhibit 9.5 Fruity Variants for Chyawanprash 

NNER HIN RENNER) 

launching Chocoprash, Chyawanprash that tasted 

like chocolate and could be used as roti and bread 

spread (Singh 2010), in March 2010 (Mukherjee 2010). 

However, it had to be taken off the shelves as people 

could not mix chocolate, which is ‘not seen as healthy 

and which many believe is the cause of tooth decay’, 

with chyawanprash (Singh 2010). Emami is now 

watching the response of the market to Dabur’s fruity 

variants and plans to come out with its own variants 

in the year 2011 if consumer response is good (Singh 

2010). 

Perceived quality An organization can have high technical standards and quality control 

systems in place, but it is the extent to which the product satisfies the wants of the customers 

that is important. In other words, the perceived quality of the product impacts the customers 

and they need to be assured that the product is superior and the workmanship excellent 

(Kuehn and Day 1962). Product quality is a major factor impacting perceived quality (Yu and 

Fang 2009). Branding helps in influencing the perceived quality of the product as has been 

discussed in the chapter on brand equity. Bad product quality also impacts perceived quality and 

results in lowering brand equity (see Exhibit 9.6). It has also been studied that the brand name 

impacts the consumers the most and allows companies to charge a price premium ‘regardless 

of whether they have a quality advantage or not’ (Apelbaum, Gerstner, and Naik 2003). 

Packaging Packaging communicates and advertises, it attracts customers, and at the same 

time communicates information about the brand and the product to them (Pantin-Sohier 

_ Toyota, the world’s largest car manufacturer, suffered 

a major blow in the year 2010, when it recalled 
- 6 million cars in North America, 75,000 vehicles from 
_ China, and 2 million units in Europe approximately. 

__ The reason was that the floor mat trapped accelerator 

pedals caused sudden, unintended acceleration. 

Though this is not the first major recalll in the US auto 
oy (in 2008-08, Ford recalled 14.3 million cars 

pickups worldwide as the tailgates could break without 

warning; in 1996 Ford recalled more than 8 million cars 

to replace the ignition switches), it also saw a sales 

and production halt in North America. Eight models of — 

Toyota Motors including the Camry, which is a best- 

seller, were affected and this has damaged Toyota’s _ 

‘once unshakeable record for safety and reliability.’ 

Source: Adapted from Reuters 2010. 
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2009). Within an organization, packaging has different perspectives for different departments. 
The brand or product manager wants it to effectively protect the quality of the product until 
it reaches the final customers. The sales manager wants it to be attractive so that it fulfils its 
sobriquet of the ‘silent salesman’. The purchase department looks at the pricing aspect, while 
designing the packaging. Packaging has to fulfil a number of functions, such as attracting the 
customer's attention, giving a description of the product, and affecting the sales, since 70 per 

cent of the purchase decisions are made in the stores (Kotler et al. 2010). Packaging influences 

brand equity, both directly as a brand element and indirectly by impacting the brand image. 

The importance of packaging has been discussed in the chapter on brand equity. 

Product support services The support services provided by the organization also help 

in building the brand and contribute to its brand equity. Ashok Leyland, an iconic brand in 

India, has buses carrying around 60 million people every day, which is many times more than 

the people carried by the Indian Railways. More than 50,000 of these vehicles are used by 

the Indian Army alone. One of the reasons for Ashok Leyland achieving a superbrand status 

(Superbrands, 2009) is the product support services it provides (see Exhibit 9.7). 

Customer experience The experience of customers with the product is an important 

factor impacting brand equity and brand recall. Creating memorable experience leads to 

enhanced brand recall and also builds brand demand. These experiences can be created at 

the time of the purchase of the products and services, or the first moment of truth, and also 

after the purchase of the product, especially a tangible product. Customer experiences built 

during the first moment of truth result in high brand equity for repeat buyers, and the product 

quality impacts brand image for first time buyers (Yu and Fang 2009). ‘Aftermarketing’ is the 

trend in marketing that focuses on the marketing activities that occur after the consumers have 

purchased the product. This is done to enhance the consumption experience of the customers, 

also called as the ‘second moment of truth’. The instruction manual or the user manual is an 

example of aftermarketing as are the customer service departments (Keller 2008). 

Conclusion The product is at the heart of all marketing activities and also of brand equity. 

Marketers should choose product features and benefits that the consumers desire and should 

sell the product and provide after-sales services in a manner that forms ‘strong, favourable, 

Exhibit 9.7 Support Services at Ashok mares’) 

5: Ashok Leyland has over six lakh vehicles plying on customers and channel partners. ALWAYS is the 

Indian and foreign roads. To provide customer support + company’snational helpline, which provides emergency 

services, the company has 170 dealership outlets, thirty services and speedy assistance around-the-clock. To i 

sales offices, and a nationwide chain of franchisee — promote good customer services and reward excellent _ 

service centres. Apart from this, its genuine bas pie practices, it created the ‘MITR’ project—‘a nationwide 

are available through more than 1000 outlets. — loyalty programme for 2400 parts retailers and 8200 ) : 

10k aren has alsa didhorg al host of mechanics teopemieaas Zieh . 
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and unique brand associations’ which in turn leads to brand equity in the form of greater 

brand resonance. 

<¥ See Yamaha Motor ads and the three different roles of John Abraham to flaunt the different colours of the FZ 

1” bikes. Also how it has helped the company increase its market share. 

PRICING STRATEGY 

Introduction 

Of the four Ps of marketing, pricing is the most important factor for an organization, since 

the other Ps result in expenses for the organization, and price is the only revenue-generating 

element in the marketing mix. Consumers form their quality judgements about a new product 

either on the basis of the brand name, if the product is a brand extension, or on the basis 

of the price (Taylor 2009). Building strong brands results in a “brand halo’ effect, wherein 

‘perceptions of a brand’s overall attributes affect pricing beyond the effect of the specific 

qualities of a particular product within the brand’ (Betts and Taran 2002). This means that by 

building strong brands, companies can charge a price premium for their products. Prices once 

set and announced to the consumers are very difficult to increase or decrease. Price discounts 

result in a negative effect on the consumer reference prices (Hardesty and Bearden 2003), 

product quality reference (Dark and Chung 2005), and on brand image and brand equity (Yoo, 

Donthu, and Lee cited in Palazon and Delgado 2009). An increase in the prices is equally 

difficult (see Exhibit 9.8), especially during times of recession. In this section, we will explore 

the pricing strategy of an organization in context with branding. 

What Is Pricing? 

In simple terms, price is the amount of money charged for a product or service. Historically, 

price has been a major factor affecting buyer choice. In recent decades, non-price factors have 

BIS Be See 
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gained increasing importance, but price still remains one of the most important factors. A 
number of factors influence the price, and the cost incurred in manufacturing the product 
forms the building-block that determines the final price of the product. This cost incurred is 
a fact but what the company charges for the product is-a policy (Kotler et al. 2010). Pricing 
decisions are based on a number of factors. After settling on a ptice and keeping in mind the 
environmental factors, the competition, and the consumers, organizations can offer discounts 
and various promotional schemes on these prices. Brands that are available globally need to 
be sensitive to pricing issues; otherwise, it will lead to a grey marketing situation, allowing grey 
marketers to source brands from markets where prices are low and sell them in markets where 

prices are high. It has been studied that brands sold in grey markets have lower brand equity 

than authorized goods (Chen 2007). 

Organizations incur certain costs in manufacturing a brand and making it available to 

customers for purchase. On the other hand, customers, in order to consume a brand, go 

through a series of activities to acquire the brand—the effort to go and procure the brand, pay 

the price or cost of the brand, consume it, and then dispose the brand if it is of the durable 

kind or the remnants if it is the non-durable kind. The customers, on consuming a brand, 

form their own perceptions of the value of the brand, and the price paid for it should thus 

be in line with this perception of the value. If the price paid is higher, it will result in a loss of 

sales, as consumers will not purchase or repurchase the brand. On the other hand, if the price 

is lower, it will result in loss of revenue for the organization. This suggests that for marketers, 

the price range starts with the cost incurred in manufacturing the product and ends with 

the customer perception of value (Keller 2008; Kotler et al. 2010). The benefit of building 

strong brands is that this upper ceiling of price can be increased by enhancing customer value. 

Organizations can also offer attractive price points, so as to influence customers to try out and 

consume their brand (see Exhibit 9.9). 

The two main strategies of value-based pricing (Kotler et al. 2010) are as follows. 

Good value pricing This entails offering the right combination of price, quality, and 

service. Customers today are very discerning and perceptive and form their own price and 

quality perceptions. Indian customers are value conscious and are motivated by ‘what they 

get for what they pay. To appease these customers, marketers can launch products at lower 

Exhibit 9.9 The Hew Price Point 

Shampoo has long been available in the sicakes in ___ For PepsiCo India, the %5 price point contributes ‘ 
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such as Idea Cellular, Tata DoCoMo, Airtel, and — 
Vodafone are all offering %5 recharge options. ‘5’ is, 
thus, the ‘magic word for mance across itis 

(Bhushan and Pande edd 
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price points. For example, McDonald’s ‘value menus’ provide products at lower prices. Maruti 

Suzuki is revamping its portfolio and the new variants are cheaper than the outgoing ones. For 

example, the Zen Estilo is %50,000 cheaper than the outgoing model, the new multipurpose 

Eeco is %1 lakh cheaper than the Versa, etc., providing greater value for money (Chauhan 

2010). However, good value does not always mean a low price. Luxury products, though 

expensive, can also spell good value to their target customers. Till recently, in India, products 

were sold at their maximum retail price (MRP) and this concept is fairly new. Good value 

pricing at the retail level can be either of the following, 

Everyday low pricing (EDLP) This strategy entails charging a low price on a daily basis with no 

price discounts. First movers like Subhiksha, pioneered the concept in India for the organized 

retail sector (Ramalingam 2008). MakeMyTrip is another example of an organization that 

focuses on lowest priced travel tickets: and even provides the lowest airfare guarantee. 

Eigh-low pricing _ This strategy allows the marketers to charge a higher price on an everyday 

basis, but offer price promotions on select items at various intervals of time. Heritage foods, 

promoted by Chandrababu Naidu, practises this concept at its ‘Fresh@” stores in Bangalore, 

Chennai, and Hyderabad. It offers deals and discounts on select items. It also offers a ‘bill- 

buster scheme, where customers are rewarded for making purchases above a certain value’ 

_(Ramalingam 2008). 

Value-added pricing To differentiate and to protect themselves from price wars, organizations 
can add value to their product offering. This helps in enhancing customer perception of the 
value and at the same time allows the organization to charge a premium. For example, the 
1500 crore retail packaged water market is highly fragmented, and the smaller players account 
for three-fourths of the market. Bisleri who pioneeted the packaged water industry retails at 
10 for 500 ml, $13 for 1 litre, is also a dominant player in the bulk segment following a “direct- 
to-home and direct-to-institution delivery model.’ Apart from the small players, it also faces 
competition from big players like Coca-Cola’s Kinley and Pepsi Co’s Aquafina. As the margins 
in the retail packaged water market are already wafer-thin, Bisleri has gone premium with the 
launch of ‘Vedica’—a natural mineral water sourced from the Himalayas. Natural mineral 
water accounts for 2-3 per cent of the total packaged water category. Vedica, priced at $20 for 
500 ml and %30 for 1 litre, is available at ‘select outlets including malls, fine dining restaurants, 
hotels, and grocery stores in big cities’ (Bhushan 2009; Franchise Mart 2010). 

Pricing Strategy and Branding 

The pricing strategy impacts the brand image and perceived quality of an organization. 
Consumers generally associate a higher price with higher quality. Brand equity helps in creating 
acceptability of a higher price for a branded good vis-a-vis a commedity. On the other hand, 
psychological pricing, say for instance the use of the 99 price endings, favourably impacts 
both the brand image and the perceived quality (Fortin, Cleland, and Jenkins 2008). The 
organizational brand strategy for pricing can also impact the pricing strategy to be followed 
while launching a new product or service. For example, when India’s Tata and Japan’s NIT 
Docomo entered the GSM space in July 2009, they triggered a churn in the market by ‘offering 
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tariffs at one paisa per second.’ Tata Docomo’s subsequent entry into the 3G spectrum will 
be in line with its earlier pricing strategy. Docomo is averse to giving it a ‘premium’ label like 
the other operators and plans to ‘incentivize’ the 3G usage, so that consumers pay less if 
usage increases. As a special Diwali gift, in 2010, it offered its subscribers in nine circles, the 
opportunity to experience the 3G services for free for seven days (Naidu 2010). 

The pricing strategy over the portfolio of brands can be divided into product line and 
product mix pricing as follows. 

Product line pricing To offer a range of brands at different price points, organizations 

can launch different brands in its product line, which has been discussed in the chapter on 

brand strategy. For example, Suzuki, the Japanese two-wheeler major, offers super bikes at 

different price points of 12.75 lakh for the GSX-R1000 model, %8.5 lakh for the Bansit 

1250S model, and the 12.5 lakh for the Hyabusa and Intruder models in India (PTI 2010). 

Different brands should provide various options according to the different value perceptions 

of customers by offering different features at different prices. Brands with a number of 

variants, sizes, or flavours can add more brands to their basket of offerings at different price 

points which results in the addition of one or more brands to the consideration set of the 

consumers. (Mehta, Rajiv, and Srinivasan 2003). This helps in targeting different customers, 

and brands can be purchased by a larger segment of customers (see Exhibit 9.10). 

Another strategy that organizations can follow is optional product pricing: This is when 

organizations sell optional products that customers can purchase along with the main product. 

These are generally the accessories that go with the main product. Car companies follow this 

strategy by advertising the stripped down variant of the car and then offering additional variants 

with more features at higher prices (Kotler et al. 2010). For example, Ford India launched 

‘Figo’ in India with a price range starting from £3.49 lakh and going up to %4.42 lakh for the 

petrol variant and %4.47 to %5.29 lakh for the diesel variant (The Economic Times, 2010c). 

Product mix pricing The product mix decisions can further be divided on the basis 

of the different brands being manufactured by the organization. Unrelated brands can be 

get more customers and help battle ‘lower footfalls — 

during lunch hours’. ‘Rohan Jetley, Vice-President, 
Marketing and Development, Bistro Hospitality, which 

runs the TGIF chain in India feels that this strategy has _ 
helped them segment the customers. TGIF doesn't — 

fear any dissonance amongst its premium clients with 

such a mass marketing pricing move. “Evenings and — 
dinners are for the premium consumers, while lunch 

___ time is suitable for the cost-conscious consumer’, pad - 

Mr Jetley: panies 2010). 
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priced individually. Related products in the brand portfolio can be priced keeping in mind the 

following strategies. 

Captive product pricing To sell products that can be used with the main product, 

companies use captive product pricing. For example, Hewlett-Packard sells its printers and 

also the ink-cartridges that need to be used with them. Gillette is another example; it sells low- 

priced razors, but the replacement cartridges are priced high. This can be a deterrent when 

consumers will not purchase the product fearing the high recurring cost involved. 

Product bundle pricing When several brands are bundled together and sold at a lower price, 

this is called product bundle pricing. Product and service bundles are strategically used by companies 

to enhance profits through stimulated demand (Sheng, Parker, and Nakamoto 2007). Service firms 

like restaurants offer this by bundling complimentary food items together, for example, McDonald’s 

packages its burgers, french fries, and a soft drink at a ‘combo’ price (Kotler et al. 2010). 

Conclusion 

Pricing is the only marketing mix that brings revenue for an organization. Prices once set are 

difficult to increase and organizations need to be very careful, as pricing also impacts the brand 

image of the organization. Companies can use pricing strategically to bundle their brands and 

drive sales across categories for the organization. The image of the brand can be reinforced 

' through the pricing and should be used strategically to build and cash in on brand equity. 

DISTRIBUTION STRATEGY 

Introduction 

Distribution enables the brand to be present where a customer can purchase it. This includes 

making the brand available from its place of manufacture to the place where the final consumer 

can purchase or consume the brand (in case of a services product). Organizations can sell 

their brands directly to the final consumer or take the help of intermediaries like wholesalers, 

distributors, etc., to reach the final consumer. Organizations can manufacture the best of 

products, promote it well, and price it accurately, but all this will be wasted if it is not available 

where and when the customer needs to purchase it. To make the product available and to 

tap the consumers, KFC, for example, is opening a number of outlets in various convenient 
locations (see Exhibit 9.11). 

What Is Distribution? 

A brand that is not available in a store when the consumer wants to purchase it results in the 
following situations (Corsten and Gruen 2003): 

1. Store switching—consumers can purchase the brand in another store. 
2. Postpone purchase—consumers can postpone their purchase till the time it is available in 

the same store. 
. Lost sale—consumets will not purchase the brand at all, resulting in loss of sale. 

4. Same brand substitution—consumerts can substitute the brand with a different size of the 
same brand or a different type of the same brand, for example, purchasing a 600 ml pack 
instead of the 1-litre pack or vice-versa; purchasing Thums Up instead of Coca-Cola. 

Go 
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Exhibit 9.11 The KFC Brand in India 

Euromonitor, one of the world’s leading independent 

providers of business intelligence on_ industries, 

countries, and consumers, estimates the eating-out 

market in India to be worth $64 billion and that it is 
growing at about 10 per cent a year annually. This 

is constituted by the branded chains, unbranded 

food outlets, mom and pop stores, street food stalls, 

bakeries, etc. Branded chains hardly control 2 per cent 

of the market share. This has motivated KFC to expand 

at a rapid pace and come out with one KFC within a 

3 km radius of every major locality. 

The company has a brand image of a hard-core 

non-vegetarian brand. India is a country densely 

populated by vegetarian consumers, about 35 per 

cent. This 35 per cent is found in the north and west 

of India with Rajasthan and Gujarat having 95 per 

cent plus vegetarian population. Delhi and Punjab 

have about 50 per cent vegetarian population, and 

in the south just 2-3 per cent people are vegetarian. 

The company plans to tweak its menu in the coming 

3-4 years to serve good vegetarian food to the non- 

sensitive vegetarians. At the same time, to reach 

out to these people it plans to increase the number 

of outlets from 74 in 2010 to 500 by 2015 (Varma 

2010). 
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5. Brand switching—consumers can substitute the brand with another brand of another 

organization, for example, buying Pepsi instead of Coca-Cola. 

Of all of the above, it is the lost sale and the brand switching, which are detrimental to 

a brand. The importance of distribution in brand decisions can be gauged by the fact that 

the iconic brand from United Kingdom—Hamleys—major reason for a tie-up with Reliance 

Retail in India was due to their expertise in the supply chain management. According to 

Mr Gudjon, CEO Hamleys, ‘Creating a sustainable supply chain for toys or any other retail 

chain is a major challenge for any organized player here, that is the reason we have a partner 

like Reliance Retail here, who are known for their expertise in this end of retail management’ 

(Vyas 2010b). The various strategies that companies can employ for distribution are as 

follows. 

Intensive distribution When an organization makes its services available through as 

many outlets as possible, it is called intensive distribution. A brand that falls in the FMCG 

category, especially that of convenience products, should follow the intensive distribution 

strategy, since ‘availability of products is the new battleground in the FMCG industry’ (Corsten 

and Gruen 2003). 

Selective distribution When an organization chooses some outlets to distribute its 

brand, it is called selective distribution. Brands that are less frequently purchased and require a 

comparison regarding their features, quality, price, etc. use this type of distribution. 

Exclusive distribution When an organization chooses only limited number of outlets to 

distribute its brand, it is called exclusive distribution. Organizations generally indulge in this 

strategy to create an aura of exclusivity and class around their brands. For example, Christian 

Dior, one of the largest fashion houses in the world opened its first store in Mumbai at the 

Taj Mahal Palace and Towers (Raghavendra 2010). 
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Organizations can also link together their various businesses to make a foray into other 

categories. For example, Tata Chemicals launched a range of pulses branded as i-Shakti Dal. 

See Exhibit 9.12 for further details. 
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Exhibit 9.12 Branded Pulses 

Tata Chemicals has identified ‘pulses as the staple 

facing a chronic shortage, not yet addressed by the 

government.’ The prices of pulses have risen in the last 

few years due to poor supply. The company estimates 

the annual demand for pulses will rise to 34 million 

tonnes by 2030. The packaged staples have seen 

flour, rice, salt, etc., but not pulses. Tata Chemicals 

hopes to overcome this by announcing the launch of 

branded pulses—i-Shakti Dal, which will be used as 

their umbrella food brand (see Image 9.4). 
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base with over 5 million farmers across the country.’ 

They have also launched a ‘public private partnership 

with the government of Tamil Nadu for urad dal and of 

Punjab for moong dal called “Grow more pulses”. They 

also plan to educate farmers to grow more pulses, 

introduce them to the best practices, better seeds, and 

inform them about irrigation. The pilot project in Tamil 

Nadu has 4000-5000 farmers cultivating 5000-7000 

acres of urad dal. Uttar Pradesh, Maharashtra, and 

Karnataka will be supplying toor dal. The pulses will 

be priced between €85-100 per kilo. The distribution 

will be taken care of through the Tata Salt-i-Shakti 

distribution chain, which includes 1.5 million outlets. 

Starting with Tamil Nadu and Maharashtra, i-Shakti will 

reach the rest of India by June 2011 (Kar 2011). 
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Distribution Strategy and Branding 

The distribution of the product has to be in line with its brand image. Thus, for example, a 

diamond jewellery brand like Orra is set to open a number of anchor stores more than double 

the size of its retail outlets. The cost of each store of an average size of 3000 square feet will 

take €15—20 crore to set up. Each such store, a total of five stores being planned in the coming 

three years, will focus on premium customers and the first such store will come up in New 

Delhi’s posh South Extension market (The Economic Times, 2010b). Gucci, with an image of 

producing exclusive designer goods, has one store located in Delhi and Mumbai each; it plans 

to open stores in other metros including Bangalore (PTI 2009). Why does it not plan to open 

other stores in Delhi and Mumbai? The answer is simple, it wants to maintain the ‘exclusive’ 

image of its brand and thus wants to go for an exclusive distribution and not selective or 

intensive distribution, which will dilute its brand image. Companies have also adopted the 

strategy of acquisitions to help them in the distribution of their brands. For example, Coca- 

Cola in 1993 paid $180 crore to Parle to acquire the iconic brand Thums Up, so that it could 

gain ‘access to more than 5 lakh retailers through Parle bottlers’ (Sabharwal 2010). 

Another example of brand building through distribution is the TTK group, makers of 

the Prestige brand of cookware that was founded in 1928 and was initially the distributor of 

pressure cookers imported from the UK. In 1959, TTK set up a production facility for pressure 

cookers in Bangalore, and has since then introduced a host of cookware, mixer-grinders, gas 

stoves, etc., which were distributed through multi-brand dealer networks (see Image 9.5). 

Prestige cashed in on the reality boom by foraying into the modular kitchen segment. This 

helped it transform from a pressure cooker company to a total kitchen solutions provider and 

set up its own exclusive Prestige Smart Kitchen outlets (see Image 9.6). 

It further sensed a measurable shift of the Indian rural market towards branded kitchen 

products (Superbrands, 2009). To reach this vast audience, Prestige formed an alliance with 

HPCL (Hindustan Petroleum Corporation Ltd) ‘for the distribution of Prestige’s products 

through the LPG outlets in the country’ (Superbrands, 2009). 

Bank of Baroda also uses its presence in different states throughout India to distribute its 

services through its network of more than 1950 branches (Superbrands, 2009) (see Image 9.7). 

{restige smart xrrowen oe 

Courtesy: Superbrands. Courtesy: Superbrands. 

Image 9.5 Prestige ad for its pressure cooker Image 9.6 Prestige Smart Kitchen 
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Courtesy: Superbrands. 

Image 9.7 Bank of Baroda’s 1950 and more branches 

India has a mix of unorganized and organized retail in the form of mom-and-pop or kirana 

stores and malls respectively (Misra 2008). The global meltdown and the resultant slowdown 

in the market have forced organizations to take a re-look at their brand portfolio—especially 

in the $20 billion organized retail sector (Mukherjee 2010). Thus, Aditya Birla Retail has closed 

thirty-nine stores of its ‘More Supermarkets’ (Sruthijith 2010); the Future group has decided 

to ‘rejig its operations to just six large formats—Pantaloons, Big Bazaar, Food Bazaar, Central, 

Home Town, and eZone. The smaller formats like Depot, Lee Cooper, Fashion@Big Bazaar, 

Blue Sky, etc., have been merged and will be pursued as shop-in-shop concept rather than 

stand-alone stores’ (Mukherjee 2009). Retailers, through the shop-in-shop concept, reduce 

their costs by 25 per cent and can exploit synergies with other retailers from non-competing 

categories to provide a wider choice to consumers in the same store (Mukherjee 2010). 

Conclusion 

Effective distribution is necessary to make the brand available where the consumers can 

conveniently purchase them. Where the brand is retailed and how it is sold also communicates 

with the customers and has a bearing on the brand image. Organizations, thus, need to 

strategize carefully the distribution aspect of their brands, so that it enhances brand image, 
and ultimately brand equity. 

SUmmon S 

An a romaed marketing concept hag an ae directly or indirectly they impact brand image, and hence 
ing that all the Ps communicate with the customers. Thus, brand equity. In this chapter, we studied how we can 



enhance brand equity through product policies and initia- 

tives. Product decisions regarding product features, per- 

ceived quality, packaging, product support services and 

customer experience all have a bearing on the customers’ 

experience of the brand and therefore influence the brand 

image. This can be further reinforced by selling the product 

at a price that is in line with the brand image. Lifestyle 

brands cannot just adopt price discounts to enhance sales 

without impacting their brand image. Therefore, for the 

long-term growth of the brand, organizations need to be 

very careful. For a portfolio of brands, the pricing strategies 

that can be adopted are product line pricing and product 

mix pricing. Product mix pricing further includes strategies 

like captive product pricing and product bundle pricing. 

ee . 

KEY TERMS 

Brand spiralling Using the traditional media to promote 

and attract consumers to an online website is called brand 

spiralling. 

Captive product pricing To sell products that can 

be used with the main product, companies use captive 

product pricing. 

Convenience products These are products that are 

purchased frequently by the consumers with minimum 

comparison and buying effort. Minimum or no planning is 

required before the purchase of these products. 

E-business It is the use of the digital media or the 

electronic media to reach out and connect with the 

consumers. 

Everyday low pricing (EDLP) EDLP stands for an or- 

ganization charging a low price on a daily basis with no 

further price discounts. 

Exclusive distribution When an organization chooses 

only a limited number of outlets to distribute its brand, it is 

called exclusive distribution. 

Good-value pricing Good value pricing is offering 

brands at the right price and providing quality and service 

accordingly, so that customers get good value for their 

purchases. 
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How and where the brand is being sold also speaks 

volumes for the brand. FMCGs need to be available 

readily, so that consumers can purchase them easily. If 

the product is not available it leads to store-switching, 

postponed purchase, lost sales, brand switching and 

same brand substitution. However, a Nike shoe can afford 

to be present at select outlets in a city and consumers 

will come looking for it. Thus, a company can choose 

between intensive distribution, selective distribution and 

exclusive distribution depending on the kind of product 

it is marketing. The brand, thus, needs to look at all the 

aspects of the product, pricing, and distribution for strong 

brand equity. 

High-low pricing This strategy allows marketers to 

charge a higher price on an everyday basis, but offer price 

promotions on select items at various intervals of time. 

Intensive distribution When an organization makes its 

services available through as many outlets as possible, it 

is called intensive distribution. 

Price Price is the amount of money charged for a 

product or service. 

Product bundle pricing When several brands are 

bundled together and sold at a lower price, it is called 

product bundle pricing. 

Product A product is a tangible object, an intangible 

service, or an idea, which a marketer offers to satisfy the 

needs and wants of customers. 

Selective distribution When an organization chooses 

only some outlets to distribute its brand, it is called 

selective distribution. 

Social networking sites A number of independent 

online communities, such as Facebook, Orkut, etc., which 

have come up and that provide options for customers to 

congregate and exchange information online. 

Value-added pricing To differentiate and to protect 

themselves from price wars, organizations can add value to 

their product offering and then pricing them accordingly. 
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EXERCISES 

Concept Review Questions 

1. Discuss the concept of a product. While deciding 

upon the product strategy, what factors should be 

kept in mind? 

2. Elucidate the type of pricing strategies an organization 

can adopt. Discuss with reference to branding. 

3. Discuss how the distribution strategy of an 

organization impacts its brand image. 

4. Enumerate the various e-business strategies an 

organization can adopt to build a brand. Discuss 

any two strategies an organization should adopt and 

discuss why you think these two are important. 

Critical Thinking Questions 

1. How can we differentiate between a product and a 

brand? Can we transform a product into a brand? 

2. In an age where consumers seek convenience, do 

you think an exclusive distribution strategy is no 

longer valid? 
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CASE STUDY 

Micromax—tThe Indian War Horse* 

Introduction 

The turf war in the Indian handset market has reached a 

pinnacle with the advent of a slew of Indian brands eating 

away at the feet of the behemoths. One such homegrown 

gladiator is Micromax. Understanding the pulse of the 

customer, riding popular trends, making good use of 

government policy changes, and outsourcing judiciously, 

the company has redefined the market place. The Indian 

mobile landscape has been dominated by foreign players, 

such as Nokia, Samsung, LG, Motorola, etc. Micromax is 

amongst the first homegrown thoroughbreds to challenge 

this foreign supremacy. It is presently eyeing the dicey 

second position previously occupied by the likes of Sony 

Ericsson, Motorola, and currently Samsung. Founded by 

Rajesh Aggarwal, the formidable challenger commenced 

its journey in 1991 as a modest distributor of computer 

peripherals for companies such as LG, Sony Inc., Dell 

Corp. (Dharamkumar 2010). Sumit Arora, Rahul Sharma, 

and Vikas Jain came on board in the year 1998. In the 

subsequent year, the company expanded operations to 

include the marketing of telecommunications equipment 

(i.e., making PCO phones for Bharti). The entry into the 

mobile handset market came only in 2007. An important 

development in the macro environment that went in the 

company’s favour was the decision by the Department 

of Telecommunication to ban handsets lacking valid 

international mobile equipment identity (IMEI). This 

stemmed the influx of cheap Chinese phones. At the 

same time, Nokia which had previously dominated the 

mobile handset category also acceded some space 

due to the non-availability of appealing models. Since, 

Micromax initially lacked customer base and did not want 

to challenge the might of the existing players, it chose the 

road less travelled by concentrating on the rural market 

first. Lets us examine how the Indian David challenged the 

supremacy of the colossal Goliaths. 

Designing the product and building the brand 

The company from the very beginning relied heavily on 

consumer insights to develop and market its phones. 

According to company folklore, in the year 2007, while 

on a trip to Behrampur (West Bengal), Rahul Sharma 

chanced upon an Airtel PCO powered by a truck battery. 

The owner of the PCO would haul the battery 12 km on his 
bicycle to an adjacent village for overnight charging and 
return with it the subsequent morning (Philip 2010). When 
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Micromax diversified into mobile handsets, the inspiration 

for its first product was drawn from this very episode. 

The product that culminated from this insight was the X1i 

with a battery capable of lasting thirty days and providing 

seventeen hours of talk time on a single charge: Priced at 

%2249, it was a runaway success in the rural belt. Buoyed 

by the success of the phone, the company aggressively 

set about designing its handset brigade. All its product 

launches have been designed meticulously to cater to a 

specific consumer requirement. Micromax X235 doubled 

as a master remote for TVs or air conditioners; priced at 

%3000, its unique feature was previously unheard of in 

the Indian market. Understanding the consumer’s need to 

carry two mobiles, two SIMs, it launched dual SIM phones 

priced between <£1,999-12,999, the Q7—a dual SIM 

phone came with a QWERTY keypad priced economically 

between £4500-%5000. To cater to rapidly growing social 

networking trends amongst the youth, it launched the 

Q5—a Facebook phone (Ghosh 2010). Endorsed by the 

glamorous Twinkle Khanna, the Swarovski-encrusted 

Bling, priced at %5500, was a fashion statement that 

was lapped up by young girls and women alike. Selling 

35,000 pieces per month, it is the most successful product 

from the Micromax stable. It co-branded with MTV for 

the Micromax MTV X360, which has built-in Yamaha 

amplifiers. Spotting the growing trend of gaming across the 

urban youth, Micromax launched yet another formidable 

gadget, the G4 Gamolution. The primary focus as the 

name suggests is gaming and the star power is provided 

by its brand ambassador, action hero Akshay Kumar. The 

company promoted the set during IPL 3 matches. Just like 

the previous models, the G4 is fully loaded with features 

that include a 4 GB expandable memory, 2-megapixel 

camera, and a web camera. 

Pricing across the portfolio 

The lethal combination of aggressive pricing coupled with 

deadly features across the board has given Micromax's 

competitors sleepless nights. Strategically, therefore, 

the communication from Micromax is bereft of price 

emphasis, focusing primarily on the features. Micromax 

had confined itself to small towns and rural belts in the 

initial 12-18 months of its launch in 2007. It served this 

market by providing a host of handsets priced between 
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%1,800 and $2,400. By pricing models at 30 per cent lower 

than established players and loading its handsets with 

previously unimagined features, Micromax till now has 

been able to achieve margins of 10 per cent. It understood 

very early in the race that the multinational players had 

slightly misunderstood the market. The rural and semi- 

urban markets did not want less for less but aspired to 

get more for less. This gap was plugged by Micromax by 

loading its phones with features, and at the same time 

pricing them equivalent to a ‘basic phone’ from the MNC 

stable. Floored by coloured screens, camera, torches, 

back up, etc., the semi-literate and illiterate market 

took to Micromax with great enthusiasm. The company 

realized that it could not resist the urban charm for long 

and, hence, drafted its expansion plan. For its urban 

expedition, the company launched high-end sets that 

could run.on Google's Android and Microsoft's Windows 

Mobile operating systems and yet not burn the customer's 

pocket. To announce its urban entry, it advertised with a 

vengeance, sponsored Khatron ke Khiladi-3, Asia Cup 

2010, and acquired the title sponsorship rights for the 

11th IIFA Awards held in Sri Lanka during June 2010. To 

increase visibility, the company signed on Akshay Kumar 

as its brand ambassador and sponsored the Bryan Adams 

tour to India in February 2011. 

Distribution and servicing 

The company was well aware that success in the Indian 

market requires a strong brand as well as an efficient 

distribution system. Hence, it went about creating a 

distribution network comprising 34 super distributors, 

450 distributors, and approximately 55,000 retailers 

(Dharmakumar 2010). A difficult task for mobile companies 

had been the payment collection from dealers. Micromax 

was able to overcome this hurdle by offering dealers 

additional margins for making payments in advance. 

Paying upfront for the handsets, prevented the trade 

from overstocking, and at the same time, pressurized the 

dealers to push the Micromax products more aggressively. 

Moreover, Micomax has kept the trade in good spirit by 

giving margins as high as 5 per cent against the 2 per cent 

generally given by established players (Dharmakumar 

2010). Another element of success in the mobile market 

is the post-sales service. Micromax has ramped up its 
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service centres to 450. However, it still has a long way 

to go to take on established players with over 600 plus 

centres (Philip 2010). 

Research and production 

Micromax’s product strategy was carefully devised so 

that it did not fall into the ‘me too’ trap, but ensured that 

despite being priced low each of its offerings had a unique 

proposition. Therefore, the responsibility of designing 

the phones as well as the software was assigned to an 

in-house research team. The company sources chips 

from the likes of MediaTek Inc., Qualcomm Inc., and 

Infineon Technologies AG. It outsources manufacturing 

to companies in Taiwan, South Korea, and China. Unlike 

the larger players, smaller companies like Micromax first 

zero-in on the features desired for a model and then invite 

bids from Chinese companies. The company capable 

of manufacturing the desired model at the desired cost 

is given the contract. This competitive bidding reduces 

the cost of the mobile, and on the other hand allows the 

company to bring forth new models more frequently. 

However, following a phenomenal surge in demand, the 

dynamics that previously existed have undergone achange, 

requiring greater stability and certainty across the supply 

chain. Therefore, Micromax invested 100 crore in setting 

up a manufacturing facility in Baddi, Himachal Pradesh. It 

expects to produce 5,00,000 handsets a month from this 

plant by 2011. The success of Micromax encouraged TA 

Associates, a US-based private equity firm to buy around 

20 per cent stake in the company for approximately €210 

crore in December 2009 (Joseph 2010). 

Global aspirations 

Having created products that appealed to the value- 

conscious customer, it was but logical for Micromax to look 

for similar customers in other countries. It made a foray 

into Nepal, Bangladesh, and Sri Lanka in July 2010. Its 

entry into the Middle Eastern countries like Oman, UAE, 

Kuwait, and Qatar was achieved through a wholly owned 

subsidiary, Micromax Informatics FZE in October 2010. 

The road ahead 

There is a popular saying, ‘Well begun is half done’. 

Micromax, till now has played its cards well. It has sent 

jitters amongst the established players. However, the 

road ahead is full of uncertainty and will require greater 

focus in building brand affinity, through not only quality 

products, but also upgraded software. Supply chains 

will have to be streamlined and success will depend on 

volumes. Besides, there is also the lingering requirement 

of scaling up service centres and bracing for attacks 

from bigger players fighting to regain lost turf. The future, 

thus, depends on the agility and nimble-footedness that 

Micromax displays in understanding and riding future 

developments and trends. 

Discussion Questions 

1. What product strategies has Micromax followed to 

establish itself as a brand in the handset industry? 

2. Discuss the pricing strategies followed by Micromax. Is 

this in line with its branding strategy? 

3. Discuss the various distribution strategies followed by 

Micromax. Is it in line with the brand image created by 

the product and pricing strategies? 

4. What do you think about the various strategies 

followed by the Micromax brand? What can be the 

reason for choosing the specific foreign markets for 

entry? Discuss the implications of the same for the 

brand Micromax? 
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E-branding—Building 

the Brand Online 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

e The concept of e-business 

e E-business strategies 

e Building a brand online 

ABOUT THE CHAPTER 

The recent years have seen the rise of a new media—the Internet. More and more companies 

are now going online to tap a wider audience at a minimal cost (see Exhibit 10.1). The online 

strategy of an organization is, therefore, equally important in building brand equity and cannot 

be ignored in the times to come. The convenience and the 24/7 accessibility of the Internet 

make it an attractive media for both buyers and sellers. Considering the fact that consumers in 

rural India are as gadget-savvy as urban Indians and that half the mobile phones sold in rural 

India are Internet-enabled (Aulakh 2011), the scope of online branding pan-India is huge. 

(RSPR CA SULT a ER O  B eA ease re 

Young consumers today are increasingly becoming e 60 per cent personalize homepages by adding 

‘immune to clichéd prime-time television advertising features like RSS or content feed 

and prefer to spend intimate time with their PCs © 70 percent read blogs regularly 

(personal computers). A study of 475 active online © 67 percent regularly watch videos online 

~_ consumers revealed the following: People are increasingly empowered by their social 

e 91 per cent rely on the web for current news and media and the second-by-second frenzied analysis of 

information ; the relationship status on Facebook profiles is a stark truth.’ 
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Exhibit 10.1 contd 

The social media both excites them and empowers 

them to stay connected with their friends 24/7. This 

makes the Internet the ‘hottest real estate’. Since great 

brands need to ‘continuously engage and connect with 

their consumers, be a part of their conversation, listen 

to them as much as they speak to them’, the Internet is 

the place to be. Many brands are providing the option of 

‘Follow us on Twitter’ or ‘Join us on Facebook’ (marked 

‘a’ on the Image 10.1 ahead). One of the brands to 

log on to this media early on in India was Sunsilk, a 

il aes 

shampoo from Unilever, with its ‘Gang of Girls (GoG)’, 

an exclusive online girls’ community. 

They provide information on hair care, hairstyle, 

latest trends, and fashion reports with information on 

style news, make-up trends, and beauty treatments. 

The makeover machine (marked ‘c’ on Image 10.2) 

allows a mix and match method to create a new look 

before physically experimenting with it. The show 

and share icon (see Image 10.2) allows forums for 

discussions and debates, sharing of ‘fab moments’, 

An. FdbMoments 

playing oath cofers 
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Source: http://www.sunsilkgangofgirls.com/ 

Image 10.1 Icons on Sunsilk Gang of Girls 
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talent parades, etc. Thus, it provides a platform for 

both self-expression and a space for interaction with 

hot discussions and fab moments (marked ‘b’ on the 

Image 10.1 and is that moment when you donned 

your best hairstyle, the most glamorous outfit—your 
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most memorable look). All this makes this online 

community a part of the consumers’ life and allows 

the brand to be a friend that consumers willingly 

interact and communicate with (Sachdev 2010; 

Sunsilk Gang of Girls 2010). 

— 
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The World Wide Web has opened a set of new opportunities for organizations. From the 

traditional brick and mortar firms, we now have click and mortar firms (see Figure 10.1), i.e., 

firms are these days present online besides the physical store that you can actually go visit, for 

example, HP Laptops, Amul, etc. There are also organizations that have a presence only in the 

virtual world, i.e., they ate present only online and do not have physical stores, for example, 

amazon.com. 
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The online media enables firms to reach a wider cross-section of people and attain a 

global audience. Organizations have the opportunity to be present online, do business, service 

customers, and communicate with the target audience effectively and efficiently. With the 

global Internet penetration still at 26.6 per cent and the penetration in India at 7 per cent 

(Internet World Stats 2010), the media is still in its infancy and the opportunity it offers is 

humongous. The availability of content in a number of local languages further promotes the 

adoption of the Internet by consumers. The Internet Corporation for Assigned Names and 

Numbers (ICANN), the global body that sets the standards for the Internet, decided to make 

addresses available in non-Latin scripts as well from 27 October 2009 onwards. This enabled 

non-English speaking Indians to type ‘dot bharat’ (.bharat) in the Devanagari script, while 

accessing popular websites, thus offering huge possibilities to small and medium enterprises 

(Shivapriya 2009) (see Exhibit 10.2). Apart from the Internet, there are mobile phones, 

dedicated kiosks, etc. that enable the use of digital commerce to help in building the brand. 

Physical Virtual 
stores stores 

Brick and mortar Click and mortar Click-only/virtual 
companies companies companies 

Figure 10.1 Progression from physical to virtual stores 

Kishore Biyani’s Future Group has been one of the 

first modern retailers to adopt digital commerce in a 

big way. Its online retail arm—‘Future E-commerce’— 

already has an e-commerce portal, FutureBazaar. 

com, and is now planning to launch new initiatives like 

‘sms short codes, teleshopping, proximity marketing 

_ through mobile phones, and virtual shopping through 

manned kiosks.’ It will be competing with portals like 

indiatimes.com, eBay.com, rediff.com, and websites 

_ like Landmark, Shoppers Stop, etc. The size of online 
marketing at %500 crore a year, and teleshopping at 

%900 crore, along with the fact that urban consumers 

spend 8-10 hours a day on any one of the screens, 

whether computer, mobile, television, or dedicated 

kiosks, is what has inspired this decision. 

The brands purchased through e-bazaar will be 

5-20 per cent cheaper compared to the in-store 
_ prices. This is because of the fact that brands will be 

sent directly from the warehouse to the consumer 

without taking up shelf space. The online store— 

Futurebazaar.com—will be updated with more stock- 

keeping units and more information about brands 

on the website, including videos. The company is in 

talks to acquire an IT company with 150 personnel 

to maintain and develop the content and website for 

Futurebazaar.com. For the teleshopping initiative, bulk 

airtime on TV channels will be purchased. Dedicated 

manned kiosks will be erected, where consumers can 
browse ‘through products and gather information, watch 

videos, even place an order and pay cash. The SMS 

short codes will also be promoted extensively and will 
also carry out proximity marketing using Bluetooth and — 

cell tower based technologies.’ Three to four products — 
will be heavily promoted across all the digital ela 

- every week. 

Source: Sruthijith 2010. 
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WHAT IS E-BUSINESS STRATEGY? 

E-business is the use of the digital media or the electronic media to reach out and connect with 

consumers. It includes buying and selling goods and services, servicing customers, collaborating 

with business partners, and conducting electronic transactions within an organization (Turban 

and King 2009). An e-business strategy complements the traditional means of marketing 

rather than cannibalizing it. It adds value and an integration of the traditional and Internet 

methods ‘creates potential advantages for established companies’ (Porter 2001). Organizations 

can conduct business electronically, for example through mobile phones or the Internet, and 

leverage the experience and know-how to maximize value for the customers. For example, 

according to Mr Levent Demirel, Deputy General Director of Promotion, Ministry of Culture 

and Tourism, Turkey, the ‘power of digital’ is being leveraged for marketing Turkey as a tourist 

destination. They ‘visit people online, on Facebook, and invite them to visit Turkey, 

With 471 million mobile phone subscribers in India (Ray 2009) already, a number of Indians 

are experiencing the Internet first on their mobile devices (Bartz 2009), This has helped in the 

growth of both Internet marketing and mobile commerce, and it cannot be ignored as a tool 

to reach the relevant market. The following activities can be done to reach the customers 

online (Kotler et al. 2010). 

Create a website Organizations can create their own websites online and use that to reach 

customers with information about their products, promotions, the nearest outlets, after-sales 

service, etc. As discussed, a number of organizations are now turning from ‘brick and mortar’ 

to ‘click and mortar’, for example, Asianpaints.com (see Image 10.3) to virtual organizations, 

only having a virtual presence, such as amazon.com, ebay.com, etc. 
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iia http://www.asianpaints.com, accessed on 3 July 2010. 

Image 10.3 Website of Asian Paints 
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Source: http://www.irctc.co.in/, accessed on 3 July 2010. 

Image 10.4 Online Ads on the website of the Indian Railways 

Place ads online Organizations can place their advertisements online. For example, on 

the Indian Railways website—irctc.com (see Image 10.4)—you can see the advertisement of 

Aircel, My Bill Seva, etc. (see the section on marketing and the Internet for a further discussion 

on online advertising). 

Using e-mail Organizations can use their database to send e-mails to customers to inform 

them about promotional offers from time to time. However, with the explosion in spam mails, 

customers ate prone to deleting mails even before reading them. Thus, to overcome this, 

organizations are adopting the practice of ‘permission based e-mail marketing’, wherein they 

ask customers if they want to receive newsletters, etc. For example, Future Bazaar at the time 

of registering customers seeks their permission to send newsletters and other information (see 
Images 10.5 and 10.6). 

Setting up or participating in online social networks A number of independent 
online communities like Facebook, Orkut, etc., have come up, which provide options for 
customets to congregate, and exchange information online. Companies can either participate 
in the existing communities or set up their own communities. For example, Nokia (India) has 
a Facebook account, where 449,224 people like it (as on 21 March 2011) (see Image 10.7). 
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Image 10.6 Details required while registering on the Future Bazaar website 
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Image 10.7 Nokia’s Facebook account 

Similarly, Amul has set up the Amul butter advertisement page on Facebook which has 

63,678 people liking it (as on 20 March 2011). Companies can build communities on their 

websites also. For example, Nestlé has a Nestlé Kitchen on its website, where customers can 

become members and avail benefits like discounts, recipes, etc. (see Image 10.8). They even 

have a kitchen on mobile, wherein you can download the application on your mobile phone. 

E-business, through the Internet and mobile phones, can reach the relevant target audience 

at a lower cost in comparison to other communication tools. They also allow marketers to 

personalize the marketing initiative according to the individual customer. For example, Nike 
on its website, http://nikeid.nike.com, allows the customers to customize their own shoes, 

both the look and the performance, clothing, etc. (see Image 10.9). 

MARKETING AND THE INTERNET 

The Internet has helped physical companies move from the marketplace to market space, 
where customers meet virtually to conduct business transactions. The reverse of this is also 
true, wherein companies after establishing themselves successfully in the market space, have 
come to the marketplace (see Exhibit 10.4). The Internet provides a number of benefits over 
the traditional stores and helps companies stay connected with consumers at the click of a 



E-BRANDING—BUILDING THE BRAND ONLINE 285 

> a ” . } — 

NN Nestlé uaNNE: Sem atetar ML IE a 
AHOUT FAMILY NESTLE «RECIPES SEPUL TOOLS ASK AGQUEST 

Good Food, Good Life 
- 

% * 
i ‘, " 

i —_ , Newsletters Hen of Fame & Family Nowthd py, | What’ ramen 
a Kitchen on Mobile f Now H) 

- ' 
", ; nn Lh 1 Ayer 
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Image 10.8 Nestlé Kitchen 
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Image 10.9 NIKEID site 
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' Exhibit 10.3 What You Did Not Know about MakeMyTrip.com . 

It is the first online travel company in India to offer © Each day it sells approximately 12,000 air 

its services through the internet, telephone, retail, tickets, 1000 hotel room nights, and 200 holiday 

and mobile. packages. 

It introduced the concept of hotel pictures and e_It offers the revolutionary ‘search-book-pay’ SMS 

guest reviews to sell hotel rooms. service for flight ticketing. 

Each month over 3 million unique visitors visit its source: Superbrands 2009. 

website. 

mouse. Consumers can easily access information from their homes, offices, and even on the 

move through their laptops and mobile phones that help them to stay connected online. The 

Internet provides a wealth of information about brands, their prices, what the brand-owning 

organizations have to say about themselves, and also what consumers say on different blog 

sites, i.e., the online word of mouth or ‘word of mouse’. The Internet has helped organizations 

to progress from just providing information about their products to selling their brands and to 

helping build customer relationships online (see Exhibits 10.3 and 10.4). 

Let us now see how the four Ps of product, price, promotion, and place are affected by the 

Internet. 

Product Some products can be completely digitalized for easy distribution on the Internet, 

for example, music, books, software, etc. For other types of products, organizations can 

get direct feedback from consumers about their expectations and experiences, and thereby 

tailor their products according to the tastes and preferences of the consumers. Changes in 

brand experience can be incorporated with the help of consumers’ feedback and suggestions. 

Consumers can also be involved in the co-creation of a product by accessing customization 

options like the NIKEiD example discussed above. 

Pricing The Internet helps in connecting directly with the consumers. The intermediaries 

are removed and, therefore, the margin can then be an extra profit for the organizations 

or can be passed on as discounts to the consumers. For example, it is estimated that the 

costs of the banking service through the Internet is just a fraction of the cost involved when 

using conventional methods. Rough estimates assume teller cost at 71 per transaction, ATM 

transaction cost 45 paise, phone banking 35 paise, debit cards 20 paise, and Internet banking 
at 10 paise per transaction (RBI 2001). 

Place The Internet, as a distribution media, has been discussed in the preceding section. 
Websites of organizations are online places, where they interact and provide brand-related 
information and experience to consumers. Companies can also use these websites for the 
entire supply chain management, i.e., from procuring raw material from suppliers to selling 
finished products to customers. For procuring raw materials online, also called e-procurement, 
companies can put their requirements online and place request for quotations. Suppliers can 
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Exhibit 10.4 Online Travel Booking Revolution 

Deep Kalra started MakeMyTrip.com in the year 2000 to 

service non-resident Indians (NRIs), who were looking 

out for economical travel tickets to visit their home 

country—india. By 2005, it became the ‘foremost travel 

website in the US-India space’ (see Image 10.10), 

Around 2005, the LCC (low-cost carriers) revolution hit 

the Indian market, which provided a plethora of choices 

for consumers. For consumers, the competitive fares 

brought to the fore the need to conveniently compare 

these prices and book tickets online. MakeMyTrip. 

com provided all this and more with its ‘lowest airfare 

guarantee’. 

The competitive advantage that MakeMyTrip.com 

had was the first mover advantage. This fact along 

with their constant innovation and upgradation of 

technology helped them stay ahead of competition. 

For example, they have come out with a MakeMyTrip 

application for the BlackBerry smartphone, offering the 

ease of availing all the services of MakeMyTrip.com 

on the go too. 

Product MakeMyTrip.com diversified and evolved 

from a travel portal to a ‘one-stop-travel-shop’ with a range 

of online and offline travel products and services. Its portfolio 

of products includes international and domestic air 

tickets, holiday packages, and hotels, domestic bus and 

rail tickets, private car and taxi rentals, MICE (meetings, 

incentives, conference, and exhibitions), and B2B and 

affiliate services. (Also see Image 10.11.) 
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Exhibit 10.4 contd 
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Exhibit 10.4 contd 

Place Besides sbeing present online, MakeMyTrip.com 
realized that people still prefer the traditional 

touch-and-feel method of booking tickets. To satisfy 

this need, it opened offices in twenty cities across 

India. 

Promotion MakeMyTrip.com entered the Indian 

market with its lowest airfare guarantee, which made 

people sit up and take note of this new entrant. The 

money back guarantee helped it to build recognition 

and brought instant success to the brand. The famous 

slogan ‘Hamne Toda Vaada Toh Pay Only Aadha’ (if we 

break our promise, you pay only half) revolutionized 
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print, radio, television, and online marketing helped 

bring recognition and brand recall. 

Consumerinsights Afterunderstanding and satisfying 

the Indian consumers’ habit of bargaining by offering 

the lowest airfares, it was time to move on. On opening 

physical stores, MakeMyTrip.com realized that not all 

consumers wanted air tickets. To satisfy this need, it 

diversified into bus and rail ticket bookings. 

MakeMyTrip is the ‘undisputed online leader, with 

its share of the travel market extending to more than 50 

per cent of all online sales, a fact evinced by the trust 

placed in it by millions of happy customers’ (company 

the ome travel market. The Ele use of _ website and Consumer i 2009). 

send in their bids and the company can then decide from where to procure the materials. For 

spot purchases, that is immediate buys or for purchasing utilities like office stationery, etc., 

there are a number of sites that provide price comparisons, for example www.naaptol.com. 

‘Launched in January 2008, Naaptol is India’s comparison-based social shopping portal—the 

one-stop destination for all shoppers, merchants, and market enthusiasts.’ Image 10.12 shows 

various product ranges such as mobile phones, cameras, computers, etc., which are available 

on the Naaptol website. Image 10.13 shows that once a particular product category is chosen, 

the products appear with the option to compare prices, etc. 

Bizrate.com is another online search portal (Image 10.14), which allows the convenience of 

searching for products, ‘comparing’ at reputed stores, and ‘conquering’ or getting the best deals 

and prices (see Image 10.15 and Exhibit 10.4: Online Travel Booking Revolution). Customers’ 

ratings for stores are also provided (see Image 10.16), which helps prospective customers 

decide before making the final purchase. 
Companies can also use their websites for tracking and tracing orders placed. For example, 

www.dhl.com provides the customers a unique tracking number, which helps them trace their 

packages/shipments sent via DHL (Image 10.17). 
Through intranet and by using various software packages available, organizations can 

provide order processing and procurement information for the concerned employees, which 

helps in saving time and in reducing the duplication of tasks. 

Promotion The Internet is used to promote and communicate about the brand to 

consumers. Online ads are of the following types (AMATI 2010). 

Text ads These are ads that are in the form of text and are generally visible on search engines, 

like Google and Yahoo. They are hyperlinked to the advertiset’s website and when clicked on 

by a potential customer, they direct customers to these websites. For example, in Image 10.18, 

the first two links—HP and PC World—are paid text ads. 
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Image 10.12 Products available at Naaptol.com 
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Image 10.13 Price comparison at Naaptol.com 
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Image 10.14 Bizrate—Search, Compare, Conquer 
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Image 10.17 DHL—Tracking shipment online 
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Image 10.18 Text ad on Google 

Display ads ‘These are ads that contain text, logo, photographs, etc., and are placed at 

various points on a web page. Banner ads are a form of display ads (see Image 10.19). 

Organizations can place their text ad or display ad classifieds, like naukri.com or monster. 

com. They can pay these sites a fee for listing their organization or can follow any of the 

following models (AMAT 2010). 

CPIICPM Cost per impression (CPI)/cost per mille (CPM) is the most fundamental model 

that is used for display ads. This is an extension of the traditional media broadcast model, where 

the advertiser pays per impression or image of the ad shown. The limitation of this model 

is that it is not performance-based. Thus, if the ad is placed on Google, The Economic Times 

website, etc., the organization will have to pay Google or ET for say a thousand impressions 

of the ad that are shown on these websites. 

CPC Cost per click (CPC) is mostly used by the new advertisers. melas a to CPI, here the 

payment is made only when a prospective customer clicks on the ad and views the ad or the 

hyperlinked site. For example, out of the thousand impressions of the ad that were shown 

on a website, say only one hundred people clicked on the ad to see it further. The advertiser 

will then pay Google or any other website only for these hundred clicks rather than the one 

thousand ad impressions shown. 
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Source: http://www.naaptol.com/buy/gifts/stationary/office_stationary.html. 

Image 10.19 Banner ad of Dell and other brands on Naaptol.com website 

CPL Cost pet lead (CPL) takes the cost per click a step further. It derives from the fact 

that all prospective customers who view the ad do not purchase the product and could only 

be information seekers. ‘Auto and IT industries have moved from CPC to CPL now’ (IAMAI 

2010). Thus, say out of the hundred people who clicked on the ad, only twenty-five had an 

intention to purchase the brand, then payment will be made to Google for these twenty-five 

leads only that were generated out of the ad (rather than the thousand impressions as in CPI 

ot hundred clicks as in CPC). 

CPA Cost per acquisition (CPA) is purely based on performance, and here the advertisers 

pay only if they have acquired a customer from the ad that was shown on the website. ‘Veteran 
online advertisers like travel agencies, banks, insurance companies, etc., are using this model 
the most’ (AMAT 2010). Thus, say out of the twenty-five leads that were generated, if only 
five people actually purchased the brand, then the advertiser will only pay for these five rather 
than thousand impressions as in CPI or hundred clicks as in CPC or twenty-five leads as in 
CPL: é 

The total Indian online advertising market was estimated at ¥785 crore for 2009-2010 and 
is expected to reach 7993 crore in 2010-2011 (see Table 10.1). A further breakup of the text 
and display ad market is given in Table 10.2. 
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Table 10.1 Total online advertising market 

Online ads Year 2009-10 (crore) Year 2010-11* (crore) Growth (%) 

Text ad 368 459 hal 6 
Display ad 417 534 28 SC SS Ee 

* Expected figures. 

Source: |AMAI 2010. 

Table 10.2 Text and display ad spend by industry 

Advertisers Text ads (2009-10) Display ads (2009-2010) Total spend on ads 

=: {in crores) (in crores) (in crores) 

BFSI | 89 | 52 141 
Travel 74 59 133 

Online publishers 58 37 95 

IT 33 33 66 

Telecom 23 51 74 

Auto 17 39 56 

Education 16 25 44 

FMCG 13 26 39 

Consumer durables 10 34 44 

Source: |AMAI 2010. 

BFSI (banking, financial services, and insurance) includes banks, non-banking financial 

companies, insurance companies, asset management companies, credit rating agencies, etc. 

Further discussion on how the e-business strategy can be used for building a brand is discussed 

in the next section. 

E-BUSINESS STRATEGY AND BRANDING 

The Internet has the potential to facilitate new business concepts and also provide improved 

competitiveness by increasing efficiencies in the purchase and delivery of products. However, 

just rushing in to adopt new technologies without strategizing for the overall brand-building 

and delivery of value to the customers can be a ‘recipe for disaster’ (Lovelock 2001). The 

Internet as a medium gives rise to new branding opportunities for third parties that ‘neither 

produce a product nor deliver a primary service’ (Evans and Wurster 1997). For example, 

www.mouthshut.com provides opinions, advice, and information written by users on a range 

of products, from automobiles to restaurants to mobiles to movies. While searching for a 
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product or service, potential customers have access to a plethora of reviews. Also, by writing 

reviews, members create a buzz about brands and products, which in turn influence consumer 

decisions. 

This also brings to light an important fact that the consumers’ power is increasing, They 

have access to loads of information at the click of a mouse and they can even spread word of 

mouth or rather word of mouse at minimal cost to a wider audience. Online search tools make 

the search for information and comparison of brands much easier (Sinha 2000). The Internet 

technology has opened a level playing field for a wider participative audience. The increased 

efficiencies, enhanced competition with low barriers to entry, transparent and excessive flow 

of information, and increased customer power, highlight the need to build strong brands. A 

strong online brand helps shift the balance of power from the competitive marketplace and 

‘fickle’ or less loyal customers towards the brand (Ibeh, Luo, and Dinnie 2005). 

Strong and successful brands reinforce and enhance the effectiveness of the online brand 

strategy and lead to success on the Internet (Ibeh et al. 2005). 

"35, See Zooz00 online downloads of e-cards and wallpapers. 

The various techniques that organizations can adopt to enhance their brand equity through 

e-business are as follows. 

Integration of the online and offline brand experience The online and offline brand 

experience should be integrated. This can be possible when the online brand experience is 

built around the brand promise. The ‘look and feel of the brand’s site should be consistent 

with the brand values’ (de Chernatony and Christodoulides 2004). 

User-friendly site ‘The brand’s site should speak the language of the customers rather 

than that of the IT department’ (de Chernatony and Christodoulides 2004), i.e., the site should 

be consumer-friendly and the information should be easily available rather than making the 

consumers hunt around. 

Interactive chats Live chats can also be set up to support customers’ experience of the 

brand. 

Lively online communities Organizations can set up ‘lively online communities’ to create a 

‘worldwide buzz’ for their brands (Ibeh et al. 2005). The online communities should help build 

interaction between the customers and with the brand too (discussed earlier in the chapter). 

Domain names To enhance worldwide brand recognition, companies can use standardized 

domain names and further internationalize them like www.google.co.in (for India), www.google. 
cn (for China), www.google.co.uk (for United Kingdom), www.sony.com.au (for Australia), 
www.sony.com.pa (for Panama), www.sony.com.sg (for Singapore), www.sony.co.in (for India), 
etc. This enables the companies to provide standardized product and marketing information 
to customers in their local languages, and through the symbols and colours that are prevalent 
and preferred there. 

Brand spiralling Companies can use traditional media to promote and attract consumers 
to an online website. From television, radio, newspapers, magazines, and billboards to 
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simple shopping bags, consumers are encouraged to visit the firm’s website. The firm should 
‘provide a compelling reason for the consumers to visit the brand online’ (de Chernatony and 
Christodoulides 2004). ‘One goal of each advertising campaign should be to encourage traffic 
to the site and enhance brand recognition. The interactive nature of the Internet makes it 
possible for a firm to learn more about each customer. This information can then be used to 
target more specific messages’ (Clow and Baack 2009), 

Mobile marketing Companies can use this media to target niche customers and also build 
communities (refer to the above point and related discussion eatlier in the chapter). They can 

send ads on mobiles and reach a number of relevant customers at the cost of a few paisas per 

customer. 

Location-based mobile Bluetooth technology allows marketers to communicate with 

customers and target them with specific information when they are in the vicinity of their 

store. So, if a consumer is visiting a mall, he/she can get information on the latest deals 

available in the store. A McDonald’s outlet can entice them with their menu and offers of the 

day, Café Coffee Day can give them special offers on select coffees, etc. This enables marketers 

to target relevant customers who are in the vicinity and, hence, most likely to drop in and 

execute a purchase. An application called Shopkick was launched in August 2010 (for iPhone 

users and another one for Android phones), which ‘tracks and offers promotions to shoppers 

as they move from outside the store to counters, cash registers, and even inside the dressing 

room. Major mall operators like Macy’s, Best Buy, and American Eagle Outfitters in New 

York City, San Francisco, etc., were the early adopters of this application (Clifford 2010). 

M-commerce The introduction of m-commerce has led to mobile adaptations of social 

networking sites like Facebook and Orkut, where advance bookings can be made for movie 

tickets, regular commuters between Delhi and Gurgaon can get their toll tags recharged 

through their mobile phones, etc. With the global mobile-payment transactions projected 

at $1.13 trillion for 2014, Google is working on a mobile payment service that will allow 

users to purchase milk, bread, etc., by ‘tapping or waving mobile phones against a register at 

the checkout’. It is based on a near-field communication (NFC) technology that ‘beams and 

receives information wirelessly from 4 inches away’ (Kharif 2011). 

Customers are co-creators ‘The customers should be seen as co-creators of the brand experience 

(de Chernatony and Christodoulides 2004). The Internet tools can be used to build a 

complete brand experience and for this, the brand managers need to listen to the voice of 

their consumers and customers. One-to-one relationships should be encouraged, and brand 

managers should learn from the consumers and then incorporate the learning to build a 

relevant brand experience for them. 

SUMMARY 

E-business helps organizations achieve the shift towards and provides information at the click of a mouse across 

the customers by providing information where and when geographical boundaries. Companies can explore a 

the customers want it. The 24/7 nature of the online media — number of options to move from physical stores to virtual 

helps companies stay connected with their customers stores like brick and mortar, click and mortar and click only 
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companies or virtual stores. Using online media is also 

an effective strategy and the recent global recession saw 

companies adopt this media to reach specific audiences 

for their brands. Companies can create websites, place 

their ads online, email, participate on social networks to 

reach their consumers and customers. The cost efficiency 

of the media is an added bonus. The Internet has also 

revolutionized the manner in which the product, pricing and 

delivery of the brand occurs to the customers. Products 

can be digitalized or changes can be incorporated by 

LSS LS LMS Hi MMe 

gaining feedback from the consumers. Online promotion 

can be in the form of text ads and display ads. A number 

of business models can be used like cost per impression, 

cost per click, cost per lead and cost per acquisition. There 

are a number of strategies that can be adopted to enhance 

the brand equity online like integration of online and offline 

media, developing user-friendly sites, interactive chats, 

lively online communities, etc. The opportunities provided 

by this media are immense and with Internet penetration 

still in its infancy, it is a sunrise media. 

KEY TERMS 

Brand spiralling Using the traditional media to promote 

and attract consumers to an online website is called as 

brand spiralling. 

Cannibalization The decrease in demand for an 

existing product due to the introduction of a new product 

by the same manufacturer. 

Cost per acquisition (CPA) This online advertising 

model is purely based on performance and here the 

advertisers pay only if they have acquired a customer from 

the ad that was shown on the website. 

Cost per click (CPC) An online advertising model in 

which the advertiser makes the payment for the ad shown 

only when a prospective customer clicks on the ad and 

views the ad or the hyperlinked site. 

Cost per impression/mille (CPI/CPM) An advertising 

model that allows advertisers to pay for the number of 

impressions of the ad shown online. 

EXERCISES 

Concept Review Questions 

1. Enumerate the various e-business strategies an 

organization can adopt to build a brand. Discuss 

any two strategies an organization should adopt and 

discuss why you think these two are important. 

2. Discuss the marketing concept with respect to online 

marketing. 

3. How has the Internet impacted the traditional method 

of doing business? 

Cost perlead (CPL) Another type of online advertising, 

wherein the advertiser makes payment for the ad shown 

only when a lead is generated out of the ad. 

Display ads Online ads that contain text, logo, 

photographs, etc. 

E-business It is the use of the digital media or the 

electronic media to reach out and connect with consumers. 

Proximity marketing _ It is the dissemination of marketing 

information, by using wireless technology, to customers in 

real time when they are present at a particular location. 

Social networking sites A number of independent 

online communities such as Facebook, Orkut, etc., have 

come up providing options for customers to congregate, 

and exchange information online and these are called as 

social networking sites. 

Text ads Online ads that are in the form of text matter 

only. 

4. Discuss the various business models available for 

online advertising. Which out of these would you 

recommend to an organization and why? 

Critical Thinking Questions 

1. With Internet penetration at 7 per cent in India, do 

_ organizations need to have an online strategy? 
2. Critically discuss the various methods available for 

organizations to advertise their brands online. 



3. Critically discuss the e-business strategy with respect 

to branding for an organization. 

Internet Exercises 

1. Visit the website, http:/Awww.beinggirl.co.in/main/home. 

php. Compare this with http:/www.sunsilkgangofgirls. 

com/. What similarities and differences can you draw 

regarding the brand promotion activities? 
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Marketing IPL Online 

This changes the world of sports broadcasting. The 

Internet has changed the lives of everyone and this will do 

the same for sport. 

- Lalit Modi, IPL Commissioner, 

Daily Telegraph, 20 January 2010. 

Introduction 

In June 2007, Lalit Modi, the then Vice-President of the 

Board of Control for Cricket in India (BCCI), brainstormed 

with Andrew Wildblood, Vice-President of International 

Management Group (IMG), to give rise to what is 

arguably one of the most successful/controversial/talked 

about cricketing events—the IPL T20. IMG is a global 

sports, media, and fashion management organization 

with footsteps in thirty countries. The idea was to start 

a domestic cricketing event consisting of professional 

cricket players from all over the world. Thus, IPL or the 

Indian Premier League was born as a sub-committee unit 

of the BCCI. The format consists of a cricket match played 

between franchise squads and is limited to twenty overs 

per team. The teams are owned by franchises. Each team 

consists of players acquired through an auction arranged 

by BCCI/DLF IPL. The franchises can spend a maximum 

amount of $5 million to acquire the players. Post auction, 

they can purchase additional players; Indian players not 

included in the auction can be signed any time and foreign 

players can be approached via IPL. 

The auction 

On 20 February 2008, an open auction was conducted 

‘by an independent professional auctioneer, Mr Richard 

Madley, in the presence of all the franchises. Seventy- 

eight national and international players were put up for 

bidding. There was an annual ‘base player fee’ (i.e., the 

fee at which the bidding for the player starts), ‘adjusted on 

a pro-rata basis depending on the player’s availability for 

the IPL season in the first year. 

While bidding, franchises had to be cautious not to 

cross the $5 million limit that was set. Once made, a bid 

could not be withdrawn. The bidders included a number 

of India’s powerful and rich industrialists and movie 

stars. DLF, a leading Indian real estate firm, won the IPL 

exclusive sponsorship right and became the main sponsor 

for five years (Schwartz 2009). The other sponsors are 

Sony Entertainment Television as official broadcaster, 

Kingfisher Airlines, official umpire partner and official 

airline, Pepsi, official pouring supplier, etc. 



Season 1—2008 

The opening ceremony for the 2008 season, held on 

18 April, contributed to the building up of fervour, and the 

public was enthralled by the matches. The presence of 

Bollywood personalities like Shah Rukh Khan, owner of the 

Kolkata franchise, Preity Zinta, co-owner of the Kings XI 

Punjab, etc. added to the excitement. Over a forty-six day 

period, fifty-eight of the fifty-nine matches scheduled were 

played, one was washed out due to rain. The saw each ‘team 

playing with all the other teams both at home and away in 

around robin system. In the final match, Rajasthan Royals 

defeated Chennai Super Kings in a last ball thriller.’ 

Season 2—2009 

in the year 2009, for the second season, each franchisee 

had a sum of $2 million to spend on player fees. This 

included new players acquired in the 2009 auction or 

‘through signing uncapped new players or re-signing 

any 2008 temporary replacements’. The matches for 

the second season were held in South Africa due to 

the ‘clash with the general election dates in India and 

related security concerns’ (Doctor 2009). ‘The format of 

the tournament remained the same as the inaugural one. 

Deccan Chargers, who finished last in the first season, 

came out eventual winners of the tournament.’ 

Season 3—2010 

During the third season, matches were again held in India 

and ‘an auction for sixty-six players was held in January 

with only eleven players being sold...’ This season saw the 

Chennai Super Kings defeat Mumbai Indians by twenty- 

two runs. 

Season 4—2011 

The Season 4 auction was a first in some aspects—first, 

Sourav Ganguly and Chris Gayle were not even bidden 

for by any franchise, and second ‘two new teams—Sahara 

Pune Warriors and Kochi Tuskers Kerala took part in the 

auction for the first time after successfully winning bids to 

be part of the fourth season. The increase in franchises 

from eight to ten also lead to an increase in the number of 

matches from sixty to ninety-four under the ‘round-robin’ 

format being used. ‘A hectic international calendar and 
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fears about injury to players’ required a relook at the format, 

and so it was decided that the tournament be played in a 

group format, where the teams would be divided into two 

groups of five each through a draw of lots. In all, seventy- 

four matches were now proposed. The amount allowed for 

purchase of players was increased to $9 million and each 

franchise was allowed to have a squad of thirty players 

(Basu 2010). 

DLF IPL brand elements 

Some of the brand elements being used by IPL are the 

DLF-IPL logo, the logos of each of the ten IPL franchises, 

the words—Iindian Premier League, IPL, DLF Indian Premier 

League, DLF-IPL etc., the names of the IPL franchises, 

and www.iplt20.com (see Images 10.20 and 10.21). 

Source: http://www. iplt20.com/ 

Image 10.20 DLF IPL logo 

Source: http://www.iplt20.com/. 

Image 10.21 Logos of some of the franchises 

Online marketing 

The DLF-IPL website address www.iplt20.com is easy to 

remember and provides a world of information to IPL fans. 

The news icon provides news, but the latest news posted 

is of 29 April 2010 (see Image 10.22). 
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Image 10.22 

FAN ZONE RESULTS. VIDEOS PHOTOS 
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Rajasthan Royals 

Royal Challengers Bangalore 

Source: http://www. iplt20.com/. 

Image 10.23 

The information about the teams is still limited to the 

original eight (see Image 10.23): 

The fan zone is however current with the posts being 

updated every second (see Image 10.24). 

The results icon leads to the page where all the results 

for matches throughout the different seasons of IPL are 

sms 

IPL home page 

O102 7119 

IPL teams information 

highlighted, along with detailed match reports and the 

scoreboard. The videos and photoes section is updated 
with exciting videos and photos of the three seasons. A 

number of cricketing statistics are provided for the different 

years and for the different franchises. IPL also advocates 

two causes through its icon ‘partners’ on its website’s 
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Image 10.24 

homepage. The first is the cause of UNEP (United Nations 

Environment Programme) and encourages its fans to do 

the same (see Image 10.25). 

The other is the NGO Room to Read (see Image 10.26), 

which works ‘to transform the lives of millions of children 

by addressing literacy and gender equality in education’. 

Through its website, IPL appeals for donations to promote 

the cause. ; 

The last icon on the home page is for ‘Shop’ and it 

takes you to the online store, where you can purchase 

merchandise, jerseys, T-shirts, etc. (see Image 10.27). 

Discounts are provided in the ‘deals of the day’ (see 

right hand side of Image 8), where a 36 per cent discount 

is being offered on a roti maker. A click provides further 

information about the product and an incentive in the 
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AWARDS 

IPL Fan Zone 

form of free shipping within India. There is an option of 

paying cash on delivery and you can track the order as 

well (Image 10.27). 

In 2010, IPL made a landmark agreement with 

Google, whereby IPL’s 2010 season was broadcast 

live on a dedicated YouTube channel across the world 

(except in the US), along with re-broadcast options. 

‘The agreement gives Google exclusive online rights for 

IPL content’ for a period of two years and the revenue 

earned from advertising and sponsorship will be shared 

between the two. ‘The most significant aspect of the deal 

is the amount of control it gives the viewers, who will be 

able to customize their viewing experience by choosing 

between different camera angles. Additionally, they-will 

be able to freeze, fast-forward, and rewind the feed, as 
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Image 10.25 IPL Batting for the Environment 
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Image 10.26 IPL and Room to Read 
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well as watch replays any time during the day, a choice 

that is unavailable to television viewers who are bound 

by broadcast schedules. This became the first such deal 

in the cricket world. This also made the event truly global, 

as it gave access to 500 million pairs of eyes every single 

moment of the day’ through Google (see Image 10.28). It 

also provided the sole medium for fans to watch matches, 

especially in countries like the UK, where there was no live 

telecast arrangement. 
IPL also advertises this fact on its home page (see 

Image 10.22) by asking fans to capture the front row seats 

on www.youtube.com/ipl. On YouTube, one can watch 

previous matches or the highlights (see Image 10.29) with 

56,634,144 channel views. It had 94,569 subscribers as on 

20 March 2011. The subscribers get regular notifications 

of new videos on this channel. 

Mobile marketing 

The IPL homepage provides options for mobile browsing 

through the browser m.iplt20.com (see Image 10.28), 

where one can watch live videos, catch the latest updates, 

and scores. The contest link here provides the option of 

playing cricket games through one's Facebook account. 
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Newsletter Subscriptio’, 

IPL online shopping 

There are exciting contests. For instance, for April 2011 

IPL Season 4, whoever scores the highest runs by 3 April, 

gets a chance to win the XBOX 360 and there are other 

exciting prizes like Bioshock PS3, DVDs, etc., for twenty- 

four other top scorers (see Image 10.30). 

This is notall. The site promises other events throughout 

the year with a number of exciting prizes to be won. 

For retailing tickets, a number of options are available 

online, such as www.ticketgenie.in (see Image 10.31), 

which are the ticketing partners for teams Knight Riders, 

Deccan Chargers, and Royal Challengers. Tickets 

for matches played by the Mumbai Indians and Delhi 

Daredevils can be purchased from www.kyazoonga.com 

Ticketgenie provides detailed information about the 

venue and the entire pricing range for customers to 

choose from (see Image 10.32). 

Tickets for Kings X! matches can be purchased from 

www.bookmyshow.com (see Image 10.33). 

On 24 April 2008, IPL entered into a long-term contract 

with Ticketpro for selling tickets online at www.ticketpro.in. 

Other sites like iplticket.net (Image 10.34) also offer 

online tickets where tickets for all the teams can be 

purchased. 
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Conclusion 

The word ‘cricket’ has always raised a frenzy in India and 

Indians can never have enough of their favourite game. 

It is, therefore, not surprising that DLF-IPL is a grand 

success. In the year 2009, it secured the fourth position 

in Forbes’ list of ‘World’s hottest sporting properties’ 

(Schwartz 2009). In the year 2010, its brand value 

became $4.13 billion, which was more than double that of 

the previous year, when it was valued at $2.01 billion. IPL 

has also made effective use of the Internet to capture the 

global audience. The stage is now set for the fifth season 

with a spectacular line-up of matches. 
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Branding and 

Marketing Communications 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

The importance of marketing communication in brand-building 

The influence of marketing communication on consumers 

Various communications tools used by an organization 
Advertising 
Sales promotion 

Publicity and public relations 

Internet marketing 

Integrating the brand communications 

ABOUT THE CHAPTER 

This chapter discusses marketing communication in the context of branding. Marketers need 

to communicate with their target market about their product offering. The third chapter on 

consumer behaviour and brand buying decisions highlighted the fact that consumers’ attitude 

towards the brand influences the purchase decision process. Marketers aim to influence this 

attitude .by communicating with the current and potential customers during the different 

stages of the purchase process (see Exhibit 11.1). This chapter looks at this communication 

by the marketers from the perspective of building a brand and maintaining and enhancing 

brand equity. 

~ Exhibit 1.4 T ransition Fon Hutch to Vodafone 

oe subscribers of the achieved an awareness level of 80 per cent.’ How was 
tch, amless a completely new entity able to achieve this difficult 

ss task and evoke the same emotions in the customers 
tone as the iconic brand, Hutch? The answer is very simple é 

Contd 
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Exhibit 11.1 contd 

pug—and gave it a new ‘home’ called Vodafone.’ This 

was supported by a twenty-four hour roadblock on oriented initiatives, which were designed to simplify 

Star TV's thirteen channels. This was followed by the lives and helped in differentiating it from the other 

‘Happy to help’ initiative, which highlighted the breadth —_ players (Superbrands, 2009). 

of its service network. (See Image 11.1.) 

Vodafone also launched various other service- 

‘Happytohelp O 
| Vodafone Customer Care 

Make the most of now 

ii mee Apavtiniiwane We, 
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NEED FOR MARKETING COMMUNICATION IN BRANDING 

Given the cultural diversity in India, brand managers need to educate customers about their 
brands using terms that the consumers would understand, so as to build the bond that enhances 
the organizations’ credibility and fosters brand-related attitudes and purchase intentions. 
There is a significant relationship between firm-sponsored education activities, and positive 
customer brand attitudes, and purchase intentions. Organizations, through their marketing 
communication activities, can impact the way consumers consume brands by influencing their 
beliefs and attitudes. Thus, an organization’s marketing communications can be used to educate 
consumers about their brands’ attributes and develop positive associations, so that consumers 
feel that the brand is the best consumption choice for them given their values and lifestyles 
(Martinez 2003). Olson (1978) pointed out that consumers may use informational cues to 

develop beliefs about products (see Exhibit 11.1), and that their final choice for purchase may 

be directly influenced by these beliefs. 

MARKETING COMMUNICATION AND PROMOTION AND 
THE INFLUENCE ON CONSUMERS 

Promotion is defined as ‘the managerial process of communication an organization has with 

its target audience to generate attitudinal and behavioural responses and facilitate exchanges 

for mutual benefit’ (Jauhari and Dutta 2010). A consumer can develop, modify, or reinforce 

attitudes toward a brand depending on the exposure to the brand (see Exhibit 11.2). The 

Internet environment, sales activities, brand-driven advertising, or promoticnal activities all 

provide means of brand interaction and significantly influence the attitude of the customers 

towatds the brand. This highlights the increasing usefulness of communications and brand 

interactions as marketing vehicles used by companies to boost the effectiveness of their brand 

value efforts. Marketing communication is undertaken so as to reinforce brand loyalty and 

enhance brand consumption, thus communication has brand-building implications as well 

(Jones 1999). 

TEIN TTD” What You Bld Not Krow about Vouatone 
When ‘the pug’ was first shown in the Hutch ad © ‘The Zoozoo campaign is the first-ever Indian entry 

1 2003, it instantly connected with the Indian  _to reach Advertising Age's top viral film list. In 2009, 

consumers and Pug pup prices phot, up to Ad Age in New York listed it as the world’s top 

ioe ee viral campaign, two weeks in a row. The Zoozoos : 

zo are actually Teal Paci wearng body entered the chart at number one position—the first 

ind are not animated as is widely believed. _ time any campaign had achieved this on its debut 

0z00 theme birthday parties, cakes, and cookies (Superbrands, 2009). 

ve become a rage 
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In the consumer purchase process, the customer purchases a 

product or service from the awareness set, i.e., the brands the customer 

is aware of out of the total number of brands, the total set, available in 

the marketplace. If the service meets the initial buying requirements 

of the customer, it forms the consideration set and as the customer 

gathers more information, the strong contenders form the choice set, 

from which the customer makes the final choice (Kotler and Keller 

2006). It can, thus, be said that if the customer is not aware about 

the service, it would not fall within the awareness set and so would 

consequently not form the final choice for the purchase of services. 

Hence, it is of utmost importance to communicate to the customer 

the details about the product being offered by the organization and 

influence the customer so that the product is the final choice for 

purchase. Once the communication has been initiated, it is important 

for the organization to continue the communication with current and 

potential customers in different ways to cover pre-purchase, purchase 

and consumption, and post-purchase stages. This communication 

can be in the form of advertising, sales promotion, personal selling, 

direct marketing and public relations. All these are discussed in detail 

in the section on communication options. Over a period of time, the 

perception of the customers towards these various communications 

leads to the building of a brand image in their minds. Thus, what is 

being communicated and how it is being communicated is important 

and crucial to the brand-building exercise. Marketing communication 

can help us in the following (Jauhari and Dutta 2010). 

Building brandawareness Onenteringa market, organizations 

need to communicate the qualities and inherent features of their 

brands to the target audience. Organizations can build their brand 

awareness by communicating the brand values to the stakeholders. For 

example, Aquaguard’s brand value resides in product development 

and the customer services that they offer (Superbrands, 2009). They 

communicate this in their ad (see Image 11.2). They communicate 

Courtesy: Superbrands. 

Image 11.2 Aquaguard advertisement 
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about the water purification technology to the consumers in ordet to build trust and preference 

for their brand. Brand awareness is built to enhance brand recall and recognition. 

Enhancing brand knowledge Brand knowledge builds on brand awareness and provides 

further information to reinforce the fact that as a brand they are the best in the class. In 

Image 11.3, Aquaguard can be seen to be building the consumers’ brand knowledge by informing 

them about the state-of-the-art technology, which has been used to design the product. It also 

informs about after-sales service centres and water-testing labs (Superbrands, 2009). 

THISMONSOON, =" 
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Image 11.3 Another Aquaguard advertisement 
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Favourable brand attitude Brands need to build a favourable brand attitude so that 

customers like the brand and prefer the brand to the other brands in the same category. 

In Image 11.3, Aquaguard is seen educating people about how only Aquaguard Total has 

the unique e-boiling+ technology, which eliminates all the disease-causing bacteria and virus, 

certification from the Indian Medical Association, 1500 after-sales service centres, and its labs. 

By highlighting the fact that over sixty lakh mothers trust the brand and that a money back 

guarantee is offered, they are further trying to influence the consumers’ attitude towards their 

brand. 

Remember that the communication process starts with the objective of the communication. 

Here, the Aquaguard ads show that due to the different objectives, the advertisement copy 

differs, requiring different ads. 

COMMUNICATION OPTIONS 

Marketing communication, in simple terms is a dialogue of the organization with the various 

audiences of the brand. The idea is to position the brand in the minds of the consumers, so 

that consumers respond to this communication by purchasing the brand or by responding 

favourably to organization related activities (Fill 2002). An organization can communicate 

with its various audiences in the following ways (Kotler and Keller 2006; Jauhari and Dutta 

2010): 
1. Advertising 5. Direct marketing 

2. Personal selling 6. Publicity 

3. Sales promotion 7. Word of mouth 

4. Events and campaign marketing 8. Internet marketing 

Advertising 

Advertising is ‘any paid form of non-personal presentation and promotion of ideas, goods or 

services by an identified sponsor’ (Kotler and Keller 2006). It is advertising that transforms a 

product that provides functional benefits and no more into a brand that offers the consumer 

psychological rewards in addition to the functional ones (Obermiller et al. 2005). According 

to Zeithaml (1988), price, brand name, and the level of advertising are three extrinsic cues 

frequently associated with quality in research and which are general indicators of quality across 

all types of products. Research suggests that advertising received prior to an experience can 

exert the most influence (La Tour and La Tour 2005) on the consumer. 

Advertising is the most visible form of brand communication and can reach the customers 
through any of the media available, such as television, radio, Internet, out-of-home hoardings, 
banners, posters, etc., and through the print media, via newspapers, magazines, leaflets, etc. 
The yeat 2009 witnessed an economic slowdown in more ways than one. It was a tough 
year for the advertising industry as well. According to the Pitch-Madison Media Advertising 
Outlook 2010, the year 2009 saw the advertising industry drop to %18,670 crore, a’10 per 
cent drop as compared to 2008 when the industry size was 20,717 crore (Exchange-4-Media 
2010). The Internet as a medium for marketing communications and advertising is discussed 
in detail further in the chapter. 
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For a brand, advertising can serve the following putposes (Sagar, Singh, Agrawal, and Gupta 

2009). 

Brand information Companies can advertise in order to inform the customers about 

the brand. For example, the Dominoes’ promise of ‘delivery in thirty minutes, otherwise free 

pizza’ (also see Exhibit 11.3, the Vodafone Zoozoos). The government also indulges in a 

lot of advertising for social benefits, such as the pulse polio advertisements, advertisements 

against female infanticide, etc. 

@ 

’ See making of the Zoozoos video. 

a aU UL LL LL LL LLL 

Exhibit 11. 3 vadatone Z00z00S 

In 2009, Vodafone had three ongoing campaigns—the 

pug campaign was used to convey customer service, 

Bollywood actor, Irfan Khan was used to convey ‘the 

brand's value for money products’, and the Zoozoos to 

communicate the various product and service offerings 

(Shah 2009). The first Zoozoo commercial, shown 

at the time of the Indian Premier League’s second 

season matches (Shah, 2009), became an instant 

hit. ‘Each of the twenty nine Zoozoo commercials 

revolved around a Vodafone product or service.’ They 

dominated all the ads for Vodafone (some ads can be 

seen in Image 11.4)—from the TV to magazines and 

newspapers to the Internet. There was a Facebook 

page dedicated to the Zoozoos, while the Zoozoo 

YouTube channel became the most subscribed to 

channel. Zoozoo became the fourth most searched 

word on Google’ (Superbrands 2009). 
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Brand positioning ‘To position the brand in the minds of the consumers, companies 

can take the help of advertising, For example, Cinthol has long used the freshness plank to 

position itself. Club Mahindra positions itself as providing fun for the family during their 

vacations. A brand can position itself on a number of variables and this has been discussed in 

detail in the chapter on brand positioning. 

Brand recall Advertisements, with the help of humour, jingles, and catchy slogans try to 

catch the attention of the consumers. The ‘U and I in this beautiful world. ..’ jingle immediately 

connected with the customers and helped in building a high brand recall for Hutch, now 

Vodafone. Similarly, the Zoozoos of Vodafone were very successful in creating top-of-the- 

mind brand recall for Vodafone. 

Brand personality and identity With the help of advertising, marketers can easily 

convey what the brand stands for, i-e., its personality and identity to a large number of people. 

Consumers get to know what the identity of the brand is. For instance, Nike tells consumers 

that it is a daring brand; Maruti comes across as a brand that cares for its customers; Idea 

is associated with bright ideas for society, such as the education of children in rural areas, 

saving paper, protecting the trees, etc. Even in this online advertisement, Idea is talking about 

growing a virtual tree and saving paper (see Image 11.5). 

Source: http://www. 123greetings.com/events/holi/thank_you/thank2.html, accessed on 25 February 2010. 

Image 11.5 An Idea ad posted on an online greetings website 

Brand repositioning ‘To change a perceived unwanted brand image or to provide a 
fresh new image to a brand, organizations can undertake repositioning strategies. When the 
Bank of Baroda went in for a change of image, it advertised heavily to promote and inform 
consumers about the same. Similarly, due to the perception of customers that private banks 
have more ATMs, the State Bank of India ran the advertisement, wherein a person comes to 
the office without his trousers, since he has lost a bet with his friend who had said that SBI 
had the maximum number of ATMs. Airtel’s repositioning has been discussed in the chapter 
On positioning. : 
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Advertising Media and Influence on Branding 

The attitude of the consumers towards advertising impacts the consumer brand attitude, which 
in turn influences the purchase decision of the customers, With the spread of communication 
technology, consumers have greater control over theit ad exposure, and their feelings about 
advertisements depend on the medium in which the advertisement appears (Shavitt et al. 
2004). There are several media options available for the marketer and each media is promising, 
and hence which media to choose can be confusing for the marketer. Since consumers have 
more control over their ad exposure, they make their exposure choices based on their opinions 
of advertising in the medium. It is argued, therefore, that a good understanding of consumer 
attitude and perceptions toward advertising in specific media is essential. Since advertising 

influences both the brand attitude and purchase intention, special attention needs to be given 

to this aspect of marketing communication. It is, therefore, important to understand how 

consumers’ perceive advertising, and what their reactions are to the different media options 

available for the marketers to formulate effective strategies. 

The various media through which organizations can reach consumers are TV, the radio, 

magazines, newspapers, out-of-home (OOH) media, and the Internet. A brief overview of the 

market scenario and growth rate of each media is discussed below. 

Television The TV is estimated to have grown at 6.8 per cent since 2008 and reached 

%257 billion in 2009. This growth can be attributed to increased TV penetration. There has also 

been a rise in the number of digital homes, which has led to increased subscription revenues for 

broadcasters and distributors. The advertising revenues thus increased by 7 per cent (FICCI; 

KPMG Frames 2010). TV as a mass media is effective and brand managers can use both 

audio and visuals to create a highly persuasive dramatic effect. TV has high believability, broad 

acceptability, and has a better reach than even newspapers. It helps in communicating about the 

brand to the illiterate rural masses. However, due to the proliferation of television channels, 

it is getting to be more and more challenging to reach the target audience. Organizations are 

indulging in a ‘roadblock’ to capture the attention of the target audience. My Name Is Khan was 

the first film to use a roadblock across all Star Networks to showcase a trailer of the film for 

three minutes. This was followed by Kites with a roadblock across 40 channels on 29 March 

2010 at 9:30 p.m. to launch its music (Raghavendra 2010). General Motors used a mix to reach 

the different segments for its different brands. For example, Chevrolet Cruz was launched on 

the ‘Big Boss—Season 3’ show on the Colors channel (Bhushan 2010). Regional advertising 

is also growing and is partly driven by new sectors like real estate, hospitality, education, etc., 

which being local brands prefer to advertise through local channels (FICCI; KPMG Frames 

2010). The top five advertisers on TV are as follows (Table 11.1). 

Print media The Indian print media industry, which includes both pre and 

magazines at the national and regional level, stood at 7175 billion in 2009 and grew by 2 per 

cent compared to the year 2008. The growth in circulation offset the deteriorating advertising 

revenues, as corporates spent less on advertising during the economic slowdown. The regional 

market for print media however showed a positive growth. The print media is emerging as 

a promising platform for advertising with improved literacy levels and emerging sectors like 
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Table 11.1 Top five advertisers on TV 

Name of the advertiser Rank in 2000 Rank in 2010 

Hindustan Unilever 1 1 

Reckitt Benckiser (India) 10 2 

Coca-Cola India 2 3 

Cadburys India 25 2 

SmithKline Beecham 12 5 
mane sect se ee SRS ER 

Source: The Economic Times 2009; Exchange-4-Media, 2011 

India has seen a flurry of activity in the auto market 

with all the major global brands trying to gain a share of 

the Indian pie. The Volkswagen group came to India in 

2001 with its Skoda brand, which was followed by the 

Audi, and the Volkswagen brand in 2007 (Volkswagen 

2011). In spite of being present in the Indian market for 

a few years now, it has low brand awareness (IST; ET 

2010). What Volkswagen required was clutter-breaking 

ideas to connect with the mass audience in general, and 

with the target audience in particular. It decided to use 

__ the print ad to reach this audience. It used roadblocks 

in the Times of India and the innovative ‘hole in the 

Exhibit 11.4 The ‘Talking’ Print Ad 

2010). In September 2010, Volkswagen advertised 

its Vento brand with a ‘talking’ print ad in The Hindu 

and The Times of India. Asmall black electronic device 

was added to the full-page ad of Volkswagen with ‘a 

picture of a Vento and an engineer crying next to it 

and the moment the paper opened the ad would play 

the following: 

‘Best in class German engineering is here. The 

new Volkswagen Vento built with great care and highly 

innovative features. Perhaps that’s why it breaks the 

heart of our engineers to watch it drive away, (IST 

IANS, 2010). The ad was innovative and helped in 

. paper campaign for the Polo car launch.’ (IST; ET creating a lot of buzz along with free publicity as well. 

telecom, organized retail, and education (see Exhibit 11.4). Some of the other factors for the 

emergence of the print media are optimization of the cover price, growth in sales volume due 

to improved penetration, and the increasing importance of regional print. 

Through newspapers, immediate information, such as sales, discounts, etc., can be passed 

on to consumers. The choice of a newspaper or a magazine helps in reinforcing the brand 

image and therefore care should be taken in selecting these by the brand managers. The top 

five brands using the print media for their marketing communications are as in Table 11.2, and 

Table 11.3 shows the top five advertisers. 

Radio The radio industry was worth 27.8 billion by the end of 2009, 0.3 per cent less than 

in 2008 (FICCI; KPMG Frames 2010). Due to its wide coverage and cost effectiveness, radio 
is becoming an attractive media to reach the Indian masses. Advertising on the radio is cheaper 
and has a captive audience during the traffic rush hours. Channels such as Radio Mirchi with 
over 41.2 million listeners are drawing the support of the youth and helping in the revival of 
radio as a media (IBEF 2010). 
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Table 11.2 Top five brands in print media in 2000 and 2009 

Top five brands in year 2000 Top five brands in year 2009 

Bajaj two-wheelers IIPM 

Aiwa Department of Income Tax 

Sansui Maruti cars 

Akai State Bank of India 

UTI Ministry of Consumer Affairs 

Source: The Economic Times 2009. 

Table 11.3 Top five advertisers in the year 2009 

Rank Advertiser 

1 Tata Teleservices 

2 Hindustan Unilever 

3 Lufthansa 

4 Pantaloons Retail India 

5 Petroleum Conservation and 
Research Association 

Source: The Economic Times 2009. 

Cinema advertising The filmed entertainment sector, i.e., film and television, worth 

%89 billion in 2009, showed a negative growth primarily due to the ‘multiplex producer stalemate, 

shelving of expansion plans of multiplex players, impact of IPL, and the dismal performance 

of the films at the box office. However, product placement in films is still common and some 

of the recent examples are L’Oreal and Volkswagen’s yellow Beetle in the film Azsha. Barista 

Lavazza Espresso Bars also adopt this technique and have appeared in films and commercials 

(Superbrands 2009). 

Out-of-home (OOH) media The OOH media was worth %13.7 billion in 2009. The 

economic slowdown impacted this media and it witnessed a negative growth of 15 per cent 

over 2008. New technologies have added a lot of excitement to this media, which has evolved 

from being mere sketches on walls. The year 2009 saw an increased investment in tier two 

and three cities. This media is latent in the top six metros, as they account for only 30 per 

cent of the consumption and 60 per cent of the spend. The impact of OOH media on the 

human brain is subtle but strong, ‘Every poster, panel, banner, flyer, message behind a truck, 

etc., subtly imparts information to our brains and sways our brand perception on a daily basis. 

The message gets stored subliminally and plays its role when required.’ The OOH is more 

than just billboards and kiosks now; there is a lot of technology, art and skill involved in the 

media. Brand campaigns are being launched primarily through OOH media (Joshi 2009). The 

effective use of the out-of-home media to build brand Aircel has been discussed in the chapter 

on brand equity. 
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Online advertising Online advertising is considered be the fastest growing advertising 

medium now (FICCI; KPMG Frames 2010) (see Table 11.4)..It is expected to grow from 

%6 billion in 2009 to %15 billion by 2014 (PricewaterhouseCoopers Entertainment and Media 

Outlook Report 2010). Some of the ways of advertising online are ‘banner ads, digital videos, 

sponsored links, etc. Classified advertising dominates the online ad industry with a 48 per cent 

market share and search-based advertising has a 24 per cent share (Singh 2009). 

Table 11.4 Advertising media size and growth rate 

Media Size (2009) Projected size (2014) Growth rate (%) 
(in billion &) (in billion %) (2010-2014) 

TV Zot 521 15 

Print 175 269 9 

Radio 78 16.4 16 

Filmed entertainment 89 137 9 

Out-of-home 13.7 24.1 12 

Online advertising 6 12 20.1 

Source: FICCI, KPMG Frames 2010; PricewaterhouseCoopers Entertainment and Media Outlook Report 2010. 

The other important factor impacting brands while advertising is the use of celebrities. To 

reinforce the brand image, the image of the celebrity endorsing the brand has to be in line with 

the characteristics of the brand the organization needs to communicate to the customers. The 

top five celebrities for the year 2009 is shown in Table 11.5. 

Table 11.5 Top celebrities in 2009 

ne ae Celebrity 
1. Priyanka Chopra 

2 M.S. Dhoni 

3 Kareena Kapoor 

4 Saif Ali Khan 

5 Deepika Padukone 

Source: Bhushan 2009. 

The consumers’ exposure to a particular media will decide whether they view the brand 
advertisement ot not. An understanding of the consumer’s media consumption habits helps 
in deciding which media to choose. Brand managers can also use a combination of the various 
media options to reach their target audience. In such an eventuality, a diverse set of consumers 
and customers can be reached. The overlap, i.e., when the same consumer is exposed to all 
or a couple of the media used, will help reinforce brand awareness and brand recall 
(see Exhibit 11.5). 
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Exhibit 11.5 Advertising Nirma 

The brand that churned the FMCG detergent segment 

and changed the entire perspective of the detergent 

market is Nirma. Launched in 1969 by Gujarati 

entrepreneur Dr Karsanbhai Patel from the backyard 

of his house in Ahmedabad, it was the David that 

challenged the Goliath— Unilever's established brand, 

Surf, which was also the market leader at that time. 

Nirma’s advertising strategy focused on the value- 

for-money angle. It used a catchy jingle ‘Doodh si 

safedi Nirma se aye, Rangeen Kapde bhi khil khil 

jaye’ (Nirma’s whiteness is as white as milk, even the 

most resplendent clothes blossom with it)’ and was 

first aired on the radio in 1975. The same jingle was 

used to advertise the brand on television and was first 
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broadcasted in 1982. It is one of the longest running 

jingles and has seen very few changes since the time 

it was first aired (Superbrands 2009). Now with a lot 

of companies advertising online, Nirma hasn't stayed 

behind either (see Image 11.6). 

There is a page dedicated to Nirma on Facebook 

(see Image 11.7) with 57 people liking it, as on 13 

February 2011, and Nirma ads can also be viewed on 

YouTube (see Image 11.8). 

Thus, through the use of a mix of media, Nirma 

has effectively reached its target audience and is one 

of the largest selling detergent brands in the world 

(Superbrands, 2009). 
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Exhibit 11.5 contd 
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Image 11.7 Nirma on Facebook 
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Personal Selling 

Personal selling, unlike advertising, is the inte rpersonal interaction between the representatives 
of an organization and its customers. It is defined as a ‘face-to-face interaction with one or 
more prospective purchaser for the purpose of making presentations, answering questions, 
and procuring orders’ (Kotler and Keller 2006). Personal selling is helpful in building a brand, 
as the manner in which the brand is communicated and sold to the ultimate customer is 
directly controlled by the brand owners. This helps them create a brand experience at the time 
of sales, which can be the start of building brand relationships. A salesperson can be trained 
by the organization to deliver the brand experience to the customer rather than be pushy 

and deceitful. Companies like Life Insurance Corporation, Eureka Forbes, etc. have adopted 

personal selling for their products and services. The vatious ways by which organizations can 

do personal selling are as follows. 

Going where the customer is Organizations can approach customers to sell products 

to them within the convenience of their homes, for example Eureka Forbes, Tupperware, etc. 

(see Exhibit 11.6: Selling at Eureka Forbes). This is also possible in a business-to-business 

selling scenario, where the salesperson can contact the end-user directly. 

At a retail outlet where the customer goes Organizations can do personal selling by 

hiring sales executives at company-owned outlets, where customers may come for buying a 

product. 

In both cases, the ultimate aim is to impress upon the customer the fact that the brand has 

features that will satisfy the needs and, wants of the customers in the best possible way, and 

inform them about the various uses of the brand. 

Exhibit 11.6 Selling at Eureka Forbes 

A vacuum cleaner in 1982 ‘was a product _ Eureka Forbes Limited (EFL) was set up in the year 
1982 and is now a %12 billion ‘multi-product and multi- 
channel’ company dealing in domestic and industrial 

vacuum cleaners, air purifiers, water purification 

systems, and home security solutions. It is Asia's 

| direct sales organization with 7000 direct 

| that touch 1.5 million homes. They have 
e oe Sag ili than 131 

pre sented by a 10,000. wiaatesial 
58-distributor strong industrial 

category that had “market resistance” written all over 

it. Especially with the proverbial Kanta Bai doing all 

the cleaning and that too without any capital expense.’ 

EFL decided to overcome this resistance by reaching 

out to the customers in their house when they had 
ample time to listen and see the demonstration 

of a product (see Image 11.9). Each salesperson 

was called a Eurochamp and was responsible for 

interacting, demonstrating, convincing, installing the 

product, and providing servicing to customers. He was 

the single point contact between th 
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Exhibit 11.6 contd 
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Image 11.9 Euroclean ad 

_ EFL and was responsible for building the brand that offered them solutions that enhanced their life and 

has now reached 1.5 million homes. The Eurochamps —_came to be recognized as ‘friendly men’ and came to 

were professionals who were well-educated, well- be known as ‘friends for life’. 

_ groomed, and who built on customer relationship 
e father than focused on the transactions involved. 

. sed the of the customers and 
se - lt i 

Source: http:/www.eurekaforbes.com/aboutus/aboutus- 

profile.aspx, accessed on 10 July 2010 and Superbrands 

2009. 

Sales Promotions 

Both advertising and personal selling are aided by sales promotions. Sales promotions are ‘a 
variety of short-term incentives to encourage trial or purchase of a product or service’ (Kotler 
and Keller 2006). It, therefore, influences and motivates the customer to make the purchase 
‘now’. As a brand manager, the choice of tool for sales promotion is critical, because it should 
be in line with the long-term brand strategy and should strengthen the same. The various sales 
promotion tools (Kotler, Armstrong, Agnihotri, and Haque 2010) that can be adopted and 
their implications on branding ate discussed below. 

Coupons A coupon can be mailed to the customers, inserted in newspapers or attached 
to a menu pamphlet. A coupon generally offers a discount on the customet’s next purchase. 
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Coupons can be used at the introductory stages to attract the customers to the brand launched 
or can be used at the maturity stage to boost sagging sales. Organizations can also indulge in 
the same at other times. For example, Dominoes provides coupons that can be redeemed at 
the time of the next purchase. A brand that is newly launched in the market can attract trials 
with the help of this. Brand managers can use innovative ways to dispense their coupons, for 

example through SMSes on the mobiles, sending emails online, etc. This also helps to cut 

above the clutter of the number of coupons being offered. 

Samples Giving samples of a brand as a trial can be done to introduce a new brand or 

create a buzz about the existing brand. These samples can be delivered to customers’ doors, 

attached to a fast moving product, attached to a magazine, or handed out in a store. Samples 

can help in building awareness about the brand and once customers are satisfied with the 

brand they will indulge in repeat purchase. 

Price packs These are savings offered on the regular packs of the product. If customers 

purchase the brand that has been packaged together, they will be able to buy it at a lower price. 

For example, Lux, sometimes, comes in packs of three at a discounted price, or two related 

products can be bundled together, a toothpaste and toothbrush, for instance. 

Cash refund These are different from coupons in the sense that here price reduction 

occurs after the purchase when some proof of purchase is sent. A successful and popular cash 

refund strategy of MakeMyTrip.com that revolutionized the international travel market was, 

‘Hamne Toda Vaada Toh Pay Only Aadha’, ie., if we break our promise to you, pay only half 

the rate. This innovative campaign, which offered a refund of half the money to the traveller 

who wasn’t completely satisfied with his international holiday, was a huge success’ (Consumer 

Superbrands 2010 p. 135). 

Premiums These ‘are goods offered either free or at a low cost as an incentive to buy a 

product’. McDonald’s offers a variety of premiums in its Happy Meals; Bournvita also provides 

premiums to attract children. At Big Bazaar, you can purchase two shirts at a special discount. 

HCL once offered a free Nokia phone worth %6289 free with the purchase of an ME laptop. 

Shoppers Stop offered a complimentary Gili diamond pendant for making purchases worth 

%30,000 between the October to December period (Basu and Mukherjee 2009). 

Advertising specialties or promotional products These are useful articles like pens, 

mugs, calendars, T-shirts, caps, etc., which are imprinted with the ‘brand name/organization 

name, logo, or message that are given as gifts to consumers’. These articles are used by the 

consumers and subtly keep reminding them of the brand name. This is a strategy adopted by 

pharmaceutical companies, which offer doctors promotional products that can be kept on 

their tables. Sitting on the table, these products will remind doctors of the medicine’s brand 

name. 

Point-of-purchase promotions These include displays and demonstrations at retail 

outlets or any other place where the customer makes a purchase. Barista Lavazza offers 

live music performances, tarot card exhibits, handwriting analysis sessions, etc., to provide 

excitement for guests at their outlets. 
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Contests, sweepstakes, and games Sales can also be promoted by organizing contests, 

around activities such as making a jingle, providing suggestions, etc., and the best entry is then 

selected by a panel of judges. For example, Lays organized a contest in which people were 

asked to send in new names of flavours to Lays. The flavours that were chosen were to get a 

percentage of the sales or’a fixed amount up front. Sweepstakes are when consumers submit 

their names for a draw. A game, on the other hand, is when some consumers get something—a 

bingo, numbers, missing letters every time they buy, which may or may not help them win a 

prize. They help to create brand attention and consumer involvement. For example, Castrol 

uses contests and sweepstakes to attract customers. In 2011, it used the ICC World Cup to 

promote itself (see Image 11.10) by offering the winner a chance to watch a match in style 

(see Image 11.11). 
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Image 11.10 Castrol’s ICC World Cup promotion 

Events and Campaign Marketing 

Brands have long been associated with sponsoring events like the various cricket matches, 
football tournaments, etc. Companies can also organize their own events such as the Standard 
Chartered Mumbai Marathon organized on 17 January 2010, or the Swasthya Chetna, Healthy 
Awakening campaign of Lifebuoy, which educates rural communities about the importance of 
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washing hands with soap. ‘In India, over six lakh children under the age of five, die annually 

from diarrhoea, which can be prevented by washing hands. These areas are otherwise difficult 

to reach through the usual marketing campaigns on TV or through the press, etc. 

The Kitply brand of plywood, through their association with cricket, for example built 

a high visibility for themselves. By association with icons like Sachin Tendulkar and giving 

among cheques at the end of matches, a remarkable franchise for the brand was created. They 

also organized a tri-nation ODI series, which was telecast by Neo Sports in 2008 and received 

42.6 million tune-ins, which was 20 per cent higher than the IPL final (Saperbrands, 2009). 

Organization of such events or campaigns increases brand recall, and association with a big 

event inculcates trust in the customers and convinces them that the brand is a big brand. 
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Image 11.11 Castrol promotion details 
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Direct Marketing 

Direct marketing can be defined as the ‘use of mail, telephone, fax, e-mail, or the Internet to 

communicate directly with, or solicit response from, or dialogue with specific customers and 

prospects’ (Kotler and Keller 2006). Electronic shopping, telemarketing, television shopping, 

etc., are various ways in which organizations can do direct marketing, Dell Inc. has always 

relied on and championed the direct sales method for selling its personal computers. However, 

in India it is also selling products to the consumers through retail stores and also through 

Perot Systems which it acquired in 2009 for $3.9 billion, and which is now spearheading its 

entry into the selling services (he Economic Times, 2010a). Amazon and eBay are examples of 

companies that have been able to create a brand name for themselves by adopting the direct 

marketing route. 

The direct selling industry in India stands at %3330 crore and is growing at a rate of 

17 per cent. It is facing competition from traditional players who have added e-tailing and 

direct selling to increase their reach to semi-urban and rural areas (Sharma 2010). An example 

of a company using the direct selling method to market and establish their brands is Amway, 

which entered India in 1998 and has a turnover of %1128 crore and a sales force of 5.5 lakh. 

Similarly, Modicare, which entered the Indian market in 1996, has a turnover of ~100 crore 

and employs a sales force of 1.5 lakh (Sharma and Ghosh 2009). The various forms of direct 

marketing (Kotler et al. 2010) are as follows. 

Direct mail marketing When through ‘letters, catalogues, ads, brochures, samples, CDs, 

DVDs’, organizations send an offer or a reminder or other items to prospective customers at 

a particular address, physical or virtual, it is direct mail marketing. This allows brand managers 

to send information to a highly targeted market and an easy measurement of the result is 

possible. Email and SMS options allow for quick delivery of direct mail and are discussed in 

detail in the section on Internet marketing. 

Catalogue marketing This allows brand managers to mail their catalogues, both print 

and digital, to select customers. By going online, brand managers can upload a number of 

options for customers to choose from. However, in India people like to purchase items only 

after physical inspection and therefore catalogue marketing is not highly successful (Kotler 

et al. 2010). ‘Catalogues are enjoying a Renaissance’ and along with being used as a sales tool 

have become essential branding vehicles. This is evident from the increasing editorial content 
in catalogues and not just product listings. Catalogues are now being called ‘magalogues’ or 
‘catazines’. The increased branding content leads to consumers spending more and more time 
on the magalogues, which leads to increased sales (see Exhibit 11.7). Catalogues are powerful 
tools for pushing consumers online and it is reassuring for consumers to hold a printed 
catalogue, while purchasing online (Bashford 2010). : 

Telephone marketing With the increased penetration of mobile phones in India, 
telephone marketing is on the tise. Marketers use both inbound and outbound telephone 
marketing to receive orders and sell to customers directly. Teleshopping in India is estimated 
at €900 crore a year (Sruthijith 2010). 
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Exhibit 11.7 Branding through Catalogues 

The electronics brand giant, Bang and Olufsen’s 

catalogues are printed bi-annually in twenty-one 

languages and ‘target up to one million existing and 

potential customers and dealers.’ To be used both as 

a marketing vehicle and a branding tool for customers 

and dealers, it is designed as a ‘half catalogue 

(B&O Collection) and half editorial (B&O Magazine).’ 

Research proves that this strategy is working and 

readers ‘spend an average of thirty-seven minutes 

examining the catalogue, and comparing readers 

with non-readers, 29 per cent more readers of 
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strongly agree that B&O stands for ‘timeless 

design’ and 12.5 per cent more believe it stands for 

craftsmanship.’ 

Marks and Spencer's Home gets its 320-page 

catalogue printed twice a year along with mini-books, 

smaller versions of the catalogue and leaflets. As 

all the retail outlets cannot display the entire range, 

the catalogues account for the ‘lion’s share of the 

business’. These catalogues act as an inspiration 

for customers, and they can view the entire range of 

furniture at leisure (Bashford 2010). 
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Mobile phone marketing Increasing use of mobile phones makes this an attractive media 

for marketers. Some of the mobile phone promotions include ring-tone giveaways, retailer 

announcements of discounts, special sales, etc. Location-based marketing via Bluetooth is 

also possible when customers get messages from marketers on the basis of their proximity to 

retail outlets. 

Publicity and Public Relations 

Publicity is “a variety of programmes designed to promote or protect a company’s image or 

its individual products’ (Kotler and Keller 2006). Organizations can maintain public relations 

through company magazines, annual reports, donations, etc. 

News releases are a popular means of disseminating information about the brand. However, 

if the release is not in favour of the brand, it can harm the brand image. For example, brand 

Coca-Cola’s bottling plant, Hindustan Coca-Cola Beverages, at Plachimada, in Kerala, which 

was shut down in the year 2004, was recently in the news. The Kerala government panel had 

been studying the charges of depletion of ground water and dumping of solid waste that had 

both harmed farming activities in the area and loss of health. Coca-Cola now has been asked 

to pay %216 crore for the damages and even though Coke has denied the charges (Ihe Economic 

Times, 2010b), such publicity is bad for the company, and the company will need act to see that 

its brand equity is not affected. The news of the bidding battle between Kraft Foods and other 

tivals for Cadbury in the year 2009 had resulted in the share prices reaching a new high (Jones 

2009). These examples highlight the need to manage the publicity of the organization so that 

brand equity is enhanced and not lost. 

Other ways by which publicity can be created is through newsletters, magazines, and annual 

reports, and this also helps in disseminating the relevant information about the brand, which 

helps the organization build higher brand equity. ‘Public service activities’ carried out by 

organizations also helps in creating goodwill for the brand. ‘Corporate identity material like 

business cards, logos, stationery, buildings, websites, company cars and trucks’, etc., all help in creating 

brand identity in the minds of customers (Jauhari and Dutta 2010; Kotler et al. 2010). 
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Publicity is an important brand-building tool and should not be overlooked at the time 

of deciding the communications strategy. According to Dr Pragnya Ram, Group Executive 

President—Corporate Communications, Aditya Birla Group, ‘80 per cent of the consumers’ 

perception is formed by what they are reading in the media and media is taken at face value’. 

Thus, the need to maintain good public relations is vital for the success of a brand. 

Word of Mouth 

This includes the customer-to-prospective customer interaction, which is not directly under the 

control of the organization. ‘In developed countries, it is advertising that affects the purchase 

choice the most, but in developing countries like India and Indonesia it is word of mouth 

that affects the purchase decision the most. Indians are a closely knit society and are easily 

influenced by their peers, relatives, etc.’ (Jauhari and Dutta 2010). Brands can create a positive 

word of mouth for themselves by consistently delivering during the moments of truth for the 

customers. Also, during the initial days of a start-up when organizations cannot invest money 

in advertising, word-of-mouth publicity is the best way to spread the word about the brand 

and create brand awareness and ultimately footfalls. For example, ‘when Dutch national Lalita 

de Goederen opened Bagel’s Café in Gurgaon in June 2009 she depended on word-of-mouth 

publicity. Bagel’s saw 500 billings a month in July and August. September 2009 onwards, Lalita 

started updating the fan page regularly. Billings doubled within a month and in November 

2009 she opened a ten-seater cafeteria in a commercial building’ (Stvakumar 2010). A brand, 

therefore, has to create the right marketing mix and communicate this effectively to customers, 

so that customer expectations from the brand do not surpass their perception about the brand 

performance. The Internet now makes it possible to spread the word of mouth quicker and to 

a wider audience through message boards, virtual communities, blogs, etc. 

Internet Marketing 

The Internet and its related platforms are considered as the new age media. The Internet scores 

over traditional media, that is print, television, radio, etc., by providing current information with 

the minimum lead time to the relevant target audience and the impact is far more measurable. 

Customers also benefit by receiving relevant advertising. 

Online product demonstrations and product usage facilitate the selling process. E-advertising 

is global in nature and assists consumers in choosing their brands at their own convenience 

and pace (see Exhibit 11.8). It provides a high quality and an interactive multimedia option 

to reach the customers (Ramprasad 2009). The flip side is that it can transform the corporate 
reputation in an instant when consumets use the web to vent their disapproval and expose 
wrongdoings. The British Petroleum (BP) oil leak was highly talked about and commented 
upon, resulting in its reputation being severely damage in 2010. The online media cannot be 
ignored and needs to be monitored so that organizations can protect their reputations (Jones 
2010). The various methods by which an organization can communicate and advertise in the 
new age media are as follows (Ramaswamy and Namakumari 2009). 

Viral marketing Viral marketing is an effective tool of brand communication, where an 
information or communication is passed through the Internet from one mouth to many and 
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Exhibit 11.8 The Net Savvy India Post 

India Post, with 1,55,333 post offices across the 

country, now has another post office—the virtual post 

office launched at the end of the year 2010. This virtual 

post office made it possible to sell stamps, transfer 

money, and provide various other postal services at 

the click of a mouse. This enabled ‘the Internet savvy 

educated urban consumers’ to use the services of 

India Post, which turned 246 years old in 2010, more 

easily. The services include railway ticketing, foreign 

remittance, collection of mobile bills, etc. India Post is 

now planning to expand these services to also include 

pre-paid cards, which will support cashless transactions 

at retail outlets (Sanyal and Ghosh 2010). 

from there to many more till the information spreads like a virus. “The Dove Evolution viral 

ad is effective because it sends a unique, positive message about the true definition of beauty. 

And this video really did spread like a virus. Not only did it get nearly 2 million hits within 

a month’s time, but it also received attention from top TV shows like Ellen, The View, and 

Entertainment Tonight.’ 

Social networking sites Social networking sites such as Facebook, Orkut, etc., are 

gaining popularity and helping people connect across geographical boundaries and time. 

They also provide a wealth of personal information about the customers online, and can be 

used effectively by marketers to finetune their offerings. YouTube allows marketers to upload 

videos and ads about their products and is increasingly becoming popular among onliners. 

It is effective in India as customers here depend more on word of mouth and prefer talking 

to family and friends before making a purchase decision. However, the drawback here is that 

the marketers do not have control over what is being said and both types of information can 

be sent out—good and bad. Marketers need to monitor various websites like Mouthshut.com and 

keep tabs on what is being said about the brand (Sagar et al. 2009). Any negative comments 

should be redressed immediately. Thus, a lot of content creation and content-sharing is possible 

here. These sites are also becoming the largest source of on- or offline friend networks (Irani 

2010). Brand managers can leverage networking sites in the fashion that Cadbury promoted the 

‘virtual gifting phenomenon’ on Facebook during Diwali when gifting is common. Through 

their gifting application, users could ‘send virtual Cadbury chocolates to friends, family, and 

colleagues and this was visible on the person’s entire social network.’ (Menon 2010) 

3-D digital shops These are high quality environments in three dimensions, which are 

slated to become the next big phenomenon on the Internet. Here, there are ample opportunities 

for marketers to explore and communicate with their target audience. For example, Second 

Life, http:// education.secondlife.com/about/, is an open-ended virtual game, where residents 

can create their own buildings, vehicles, etc. This will help marketers understand consumer 

behaviour and place their brands in the game and in virtual stores, where consumers can 

7 purchase the product online. 
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Blogs Blog is the short name for web logs. These are web pages, where individuals can post 

their opinions about various issues and communicate them to the whole world. Consumers, 

whether they purchase online or offline, do go online to check the reviews of the brands they 

intend to purchase, especially cars, tickets, hotel rooms, etc., as well as electronic products. 

According to a global study on online purchasing by Nielsen (Nielsen Wire 2010), ‘one of the 

gteat benefits of shopping online is the ability to read others’ reviews of a product, be they 

experts or simply fellow-shoppers.’ Brands that fail to deliver according to their brand promise 

need to specially pay attention, as 41 per cent of the customers said that they were most likely 

to write a review about their negative experiences. Evalueserve and Empower Research are 

companies that are providing the services for scrutinizing blogs for their clients. “Various blog 

search programmes are also available, such as Nielsen Buzzmetrics, which uses crawlers to 

sieve through consumer “buzz” on blogs and arrive at marketing insights’ (Ramaswamy and 

Namakumari 2009). 

Web TV This technology provides the facility of downloading TV programmes and 

watching them at leisure and not necessarily at the scheduled time. Web TV will also impact 

television advertising and needs to be looked at as a potential medium in the future when more 

and more people begin adopting this medium. 

Mobile phones With the increased adoption of mobile phones by the Indian consumers, 

it is fast becoming an attractive media to specifically select and target the relevant audience. 

There are 671.69 million mobile subscribers in India (June 2010 data from Dash 2010) who 

can be relevantly targeted by various brands. IBM is testing a product called Presence. This 

enables the detection of shoppers, who have signed up for Presence, as soon as they enter 

a retail store and it then offers real time discount coupons through the mobile. Also, the 

spending habits of the shoppers, their browsing time in the different departments, etc., can be 

collected and analysed to provide a better shopping experience for them (Rosenbloom 2010). 

Thus, a promotion for lady’s-finger can be sent on the mobile phone once customers enter the 

fresh vegetables aisle, or they can get advice for purchasing matching accessories once they 

buy a new dress, etc. 

SMS Instead of calling on the mobile phones, companies can also send SMSes. The benefit 

of sending an SMS is that it can be stored and reconsidered later. With commercial SMS 

now costing less than a paisa, all companies from insurance, to vastu, geyser manufacturers 

to builders have adopted this media taking the score of SMSes across the country above the 

100 million a day mark (Dash 2010). 

Podcasts These are pre-recorded programmes that can be made available on a website 
’ for download, which people can watch later on their computers or mobile phones. Podcast 

takes its name from Apple’s iPod line of products, but is not limited to the same (Entrepreneur, 
2010). 

Company websites The websites of organizations also communicate with the target 
audience. The benefit is that consumers can visit these websites at their leisure and convenience, 
since they ate available 24/7. Also, information on the Internet can be processed in real time 
and the latest communications, promotional campaigns, product updates, etc. can be provided 
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to the customers with a minimum time lag (also see the section on branding and marketing 
strategies in Chapter 6). 

Online advertising Companies can post links to their websites or even advertisements 
on the websites of other organizations. These ads can be in the form of banner ads ot pop-up 
ads. 

In-store TV This is a form of point-of-purchase display, where customers inside a store 
can watch the ads for the brands in the store on the screen. For example, Big Bazaar and 
Shoppers’ Stop use in-store TV to ‘narrowcast’ or broadcast information to a narrow focused 
audience in the store at that point of time. 

In-programme brand placement Brands are now placed in TV programmes or serials 

or in films, where they can catch the eye of the viewers and thus achieve a higher brand recall. 

Embedding products in the storyline helps to cut the clutter and leads to a higher awareness 

on part of the audience. For instance, in the show, ‘Big Boss 3’ (2008) on the Colors channel, 

the Airtel music was played to wake the participants up in the morning. Financial services like 

ICICI Prudential Life Insurance launched their Jeete Raho campaign through the film Cheeni 

Kum. Reliance Capital tied up with Three Idiots to promote its All Izz Well insurance plans and 

Bajaj Allianz tied up with the movie Paa for its children’s plans. “Bajaj Allianz claims that the 

tie-up has doubled its promotion frequency.’ The flip side is that the tie-up can result in brand 

overkill and may have negative implications if the film does not do well at the box office 

(Sharma and Dhall 2009). 

One of the strategies, using which marketers can connect with customers online, is by 

‘crowdsourcing for advertisements’. In crowdsourcing (Howe 2006), organizations take the 

work from one employee and entrust it to a large group of people (crowd) that leads to a 

community-based design (Howe 2006; Kaufman 2008). This allows consumers to have a say in 

the brand, be it in the product design, promotions, designing, innovations, etc. Marketers are 

benefited as it allows them to get feedback from consumers in time for them to incorporate 

into their brand-building strategy. Unilever is an example of an organization using the idea of 

crowdsourcing its ads (Tiltman 2010). 

INTEGRATING BRAND COMMUNICATIONS 

Marketers can communicate with their target audience via a number of media and various 

communications tools. In actual life, the choices that consumers have are not simple, especially 

given the fact that there are a multitude of brands to choose from. Also, a consumer is 

influenced by a number of parameters prior to the purchase of the same (Joshi 2009). Thus, 

marketers need to be present and touch the lives of the customers at more than one point 

with information about the brand that they are offering, by educating the customers about the 

brand, the various brand attributes, brand prices, etc. The information that goes out via all the 

tools and media used should be consistent and deliver the same message (see Exhibit 11.9). 

This helps in building a strong consistent brand image and reinforces the brand attributes in 

the minds of the customers. 
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Exhibit 11.9 Managing Brand Communications at Tata Sky 

The brand Tata Sky is a satellite service provider in the 

direct to home (DTH) category (see Image 11.12). 

It has positioned itself under the DTH category and 

uses search engine optimization, as can be-seen from 

Image 11.13, to ensure that it comes out at the top in 

the organic search for ‘DTH’. 

Tata has also launched its Tata Sky Plus and Tata 

Sky Active services. The former is positioned as a 

Free your. 

TY trom 

cable problems. 

Get Tata Sky! 

OVD quality picture. 

CD quality sound. Fantastic! 

24x7 customer care. 

Service beyond compare! 

1 Million Connections. ‘| 

1 Million Reasons. 

TATA (Sky 
maheng one Speer wegen 

Courtesy: Superbrands. 

_Image 11.12 Tata Sky advertisement _ 
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Exhibit 11.9 contd 

Web images Maps News Orkut Books Gmail more ¥ Web History | Search setfings | Sign in 
b 
h 
i 
1 

Advanged Saatoh Google ian 
Search: © the web © pages trom india 

Web &&Show options . Results 1 ~ 10 of about 7,000,000 for dth. (0.16 seconds) 

Sun Direct OTH Gran Offer honsored Links hesanraaiitat 

‘ Sti Ss Get Installation & 
www aaskndeats Corr Search and Select best OTH offers 24 Hrs Home Delivery + Discounts 3 Months Subsenption Free! 

GB Show map of swkwests com locations oar Delhi w.tatasky ath in 

Related searches: ddgth airtel dth videocondth zee ath MyWay IPTY 
Recording sence at cheapest price 

OTH ky OTH inc ne (DTH) 160+ Channels, Free Subscription 
indis's only OTH Superbrand, Teta Sky offers Durect-to-Home (OTH India) Satelite TY with My Way jn 
host of new features & services Delhi 
Wew tatasky conv - ached - Survist 

Almel Digital TY [HD] 
Sun Direct DTH Semce With 5 Superior Picture Clarity & 
india’s 1st MPEG4 and High-Definition DTH Semice Provider Dolby Digital Plus Surround Sound! 
were sundmect wv -~ Cecheg - Sinvisr wow, Airtel in/rligh Definition TY 

DichIV incia Cieet NTI Catasite TY! Dinitat Dictiwa and OTH RIG TV DTH Senice 

Source: http:/www.google.co.in accessed on 17 August 2010. 

Image 11.13 Tata Sky in DTH Google Search 

LEARNING 
‘SO See questions Gatty 

for classes 1-5 

RNING MADE FUN : 
F ON YOUR TV 
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Exhibit 11.9 contd 

personal video recorder and the latter as an interactive Replay 

platform for learning for all ages (see Image 11.14). : 

The Tata Sky Plus services provide the power to 2 

plan and control TV viewing. The consumer can pause, ee as 

record, and rewind live TV. It is a premium product and TATA Shcy 

the target audience has, therefore, been ‘premium 

metro audience, 25-plus, affluent families’. To drive 

the message across, situations were highlighted, PAUSE YOUR 
where consumers might need to use the services PROGRAMME 

that Tata Sky Plus had to offer. For instance, when 

iy tee and wife fight over what . ee or ae WHENEVER YOU 

oss is Calling, etc., programmes could be recorde 

or paused to be resumed later. This message was WANT TO 

modified according to the website on which the ad 

was run. Thus, for a cricketing websites, the ad was as 

given in Image 11.15. PAUSE 

This was followed by the ad message ‘pause, RECORD ; 
record, rewind, live TV’ for an entertainment website 

(see Image 11.16). REWIND 

NOW RECORD 
YOUR CRICKET MATCH 

WHILE SHE 
WATCHES HER SERIAL 

i 

_ Source: http:/www.media2win.com/case_studies_tata_sky_ Source: http:/vww.media2win.com/case_studies_tata_sky_ 
plus.html, accessed on 17 August 2010. plus.html, accessed on 17 August 2010. 

‘ Image 11.15 Tata Sky online ad for cricket Image 11.16 Tata Sky online ad on entertainment : 

lovers websites 
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For the financial website, the message was as 

given in Image 11.17. 

This highlights the fact that even though the ad 

copy was personalized according to the website, the 

basic message of ‘pause, record, and rewind live TV’ 

was consistent throughout. 

The Tata Sky Active series provides a platform 

for interactive TV. The organic search for ‘interactive 

TV’ shows the Tata Sky link on the first page. Thus, 

it has positioned itself in this category also (see 

Image 11.18). 

WANT A SECOND LOOK AT ibeey se: ON THE oe 

BRANDING AND MARKETING COMMUNICATIONS _ Mi 

For Tata Sky Active, there were a series of ads 

on TV, print; outdoor media, and the Internet. These 

ads highlighted how learning was made fun and easy. 

Their brand ambassador, Aamir Khan, drives across 

the brand message. Image 11.19 shows that they have 

highlighted the same brand communication on their 

website also. 

Thus, we can see that Tata Sky has provided 

uniform brand communication across all the platforms, 

and finds a place in the Superbrands category. 

Source: Based on Superbrands 2009; Media2win 2010. 

ay 
ort Ne —_— 

A PROGRAMME 

WHENEVER YOU WANT TO 

PAUSE 
RECORD 
REWIND 

Contd 
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Exhibit 11.9 contd 
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Source: http://www.google.co.in, accessed on 17 August 2010. 

Image 11.18 Tata Sky on Google search for Interactive TV 

My Tata Sky 
{enbteg subse 
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SUMMARY 

Communicating with the target audience is imperative 

in building a brand. Consumers need to be aware and 

knowledgeable about the offering—the brand—that has 

been designed for them. The awareness and the image 

that the consumers have about the brand can make the 

brand successful and easily acceptable and adoptable 

by the customers. This chapter talks about the various 

ways in which an organization can communicate with the 

target audience be it through advertising, personal selling, 

sales promotion, events and campaign marketing, direct 

marketing, publicity, word-of-mouth, or Internet marketing. 

The advertising section delineates the various perspectives 

that advertising can help develop for consumers like 

brand information, positioning, brand recall, etc. It covers 

the various media options available to the marketers 

and the impact they have from the branding perspective. 

Personal selling also looks at the various ways in which 

OR Spe ET ee se SEE EO EES 

KEY TERMS 

Advertising Communication that is paid for by an 

identified sponsor with the object of promoting ideas, 

goods, or services. 

Brand attitude _|tis the attitude that consumers develop 

towards a brand on the basis of their association, direct 

and indirect, with the brand. 

Brand awareness It is the ability of the consumer to 

recognize or recall the brand as a member of a particular 

product class category. 

Brand knowledge It is the understanding that the 

consumers have about a brand and constitutes brand 

awareness and brand image. . 

Brand positioning _ |tis arranging for a product to occupy 

a clear, distinctive, and desirable place in the market, and 

in the minds of the target consumers. 

Brand response This is the customers’ response to 

the marketing activities and the brand meaning they have 

derived. 

Direct marketing Selling by means of dealing directly 

with the consumers rather than through retailers. Traditional 
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marketers can use this as a tool to build their brand. 

The sales promotion section looks at the various sales 

promotion tools and their impact on branding. Event and 

campaign marketing can also be used for communicating 

and building a perspective of the brand and this has 

been discussed in that section. This is followed by direct 

marketing: its various ways and the impact of the same on 

branding. The publicity and public relations section and 

word-of-mouth section focus on the use of these as a tool 

to build a brand. The new age media—the Internet is also 

discussed in detail. The various options available like viral 

marketing, social networking sites, 3-D digital shops, etc. 

have been highlighted. The integrated marketing concept 

then taiks about the selection and choice of media and the 

various communication options, keeping in mind the brand 

image that organizations need to portray. 

methods include mail order, direct mail selling, cold-calling, 

telephone selling, and door-to-door calling. More recently, 

telemarketing, direct radio selling, magazines, TV and 

online computer shopping have been developed. 

Marketing communication It is a dialogue between 

the organization and the various audiences of its brand. 

Personal selling Person-to-person interaction between 

a buyer and a seller in which the seller's purpose is to 

persuade the buyer of the merits of the product, to 

convince the buyer of their need for it, and to develop with 

the buyer an ongoing customer relationship. 

Promotion The managerial process of communication 

an organization has with its target audience to generate 

attitudinal and behavioural responses and_ facilitate 

exchanges for mutual benefit. 

Public relations Influencing the public so that they 

regard an individual firm, charity, etc., in a favourable light 

compared to their competitors, since a good corporate 

image is an important asset for an organization. 
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Sales promotion An activity designed to boost the 

sales of products or services. It may include an advertising 

campaign, a free-sample campaign, offering of free gifts, etc. 

EXERCISES 

Concept Review Questions 

1. What is promotion and how does it impact branding? 

2. Critically discuss the statement, ‘It is advertising 

that transforms a product, which provides functional 

benefits and no more, into a brand that offers the 

consumer psychological rewards in addition to the 

functional ones.’ 

3. How can sales promotions help in building a brand? 

4. Enumerate the various ways in which the Internet can 

be used to communicate about the brand. Highlight 

any two that you think are the most important, and 

explain why? 

Critical Thinking Questions 

1. ‘Marketers can communicate with their target 

audience via a number of media and various 

communications tools’. Critically discuss this 

statement in the light of branding. 

2. An FMCG company is deciding to launch a shampoo. 

What promotional tools would you recommend to 

build their brand and why? 
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CASE STUDY 

UML MT MLM MLM MMM Ne EMM HNN NTS RY LES EAM SBE EELS ORL NY LSS L ELE ILE GEILE LLL LIE LIAL NIE LEAR 

Advertising Medias 

Introduction 

The sixty-four years since independence have witnessed 

many revolutions: the green in 1960s, the white in the 

1970s, the family entertainment in the 1980s, and ‘the 

mobility revolution of the millennium’ (Sivakumar 2010). 

The family entertainment revolution was heralded in the 

1980s by the launch of the national television, but the 

television industry in India came into being in 1957, when 

each day, for a limited period, black and white programmes 

were aired in New Delhi. The Asian Games in India in 

1982 saw a revolution in the form of colour television. The 

liberalization of the economy in 1990s drove in a number 

of international channels with several local offerings. This 

proliferation of media was not limited to the channels 

alone. 

There are approximately 300 dailies and a number of 

magazines to choose from. The out-of-home advertising is 

also an attractive means to catch the attention of customers 

on the go. With 637 million mobile phone subscribers 

who are using the same for a number of applications 



and connectivity on voice as well as for accessing the 

net, the proliferation of media is huge. Also, to reach a 

diverse consumer market, geographically, culturally, and 

linguistically, in a country like India, keeping in mind the 

budget of an organization can be a task. 

Understanding of the consumer attitude towards 

the media 

A study of the consumer attitudes towards the various 

media was conducted with about 350 respondents 

participating in the study. The consumers were asked to 

rank the influence of the media on their purchase decision- 

making. The results are shown in Table 11.6. 

Table 11.6 Overall ranking of media influences 

Options 

Past experience 

Publicity 

TV commercials 

Shows/Exhibits 

Magazines/Newspaper ads 

Brochures 

Billboards (out-of-home) 

Point of purchase displays 

g 

on ON FF OW DY — Internet ads 

Radio 

Source: Dutta 2010. 
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Past experience with the brand is the number one 

influence on a customer at the time of purchase. This is 

followed by the brand image of the firm based on publicity 

rather than of company-influenced communications. TV 

commercials come at number three followed by magazines 

and newspaper ads, and shows and exhibits. 

Afurther correlation analysis showed perfect correlation 

between TV and the Internet. This shows that when 

customers view information on the TV, they go online to 

determine the validity or to gain further information about 

the company/product before purchasing. As far as the 

other media are concerned, the information is unique 

and impacts the buying process differently and further 

highlights the importance of understanding each media. 

The consumers were also asked to rank their opinions 

towards the various media based on the following: how 

informative, how helpful as a buying guide, how irritating, 

how believable, how exaggerated, how boring, how 

misleading, and what kind of a negative influence on the 

kids they were. The overall ranking for the various media 

is shown in Table 11.7. 

Advertisements in newspapers and magazines were 

found to be most informative and the ads in these media 

in the reverse order were considered helpful as a buying 

guide. For consumers, newspaper and magazine ads were 

most believable, exaggerated, and boring. They were also 

found to be least misleading and were ranked as having 

the least negative impact on children. Ads in the movies 

were the most irritating, but least boring. They did not score 

well as a believable, informative, and helpful buying guide 

Table 11.7 Overall attitude towards media 

A Helpful Negative impact 

Media _—Informative in buying Believable Irritating Exaggerated Boring Misleading on children 

Decne os 2 1 6 1 2 7 7 

Magazines 2 1 2 x4 2 1 6 6 

Films 5 6 6 1 5 7 3 3 

Radio 6 5 5 2 6 5 1 5 

TV 4 4 4 3 4 4 4 { 

Internet 3 3 3 5 3 3 5 2 

7 7 7 4 7 6 2 4 Se eh 
Source: Dutta 2010. 
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either. Radio also scored low as informative and helpful 

buying guides and on the believability factor. These ads 

were also found to be irritating and misleading. TV was 

found to have the maximum negative impact on children 

and was placed fourth as a source of information and a 

help in being a guide for buying. The television ads were 

also thought to be exaggerated but believable, boring, and 

misleading. The Internet, though found to have a negative 

impact on children, scored well as an informative and 

helpful buying guide that was believable as well. Out- 

of-home was found to be the least informative, the least 

helpful as a buying guide, and the least believable. 

Conclusion 

‘The heavy reliance on past experience reiterates the 

importance of moments of truth and getting it right the 

first time. Organizations should, thus, focus on the 

experience of the customers and try to be more innovative 

so as to create a memorable impact on the customers. 

Organizations should study their positioning in the minds 

of the customers, as these individuals also constitute the 

reference-set for family and friends as well as_ for other 

customers. The Internet banner ads and Internet pop-up 

ads were found to be the least important in comparison 
UT ML ee 
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to magazines and newspapers as important sources of 

information. One can infer that the traditional sources 

of information continue to be important sources for 

customers. In spite of the popularity of the Internet, these 

traditional sources cannot be overlooked. The use of the 

Internet for promoting products should not be ignored even 

though it is considered as the least important medium, 

because it is rated very high on being informative and 

helpful in making purchase decisions. Another factor is 

the increasing penetration and use of the Internet in India 

(Johar and Bhatia 2008), which shows that it will become 

an important media in the near future. TV and Internet 

have been ranked as having the maximum negative 

impact on children and this aspect should also be taken 

into consideration while formulating the media strategies’ 

(Dutta 2009). 

Discussion Questions 

1. Which media affects the consumers the most? Keeping 

this in mind, what promotional strategy would you 

formulate for a company that wants to sell ceiling fans 

in India? 

2. Keeping in mind the consumer's attitude towards the 

media, what media mix would you recommend to the 

same organization? 
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Brand Strategies 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

e The concept of brand strategies 

e Naming a brand extension 

e Brand extension strategies—line and category extension 
e Brand stretching 

e Advantages and disadvantages of brand extensions 

e Launching new brand extensions 

ABOUT THE CHAPTER 

Brands are built over time through carefully thought-out strategies. They are the assets of 

a firm and can be used to leverage the entry of the firm in the same or different product 

categories. Consumers base their purchase decisions on a limited number of product attributes; 

therefore, launching a new product in a product category with established competitors can be 

difficult (Aaker 1990). Firms need to carefully plan their product launch, and one of the best 

and proven ways to gain success is to use their established brands to gain entry, i.e., brand 

extension. Having a well-thought-out brand strategy can be a key contributor to the success 

of an organization in the marketplace. 

Consumers encode the functional and emotional values of the brand in their minds, 

which helps them identify the point of difference among competing brands (Martinez and 

Chernatony 2004). Consumers’ attitude towards the extension and the perceived quality of the 

brand influence the general brand image. This highlights the importance of managing brand 

extensions carefully so as to achieve the desired results. 

NEED FOR DESIGNING BRANDING STRATEGIES 

Human effort, time, and money are required in abundance to build a brand from scratch. 
Once the brand is established and doing well, companies realize that to stay competitive and 
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to tap other opportunities in the market, they need to come out with more products to attract 

consumers. The new product can be branded under the existing brand or the organization 

can give an entirely new brand name to the same. These decisions are strategic and have 

implications for the organization as a whole. Thus, over a period of time, a company can have 

a number of brands in its basket of offering for consumers in the same or different product 

categories. This is called brand portfolio and includes all the brands and brand lines that a 

company has to offer in the market (see Exhibit 12.1). 

OF EIR OTE PO TT AE ISSR NS HTON 

Exhibit 12.1 

The lifestyle trends of consumers are changing. With 

increasing overseas travels, more Indians are getting 

exposed to ‘newflavours and textures. Brand extensions 

are catering to this need. For example, Britannia’s 

new Britannia Treat Choco Decker is nothing, but its 

‘Treat jam biscuit with a layer of chocolate’. These 

are available in both biscuit racks and confectionery 

counters. Thus, by innovating, packaging changes, 

Extending Brands 

and ‘cross-category placements’, the same product 

can be extended to different categories. This extension 

expands the target audience and also helps in tapping 

new consumption opportunities (Jacob 2011). Britannia 

also has the ‘NutriChoice’ high fibre biscuits, which 

it has extended to introduce the NutriChoice diabetic 

friendly range of cookies. These are available in two 

variants—oats and ragi (see Image 12.1). 

7 ® NutiChoice Diabetic Friendly 
contain a unique combination 
insoluble fibers that are reporte 

glucose absorption preventing 
in blood sugar levels. 

* Ragi has complex catbohydrat 
the slow release of glucose in 
stream 

Contact uy at heflodiaherex@brmtindia cam 

Copyright 2010 Britannia Mutrition foundation | all Rights Re 

ER Oe ee ee ew ae ae oie ae a : 

Choice Diabetic Friendly Essentials 

Source: http:/www.britannia.co.in/Hello_Diabetes/Ragi.htm 
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An organization’s product width includes all the different product lines it is offering in the 
market. The organization can come out with a number of related products, which form one 

product line; or 2a number of unrelated products, which form different product lines, 1e., a 

product mix. An organization’s product width denotes the number of product lines it has. In 

the product line, it can have a single brand or a number of brands. All the brand lines that an 

organization has to offer are called brand mix or brand assortment (Keller 2004). 

Thus, for example, Britannia Industries, which started as Britannia Biscuits in 1892 and was 

rechristened in 1979, has now diversified into cakes, dairy products, etc., all of which form 

the product width for Britannia. The biscuits, cakes, dairy products, etc. constitute different 

product lines for Britannia. If we talk of one product line such as cakes, then with in that it 

has different brands like Britannia bar cakes, Britannia cup cakes, Britannia chunk cakes, and 

Britannia veg cakes. All these form the product line length for the product line of cakes. Now, 

if we talk of Britannia bar cakes, it comes in different flavours, such as fruit, butter sponge, 

chocolate, pineapple, vanilla, etc. All these constitute the product line depth for Britannia bar 

cakes. This concept of product mix width, length, and depth has been further clarified with 

the help of Figures 12.1 and 12.2. 

If we consider the example of Britannia biscuits, it has eleven brands of biscuits. Each 

brand is further composed of a number of sub-brands. Figure 12.2 shows the sub-brands of 

Tiger biscuits. Similarly, Good Day has thirteen sub-brands like Good Day Butter, Good Day 

Coconut Cookies, Good Day Honey and Raisin Cookies, etc. Thus, the brand portfolio of 

biscuits has a number of brands. 

Product line-1 Product line-2. Product line-3 Product line-4 
Biscuits Cakes 4 Dairy delights and soon 

Bar cakes Cheese 
Cupcakes Milk 

Veg cakes Actimind 
Ghee 
Butter 
Dairy whitene 

pie WA jet) 2 

Source: Based on http://www.britannia.co.in, accessed on 25 March 2010; Keller 2004. 

Note: The list shown in the figures is illustrative, not exhaustive. 

es 

Figure 12.1. Product mix and product lines for Britannia 
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Y Y. Y 

Banana wi 2 %4 710 

Chocolate 

Elaichi 

Orange 

Britannia Pineapple 
‘Tiger 

Biscuits Strawberry Similarly can be in different packaging 

‘Chai Biskoot 

Brita Ener
gy Pops 

~ Coconut P
ops 9 

Source; Based on http://www.britannia.co.in, accessed on 25 March 2010; Keller 2004. 

Note: The list shown in the figure is illustrative, not exhaustive. 

Figure 12.2 Product line depth—Britannia Tiger Biscuits 

DEFINING BRANDING STRATEGY 

When an organization decides to come out with a new product in the same product category 

ot in a different product line, it can either use existing brand elements, such as the brand name, 

logo, etc., or come out with new brand elements. If the organization uses new brand elements, 

an entirely new brand is launched. The organization then goes through the brand establishing 

cycle to build the brand afresh. Such a brand will have to create awareness in the minds of the 

consumers and it will take some time before consumers start using it, and establish their trust 

in the brand and adopt it. 

However, if the company uses the elements of existing brands, then it can immediately 

leverage the new product it has to offer. Using the same elements reminds consumets that it 

is a product of the company whose brands they are already using or who has some reputation 

in the market, and hence, the new product gets credibility and recognition from the first day 

of its launch. All this forms a part of the branding strategy for an organization, which is 

defined as the strategy that ‘reflects the number and nature of common and distinctive brand 

elements applied to the different products sold by the firm. In other words, branding strategy 

involves deciding which brand names, logos, symbols, and so forth should be applied to which 

products and the nature of new and existing brand elements to be applied to new ptoducts’ 

(Keller 2004). 

Thus, while devising a branding strategy, organizations need to answer the following questions: 

1. How mary brands can an organization effectively and efficiently offer to the market? 
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2. Whether to come out with new brand launches or not? 
3. Where to place these brand launches as line extension or category extension (see the 

section on branding strategies and opportunities for growth for further details)? 
4. Which brand elements to use—existing, new, or a combination of the two? 

As discussed, organizations can use the equity of an existing brand to leverage the new 

product, which is called brand extension. Brand extension is defined as ‘when a firm uses an 

established brand name to introduce a new product’ (Keller 2004). The new brand so launched 

is called a sub-brand and the existing brand is called the parent brand. If the parent brand 

name has already been used in various product lines, it is also called a family brand (Kotler 

and Keller 2006). When HUL launched their shampoos, they named them after their famous 

brand of beauty bathing soap—Lux. The Lux soap was the parent brand and Lux shampoo 

was the sub-brand. 

STRATEGIES FOR CHOOSING A BRAND NAME 

A company is represented by a name—the corporate name. This name is important as it 

identifies the organization and builds a frame of reference for the consumers. Many companies 

use this corporate name to represent the individual brands they launch in the market. For 

example, Tata uses its corporate name to brand all the products it sells in the market. It brands 

both commodity products such as salt and the more sophisticated products such as cars, 

consultancy services, etc. with the same corporate name—Tata. 

There are also instances where companies do not use their corporate brand name to 

represent the products launched. For example, Yum! Brands, which owns KFC, Pizza Hut, 

Taco Bell, and Long John Silver’s restaurant brands, does not use its corporate brand name 

to represent any of its brands. It uses individual names to represent these brands and each 

brand is an individual brand with its own brand elements. This discussion shows that when 

a company decides to launch its product in the market it can choose any brand name. The 

general strategies discussed by Keller (2004) and Kotler and Keller (2006) for naming brands 

are as under: 
1. Corporate brand name combined with individual name 

2. Individual names 

3. Blanket family names 

4. Separate family names for all products 

Corporate Brand Name Combined with individual Name 

A corporate can use its established name to launch various brands in the market. As discussed, 

large corporate houses in India are using this strategy to brand their products. For example, 

the Aditya Birla group have used the name Birla in combination with white cement, Carbon, 

Sunlife Insurance, etc. In such cases, they have branded individual products with a combination 

of corporate and individual brand names. Similarly, Reliance also uses a combination of its 

corporate name, Reliance, with individual names, such as retail (Reliance Retail), gas (Reliance 

Gas), and aviation fuel (Reliance Aviation). Britannia is another example of brand name and 
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individual name constituting the final product-brand name, for instance, Britannia Cheese, 

Britannia Daily Fresh Dahi, Britannia cakes, etc. 

Individual Names 

An organization can come out with a number of products in a product category and give 

different names to each. For example, HUL offers a number of detergent powders, such as 

Surf, Rin, and Wheel. It also provides a basket of bathing soaps, such as Lux, Lifebuoy, Breeze, 

Hamam, Liril, etc., each targeted towards different market segments and with its own unique 

positioning, In individual branding, the brand name is not accompanied by any other family 

or corporate brand name. 

Blanket Family Names 

When the same name is used to represent the brand in different categories, it is called a blanket 

family name. This can be the company name also. For example, General Motors uses the name 

Chevrolet for its range of sedans, SUVs, coupes, vans, hatchbacks, etc. It similarly offers a 

range of cars in the brand names of Cadillac, Buick, etc. 

Separate Family Names 

As a strategy, an organization can also come out with separate family names. For example, 

Tata’s retail segment has four retail chains, all targeting different product categories. The 

Croma retail arm has a range of Croma brands like Croma refrigerators, Croma notebooks, 

Croma ait conditioners, etc., apart from other manufacturers’ brands. The Westside chain 

of retail stores offer a range of garments, accessories, and home products; Landmark retail 

stores offer books, music, etc, and Star Bazaar, the fourth retail arm offers a range of fresh 

goods, apparel, luggage, consumer durables, household products, etc. Tata’s hospitality section 

is again composed of broadly two brands—Ginger, the budget hotels, and Taj, the luxury, 

leisure, and business hotels. Similarly, HUL has the brand Lakmé for cosmetics, Brooke Bond 

for tea, Kissan for sauces anid jams, etc. 

After deciding on the type of naming strategy that is to be adopted for naming the brands, 

organizations can then add variants to the same by coming out with modifier brands. Modifier 

brands are the items or models that are added to the brands. For example, Tata Indica Vista, 

Tata Indica V2 Xeta, and Tata Indica V2 are all variants of the Indica car, based on the 

different features and add-ons provided by the organization. Lux has introduced modifiers in 

the individual brand variants. For example, Lux bathing soap is available in Lux Strawberry 

and Cream, Lux Festive Glow with Honey, Lux Peach and Cream and Lux Creamy White. Lux 

is the individual brand in each of these products and the strawberry and cream, peach and 
cream, etc. are the modifiers. 

modifiers by Fortune in the various ads. 

The idea of having the corporate name combined with the individual name or family name 
is that the organization can add sub-brands to these brands and offer more options or choices 
for the consumers to choose from. With individual names again, organizations can keep adding 
more brands to their portfolio. 

t EASE pa 
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BRANDING STRATEGIES AND OPPORTUNITIES FOR GROWTH 

To cteate a buzz and excitement and to be relevant at all times, brands need to constantly 
innovate and come out with new variants of products. Taking brand and product to be the 
two important factors around which organizations can strategize, we see that the following 
scenarios can arise for the organization (Tauber 1981): 
(a) Launch a new brand in an existing product category—flanker brand 
(b) Launch a new brand in a new product category—new product 

(c) Launch an existing brand in an existing product category—line extension 

(d) Launch an existing brand name in a new product category—category extension/ franchise 

extension/brand extension 

Flanker brands These are brands launched in existing product categories. These brands 

provide a range of brands with various features in the same product category, giving a wide 

range of choices to consumers so that they do not have to look elsewhere. For instance, 

Unilever provides a number of bathing soaps, such as Lux, Pears, Liril, Rexona, Dove, Hamam, 

etc., which act as flanker brands to each other. ITC has introduced Fortune hotels in the mid- 

priced category as a flanker brand to its Maurya, Maratha, Windsor hotels, all of which belong 

to the five-star category, pan India. 

New product A firm can grow by tapping the potential in a different product category. 

Launching a new brand in a new product category—called new product—requires a lot of time, 

effort, and money. For example, Dabur in the home care category has Dazzl, a disinfectant 

floor cleaner, Odomos mosquito repellent, Odonil room freshner, Sanifresh toilet cleaner, etc. 

The cost of introducing a new name runs into millions of rupees, but even such spending 

does not guarantee success. The use of an established brand name can increase the probability 

of success and substantially reduce investment in the introduction of a new brand (see 

Figure 12.3). Brand names are ‘the most real and marketable assets of many firms’ (Aaker 

1990). Thus, the other growth option is to use this brand name to launch other brands— 

either in the same or different product category (Tauber 1981; Aaker 1990). Companies can 

use the existing brand name and leverage the brand equity of the same while launching a 

new product in the market. Research indicates that brands launched as extensions ‘capture a 

greater market share and realize greater advertising efficiency than individual brands’ (Smith 

and Park 1992). 

The terms stretching and extension are often used interchangeably. However, some have 

delineated extension as the addition of product variants or new products under the established 

brand name in the same ‘product field’ or product category as the established brand. On the 

Source; Based on Tauber 1981; Aaker 1990; Smith and Park 1992; Pitta and Katsanis 1995. 

Figure 12.3 Effect of brand extension 
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other hand, stretching refers to a brand in a new ‘product field’ or product category (Sarkar 

and Singh 2005). Brand stretching is discussed in detail later in the chapter. Extension can be 

of the two types: line extension and brand/category extension. 

Line Extension 

When a new product is added to an existing brand in the same product category, it is called line 

extension. The new product could be a new flavour, colour, package size, etc., which targets a 

different set of customers. An example is Nestlé’s Maggi 2-Minute Noodles. It is available in 

different flavours like masala, chicken, tomato, and curry. For the health conscious consumers, 

the company launched Maggi Vegetable Atta Noodles. This variant was launched based on 

ingredients: ‘more vegetable in its garnish and packed with the power of fibre’. To target 

consumers on the go who face paucity of time, the company has came out with the Maggi 

Cuppa Mania variant. Consumers just need to add hot water to the cup; there is even a fork 

inside, making it ready to eat. 

: See the ads of Adani Wilmar that show line extension strategy for Fortune. 

Why Line Extension? 

Line extensions are undertaken for the following reasons (Queich and Kenny 1984). 

Diversity of customers Consumer groups are getting diversified based on their 

consumption needs and wants. To cater to these different segments of customers, organizations 

need to come out with more variants by following the line extension strategy. 

See diversity provided by Adani Wilmar’s Fortune Kachi Ghani and Fortune Soya Oil. 

Customers’ need for variety Consumerism is now underlined by a variety seeking behav- 

iour of consumers who want to experiment and try out different products. As an organiza- 

tion, retaining these customers is very important. To provide the variety that consumers need, 

organizations go for line extensions. Thus, we see the fast moving consumer goods (FMCG) 

sector offering variety in their brands with different ingredients /flavours, form, size, etc. 

1e Fortune Soya and Fortune Sunlite Oil ads to satisfy need for variety. 

Pricing breadth To capture customers with different paying capacity and provide them 
with options so that they do not seek elsewhere, companies offer products priced variably. An 
example is the mobile service providers who offer different pre-paid plans. Thus, we have 
Vodafone providing pre-paid bonus cards with different rates and offers (refer to Image 12.2). 

Capacity utilization Many times companies come out with different variants for optimum 
utilization of their plant capacities. To recover the fixed cost invested in the plant and to 
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Image 12.2 Offers of Vodafone 

also achieve efficient cost of operations, companies come out with new brand extensions by 

effecting minor changes in the plant (Verma 2009). 

Increasing profitability By launching line extensions, organizations increase their overall 

sales performance. Also, the cost involved in launching a line extension is much less than 

launching and establishing a new brand. It costs approximately five to six times more to 

launch a new brand than a line extension (Verma 2009). Thus, line extensions lead to increased 

profitability, as they increase the sales, are relatively inexpensive, and lead to optimum capacity 

utilization also. 

Competitive reasons Companies with extensive product lines capture a higher shelf 

space in retail markets. This leaves little space for competitors and they find it difficult to make 

their presence felt. HUL, Nestlé, and P&G all follow this strategy of providing a number of 

brand extensions so as to capture a higher percentage of the shelf space. 
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Trade demands Emergence of new forms of retail outlets, especially organized retail 

outlets in India has put pressure on the FMCG companies. It has been studied that Indians 

increasingly prefer the modern organized retail formats for shopping. This has brought retailers 

to the forefront and has resulted in a shift in the bargaining power from FMCG companies to 

retailers. This has resulted in FMCG companies offering special brands/packaging for these 

retailers (see Exhibit 12.2 

Counter competition Keeping an eye on the competition and the products they are 

offering is imperative for sustainability in the marketplace. Thus, if the competition launches 

a new variant or product, companies need to offset the same with their own offering, For 

example, Pepsi Company launched Nimbooz (lemon-based drink) and Parle Agro launched 

its lemon drink LMN in the year 2009. Coca-Cola also came out with its lemon offering in the 

form of Nimbu Fresh under the Minute Maid brand in January 2010 (The Economic Times, 2010) 

India’s overall retail sector market is forecasted to rise 

to $833 billion by 2013 and to $1.3 trillion by 2018, ata 

compound annual growth rate (CAGR) of 10 per cent. 

Also, organized retail, which is pegged at around $8.14 

billion, is expected to grow at a CAGR of 40 per cent 

to touch $107 billion by 2013. It has been predicted 

_ that organized retail, which in February 2010 stood at 

5 per cent of the retail market in India, will witness the 

maximum number of large format malls and branded 

retail outlets in the coming two years (India Brand 

Equity Foundation 2010). Catering to this organized 

retail calls for a different strategy as is evident from 

the following. 

Players like Big Bazaar are requesting FMCG 

. companies to make ‘customized’ products in specific 

7 pack sizes and variants that are not necessarily going 

to be available at the mom-and-pop stores and that 

too at attractive prices. So, chances are that ‘the next 

time you decide to buy a Clinic All Clear shampoo you 

might just get a cheaper and more exciting variant at 

the nearest Big Bazaar outlet than at your local grocery 
store.’ 

According to Mr Sadashiv Nayak, President, Big 

Bazaar, ‘Considering we are getting a different set of 
uustome in our stores there eanecd to Create specific 2010, http: 0005 Error hig com/2010/02/0 i 

Exhibit 12.2 Special Brands for Big Bazaar by HUL, P&G 
variants and we have made proposals to our vendors. 

In this way, both the retailer and the vendor can make 

better margins. We are confident that vendors can 

create different products and brands that can blossom 

in modern trade and take them to a different level. After 

all, we have big properties and such brands can meet 

their objectives and at the same time also meet the 

specific demands of our customers.’ 

Hindustan Unilever Ltd (HUL) and Procter & Gamble 

(P&G) have expressed their willingness to ‘collaborate 

to win’ with retailers to make it a ‘win-win situation for 

both’. According to Mr Manish Tiwary, Vice-President, 

Customer Management, HUL, ‘We are looking at 

bringing out customized shampoos at a lower cost 

soon and are checking out this proposition with the 

shoppers.’ In the case of P&G too, there are chances 

of it launching new pack sizes to cater to the modern 

trade. In fact, P&G has been ‘relying on modern trade 

to build categories such as feminine hygiene for its — 

Whisper brand and creating separate SKUs s further — 

penetrate the category’. a 

Source: Adapted from India Brand Equity Foundation 2010, 

http://www.ibef.org/artdispview.aspx?in=63&art_id=2531 8&cat_ 

id=376&page=2, accessed on 5 April 2010; BusinessLine 
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Image benefits Organizations can also come out with line extensions to recharge the 
image of a brand. We will study more of this in the chapter on brand revitalization. 

Types of line extensions 

Line extension can be realized in a number of ways. They can be classified as horizontal and 

vertical extensions (Pitta and Katsanis 1995) (see Figure 12.4). 

Horizontal line extension When an established brand name is used to enter a new 
segment of the market in the same product class, it is called horizontal line extension. For 

example, Coca-Cola used the established brand name of Coke to launch Diet Coke, which 

catered to a different segment of cola drinkers—the diet conscious segment, which was not 

being catered to by the parent brand. 

Vertical line extension When an established brand name is used to ‘introduce a related 

brand in the same product category but with a different price and quality balance’, it is called 

vertical line extension. The automobile sector generally goes for vertical line extensions, wherein 

they provide a range of models at different prices so as to attract diverse market segments. 

Line extension 

Horizontal line Vertical line 
extension extension _ 

F Upscale Downscale 
extension extension — 

Source: Based on Pitta and Katsanis 1995. 

Figure 12.4 — Types of line extensions 

Vertical extensions are again of two types. 

Upscale extension An existing brand name is used to launch a product with higher price 

and better quality than the original brand. Prestige products are more acceptable in upscale 

extensions. The limited editions of high-priced Montblanc pens fall in this category. For 

instance, its writer’s edition was based on famous authors such as Ernest Hemingway, Charles 

Dickens, Oscar Wilde, and Voltaire. 

Downscale extension An existing brand name is used to launch a product at a lower 

price and with lower quality. This offers the chance of sampling to new market segments 

and hence results in some enhancement of the market share. For example, Levi’s launched 

Levi Strauss Signature for the value conscious consumer. Functional products generally allow 

downscale extensions. 

Line extension gave rise to products in categories that were already dominated by the parent 

brand. This led to cannibalization and resulted in small share gains only, which produced very 
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little profit. Firms then started searching for new markets rather than a further segmentation 

of the existing market, and this resulted in the launch of new products for these markets. 

However, the cost of introducing an altogether new brand was high and underlined the 

monetary benefits of extending an existing brand to a new product category (Tauber 1988). 

This gave rise to category extension, which is discussed below. 

Category Extension 

When an existing brand name is used to Jaunch a new product in a different product category, 

it is called category extension. Tauber (1988) popularized the notion of category extension 

by developing a disciplined approach to producing new products by ‘leveraging an established 

brand name into categories new to that brand and called it brand franchise extension’. Category 

extension is also referred to as brand extension by some authors (Sarkar and Singh 2005; 

Verma 2009). 

For example, Mirc Electronics, the manufacturers of Onida brand, started with Onida 

televisions. Now, they have a number of products under this brand like Onida washing 

machine, Onida DVD player, Onida microwave oven, Onida LCD TV, and even Onida mobile 

phones (Onida 2010). Reliance has done a number of category extensions into petroleum, 

textile, retail, etc. 

Why Category/Brand Extension? 

Category extension has a number of advantages, some of which are as follows (for detailed 

discussions see the section on strategic advantages for the parent brand). It allows 

1. To capitalize on the brand equity that has been built over a period of time 

2. To gain success by investing less money in comparison to an individual brand 

3, To capture opportunities in the market 

4. To enhance the appeal of the brand 

5. To manage the fewer brands better in the portfolio 

6. To increase advertising efficiencies 

Types of Category Extension 

From the example of category extension discussed above (Onida), we can highlight the fact 

that extension can be in related and unrelated categories. Whether related or not, they are all 

horizontal extensions. Some authors (Moorthi 1999; Sagar et al. 2009) have also highlighted 

image-telated brand extensions. Thus, category extension can be of the following types. 

Category-related extension The organization launches a brand related to the same 
category as the parent brand. Amul has long been associated with butter and its use as a spread 
for bread. Keeping in line with this and the fact that Indian consumets are getting more health 
conscious, Amul introduced Amul Lite—a low fat, low calorie, and low cholesterol bread 
spread. ; 

Image-related brand extension The company leverages its image to launch new 
products. For example, Britannia has the image of a biscuit company and it has used this 
image to launch breads and cakes. 
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Unrelated extension The company launches a brand ina product category that is entirely 
new, like Reliance’s venture into retail from petroleum, textile, etc. 

For brand extensions to be successful, they should evoke associations with the parent brand, 
which is both favourable and unique. Tauber (1988) gave the term ‘competitive leverage’ to the 
set of benefits conveyed by the brand name to the product that is being extended in the new 
category. The following types of leverages were identified by Tauber for category extension 
of brands that can be considered by organizations. 

Extension of the product in a different form To leverage a product in a different 
category, the form of the product can be changed. When a product is launched in a different 
form, for example, when an organization selling dairy whiteners starts selling condensed milk, 
and it constitutes an entirely different product category, it is called a category extension and 

not line extension, as it is catering to a different category. This is because dairy whiteners are 

used for purposes entirely different from those of condensed milk. 

Companion/complementary product Launching complementary products for the 

parent brand is also category extension. A complementary or companion product is a product 

that is used with other products. For example, Hewlett-Packard manufactures computers, 

notebooks, various types of printers,.and even accessories required for the printer, such as 

ink cartridges, network cards, etc., in the form of companion or complimentary products. 

Research shows that when complimentary products are promoted together, they are evaluated 

more favourably even if the extensions differ considerably from the parent brand (Shine, Park, 

and Wyer Jr. 2007). Tauber (1988) identified some companion products as ‘close-in’ products, 

for example, Colgate toothbrush and Colgate toothpaste, and some that lead to forward or 

backward integration, for example, Duracell batteries and Duracell flashlights. 

Same customerbase An organization has a customer base to which it can ‘sell something 

else’. It can launch a range of products to meet the needs of this group of consumers. For 

example, Lakmé caters to the beauty needs of women by offering a range of cosmetics from 

lip colour to eye shadows, foundations, nail colour, etc. They have also launched salon services, 

wherein they provide beauty salon services, such as make-up, hair, draping sarees/dupattas in 

different styles, etc., under the brand name Lakmé Salon. 

Company expertise Companies can use their expertise to launch brand extensions in 

different product categories. This type of extension is generally successful, as customers believe 

that the company has experience, knowledge, or expertise in this area. For example, Japanese 

companies generally use this strategy. Thus, Honda, known for its excellent small engines, 

has leveraged its expertise to make Honda cars, Honda gensets, Honda scooters, Honda 

lawnmowers, etc. Sony also uses this concept to come out with a range of extensions, such as 

TV, stereo, handy cam, play station, etc., from the original tapes and transistors in 1950s. 

Distinct features or benefits of the brand A brand can achieve distinction in the 

form of novel attributes, features, or benefits provided, which form unique associations with 

the brand. An organization can cash in on this unique distinction to provide products in other 

categories. For example, Himani Navratna Hair Oil brand from the house of Emami has 
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Image 12.3 Distinct feature of Navratna Cool Talc 

achieved a unique differentiation in the form of providing a cooling effect. It is positioned 

as the world’s smallest air conditioner to denote its cooling effect. Emami has used this 

differentiation to come out with Himani Navratna Cool Talc again with the same positioning 

plank to denote the cooling effect of the powder for consumers suffering from the scintillating 

heat of the sub-continent summers (see Image 12.3). 

Brand image or prestige Status brands offer prestige, and hence create an image of 

the product. This image can be used by organizations to extend themselves in unrelated 

categories. Lifestyle or designer brands associated with prestige generally end up with this type 

of extension. For example, Montblanc offers writing instruments, jewellery for women and 

men, watches, etc. 

Distinctive taste/ingredient To launch a brand in a different category, an organization 

can take the taste/an ingredient of the existing product and use it to launch other extensions 

based on the same taste/ingredient. For example, Haagen-Dazs ice cream launched its Haagen- 

Dazs’ cream liqueur. 

Brand Stretching =, hd 

As has been discussed earlier, the terms stretching and extension are often used interchangeably. 
However, some have delineated extension as the addition of product variants ot new products 
under the established brand name in the same product field as the established brand. On the 
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other hand, stretching refers to a brand in a new product field (Randall 2003; Sarkar and Singh 
2005). For example, if Coca-Cola launches Coca-Cola strawberry flavour, it will be called as 
brand extension. If Coca-Cola uses the same brand name to launch say a garment line or 
computers, cars, etc., which is not related to the cold drink sector, then it will be called brand 

stretching, 

It has been studied that the more the number of products associated with a brand, the 
higher the customer confidence. Customers even tend to evaluate extensions more favourably 
(Dacin and Smith 1994). Companies like Tata and Reliance show that a brand can be stretched 
to different unrelated categories. Research also shows that successful brand extensions in 
diverse categories may reduce the effects of fit on the succeeding extensions (Dain and Smith 

1994) (for further discussion on effects of fit, see the section on potential pitfalls of brand 

extension). Effect of fit is the consumet’s perception of a brand and applies to the extended 

(new) product, and the new product should fit this perception. There are various factors that 

support and also operate against brand stretching (Randall 2003). 

Factors that Support Brand Strength 

Awareness and reputation of the parent brand High consumer awareness and a 

good brand reputation translate into an advantage for the brand. Thus, a brand that has a 

number of extensions and holds a good reputation in the market results in higher customer 

confidence in the brand. 

Applicability of the brand essence The core value of the parent brand should be 

retained in the brand stretch for it to be successful. 

Expertise and know-how Transferability of the expertise and the know-how in the new 

brand as well. 

Consumers’ perception of the difficulty to manufacture the new brand The 

higher the difficulty, the more positive the perception. 

Offering complementary products The new brand offers a complementary product 

that goes with the original brand. 

Filling a market gap The existence of a real market gap that is filled by the new brand. 

Factors that Operate against Brand Strength 

Inappropriate association between the parent brand and the new brand If the 

association between the parent brand and the new brand is not appropriate, it will not support 

the stretch, as it will be difficult for the consumers to relate the latter with the former. 

Wrong associations between parent and new brand also lead to a 

disadvantage If an association does not fit well with the new brand being launched, then 

it fails to support the stretched brand. 

Consumers’ perception of the organization A claim that is not perceived to be true 

for the organization will not be believed by the customers. If the organization still makes such a 

claim, the consumers are not bound to believe it, thus leading to a disadvantage for the firm. 
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Types of Products that Can Be Extended 

Brand extension can be successfully applied to the following two types of products (Pitta and 

Katsanis 1995). 

Products with function-oriented image If the focus of a product is on the 

performance, then such a product is called a function-oriented product. For example, Gillette 

razors, Nokia mobile phones, where the focus is on the functional aspects, such as talk time, 

battery backup, features like alarm, torch, radio facility, etc. 

Products with prestige-oriented image Products that are visualized on the basis of 

‘consumers’ expression of their self-image’ are called prestige-oriented products. For example, 

Bang and Olufsen, which has a premium prestige-oriented image, manufactures high-end 

speakers, mobile phones, flat T'V, etc. 

BRAND EXTENSION DECISION—AN ANALYSIS 

A brand is an organizational asset built painstakingly over a period of time. This calls for 

careful evaluation of the brand extension strategy, and managers should take a call as to when 

to protect the brand name and when to exploit it. This requires a careful understanding of 

the various advantages and pitfalls associated with using an established brand name to launch 

a new product in the market. It has been studied that brand extensions offer a number of 

benefits are not provided by the traditional new product development. Some of the benefits 

that make brand extensions important strategic tools for the organization are as follows 

(Tauber 1981; Aaker 1990; Sagar, Singh, Agarwal, and Gupta 2009; Volckner and Sattler 

2006; Keller 2004). 

Strategic Advantages for the Parent Brand 

Brand extensions provide some strategic advantages for the parent brand as follows. 

They enhance appeal for the parent brand The introduction of a brand extension 

enhances the appeal of the parent brand among prior non-users and prior non-loyal users 

of the parent brand. This results in the purchase of the parent brand and translates into an 

increase in market share (Swaminathan, Fox, and Reddy 2001). 

They reinforce key associations Brand extensions help the core brand by reinforcing 

key associations and enhancing brand name recognition. The associations of the brand 

extension not only garner favourable positioning for them, but also strengthen the associations 
of the parent brand and its positioning (Park, Jaworski, and MacInnis 1986). For example, Pril, 
after its successful entry into the dish wash category, launched Pril Multi-Degreaser, a surface 
cleaner (see Image 12.4). This reinforces the Pril tagline of ‘tough on grease, soft on hands’ 
(Consumer Superbrands, 2009). 

They strengthen parent brand ‘memory structures’ and ‘facilitate retrieval 
processes’ It has been studied that extensions result in strengthening the consumer’s 
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memory structure, which facilitates the speed with which brands are recalled in various buying 

situations in the parent brand category. The retrieval of the brand is easier and results in 

quicker brand recall (Morrin 1999). Thus, if a consumeris using Pril dish wash soap, then the 

Pril multi-degreaser surface cleaner is bound to come to mind in case the consumer has the 

need for such a product. 

They maximize comparative advantage — Brand extensions can be used as a strategy to 

enhance the life cycle of a product. As a product class matures and more and more competitors 

are added, companies launch new entrants in the form of brand extensions. These brand 

extensions have an advantage over the new competitor brand names and are found to be more 

successful than the latter. These extensions also help to be in tune with the changing consumer 

demands and competitor activities and thus stay relevant for the consumers. For example, Life 

Insurance Corporation was only in the insurance segment, but now seeing the demand for 

housing loans, it is also providing LIC Housing loans. 

Courtesy: Superbrands. - 

ae 
7 

Image 12.4  Pril advertisements; also see Plate 14 
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Image 12.5 Cinthol Advertisement for soap, talc, and deodorant; also see Plate 15 

They lead to fewer brands that need to be managed Brand extensions of a parent 

brand lead to fewer brands in the company portfolio, and thus, effort can be concentrated on 

these few brands rather than on a number of brands. 

They increase advertising efficiencies Advertising efficiencies are increased and 

expenditure reduced, as the company advertises for fewer brands and all the varieties and 

sub-varieties are included. Also, the exposure to advertising of brand extension facilitates the 

recall for the parent brand (Morrin 1999). For instance, in the advertisement for Cinthol (see 

Image 12.5), we see the Cinthol soap, talc, and deodorant (Consumer Superbrand, 2009) all 

being advertised, thus distributing the advertisement spend. 

They defend a brand Brand extensions help defend the parent brand in the market. 

Line extensions result in offering brands at different price points/variants, etc., and thus 

provide a bundle of products to choose from. Category extensions can save the company by 

moving into relevant product categories and further add to the brand equity of the parent 

brand. 

They enhance the life cycle of the brand A product has a life cycle and the brand if 

associated with only one product will follow this life cycle and eventually decline. To keep the 

brand growing, an organization can launch extensions of the brand, which give a new lease of 

life to the parent brand. 

They help target a particular segment of customers Companies realize that by 

extending a brand and by introducing some slight changes in the product, they can attract a 
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different segment of customers. This is evident in the market of fairness creams, which is 
now targeting men. Another example is the launch of Pril Bar’s mango-vinegat variant, as it 
was found that ‘the mango peel is used as a scrub in the state of Uttar Pradesh’ (Consumer 
Superbrands, 2009). 

Strategic Advantages for the Sub-Brand 

Like the parent brand, the sub-brand also gets an added advantage because of brand extensions. 
These are as follows. 

Positioning abrand Using an established brand and forming strong associations with the 
same to launch a new product helps communicate complex messages and position the brand 

effectively in the minds of the consumers. 

Introducing from a position of strength A new product launched under an existing 

brand name immediately leverages the product with customer awareness and impressions 

associated with the existing brand. There may also be reduced risk of failure of the new 

product due to its association with an established brand name. Thus, when the Birla group 

launched Birla White cement, it was with the intention of transferring the brand equity of 

Birla to the new product. The subsequent extensions of Birla White Wallcare Putty, Birla 

White Textura, which provides a textured wall finish, Birla White Kool and Seal for wall 

protection, etc., were introduced from a position of strength due to the established brand 

name of Birla White. 

Minimizing introduction expense In comparison to a new brand, the investment 

outlay required for an extended brand is less. Its association with the existing brand transfers 

an image to the new brand and the company does not have to start from scratch in building 

customer awareness and winning the trust of consumers, thus reducing the introduction 

expense. 

Minimizing marketing expenses The marketing expenses of distribution, packaging, 

labelling, etc. are reduced. Thus, in the Cinthol advertisement (Image 12.5), the packaging of 

the soap, deodorant, and talc are all similar and the various extensions of the same also have a 

similar packaging, except for a difference in the colour combinations. 

Quality association Customers are intelligent and study proves that they base their 

purchase decisions on their own experience with the brand (Dutta 2009). Thus, a brand that 

has high quality association in the minds of consumers can successfully transfer this image to 

the new product launched. For example, Boroline Antiseptic Cream has long been associated 

with quality and this was transferred to the Eleen Hair Oil launched by the company GD 

Pharmaceuticals Private Limited (Consumer Superbrand, 2009) (see Image 12.6). 

Encouraging trial purchase The association with a reputed brand denotes that the 

company has been around and is established. It thus reduces the risk associated with trying 

out the products and builds confidence that the products are unlikely to be flawed and would 

be supported by the company. 
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Image 12.6 Boroline’s Eleen hair oil 

Satisfying variety-seeking behaviour By providing a number of variants, companies 

provide a range of products to choose from. This satisfies the variety-seeking behaviour of 

consumers and they do not have to look towards other brands for options. For example, Catch 

brand of the DS Group, has a range of table spices like black salt, table salt, pepper, etc. 

(Consumer Superbrand, 2009). Seeing the need for fresh ground garnishes on the table, the 

company came out with the fresh ground range of pepper, garlic salt, rock salt, etc. (see Image 12.7). 

Increasing advertising efficiencies An important corollary to brand extension is that 

a brand extension increases the sales of the parent brand. The advertising of the extended 

brand has a synergistic effect on the original product and the umbrella effect creates advertising 

efficiencies. As can be seen from Image 12.7, all the variants are advertised in the advertisement 

of Catch, thus increasing the awareness for Catch brand as a whole. 

Clarifying what the brand means to consumers Extensions also help organizations 

gain an understanding of how consumers think abouta brand and relate to it. This understanding 
helps them in extending the brand in the same general direction for a higher probability of 
success and also results in new brand meanings. For example, Kelloge’s originally launched 
cereals as a healthy alternative for the breakfast category. Then they extended into Nutri-Grain 
Bars, Special K Challenge, etc., and associated the brand with a new meaning of ‘healthy 
snacking’. 
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Image 12.7 Catch advertisements 
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Increasing market coverage The sub-brands, when launched with specific new features, 

result in attracting segments of consumers who were hitherto not their customers. This results 

in increasing the market coverage of the brand. Thus, when Crocin (a tablet for pain relief) 

launched its Crocin Cold n’ Flu, it was promoted as a medicine that provided relief from fever, 

pain, and cold, thus increasing the usage to a wider segment of consumers. 

Permitting subsequent extensions A sub-brand that is successful as an extension 

results in reinforcing the favourable brand associations in the minds of consumers. The 

enhanced brand equity can then be cashed in by bringing out subsequent extensions and the 

cycle is repeated. The various examples of brand extensions discussed are all witness to this. 

Potential Pitfalls of Brand Extension 

Like the two sides of a coin, brand extension also has its flip side. According to Tauber (1981) 

and Aaker (1990), some of the drawbacks of using an existing brand to launch new brands 

are as below. 

Failure of brand name to add value _ The association with a successful, established 

brand in itself does not guarantee success, unless it is backed by a product that has both 

competitive parity and a point of differentiation. The differentiation can flow from superior 

production, and/or distribution, and/or merchandizing, and/or advertising capability, and/or 

superior technological product. For instance, Coke came out with Vanilla Coke in 2004, but 

the new variant could not capture the target audience and a successful brand name like Coke 

failed to add value to the extended product. 

Negative association Consumers perceive the parent brand to be associated with certain 

characteristics. When the new product does not fall in this perception level, it is said to be 

negatively associated with the brand. Such an association then does not add value to the 

extended product and undermines the credibility of the new product line. For example, Lux, 

from HUL, extended itself to Lux Shampoo and failed, as the parent brand was strongly 

positioned as a ‘beauty soap’, which was in dissonance with the property that was being 

transferred, i.e., hair care. 

Problem of fit Consumers have a perception of a brand and if the extended product fits 

this perception, then the consumers ate likely to adopt the new product. The converse is also 

true, and if the extended product is far removed from how the consumers perceive the parent 

brand then they are not likely to accept the extended brand. For example, Dettol is perceived 

as a germ killer and this image was used to extend the brand to soaps and liquid hand wash, 
which was well received by the consumers. In case Dettol had used its brand name to extend 
into confectionery or manufacturing cars, it would have been difficult for consumers to fit 
these into the perception of the brand. 

According to Aaker and Keller (1990), fit construct is made up of three cmpensions: 
e Extent to which extension complements the brand’s primary product. 
e Extent to which extension is a substitute for the brand’s primary product. 
e Consumers perception of the ability of the organization to transfer the skills acquired in 
making existing products to manufacture the extended product. 
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For a brand to fall in the consumer’s ‘category of fit’, it should complement the primary 
product, but at the same time offer some extra benefits not offered by the primary product 
and the brand equity of the primary product should be transferred to the new product. 

Cannibalization of parent brand’s sales Line extensions mean adding variants of 
the brand for the same customer base. This results in competition among the same brand’s 
extensions and eventually leads to loss in sales for the variants of the brand. Thus, for example, 

if a consumer purchases only Cinthol Deo Musk spray and does not look at any of the other five 

variants offered by Cinthol in the same category, it leads to loss in the sale of the other brands. 

Perception of poor quality A brand that has the perception of being the best in quality 

alone should be extended. If the perception is to the contrary for some consumers, then the 

extension is bound to limit the market for the new product. 

Creation of undesirable associations An extended brand, over a period of time, 

develops its own association with the consumers. These associations if favourable, strengthen 

the parent brand and if unfavourable lead to the creation of undesirable associations that 

can weaken the parent brand and cause damage. However, if the parent brand associations 

are stronger than the extended brand, then the negative transfer of failure of the extended 

brand is less likely to affect the parent brand. For example, when Reliance launched Reliance 

mobile phones promising consumers the cheapest communication service and later consumers 

realized that a there were a lot of hidden charges involved, it led to consumers developing 

negative associations with the mobile phone. However, the association with the parent brand 

was so strong that the negative transfer did not much hamper the image of the parent brand 

and the other extensions were quite successful. 

Weakening of existing associations The extension of a brand within a product class 

or related product class strengthens the association with that product class. However, extension 

into unrelated categories blurs the boundary of the brand and can result in weakening of the 

existing associations. The Tata brand name has been used to brand products extending from 

salt to software, and thus it is difficult to associate the brand Tata with a particular product 

category. 

Dilution of the parent brand image resulting in confusion Rampant extension 

can lead to the dilution of the parent brand image and to confusion in the minds of the 

consumers as to what the brand stands for. Also, ill-fitting brand extensions lead to dilution of 

the parent brand positioning (Ries and Trout 1981). 

Reduced identification with any one category Another aspect of brand extension is 

that though they might be successful, as they are into a number of product categories, related 

and unrelated both, extensions might result in lack of identification with any one category. 

Companies such as Tata and Reliance, which adopt corporate branding, have to confront this 

issue. 

Effect of a brand crisis If a brand crisis occurs, such as the incidence of Cadbury’s 

chocolates being infested with worms, then all the products bearing the name of the brand 

will be negatively affected by the crisis. 
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Foregoing the opportunity to create a new brand Brand extensions result in using 

the same brand to launch different products. The alternative of launching and establishing a 

new brand is foregone, which could otherwise have been extended to cover related products. 

Thus, Everest has launched its various brands, such as Everest Henna Powder, Everest Kesari 

Milk Masala, etc., with the same brand name (see Image 12.8). It could have launched its herbal 

beauty care with a different brand name and could have used the same brand name to extend 

in the beauty-care product category. 

A Perfect Blend of Pure Spices 

Exotic = S&S Pure 
Blended Spices Cc; SS Ground Spices 

An exciting range of 22 perfect spice biendis, EVEREST spkes are sourced from the finest 
Spike growing destinations in india. They are 

cleaned and ground uncer fygienic canditions 

and packed id retain freshness, 

Moan 

Herbal Natural = ta 7 
7" Care Health Care ’ neioliond 

Everest Jaijira Powe: — 
Check out the herbal way to anpiy e “ | 

ja 

<. 

time-honoured bridal makeup Everest Kosar Mik Masale 
Everest Tea Masala 

Source: www.everestspices.com/product, accessed on 24 May 2010. 

Image 12.8 Brand extension by Everest 

Encounter retailer resistance A brand with a number of extensions meats a higher 
stockholding cost for the retailers and a higher occupation on the shelf space. Also, many 
times not all the brand variants might be fast moving, thus, increasing the holding cost. For 
example, Big Bazaar decided not to stock Kellogg’s breakfast cereals till higher margins were 
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not given, as the ‘cost of holding Kellogg’s stocks was high, because its large-sized packages 
take up significant shelf space in stores. Also, only a few of the breakfast cereal makers’ several 

variants do well’ (Vijayraghavan and Bhushan 2009). 

These potential pitfalls highlight the fact that extension of brand image, though a beneficial 
strategy for the organization, needs to be applied judiciously and in a disciplined systematic 
manner. 

CRITICAL FACTORS FOR BRAND EXTENSION SUCCESS 

The study of brand category extension underlines the fact that for successful brand extensions, 

companies should consider the following determinants of success for brand extension (also 

see Figure 12.5). 

Parent Brand Characteristics 

Perceived quality of the parent brand The perceived quality of the parent brand is a 

crucial factor in the evaluation of brand extensions. It is, therefore, important that customers 

have a high perception of the quality of the parent brand. Thus, investing in and building a 

favourable reputation of the parent brand builds a positive customer disposition towards the 

parent brand and its brand extension (Lahiri and Gupta 2005). 

Conviction Confidence in the parent brand results from high parent brand knowledge, 

formation of strong brand associations on the basis of personal interaction and marketing 

activities of the firm, and good memories associated with the brand (Volckner and Sattler 2006). 

Experience The consumet’s experience with the parent brand builds customer perception 

of the brand. This in turn builds conviction towards the parent brand and influences the 

Parent brand characteristics Relationship between 

Quality of product parent and extended brand 

* Conviction of parent e Perceptual fit 

brand * Benefit transfer 
¢ Experience with 4 

parent brand 

batmarmusinies 
the extended brand 

_Baigtiay Bizete ee oye 

Source: Derived from Tauber 1981; Smith and Park 1992; Lahiri and Gupta 2005; Volckner and Sattler 2006. 

Figure 12.5 Factors affecting the success of brand extensions 
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consumer to form favourable outlook towards the parent brand and in turn the extended 

brand (Volckner and Sattler 2006). 

All these factors result in a favourable predisposition towards the brand. Both conviction 

and experience are built over a period of time due to the interaction between the parent brand 

and the consumer. Therefore, while selecting a brand to extend from the company’s portfolio, 

managers should give due importance to both these characteristics by choosing a brand that 

performs favourably in terms of both factors. 

Extended Brand 

Marketing support The marketing support provided to the extended brand in the form 

of advertising and similar other means increases the awareness of the extended brand and 

elevates consumert’s perception of the same (Volckner and Sattler 2006). 

Competitive leverage The new product provides benefits that the existing competitive 

products do not provide. To identify this, consumers are asked tc list the competitor brands 

and highlight how the brand is different—both point-of-differentiation and point-of-parity— 

from the competitor brands (Iauber 1981). 

Relationship Between Parent Brand and Extended Brand 

Perceptual fit Perceptual fit is when the consumer perceives that the new product is 

consistent with the parent brand. This can be decided by asking the question, ‘how likely are 

the consumers to accept alternative products from the same brand?’ For example, if Colgate 

extends itself to Colgate Dental Clinics, then how likely are the consumers to adopt them 

(Tauber 1981)? 

Benefit transfer This relates to the benefit wished to be transferred from the parent brand 

in the category brand extension. To delineate this factor, consumers can be asked to highlight 

the advantage of the parent brand, which could be associated with the extended brand 

(Tauber 1981). 

Retailer Acceptance 

The retailer’s acceptance of the extended brand is also an important factor for the extended 

brand’s success. The retailers are the immediate customers for an organization and their higher 

acceptance will lead to a prominent display and ensure good shelf space for the brand. Also, 

an extended brand that creates a pull for itself by advertising to customers will be a strong 

favourite, as the retailers do not want to create a perception of poor assortment among the 
customers (Volckner and Sattler 2006). 

These are the controlled variables that companies can work upon for a successful brand 
extension. However, there are other factors such as customer innovativeness, which impact 
brand extensions. It is studied that more innovative customers evaluate extensions favourably. 
Such type of customers should be targeted by organizations for efficient brand extensions 
(Lahiri and Gupta 2005). 
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LAUNCHING A BRAND EXTENSION 

According to Tauber (1981), Aaker (1990), and Aaker (1991), a category extension can be 
identified as a six-stage process (see Figure 12.6) as discussed below. 

Stage 1 Company identifies the brand to be extended from its portfolio of brands; of 
course, if there is only one brand then only this brand can be chosen. Organizations can 
choose from their range of brands and highlight one or more brands depending on the finan- 

cial strength and ability of the organization, For example, Amul has always used its name to 

extend itself into other product categories. ITC has the Fortune brand in the mid-priced hotel 

category and the Maurya brand in the five-star hotel category. And when it wants to extend 

itself further in the hotels category, it can decide whether to extend the Fortune brand or the 
Maurya brand. 

Stage 2. The next stage is to identify key associations of the brand. The associations can 

run to over a hundred and should be reduced to the most promising set of 5-15 strong 

associations for the brand. For brand extensions, associations that can provide a competitive 

leverage by providing a link with other categories are most helpful. For example, for Amul the 

key association would be ‘quality milk product’. 

Stage 3 In this stage, on the basis of each key association, alternative definitions of the 

business are highlighted, along with idea generation for possible related ce So, for 

Amul, the key definitions would be butter, milk, curd, ice cream, etc. 

Stage 4 Identification of products related to each category. Thus, for the definition of 

cheese the key related categories can be processed cheese, cottage cheese, cheese spreads, 

xim bnew 
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mozzarella cheese, Gouda cheese, etc. For the definition of milk drinks, Amul has extended 

into flavoured milk, buttermilk, lassi, energy drink Nutramul, etc. 

Stage 5 Selecting the ‘candidate products’ out of the different products identified, the next 

stage is to select a limited number and test them to see if they fit the extension and provide 

some point of advantage. For.a successful launch, the ‘perceptual fit, competitive leverage, and 

benefit transfer’ should be there. Thus, for Himalaya Herbals, in the definition of baby-care 

range, where they are offering wipes and diaper rash creams, the perceived similar benefit can 

be to launch a diaper that moisturizes the skin and does not cause diaper-induced rashes on 

the delicate skin of babies. The perceived similar benefit for powder in the category of baby 

cate can be ‘for delicate skin’. 

Stage6 The final stage is to launch the extended brand. While launching the brand extension, 

companies can reduce the risk of brand extension by not linking the brand name too closely 

with the new product. The brand name’s function here is to endorse the new product and 

yet distance itself from the new product. This is particularly beneficial when companies go 

for vertical brand extension, i.e., company extends to a low-quality product and it, therefore, 

becomes imperative for it to ensure that ‘the original price/quality positioning is unaffected 

by the extension’. Thus, at the time of launch of Fiama Di Wills, the focus was more on the 

brand name Fiama Di Wills than on ITC, the parent company. 

SUMMARY 

ll ESI ee ee eee 

Brands help in differentiating a company’s offering in the create an appreciation of the judicious use of extension 

market. They are built painstakingly over a period of time. strategies. The critical factors for success highlight the 

This chapter highlights the use of an established brand _ important criteria that need to be kept in mind for successful 

name to launch a new product in the market. The various brand extensions. Discussing the strategies of brand 

strategies that can be used to do this—line and category _ extensions highlight the various ways in which a brand 

extensions—are discussed in detail. The advantages can be extended, but for an actual step-by-step strategy, 

and disadvantages of doing this are also highlighted to _ the launching of brand extensions are highlighted. 
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KEY TERMS 

Brand lines This includes all products sold under a Branding strategy It reflects the number and nature 
particular brand, including parent brands and sub-brands. — of common and distinctive brand elements applied to the 
Brand mix All the brand lines that an organization has _ different products sold by the firm. 
to offer are called the brand mix or brand assortment. Category extension/brand extension When an exist- 
Brand portfolio It includes all the brands and brand _ ing brand name is used to launch a new product in a differ- 
lines that a company has to offer the market. ent product category, it is called category extension. 
Brand stretching This refers to launching abrandina Flankers These are brands that are launched to 
new product field as the parent brand. fight competitors’ brands, so that the main brand of the 



organization retains the desired positioning in the minds 
of the consumers. 

Line extension When a new product is added to an 
existing brand in the same product category, it is called 
line extension. 

Product line The organization can come out with a 

number of related products that form one product line or 

EXERCISES 

Concept Review Questions 

1. What is a brand portfolio? Discuss with the help of 

industry examples. 

2. Differentiate between product mix and brand mix. 

3. While launching a new product, what strategies can 

be adopted by organizations? Discuss with help of 

examples. 

4. Differentiate between the following: 

(a) Line extension and category extension 

(b) Brand extension and brand stretching 

5. Discuss any two-line extension strategies and give 

reasons why you think these are important. 

6. Discuss any two-category extension strategies and 

explain why you think these are the most important. 

Critical Thinking Questions 

1. Critically evaluate the statement, ‘Brand extensions 

are important growth strategies for a firm.’ 

2. Organizations like Tata and Virgin show that brands 

can be stretched successfully. Do you think that 

organizations should follow this strategy? 
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a number of unrelated products that form different product 

lines. 

Product mix The unrelated product lines that a brand 

has in its portfolio are called a product mix. 

Product width It includes all the different product lines 

a company is offering to the market. 

3. Pick an organization that has a number of brand 

extensions. Discuss whether these extensions have 

been successful or not and the reasons for the 

same. 

Internet Exercises 

1. Visit the website of Hindustan Unilever Limited at 

http://www.hul.co.in/brands/. Evaluate how the 

company has been using a mix of brand extensions 

and new brand launches in its portfolio of brands for 

the food/personal care/home care category. 

2. Visit the website of Godrej Ezee, www.ezeefabcare. 

com. Identify the various products and critically discuss 

the use/absence of brand extensions as a strategy. 

CD Exercises 

1. See the Amul ad and discuss various categories 

into which Amul has extended itself. What kind of 

extension strategy is it following? 

Discuss the brand naming strategy adopted by Max 

New York Life for its various products. 
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CASE STUDY 

Brand Extensions at ITC 

Introduction 

Indian Tobacco Company (ITC) belongs to the select 

group of Indian business conglomerates that focus on 

diversification into new businesses as a growth propellant 

for their brand business (Pandey 2009). It is one of 

‘India’s foremost private sector companies with a market 

capitalisation of over $22 billion and a turnover of over 

$5 billion as on 31 March 2009. 

ITC is rated among the World’s Best Big Companies, 

Asia's Fab 50, and the World’s Most Reputable Companies 

by Forbes magazine; among India’s Most Respected 

Companies by BusinessWorld; and among India’s Most 

Valuable Companies by Business Today. ITC ranks 

among India’s 10 Most Valuable (Company) Brands, in a 

study conducted by Brand Finance and published by The 

Economic Times. ITC also ranks among Asia’s fifty best- 

performing companies compiled by Business Week. 

ITC has a diversified presence in cigarettes, hotels, 

paperboards and specialty papers, packaging, agri- 

business, packaged foods and confectionery, information 

technology, branded apparel, personal care, stationery, 

safety matches, and other FMCG products. While ITC is 

an outstanding market leader in its traditional businesses 

of cigarettes, hotels, paperboards, packaging, and agri- 

exports, it is rapidly gaining market share even in its 

nascent businesses of packaged foods and confectionery, 

branded apparel, personal care, and stationery. 

The strategy for a new product launch—The brand 

portfolio 

The organization, since its humble beginnings in 1910 as 

Imperial Tobacco Company of India, Virginia House, with 

the group headquarters in Kolkata, has been the proud 

witness to many successful new business scripts in the 

company’s long and varied journey. It mainly focused 

on the cigarette business and integrated backwards into 

printing and packaging mainly to support its cigarette 

business. Today, it is a sophisticated packaging house. 

In 1975, the company launched its hotel business 

with the acquisition of a hotel in Chennai, which was 

rechristened ITC-Welcomgroup- Hotel Chola. It now has 

more than hundred properties under its hotel business. 

Due to the strong winds of change in the external 

environment—political, social, regulatory, etc—the 

company had to diversify from its tobacco business 

not only to save itself financially, but also to protect the 

company’s image. This marked the start of an exercise 

to create a new brand image and the philosophy of 

investments in new business categories such as apparel, 

personal care, etc. It drew on the expertise developed so 

far in distribution, for instance, to create synergies and 

help develop the new businesses. 

The year 2000 saw the launch of Wills Lifestyle, a 

premium branded apparel business. ITC did not stop here 

but moved on to the FMCG sector through ITC Foods in 

2001 and from there to personal care in 2005. It launched 

brands like Essenza Di Wills, Fiama Di Wills, Vivel Di Wills, 

Vivel, and Superia. ITC has a presence in paperboards, 

greetings, gifts, stationary, and agri business with its much 

acclaimed e-Choupal initiative. 

Branding strategy 

The branding strategy of ITC is well thought out and employs 

a strategic approach. It does not rely on acquiring weaker 

brands to grow inorganically into new segments, but has 

created its own range of personal care and apparel brands. 

ITC has entered different sectors with a combination 

of individual brand names and brand extensions. The 

branding in the various categories sees a mix of family 

brand name and individual brand name strategy. Some of 

these examples are discussed below. 

Apparel business 

The branded apparel business saw them start with Wills 

Sport. Wills was their cigarette brand and according to 

the Tobacco Bill if a brand name is associated with a 
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tobacco product, it cannot be extended to a different 

line of business. ITC, thus, discontinued with its Wills 

cigarettes brand and carried it to its retail foray of Wills 

Lifestyle chain (The Economic Times 2007). This was then 

expanded to include Wills classic formal wear in 2002 and 

Wills clublife eveningwear in 2003. They company also 

forayed into youth fashion segment with the brand John 

Players in 2002. 

Education and stationery products 

Here the three dominant brands are Expressions greeting 

cards, Paperkraft, and Classmate. Paperkraft started 

in 2002 as a premium range of notebooks and has 

been extended into the office consumable segment with 

the launch of text liners, permanent ink markers, and 

white board markers in 2009. The Classmate brand of 

notebooks, launched in 2003, was to cater to the masses 

of students and has extended to schoolbags, children’s 

books, slam books, geometry boxes, pens, etc. 

Food business 

The year 2001 marked the entry of ITC into the food 

business with its. brand Kitchens of India. This brand 

catered to the ready-to-eat gourmet dishes sector. 

The following year witnessed ITC’s entry into the 

confectionary segment with Minto and Candyman brands, 

and Aashirvaad Atta, wheat flour, marked its entry in the 

staples segment. With the Sunfeast brand, the company 

entered the biscuits segment, and with Bingol, it entered 

the snacks category. All these six brands collectively have 

more than two hundred products under them. 

Personal care 

ITC’s personal care portfolio includes Essenza Di 

Wills, Fiama Di Wills, Vivel Di Wills, Vivel, and Superia 
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brands. Essenza Di Wills includes a range of fragrances 

and bath and body-care products for both men and 

women. ‘So far the effort has been to keep the focus 

on the main brands through brand extensions, rather 

than confusing consumers with many sub-brands with 

different names’ (Pandey 2009). 

‘But the same does not apply to its luxury Essenza Di 

Wills range, which has sub-brands like Inizio, Aqua, and 

Mikkel to cater to exclusive and individualistic desires of 

its rich target audience. The Inizio sub-brand caters to 

men with Inizio Homme and to women with Inizio Femme. 

lf Essenza is about luxury, Fiama is about premiumness. 

This second product line, launched in September 2007, 

caters to the premium segment with the mid and upper 

middle-class as its prime target group, and it is pitched 

against HUL’s Dove and Vaseline, Nivea, L'Oreal and 

Garnier shampoos and conditioners’ (Pandey 2009). The 

Fiama range includes shampoos, conditioners, shower 

gels, and soaps. The Vivel Di Wills soaps caters to the 

upper middle-class consumers, and the Vivel brand offers 

soaps and shampoos and caters to consumers in the mid 

and upper middle-class segments. To cater to the popular 

mass segment, especially in the hinterlands, where HUL’s 

Lifebuoy, Hamam, Breeze, Godrej No. 1, etc. compete, 

ITC launched the Superia range of soaps and shampoos. 

The Superia soap range is available in four variants; the 

shampoos come in two variants, besides an antidandruff 

variant. 

Discussion Questions 

1. Discuss the product mix and brand mix of ITC. 

2. Is the brand extension strategy being followed at ITC? 

Give examples where it is/where it is not following this 

strategy. 

3. What suggestions would you like to give ITC to 

effectively manage their branding strategy and why? 
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Managing Brand 

Architecture 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

e Brand architecture and the relationship between brands 

e Product market brand context 

e Choosing the right position 

e Rationalizing brand portfolio 

ABOUT THE CHAPTER 

The previous chapter discussed how established brands can leverage new product offerings. 

Brand extensions lead to a portfolio of brands, which has its own life cycle, and needs to 

be pruned regularly to maintain a beautiful bouquet of brands. This chapter highlights the 

various roles brands play in the market and the rationalization strategies for the same. 

BRAND ARCHITECTURE AND RELATIONSHIP BETWEEN BRANDS 

In a brand portfolio, each brand should be unique and should result in maximizing the equity 

of all the other brands in the portfolio and/or should not harm the equity of the other brands 

(Exhibit 13.1). Each brand has to be unique and should cater to different segments in the 

market. Therefore, while devising a brand portfolio, marketers need to be careful and come 

out with brands that maximize the coverage of the market and minimize the overlap between 

brands, so that the threat of cannibalization is minimized. An organization can launch new 

brands either to satisfy a particular need of the target market or to offset competition. This 

results in brands playing a specific role in the portfolio of brands of an organization. Kotler 

and Keller (2006) have highlighted four specific roles of brands: flankers, cash cows, low-end 

entry, and high-end prestige (See Figure 13.1). 

Flankers are the brands that are launched to fight competitors’ brands, so that the main iia 

of the organization retains the desired positioning in the minds of the consumers. Hindustan 

Unilever Limited (HUL) is an organization that uses the strategy of flanker brands. For 
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Exhibit 13.1 Consolidating Brands at Jet Airways 

Jet Airways is currently offering three brands: Jet 

Airways, a full-service airline, and Jet Lite and Jet 

Konnect, both low-cost airlines. Jet Lite was created 

by acquiring Air Sahara in 2007 to fulfil its need for a 

low-cost carrier. However, soon after Jet took over Air 

Sahara, the deal ran into some legal hassles. During 

this period of slowdown, some Jet flights were operating 

at ‘abysmally low seat utilization’ and Jet wanted to 

transfer some aircrafts to its low-fare operation. Due 

to legal hassles, these plans did not immediately see 

the light of day, and Jet came out with another low-cost 

carrier, Jet Konnect. 

Jet Lite had a distinct position in the minds of 

customers as a low-cost carrier from Jet Airways. The 

brand elements were different from that of Jet Airways, 

different uniforms and the interiors were also different. 

The communication strategy of ‘different, yet same’ 

helped in driving home the ‘quality levels and trust of 

Jet Airways, but in a no-frill environment’. Jet Konnect, 

on the other hand, uses the same imagery and brand 

elements of Jet Airways everywhere, including crew 

uniforms. This similarity has many times resulted in 

creating confusion, with customers buying Jet Konnect 

tickets when they actually wanted to fly Jet Airways. 

Such confusion has more often than not resulted in 

unhappiness, as the customers were expecting the 

service of Jet Airways. 

Thus, Jet Airways is spending on two brands that 

offer ‘more or less the same value to the customer. 

So the decision to consolidate the brand makes total 

asthe logo was slightly modified and the crew had sense’ (Bajaj 2010). 

example, in the 1970s and 1980s, when Surf faced stiff competition from Nirma Chemicals’ 

low-priced washing powder Nirma, it launched the brand Wheel to cater to the masses at a 

lower price. In 1993, when Proctor and Gamble (P&G) launched its brand Ariel, in India, in 

the premium plank as a superior product with superior technology, Surf launched Surf Ultra, 

positioning it directly against Ariel (Ramaswamy and Namakumari 2009). 

Cash cows are brands that have dwindling sales, but still have sufficient customers to maintain 

a profit for the organization. As a strategy, organizations need to offer cash cow products in 

the market as consumers prefer the brand and may not trade up or down, i.e., purchase another 

brand of higher or lower value, for the other brands in the portfolio. Thus, to retain these 

groups of consumets, organizations need to maintain these cash cows in their brand portfolio. 

For example, Singer still sells the very basic models of its sewing machines, in spite of the 

newer electronic models and embroidery and sewing machines, which are technologically far 

more advanced with additional features. Though, Colgate has come out with Colgate Gel, it 

still sells the Colgate White toothpaste. This is because consumers who use Colgate White 
will not purchase the gel variant and will switch to some other toothpaste if Colgate White is 
withdrawn from the market. 

The /ow-end entry and the high-end prestige brands are the low-priced and high-priced brands in 
the portfolio. The low-end entry-level brands are to entice consumers, for example, the %20 
burgers from McDonald’s. These brands are strategically used to attract customers and once 
customer footfalls are achieved, then they can be traded up to the other variants. The high- 
end prestige brands, on the other hand, add ‘prestige and credibility to the entire portfolio’. 
The Gitanjali Group offers a range of brands in the jewellery sector, right from Nakshatra 
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and D’Damas, both diamond jewellery set in gold, to the Rivaaz brand, which has gemstones 
resembling diamonds set in silver and steel, and the Lucera brand, which has silver jewellery 
starting from %700 (Gitanjali group 2010). All these and other brands in the brand portfolio 
of Gitanjali Group were launched so that the group can provide a range of brands to different 
market segments and thus maintain or enhance their market share. 

Flankers Cash cows 

For example: Wheel and For example: Colgate, 
Rin for Surf (Unilever); Singer sewing machines; 
Red Fox (select service Surf Blue and Sunlight 
economy hotels) for soap of Unilever, etc. 
Lemon Tree hotels 

(upscale full-service), etc. 

Low-end entry High-end prestige 

For example: %20 burgers For example: Nakshatra 
from McDonald’s; and D'Damas jewellery 

Lucera brand of Jewellery from Gitanjali group; Surf 
from Gitanjali Group; Excel from Unilever, etc. 

Wheel for Unilever, etc. 

Source: Adapted from Kotler and Keller 2006. 

Figure 13.1 Brand roles in the brand portfolio 

The initial step of brand portfolio organizing is done with the help of brand architecture. 

According to Aaker and Joachimsthaler (2000), “Brand architecture specifies the roles played 

by the brand, the relationship among brands, and different product-market brand contexts’. 

This definition talks about the following two aspects, which are discussed in detail later in the 

chapter: 

(a) Roles played by the brands 
(b) Product-market context roles 

According to Aaker and Joachimsthaler 2000, an understanding of brand architecture is 

important to 

© Build powerful brands 

e Lead to optimal allocation of brand-building resources 

Provide clarity of offering, so that the brand identity is clearly perceived by the consumers, 

providing an opportunity to extend the brand 
e Provide synergy in creating association building 

e Provide a platform for future growth 

Roles Played by the Brands 

In an organization that has a portfolio of brands, the management of each brand requires a 

lot of brand-building resources. If there are a number of brands, then the organization might 

not have adequate resources to support all the brands. Treating brands as silos or verticals 

leads to wrong allocation of resources. Also, the synergies across brands can neither be created 
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nor exploited. Kotler and Keller (2006) identified the four roles played by brands—flankers, 

cash cows, low-end entry, high-end prestige—discussed in the previous section. Aaker and 

Joachimsthaler (2000b) identified the portfolio roles played by the brands: strategic brands, 

linchpin brands, silver bullets, and cash cow brands. 

Strategic brand can be a ‘currently dominant brand also called megabrand, which can maintain 

ot grow its position, or a small brand that is projected to become a major one’. Thus, a 

strategic brand represents a meaningful level of profit and sales in the future. For example, 

Kodak moved from its traditional cameras, which it is still selling in India, towards digital 

cameras, as it felt that that is the future of photography. Indian Tobacco Company (ITC) has 

moved towards consumer personal care with its Fiama Di Wills range, which is in line with its 

aspiration to be a premier FMCG company. Nike All Conditions Gear helps position Nike in 

the outdoor-adventure and is thus a strategic brand for Nike. 

Linchpin brand, as the name suggests, is the top brand or the key player. It provides a source 

of differentiation and indirectly influences customer loyalty. Cadbury’s Dairy Milk is a linchpin 

brand for Cadbury’s, as it has a strong base of customer loyalty. 

Silver bullets are brands that build the image of the company and positively influence the 

image of the other brands in the portfolio. iMac launched by Apple in the late 1990s resulted 

in generating an image of technology and design for the company and was thus the silver 

- bullet for the organization. 

Cash cow brand is a brand that has a loyal group of customers and does not require the level 

af investment. reayired. by athets.. Theit sales may he stagnant. but the loval custamers da 

not leave the brand and hence the margin generated is strategically invested in other brands 

that are the bases of future growth for the organization. For example, Nivea as a brand has 

extended into a number of skin care products, but Nivea Créme continues to do well and is a 

cash cow for the company. 

The first three types of brands require investment and need to be managed actively, so that 

they fulfil their strategic mission. Companies thus need to have some cash cow brands in their 

portfolio, which can fund the strategic, linchpin, and silver bullet brands. 

Product-Market Context Roles 

It is the manner in which ‘a set of brands combine to describe an offering in a particular 

product-market context’ (Aaker and Joachimsthaler 2000b). Aaker and Joachimsthaler further 
identified the following four types of product-market context roles: endorser and sub-brand 
roles, benefit brands, co-brands, and driver roles. 

Endorser and sub-brand roles The umbrella parent brand is the point of reference for 
consumers. At the time of brand extension, organizations can use this umbrella brand, along 
with the name of a sub-brand to define the new offering. For example, Chevrolet Spark, where 
Chevrolet plays the role of the endorser and Spark is the sub-brand. 

Benefit brands As the name suggests, benefit brand is a ‘branded feature, component, 
ingredient, or service that augments the branded offering’. It provides a branded feature that is 
an integral part of the brand and delivers some benefit to the consumer, for example, Revlon 
ColorStay Lipcolor. | 
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Co-brands When two established brands, either of different organizations or different 
businesses in the same organization, come together to create an offering, in which each brand 
plays the driver role, that is each brand plays a prominent role in influencing the customers 
through their brand image, they are called co-brands.-The belief is that the presence of both 

the brand names will strengthen the purchase intention and help reach a new target audience 

(Kotler and Keller 2005). For example, ‘the first Platinum airline co-branded credit card in 

India, the Jet Airways Citibank Platinum Credit Card’ (Jet Airways 2010), 

Driver roles A brand with a driver role ‘drives the purchase decision and defines the use 

experience’ or influences the purchase and the experience of the customers with the brand. 

A driver brand has a loyal following of consumers who would not be as comfortable with the 

product if the brand were missing. For example, Cadbury Dairy Milk has a major driver role 

in the portfolio of Cadbury. 

BRAND RELATIONSHIP SPECTRUM 

A powerful brand architecture tool is the brand relationship spectrum (Aaker and 

Joachimsthaler 2000a), which depicts the relationship between the various brands of an 

organization on a spectrum (see Figure 13.2). Thus, we can have the following kinds of brands 

and relationships. 

House of brands This is one of the extremes, where an organization has a number of 

brands and all these are stand-alone brands that are independent of each other. Proctor and 

Gamble (P&G) follows this strategy and sells more than fifty brands in India. These brands 

are ‘not connected’ to each other. ‘Shadow endorser’ brand is a variant in the house of brands, 

where ‘the endorser brand is not visibly connected to the endorsed brand, but many consumers 

know about the link’. For example, Mountain Dew, which is the endorsed brand, and Pepsi, 

which is the shadow endorser brand. 

Endorsed brands Many organizations use their established brands to endorse new brands, 

as discussed in the earlier point. The degree of relationship varies as follows. 

Token endorsement This is a variant of the endorser strategy, where the master brand is 

involved in a number of product markets and is less prominent than the endorsed brand. For 

example, Marico, a leading Indian company in consumer products and services in the global 

beauty and wellness space, has a number of well-known brands such as Saffola, Parachute, etc. 

“House of brands «Endorsed brands ©-»«Sub-brands=—_=Branded house 

‘High degree of relationship 

Source 

Figure 13.2 The brand relationship spectrum 
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‘Hair and Care’ hair oil is also well known and is endorsed by Marico, a fact that is relatively 

lesser known among consumers. 

Linked name Here, the endorser brand name is linked to another name with common 

elements. For example, Nestea, where Nes stands for Nestlé by Nestlé; Chicken McNuggets, 

where Mc links to McDonald’s, etc. 

Strong endorsement Here, the endorser brand strongly endorses the sub-brand. For example, 

Unilever launched a drink in the fruit juice category in March 2011 and used its well-known 

brand Kissan to launch this new drink. The three variants—apple juice and soya, mango juice 

and soya, and orange juice and soya—are strongly endorsed by the Kissan brand name. 

See the use of Fortune brand name to strongly endorse their refined oil, Kachi Ghani Oil, etc. 

Sub-brands These are brands that are connected to the parent brand and supplement 

or modify the parent brand’s association. The parent brand provides the ‘primary frame of 

reference’ and the sub-brand provides the attribute association. For example, Sony Walkman, 

where Sony provides the parent brand’s association of technological innovation and Walkman 

provides the attribute of listening to music on the go. Sub-brands are further graded into the 

following. 

Sub-brand as co-driver This is the ‘co-driver’ situation, where the endorser brand and 

the sub-brand both play a major role. For example, Nestlé Kit Kat, where both Nestlé and Kit 

Kat have strong brand equity. 

Master brand as drive _Hete, the parent or master brand primarily drives the success of 

the sub-brand. For example, HP Deskjet, where the primary driver for the sub-brand, the 

Deskjet printer, is the parent brand name HP or Hewlett-Packard. 

Branded house In a branded house, the ‘parent brand moves from being the primary 

driver to play a dominant driver role across a multiple offering. It has the following variants. 

Branded house with different identity A branded house that uses the same brand 

name but maintains different brand identities and positions, as different associations are 

needed in different contexts. Thus, though the Tata brand name is used for Tata Salt, it stands 

for different associations than when the brand name is used in connection with the Tata 

Consultancy Services. 

Branded house with same identity Many times, companies feel that having different 

associations in different contexts as in a branded house with different identity, results in brand 
anarchy, i.e., chaos and confusion in the minds of customers. Companies thus’ come out with 

a single brand identity that can be applied everywhere, as ‘a single brand with set associations 
communicated across products and over time is much easier to understand and recall. For 
example, Virgin uses associations of ‘innovation’, ‘fun/entertainment’, ‘value’, etc., which can 
be applied to a range of products actoss product categories, be it Virgin Atlantic Airlines, 
Virgin mobiles, etc. 
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A further understanding of managing brands can be gained by studying the brand portfolio 
structure of the organization, i.e., the number of groups of brands the organization has, the 

brand hierarchy, and the extent to which a brand can be stretched. A brand hierarchy is a graphical 
representation (see Figure 13.3) of the branding strategy of an organization. It displays the 

brand elements across the firm’s products by portraying the number and nature of distinctive 

and common brand elements and thus reveals the ordering of the brand elements (Keller 
2004). 

The brand hierarchy can have corporate brand level, i.e., the corporate or company brand, 

for example, Tata, Reliance, General Motors, etc.; family brand level, i.e., a brand used in 

more than one product category, for example, Chevrolet, Optra, etc.; individual brand level, 

iLe., brand restricted to one product category, for example, Park Avenue, Real juices, etc.; 

and the modifier, i.e., a special item, for example, Spark 1.0, 1.0 PS, 1.0 LS, etc. Once the 

: 
Himalaya Himalaya Herbals  HimalayaHerbals § HimalayaHerbals © HimalayaHerbals Himalaya Herbals 

Herbals Baby Baby Powder Baby Cream Baby Oil © —smoisturizingsoap _— Diaper rash cream 
Lotion 

Himalaya Herbals anti- Himalaya Herbals © HimalayaHerbals  HimalayaHerbals HimalayaHerbals — Himalaya Herbals 
dandruff shampoo proteinshampoo __ revitalizing hair oil +—_ protein hair cream protein conditioner hair loss cream — 

Himalaya Herbals Lan cies ger spe palettes peceautines 

Source: Adapted from Himalaya Herbals, 2010. Available at http:/Avww.himalayaherbals.com, accessed on 18 May 2010 (please note that 

the brands depicted in the figure are not exhaustive but illustrative). 

Figure 13.3 Himalaya brand hierarchy 
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portfolio hierarchy is identified, portfolio graphics, such as logo, symbols, packaging, etc., are 

delineated. 

CHOOSING THE RIGHT POSITION 

In light of the above discussion, it is clear that a brand can play any role in the market according 

to the corporate strategy. The brand relationship spectrum offers a number of categories 

to choose from. It is for the organization to decide whether it wants to gravitate towards 

a branded house or a house of brands. For an organization to choose branded house as a 

strategy, the following factors need to be studied (Aaker and Joachimsthaler 2000b). 

Contribution made by the master brand to the new offering This needs to be in 

terms of any, some, or all of the following. 

Value proposition The master brand can add value by transferring its positive brand 

associations to the new offering. Organizations need to see that the association being 

transferred is relevant and appropriate for the new offering. For example, the Birla Sun Life 

Insurance Company Limited (BSLI) retails life insurance under the brand name Birla Sun 

Life Insurance, which reflects the trust of the Aditya Birla group and highlights the domain 

expertise of Sun Life Financial Inc., a leading international financial services organization 

from Canada, thus providing a value proposition of ‘formidable protection for the customers’ 

future’ (Birla Sun Life 2011). 

Credibility The value proposition that has been created needs to be credible and the 

organization should see whether the parent brand can add this dimension of credibility. Thus, 

Dettol Antiseptic Liquid has an image of killing germs and this adds credibility to the brand’s 

extension into the soap category. 

Visibility ‘The parent brand can enhance the visibility of the new offering if it has strong. 

linkages with consumers. Thus, when Minute Maid was launched and the Coca-Cola connection 

was highlighted, it added visibility to the brand. 

Efficiency in communication ‘The parent brand can help build economies of scale due 

to the synergy in brand communication. The economies of scale would be higher when the 

brand plays a driver role and comparatively lesser when the brand acts as an endorser, because 

in that case the other brands still need to be communicated to the customers. For example, the 

Amul brand name plays the driver role for its butter, ice cream, cheese, etc. Thus, when Amul 

is advertising, all its products are benefited. On the other hand, Himani brand endorses both 

Navratan oil and Boroplus powder, and therefore the organization needs to communicate 
about both the products to the customers. 

Association of the master brand with the new offering Is the master brand 
strengthened by its association with the new offering? If the brand extension helps in 
strengthening the master brand, then the organization should gravitate towards the branded 
house. On the other hand, an organization can gravitate towards a house of brands under the 
following two situations. 
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There is a compelling need for a separate brand A new brand can be created when 
there is a compelling need for the same. This can be in case of any of the following: 
(a) When there is a need to highlight a key association that is not being supported by the 

existing brand. For example, Pantene for strong hait and Head & Shoulders for dandruff 
by P&G. 

(b) When the company is offering something new or different. ITC has a portfolio of brands 
for different offerings. For example, its FMCG foods business unit has brands such as 

Bingo snack foods; Minto-o and Candyman brands in the confectionary sector; Aashirwad, 

which includes staples such as atta, spices, ready meals, etc. 

(c) To avoid association with the current brand, especially when the brands cater to different 

segments of the market. For example, ITC’s Lifestyle retails premium apparels under 

the Wills brand for working professionals. It offers Wills Classic, work wear, Wills Sport, 

relaxed wear, etc., and for the male youth, it offers fashion wardrobe under the brand John 

Players. 

(d) To retain customers in case of acquisitions, such as Kraft retaining the brand name of 

Cadbury even after acquiring the company. 

(e) To avoid a channel conflict, organizations can come out with different brands that are 

targeted for different channels, such as the special brands by Unilever and P&G for 

Big Bazaar, as discussed in the chapter on brand strategy. 

The business can support a new brand Developing a brand requires investment of 

time and money. The brand architecture for an organization that owns multiple brands is 

complicated and needs expertise, in terms of its human resources, to be managed. All this 

adds to the investment required in building a new brand, and the organization needs to do a 

cost-benefit analysis to make the final decision. 

The organization needs to decide which position to take after careful consideration 

(see Exhibit 13.2). , 

Exhibit 13.2 Extending Brand Kissan 

The Kissan brand name turned sixty-two years old 

in 2011 and leads the market in ketchups, jams, and 

squashes category. This brand is a part of Unilever, 

a ‘Rs 18,000-crore giant with more than thirty-five 

consumer brands mostly in food, personal care, and 

home care segments. Unilever, which has fruit-based 

beverages only in a few markets including Brazil,’ 

plans to foray into this segment in the Indian market 
- to cash in on ‘the health-conscious mindset of the 

Indian consumer’, The fruit-based beverage market 

is estimated at £1500 crore (2011) and has dominant ‘in positioning it as an a 

players like Dabur, Parle Agro, PepsiCo, and Coca- 

Cola. To leverage the new entrée, Unilever will launch 

it under the established brand name of Kissan and it — 

will be available in tetra packs. This announcement 

has evoked different responses. According to 

‘Mr Anand Halve, co-founder of brand consultancy firm 

Chlorophyll, “Kissan is a brand associated with kids _ 
and no adult consumer would like to be seen with such . 
a brand out of home. The tetra pack category is mainly 
driven out-of-home and Unilever would face problems — 

It brand” Miedo 2011 



390 m BRAND MANAGEMENT 

RATIONALIZING THE BRAND PORTFOLIO 

Over a period of time, due to more product launches, an organization can build portfolio of brands. 

The performance of these brands needs to be monitored over time, so that organizations can 

effectively rationalize their brand portfolio, In the rationalization of brands, companies decide 

on the brands to be retained after the necessary pruning of its portfolio of brands. 

Rationalization can be done using any of the following ways (Sarkar and Singh 2005): 

liquidation 

merging 

selling 

milking 

elimination 

consolidation 

Liquidation is when the firm terminates business and uses its assets to discharge its liabilities. 

If the brand is important and the firm wishes to retain it, then it can also be merged with 

another brand. Se//ng the brand is another option and Cadbury’s sale to Kraft is an example. 

Deriving maximum sales and mi/king the brand is another option for the firm. However, 

if the firm feels that selling and merging are not possible, it can e/minate the brand (see 

Exhibit 13.3). Also, if the brand is doing well, it can further consolidate the brand, i.e., build it 

further. The brands of the company are evaluated and placed on one of the lists identified 

above. The non-performing brands are placed in any of the first five categories and the well- 

performing brands are placed in the last category for consolidation. The enhancement of core 

brands is a well-thought-out strategy and it is these brands that the company should focus 

on as growth drivers for the organization. Thus, we can summarize the brand architecture 

strategies as follows. 

1. The portfolio strategy, where the relationship between the various brands and the role to 

be played by each brand are identified, i.e., whether they should be endorsers /sub-brands, 

co-brands, driver roles, strategic brands, linchpin, silver bullets, or cash cows. 

helped Hyundai decide to end the production of Getz 
and focus on i10 and i20, which had a ‘waiting period 

of up to two months due to capacity constraints’. This 

helped further the success of its high-selling i20, which 

witnessed a demand for more than 5000 units a rr 
as against the targeted 2000 units. Hyundai is not n new 

7 to the Ae of weeding out p oducts that are not 
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2. Brand strategy, where the brand hierarchy levels are identified. 
3. Extension strategy, where the introduction of further brands as line or category extensions 

is identified. 

SUMMARY 

This chapter helps brand managers understand how to 

manage a portfolio of brands. The various roles played 

by the brands provide an understanding of how and 

where different brands fit in the scheme of things. This 

helps in deciding on the extension/pruning strategy for 

established brands and in keeping the portfolio of brands 

a aie wos 

KEY TERMS 

Brand hierarchy This is a graphical representation of 

the branding strategy of an organization. 

Brand portfolio structure The number of groups of 

brands the organization has, the brand hierarchy, and the 

extent to which a brand can be stretched. 

Brand rationalization When companies decide on the 

brand to be retained after the necessary pruning of its 

portfolio of brands. 

Cost-benefit analysis Analyzing cost effectiveness of 

the different available alternatives in order to see soe the 

benefits outweigh the costs. 

EXERCISES 

Concept Review Questions 

1. Discuss the various roles that can be played by a 

~ brand in the market. 

2. Delineate the various roles that the brand can perform 

in light of the product market. 

3. What is the brand relationship spectrum? 

4. Delineate the various strategies available for 

rationalizing the brand portfolio. 

NINN 

relevant and current for the target market. With the help of 

brand architecture, organizations can focus on their power 

brands, i.e., high performing brands, and rework on the 

strategy for the brands that have ceased to perform in the 

market. 

REM TMNT RINE MR LRU ALM RMON OL UNAM RONEN 

Linchpin brand This is the top brand or the key player 

for the organization. 

Silver bullets These are brands that build the image 

of the company and positively influence the image of the 

other brands in the portfolio. 

Strategic brands These are brands that are either 

currently dominant and can retain their position or have 

the potential io become maior players in times to come. 

Critical Thinking Questions 

1. Do you agree with the statement, ‘The decision to 

consolidate the brand makes total sense.’ Why or why 

not? 

2. Critically discuss the relevance of brand architecture 

for an organization. 

3. Critically discuss what strategy should be adopted by 

an established FMCG brand catering to the detergent 
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market while trying to establish itself in the grooming 

category. 

4. According to you, which strategy is better: to have a 

branded house or a house of brands? Why? 

Internet Exercises 

1. Visit the Montblanc website at www.montblanc.com/ 

and work out the brand architecture. Comment on the 

brand architecture strategy being adopted. 
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CASE STUDY 
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Brand Architecture of Emami Group 

Introduction 

In 1974, the Emami Group was founded in Kolkata by 

childhood friends—R.S. Agarwal and R.S. Goenka. They 

‘left their high profile jobs with the Birla Group to set 

up Kemco Chemicals’, which manufactured Ayurvedic 

medicines and cosmetics. The business environment was 

fragile, as the market was dominated by multinationals 

and there was labour unrest and political problems 

in West Bengal and companies located there were 

contemplating shifting out of the state. Not to be bogged 

down by all this, the two friends, with a meagre amount of 

%20,000, combined the wisdom of Ayurveda with modern 
manufacturing techniques and the brand Emami was 

formed. . Mz 

‘Emami Talcum, Emami Vanishing Cream, and 

Emami Cold Cream were great favourites with the 
quality conscious consumers in the mid-seventies. The 



company soon became adept in selling beautiful dreams 
to Indian women interested in finding their own identity. 

The signature tune of Emami played over radio and TV 

became a household favourite.’ 

‘In 1995, Kemco Chemicals, the partnership firm was 

converted into a public limited company under the name 

and style of Emami Ltd in 1998, Emami Ltd was merged 

with Himani Ltd and Himani Ltd’s name was changed to 

Emami Ltd In 2000, with a view to concentrate on its core 

FMCG business, Emami’s investment undertaking was 

demerged and Pan Emami Cosmed Ltd issued its fully 

paid up shares to shareholders of Emami in the ratio of 

1:1. In 2003, a new factory unit was set up at Amingaon, 

Guwahati. A public issue of fifty lakh equity shares of &2 

each at a price of $70 followed in 2005. The issue was 

oversubscribed within few seconds of its opening with an 

overall over subscription of thirty-six times of the issue size.’ 

Brand strategy 

In 1978, they acquired Himani Ltd, a 100-year-old company 

that had turned sick. Himani was also into cosmetics and 

Source: http://www.emamigroup.com/Boroplus-Anti-Septic-Cream, accessed on 15 February 2011. 
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had good brand equity in the eastern part of India with a 

well-laid-out factory in Kolkata. The financial risk was high 

and it was a mammoth task to turn around a sick unit into 

profitable venture, but it proved to be a turning point for 

Emami. 

In 1984, they launched the Boroplus antiseptic cream 

‘with the twin positioning of antiseptic cream and protective 

cream ideal for harsh weather conditions and minor skin 

problems such as chapped, cracked, and dry skin’, under 

the Himani umbrella. This was followed by brand extension 

in the form of Boroplus prickly heat powder. The Boroplus 

family consists of antiseptic cream, icy cool talc, icy 

sandal talc, long acting body lotion, and triple action light 

moisturizing body lotion (see Image 13.1). The Boroplus 

brands are currently endorsed by celebrities such as 

Amitabh Bachchan and Kareena Kapoor. 

In the nineties, the flagship brand of Navratna Cool 

Oil came into being again under the Himani umbrella. 

‘The company extended the brand to launch Navratna 

Extra Thanda Oil and Navratna Lite Oil. While the former 

competed with other strong cooling oils in the market, the 

FEEDBACK 

Image 13.1 Himani Boroplus 
— 
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latter was targeted at consumers who are more comfortable 

with lighter aroma, are appearance conscious, and want 

less sticky oil. Emami has adopted a number of steps to 

drive growth, such as the launch of the ¥10 SKU (Stock 

keeping unit) and its focus on retailing through men’s 

parlours. The company inducted market-specific brand 

ambassadors such as Surya, Chiranjeevi, Mahesh Babu, 

and Upendra in South India and Amitabh Bachchan in the 

rest of India (see Image 13.2).’ 

In 1998-99, Sona Chandi Chyawanprash was launched 

and in May 2002, the company launched Sona Chandi 

AmritPrash, a chyawanprash that was also an ayurvedic 

health tonic, conceived by Himani Ayurveda Science 

Foundation (see Image 13.3). The acquisition of Zandu 

Chyawanprash and Zandu Kesari Jivan has strengthened 

Emami’s presence in the chyawanprash segment. Shah 

Rukh Khan and Rituparna Sengupta endorse the brand. 

The Emami brand endorses the Mentho Plus balm, 

which was introduced in 1990 as a ‘specialist pain reliever 

for common ailments, such as headache, back ache, 

cold, tiredness, sprain, and muscular pain’. In 2009-2010, 

Mentho Plus accounted for 18 per cent market share of 

the %380-crore pain balm market. ‘Following the Zandu 

acquisition in 2008, Mentho Plus and Zandu Balm possess 

a combined 61 per cent share in the pain-balm category 

with a minimal geographical overlap. While Mentho Plus 

is strong in South India, 80 per cent of revenues, Zandu 

enjoys a pan-India presence.’ Mentho Plus uses the 

Ravana mascot to advertise itself (see Image 13.4) and 

‘Zandu is the only balm brand in India to be endorsed by 

a celebrity. The brand entered into a strategic tie-up with 

the Mumbai Indians team in 2009-10. Its advertisements 

featured Sachin Tendulkar, Zaheer Khan, and Harbhajan 

Singh, showcasing the national presence of the brand 

and.its effectiveness against headaches, body aches, and 

cold. The company roped in Virendar Sehwag, Dinesh 

Karthik, and Amit Mishra as brand ambassadors. 

In the year 2005, Emami created marketing history by 

launching a fairness cream for men—Fair and Handsome. 

It was a Category creator that helped create a category of 

a %14-billion fairness cream market for men. The brand 

crossed £100 crore in revenues in 2009-10 and grew at 

32 per cent CAGR during 2007-10. This brand is being 

endorsed by Shah Rukh Khan (see Image 13.5). 

Source: http:/Avww.emamigroup.com/Navratna-Oil, accessed on 15 February 2011. 

Image 13.2 Himani Navratan Oil 
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SONA 
CHANDI ae, ae 

AMRITPRASH iui Xe. 

About the product Signup for Updates Downloads Feedback 

Thakavat Hataye 

Chusti Laye.... 
Garmiyon ke Liye Specia! Himani Sona Chandi Amntprasi: 

THE NATURAL INGREDIENTS USED IN AMRITPRASH 

MAKES IT COMPLETELY SAFE AND USEFUL FOR ALL 

AGE GROUP INCLUDING CHILDREN 

Source: http:/www.emamigroup.com/Sonachandi-Amritprash, accessed on 15 February 2011. 

Image 13.3 Himani Sona Chandi Amritprash 

Source: http://(www.emamigroup.com/Mentho-Plus, accessed on 15 February 2011. 

Image 13.4 Emami Mentho Plus balm 

Source: http://www.emamigroup.com/Fair-&-Handsome, accessed on 15 February 2011. 

Image 13.5 Emami Fair and Handsome 

iM 395 
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The company introduced a Health Care Division in 

2006 and launched a number of ayurvedic over-the- 

counter (OTC) medicines. ‘Emami Limited, with an 

investment of $700 crore, acquired major stake in Zandu 

Pharmaceuticals Works Ltd in 2008 to capitalize on the 

huge business synergy between Zandu and Emami. Post 

its acquisition, a century-old household name in India, 

with some of its prominent brands like Zandu Balm, Zandu 

Chyawanprash, Zandu Kesri Jeevan, Zandu Pancharishta, 

Sudarshan, and Nityam Churna also came under Emami’s 

basket of brands’ (Emami 2008). In 2009-10, ‘new 

products—Boroplus Winter Lotion and Emami Malai 

Kesar Soap and new product variants such as Navratna 

Oil—were launched.’ 

Conclusion 

The Emami Group has shown strong and commendable 

performance over the years consistently. According to its 

2009-10 performance report, it had a 27 per cent CAGR 

in the top line and 42 per cent CAGR in the bottom line of 

the Emami Group in the five years leading to 2009-10. It 

ASL ENE TES 
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has over %5000 crore ($1 billion) of capitalization and has 

crossed %1000 crore in revenues in 2009-10. ‘Navratna 

Oil, Boroplus Antiseptic Cream, Fair and Handsome 

Fairness Cream for Men, and Zandu Balm continued 

to enjoy the number one status in their respective 

categories.’ More than %200 crore revenues were derived 

from Navratan and Boroplus brands. In total, it has over 

300 products, which retail in 4,25,000 outlets in sixty-five 

countries. 

Discussion Questions 

1. Tabulate the brand architecture for Emami Limited. 

2. Discuss the various strategies used by the company to 

launch its different brands. Evaluate the pros and cons 

of the strategies used. 

3. Discuss the brand elements used for the various 

brands. What can you suggest to the organization to 

further increase their brand equity? 

4. Visit the website of the Emami Group and highlight the 

use of brand elements for the brands not discussed in 

the case study. 

STM MEM ME MLE RS ETH IU ET LARS EESTI Sill SE ES SLE AICI LEE DAE RAG IERIE LAR AI 
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Brands Over Time 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

e The importance of managing brands over a period of time 

e Brand growth challenges—brand reinforcement 

e Sustaining a brand long term—brand revitalization 

e Brand turnaround 

ABOUT THE CHAPTER 

This chapter helps in providing an understanding of how brands can be managed over a 

period of time. The previous chapter helped brand managers understand the relationship 

between brands in the portfolio. This chapter helps understand the managing of brands, so 

that their equity can be reaped for a longer period. Brands need to attract new customers to 

be successful and this chapter explores how brands can remain young for consumers even as 

they grow old. 

INTRODUCTION 

A brand, once launched, needs to be carefully managed and nurtured during the initial stages 

of its launch and also over a period of time. If an organization is like a garden, then brands 

are like plants. Just as plants need constant watering, weeding, and pruning, brands need to be 

constantly monitored for changes in the external and internal environment. Any weaknesses 
or threats need to be attended to, and every strength and opportunity needs to be exploited 

to the hilt. As time passes, the need for managing brands increases, as consumers’ tastes and 

preferences change and the brand has to satisfy these changing needs and wants to sustain 

itself in the market. Strong brands, such as Lux, Amul, Cadbury’s, etc., have stood the test of 

time and have been able to generate revenues for their organizations year after year. On the 

other hand, there are brands that were launched and backed with a lot of investment, such as 
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Exhibit 14.1 

Vicco Turmeric and Vajradanti were both ‘once marquee 

(leading) ayurvedic skincare and oral care brands. 

Founded in 1952 by late K.V. Pendharkar, the Vicco 

group had carved its niche as a maker of distinct 

ayurvedic products. Vicco Vajradanti powder and paste, 

Vicco Turmeric skin cream and sunscreen cream, and 

Vicco Narayani cream were its best-known products.’ 

ESE aA UL 

Need for Revitalization 

Today, Vicco may not command a high valuation as 

it ‘failed to keep pace with consumer trends, though it 

continues to hold brand recall and strong brand equity.’ 

According to Harish Bijoor, Chief Executive Officer at 

Harish Bijoor Consults Inc., ‘It could not capture new 

consumers and remained static—that was Vicco’s big 

problem’ (Bhushan and Vyas 2010). 

Bajaj Scooters, Vicco, etc., and still remained static and could not beat the competition and 

generate volumes year after year (see Exhibit 14.1). 

MANAGING BRANDS OVER TIME 

One of the most important issues facing brand managers is how to revitalize a brand and keep 

it relevant and current. Honest and rigorous dedication is required to build strong brands. 

Exhibit 14.1 shows that the brand needs to attract new customers year after year, so that 

volumes and revenues can be generated. At the same time, the brand experience, which includes 

brand promise, brand delivery, communication, etc., also needs to be consistent, so that it does 

not alienate the existing customers. For example, Cadbury has been able to reposition itself 

and has successfully attracted new customers and at the same time been able to retain the 

existing customers (see Exhibit 14.2). 

The year was 1994, the brand was Cadbury Daily Milk—a 

chocolate which was till then ‘restricted to and targeted 

at children’. The game changer was the TV commercial 

‘the real taste of life’. This advertisement was based on 

the ‘larger universal insight that at the end of the day 

we are all kids at heart’. Cadbury focused on this and 
= appealed to the child within each of us, by launching 

__ anad that showcased the product being consumed by 
. people of all ages. ‘It gave the adult population license 

_ to enjoy chocolates. The ad was also called “Shimona’” 

after the girl who ran out on the cricket field.’ 

Aarambh’ one. This is based on the Indian cuitural 

~ brand journey and evolution’ (Avasthi 201 
~ Cadbury need to reconnect oi J 

In 2010, the ad for the same brand was the ‘Shubh vata a Bs 

insight of eating something sweet before embarkingon 

a new journey or at the start of anew beginning. Though _ 
based on a strong cultural truth, it has a contemporary p| 

youthful twist that allows people to easily connect with it. 3 
Both campaigns, though perceptibly different, share the 
same brand values of joy and shared happiness. The 

‘real taste of life’ was a timeless ad with ‘great ~ 

great creative, great music, and great erfortr 

‘The Shubh Aarambh campaign came 
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BRAND CHALLENGES 

As discussed in Chapter 1, brand managers need to constantly ensure the success of their 
brands. Otherwise, once successful brands can ride into oblivion. The success ratio for a new 
brand launch is only 5 pet cent. According to the Black Eye Ratio, if ten brands are launched 
in a year, only two survive and do well in tw enty-four months and this comes down to one 
brand in seventy months (Pinto 2010). This shows that for an organization to have a strong 
brand in its portfolio, it requires effort not only prior to the launch, but post-launch as well. 
The brand has to consistently deliver in an environment that is dynamic—be it consumers, 
competitors, or political and legal environment. There can be a number of challenges that have 
to be managed on the path to success for a strong brand. Some of them include the following, 

Quality aspect The quality of a brand’s product is very important and is the prime satisfier 

of the need and want of the consumer. The consumer has constant interactions with the 

product at the time of consumption, which can vary from many times for consumer durables 

to a few or one time for non-durable products. All these moments of truth build customer 

perception about the quality of the product, and consistent performance by the product results 

in high brand equity. It has been studied that over a period of time, brands that provide good 

financial performance are the brands that have ‘relative perceived product quality’. That is the 

highest quality of the product at a given price point (Berry 1988). The organizations, therefore, 

not only have to design a quality product but also need to deliver consistent quality over a 

period of time. Implementation of total quality management (TQM) can help organizations 

deliver quality products. 

Changing consumertrends The world is getting hypercompetitive and consumer trends 

are evolving. A brand that is stagnant and does not adapt to the changing times is bound to 

die a natural death. Brand managers, thus, need to track the changes in the social environment, 

such as consumer purchase behaviour, changing consumption patterns, evolution of the taste 

and preferences of the people, etc. Brand managers need to grow and sustain their brand long 

term, so that the coming generation adopts the brand with the same alacrity as the previous 

generation did. This is a challenge for marketers and all the great brands have stood the test 

of time and are still relevant to customers today. For example, Maggi, from Nestlé, is a brand 

that has come a long way since the time of its launch in 1982 as the ‘2-minute noodles’ to the 

‘taste bhi health bhi’ platform through a number of brand extensions. The brand has been a 

category creator and has inspired other established players to launch brands in this category, 

such as Knorr Soupy Noodles, Horlicks Foodles, etc. (See case study in Chapter 1—Cooking 

up Maggi Noodles.) 

Introducing technologically davaticed products Brands need to evolve to keep pace 

with advances in technology. Adoption of technology helps the brand create a buzz and stay 

_young and relevant for consumers over time. For example, the brand value of HMT watches, 

which was a ‘timekeeper to the nation’, has declined due to its ‘technological obsolescence’ 

-(Koshy 2010). 

Growing number of private iavetz or the retailers own labels The organized 

players have established themselves as brands that the consumers recognize and trust. This, 
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combined with the fact that the Indian customer trusts and seeks advice from retailers at the 

time of purchase, has increased the bargaining power of the retailers. Retailers stand to gain by 

launching their own private labels as they get a gross margin of 60—70 per cent on the private 

labels compared to the 30 per cent from manufacturer brands (Mehta 2011). This, in turn, has 

encouraged retailers to launch private labels, which are giving competition to manufacturers’ 

brands. It has been studied that 70 per cent of product categories sold at supermarkets are 

store brands (Sayman and Raju 2004). According to The Nielsen Shopper Trend Study (2011), 

in India, private labels account for 6 per cent of modern trade or organized retail sales. The 

awareness among shoppers for private labels increased to 78 per cent in 2010 as against 64 per 

cent in 2009 (Mehta 2011). Retailers advertise established brands to attract footfalls to their stores 

and then ‘sell store brands to price sensitive customers’. This allows retailers to negotiate better 

deals with manufacturers for stocking and selling their wares (Cataluna, Garcia, and Phau 2006). 

Brands becoming generic There are instances of dominant brands in a product category 

that were so widely used that they became generic for that product category (Kapferer 2008). 

For example, the Surf brand name is used for all blue-coloured washing powders, Xerox brand 

name is generally used to mean photocopying, etc. Organizations need to be very careful 

when their brand becomes a market leader. They constantly need to protect, nurture, and 

communicate the differences of their brands from the other competing brands to avoid falling 

into this trap. 

Lack of effective and consistent communication A brand has to communicate with 

its target audience to attract new customers, as inability to attract new customers hastens the 

decline of the brand. A brand that advertises itself and creates top-of-the-mind brand recall 

denotes that it is a key player in the market. Consumers will develop high brand awareness, and 

thus, the chances of the brand being purchased are higher. A brand that ceases to advertise 

will be lost in the maze of products being offered. It will be a task to sustain such a brand for 

the long term. 

Keeping the brand young One of the challenges for brand managers is to keep the 

brand young over a period of time (see Exhibit 14.3). Consumers need to feel that the brand 

belongs to them and is not a ‘brand of yore’. They should feel excited about using the brand 

and consider it as their own rather than as their fathers’ or grandfathers’ brand. 

: old Spice is a popular American brand of male Old Spice for men was introduced i in 1938 
"grooming products. The brand was acquired by P&G Schultz developed the Old Spice brand lor 
in 1990 from the Shulton Company. The first Old Spice nautical theme and used a colonial nc 
was launched as a fragrance for women in 1937, while trademark. Its strong masculine 
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the tag line ‘mark of a man’ conjures up old memories. 

After P&G took over, the old ship was replaced by a sail 

boat/yacht in 1992. Following the acquisition of Gillette 

in 2005, P&G garnered substantial market share in the 

male grooming category, thereby reducing its reliance 

on Old Spice and it appeared that the brand had been 

put on the back burner, so much so that it slowly began 

to fade from consumer memory. 

As the male grooming category grew substantially 

over the years, younger brands, such as Axe from 

Unilever, began to eat into Old Spice’s market share. 

Old Spice became a brand associated with older men 

and even in some cases ‘brand of yore’, failing to 

appeal to the younger audience. So, in an attempt to 

capture the imagination of the youth and bring them 

back into its fold, P&G decided to utilize the power of 

social networking. 

During the super bowl (the National Football 

League’s Championship game in the US) of 2010, P&G 

unleashed a viral marketing campaign for Old Spice, 

which redefined the rules of social network marketing. 

The campaign introduced the brand’s character ‘the 

Old Spice man’ played by sports star-turned-actor 

Isaiah Mustafa. The ad promised women that he was 

‘the man your man could smell like’. The campaign was 

an instant success with over thirteen million hits on 

YouTube. Following the release of the video, the level 

of interaction with the target audience was enhanced 

further with P&G releasing a host of quick hit videos 

of Mustafa responding to fan messages on FaceBook, 

Yahoo, and Twitter. The videos of Mustafa responding 

to individual queries of fans became a further rage with 

people flocking to YouTube to play and replay them. 

BRANDS OVER TIME 

The videos were not only entertaining, but also made 

the company appear new and trendy. The interactive 

nature of the videos enabled consumers .and non- 

consumers to participate. Although a regular ad takes 

months to plan and execute, the Old Spice campaign, 

which sought inputs from consumers, produced over 

150 different video responses in a matter of two 

days with the help of Mustafa, social media experts, 

videographers, and marketers alike (Gaudin 2010). 

The advertising agency hired by P&G for this 

purpose was WiedentKennedy, which had to its credit 

iconic campaigns such as ‘Just do it’ for Nike. The task 

at hand for them was to transform the staid old but 

Classic brand into an iconic brand. Wieden+Kennedy 

spent about a year working on the relaunch of the 

brand. The company realized that the brand had to be 

made ‘relevant’ for the younger generation, which is 

more inclined towards male grooming products. Thus, 

a number of racy print ads were created targeting the 

18 to 34 year olds. 

The campaign had Mustafa reply to questions 

posted by celebrities, such as Demi Moore, Christina 

Applegate, Olympic speed skater Apolo Ohno, 

talk show host Ellen DeGeneres, etc. The team 

deliberately zeroed in on these celebrities who were 

not only credible but had a substantial fan following on 

the Internet. The buzz that was created resulted in an 

increase of Old Spice’s Twitter followers by 2700 per 

cent since the launch (WeidentKennedy 2010). The 

campaign successfully put the brand on the youth's 

radar and helped push sales for the brand. 
LMP ay usd Wii sainliy pies sulle 
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BRAND GROWTH CHALLENGES—REINFORCING BRANDS 

Brands that are successful in a product category invite competition. This leads to the 

entry of other players and competition heats up. The brand, therefore, needs to reiterate, 

remind, and reinforce itself to the customers, so that they are constantly reminded about 

the brand benefits, the needs it satisfies, and how it is superior to other brands in the same 
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category. This reinforcement can be successfully done by following the strategy for effective 

reinforcement. 

To retain its position, the brand needs to adopt strategic marketing activities, which flow from 

the brand vision (see Figure 14.1). These strategies are fulfilled through marketing tactics that 

lead to customer perception and these perceptions constitute brand knowledge for customers, 

which impacts their attitude towards the brand. Thus, all tactics should be formulated from the 

brand strategy with a perspective of building strong brand equity. These strategies and tactics 

result in creating knowledge about the brand and consumers. Consumers’ attitude towards the 

brand is formed on the basis of the brand knowledge and their own moments of truth with the 

brand. Over a period of time, keeping in mind the response of customers, competitors, and in 

order to tap new markets, brand managers may come out with new marketing strategies. These 

new strategies can impact the brand awareness, and thereby the brand image the consumers 

have. The intention is that the brand should be able to retain the desirable brand image or 

reposition itself as a desirable brand in the minds of consumers. Such a brand will be ‘relevant’ 

and ‘current’ for the consumers and they will want to purchase it and be associated with it. 

Source: Adapted from Keller 2008. 

Figure 14.1 Reinforcing brands 

While reinforcing brands, both brand awareness and brand image are important. Customers 
need to be aware of the products being represented, the needs they satisfy, and the benefits of 
using the product. The brand image transfers the superiority of the brand due to the presence 
of the brand name. Organizations can achieve a high brand awareness and image by strategic 
brand actions such as follows. 
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Brand awareness The objective of brand awareness and what needs to be communicated 

should be clear as ineffective advertising leads to decreased brand awareness and effective 

advertising leads to increased brand awareness. For example, Aquaguard initially wanted to 

position the Eurochamps, i.e., the salespeople selling Aquaguard, to the target audience, so 

that the concept of direct selling is acceptable to them. Once this was established, they shifted 

gear and focused on communicating the importance of drinking water ‘in improving the 

quality of life’ (Saperbrands, 2009). 

Consistent brand image communications This is a crucial point in building strong 

brands. The existing customers need to be comfortable about a brand, and thus they need 

to be told that the brand is their same old favourite brand. At the same time, the brand 

needs to be sensitive, dynamic, adaptive to the evolving consumer needs, and this needs to be 

communicated to the prospective customers. This requires tightrope walking by balancing the 

new with the old. As brand managers, it is, therefore, important to understand what to retain 

(old) and what to add (new). For example, Cadbury’s chocolate has always focused on the 

happy moments of life—in the ‘Shimona’ ad, the ‘Pappu paas ho gaya’ (Paapu has passed in 

his exams) ad, the ‘kutch meetha hai khaana, aaj pehli taarikh hai’ (eat something sweet, as it is 

the first day of the month) ads, and the ‘Shubh aarambh’ (auspicious start) ads. 

Protecting ‘value creators’ for the brand The factors that lead to strong brand equity 

should be identified and retained (Keller 2008) for reinforcing the brand. For example, the 

jingle of Nirma, the moppet of Amul, etc. (see Image 14.1 and Exhibit 14.4) are value creators 

for their respective brands. 

See how Amul is using its topical ads to protect itself. 

Courtesy: Amul. 

Image 14.1 Amul Topical ads; also see Plate 15 
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Exhibit 14.4 Amul’s ‘Unrivalled’ Moppet 

The Amul moppet has endeared herself to millions of 

people through the years. The story began in 1966 

‘when Sylvester daCunha, the then managing director 

of the advertising agency, ASP, clinched the account 

for Amul Butter. The butter, which had been launched 

in 1945, had a staid, boring image.’ On the other hand, 

the rival Polson’s butter girl was a ‘sexy village belle, 

clothed in a tantalizing choli all but covering her upper 

regions.’ According to daCunha, ‘Eustace Fernandez, 

the art director, and | decided that we needed a girl 

who would warm her way into a housewife’s heart. 

And who better than a little girl? And so it came about 

that the famous Amul Moppet was born.’ The girl was 

first put on hoardings and lamp kiosks in 1966 and the 

response generated was phenomenal. 

‘For the first one year, the ads made statements of 

some kind or the other, but they had not yet acquired 

giving the ads a solid concept would give them extra 

mileage, more dum, so to say. In 1969, when the city 

first saw the beginning of the Hare Rama Hare Krishna 

movement, daCunha and the creative team working 

on the Amul account came up with a clincher—‘Hurry 

Amul, Hurry Hurry”. That was the first of the many 

topical ads that were in the offing’ (Amul 2011). 

Over the years, Amul has played the role of a social 

observer and has consistently come out with topical 

ads that have been documented from 1976 till date 

on Amul’s website (see Image 14.1). The moppet is 

a highly visible source of brand equity for Amul and is 

one of the oldest running outdoor ads that appeals to 

all age groups of consumers. It consistently reinforces 

the brand image, and the topical ads that are based 

on current happenings revitalize the brand and keep 

it young. the topical tone. In 1967, daCunha decided that 
SSS; 

Exhibit 14.4 highlights the fact that a brand not only needs to be reinforced from time to 

time but should also be energized and rejuvenated, so that the people who are growing up and 

subsequently graduate to represent the target market feel that the brand is meant for them. For 

example, a brand with a target market of people from 25—35 years should in time cater to the 

other people who grow up to be 25 years old. Let us now see how brands can be revitalized 

and rejuvenated. 

SUSTAINING A BRAND LONG TERM—BRAND REVITALIZATION 

There are various examples of brands that were once prominent and performing well but 
could not maintain the same performance over a period of time and faded from consumers’ 
memories. Forhan’s, a non-foaming fluoride toothpaste brand, was a successful brand of 
the 1960s. It was positioned as the ‘toothpaste created by a dentist’, but failed to continue 
appealing to consumers when confronted with the aggressive marketing of companies such 
as Colgate-Palmolive and Unilever (Vijayraghavan and Philip 2009). Examples of other once- 
strong brand players include Halo shampoo by Colgate-Palmolive and Keo Karpin hair oil, 
which had to give up their position as national brands to become regional players. Let us now 
see how brands can be managed successfully over a period of time (see Figure 14.2). 

To revitalize itself, a brand has to start from the branding strategy that it is following. 
This would include segmentation-targeting-positioning (STP), the four/seven Ps, the brand 
elements, etc., which the brand is following and which leads to brand knowledge. To revitalize 
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Figure 14.2 Revitalizing the brand portfolio 

the brand, the organization can strategize at two levels: manage the current brand portfolio or 

extend the brand. 

Manage the current brand portfolio To manage current brands, the brand knowledge 

of consumers for each of the brands needs to be studied. This brand knowledge of the 
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consumers can be positive or negative. The positive knowledge and attitude needs to be 

enhanced through brand communications, and the negative knowledge and attitude needs 

to be changed through repositioning of the brand. The brand also needs to create new 

associations that position it as the brand that connects with the target audience. The brand 

elements, personality, endorsers, etc. need to be studied, so that they are relevant and create 

appropriate imagery for the user. While all these lead to the brand being ‘current’ and ‘relevant’ 

for the customers, they also help the brand retain its loyal customers and at the same time 

attract new customers. 

The current brands’ sales can be enhanced by raising the consumption of the brand by 

consumers either by increasing the quantity consumed or by increasing the number of times 

the brand is consumed. For increasing the quantity, brands try to come out with larger packs 

and combination offers. To increase the frequency of consumption, brands come out with 

multiple uses of the same product—for example, recipes are printed on product packaging of 

spices to encourage multiple uses of the product. Another strategy to increase consumption 

is by encouraging consumers to substitute the brand for other products in other categories 

(Wansink and Huffman 2001). Advertising campaigns are used to highlight this. For example, 

the ad of Knorr Soups attempts to substitute soup with other snacks in the evening. 

Extend the brand To extend the brand, there are various strategies that can be followed, 

such as line extension and brand or category extension (see Exhibit 14.5). These have been 

discussed in detail in the chapter on brand strategies. 

Exhibit 14.5 Brylcreem Rejuvenated 

Brylcreem, a brand of hair styling products for men, was 

_ created in 1928 by County Chemicals in Birmingham 

and was purchased in 1939 by Beecham. ‘Beecham 

- India Private Limited began manufacturing the cream 

__ in India in 1949. Brylcreem's ownership changed when 

a 39 per cent market share in 2009. Brylcreem re- 

jigged its brand portfolio to offer products for both the 

younger and older generations. It offered hair gels that 

provided the ‘wet look’ hair styling proposition for the 

younger consumers and traditional red tub hair cream 

SmithKline and Beecham merged to form SmithKline 
Beecham Limited’. In 1993, SmithKline Beecham 

_ sold the brand to Sara Lee Household and Bodycare, 
_ which was subsequently acquired by Godrej Sara Lee 
i} 

ff 

Limited in mid-2007. ‘During the 1960s, Brylcreem’s 

-_ glass jar was a permanent prop in Hindi films and a 
_ must-have for the well-groomed, fashion-conscious 

: man of the day. The new parent reworked the entire 
/ positioning strategy and. re-launched it as a young, 

: a and upwardly mobile brand’ that was accessible 

his helped e-energize- Brylcreem and it = 

for ‘better hair manageability and nourishment’ for the 

more mature consumers. 

The hair gel comes in three variants, ‘wetlook’, — 

‘ultrastrong’, and ‘hybridz’ for a wet look and superior — 
hold. The traditional hair cream has three variants— 
protein plus’, ‘dandruff control, and ‘natural’ (see : 
Images 14.2 and 14.3). 

Thus, the company has a range of products that 

target distinct usage and hair types. While ae 

on Dog common fey of men ay ‘ook g t but 

Contd 
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Exhibit 14.5 contd 

Courtesy: Superbrands. 

Image 14.2 Bryicreem ads for wet look and ultra strong gel; also see Plate 15 

FOR SMART HEAL 

Courtesy: Superbrands. 

Image 14.3 Brylcreem protein plus and naturals 

Contd 
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Exhibit 14.5 contd 

ambassador. The ad showed Dhoni returning to his 

hometown anxious as he has a new hairstyle. 

However, all his apprehensions vanish when he finds 

that everyone from the ‘owner of the corner tea-shop, 

the local goon, the postman, the gym owner, and even 

his mamaji have undergone a style metamorphosis.’ 

The tagline, ‘Style is for everyone’ drives home this 

change (see Image 14.4). 

Some lesser-known facts of Brylcreem include: 

e ‘Fred Flintstone’s famous ‘Yabba Dabba Doo’ is 

derived from the Brylcreem motto ‘a little dab'll 

do yal’ 

e One of the early brand ambassadors for Brylcreem 

in India was the legendary singer Kishore Kumar. 

e Footballer David Beckham promoted Brylcreem 

until he shaved off his hair. 

e Ata show in 1967, the original lead singer and 

guitarist of Pink Floyd reportedly crushed a tube 

of Brylcreem over his head, while the band’s 

_ — co-founder Syd Barrett was its regular user’ 

Courtesy: Superbrands. (Superbrands, 2009). 

Image 14.4 

Brylcreem ‘Style 
is for everyone’ ad 

[EYES SEE IESE EID ILLEGIBLE LPI LI 

Brand extensions, over a period of time, result in a number of brands that have to be 

managed by an organization. Brand architecture helps in managing these brands strategically 

by listing the various brand elements being used by the organization and providing clarity 

for the use of these brand elements (more discussions on brand architecture in the chapter 

on managing brand architecture). This rationalization (see the section on relationalizing the 

brand portfolio in Chapter 13) helps in maintaining brands that have positive brand equity and 

are in sync with the consumers. Thus, the organization has a portfolio of brands, which are 

according to the current demands and need trends of the market. However, this is a cyclical 
process and brand managers need to consistently check that the brand is according to the 
current needs of the customers and can follow some rejuvenation strategies if it is not. 

yy See the various topical ads of Amul and how they help in revitalizing the brand. 
yi Wig: 

BRAND TURNAROUND—OTHER REJUVENATING STRATEGIES 

The marketplace has seen the death of many brands, which lost relevance for consumers and 
faded away. For good brands, brand managers need to ‘salvage and leverage the equity that 
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has been built over the lifetime of the brand. Brands die because of neglect and consumer 

indifference’ (Wansink and Huffman 2001). Thus, it is important for the brand managers to 

revitalize their brands, so that they create excitement, buzz, and constant consumer attention. 

There are various strategies that brand managers can follow to keep their brand from ageing 

and for revitalizing them. Some of them include the following. 

Product innovations Brand managers can follow the strategy of innovation to create 

a buzz about their brand. By coming out with new innovations, they can leverage the brand 

according to the technology used or the product design. This refreshes the brand as current 

and up-to-date (see Exhibit 14.6). 

AER STE 

Innovating to Stay Ahead—Bata Exhibit 14.6 

Bata was launched in 1894 by ‘Tomas Bata, in Zlin, a 

small town in erstwhile Czechoslovakia, now the Czech 

Republic’, and the Bata Shoe Company set up store 

in India in 1932. Over the years, the aim of Bata to 

provide ‘shoes-of-choice to its customers’ has helped 

it grow from strength to strength and has established it 

as a superbrand (see Image 14.5). 

Bata is a brand that draws trust and nostalgia 

from old timers and through ‘constant innovations in 

designs and product development using cutting-edge 

technology research, it continues to enjoy the trust 

and support of consumers.’ Bata has revamped its 

stores using the ‘Bata global format’ and stocked it with 

‘stylish new range of superior quality products’ (see 

Wh 

ay, 
| cs . 

. pocessonizs Dpcates, 
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g ean 
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were Detain 
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Courtesy: Superbrands. 
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Exhibit 14.6 contd 

Image 14.6). The new format makes the store visually The exciting product range with innovative designs 

alluring with separate sections for children, women, __ is backed with its message ‘Be surprised—New range, 

and men. Great prices’ (Superbrand, 2009) (see Image 14.7). 

Courtesy: Superbrands, 

Image 14.6 Bata Store; also see Plate 16 

Image 14.7 
a lis al 

SMM 
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Exhibit 14.7 Back with a Bang 

Some of the successful brands that faded into oblivion 

with the entry of international players are getting 

‘inspired for a comeback by the success of several 

Indian mobile phone brands, such as Micromax, 

G'Five, and Spice Mobile’. 

Weston This was a domestic brand that was 

synonymous with black-and-white television sets in 

the 1980s. With the entry of the international players, 

it became an original equipment manufacturer (OEM) 

and was heard no more. In 2010, it decided to relaunch 

its brands with a range of products, such as TVs, DVD 

players, washing machines, irons, grinders etc. For 

distributing its brands, it has a dealer network pan-India 

and is looking at a presence in the Croma stores. 

Sonodyne A successful brand of the 1980s, it was 

India’s first big brand of audio and music systems. It 

gave giants like Philips and Panasonic a tough fight but 

could not stand the heat when Japanese and Korean 

players entered the market. Its entrepreneur, Ashoke 

Mukherjee, is coming back with new-age products, 

such as home theatres, dockers, LCD/plasma TVs, 

SREP TR RLS ITE IERIE ERO ALE DEI EEC ARGON ELE EN N,2 P NEXIRE ONAL LIS ENE 

etc. to target the $25,000-crore durable market, which 

is growing at-approximately 10 per cent per annum. It 

has ‘tied up with Croma and eZone to set up shop-in- 

shop brand outlets’. 

Kelvinator Kelvinator was a successful brand that 

became synonymous with refrigerators. Videocon is 

planning to relaunch it in Gujarat, Tamil Nadu, and the 

east, where the brand had enjoyed high loyalty. The 

Videocon group acquired the operations of Electrolux 

in India, along with the brand rights for Kelvinator and 

Allwyn in 2005 (ET 2005). 

Akai Akai, a Japanese brand based in Singapore, 

was another brand that was highly successful in the 

1980s and early 1990s. It gave tough competition to 

Onida and Videocon, but eventually lost ground. Akai 

is also looking at a comeback with value-for-money 

propositions. It plans to venture from TV production 

into producing microwave ovens, mobile phones, 

washing machines, and home theatres. 

Source; Mukherjee, Basu, and Jacob 2010. 

411 

Re-launching the brand Re-launching the brand in a new avatar or variant also helps 

rejuvenate the brand. A number of brands that were once successful, but later lost their charm 

ate coming ‘back with a bang’ (for examples, see Exhibit 14.7). 

Repositioning the brand A brand that is out of sync with consumers needs to be 

upgraded and the same needs to be then communicated to the consumers, as Bank of Baroda 

did through its ad (discussed in the chapter on brand positioning). A brand can also evolve 

over a period of time and offer services that were not in its purview earlier. This again calls 

for repositioning; for example, the repositioning of Airtel (see case study on Airtel in the 

positioning chapter). 

New uses of the brand By identifying new uses of the brand, the organization can 

enhance their sales. For example, Dabur Honey was positioned on the basis of purity at the 

time of its launch in the 1990s. However, as the consumption of honey in India is limited 

to medicinal or religious purposes, the challenge for Dabur was to identify ways ‘to enhance 

sales. The strategy was to identify needs and drive the consumption of honey. Dabur then 

launched a number of ads showing honey being consumed with paranthas, as bread spreads, 

etc. Subsequently, honey was elevated to the health platform and ptomoted by the brand 
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ambassador Amitabh Bachchan. Image 14.8 shows Dhoni, another brand ambassador, touting 

the use of the product as a sugar substitute, This helped the brand come out of the kitchen 

closet on to the dining table and increased its sales. The food usage aspect has also helped 

overcome the seasonal bias of sales (Mitra 2010). Honey was previously consumed typically 

during winters to provide energy and warmth. 

Distribution changes A brand can be revitalized by making it available through a 

number of distribution channels. This promotes the brand and creates value as compared 

to an unknown brand. For example, Amul, besides being present in the market through its 

distributor retailer network, is now present at railway stations also through its parlours, at malls 

through its scooping parlours, and online as well (see Images 14.9 and 14.10). 

Multiple placements on shelves in shop floor It has been observed that sales can 

be increased by placing the brand on different shelves, where they compliment the products 

that have been placed on these shelves. ‘Multiple placements provide multiple opportunities 

for the consumets to be confronted with the brand and to purchase’ it (Wansink and 

Huffman 2001). For example, once the brand Dabur Honey had established itself as the 

‘fitness from the healthy alternative’ it was carefully positioned on the shelves of fruits or 

cornflakes on the organized retail shop floors as a food complement. The other strategy 

adopted was to place a concave mirror, which depicts the image of the object in a leaner 

form at the entrance ‘with reminders of Dabur Honey leading to the primary shelf’ (Mitra 

2010). Other examples of multiple placements include Kelloggs and Britannia Treat Choco 

Sugar. 
Dabur ttonsy. 
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Source: http://www.dabur.com/Products-Health%20Care-Honey%20Home 

Image 14.8 Dabur Honey promoted as substitute for sugar 



Branos OVER TIME wt 413 

a A ~ 5S 
ae ae Se ae: Bee | 
Serer SONA N ° 

= c oy iy i 
< ein i ms ‘ b - e u it AM te ree } 

be Sts ol toate at i aU hi) } 

7 Bn nn wc il ae aa if ie 

OE A 
whe Sor rial” ) ze ' 

tts 

Inner ipa 

Source: https://picasaweb.google.com/amulretail/RaiwayParlours#5436203279870050354 

Image 14.9 Railway parlour at Palanpur, Gujarat 

Source: https://picasaweb.google.com/amulretail/ScoopingParlours#5457612202665372530. 

Image 14.10 Amul scooping parlour at Shukan Mall, Anmedabad 

Decker. Kelloggs has leapt from the breakfast bowl to the snack box and is now also available 

in $10 packs alongside chips at supermarkets ‘to tap into the evening snack opportunity for 

children’. Britannia Treat Choco Decker is available at the biscuit rack and the confectionery 
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counter as well. Unibic’s upcoming chyawanprash cookie (Jacob 2011) will be targeting both 

the %400-crore chyawanprash market (Malaviya 2011) and the %11,000-crore cookie market 

(Banerjee 2010). 

Effective communication — Brands need to communicate with and remind the consumers 

about themselves for top-of-the-mind brand recall. Brands use a number of strategies to cut 

above the clutter and communicate effectively. Celebrity endorsements, humour, jingles, etc. 

are some of the ways. For example, Alpenliebe used a jingle, Disney cartoon characters, a 

crocodile, and actor Kajol for top-of-the-mind recall. Organizations using event sponsorship 

for effective communication have to be wary of ‘ambush marketing’ by competitors (Crow 

and Hoek 2003). Ambush marketing is when a non-sponsor of an event advertises in a manner 

in which they pass off as the official sponsors (Sandler and Shani 1989) and thus attempt to 

gain the benefits available to the official sponsors (Bean 1995; Meehaghan 1996). It is defined 

as ‘the practice whereby another company, often a competitor, intrudes upon public attention 

surrounding the event, thereby deflecting attention toward themselves and away from the 

sponsor’ (Meehaghan 1994). Cricket matches have always evoked mass responses in India and 

companies can be seen indulging in ambush marketing (see Exhibit 14.8). 

_ The use of topical ads by Amul helps in effective communication at regular intervals of time. 

Conclusion 

There are a number of strategies for revitalizing brands. The question is which strategy to 

choose. Brands that have a high share in the market tend to enjoy positive brand perception 

and high customer loyalty. The strategy for such brands should be those that strengthen 

cigs Ss HOTT — 

Exhibit 14.8 Cricket and Cola 
The Cricket World Cup 2011 was not just limited to in- 

field team battles. It again ignited a scuffle between the 

two soft drink giants—Coca-Cola and Pepsi. At a time 

when every campaign churns out loads of money for 

their brands (Manohar 2011) and with just thin lines 

setting them apart in the combat for the numero uno 

position, Coca-Cola and Pepsi have looked at striking 

the best chord during the ICC Cricket World Cup 2011. 

The cola giants had a face-off, which was not just 

limited to endorsements. It pitted Sachin Tendulkar 

and M.S. Dhoni against ICC and created an off-field 

__ battle between the cricketers and the ICC. Some of the 

- Official sponsors for the World Cup were Pepsi, Nokia, the start of the matches (Kannan 2011 

Philips, Maruti, Hero Honda, Vodafone, etc. According 

to ICC guidelines, no player can endorse a sponsor's 

rival brand during the World Cup. Despite this, both 

Dhoni and Sachin endorsed rival sponsor brands. 

Sachin endorsed Coca-Cola, Pepsi's rival, even though 

Pepsi was being endorsed by the Indian Team during 

the world cup, and Dhoni endorsed Sony and TVS. 

These endorsements could have led to Sachin and 

Dhoni being banned from playing the World Cup (Rao 

2011). However, after the two cricketers met with the 

ICC board officials, the guidelines were relaxed tonon- 
appearance in rival brand ads from seven days before - : 
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Choke-a-Cola 

Coca-Cola, not being the official sponsor for World Cup 

2011, tried very hard to get on to the list of non-official 

BraANbs OVER TIME th §=415 

Cup, Coca-Cola had paid a huge amount of money to 

become the official sponsor. But once the tournament 

began, Pepsi stole the thunder through a massive 

advertising blitz with an ambushing tag line, ‘Nothing 

Official about it’. This did not go down well with ICC 

and its sponsors, Coca-Cola. After this incident, ICC 

made its sponsor rules more stringent with the aim 

of protecting the sponsors from such ambushes 

(Hindustan Times, 2011). 

advertisers, so that it could do regular ads without 

taking into account anything related to the World Cup 

and still be visible during the biggest phenomenon for 

advertisers (Pinto and Mukherjee 2011). 

A Blast from the Past 

The rivalry between Coke and Pepsi during cricket's 

biggest tournament is not new. For the 1996 World 

the perceptions and at the same time enhance usage levels. A brand that has a low share in 

the market suffers from low awareness and lack of widespread positive perception among 

consumers (Wansink and Huffman 2001). Such a brand should encourage consumers to 

choose them by building brand awareness and offering price promotions to encourage trial 

and usage. The brands that lie in-between should follow increased distribution, alternate shelf 

placements, and so on. 

SUMMARY 
apeegee-qereec ree ee a RS a Oe: 

Brands are painstakingly established over a period of 

time. Brand managers, therefore, need to nurture them, so 

that the benefits can be reaped for a longer time. On the 

path to longevity, a brand faces many challenges, which 

have to be dealt with proactively. Brand managers need to 

look at the portfolio of brands in their basket for effective 

strategizing, so that maximum profitability can be reaped. 

PERPETRA
TED SE LI LIN BME NEE ETHER MEN 

KEY TERMS 

Ambush marketing Gaining public attention during an 

event and diverting attention from the official sponsors of 

the event. 

Brand reinforcement Reminding consumers about the 

brand benefits, the needs it satisfies, and how it is superior 

to other products in the same category. point. 

Brands that are not performing need to be researched 

for the reasons and invested in or hived off accordingly. 

Brand managers need to be innovative and constantly 

revitalize their brands. This helps in creating a buzz and 

keeps consumers excited about the brand. The trick for 

the brand is to get older but not age and fade away. 

RSA aioe Ae 

Para NRT SP NTN NS HBO YAN SIO RSABRATAE ARE THON PAIN Ae TPA AERA NA TERN ERR NONE AE 

Brand revitalizations Rejuvenating and renewing the 

brands for consumers. 

Relative perceived product quality This refers to 

the customer perception of the product quality in com- 

parison to the other products available at a given price . 



416 i@ Brand MANAGEMENT 

EXERCISES 

Concept Review Questions 

1. What is brand reinforcement? Discuss how an 

organization can effectively reinforce its brands. 

2. What is brand revitalization? How can a brand 

revitalize itself? Discuss any three strategies. 

3. Differentiate brand reinforcement from brand 

revitalization. 

Critical Thinking Questions 

1. Critically discuss the need for brands to revitalize 

themselves. 

2. Ifa brand is reinforcing itself, does it still need to 

revitalize? Discuss. 

3. What revitalization strategies would you recommend 

to a brand that is a market leader in its category, such 

as sports shoes, aerated drinks, packaged foods, etc.? 
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Jacob, S. (2011), ‘Is it a biscuit or jam? Or both?’ The Economic 

Times, New Delhi, 2 February 2011, p. 4. 

Kannan, S. (2011), ‘ICC goes easy on players endorsing 

tival brands’, http://www.thehindubusinessline.com/ 

industry-and-economy/marketing/article1153513.ece, 

accessed on 31 March 2011. 

Kapferer, J.N. (2008), The New Strategic Brand Management, 

4" Edition, Kogan Page, New Delhi. 

Keller, K.L. (2008), Strategic Brand Management—Building, 

Measuring and Managing Brand Equity, 3" Edition, Prentice- 

Hall of India Private Limited, New Delhi. 

Koshy, A., ‘When brand turns burden’, The Economic Times, 

New Delhi, 16 April 2010, p. 4. 

Malaviya, S., “SRK, Dhoni, Ravi Kishan do wonders for 

chyawanprash’, The Economic Times, New Delhi, 26 Janu- 

ary 2011, p. 4. 

Manohar (2011), ‘Off Field Battlke—Tendulkar and Dho- 

ni Endorse Rival Brands’ http://www.indiamag.in/ 

off-field-battle-tendulkar-and-dhoni-to-endorse-rival- 

brands.html, accessed on 13 February 2011. 

Meenaghan, T. (1994), ‘Point of view—Ambush marketing 
- Immoral or imaginative practice?’ Journal of Advertising 

Research, Vol. 34, Issue 3, pp. 77-88. 



Meenaghan, T. (1996), 

to corporate sponsorship’, S/oan Management Revien, 

Vol. 38, Issue 1, pp. 103-113. 

Mehta, S.G., ‘Private unlimited labels’, 

New Delhi, 21 January 2011, p. 4 

Mitra, M., ‘Just what the doctor ordered’, Brand Equity, 

The Economic Times, New Delhi, 10 November 2010, 

Do 

Mukherjee, W.; S.D. Basu and S. Jacob, ‘Dead Brands walk- 

ing—Old favourites such as Akai, Panorama, Weston, 

‘Ambush marketing—A threat 

The Economic Times, 

Kelvinator, Oscar, and Maharaja Whiteline are staging a 

comeback’, The Economic Times, New Delhi, 26 November 

2010, p. 4. 

Munthee, S., G. Bick, and R. Abratt, ‘A framework for brand 

revitalization through an upscale line extension’, Journal 

of Product and Brand Management, Vol. 15, Issue 3, 2006, 

pp. 157-167. 
Pinto, V. and S. Mukherjee (2011), “‘There’d better be some- 

thing official about it’ http://www.business-standard. 

com/india/news/there/ d-better-be-something-o fficial- 

about-it/424522/, accessed on 23 February 2011. 

Pinto, V.S., ‘India sees three brand launches a day, but only 

5 per cent survive’, Business Standard, New Delhi, 17 July 

2010, p. 1. 

Rao, Sujan 2011, ‘Sachin Tendulkar, MS Dhoni to miss ICC 

World Cup, 2011? http://www.cricindian.com/news/ 

sachin-tendulkar-msdhoni-miss-icc-cricket-world-cup- 

2011, accessed on 13 February 2011. 

Sandler, D. and D. Shani (1989), ‘Olympic Sponsorship vs 

“ambush” marketing—Who gets the gold?’ Journal of 

Aadvertising Research, Vol. 29, Issue 4, pp. 9-14. 

Sayman, S. and J. Raju, ‘Investigating the cross-category ef- 

fects of store brands’, Review of Industrial Organization, 

Vol. 24, Issue 2, 2004, pp. 129-141. . 

BRANDS Over TiME tt «417 

Superbrands (2009), Superbrands—An insight into India’s 

strongest consumer brands Volume I], Superbrands In- 

dia Private Limited, Gurgaon, 

The Economic Times (2005), 

December’, _ http://articles.economictimes.indiatimes. 

com/2005-08-23/news/27472292_1_kelvinator-video- 

con-group-sansui, accessed on 30 March 2011, 

Vijayraghavan, K. and L. Philip (2009), ‘Forhans set to lose 

its anchor again’ http://economictimes.indiatimes.com/ 

‘Kelvinator promises coolest 

news/news-by-industry/cons-products/fmcg/forhans- 

set-to-lose-its-anchor-again/articleshow/4422112.cms, 

accessed on 20 February 2011, 

Wansink, B. and C. Huffman, ‘Revitalizing mature packaged 

goods’, Journal of Product and Brand Management, Vol. 10, 

Issue 4, 2001, pp. 228-242. 

Web resources 
http://www.amul.com/hits.html, accessed on 20 February 

2011. 

http://www.amul.com/story.html, accessed on 20 February 

2011. 

http:/ /www.dabur.com/Products-Health%20Care-Hon- 

ey’/20Home, accessed on 23 February 2011. 

http://www.nielsen.com/content/dam/corporate/us/en/ 

reports-downloads/Retail%20and%20Shopper%20 

Trends%202010.pdf, accessed on 23 February 2011. 

http://www.uk.pg.com/products/products/oldSpice.html, 

accessed on 14 February 2011. 

http://www.wk.com/campaign/digital_response#, ac- 

cessed-on 14 February 2011. 

https://picasaweb.google.com/amulretail/RaiwayParlours# 

5436203279870050354, accessed on 20 February 2011. 

https://picasaweb.google.com/amulretail/ScoopingParlo 

urs#5457612202665372530, accessed on 20 February 

2011. 

nah STUDY 1 

Lic_Staying Ahead in the Game* 

Introduction 

The Life Insurance Corporation (LIC) of India was 

esi in 1956 by the Indian goverment as a 

separate entity dealing with life insurance. The corporation 

was created by a nationalization process, under which 245 
Indian and foreign insurance companies were merged. 

“Dr Swat Singh Faculty oy Marketing Bhartiya Vidya Bhavan’s Usha and Lakshmi Mittal Institute of Management, New Delhi. 
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The brand was given a logo of two hands protecting a lamp 

(see Image 14.11). The acid test for the life insurer came 

in 1999 with the de-regularization of the Indian insurance 

sector. The opening up of the sector was undertaken to 

improve the penetration of insurance products, provide 

better services, and at the same time, reduce government 

intervention. 

With the advent of foreign players, the market share 

of LIC shrank by 22 per cent, while the annual premiums 

declined from 564 per cent to 109 per cent between 

2000-01 and 2002-03. However, the entry of foreign 

players served as a silver lining for LIC, since it resulted 

in considerable growth in the life insurance industry and 

life insurance penetration rose to 4 per cent in 2008-09 

from 2.15 per cent in 2000-01 (Manickavasagam and 

Pandikuma 2010). Ever since the entry of private players 

in the insurance industry, experts have been writing off LIC, 

but the company has displayed considerable resilience 

and foresight, which has helped it grow from strength to 

strength. 

Gearing up 

The LIC management was quick to realize that to tide over 

the challenges, which had emerged, some key changes 

sfrasa sat Ferra 
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Image 14.11 Logo of LIC 

had to be undertaken. Hence, the company began to focus 

on three core areas for improvement (Narain 2000): 

e upgrading the marketing skills of its mammoth 

workforce 

e energizing the entire organization and awakening it 

from years of slumber 

e initiating steps to enhance speed, quality, and adoption 

of technology 

The steps taken by the company in this regard over the 

years include the following. 

Harnessing people power Government organizations 

have been seen to buckle under the huge employee 

costs that accrue to them. However, LIC was able to 

utilize the same people power to fuel its growth. Rather 

than handing out voluntary retirement schemes (VRS) 

to reduce its salaried employee base, it initiated a host 

of HR initiatives to improve employee productivity. Its 

post recruitment orientation training (PROT) is believed 

to transform average sellers into top performers. Under 

this programme, 4 lakh agents were provided intensive 

training in 2010. Another initiative that was started in 2009 

was ‘senior business associates’ (development officers), 

who were hired at very low costs and reimbursed as part 

of office expenses. In 2009, 550 such officers were able 

to generate premiums worth %2600 crore. Encouraged by 

their performance, the senior business associates were 

increased to 1000 in 2010 (Nair and Kurup 2010). Another 

practice that has served to motivate employees at LIC 

is the discouragement of lateral hiring, as it believes in 

acquiring and nurturing talent and spending tremendous 

sums of resources over 8-10 years in shaping recruits 

into officers. Every year, it relocates 10 per cent of its 

workforce through transfers and promotions to develop 

better functional and regional understanding. In 2009 

alone, it moved 10,500 employees across 2853 offices 

all over India. To ensure successful adoption of the new 

roles, managers at select career levels are provided 

a week-long induction programme to ensure that the 

movement is seamless. While most organizations adhere 

to the culture of the boss training the juniors, the reverse is 

true in the case of the learning culture at LIC. Here junior 

officers coach the senior executives. Most transferees and 

promotees at LIC learn the intricacies of their new roles 

from their juniors. This practice of bottom-up coaching 

is reflective of the ‘unconditional’ trust that exists in the 

interpersonal relationships in the organization (Machado 

2009). 

Claim settlements Claim settlement has been a major 

source of consumer apprehension. Moreover, government 
organizations, due to their cumbersome procedures 
and apathetic attitudes, often drove customers towards 
private players. However, LIC successfully improved 
performance on this parameter and became the most 
credible life insurer based on actual claim performance. 



This is no small feat for a company that receives over 

45,000 claims on an average working day (ET-Brand 

Equity 2008). During the year 2008-09, it settled claims 

worth &1.49 crore, settling 97 per cent claims on or 

before the due date and settling 93 per cent non-early 

death claims (i.e., claims that fall after three years from 

the commencement of the policy) within twenty days of 

intimation. With its continued dedication, LIC managed to 

achieve the best claim settlement ratio in the industry— 

96.54 per cent for the year 2009-10. 

Taking up technology LIC began to leverage 

information technology in servicing its business from the 

onset. The company introduced computers in 1964 by 

replacing unit record machines that had been introduced in 

the 1950s. During the 1990s, standardization of hardware 

and software was initiated. To increase responsiveness 

towards customers, in 1995, LIC began offering online 

service to policyholders and agents. This facilitated the 

availability of policy status report, acceptance of premium 

and revival, and loan quotation on demand. LIC also set 

up interactive voice response system (IVRS) in fifty-nine 

centres across the country and 150 interactive touch 

screen-based multimedia kiosks in strategic locations 

in metros and larger cities to disseminate information. 

These kiosks also accepted premium payments. In 2008, 

it introduced Entrepreneur Data Management System 

(EDMS) across all its branches in a phased manner. 

This enabled LIC to maintain paperless records of its 

customers. 

Channels of distribution Till the year 2000, LIC relied 

only on agency channels of distribution, but with the 

entry of private players, it started to consider alternative 

forms of distribution. The channels it adopted include 

bancassurance or selling insurance through banks, 

brokers, and corporate agents. Over the years, LIC has 

collaborated with thirty-nine banks for the bancassurance 

mode, including nine nationalized banks. Other than this, 

it also utilizes the services of over 510 corporate agents 

and 125 insurance brokers. In 2010, it tied up with Net 

Ambit, a company engaged in the distribution of financial 

services, to further enhance its alternative distribution 

system. Through this arrangement, LIC’s products are 

now available across 140 offices of Net Ambit. Other than 

this, the direct channel was launched in August 2009 to 
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cater to tech-savvy customers. This helped the company 

in lead generation; the customer's interest is captured by 

the server, which passes on the information to the direct 

sales executive for approaching the customer. 

Rural focus’ Through its high level of accessibility and 

availability, LIC has been able to increase proximity with 

the target group, irrespective of their location and status. 

While the private players restricted themselves to the more 

affluent classes, it was LIC’s duty to extend its services 

to cover the poorest and remotest customer. For its rural 

drive, it not only hired agents from rural areas, but also 

opened up satellite offices to cater to the rural masses. 

The Jeevan Mangal (see Image 14.12) and New Jana 

Raksha polices were rural specific products and hence 

were complete hits there. In 2009-10, as much as 26 

per cent of LIC’s business came from the rural areas. 

The company sold 15 lakh micro policies to people below 

the poverty line during the same period (Kurup 2010). 

Its rural strategy also worked wonders due to a number 

of pertinent innovative schemes like Bima Gram—a 

programme wherein a portion of the premium collected 

“MINIMUM 
Jeevan Mangal PREMIUM 
Ensuring a smile on every face. 

May everyone have a prosperous life! 
A \ow-premium, term assurance plan with return of 

premiums paid, on maturity. 

Courtesy: Superbrands. 

Image 14.12 LIC Jeevan Mangal; also see Plate 16 
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from select villages was put back into the system for the 

village's development, and Bima School—which aimed 

to spread insurance awareness among school children. 

LIC also launched products targeting agricultural and lan- 

dless labourers as well as marginal land owners. These 

policies offer up to ¥30,000 in life cover and 75,000 ac- 

cident cover. Moreover, the premiums have been struc- 

tured keeping in mind the uncertainty of income of these 

groups. For the AamAadmi Yojna, the premium is as low as 

%25 for a €5000 cover. To ensure reach to such groups, 

LIC tied up with self-help groups and nongovernmen- 

tal organizations (NGOs) (Banerjee and Ramanathan 

2007). 

Wide portfolio As the needs of consumers’ underwent 

changes, LIC upgraded its portfolio to launch schemes for 

every pocket and every need. Currently, it offers over fifty 

different plans that range from the conventional plans such 

as endowment assurance (Jeevan Anand), term assurance 

(Jeevan Mangal), and money back plans to contemporary 

unit linked plans (LIC Market Plus 1) (see Images 14.12 

to 14.13). Other than this, it also has plans for women, 

children, pensioners, etc. (Superbrands, 2009). 

Promotion Just like any other industry, in the insurance 

sector too promotion is critical for a firm's survival. Initially, 

most insurance companies relied on the print media for 

advertising since insurance is a high involvement product. 

However, slowly their advertising spends across other 

mediums, particularly television, began to rise. LIC also 

upped its advertising spends over the years and has 

consistently ranked amongst the top ten advertisers in 

print and television mediums. In an attempt to lure the 

youth towards its brand, LIC also sponsored spots on 

Kaun Banenga Crorepati and Zee Cine Awards in 2005. 

Its advertising spend in the same year was to the tune of 

%116-crore. Prior to 2007, the company was dealing with 

forty-five advertising agencies, thirteen at the national 

level and thirty-two at the zonal level. In 2007, it decided 

to empanel just four agencies, thus, breaking away from 

a twelve-year-old practice (Exchange for Media 2004). In 

2010, it chose four agencies—RK Swamy BBDO, Mudra, 

J Walter Thompson, and DraftFCB Ulka—for creative and 

media duties. The media budget for the same year was a 

massive %250-crore spread across print, digital, television, 

radio, and below the line (communication targeted to 

Get double benefits 

with LIC’s Jeevan Anand 

Jeevan Anand | 
ima ee 

Zindagi ke saath bhi, Zindagi ke baad bhi. 

Courtesy; Superbrands. 

Image 14.13 LIC Jeevan Anand; also see Plate 16 

Yane double plus with Lic’s Market Plus I 
* Get the most out of the market through various fund options 

| ° Critical Winess Benefit Rider available * Min & Max age 

at entry-18 years to 80 yearss > Min & Max age at vesting 

of pension-40 years to 85 years* * No Surrender charge 

Courtesy: Superbrands. 

Image 14.14 LIC Market Plus 1 



individuals like through emails, etc.). The seriousness 

that LIC has displayed towards its communication 

strategy has also added to its image as a marketer to 

reckon with. 

Focus on customer service LIC identified quite early 

that one of the key ways to bringing in new customers 

and retaining existing ones was to improve the level of 

services delivered. Operating ina market where insurance 

is primarily a push product, with customers having low 

levels of financial literacy, the company has worked 

extremely hard to tap into the minds and hearts of its 

target audience. In 2004, LIC hired the services of Wipro 

and IBM for its customer relation management project at 

a cost of $50 crore. Under the project, both companies 

worked together to compile data of over fifteen crore 

policyholders of the company. A thorough analysis of this 

data enabled the company to study consumer behaviour 

and chalk out its marketing strategy (Pandey 2004). It 

also introduced a host of customer friendly initiatives 

such as facilitated settlement of survival benefits without 

calling for policy documents, concessions to customers 

for reviving their lapsed policies, and alternate channels 

for payment of premium through ATMs, ECS (electronic 

clearance system), the Internet, and even SMS. It is 

through such customer-centric measures that despite 

the entry of a slew of private players, LIC has still been 

able to hold on to its dominant position. 
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Road ahead 

Many believed that the multinational giants with their deep 

pockets and smart marketing think tanks would eat into 

the market share of LIC. However, much to their chagrin, 

LIC over the years has managed to retain consumer trust 

and has built on its image. This trust was demonstrated by 

the company topping Brand Equity’s most-trusted brands 

survey for five consecutive years from 2004 to 2008. It was 

able to leverage its brand aura to extend to businesses 

like housing finance, asset management, etc. 

In January 2011, LIC crossed the landmark 2.5 crore 

policies and received %34,137.12 crore in first premium 

income, i.e., first premium received in a particular financial 

year, in the financial year 2010-11. The endowment plan 

launched in September 2010 garnered 1017,560 policies 

with a first premium income of 4804.12 crore, in just over 

four months. Thus, with such superior performance and 

highest brand recall in the industry, brand LIC has clearly 

proven that far from extinguishing, the lamp is going to 

burn stronger and brighter lighting up more and more 

lives. 

Discussion Questions 

1. What have been the key success factors that have 

helped LIC tide over competition? 

2. How did LIC mange to gain a foothold in rural India? 

3. What role has LIC’s promotion strategy played in brand 

building? 
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Pond’s—A New Lease of Life* 

Background 

The Indian skincare industry has been displaying 

considerable growth at over 10 per cent since the last 

few years (Shree Shilpa 2011) and is expected to register 

a CAGR of nearly 19 per cent during 2010-13 (RNCOS 

Report 2010). The changing lifestyles and increasing 

disposable incomes has made both women and men more 

conscious of their appearance. Pegged at €3500 crore 

(in 2010), the skincare segment has two primary growth 

drivers anti aging and skin whitening creams apart from 

moisturisers, face washes, etc. Estimated at %80-100 

crore, the anti aging category is growing at 40 per cent 

compared to the %600-crore whitening segment, whose 

growth rate is pegged at 15-20 per cent (Chatterjee 

2010). The anti-aging segment has attracted a host of 

players, both domestic and international, which include 

Elder Pharma, Hindustan Unilever Limited (HUL), Proctor 

and Gamble (P&G), Garnier, and L’Oreal to name just a 

few. 

HUL is Unilever’s Indian subsidiary and market leader 

in most categories of FMCG products in which it operates. 

The major challenge for HUL in the anti-aging category 

came from Olay, P&G's anti-aging brand. Launched in 

2007, Olay has been an aggressive player in this segment 

from the very onset and leads the category with 36 per 

cent market share in 2010 (Sagar 2010). Since HUL 

lacked a brand that could cater to this segment, it decided 

to extend the Pond’s brand to address to both the anti 

aging as well as whitening segments. Pond’s Age Miracle 

was thus launched in 2006 with a promise to bring back 

candlelight dinners, long dfives, and the lost romance into 
the lives of women aged 35 and above. ; 

*Dr Swati Singh, Faculty Marketing, Bhartiya Vidya Bhavan’s Usha and Lakshmi Mittal Institute of Management, New Delhi. 



Extending the brand 

Pond's was invented by a New York based pharmacist 
Theron T Pond. It has been present in the Indian market 

since 1947 and Unilever bought Pond's in 1987. Until a few 

years ago, Pond's was a brand restricted to cold cream and 

talcum powder. The brand displayed minor changes in the 

form of extension into moisturizer through Pond’s Body 

Lotion, which did not meet with a lot of success. Always 

known as the hardworking women's brand, the anti aging 

category posed formidable challenge for Pond’s, since the 

category was premium in nature and, therefore, required 

an image change. Despite owning a number of successful 

brands in the skincare segment, such as Vaseline, Lakme, 

Fair & Lovely, HUL still had to identify a brand that could 

help it plug the gaps in the anti aging segment. Ponds, 

thus, became a natural choice, since it had connotations 

of a heritage brand that stood for international quality. 

Pond’s success became slightly easier as the international 

brands present had limited equity in India, especially in the 

masstige (mass + prestige) segment. The Pond’s brand 

was also extended to include skin-lightening products. 

The anti-aging products in India had initially catered 

to the 35+ women who had the disposable income 

to purchase anti aging products that were priced at a 

premium, but later even 20+ women and men began using 

these products as awareness of preventive care grew. To 

cater to the mass premium market, pricing of the Pond’s 

Age Miracle range was restricted to less than 1000, thus 

avoiding head-on competition with counterparts. It was 

positioned as a solution to tell tale signs of aging brought 

about by rising pollution levels, hectic work schedules, 

and growing stress. Rising disposable incomes, growing 

consciousness towards personal grooming, and the 

presence of organized retail also fuelled the rapid growth 

acceptance of the brand. Banking on its heritage and 

international equity, the brand was able to register with 

the target group. As the market for complete skincare in 

India was evolving, HUL extended the Pond’s Age Miracle 

range to include products, such as cleanser, toner, serum, 

cream, under-eye cream, and Pond’s double white and 

botanical hydration range. Buoyed by the success of its 

age miracle range, HUL launched a slew of products 

under the Pond’s range to include Flawless white, White 

Beauty, and Perfect result. The growth of organized retail 
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also ensured that the products could be sold in a manner 

akin to international brands, with skin analyzers/ experts 

available at counters to address and guide consumers. 

Though initially the range was imported from Thailand, 

HUL began manufacturing ‘Pond’s Age Miracle’ in India in 

2008. With local manufacturing, the prices of Pond’s age 

miracle were further reduced, making the new price points 

at €299, 199, and %99, thereby making the products 

more accessible to consumers (PT| 2010). Having gained 

considerable foothold in the lower end of the anti aging 

market, Ponds now required an equally strong presence 

in the premium end of the category. Hence, in 2010, HUL 

launched Pond’s Gold Radiance range, priced between 

%500-%1000. This became the most expensive. brand 

in HUL’s skin care range. The new range came infused 

with real gold micro particles and included youth serum, 

glow day cream, youth reviving eye cream, etc. Launched 

after years of research by the Pond’s Institute, the range 

is said to revitalize across four key dimensions—texture, 

colour, evenness of tone, and hydration. The move was 

also undertaken in light of numerous global players, such 

as L'Oreal, P&G, Beiersdorf-owned Nivea increasing their 

presence in mass premium and premium segments. 

Campaigning for a miracle 

The transition of Pond’s from a mass brand to a premium 

one was achieved by a series of well-planned and executed 

campaigns. The launch pad for Pond’s age miracle range 

in 2007 was a campaign that featured users giving their 

feedback on the product. This was followed by a ‘romance 

revival’ campaign that featured a husband turned chef 

vying to bring romance back into his married life. These 

campaigns were followed by the launch of miracle 

boutiques, where women could consult beauty experts as 

well as post their queries and feedback on the website. 

To induce trial of the anti aging products, it launched the 

‘7 day challenge with money back guarantee’ campaign 

from 1 September to 20 October 2007. The seven-day 

challenge was a truly unique campaign since nothing 

like it had been previously tried. It played a major role in 

developing a favourable attitude towards the range (Media 

news line 2007). 

In December 2008, HUL took a major step towards 

enticing the affluent class by launching a concept show 
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titled Pond’s Agé Miracle Salaam-e-Ishq on Star One. The 

show showcased real life couples reliving the romance of 

their relationships. With this move, HUL attempted to move 

beyond product placement to co-creation of entertainment, 

ensuring that the brand’s proposition remained central 

to the show's theme. To appeal to the price conscious 

customer, HUL offered trial packs of Pond’s Age Miracle 

cream at 295 for 50 ml; it followed rival Olay’s strategy by 

giving away new jars of cream in exchange for old ones. 

HUL also followed up the campaign by an endorsement 

programme featuring the likes of Mehr Jesia Rampal, 

former Miss India and supermodel, and Rina Dhaka, 

fashion designer, all discussing how the product had 

changed their lives. As the brand was extended to include 

skin-lightening products, a number of titillating campaigns 

were unleashed. HUL brought back the previously 

successful seven-day challenge, however, this time for the 

Flawless White range. The campaign guaranteed women 

positive effects on the skin post a seven-day usage of 

the cream. Promoted from the 1 March to 30 April 2008, 

the campaign was supported by a massive multimedia 

presence (Business Wire 2008). Under the campaign, 

women were invited to try the cream for seven days, if they 

were unsatisfied by the product they could call a toll free 

number mentioned in the TV commercial, following which 

Pond’s helpline would get in touch with them, collect the 
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product, and reimburse their money if the claim was valid. 

The company also used Malaika Arora Khan to endorse its 

products, and Pond’s Gold Radiance was the title sponsor 

for Zee Cine Awards 2011. 

The road ahead 

As consumer needs and lifestyles undergo a change, 

brands need to resonate the change to stay contemporary 

and meaningful for its consumers. HUL made the Pond’s 

magic work by seizing an emerging opportunity. The 

extension of the Pond’s brand to other categories helped 

HUL plug a gaping hole in its portfolio and simultaneously 

provided the aging Pond’s brand with a new lease of life. 

How Pond’s is able to cope with skincare experts, such as 

L'Oreal, Nivea, Garnier, and P&G, in the long run as they 

garner stronger footholds remains to be seen. 

Discussion Questions 

1. Why did HUL extend Pond’s into the skincare segment 

and not launch a new brand instead? 

2. Why has the anti aging segment grown lucrative in 

India? 

3. Which competitors did HUL fear the most and why? 

4. What were the promotion campaigns that helped 

Pond’s Age Miracle establish itself as a key contender 

in the anti aging category? 
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Brands ina 

Borderless World 

LEARNING OBJECTIVES 

After reading this chapter, you will be able to understand the following: 

How to manage brands across geographical boundaries 

Challenges and issues in going international 

Branding strategies that can be adopted while going international 
Critical factors for success 
Ethical brand positioning 

ABOUT THE CHAPTER 

So far, we have been discussing the various strategies that organizations can adopt to build 

a sustainable brand worth high equity. An organization can leverage such a brand and come 

out with strategies that will help penetrate the market and gain high market share. Once the 

_opportunities in the market have been utilized, the question is, ‘what next?’ What does the 

organization now do to enhance its sales and profitability? The organization now needs to 

look beyond its current market for greener pastures. It needs to look at opportunities available 

in other countries/markets and try to exploit those as well (see Exhibit 15.1). In this final 

chapter, we will see how an organization can manage global brands. 

‘iia a a 

“ ~ Exhibit 15.1. sscrnadclapempin Innings in the Oral Care Market 

with an annual global sale of $750 million (€3403 crore), 
has started its second innings in the Indian oral care 

market with its biggest and fastest growing global 

toothpaste brand—Sensodyne. The overall toothpaste 

pagel. in India is sppioxah. ¥2700, crore. = 
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Exhibit 15.1 contd 

been test marketed for a year in four states—Tamil 

Nadu, Kerala, Karnataka, and Andhra Pradesh. It plans 

to target 5 per cent share of the urban oral care market 

in India, which is: worth approximately %1850 crore. 

GSKCH launched a toothpaste for sensitive teeth, as 

its research shows that 17 per cent of the consumers 

suffer from sensitive teeth. This category of sensitive 

toothpaste is estimated at 180 crore and is growing 

18 per cent as compared to the 9 per cent for regular 

toothpaste. Some of the players offering toothpaste 

for sensitive teeth are Colgate Sensitive from Colgate, 

Thermoseal from ICPA Health Product, and Glister 

from Amway. The Sensodyne brand will be available in 

two variants in India—fresh gel and fresh mint, priced 

at %45 and 42, respectively. It will be sold through 

16 lakh outlets and €20 crore has been allocated to 

promote the brand (Kar 2011). at double the growth rate of regular toothpaste, i.e., 

MANAGING BRANDS ACROSS BOUNDARIES 

Brands are ‘ubiquitous’ and consumers are consuming the best brands available to them. 
Brands such as Coca-Cola and Nike have global cognitive salience and their ability to arouse 
passion across different countries is undeniable (Cayla and Arnould 2008). If we look at the 
car segment alone, there are a number of global brands present in India, such as Toyota, 
Hyundai, General Motors, etc.; and also luxury carmakers, such as Rolls-Royce, Bentley, 
Porsche, Bugatti, etc., with Bugatti Veyron 16.4 Grand Sport being the most expensive car 
with a price tag of %16 crore (Economic Times Bureau 2011). The availability of a number 
of competitor brands necessitates a brand to be present in a particular market. For example, 
Mercedes Benz reintroduced its super premium sedan Maybach in India in February 2011. 
The maximum price tag is %5.10 crore (ex-showroom Delhi) and the starting price is 
%4.85 crore (Economic Times Bureau 2011) (also see Exhibit 15. 2). 

Global brands are looked upon with envy and have a uniform positioning, personality, 
look, feel, and advertising strategy across different countries. Howev er, they are not exactly 

Be a ane ijk OL TT LE LLL LT TEE ES Exhibit 15.2 India to See Fifty New Cars in 2011 
The year 2010 saw the launch of more than a dozen 
x new cars, which was just the beginning of the exciting . 
p offerings ‘Indians were set to receive. With the rise 

_ In the disposable income and backed by a booming 
economy, India is becoming the destination for global 

/ auto ‘majors. Cash-rich people in smaller towns and 
ities exhibit a new desire to flaunt their wealth. A 

f 150 local businessmen decided to purchase 

January 2011 started with the launch of Maruti’s — 
Kizashi priced at %16-18 lakh. Its SX4 sedan is 2 
being fitted with a diesel engine, in keeping with the : 
customers’ preference for diesel products. The other 4 
cars lined up for their Indian innings are Toyota Etios 
Liva (®3.8-5.5 lakh), Honda Brio (€4.5-6 lakh), Nissan 
Sunny (%7-9.5 lakh), Volkswagen Ti Tiguan (@28 lakh), 
Porshe Panamera (%1.5 crore), Mercedes Maybach 
6 crore), etc. (Chauhan 2011). 
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identical. Slight changes may be there in the product offering, communication, promotions, 
etc. There are a number of reasons for a brand to go global (Evans and Burman 2007; Kotler 
and Keller 2006), which include: 

1. Slow growth in the domestic market 

2. Increased competition at home and saturation of the domestic market 
3. Opportunities for higher profitability in the global market 
4. Tax incentives and government policies that promote international marketing 
5. Identification of similar market segments and consumer needs in different country markets 
6. Diversified risk by being present in multiple countries 

These factors provide a rationale for going global. 

Advantages of Global Brands 

There ate a number of advantages a firm can reap by selling a brand in multiple country 
markets. These advantages include: 

Economies of scale Going global helps the firm reap advantage of economies of scale. 
A standardized brand with a global brand name can help reap economies of scale not only in 

production, but also in research and development, logistics, communications, and packaging 

_ costs. These savings are translated to reduced prices and help in enhancing the financial 

performance of the brand (Schuiling and Kapferer 2004). For example, Timex entered India 

through a joint venture with Titan in 1992, and a few years down the line, in 1996-97, decided 

to part ways. At that time, Timex was running at a loss and it was predicted that it would 

not last long in the market. However, Timex proved the critics wrong. According to Mr V.D. 

Wadhwa, Timex India’s Managing Director, ‘Net sales for the quarter ended June 2010 grew 

45 per cent, while profits grew 107 per cent over the corresponding period. The company 

declared a profit of £5 crore in the last quarter as compared to the corresponding quarter last 

year. This is the fourth year in a row when we are on the profit track. We are going on a high- 

growth trajectory and planning to double our revenue in the coming year’ He attributes this 

to a number of strategies (discussed later in the chapter) and also due to the company ‘taking 

advantage of the entire supply chain expertise that exists in different parts of the world. We 

are trying to integrate much more with the Timex organization worldwide and leverage the 

strength at a global level.’ The connection with the global design centre in Milan enables 

Timex to develop world-class watches. According to Mr Kapil Kapoor, Timex Group’s COO 

(Chief Operating Officer), ‘What is unique about Timex? It is the only global brand with a 

strong supply chain and manufacturing facility in India. That gives us a unique advantage, 

where we can leverage our global technology, through the global design centre in Milan, to be 

able to bring to the consumer watches at the best possible price.’ 

Increased brand life cycle A brand that is at a mature or declining product life cycle 

stage in the home country can identify an opportunity in a host country with the market 

potential for it to enter at the introduction stage. This helps sustain the brand long term 

_ by finding new markets and opportunities and provides the brand with a fresh lease of life. 

For example, brands that retail in developed countries need to consistently develop new 
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models due to technological advancements and research and development activities. However, 

the developing and underdeveloped countries face a time lag before the demand for such 

technologically advanced products arise; for example, the demand for 3G phones in India is at 

the introductory stage right now. 

Availability ‘Global mobility of customers’ (Keller 2004) makes it imperative for brands 

to be present in different countries, so that they are available when the customer wants them. 

For example, brands such as Coke, Pepsi, McDonald’, ete. 

Perception of brand superiority A brand that is present in diverse markets is perceived 

to be successful, of high quality, signals prestige, and social status (Keller 2004), and is 

therefore preferred over local brands (Benedict, Steenkamp, Batra, and Alden 2003). Quality 

is an important construct that drives the preference of consumers towards a brand (Schuiling 

and Kapferer 2004) and a global brand image is helpful in positioning intangible services, such 

as banking, financial services, etc. (Wright 2002). 

High prestige and status Global brands are associated with high prestige and status. 

This aspect motivates customers who want to be seen consuming brands that are globally 
admired. 

Decrease in marketing cost Adoption of uniform marketing strategies across the 
country markets helps in increasing efficiency and provides a cost advantage. Similar marketing 
strategies across countries are easier to manage rather than managing a number of country- 
specific strategies. Hor example, Microsoft for its XP campaign was able to save $30 million 
in man hours and production costs over the previous similar campaigns by standardizing 
the core concept (‘yes you can’) and sending this core concept to different local agencies in 
different country markets for adaptation. Thus, in the UK the focus was on working women 
who can look after their home and still attend an online official meeting; in the US, the features 
highlighted were photography and file sharing; in China the focus was ‘you can do as you wish’ 
and features highlighted were music, messaging, office use, etc. (Cateora and Graham 2004). 

Uniform brand image The other benefit of adoption of uniform marketing strategy is 
that it results in a uniform brand image as well, which leads to enhanced brand equity. 

Barrier to entry A global brand, which has a strong presence across country markets and 
Opetates on economies of scale with high prestige, status, etc., is a strong brand that creates 
barriers to entry (Schuiling and Kapferer 2004). For example, Bang and Olufsen’s collection 
of audio systems, TV, telephones, etc. are retailed in more than a hundred countries (Bang and 
Olufsen 2011) and the products are exclusive and lend high prestige, thus creating barriers to 
the entry of other new players. Unilever and Nestlé both have strong established brands in the 
FMCG category, which are being retailed globally, and thus they create strong barriers to the 
entry of other new players. : 
Opportunity to tap similar segments in different geographical markets — Similar 
segments of customers ate present globally. For example, there are working women who ate 
always hard pressed for time and welcome brands that help in saving their energy and time; all 
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young mothers are concerned about their baby’s health and hygiene; teenagers who want to be 
in syne with the latest fashion trends, etc., and these segments of consumers can be found in 

different country markets. 

Enhanced strategic flexibility Global operations provide firms with multiple sourcing 
opportunities. This reduces dependence on a particular supplier and better cost-effective 
suppliers can be tapped. Orders can be redirected to locations that are operational at under 
capacity utilization and the overall efficiency can be increased. A global logistics system 
helps in reducing the time to market brands (Craig and Douglas 2000). For example, Zara 
(an international fashion company belonging to Inditex, an international fashion retailer) has 
shortened its delivery time by linking its retail outlets with a centralized system, which tracks 

the design, size, and colour of the outfit sold and stocks outlets with latest trends, in line with 

the preferences of consumers and at the same time removes products that are not selling well. 

It has managed to reduce the order fulfilment cycle (time duration between receiving an order at the 

distribution centre and delivery of the goods to the store) to an ‘average 24 hours for European 

stores and a maximum of 48 hours for American or Asian stores’ (Fibre to Fashion 2011). 

All the points above are valid when an organization offers a standardized brand in all the 

country markets. 

‘<7 ~ See how creating a global brand has helped McDonald's leverage on the advantages available for a global 

brand. 

Disadvantages of Global Brands 

However, many times it is not possible to provide a standard brand everywhere. There can 

be a number of reasons for this. Let us now discuss the disadvantages of a global marketing 

programme. 

Needs and wants Selling a uniform brand across different country markets does not 

recognize the fact that there can be different needs and wants of the consumers in each of 

these different markets. The lifestyle and consumption habits vary in different country markets 

and are strongly influenced by the cultural habits of the consumers. Thus, for example, cows are 

sacred for the Hindus in India and it is against their religion to consume beef. Thus, McDonald’s, 

famous for its hamburgers (with beef patty) the world over, does not retail it in India. 

~ See how Mc Donald’s overcame the disadvantage of different needs and wants. The Indian ad showcases 

McAloo Tikki, Soft Serve, Chicken McGrill, and Pizza McPuff and it does not retail its world famous hamburgers 

i$ - SABER. Fee DE 

Different usage patterns The manner of consumption of brands can vary in different 

country markets. This provides opportunities for national players who can retail their brands. 

For example, hair oil is largely used in South Asia, and therefore does not figure in the portfolio 

of organizations that provide brands that can be sold globally. For example, Unilever, which retails 

— a numbet of FMCG brands, does not have hair oil in its portfolio of brands. Emami has used 

ol 2 this to its advantage and its brand Navratan Hair Oil is worth over ¥100-crore (Kar 2010). 
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Difference in consumer response Consumer response to the marketing mix may be 

different in different countries according to their cultural conditioning. This is especially true 

for advertising, and cultural differences might make it difficult to use a global campaign. Thus, 

in India, Axe Dark Temptation deodorant ads that explicitly depict women pursuing the model 

wearing the deodorant was found ‘objectionable, indecent, and vulgar’ by the Ministry of 

Information and Broadcasting, which led to the advertisement eventually being pulled off air 

(PTI, 2008). However, it did not face this problem in Western countries, where a more explicit 

ad was aired. 

Preference for local brands Research shows ‘that consumers tend to evaluate local 

products more highly than foreign products and this behaviour varies across countries’ 

(Schuiling and Kapferer 2004). Thus, countries with high preference for local brands would 

not prefer a global brand, highlighting a need to launch local brands. For example, P&G was 

retailing its laundry detergent in Europe under the local brand name Fairy. In the year 2000, it 

decided to change the same detergent to a global brand named Dawn. It had not anticipated 

the preference of the consumers towards the local brand and the resistance towards the Dawn 

brand. The result was that by the end of 2001, the market share of Dawn had fallen drastically 

in Germany, even though the product formulation was the same. ‘P&G’s experience with 

Dawn shows that companies which respond to local preferences may have an advantage over 

those that address a standardized market, because significant numbers of consumers do resist 

global brands, preferring local ones that seem more familiar’ (Frost 2005). 

Uniform brand image not necessarily relevant A uniform brand image that is 

adopted in global branding might not be relevant in some country markets. For instance, 

Honda in the US stands for quality and reliability. In Japan, where quality is a norm for most 

of cars, Honda stands for youth, speed, and energy (Aaker and Joachimsthaler 1999). 

CHALLENGES IN GOING INTERNATIONAL 

Going global is a challenging process. Various countries across the globe are at various stages 

of development. The needs and wants of people across the countries might be the same, but 

the brand consumption can vary depending upon economic, social, and cultural factors. An 

organization needs to study these factors to gain an understanding of them vis-a-vis its brand 
and accordingly try to tailor the brand (see Exhibit 15.3). Some of the factors that need to be 
looked into are as follows. 

Politico-economic factors The politico-economic factor is a primary area of concern, 
as brand managers need to know whether the country is operating at a sound level and if it 
would be ‘safe’ for them and their employees to conduct business in that country. Factors 
such as the political set-up of the country, stability of the government, monetary policies of 
the government, gross domestic product (GDP), inflation, etc. should be considered and then 
brand managers can decide which country to enter and what brands to offer. 

Socio-economic classifications The socio-economic classification is another important 
factor that should be considered by brand managers. The number of people belonging to the 



a le ahaa 

Africa is seen as a continent that has unstable 

governments, weak governance, poor infrastructure, 

corrupt regimes, and many other such weaknesses. Yet, 

a number of Indian companies—be it conglomerates, 

such as the Tata Group, Godrej Group, Essar, Vedanta, 

Apollo Tyres, Dabur, or smaller companies, such as 

Nihilent Technologies based in Pune—are busy with 

their African ventures. This is because Africa offers a 

mixed bag—there are opportunities galore in Kenya, 

South Africa, and Ghana, and places once considered 

dangerous, such as Sierra Leone, are making honest 

efforts to change. Indian companies are pursuing a ‘mix 

of buy and build strategies to grow’. The experience 

of some of the Indian players in the African market is 

provided below. 

Apollo Tyres For Apollo Tyres, the African market 

was strikingly similar to the Indian market. An acquisition 

opportunity available at an attractive price was too 

good to resist. It acquired Dunlop SA for €290 crore in 

2006. In the case of Apollo, 80 per cent of its sales in 

India was to the replacement market and 20 per cent to 

the original equipment partners, whereas 95 per cent 

of Dunlop’s sales was to the replacement market and 

5 per cent to the original equipment makers. According 

to Neeraj Kanwar, Vice Chairman and MD, Apollo 

- 
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Exhibit 15.3 Cracking the African Market 

Tyres, ‘With the purchase, we got global purchasing 

power and our raw material purchasing cost nosedived 

by 17-18 per cent.’ 

Godrej Group Godrej's initial foray into Africa in 

1996-97 was not very fruitful. It had formed a joint 

venture with Sara Lee to launch its Good Knight brand, 

but withdrew in the early 2000s when it realized that 

‘Sara Lee was restricting its growth ambitions. It was 

only accidentally that in 2006 they woke to the potential 

of South Africa when they acquired ‘the African hair 

colour business of Rapidol.’ It has set up its ‘One 

Africa’ strategy, wherein four hubs that spread across 

Africa will cover ‘south, west, east, and central Africa’. 

Aseparate R&D team has been entrusted with the task 

of designing products at different price points to satisfy 

the needs of the African consumers. 

Dabur Dabur entered Africa in 2007 (Reuters 

2007) with toothpaste and has realized that the key to 

success is localization. Nigeria being a predominantly 

gel market, it launched Dabur Herbal Green Gel 

and targeted the youth with its ‘Change to Green’ 

campaign. The use of rap music, which is popular 

among the target youth segment, helped it become the 

fastest growing brand in the segment (Mitra, Carroll, 

and Mahanta 2010). 

SE OLE LL LRN SE TEENS LATIN SG LENG OTE STINET RERUN MN MY HUPNUMSPEO R2AI AY E 

different strata is important as brand managers need to know whether the target audience, 

who can afford to pay for their brand as well, is there in sufficient numbers. 

Social factors Social factors and the manner in which the society is developing affect the 

consumption patterns. These are important as they help decide whether the brand will be 

relevant for the target audience or not. 

Legal aspects The laws prevalent in the country are of importance while deciding to 

go global. Laws regarding product descriptions, labelling, advertising, etc. should be studied 

before entering the country. The law machinery is also important, especially in times of dispute, 

which can arise when an organization is going global. 

Technological factors Studying the level of technology in a country is important to 

understand the technology that is being used by the consumers. Organizations should offer 
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Enter Site 

The BURQINI ™ / BURKINI ™ Brand Story 

In 2003, Aheda Zanetti, founder of Ahiida Pty Ltd (AHIIDA) and designer of the 
BURQINI ™ / BURKINI ™ brand swimwear, was inspired by watching her niece 
playing netball in a traditional Hijab / Veil to begin a search for sporting garments 

suitable for Muslim women, 

Unable to find anything which matched the demands for comfort and flexibility with 
the requirements for modesty, she designed and produced the first examples of 
AHIIDA's now famous clothing lines BURQINI ™ / BURKINI ™ swimwear and 

HDOOD ™ sportswear, The BURQINI ™ / BURKINI ™ brand name was invented 
and developed by designer Aheda Zanetti as part of the early marketing of her 
product - swimwear which is “two piece like a bikini” and “smaller than a burka™ ( 
& full cover over coat }. 

BURQINI ™ / BURKINI™ are entirely original words which are trade marks of 

AHTIDA and prior to AHIIDA’s creating and using these words as trade marks the 
words were not known or used by another party. It is through the efforts of 
Aheda Zanetti and AHIIDA that these trade marks have gained such glabai 
renown and recognition. 

The BURQINI ™ / BURKINI ™ brand swimwear and HUOOD™ was developed jn line 
with the Islamic code of dressing, and has received official approval and 
certification from the Islamic community to encourage girls participating in sports, 
The BURQINI ™ / BURKINI ™ brand swimwear was the subject of an immediate 
rush of interest and demand, clearly answering the reeds of many women keen 
to participate in the sporting lifestyle of Australia and many other countnes. 

Source: http://www. burkini.com 

Image 15.1 Burkini Swimwear 

brands that are in line with the level of technology being used so that there is easy adoption 

by the consumers and they are not put off by the over simplistic nature or scared by the 

complexities. 

Cultural factors The culture of a country influences the consumption patterns of the 

people there. This can also vary within the country, which is especially true for a huge 

country like India with a rich cultural diversity. Brands need to adapt or come out with 

completely new products, keeping the culture in mind. For example, keeping in mind the 

Islamic code of dressing for Muslim women, the Burkini brand was designed for women 

who wish to participate in water sports. “The sun, sand, and surfing constitute an Australian 

way of live, but for many orthodox Muslim women in the country, a visit to the beach meant 

trudging though the sand in heavy full-length robes.’ This was till Sydney-based designer 

Aheda Zanetti designed the Burkini (see Image 15.1) made of ‘manufactured waterproof 
polyester’, and it “covers the whole body except for the feet, hands, and face’. The idea was 
so appealing that it caught not only Australia in its rage, but also Dubai, Egypt, Syria, etc. 
(Chaturvedi 2007). 

ISSUES IN GOING INTERNATIONAL—LOCAL OR GLOBAL? . : 

An issue that needs attention when going global is the decision whether to have local brands 
or to go ahead with a global brand. A local brand is a brand that is available in one country or 
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a limited geographic area (Wolfe 1991). A global brand, on the other hand, is a brand that uses 
a uniform marketing strategy and marketing mix in all the markets it serves (Levitt 1983). An 
organization, while marketing brands across boundaries, can either develop different brands 
for different markets, which leads to a number of local brands in its portfolio that have to 
be managed, or it can treat the world as one market and offer one brand globally. This leads 
to the development of few global brands in the brand portfolio, which becomes easier for 

the organization to manage. The advantages and disadvantages of a global brand have been 
discussed in the beginning of the chapter. 

_ See the McDonald's presentation and ads to understand how they strike a balance between local and global. 

Advantages of Local Brands 

According to Schuiling and Kapferer (2004), the advantages of developing local brands are 

as follows. 

Satisfying local needs _ A local brand is designed such that it caters specifically to the 

needs and wants of the people in a particular geographic area. 

Socio-economic factors The purchasing power of the target audience across different 

countries can be different, and to capture a wider market, brands at different price points 

might need to be introduced. 

Flexibe pricing A local brand can be better managed from the pricing aspect, as it does 

not have any implications on the brand in other country markets. This also helps in tackling 

price comparisons across country markets and serious issues such as parallel importing can 

be avoided. Organizations can retail the same brand in different country markets. However, 

the cheaper prices of the brand in one country can provide lucrative options to retailers, who 

instead of using the company authorized delivery channels, can import the brands on their 

own to gain higher profit. 

Hedging risks A portfolio of local brands reduces risks for the organization, as now the 

tisk is divided between all the local brands rather than a few global brands. Also, the failure 

of a brand in a particular market does not impact the brand image of other local brands in 

different country markets. 

Gaining entry into a new market In order to gain quick entry into new markets, 

companies can also acquire a brand from the local market and use it as a platform to sell its 

brands. For example, when Coca-Cola re-entered India in 1993, it acquired a strong national 

player, Thums Up, and used its distribution channel to sell its Coca-Cola brand. 

Thus, pursuing a local brand strategy does make sense and it can be recommended that 

an organization maintains a balanced mix of strong local and global brands in its portfolio 

for increased profitability and reduced risk. To avoid a number of local brands, firms are also 

following the regional strategy, where brands are developed for a particular market region. The 

idea is not to have only standardization, ite., global brands, or only localization, ic., offering 
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local brands, but to follow both standardization and customization as a strategy, i.e., the ‘glocal’ 

approach or the ‘think global, act local’ approach. 

BRANDING STRATEGIES 

When firms decide to sell their brands across geographic boundaries and enter new markets, 

critical and strategic entry decisions have to be made regarding the brand name, brand 

positioning, and product. 

Brand name _ The brand name is of utmost importance in a global marketplace, where 

‘local names can add to or destroy the established brand equity’ (Aaker 1991). There are ample 

examples of brands that made gaffes while naming products in foreign markets, such as the 

classic ‘Nova’ blunder. Nova in Spanish means ‘no go’. And then there was the Coca-Cola 

name written in Chinese; the Chinese characters representing Coca-Cola meant ‘bite the wax 

tadpole’ and were changed to mean ‘tastes good and makes you happy’ (Zhang and Schimitt 

2001). This again calls for careful analysis to see whether to use a global brand name or to give 

it a local name. 

Brand positioning The other important decision is regarding the positioning of the 

brand. Here again organizations can follow a standardized strategy with a similar image across 

country markets or they can adapt their positioning strategies. Brands such as Coca-Cola and 

McDonald’s follow a uniform positioning strategy, but Honda’s example at the beginning of 

the chapter supports the need for adaptation. 

Product Decisions regarding the product—design, colour, features, warranties, guarantees, 

etc.—are to be considered while launching a brand in another country. Here again, an organization 

can adopt either standardization or localization strategies. Products that require technical 

variations due to differences in different countries in terms of voltage current, tastes, preferences, 

climatic variations, etc. need to be adapted. For example, in China, due to variations in climate, 

especially heat and humidity, L’Oreal had to design ‘four types of skin balance from north to 

south and east to west’ (Kapferer 2009). If we look at the branding strategy from a local to a 

global brand, then different strategies can be worked out as shown in Figure 15.1. 

A local brand is a brand, whose the product, positioning, and brand name are modified to 

suit local needs. A global brand, on the other hand, has all the three aspects standardized with 

(brand name, 
product, 

positioning 
modified) i ee i Baas i ia Bo re ee Meee ee standardizéd) 

] (brand name, 

d= product, 
_ positioning 

Source: Based on Schuiling and Kapferer 2004; Kapferer 2005; Kapferer 2009. 

Figure 15.1 Localization to standardization 
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a few adaptations in detail. As we move from a global brand towards a local brand, we can have 
a combination of the strategies as follows. 

Positioning modification In this strategy, the brand name and the product are the same, 
but the positioning is modified to suit local needs. For example, Levi’s has the same brand 

name and product globally, but modifies the positioning in different countries. 

Product modification Here, the brand name and positioning are the same, but the 
product is adapted to suit the local requirements. For example, Starbucks, which is famous 

for its coffee, also retails tea in Japan to cater to the tea-loving consumers there. Henkel’s 

detergent brand (Persil) is sold in Germany, France, and the Netherlands with separate product 

formulations that address local preferences in each country (Frost 2005). 

Positioning and product modification The brand name is same, but the product has 

been modified, which might now warrant a different positioning of the same. For example, 

Henkel’s detergent brand (Persil) is sold in Germany, France, and the Netherlands and the 

product formulations are different to address the local preferences. ‘Henkel markets the 

whiteness of Persil in Germany and France, but in the Netherlands, a green version of the 

brand was positioned as an environmentally-friendly product’ (Frost 2005). 

Brand name modification The same brand name cannot be used everywhere due to 

issues in translation (as discussed) or due to legal reasons and so it needs to be modified. 

The product and positioning can be the same. For example, Unilever’s brand of margarine 

retails under the name of Becel in Canada, Promise in US, and Flora in Europe and they are 

positioned as a healthy heart spread (McMains 2009). 

Brand name and positioning modified If the brand name is modified as discussed 

above, the positioning might also be required to be changed according the cultural perspectives 

and perceptions of the consumers in the host country. For example, Tata Indica cars are being 

retailed in Europe under the brand name of Rover (through an agreement with the MG Rover 

group of the UK) (PTI 2002). 

Brand name and product modified In some countries, it is possible to continue with 

a particular positioning strategy, but brand managers still need to identify usage patterns, local 

requirements of the people, and modify the product along with the brand name accordingly. 

For example, P&G retails different detergent brands, such as Cheer, Era, Tide, Gain, etc., and 

in different formats, such as powder, liquid, and bar detergent, according to the washing needs 

in the different markets. 

However, these are not the only considerations while deciding to enter different country 

markets. 

_ Process of Brand Strategy 

Going global consists of a sequence of activities and these can be described with the help of 

Figure 15.2. 

Organizational drivers The first step is the organizational driver. Organizational 

drivers are the internal factors in an organization that influence or drive the employees to - 
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work towards a specific goal. An organization needs to be committed to sell brands across 

geographical boundaries. Along with the commitment, there should be resources, monetary 

and non-monetary, which includes personnel resources also, atid the required skill sets to go 

global. 

Organizational drivers 

e Vision 
e Resources and skills to go 

international 

tous markets to enter 

« PEST analysis 
© Market scenario study 

© Consumer analysis 
Sharing of 

__ best practices 

Source: Adapted from Samiee 1994; Aaker and Joachimsthaler 1999; Douglas and Craig 2001; Cateora and Graham 
2004; Kotler and Keller 2006. 

Figure 15.2 Brand strategy process for a borderless world 

Country markets to enter The next stage is to decide which country markets to 

enter. While studying country attractiveness, the PEST, i.e. political, economic, social, and 

technological factors (discussed earlier in the chapter), should be studied, along with the 

consumer analysis—theit socio-economic classification and cultural factors. All these help 

in understanding the need requirements of the consumers, so that the brand offering can be 

customized accordingly. One important aspect not to be overlooked-is the market scenario 

study or the competitor analysis. The number of competitors present and their offerings will 

further help in deciding the branding strategies in the particular country market. 

Brand drivers After the country market to enter has been decided, the next step is to 
study the brand drivers. This includes the following, 
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Global or a local brand As discussed in detail at the start of the section, there are a 
numberof strategies to choose from, and the organization, keeping in mind the country 
factors, can decide on the strategy to follow. 

Brand identity and elements The brand elements that will help in building brand 
awareness and image have to be designed globally. Here again, the organization can have a 

uniform logo and brand identity, but aspects, such as celebrity endorsers, packaging, brand 
name, and slogans, need to be considered for adaptation according to the local requirements. 

All brand identity and brand element theories need to be applied for the country market and 
decisions need to be made. 

Brandimage The brand image that the brand intends to portray is important and a uniform 

global brand image helps avoid confusion in the minds of the consumers. 

Brand position in brand architecture The global/local brand so designed in the 

different country markets should be according to the brand architecture and should fit in with 

the same. This positioning will further help the organization in strategizing the brand. 

Brand entry strategy The next important step is to decide on the brand entry strategies. 

This includes how the brand is going to enter the foreign market—through licensing, joint 

ventures, etc. For example, Starbucks has formed a strategic alliance with Tata Coffee to set 

up stores in the Tata group’s retail outlets (BS Reporter 2011). The four Ps for that particular 

market also have to be considered. 

Product ‘The product to be offered for a particular market needs to be identified and 

the level of standardization and customization required needs to be evaluated. For example, 

McDonald’s has adapted its product offering according to the different country markets. Thus, 

in France it retails wine along with the food, in Germany it retails beer also, and in India it 

retails the McAloo Tikki Burger. 

Price Pricing is an important aspect that should be considered while going global. The price 

of the brand vis-a-vis the competitors in the same market segment communicates with the 

consumers in terms of prestige, quality, and performance of the brand (Kapferer 2009). The 

global mobility of the consumers and the availability of information on the Internet make 

it important to reduce the brand’s price variance across country markets. Also, to encourage 

customers to purchase from company authorized retail outlets and discourage parallel markets, 

the pricing strategy should be carefully considered in the different country markets. If the 

price variance is high, then local brand names should be encouraged, so that the brand does 

not fall in the trap of grey markets. 

Place How and where the brand can retail is important. In India, 100 per cent foreign direct 

investment (FDI) in single brand retail is not allowed and so companies need to think through 

their brand distribution strategy (see Exhibit 15.4). For example, the German luxury brand 

- Montblanc is a maker of high-end writing instruments and has extended its brand to luxury 

leather goods, watches, jewellery, cufflinks, etc. It was established in the year 1908 and has 

been retailing in over seventy countries. Montblanc retains its exclusive image by taking special 

care of where it is retailing its brand, which is primarily done through exclusive boutiques. 
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Exhibit 15, 54 Ellesse Italia to March into the Indian Market 

Ellesse was founded in 1959 by Leonardo Servadio in 

Perugia, Italy, and draws the name from his initials (L & 

S, i.e., elle-esse). It started off as a skiwear brand, but 

then diversified into sportswear. It is now ‘part of the 

UK-based brand management firm, Pentland Group, 

which also owns other iconic sportswear brands, such 

as Speedo and Lacoste.’ It is a brand that has been 

endorsed by legendary players like Boris Becker and 

Muhammad Ali. It is currently retailing in forty-five 

countries across the globe. In India, it is entering into 

a five-year licensing deal with S Kumars Nationwide. 

India is a hot destination for international luxury 

brands, post the stagnation in consumer demand in 

most western markets. There are several international 

sports lifestyle wear brands already wooing the 

young Indian consumers, such as Reebok Classics, 

introduced at a premium positioning against Adidas 

Originals and will be setting up at least five stores to 

start with. S Kumars has brands such as Belmonte, 

Reid and Taylor, etc. It became a global player in 

‘2009 by acquiring US-based formal wear company 

Hartmarx Corporation with Emerisque Brands UK in a 

deal valued at 571 crore. This was followed with a 

joint venture with the luxury group Louis Vuitton Moet 

Hennessey (LMVH), giving it the worldwide license to 

market Donna Karan New York's (DKNY) menswear.’ S 

Kumars Nationwide is looking at the profitable segment 

of young Indians with a ‘desire to dress casually and 

contemporarily even at the workplace.’ Keeping this 

in mind, it also plans to launch the casual premium 

brand Kruger, designed by renowned Italian designer 

Renalto Grande (Fibre2fashion, 2010), for both men 

__ Adidas Originals, Puma, US Polo, etc. Ellesse will be | and women (Jacob 2011). 
Se es sage SS SEES AB RET ED EEA NEES 
SSS ES 

Montblanc found it hard to enter the luxury retail space in India and according to Karl-Heinz 

Handke, President, Western Hemisphere, Montblanc, “When you go to New York, you go to 

Madison Avenue, in Paris you go to Avenue Montaigne; in India there is no street you can go. 

to. It is very difficult to find good space or good retail shop’ In India, they operate through 

sixteen boutiques, mostly located in metros. They are present in hotels, luxury malls such as 

Emporio in Delhi and UBS in Bangalore and a couple of very well-known jewellers (Rai 2010). 

Their distribution is very selective and this helps them maintain their exclusive brand image. 

Promotion ‘The manner in which a brand is promoted in different places, the advertising 

message and the manner of portrayal of the same, and the choice of a celebrity for endorsing 

the brand are all very important and can impact the brand image (see Exhibit 15.5). It has 

been studied (Pae, Samiee, and Tai 2002) that consumers prefer locally produced commercials 

to foreign-sourced ones, therefore, even if global brands are being offered, the advertising 

should be localized for higher brand familiarity effectiveness. 

Review of activities The review of the strategies over time is very important and it 
helps the organization to decide about the future course of action. For example, when Timex 
Group, headquartered in Middlebury, Connecticut (US), entered India in 1992, it formed a joint 
venture with Titan. Titan was handling the distribution for Timex through 5000 retail outlets, 
2500 showrooms, 220 direct dealers, 100 multi-brand outlets, and 20 exclusive showrooms. 
However, after a few years, Timex broke away from the joint venture and moved from integrated 
manufacturing to the assembly model. Its product offerings were at the lower price point, less 
than €1000, which was reworked and higher ranges were also included; their price points are 



BRANDS INA BorDERLESS WorLpD ml 439 

and 5000. 

stores. Timex opted for a multi-brand outlet, rather than mono brand stores to provide an 

now between %500 The watch retail environment was veering towards branded 

exciting shopping experience for customers. These stores are called Time Factory and have 
grown to seventy in number. Apart from these stores, other store formats being employed 
to retail the brand are a smaller format version of the Time Factory and kiosks in malls (The 

at the brand decision level. If the brand is not performing well, the organization can withdraw 
the brand from the country market or it can rework the brand strategy. The best practices 
of the brand in different country markets can be shared at the organizational level for the 

enhancement of knowledge and skills of the employees. 

eB 

The use of celebrities to represent brands is a common 

marketing practice. Accenture, a global giant in the field 

of consulting, used Tiger Woods as their corporate face 

since most people were not aware of what Accenture 

was all about. Their tagline ‘Go on. Be a tiger’ extolled 

the corvorate virtue of performance and risk taking. 

This was until Tiger Woods was caught in the bizarre 

car accident that lead to embarrassing revelations 

about a series of affairs he had had with other women. 

Woods was ‘no longer the best representative’ for 

Accenture (Arango 2009). Nike decided against 

dropping Woods and had to face the consequence 

of its reputation falling from thirty, on the date of the 

crash, i.e., 27 November 2009, to twenty-one on 11 

December 2009, among women over 18 years. Gillette 

__ also observed similar trends—its buzz score fell from 
— 21.8 on 27 November 2009 to 15.1 on 4 December 
2009, among men more than 18 years old. ‘Since the 
company’s announcement that it would limit marketing 

featuring Woods notably the Fusion MVP razor ads, 
also Byars Roger Federer and Derek Jeter, scores 

ed to 20.4.’ 
smarter and was able to increase 

| men over 18 by announcing on 

See ads of McDonald's and how it is a global brand. 

Exhibit 15, 5 . Celebrity Phicreatent: Gone Wiehe Or Didn't It? 

phased out’; the buzz score on 8 December was 21.3 

and on 11 December it was 25.1. 

‘However, high-end watchmaker Tag Heuer not only 

sees a continued role for Tiger in its marketing efforts, 

but it is also boosting its association with Woods, 

because of the scandal. But the brand’s strategy 

assumes some interesting cultural Bienes (Sauer 

2010). 

According to Jean-Christophe Babin, President — 

and CEO of TAG Heuer, ‘The partnership with Tiger _ 

Woods will continue, but we will downscale the use _ 
of his image in certain markets for a period of time... 
We recognize Tiger Woods as a great sportsman, but 

we have to take account of the sensitivity of some 

consumers in relation to recent events’ (O'Leary | 

2009). Thus, they dropped Woods in America but — 

realizing that for consumers in China, the success of — 

a man is measured by the number of women he has, 

TAG Heuer increased the association with Woods. ‘In 

an interview with The Sydney Morning Herald, Babin — 

said, ‘In China, conversely you have TAG Heuer with — 
Tiger Woods everywhere because (with) the Chinese _ 

it rather increases their esteem’ (AsiaOne 2010). The 
strategy seems to be working and sales are strong 
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CRITICAL FACTORS FOR SUCCESS 

The competition globally is heating up with more and more brands viewing the world as their 

market. Brands can be successful in a particular geographic region, but might struggle in 

another (see Exhibit 15.6). 

Some of the critical factors.that need to be kept in mind for global success are as below. 

Standardizing and customization Fora global branding success, it has been postulated 

that at first the core essence of the brand should be standardized across the country markets 

and then the adaptation and the execution should be carried out as per the country market 

requirements (de Chernatony, Leslie, Halliburton, Bernath 1995). Once the core brand essence 

has been standardized, the execution of a global brand image will be relevant and the core 

values of the brands can be leveraged. Brand managers can easily internalize the brand values 

and then implement them in different market scenarios. 

Support global brand-building process For global branding success, it is important 

to have a brand planning process in place and a person in charge of the same to ensure that 

the brand planning is executed on the global scale. The brand planning process should focus 

on the strengths of the brand and create sustainable brand advantages. The global brand 

strategies should be translated into country-specific strategies, so that the brand identity that 

: | Exhibit 15.6 Bottling Pepsi in Morocco 

RJ Corp, owned by Ravi Jaipuria, is a €3000-crore markets. The Asian, Middle East, and African markets 

company with international presence across industries. are clearly dominated by Coca-Cola (Vannucci 2010). 

It has the Indian franchisee rights for Yum! Restaurants 

International, KFC, Pizza Hut fast food chains, and Table 15.1. Revenue from different country markets 
sige eae In recent _ it has increased its for Coca-Cola and Pepsi 

: bottling Papel in Hczairbteine and Zambia. It also 

_ Operates dairy business in Kenya and Uganda, where 
it sells packaged milk, milk powder, butter, processed 

Americas. ~ 72 39 _ cheese, and yoghurt (Bhushan 2011). | 
RJ Corp is one of PepsiCo's biggest bottler in Europe 16 ee | 

South Asia and has acquired its entire franchisee Asia, Middle 13 2B, us Be 
bottling operations in Morocco for about $100 million — ©@st.Africa . ae 
in February 2011. PepsiCo is a distant second to _thers eins a aa 
Coca-Cola in the African market and wants to scale Source: Vannueei 2010, 
up its presence in Morocco, which has an estimated 
rarket size of soft drinks at $1 billion (Bhushan 2011). RJ Corp wil have — 

Table 16. 1 shows that 70 per cent of PepsiCo Inc. _ marketand will play akey role 
om the Americas, whereas for Coke, in bulee as — take care | 

ity of its revenue comes from the overseas 
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is reinforced in the different markets is consistent (Aaker and Joachimsthaler 1999), The top 
management should be committed and provide financial backing to build the brand globally. 

Build coherent international brand architecture Brands play a critical role in 
establishing visibility and position of the firm in international markets. A firm can develop 
global brands or endorse local country brands with the corporate brand or logo, thus establishing 
a common image and identity across country markets. While going global, an organization 
can acquite other brands, form alliances with other organizations to retail their brands, 
etc. Typically, the firm’s international branding strategy is formed through an evolutionary 
process that results from decisions to enter new country markets or expand product offerings 
within an existing country. Often, firms make these decisions piecemeal on a country-by- 
country, product division, or product line basis, without considering the overall balance or 
coherence of branding in international markets from a strategic perspective. With the spread 
of information technology and availability of information at the click of the mouse, markets 

are becoming integrated and consumers are aware of happenings the world over (Douglas and 

Craig 2001). A coherent and integrated international structure is-therefore important, which 

helps in enhancing the brand equity and leverages the brands in other markets as well. 

Assign managerial responsibility “The firm must decide how to manage brands that 

span different geographic markets and product lines. It must determine who should have 

custody of international brands and who is responsible for coordinating their positioning in 

different national or regional markets, as well as making decisions about the use of a given 

brand name on other products or services’ (Douglas and Craig 2001). The brand management 

responsibility can be assigned to any one of the following (Aaker and Joachimsthaler 1999). 

Management team This includes the top managers who are responsible for formulating 

the branding strategies and view the brands as key assets for their organization. P&G has a 

‘global category team’, which consists of managers responsible for R&D, manufacturing, and 

marketing in their region. This team is chaired by the executive vice president who also has a 

second line job, for example, heading health and beauty aids, along with chairing the hair care 

global category team. The team meets at regular intervals in a year and is responsible for the 

implementation of the branding strategy. The idea is to build local brand strength to create 

strong global brands. 

Brand champion A senior executive, possibly the CEO, can serve as the primary brand 

advocate and nurturer, especially, when the top executive has a passion and talent for brand 

strategy. For example, Nestlé has a brand champion for each of its corporate strategic brands 

and just like the leaders in P&G, the brand champion in Nestlé also has a second assignment. 

The brand champion is responsible for all the brand-related activities such as extension, 

stretching, etc. 

Global brand manager In high-tech and service industries, the top management might 

lack the branding experience; here, the brand responsibility is passed on to the manager 

just below the top line managers. In some organizations, they may have authority, but when 

authority is not provided, the global brand manager needs to create a planning process and 

~ convince the top management for support. For example, MasterCard’s global brand manager 
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convinced the organization to form a mini-board of six board members and to nominate 

one of them to be its chair. That person became the brand’s voice during board meetings. 

Companies should be sensitive to the issue of brand management and should provide an 

environment conducive for the brand manager to work and take decisions. They should train, 

mentor, and reward employees who can fill this role. 

Global brand team A global brand manager has a lot of responsibility and it can be an uphill 

task to manage the brand alone. A team, on the other hand, makes it easier for the global brand 

manager to convince individual country brand managers about the importance of global brand 

management. The global team can be formed by choosing representatives from different 

geographic areas at different stages of brand development and different functional areas, such 

as market research, advertising, promotion, etc. The disadvantage is that as no one person heads the 

team, the responsibility for strategy implementation cannot be assigned to any one person. 

Share best practices Communication is an important aspect of any strategy. For a global 

branding strategy, it is essential that the brand communicates with its target audience and with 

the other internal members involved in the brand-building process as well. Brand managers in 

different countries should be privy to the information about what worked well or did not work 

well in other country markets. This is hard work, as in day-to-day practice, the managers have 

to implement their strategies, and meet deadlines and targets as well. So, it requires a lot of 

effort in documenting, understanding, and explaining what worked well and what did not, and 

then there is also the issue of criticism. Companies, therefore, need to build an encouraging 

environment where the best practices in a country market are highlighted and shared across 

the organization and different country markets. For example, Frito-Lay holds a ‘market 

university’ in Dallas three times a year, wherein marketing directors and general managers 

meet and discuss their brand concepts for a week. The best practices can be documented and 

a knowledge bank made available for reference (Aaker and Joachimsthaler 1999), 

Create cross-country synergies In supporting global brand building strategies, a top 

down approach is advocated, wherein the global brand strategy is delineated and from that 

flow the country-specific strategies. However, the bottom-up approach is also possible, where 

the country brand strategies are formulated, from which the global brand strategy is built. 

In such a case, the cross-country synergies should be created so that the brand strategies 
in different countries complement each other rather than speak different vocabularies. If a 
common strategy is not possible, the country strategies can be grouped by similarities. For 
example, countries in the same level of market maturity, say developed, emerging, etc., or same 
level of competition, where the brand is a challenger, leader, etc., can be grouped together and 
the brand strategies in these similar countries should be in line with each other (Aaker and 
Joachimsthaler 1999). These strategies can be documented for cross-reference when further 
strategizing in different markets (see Exhibit 15.7). | 

sa 

ETHICAL BRAND POSITIONING 

It is imperative for organizations to be ethical to build credibility and long-term brand equity. 
The brand Satyam was the fourth largest software company in India until 2009, when the 
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Exhibit 15.7 Kellogg's s orn Learning 

Kellogg's has set up Brand Learning, a London-based 

international specialist consultancy in marketing ca- 

pability development, an initiative aimed at embed- 

ding common working processes across Kellogg's 

territories. Initially, Brand Learning will develop and 

lead ‘master classes’ for Kellogg's portfolio directors 

and 100 senior managers who are each responsible 

for a group of brands. Kellogg’s subsequently plans 

to extend it to the entire marketing team. According to 

Mark Baynes, Chief Marketing Officer at Kellogg's, ‘We 

(are aiming) to create a team inspired, equipped, and 

enabled to drive stronger returns in this increasingly 

SIDELOBE GIES DBE IIIS RR PS ORL LIL LOM NOI 

complex consumer landscape.’ According to Harriet de 

Swiet, the Brand Learning group account director, ‘The 

speed of marketing has changed so much that if you 

are going to work with global brands, you need people 

who are all on the same agenda.’ 

Ford has also developed a similar plan called One 

Ford to encourage a consistent approach to marketing 

across regional markets (Charles 2011). Organizations 

need to develop cross-country synergies’ for a 

consistent global marketing strategy and higher brand 

equity that translates into sales. 

SSSI IG LEY LLANE LU ESS ITTRNY 

exposure of internal fudging of accounts, which ‘overstated their books by %5000 to %6000 

crore leading the stock price to inflate and helping the top management make money’ (CNN 

IBN 2009), was made public. The brand took a severe beating and in 2009, Tech Mahindra 

acquired 31 per cent stake in it and the brand was rechristened Mahindra Satyam. It takes 

consistent application of resources, in terms of money, time, and effort to build a brand and it 

can be ruined by the reckless activities of individuals. Following an ethical path is a matter of 

choice, but working ethically and in the larger interest of the brand will help reap the benefits 

of the brand for ages. 

Thus, a brand that has been painstakingly built over time can be brought to nothing due 

to the reckless behaviour and ulterior motives of some people in the organization. Managing 

a brand should intertwine ethical practices into the organizational internal brand-building 

activities and the organizational culture should motivate employees towards the same. While 

revitalizing and rejuvenating the brands, special attention should be paid so that brand life 

along with brand equity is enhanced. 

SUMMARY 
SRR Coe ERE UM ME MA NR UN TH TS AOR RM SS 

This psig apbige on the heed for Sat nis 

to explore opportunities beyond their geographical 

boundaries for further growth and profitability of the brand. 

There are numerous advantages for going global, such 

as economies of scale, increasing the brand life cycle, 

availability of brand for globally mobile customers, higher 

prestige and status, etc. However, just like the two sides of 

a coin, there are disadvantages as well, such as variation 

in the needs and wants of consumers, differences in the 

consumption patterns and consumer responses in different 

country markets, preference for local brands, and perhaps 

the irrelevance of a uniform brand image. The firm should 

look at the politico-economic, socio-economic, social, 

legal, technological, and cultural factors before deciding 

its markets. The path to global reach is also not easy and 

there are challenges that firms can face, such as deciding 

whether to develop a local or a global brand. The branding 

strategies to be followed for the brand name, product, 
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and positioning has to be decided by the firms. The 

steps that help in a systematic global development of the 

brand have been delineated, starting from organizational 

drivers, country markets to enter, brand drivers, brand 

entry strategies, followed by review of activities, feedback, 

and sharing of best practices. Some critical factors that 

should be kept in mind for the brands’ global footprint such 

KEY TERMS 

Economies of scale When an increase in the number 

of goods being produced increases the efficiency of 

production. 

Global brand A brand that uses a uniform marketing 

strategy and marketing mix in all the markets it serves. 

Local brand A brand that is available in one country or 

a limited geographic area. 

EXERCISES 

Concept Review Questions 

1. Why does a brand need to go global? List any five 

reasons for going global. 

2. Discuss the pros and cons of going global. 

3. Discuss any two important factors that need to be 

studied before choosing a country to market the 

brand. According to you, why are these factors the 

most important? 

4. Delineate the various strategies that organizations can 

follow while selling the brand in a borderless world. 

5. Discuss the organizational drivers and brand drivers 

in the brand strategy process. 

Critical Thinking Questions 

1. Critically discuss which one of these factors—socio- 

economic factor or the cultural factor—is more 

important while deciding on the marketing strategy of 

the brand. 

2. What strategy would you recommend for managing a 

brand in the borderless world—local or global? 

Why? 

as standardization and customization, support for global 

brand-building process, building coherent international 

brand architecture, assigning managerial responsibility, 

sharing best practices, and creating cross-country 

synergies have been highlighted. The chapter ends with 

the need to be ethical in brand practices as this will help 

reap the benefits of the brand for a longer period of time. 

Localization Adapting a brand’s marketing programme 

according to the country in which it is to be sold. 

Standardization A brand that follows the same 

marketing programme across countries. 

3. Critically discuss any three key factors for successes 

fully selling a brand globally. According to you, why 

are these most important? 

Internet Exercises 

1. Visit the website of Dabur at http:/Awww.dabur.com/ 

Overseas-International%20Range. Identify the 

various brands being retailed in the overseas market. 

What similarities and differences can you draw in the 

brand elements? 

2. Visit the Harley-Davidson websites http://www.harley- 

davidson. in/harley-davidson-india-our-motorcycles. 

html (for India) and http://www.harley-davidson.com/ 

en_US/Content/Pages/home.html (for the US). Try 

to delineate the brand strategy followed by Harley- 

Davidson for selling its brand in India. 

CD Exercise 

Look at the Aditya Birla ad and discuss how the.company 

has managed to ‘take India to the World’. 
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Keepers of the flame—Taking ‘Aditya Birla’ to the World* 

Introduction 

Kumar Mangalam Birla was barely 28 when he took 

over the Aditya Birla group of companies on the untimely 

demise of his legendary father, Adita Vikram Birla. The 

passing away of his father, more than sixteen years ago, in 

the year 1995, had left a huge void in Kumar Mangalam's 

heart and a clutch of companies each operating in its own 

stratosphere. 

As a youngster, the son would often goad the father 

to weave his far-flung empire under one cohesive brand. 

Aditya Birla was an iconic figure in the Indian industry and 

*Dr Pragnya Ram is the Group Executive President, Corporate Communications & CSR of the Aditya Birla Group 



what better brand than the much acclaimed and renowned 
Aditya Birla. But the father would not concede, as he 
thought it was totally inappropriate and presumptuous. 
So, the matter was canned until the 53rd birth anniversary 
of Aditya Birla. On 14 November 1996, Kumar Mangalam 
Birla paid homage to his father by unveiling the new group 
logo under the Aditya Birla Group banner. He leveraged 

upon the uniqueness of his father and the bank of goodwill 

that came with the legacy. 

The corporate logo—The rising sun 

The ‘rising sun’ was chosen as the corporate logo. It 

was depicted in vibrant, earthy colours and was visually 

very arresting. The sun rises over two circles: an inner 

circle, symbolizing the internal universe of the Aditya 

Birla Group, and an outer circle, symbolizing the external 

universe. Textured within it is a dynamic meeting of rays 

converging and diverging between the two. A corporate 

anthem followed as a sequel to the corporate logo. 

Captioned as ‘Homage to the sun—Aditya vandana’, this 

captivating Sanskrit hymn extols the greatness of the sun 

and its never-ending journey towards excellence. To make 

it culturally acceptable, renditions were done. 

‘Aditya’ is the Sun God in the holy scriptures of not only 

the Hindus, but for people all over. The history of human 

civilization in Egypt, Babylon, Persia, Peru, Southeast 

Asia, and so on sees the sun as a source of inspiration, 

the source of all power. It evokes gratitude, reverence, 

and at times awe. The sun as an illuminating source and 

as godhead transcends religions and cultures. 

The brilliant radiance and energizing effulgence of the 

sun—the corporate mark of the group—became a unifying 

force. In Birla’s words, ‘the intent at one level was simply to 

have a group identity that would serve as a corporate logo. 

We chose the rising sun. That the impact of a symbol can 

be so enormous is something that took us by surprise. At 

a time when the organization was going through emotional 

turmoil, the symbol of the rising sun brought the different 

parts of the group together, helped us as an organization to 

re-energize ourselves, cross the bridge, and to get started 

on the path to change. The learning was quite striking. 

The need to relate, to belong—to a club, to an association 

—basically to some sort of fraternity is inherent in all of 

us. The corporate identity served that need, also as a 
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proxy for a charismatic leader who was missed greatly, At 

another level, it made an emotional connect that weaved 

the group into an integrated whole.’ 

Brand ownership 

In creating the Aditya Birla Group corporate identity, Birla 

had signalled a new beginning and an expectation that the 

image should live up to the name Aditya Birla. The Aditya 

Birla identity used globally is the insignia of the group, 

the visible recognition of the brand, and a great visual 

trigger. The corporate identity serves as an umbrella for 

the group. It signals the common values and beliefs that 

guide the behaviour in all entrepreneurial activities. It 

provides a sense of unity, pride, and belonging to all of 

the employees in whatever function or business area they 

work. And therefore, everyone tries to live up to the brand 

in every respect, regardless of the geography in which 

they work. 

A tough slog 

In the transformational procéss and in building the 

brand identity, the group had to go through a tough slog. 

Between the times of the father and the son, there was a 

sea-change in the environment. From an insular protected 

regime, India, as a nation, was taking its first, albeit 

hesitant, steps towards liberalization, deregulation, and 

globalization. For our group, globalization was nothing 

new, having operated in the open economies of Southeast 

Asia much earlier. Aditya Birla had a pioneering spirit and 

had dared to venture into the free economies of Southeast 

Asia, way back in 1970, when globalization was unheard 

of in the corporate lexicon. 

In the then vibrant and free market Southeast Asian 

countries, he ventured to set up world-class production 

bases. He had foreseen the winds of change and staked 

the future of his business on a competitive, free market- 

driven economy order. He put Indian business on the 

globe, twenty-two years before economic liberalization 

was formally introduced by the then Prime Minister, 

Narasimha Rao, and the then Union Finance Minister, Dr 

Manmohan Singh. He set up nineteen companies outside 

India, in Thailand, Malaysia, Indonesia, the Philippines, 

and Egypt. Indo Thai Synthetics Company for synthetic 
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yarn manufacture; Thai Rayon Public Company for 

Viscose Staple Fibre; Thai Acrylic Fibre Company Limited 

for acrylic fibre; Thai Carbon Black Public Company for 

carbon black, integral to tyre manufacturing. Besides 

these, manufacturing companies in the chemical sector 

set up by him included Thai Polyphosphates and 

Chemicals Company for sodium phosphates and a joint 

venture company Thai Peroxide Company Limited with 

FMC Corporation, US. In Indonesia, he built a significant 

presence in the textile sector through three major 

companies—PT Indo Bharat Rayon, PT Elegant Textile 

Industry, and PT Sunrise Bumi Textiles. In the Philippines, 

he set up the first Indian Pilipino joint venture with the 

Indo Phil Group of Companies. In Malaysia, Pan Century 

Edible Oils and Pan Century Olio Chemical—which were 

essentially in the palm oil refining sector and production of 

fatty acids and glycerine—were the companies set up by 

Aditya Birla. . 

Envisioning the future 

In India, the situation changed dramatically from being 

production driven in the ‘license raj’ and quota system, 

wherein whatever you manufactured would be sold to 

the customers in a market-driven economy. This was 

a paradigm shift that entailed a razor-sharp eye on the 

bottom-line. This was earlier a no-brainer, as the market 

was controlled. In sum, it meant a change every which 

way. The change journey began in 1997. 

Building an exemplarily meritocratic organization, and 

unrelentingly working to make the group a great place to 

work in became a priority. The concept of performance 

itself underwent a radical change, from hard numbers to 

include service, quality excellence, employer brand, and 

talent development. Together, with the board of directors, 

Birla ushered in a culture of performance management, 

celebration, and eulogizing success. 

At the same time, Birla constructed, deconstructed, 

and reconstructed businesses. He, supported by the 

Aditya Birla Management Corporation Limited (ABMCL) 

Board, evolved a range of non-conformist strategic 

options, moving into new businesses, along with 

acquisitions, mergers, restructuring, and ensuring that in 

every sector that the group operates in, it is perched at 

the top or among the top three. To do so, he put each 

of the businesses under the microscope, his rationale 

being to provide a sharper focus, target resources better, 

sharpen the competitive edge, and enhance shareholder 

value. Throughout the group, value creation became the 

mantra. Simply put, he articulated the group vision—'to 

be a premium global conglomerate with a clear focus on 

each business’. 

The leadership across several levels in the organiza- 

tion is sharp, smart, quick thinking, has tremendous pas- 

sion, acts with speed, and is flexible enough to adapt to 

the ever-changing environment, and ambitious enough to 

dream audaciously. The goal is to become a $65 billion 

group by 2015 from $30 billion in March 2011. 

Taking Aditya Birla to the world 

Over the years, manufacturing plants have been acquired 

in Canada, China, Indonesia, palm plantations in Laos, 

mines in Australia, and new plants have been set up in 

Egypt, Thailand, and China. Alongside, capacities in all 

of the group’s manufacturing units have been expanded 

exponentially. 

In India as well, Birla made major acquisitions, the most 

notable being the cement division of Larsen & Toubro, 

Indal from Alcan, and Madura Garments from Coats 

Viyella. Under his stewardship, the Aditya Birla Group 

enjoys a position of leadership in all the major sectors in 

which it operates. 

Hindalco, the group's flagship company, through 

a number of acquisitions coupled with Brownfield and 

Greenfield expansions, has grown to become a metals 

behemoth. Itis ranked among the world’s top five aluminium 

majors, and Hindalco Novelis is the largest aluminium 

rolling company globally. Hindalco has thirty-three plants 

crisscrossing thirteen countries. The acquisition of Novelis 

in 2007 has taken Hindalco to an altogether new level and 

it is truly global corporation. It has manufacturing plants 

in North America—US and Canada, Europe—France, 

Germany, Italy, Luxembourg,.Switzerland, and the United 

Kingdom. Asia—Malaysia and South Korea, South 

America—Brazil, and India. 

Likewise, in cement, with a spate of acquisitions and 

consolidating Grasim’s cement business with that of 



Ultratech, the group in 2008-2009, became the eighth 

largest cement producer globally and India's numero uno. 

In the year 2010, the group acquired ETA Star Cement 

Company in Dubai, together with its operations in the 

UAE, Bahrain, and Bangladesh. This move too was in line 

with Birla’s long-term strategy of expanding their global 

presence and taking ‘Aditya Birla to the world’. 

In the viscose staple fibre (VSF), used in the textile 

value chain, its position as the largest producer of VSF 

in the world remains unassailable. The VSF and pulp, the 

raw material for the fibre, operations are spread in India, 

Thailand, Indonesia, China, Canada, Laos, and Sweden 

and VSF business enjoys a 22 per cent share of the global 

market. 

In the acrylic fibre business, the group’s companies, 

Alexandria Fibre Company in Egypt and Thai Acrylic 

Fibre Company in Thailand, have catapulted the group 

to become the fifth largest producer of acrylic fibre in the 

world, with a capacity in excess of 150,000 metric tons 

annually. 

In carbon black, Alexandria Fibre Company in Egypt, 

Thai Carbon Black in Thailand, Liaoning Birla Carbon 

in China, and three carbon black plants in western and 

northern India make it the world’s fourth largest producer 

of carbon black in 2011. In June 2011, it gained the EU 

regulatory clearance for the acquisition of Columbian 

Chemicals. This further bolstered its position as the world 

number one carbon black producer. Carbon black is the 

most critical ingredient in making tyres for automobiles, 

besides its use in other sectors. 

In India, 

e Madura Fashion & Lifestyle is a top fashion (branded 

apparel) and lifestyle player 

e Indian Rayon is the second largest player in viscose 

filament yarn 

e Aditya Birla Chemicals is the second largest in the 

chlor-alkali sector 

e deais among the top three telephone companies 

e Aditya Birla Financial Services is a leading player in 

life insurance and asset management 

e Aditya Birla More is among the top three supermarket 

chains in the retail business 

e Aditya Birla Minacs is among the top ten BPO 

companies 
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Our strategy—Alignment of the communications/ 

brand vision 

Envisioning also is an evolutionary process. When the 

journey began, the first challenge was to build the brand 

from scratch. Fourteen years down the line, the story is 

very different. So now as a service-driven, bottom-line 

oriented, value-adding function, the vision is: ‘To make the 

Aditya Birla Group brand well recognized in the countries 

in which we operate, by 2015, while continuing to enhance 

the brand in India, among its multiple internal and external 

stakeholders’. 

Igniting brand passion internally and enhancing brand 

image externally is necessary for ensuring brand loyalty. 

To make this happen, a meticulously thought out and 

carefully crafted strategy has been put in place. The Aditya 

Birla brand values epitomize the group values—integrity, 

commitment, passion, seamlessness, and speed. These 

values form the glue that binds a multi-cultural, diverse set 

of people across the globe. 

That said, as we become more and more global, 

acquiring new companies, we go to great lengths to 

examine—what does the name/brand of the acquired 

company bring to the table. An in-depth research process 

follows. A perception study of the acquired company brand 

in the geographies that it operates is done by an external 

agency among its multiple stakeholders. The findings 

determine the brand architecture. In case there is no need 

to reinvent the wheel or fix what is not broken, then it is 

left as itis. 

By a simple act of branding, and taking the acquired 

company under the Aditya Birla umbrella, we have been 

able to communicate the change with a great degree of 

sensitivity, and alongside leverage our brand equity. For 

instance, Novelis’ image has been successfully integrated 

into the Aditya Birla group image. Our companies, globally, 

are not regarded as distant appendages of the parent 

company. As a matter of fact, we work towards global 

convergence. 

We respect the unique culture and diversity that exists 

in our companies in all the twenty-seven countries where 

we are present. All of them have one truly major force in 

common and that is ‘the Aditya Birla character’ defined by 

our values. 
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Open two-way communication 

Our strategy rests on proactive, honest, open two-way 

communication with all of our stakeholders. Our brand 

delivery continues to reach out through multiple vehicles/ 

channels. This is germane to the brand building and 

communication strategy across the world. Globally, while 

the broad contours are well defined, each company has the 

leeway to adapt these principles to their local environment. 

The brand identity and brand usage is non-negotiable. A 

detailed brand identity manual serves to ensure that the ~ 

Aditya Birla brand logo is used identically. The group's 

insignia, which is the rising sun, is clearly recognized 

globally and is seen in a positive light. A selective view of 

our strategy includes: . 

e Leveraging the image of the chairman, the 

overwhelming respect and admiration that he enjoys 

as a visionary and values’ driven leader, and on these 

wings raising our brand. 

e Rock solid internal communications comprising 

leadership communications, a vibrant intranet, on-line 

communication, world-class publications, supporting 

market communication, and more. 

e Enhancing the corporate image identity and reputation 

management through a multiple of measures and 

ongoing image measurement. 

e Proactively working with the media to ensure honest 

and balanced reportage on the group. 

e The www.adityabirla.com site receives more than 

15 lakh page views every month. Having German, 

French, Spanish, and Arabic websites help build our 

global brand. 

e Investor relations support by using the annual report 

to beam the group’s value creation processes and the 

highest standards of corporate governance. 

e Servicing business sectors, introducing for the first 

time in the industry, the concept of business 

communication managers. Members of our team 

service distinctive businesses and provide them 

with expertise in communication with all their 

stakeholders. 

e Alongside, one is on the strategy table, providing 

strategic advice and guiding communications in 

various companies during restructuring, mergers, 

acquisitions, and divestments. Here, the chairman 

specially addresses employees and other stakeholders 

in the value chain, such as distributors, franchises, and 

key customers in an unfettered environment, providing 

total transparency on the moves made. 

e Advertising campaigns, TV, press, digital, and 

sponsorships are part of the process. It is critical is to 

ensure that the tools that are being used are in sync 

with the brand image and brand vision. 

For the first time in 2011, the group have recoursed to 

beaming our messages on the best in class, high coverage 

digital media; for example reuters.com, bloomberg.com, 

ft.com, and fortune.com. Globally, we have a series of 

activities that take our brand to an altogether different 

level. For example, our company Novelis’ can recycling 

programme; globally, Novelis recycles nearly 36 billion 

aluminium beverage cans, rendering it the world’s largest 

can recycler. The energy saved from one recycled 

aluminium can will operate a TV set for three hours and is 

the equivalent to half a can of gasoline. This is not only an 

awesome environmental conservation effort, but leverages 

our image as an environmentally sensitive group. 

Environmentconservationandsustainabledevelopment 

are always on our radar. Social and environmental 

practices in our group entail the simultaneous creation 

of economic, environmental, and social value, and taking 

these practices far beyond compliance. Over the last 

decade, these measures have been institutionalized. 

Consequently, these are integrated into our business 

strategies and in our endeavours to foster inclusive growth 

as well. 

We have purposefully aligned with the best-in-class 

brand-building/enhancing programmes. These include 

the setting up of the Aditya Birla India Centre at the 

London Business School. Its genesis can be traced to 

the proud Indian who found that though in India excellent 

management case studies existed, these never made it to 

the top business schools. To spawn them, our chairman 

set up this centre with the late Prof. Sumantro Ghoshal as 

its first director. Likewise, thirteen years ago, to build the 

Aditya Birla brand at premier institutes, we instituted the 

Aditya Birla Scholarship Programme at select IIMs, IITs, 

and BITS, Pilani. Today, with 200 scholars on our roster, 

the scholarships have become aspirational, and students 



who are named Aditya Birla scholars say that it is the pull 

factor in their placements, both in India and globally. 

Many case studies on our group have been published. 

To cite just a few of these in the last one year—Harvard 

Business Review (How Emerging Giants Are Rewriting 

The Rules of M&A, by Prof. Nirmalya Kumar), in books 

prescribed for MBA students on the world map—for 

example, Prof. Bob De Wit and Ron Meyer's book titled 

Strategy—Process, Content, Context, an International 

Perspective, Aditya Birla Group—The Indian Multinational 

by Prof. Ashok Som, Associate Dean, ESSEC Business 

School, Paris. Prof. Pritam Singh and Asha Bhandarker’s 

book titled In Search of Change Maestros, a fifty pager 

on Kumar Mangalam Birla, Prof. Robert H. Rosen’s Just 

Enough Anxiety—The Hidden Driver of Business Success, 

a chapter on Kumar Mangalam Birla. 

Through the Aditya Birla Centre for Community 

Initiatives and Rural Development, our team of 250 

people reaches out to 3000 villages, making a qualitative 

difference to the lives of seven million people, with 

annual spends that exceed $30 million, running over 

forty schools and sixteen hospitals. Our focus areas in 

India are healthcare, education, sustainable livelihood, 

infrastructure, and espousing sociai reform. In line with 

our commitment to sustainable development, we have 

partnered with the Columbia University in establishing the 

Columbia Global Centre’s Earth Institute in Mumbai. To 

embed corporate social responsibility (CSR) as a way of 

life in the organization, we have set up the FICCI-Aditya 

Birla CSR Centre for Excellence, in Delhi. Likewise, we are 

engaged in community projects that impact people’s lives 

in Egypt, Asia, North America, and in all places where we 

have a major presence. However, our companies choose 

the cause that they wish to identify with, depending on the 

needs of the local population. 

The consistency of our communication has ensured 

that there is no disconnect between the internal brand 

enhancing/bonding piece and the external image or 

messages that we beam. In sum, enhancing the Aditya Birla 

brand in India and taking it to the world is fixated on three 

major touch points. The three sides of our brand triangle 

are fostering a meritocracy based on competency and 

values that is so enduring to our people within, delivering 

superior value to our customers, shareholders, and other 
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stakeholders, and transcending the conventional barriers 

of business to reach out to the underprivileged sections of 

society in an effort to facilitate inclusive growth, 

Today, the group is among India’s most respected and 

admired companies. One believes that monitoring is very 

vital. After all, what gets measured gets done. 

Conclusion 

There is reason to cheer as the stakeholders regard 

Aditya Birla as: 

e aglobal organization (taking India to the world) 

e agroup that has embraced diversity with a significant 

absence of monolithic thinking (forty nationalities) 

e professionally managed, with an excellent team at the 

top, led by a dynamic chairman—the best face of the 

group 

e agreat employer 

e a group with the following most associated values— 

integrity, trustwortnyness, followed by established, 

global, and future focused 

e agroup whose products create a bouquet of benefits. 

They have customized the value chain, escalated 

innovation, exuded top quality, and delivered a great 

experience 

e a group whose investor relations are a benchmark. 

The group's pace of growth seems to defy exhaustion. 

They are making good profits and are extremely 

focused 

And each of these statements is a true reflection of 

our group’s character. In 1995, we reported revenues of 

$2 billion with ten nationalities and operations in eight 

countries. In these fifteen years, we have grown fifteen 

times with revenues nearly $30 billion. Today, our group 

spans twenty-seven countries, employing people of over 

forty nationalities, and has bench strength of 1,30,600 

committed workforce. Of these, women account for 17 per 

cent of the managerial and supervisory cadre. We have 

been voted among the best women-friendly workplaces. 

Together, all these help us fly our group flag higher and higher. 

Though the temptation to wear the cat-that-ate-the- 

canary smile is lurking, one of the greatest lessons we 

have learnt in our group is that complacency is death. So 

collectively, the push to take our Aditya Birla brand to an 
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