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This article attempts to analyze how important

is the positioning when it comes to brand building

and how companies failed due to poor position

and also suggests how to build brands sensibly.

WHY BRAND FAIL?
Brands fail due to several reasons. It may be due

to the company’s offerings not relevant to current

market needs, poor communication, positioning,

etc.

Some of the important reasons are discussed

below which could guide the young budding brand

managers to learn from the mistakes committed

by the market players earlier.

1. No USP/JND

2. Irrelevant Product Concepts

3. Poor Timing of Launch of a Product

4. Omission of Cultural Dimensions

5. Benefits of The Brand Not Communicated

Clearly

6. Poor Packing

No USP/JND

The foremost thing a brand manager would think

before launching a brand would be its positioning

strategy. It is the one which helps the brand to

occupy the mind space of the consumers by using

the brand’s Unique Selling Proposition (USP) or

Just Noticeable Difference (JND).

USP or JND help the brand to communicate

its unique attributes and differentiate itself from

the other rival brands in the market.

Lipton’s Noodles “Super Mum” in 1980s failed

in the market as its position didn’t clearly

differentiate itself from the Nestle’s “Maggi”. It

failed not only because of poor positioning strategy

against Maggi but also not able to convince the

consumers that it is a healthy alternative to Indian

meal – Rice and Rohti. How “Maggi” could

succeed? Simple its communication positioned

the brand clearly. Positioning - “2 minutes

Noodles” i.e., it can be prepared in just 2 minutes

and as a good, evening-snack for the children,

which contains proteins and calcium (see Figure

2). As time went on, its positioning changed as

“Taste Bhi – Health Bhi” to convince the growing

health conscious moms who wants to avoid junk

foods to be offered to their kids. See how HUL’

Knorr positioned its noodles “Soupy Noodles”.

Good USP to differentiate its brand from Maggi.

Figure 1: Both Brands Addressing the same issue where USP
is SimilarHence may not result in brand preference

Source: http://instoresnow.walmart.com/enhancedrendercontent_ektid41268.aspx; and
http://rmreview.com.my/2010/05/10/new-colgate-sensitive-pro-relief-recomended-toothpaste/
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Irrelevant Product Concepts

Irrelevant product concepts are also one of the

key reasons for failure of new brands in the market

place. Brooke Bond, a major player in beverages

market in India, attempted to launch different

flavours of coffee in South India. In spite of several

repeated attempts, it failed to succeed. But the

same company could succeed in flavoured tea

offerings.

HUL’s Surf Excel 2005 campaign focused on

the core issue – ‘the water’, which is relevant to

the market. The campaign’s positioning of brand

was “Save 2 buckets of water at every wash”. It
clearly compares how there would be less foam
while washing clothes in Surf Excel compared to
other brands and thus would be in need of less
water to rinse the clothes (see Figure 3). Thus
positioning using USP used to be done in two
dimensions. One to differentiate our brand from
the competing rivals and two clearly states the
benefits of using our brand in the place of others.
This will lead to brand preference in the market.
This was not in the case of Brooke Bond’s

flavoured coffees. Thus, it ended up in failure.

Figure 3: Brand Becomes Relevant to Consumers by Addressing their Core Issues

Source: Youtube.com

Figure 2: HUL's KNORR's Clear USP "Soupy Noodles" Differentiates Itself
from the Market Leader Nestle's Maggi.

Source: http://www.redeneeds.com/index.php?main_page=products_all&disp_order=6&page=106;
http://d-tux.blogspot.com/2011/09/maggi-25-years-of-being-different.html; http://www.afaqs.com/news/story.html?sid=29546

Nestle’s Maggi succeeds in India by continually becoming relevant to the ‘changing Tastes and Preferences’ of the Target Market and
Hindustan Unilever’s Knorr’s clear USP “Soupy Noodles” to differentiate itself from the market leader ‘Maggi’.
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Poor Timing of Launch of a Product

A movie is also a brand which needs proper timing

of launch. If a movie is released during the
Examinations, its chances for making box – office
collection would be low. Say for instance, a movie
released during the school or university
examinations shall not do well in the box office, a
movie released at the time of cricket or football
world cup and so on.  This is just an example to
understand the importance of timing of launch of
a brand, be it a newly launched brand’s positioning
or repositioning of an already existing brand.

During 1980s, a milk based cool drink was
famous in the market, especially in South Indian
market, “SUN FUN”. It was offered in rose, pista
flavours. But due to poor acceptance towards milk
based soft drink, (Gold Spot, Campa-Cola were
dominating the market at that time) it failed in the
market. If it had been launched now, as Indians
are more health conscious, it could have
succeeded. Gold Spot’s positioning was inline
with the teenagers having fun and being modern

“The Zing Thing!” (see Figure 4).

General Motors launched Chevrolet or Chevy
Nova in Latin America; it didn’t do well in the
market. The reason, the language and how it has
been construed in that market. In Latin, ‘NOVA’
means ‘No Go’, which means a car that ‘won’t
go’. A famous story told in every B-School to
explain the importance of cultural dimension
when taking brands global. Immediately, I do
expect a few people to say this story is baseless.
Yes! There is a different story about this which
can be read in following website: http://www.
snopes.com/business/misxlate/nova.asp

Rolls Royce once was seriously considering
naming one of their cars as “Silver Mist”, but when
they found that ‘Mist’ in German language means
‘Manure’, they dropped that idea immediately.

It is not just language, it could even be colours.
Say for instance, Red in India or Asia means
‘Danger’ but in Russia, it also denotes ‘Beautiful’.1

White in India means ‘Peace’; in China it denotes
‘Death’; in USA it represents ‘Purity’. In mid-
eastern countries, blue is viewed as a protective
colour, Paint companies may bank on this to
promote their brands. Hence one need to be
careful while branding across borders where
culture plays a crucial role in the success of a
brand. Assume a person wants to gift an article
to some one in China during a happy occasion
and the packaging is done in white colour, imagine
the embarrassing situation.

Leave foreign markets a side. Let’s take India;
every state has its own language, culture and
values. Hence launching a brand and positioning
it relevant to the consumers is pretty difficult in
India. Have you heard of GITS (Rice Pudding Mix)
Idli mix? (See Figure 5) It does attempt to connect
the brand to the South India Market. Did it
succeed? Check for this brand in your nearest

retail store and you will understand.

Figure 4: Brands that Understand the World
of Target Market Succeeds! Timing

of Launch Important!

Source: Youtube.com

Gold Spot: The Zing Thing!

OMISSION OF CULTURAL
DIMENSIONS
Omission of cultural dimensions while branding and

positioning is one of the biggest blunders the brand

managers do. Culture reflects people’s religious

beliefs, race, social norms and language. Culture

does influence consumer’s brand preference.

1 “Distance Still Matters-The Hard Reality of Global Expansion”, by Pankaj Ghemawat, Harvard Business Review, September 2001,
p. 142.
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But, you may say, “It did its job by being

relevant to the South Indian Market”. Did its USP

was clearly communicated? I would say “no”, as

there were umpteen brands like this in the market.

The brand must clearly say “How it is different

from others” and “what value would it offer on

purchasing it” to the consumer market.

But take the case of Lays Potato chips which

made itself relevant to the market by positioning

it as a side dish in South-Indian foods. Let’s go

back to 1989 Hamara Bajaj campaign where the

scooter was positioned in such a way where it

makes emotional and cultural representation of

South, North, East and West, urban, rural, Hindu,

Muslim, modern lady, modern man, cinema

loving person, grandma (Grandma used to be

part of our family during 1980s and 1990s hence

relevant at that time) and the kids of India. Check

the snapshots of the advertisement and one will

be able to understand the theme “Unity in

Diversity” being beautifully conceptualized and

brought to the screen (See Figure 6). Now how

many brands position itself as a truly national

one? Even if they do, do you feel their positioning

is strong enough like Hamara Bajaj?

Figure 5: Emotional Selling Proposition Alone Won't Do, Unique Selling Proposition Matters!

Source: Youtube.com

GITS Idli Mix: Addressing the South
Indian Culture using the home maker of
South India.

BENEFITS OF THE BRAND NOT
COMMUNICATED CLEARLY
I often see some brands don’t communicate their

benefits clearly.  One must learn from the ad

campaigns of Fevicol on how to communicate

its benefits in short and simple manner. It must

be creative, succinct and crisp.  Remember

1980s Fevicol Campaign “Dham Lagake

Aisha…” (See Figure 7) , where even an elephant

could not separate two pieces of woods which

were pasted together using Fevicol.

In 2011, a cement ad campaign was shown

during a Cricket match, a girl would appear in

Bikini and the campaign ends. What is done here

is to attract as many eyeballs towards the brand

and then what? ‘Nothing’. Nothing was

communicated about the brand.

POOR PACKING
Poor packaging of brands is also found to be one

of the reasons for failure. Today, India is moving

towards organized retailing. Consumers have

freedom of choice. The displays of the retails

stores show several brands on same product
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 Figure 6: Brands Succeed When They get Culturally Connected with the Target Market

Bajaj Auto’s 1989 Hamara Bajaj Campaign,
Culturally Connected

Figure 7: Brand Must Communicate, What it Stands for

Source: Youtube.com

Fevicol: Clear positioning of brand
indicating the strength of the brand
using the Elephant.
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category. It is a cluttered market. “How to first

attract the eye-balls of our prospective

customers?” is the prime issue for marketers and

brand managers. This can be solved by focusing

on attractive packaging and convenience of

carrying the pack.

Surf did this by introducing a pack like carry

bag. Cooking oil brands does this well. But think

of a product / brand which are prohibited in India

to be promoted but can legally be sold. I am talking

about infant foods. Marketing of Infant products

and foods are prohibited by the Government of

India by using ‘Infant Milk Substitute Act’ to prevent

promoting them in India as it discourages breast

feeding among mothers. This is a big challenge

for brands like Cerelac, Farex, etc., but still they

succeed in the market by attractive packaging.

Check the window display of any Medical Shop

and you will see attractively coloured infant food

brands (See Figure 8).

Figure 8: Smart Packaging and Proper Placement at the Point-of-Purchase
Captures the Eye-Balls of the Target Market

Source: 1. Dhara Health: http://agriculture.indiabizclub.com/catalog/518668~ mother+dairy+foods+india+ltd+%28dhara+oil+div%29~mysore
2. Fortune Plus: http://www.fortunecookingoil.com/fortune-plus/sunlite.php; 3. Rice Oil: http://ricelahealth.tradeindia.com/Exporters_Suppliers/

Exporter31126.639112/Rice-Bran-Oil.html; 4. Nestle's Serelac: http://www.baronepharmacy.com.au/baby-care/nestle-cerelac-rice-200g-p-22364.html;
http://www.baronepharmacy.com.au/baby-care/nestle-cerelac-wheat-200g-p-22365.html; 5. Heinz Farex: http://www.baronepharmacy.com.au/baby-

care-c-93.html?v=all; http://www.baronepharmacy.com.au/baby-care-c-93.html?v=all
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CONCLUSION
The above discussed aspects are only the

fundamental reasons for failure of brands in the

markets. My views may or may not be acceptable

by others. Still, above aspects would definitely

provide a learning experience for budding brand

and marketing managers on avoiding pitfalls and

focus more efficiently on positioning of brands in

the mind space of the consumers.
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