
Managing Brand Over Time 

Detailed Explanation: 

 Core Idea: This involves sustaining a brand's value (brand equity) through its 

lifecycle—introduction, growth, maturity, and decline—by adapting to 

economic shifts, consumer changes, and competition. Brand equity includes 

awareness, loyalty, perceived quality, and associations (e.g., trust, prestige). 

 Key Strategies: 

 Consistency: Maintain core values while evolving (e.g., Amul's "Utterly 

Butterly Delicious" tagline since 1966, updated for digital ads but 

retaining fun, topical humor). 

 Monitoring and Adaptation: Use tools like social media analytics, 

customer surveys, and sales data to track perception. Refresh 

packaging or messaging without losing identity (e.g., Dabur's shift to 

eco-friendly packaging for traditional ayurvedic products to appeal to 

urban millennials). 

 Lifecycle Management: In growth/maturity, invest in loyalty 

programs; in decline, innovate subtly (e.g., Parle-G's consistent 

affordability amid inflation, ensuring it remains a household staple for 

80+ years). 

 Challenges in Indian Context: High competition from local/unorganized 

players, economic volatility (e.g., demonetization or COVID-19 impacts), and 

cultural shifts (e.g., from traditional to digital-savvy consumers). Example: 

Maggi's 2015 lead contamination crisis required rebuilding trust through 

rigorous testing and campaigns, taking 6 months to recover 90% market 

share. 

 Outcomes: Strong long-term management leads to premium pricing power 

and customer retention (e.g., Tata's brand as "ethical" across autos, steel, and 

IT). 

 Teaching Tips: Start with Amul's timeline discussion. Assign students to 

analyze a brand's 10-year social media evolution. Use polls: "How has COVID 

changed brand management?" 

Visual Aid: Line chart showing Amul's brand equity progression over decades, highlighting 

consistency and adaptations. 

Grok can make mistakes. Always check original sources. 

 



2. Building Brands in Indian Market 

Detailed Explanation: 

 Core Idea: Creating a strong brand identity by understanding India's diverse 

market—1.4 billion people across urban/rural divides, 22 languages, and 

varying income levels. 

 Key Strategies: 

 Consumer Insights: Focus on value-for-money, cultural relevance, and 

affordability (e.g., HUL's "sachet revolution" for low-income rural 

consumers, packaging small quantities of shampoo like Lifebuoy). 

 Positioning and Differentiation: Carve a niche (e.g., Patanjali's 

"swadeshi" ayurvedic positioning against chemical-based competitors, 

leveraging Baba Ramdev's endorsement). 

 Marketing Mix: Blend digital (e.g., Flipkart's app-based 

personalization) with traditional media (e.g., TV ads during IPL). Use 

regional languages and festivals for relevance. 

 Challenges in Indian Context: Fragmented market (urban youth vs. rural 

elders), counterfeit issues, and digital divide. Example: Jio built its brand in 

2016 by offering free data, disrupting incumbents like Airtel and gaining 100M 

users in months through aggressive pricing and 4G rollout. 

 Outcomes: Successful brands achieve loyalty (e.g., Fevicol's "strong bond" 

slogan resonating culturally, leading to 90% market share in adhesives). 

 Teaching Tips: Discuss Jio's disruption via group debate: "Was it predatory 

pricing?" Show regional ad clips. 

Visual Aid: Pie chart showing key factors in building Indian brands, based on HUL's sachet 

strategy. 

Grok can make mistakes. Always check original sources. 

 

3. Launching a New Brand 

Detailed Explanation: 

 Core Idea: Introducing a brand to market through structured steps to build 

awareness and trial. 

 Key Steps: 



1. Research: Analyze gaps (e.g., boAt identified demand for stylish, affordable 

earphones among Gen Z). 

2. Identity Creation: Develop name, logo, tagline (e.g., boAt's "Sound by Boat" 

emphasizing fun, youthful vibe). 

3. Launch Execution: Multi-channel rollout—digital teasers, influencer partnerships, PR 

(e.g., boAt's Amazon exclusives and celebrity tie-ups). 

4. Post-Launch: Measure via KPIs like trial rates and feedback. 

 Challenges in Indian Context: High entry barriers (e.g., established players 

like Sony), regulatory hurdles (e.g., FSSAI for food brands), and budget 

constraints. Example: Byju's launched as an edtech brand in 2015 with app-

based learning, scaling via teacher endorsements and festive discounts. 

 Outcomes: Successful launches capture market share quickly (e.g., boAt 

reached ₹500 Cr revenue in 3 years). 

 Teaching Tips: Role-play a launch pitch for a hypothetical Indian snack brand. 

Visual Aid: Bar chart outlining launch steps and budget allocation. 

Grok can make mistakes. Always check original sources. 

 

4. Revitalizing Brands 

Detailed Explanation: 

 Core Idea: Reviving declining brands by addressing root causes like outdated 

image or scandals. 

 Key Strategies: 

 Repositioning: Shift target audience (e.g., Thums Up from cola to 

"taste the thunder" for adventure-loving youth). 

 Innovation: New products/packaging (e.g., Britannia's Good Day 

biscuits adding premium variants). 

 Rebranding: Visual/ messaging refresh (e.g., Airtel's 2010 colorful logo 

and "Har Ek Friend Kamina Nikla" campaign). 

 Challenges in Indian Context: Consumer loyalty to traditions, media scrutiny 

(e.g., Maggi's ban led to ₹500 Cr loss; recovery via Nestle's transparency and 

new recipes). Example: Cadbury Dairy Milk revitalized with emotional ads like 

"Kuch Kuch Meetha Hai," tying to Bollywood and festivals. 



 Outcomes: Can restore 70-80% market share (e.g., Maggi back to leadership). 

 Teaching Tips: Analyze Maggi case study with before/after sales data. 

Visual Aid: Line chart showing sales recovery for Maggi post-revitalization. 

Grok can make mistakes. Always check original sources. 

 

5. Branding Strategies 

Detailed Explanation: 

 Core Idea: Comprehensive approaches to create and communicate brand 

value. 

 Key Types: 

 Corporate: Company-wide (e.g., Reliance's "Growth is Life" across Jio, 

Retail). 

 Product: Individual focus (e.g., Lux's beauty association via stars like 

Katrina Kaif). 

 Emotional: Heartstrings (e.g., Tanishq's wedding ads evoking family 

bonds). 

 Digital: SEO, social (e.g., Nykaa's influencer beauty tutorials). 

 Challenges in Indian Context: Cultural diversity requires localization (e.g., 

Amul's girl-topical ads on current events like elections). Example: Coca-Cola's 

"Thanda Matlab Coca-Cola" used regional dialects for mass appeal. 

 Outcomes: Builds loyalty and premium positioning. 

 Teaching Tips: Compare strategies via matrix discussion. 

Visual Aid: Bar chart comparing branding strategy effectiveness in India. 

Grok can make mistakes. Always check original sources. 

 

6. Brand Extension Strategies 

Detailed Explanation: 

 Core Idea: Leveraging existing equity for new products to reduce launch risks. 

 Key Types: 

 Line Extension: Variants (e.g., Amul milk to flavored milk/ice cream). 



 Category Extension: New categories (e.g., ITC from cigarettes to 

Aashirvaad atta via trust in quality). 

 Challenges in Indian Context: Risk of dilution if mismatched (e.g., Colgate's 

failed toothpaste-to-kitchen cleanser). Example: Tata's extension from salt to 

tea/coffee succeeded due to "Tata Quality" halo. 

 Outcomes: Can boost revenue 20-30% (e.g., ITC's FMCG growth). 

 Teaching Tips: Brainstorm extensions for student-chosen brands. 

Visual Aid: Pie chart showing extension types and success rates. 

Grok can make mistakes. Always check original sources. 

 

7. Brand Portfolio Management 

Detailed Explanation: 

 Core Idea: Overseeing multiple brands to optimize resources and coverage. 

 Key Strategies: 

 Differentiation: Avoid cannibalization (e.g., HUL's Surf Excel premium 

vs. Rin value detergent). 

 Rationalization: Phase out weak brands; invest in stars. 

 Synergy: Cross-leverage (e.g., Reliance Jio telecom boosting JioMart e-

grocery). 

 Challenges in Indian Context: Diverse segments (e.g., Marico's Saffola 

premium oils vs. Parachute mass hair oil). Example: Unilever's portfolio 

balances 30+ brands for full market coverage. 

 Outcomes: Maximizes ROI and market share. 

 Teaching Tips: Use BCG Matrix exercise on HUL portfolio. 

Visual Aid: Bar chart showing portfolio brand performance. 

Grok can make mistakes. Always check original sources. 

 

8. Managing Brands Across Geographical Borders 

Detailed Explanation: 

 Core Idea: Balancing global consistency with local adaptation (glocalization). 



 Key Strategies: 

 Standardization: Core identity (e.g., Apple's design worldwide). 

 Localization: Tailor offerings (e.g., McDonald's McAloo Tikki and no-

beef menu for India). 

 Challenges in Indian Context: Cultural taboos, regulations (e.g., FDI rules), 

and competition from locals. Example: Domino's adapted with spicy paneer 

pizzas and localized delivery during monsoons. 

 Outcomes: Global brands gain 20-50% market penetration (e.g., Starbucks' 

chai lattes for India). 

 Teaching Tips: Debate: "Global vs. Local" with Domino's case. 

Visual Aid: Pie chart showing global vs. local strategy balance. 

Grok can make mistakes. Always check original sources. 

 

Overall Teaching Approach 

 Module Structure: 45 mins explanation + 15 mins visual aid discussion + 30 

mins case study/group work + 15 mins Q&A per section. 

 Engagement Tools: Indian videos (e.g., Amul ads), guest speakers from brands 

like HUL, assignments on analyzing a brand's strategy. 

 


