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ABSTRACT

The paper presents the insights regarding theesigdls and innovation strategies in positioningamdbthrough
advertising. Advertising is a medium through whah organization focuses on USPs and benefits obdupt or service
to influence the purchase behavior of the indivisu#t supports to create a positive image of ai@alar brand in the
minds of the customers and prompts them to buystime .The paper focuses on relative reach of briantte market,
with respect to its market share. The researchvea® to analyze the innovative ideas in sustainimgposition of the
brand and to understand the strategies to overdbhengitfalls .Also to know the exclusive need ohsomer to trust a

brand by its advertisement.

The paper offers suggestions on strategies designgmbsitioning a brand through its advertisememtthe
managers who seek to strengthen their brands e@uigin increasingly competitive market place. Alsdicates the
changes that are to be adopted and implementagstaising the position of the brand’s reputatiohe Btudy focuses on
factors like (1) Brand position (2) Advertising &gy (3) most preferred brand by the customerlrfdpvation and

challenges---The research is undertaken with timegstries 1.Consumer Durables 2.FMCG
KEYWORDS: Advertising, Market, Brand Position
INTRODUCTION

Advertisement is considered as a communication mmedd convince the customer to purchase or takeesom
action upon the service or product. Advertisingimedium through which an individual or organizatiughlights the
USPs and benefits of a product or service to imibgethe buying behavior of the individuals. It leetp create a positive

image of a particular brand in the minds of thet@orers and prompts them to buy the same.

The major aim of advertising is to influence thebarying behavior; however, this impact about brenchanged
or strengthened frequently in people’s memoriesmigiges about the brand consist of those assoctattmat are related to
brand name in consumer mind. These brand cognitifloence consideration, evaluation, and finallyrghases.
Advertising is primarily used as a communicatioonlttd get consumers to know about the brand nandeadout the
characteristics of the brand. Advertising stratehguld be consistent with the marketing strategtheffirm. It is used to
increase brand awareness and to position and tepobrands so that consumers are convinced tiegpithduct offerings
correspond to their needs and wants. Advertisingois about selling the skill of your firm, but aliopromoting the
qualities that differentiate your firm from so mamghers. Differentiation is your brand, and adwémg is about

positioning that brand by promoting and communiwatfour firm’s differentiators to a targeted magdiance.
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LITERATURE OF REVIEW

As a promotional strategy, advertising providesagomtool in creating product awareness and carlifie mind
of a potential consumer to take final purchasesieci As advertiser’s primary mission is to reackeptial customers and
influence their awareness, attitudes and buyingtieh Ayanwale et al (2005) conducted researcladwvertisement of
Bournvita, he found as advertising has a majoruérice on consumers’ likeness for Bournvita foochldriThe
advertisement play an important role in positioniridorand is already revealed by many researcli@lden, Steenkamp,
& Batra, 1999) The author examined the emergencerarid positioning in advertising that parallel gp@wth of the
market place. (Droge & Darmon, 1987) The authonhgare the relative effective on brand positionimge authors
compare the relative effectiveness of comparatvelmmparative and product-based/non-product-badeeri@sing in the

implementation of an associative strategy for ctigmbrand positioning
Brand Positioning Through Advertising

The research paper is trying to discuss the chgdierin positioning a brand and how companies atténg a
good market share by accepting the challengesrapteinenting new innovative strategy regardlessheirtinception ,
taking the two industry as an example i.e. consutheables, FMCG. The researchers in the paper teashow how
these two industries is using position driven braddertising to beat the competition. When it conteesreate brand
advertisement campaigns it is important to keemiind about the brand promise, brandposition Pasitg driven brand

advertising is all about brand awareness and dififixting the brand from its competitor.
OBJECTIVES
e To analyze the market position of Consumer Durali®8CG and Service Industry.
e To study how advertisement influence growth andketashare of company.

* The main objective of the research paper to show these industries is using position driven braddeatising

to beat the competition.
Indian Consumer Durable Industry

The consumer durables market is divided into twgnents — consumer electronics, also known as therbr
goods (television, computers, electronic accesspat) and consumer appliances or the white g@adsonditioners,
refrigerators, other household appliances, etck fidsearch throws light on two consumer electrohig®levision and
2.Laptop. In initial years, the sector relied ghean media and advertising for consumer penetnatigberalization of
markets in late 1990's saw the entry of global pfaylike Samsung and LG and a shift in focus towagstbduct

Innovation.

The industry size for consumer durables standssa3® billion . The sector rides and relies ondtae of the
country’s economy. With household incomes in tOpcRies across India expected to grow at 10% dhntide industry
size for consumer durables stands at Rs 350 billidme sector rides and relies on the state ofdltry’s economy. With
household incomes in top 20 cities across Indieeetgul to grow at 10 percent annually over the eégtit years, and
concepts of easy loans, equated monthly installrfieMd) charges, availability of credit, etc., beawmommonplace, the

Indian consumer is likely to spend more on botlitytand luxury consumer goods.
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Television Market in India

The television industry in India has witnessed aggive growth in the last two decades as this medimminates
the other entire available media platform availaddeof now. India is the world's third largest T\anket with close to 138
million TV households next to China and USA. Tesgon is projected to command half of the entert@ninpie in India
by 2015 as it is estimated to grow at a robust%4cimulatively over the next five years, from atireated Rs 306 billion
in 2010 to Rs 602.5 billion by 2015

Television Industry Market Position for the Year 2011 and 2012

Table 1: Market Share of TV Players

Players | Founded | Market Share-Latest
Samsung 1969 28.50%
LG 1958 15.20%
Sony 1946 8.30%
Panasonig 1955 6.80%
Sharp 1912 5.00%
Others - 36.30%

Samsung continues to hold the number one positiotelevision industry for the last two years. Italle to

sustain the market position due to its innovatiakating strategies and by its own unique techri@alures.

In spite of sharp electronics being long time etisk, it is not able to compete with other branesabse of its

less consumer awareness and weak marketing sastegi

Brands like LG, Samsung, Videocon, and Onida, &igki of Igo, have been able to confirm their preseand
during 2011and 2012 their combined market preserae77.5 percent compared to 58.3 percent in 20&@ever, their
absolute numbers have reduced. The segment fosimed- sets is doing the best with a market sha82l gfercent. Along
with the 15 inch and 14 inch sets, this part oftélevision industry has a market share of 99 p#réehe customers are
now looking for LCD TVs instead of the larger onekhe market for flat panel TVs has sold almost @iBion sets and
has grown by 50 percent in 2011 compared to 20h& dategory includes the LCD, plasma, and LED Thfge major
challenge for the conventional TVs is that the flanel TVs is becoming economically viable and thes improving
technologically as well. Increasing levels of awe®s among consumers is also posing some problensd CRT
television sets. . In spite of that the interesfe is that close to 50% of the Indian househbla#e a TV set of their own

and the percentage is constantly rising.
Challenges

TV will continue to be major marketing and ententaent tool long into the future. However, the chiage facing
the industry is what to do in light of decliningmbers and revenue. An earlier report confirms pedaplthe 18-26 age
groups are leaving television in favor of more tiomgine. If the trend continues, it doesn’'t promisethe future of TV’s
advertising revenues. Some television industriegrging to use the online trend in their favorwlll be interesting to see
how much more television programming will becomaikable on the web in real time. Unfortunately sthipproach is
treating the symptoms and not the cause of theeaodievacuation. The bigger question is that kily the TV industry

will resolve the growing dichotomy presented byngsadvertisement rates and declining viewership.
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Laptop Market in India

The market for laptop in India was growing rapi@dlgd the popularity was driven by the product atiiis.
Though the product was introduced in the Indianketain mid-1990s, the acceptance was rather limatedt was costly
and quite heavy, and it therefore took time fornierket to develop. However, by 2008, it had becamery high-selling
product with reasonably widespread acceptance anfengxecutives and students. The most appealirgues for the
consumers were portability, internet connectivityoaver costs, many inbuilt features that were ailable in standard
desktops, and most importantly, a substantial réoluén the price difference between desktops apdops —the laptop
average prices fell from 55,000 INR in 2007 to 40,0NR in 2008, while the desktop prices only cahogn from INR
22,000 to 20,000.

Laptop Industry Market Position for the Year 2011 and 2012

Table 2: Market Share of Laptop Players

Players | Founded | Latest
Lenovo 1992 17.00
Acer 1976 15.70
HP 1995 15.50
Dell 1984 12.40
HCL 1976 3.40

Others - 36.00

Lenovo managed to hold on to its No.1 position ie second quarter of 2012 and this report attribte
the "Execution of a substantial part of the TamddN Government order, very aggressive price pant$ increased
channel activities." Lenovo's shipment grew 86 petcsupplementing its lead. HP's PC shipment @&wercent, while

that of Dell dipped by 10 percent, as comparethi¢ontumbers the company posted in the second qudr2éxl 1

Going further, Gartner found that the top four nmational brands - Acer, Dell, HP and Lenovo cdnited 56
percent to the market. HCL's posted a flat growitB.@ percent in the quarter. Its market share piedpto 5.6 percent in
the second quarter of 2012. Similarly Toshiba wteehlier had priced its laptops cheaper by almas2R00 (on entry
models) or slightly more than 10%, compared to iofiiayers by offering to consumers processors weat almost 1-2
generations behind in terms of latest technologgwNt has also stepped up and is offering the fatesfiguration at

competitive prices. This move has helped it gainkeftashare in an uncertain market.

Overall the laptop market in India also shrunk saqially in the last quarter to 970,000 units fra3 million
units, but the outlook is still better than othearkets. "Performance in the current quarter is nhetter than estimates
and the outlook is good too," said Rajendran. Reffirst time, Chinese personal computer maker {er@as cornered the
largest share in the overall Indian PC market, takémg Dell and Hewlett Packard (HP), accordingléda from market
researcher IDC. With the top spot switching amonB, HDell and Lenovo, Indian PC market is witnesshigh
competition, especially as the PC penetration ieeextremely low and hardware makers sense a lemg-opportunity.
Lenovo's push to the top was aided by a large drder the Tamil Nadu government to supple freedpptto graduating
school children - a promise made during last yesidte assembly elections. A few months ago, T&ladu announced

procurement of 9 lakh laptops at about 14,000 aepieenovo, along with HCL Info systems and Acexd bbagged the
contract.
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Coming out of a slump, the Indian PC market grev@@in the first quarter of the year as a revivatémsumer
sentiment backed by strong sales in semi-urbars gmeshed sales upwards."Everyone is making a hodgei Tamil Nadu
deal,” said Menon. Though sequential growth of%.% encouraging, a year-on-year growth of 3.5%asenough, feel
PC makers."Comparatively, emerging markets are igigpw/5-16%," said Amar Babu, Managing Director, dea India.

Going by the low PC penetration level, India shagdow much faster and consumer buying needs tqgsaid Babu.
Challenges

Competitors have more attractive substitute pradumbd Technological shift as a result of research &
development; Daily new technologies are emergirige Business challenge is to scale up profitablytaadckey marketing
challenge is to increase the market share in ayhiggmpetitive market within the inherent consttaiof being an Indian
value-for-money brand. With thousands of brandsathpeting for the same pool of market and prospelitferentiation
is one of the most important ways to gain recognitand build brand awareness. Communicating yauor'si unique
characteristics, expertise, strengths and succéssesarge number of prospects can be achievedighr advertisement.
The race to provide inexpensive laptops to the wextputer consumer group is on. The digital wosldhdw reaching
beyond relatively affluent "westernized" consumarsl looking for innovative ways to provide low-cdaptops to
emerging markets and the developing world, esgdgaihildren. The industry estimates this potentialv consumer group
at $1 billion.

Trade Positions

Only 30-40% consumers decide brand before visitiegler counter. Dealer influence balance consutoege

for particular brand. Hence, trade promotions anmg vmportant tool in durables.
Role of Advertising in Consumer Durables

The retailer through various ways of advertisinmgyes hard to promote his brand amongst the mdesdisem to
visit the store more often. Advertisements attrthet customers into the store. They act as a catalybringing the
customers to the stores. The advertisement muesttefly communicate the right message and clickhencustomers. It

should be a visual treat and appeal the end-users.

With globalization penetrating every sphere of bues today, it is not surprising that advertisimgindia too
undergone tremendous growth over the past decdae3T-second slot between TV shows is a largelgteavspace for
most advertising companies today. Indian televisimwers are very much influenced by visual ads pridt ads, thus
expanding the product consumer base. Mumbai coegiba be the major advertising hub of this courfiy.no doubt that

Advertisement influences the brand position in comsr durables as well.
FMCG (Fast Moving Consumer Goods)
INTRODUCTION

Fast- moving consumer goods (FMCG) or consumergigetk goods (CPG) are products that are sold quésidy
at relatively low cost. Examples include non-dueagbods such as soft drinks, toiletries, and gsoitems. Though the
absolute profit made on FMCG products is relativahall, they generally sell in large quantitiestts® cumulative profit
on such products can be substantial. The term FM€f8éss to that retail that are generally replagefllly used up over a

short period of days, weeks, or months and wittmi@ gear. This contrasts with durable goods or mapmliances, such as
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kitchen appliances, which are generally replacest aweriod of several years.

Table 3: The Following are the Main Characteristicsof FMCGS

From The Consumer’s Perspective; From The Marketer's Angle:

Frequent purchase High volumes
Low Involvement Low contribution margins
Low Price Extensive distribution networks

High stock turnover

Food and Beverages

F&B is a common abbreviation in the United Stated eommon wealth countries including Hong Kong. Fi&B
typically the widely accepted abbreviation for “foand Beverage”, which is the sector/industry gcializes in the
conceptualization, the making of and delivery adde. The largest section of F&B employees are $tareants, hotels,

resorts, and casinos

Table 4: Market Share of Food and Beverage Players

Market Share | Founded | Latest
Britannia 1892 34
Parle 1929 35
Sun feast 1910 10.6
Surya foods 1992 2.2
Cadbury 1824 1.3
Horlicks 1873 0.7
Others 16.2

The following trends are driving growth in the ladiFood & Beverage industry:
e Rising incomes
* Urbanization
» Diet diversification
*  Globalization
* Meal portions & timings
* Health consciousness
Challenges

Ranging from the need for continuous innovatiorpdnhding distribution channels. To be competitivexpanies
will need to move from specialized distribution ohals such as health clubs, online shopping, tosntamsumer
marketing in supermarkets and convenience storesip@nies will need to constantly innovative to ntbet consumers

growing demand for the latest and most effectiggadients’.
CONCLUSIONS

Product positioning and price will be key for maaxttires of products as they expand their consuass from
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the traditional users to recreational and lifestyders. Customized solutions are essentials andfa@ares must focus on
health benefits. Affordability is still crucial tmarket expansion as these products are considere@ssential by most

consumers.
Personal Care

Personal care is the industry which manufacturesswmer products used in personal hygiene and for

beautification.
Table 5

Market Share Founded | Latest
ITC 1910 26
HUL 1932 20.5
P&G 1837 19.4
Amway 1959 11.35
J&J 1886 8.6
Colgate Palmolive Itd 1806 3.43
Others 10.72

Few factors that will drive growth in this sector:
» Increasing rate of urbanization, expected to sgemgaowth in coming year.
* Rise in disposable incomes, resulting in premiuants having faster growth and deeper penetration.

* Innovative and stronger channels of distributiontiie rural segment, leading to deeper penetratitm this

segment.

» Investments in stock markets of FMCG companies whie expected to grow constantly.
Personal Care Industry Meets Challenges For

Increasing rate of inflation, which is likely toae to higher cost of raw materials. The standatidizaof
packaging norms that is likely to be implementedh®sy Government is expected to increase cost adrbges, edible oil,
detergent, flour, salt, and mineral water. Steadi#yng fuel costs, leading to increased distribitcosts. The present
slowdown in the economy may lower demand of FMC@dpcts particularly in the premium sector, leadiogeduced
volumes. The declining value of rupee against oth@rencies may reduce margins of many companie€chgate,
Dabur etc. This sector will continue to see groadlit depends on an ever-increasing internal méoketonsumption, and
demand for these goods remains move or less canstaspective of recession or inflation. Hencis thector will grow,
though it may not be a smooth growth path, dudéopresent world-wide economic slowdown, risindaitidn and fall of

the rupee. This sector will see good growth inltimgy run and hiring will continue to remain robust.
CONCLUSIONS

The Indian market consist of small, medium anddairgdustry all competing for the same pool of diéeand
prospects, differentiation is one of the most int@otr ways to gain recognition and build brand aweass. Advertising
deliver company message to the targeted audiendetha frequency and repetition of advertisementroake companies

brand position in customer mind. Advertising isiavestment in growth, generating opportunities,iffmsng a brand and
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reaching thousands of potential clients. Takingtibeefit of advertisement, company can make itstemce for long time.

The top companies in Consumer Durables and FMG@Eapting dynamic marketing strategy and acceptiegchallenges

for modern business so they are able to sustaitsrgpsition in Indian industry.

REFERENCES

1. Arens, W.; Bovée, C. (2005), Contemporary AdvemgsiMc-GrawHill Irwin, ISBN 0072964723, Burr Ridge.

2. Alden, D. L., Steenkamp, J.-B. E. M., & Batra, R999). Brand Positioning Through Advertising in &sNorth
America, and Europe: The Role of Global Consumdtu@ai Journal of Marketing, 63(1), 75.

3. Droge, C., & Darmon, R. Y. (1987). Associative Riosing Strategies through Comparative Advertising:
Attribute versus Overall Similarity Approaches. dwal of Marketing Research, 24(4), 377.

4. http://www.cci.in/upload/Connect/file/FileSZF[REGWY420-%20Mar%202010%20connect.pdf

5. http://lwww.dishtv.in/Library/Images/ChairmansStatmnpdf

6. http://adg.stanford.edu/aa241/intro/airlineindugtiml

7. http://info.shine.com/Article/Telecom/Telecom-inthysoverview/4175/cid183.aspx

8. http://timesofindia.indiatimes.com/topic/Laptop-rkat-in-India

9. http://business.mapsofindia.com/top-brands-inddp. html

10. http://www.business-standard.com/india/news/ingiarnarket-expected-to-grow-8-in-2012-study/472839/

11. www.gartner.com

w
Best Journals

Knowledge to Wisdom

Submit your manucript at editor.bestjournals@gmail.com
Online Submission at http://www.bestjournals.in/submit_paper.php

Index Copernicus Value: 3.0 - Articles can be serb editor.bestjournals@gmail.com



