MARKETING PITFALLS: HOW TO AVOID
THEM AND NURTURE YOUR BRAND

NOW THAT CONSUMERS HAVE EVOLVED, IT'S GETTING MORE AND MORE DIFFICULT TO
SUSTAIN A BRAND, HERE'S WHAT MARKETERS SHOULD BE DOING
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“Customers
are perceptive
about the
messages

that brands
are giving
them. Any
inconsistency
in the
marketing mix
arouses doubts”

ven with the best efforts, brandsz

land up in situations which are

not best for them. Airlines did

not intend to be in the red. Po-
litical idenlogies are not formed to be
overthrown, movies are not made to fail
at the box office, and iconic individuals
don't intent to fall from grace. Most of
us believe that our brands are infallible,
emplayee cynicism apart. Some brands
tread a seemungly successful path vel
fail in the marketplace, In the vear
2010, it 18 estimated that over 67% of
the products launched globally in five
key industries — consumer electronics,
non-durables, banking and I'T have
Failed to achieve the estimated level of
financial success.

How did this happen? The best of
minds coupled with the preatest vin-
tage of pu[_lph.:, most effective tools
and methodologies seem 1o fall. When
movies expected to be blockbusters
fail, everyone seems to ask — did the
film-maker not s¢e the obvious? In
retrospect, everything is obvious and
‘should’ have been intuitive, Why was
this net seen before the event oc-
curred or a campaign launched?

Is there a risk mitgation plan which
brands can formulate so that they do
not paint a dirty picture in the future?
Possibly, A study of successful as well
as failed brands throws up some pat-
terns that brands could identify and
avoid.

Being too functional/ tactical: In an
effort to up the ante on value delivery,
brands can make the mistake of being
too tactical or reactive, The messag-
ing eould almost be like that of a ham-
mier, which save my brand can strike
and strike very hard if you want, at
anything. What is wrong with that?
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Are we not supposed to be selling a
benefit anvway. True, but an over-re-
peated and mindless effort to drive
home an attractive but narrow func-
tionality can be counterproductive,
Functionalities of a brand should go
hand in hand with the emotional ben-
efits it can offer. An emotional connect
fortifies a long-term connection with
customers. Not just that, but future
roadmaps for the product are also es-
tablished with an emotional connect,
serving as a bond even when the cur-
rent functionality is no more a differ-
entiator. Compare Apple with other
hardware brands, Most other brands
focus on cost, technological superior-
ity, while Apple focuzes on design that
dazzles customers. Therefore the
market has segmented itself as Apple
and Others. Does anyone check iFad
2’s specifications? No. Because in the
customers’ minds it is above com-
parison and scrutiny, reflecting a
strong bond of trust that the brand
has built with the customers.

Keeping the brand caged up for
too long: In a typical brand journey,
there is a phase of maturity. At this
stage, the brand secks to extend, di-
versify into variants, acquire other
brands ete. There are two crucial
questions in the brand managers’
minds at this stage:

1.5hould the brand seek further
growth?

2. At what stage should the brand ex-
pand to seek new horizons?
These are tough ones to answer!

Some brands seek to stay put, con-

vineed that there is no need for the

extra effort to grow or that any such
attempt is inherently nsky, This move
might lock up the brand for a signifi-



cantly longer period of time beyond
what the conscience keepers of the
brand envisaped. Conzider the Indian
Raibways, For the last 20 years, the
largest emplover in the world has not
expanded beyond being a brand which
transports people and goods. Why
can't the Rathways recast itself into a
great services brand? The vacation
and leisure market in India has ex-
panded 17 times in the last 10 years.
Why is Indian Railways not seeking to
be the best holidays brand given it's
omnipresence cross the country and
access to all the tourism development
departments? Guess the answer o
this 1s that the brand managers of In-
dian Railway have caged up the brand
and locked it into a corner by saying
“we are Indian Railways and we will
have metal coaches running an metal
tracks.”

Trap of mundane products: (sreat
hrands grow by earning revenues and
profits from newer products which take
current foolprints to newer opportuni-
ties. But some brands, very curiously,
seem to prefer launching products in
saturated markets, Une obvious reason
for this is that matured markets offer
stability and predictability and the
‘guaranteed’ 3% growth. But this can
affect the brand’s body language sig-
nificantly, For instance, LGz, 8 manu-
facturer of electronic consumer dura-
bles launched a seriez of products in
the consumer goods market, while 1ts
competitor Samsung was working on
innovating L.CD TVs and next genera-
tion tablets. Why was LG trying to
chase product hnes which were facing
saturations for more than two decades?
Does LG have the brand equity in the
Indian market to be able to success-
fully market these products? Not sure,

Not investing in innovation: This
is linked to the pitfall mentioned
above, When brands cannot or have
not invested in innovation, they gravi-
tate to playing the price game, con-
stantly slashing the prices of their
products. Discounts, freebies and
constant price=led promotions only
convey to the consumers — "1 am
cheap”. A case in point 15 the Indian
mobile telephone market. While

Google is thriving becausa U continuad
to create relevant apps around its search
engine instead of just isolating itsell to
the core business

brands like Samsung and Nokia were
investing in innovating on the prod-
uet, miest domestic brands were fo-
cusing on reducing the cost and
thereby the price of their offerings.
While the temptation to tap into the
sub-Rs. 3000 market is obvious, a pomt
to ponder will be — where does the
brand create a surplus to add new fea-
tures, new designs? An enhanced fea-
ture today is o must-have tomorrow.
Touch screen phones are typical ex-
amples of this.

Following competition: Industry
benchmarking is good as long it helps
contextushse business performance.
But a feature by feature comparison
and consequent 'reverse’ engineering
efforts, are nothing but blindly follow-
ing the competition, Very rarely, can-a
brand exactly repheate what works for
another brand. Each brand has its
unique DNA which can rarely be cop-
ied. Secondly, even if this is achieved,
customers rarely embrace followers,
In the Indian I'T industry, Infosys al-
ways positioned itself as an industry
leader, pioneering path breaking cor-
porate gOVernance measures, urnigue
emplovee engagement activities and
purposeful PR. The clear advantage
for Infosvs was its ability to always
command a price premium over the
competition,

Mot taking feedback: This is a death

knell for brands when they fail to liz-
ten to stakeholders — customers, ex-
perts, researchers, sales foree, @ af.
More often than not, these serve as
excellent signposts which success-
fully steer the brand ship. Ohvereonfi-
dent brand managers fail to listen to
the pulse of the customers often cre-
ating products which are mere con-
cepts and manifestations of their
whims rather than any strong cus-
tomer need. At a time when many
brands are ahead of the curve by co-
ereating with customers, some brands
still refuse to seek feedback from their
patrons. As per the American Society
of Market Research, concepl previcws
and subsequent product modifica-
tions, have lead to savings of over $25
billion between 2005 and 2009 by way
of avoiding wrong product launches.

Inconsistencies in the mix; Cus-
tomers are perceptive about the mes-
sages that brands are giving them all
the time. Merchandising, sdvertising,
customer service, after sales support,
company’'s attitudes, pricing, dis-
counts, reaction to changes in the en-
vironment are all vital ingredients of
the mix, Any inconsistency in the mar-
keting mix arouses doubts and can
undo all the good work done i buld-
ing the brand till then. A case in point
15 Kangfisher Airlines. Starting us a
premium carrier, Kingfisher acquired
Air Decean, a discount archne, The
brand integration was messy. Passen-
gers did not know which of the two
gervices they were paying for and us-
ing. The quality of services deterio-
rated from fantastic to awful. Result:
The once Hourishing brand s cur-
rently battling bankruptey.

Avoiding these pitfalls is not casy.
Amidst pressure to mamiain growth,
profitability and a need to react fast to
eompetitors, brand managers tend 1o
act in haste ignoring warning posts,
Stung by these barbs, the brand’s pic-
ture can become dirty. The costs of
the failure of brands can be huge
sometimes inflicting damages from
which the company might never re-
cover. But these signposts are worth
bemg around! R
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