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“ Brand positioning Is an attempt to create and maintain a unique representation of the brand in customer’s mind, a representation that is expected to stimulate choice of that brand” (Roister, 2005, p. 42). Positioning, in fact, refers to how customers think about different brands in a market. Through brand positioning a company attempts to build a sustainable competitive advantage on product attributes in the consumer’s mind. Nevertheless, developing a successful positioning strategy is not easy. 
Positioning products In a complex market can be one of a company’s most difficult sections (Gal., 2003, p. 30). Brand positioning Is the first stage of Marco’s planning. “ Before the manager can make a reasonable decision about where the brand should be headed via its Marco’s, the manager first has to decide – to change, if necessary, or to shore up and reconfirm – the brand’s positioning” (Roister, 2005, p. 32). The three-level procedure for positioning, presented by Rosette and Bellman (2005, p. 42), contains T-C-B positioning model, I-D-U benefit analysis and a-b-e benefit claim model. 
The positioning model requires managerial decisions on three factors ; Target Customer (T) for the brand, Category Need (C) into which the brand should be positioned and Key Benefit (B) which will be offered by the brand. In order to correctly determine the category need, benefits sought and the purchase decision process, managers have to rely on a customer research. The most useful types of research are Individual depth Interviews and Marco’s Situation Audit (Rosette, 2005, p. 44). The Target Customer decision answers the question “ Who Is the brand for? , and it has to be defined for different types of customer, known as stakeholders. However, the most important is the decision on End-customer target for brand positioning, and it should be defined as broadly as possible, including all current and potential users of the brand. Category Need (C) is another positioning decision, and it aims to answer the question “ What is the brand? “. It is essential that the Category Need Is Identified and described In customer language and from customer’s point of view. 
The Key Benefit (B) decision Is the third factor In the brand’s positioning, and It includes several sub-decisions. Firstly, managers have to decide between central, fractionated and central me-too benefit positioning within the category. Secondly, the decision on the emphasized benefit type has to be made. The benefit to be emphasized, or the Key Benefit, can be instinctual, archetypal, emotional or rational. Finally, managers must decide on entry-ticket benefits that have to be mentioned, and any Inferior benefits, which should be traded off or omitted In the marketing communications. 
Key Benefit (B) selection for the T-C-B brand positioning decision is accomplished by conducting an I-D-LLC Benefit Analysis of competing brands in the category. The anger has to select the Key Benefit that Is important or motivating to target customers (l), deliverable by the brand (D) and unique to the brand (U) (Rosette, managers have to evaluate the potential of multiple benefits, using multivariate model. Importance or desirability of benefits could be determined by identifying the important customer benefits in a product category, and asking users to rate the desirability of each benefit. 
To find out the Delivery, the same customers who provided the importance ratings could be asked to rate how well each competing brand delivers on each of the important benefits. Uniqueness, or differentially period delivery, could be determined by calculating Brand Preference score from l- D-LLC ratings – by multiplying delivery rating of the brand by the importance weight for each benefit and then summing them (Roister, 2005, p. 64). After completing the I-D- U analysis, managers have to choose one of five strategic options for increasing the brand’s market share via Key Benefit positioning. 
These options are: to increase the brand’s perceived delivery on an important benefit; to increase the perceived importance of a benefit; to decrease a competitor’s perceived delivery; to add a new benefit; and to change the choice rule. The a-b-e benefit claim model is the third, final stage of positioning. This model looks at the structure of benefit claims, and distinguishes between attributes (a), which are ‘ what the brand has” (objectively), benefits (b), which are “ what the customer wants” (subjectively), and emotions (e), which refer to “ what the customer feel”. 
Decisions made in T-C-B positioning model, I-D-U benefit analysis and a-b-e benefit claim model are incorporated in the positioning statement for the brand. In our consultancy report we used T-C-B positioning model to perform the positioning analysis for Mortem insect spray. Keeping in mind that the definition of Target Customer should be broad and include all current and potential users of the brand, the End-customer target for Mortem insect spray was defined as “ Consumers of household insecticide products”. 
Category Need into which Mortem insect spray is to be positioned was defined, from the customer’s point of view, as “ Insect killers”. The benefit to be emphasized, or the Key Benefit, was identified as “ Fast killing of insects”. We decided to adopt central positioning within the category because Mortem is the leading brand in the Australian household insecticide market. Rational approach, or Rational Selling Proposition, which is focused on a functional performance benefit, was used to identify the Key Benefit. 
Since the choice between brands of insect spray is Informational motivated, the rational approach is the best alternative for identifying the Key Benefit. In order to identify the importance or desirability of benefits, we provided a small sample of users of insect spray with a list of benefits, and asked them to rate each of these benefits on a 9-point scale from extremely desirable to extremely undesirable. From their responses we found out that the most important benefits were fast killing, owe price and safety. 
To determine the delivery by each brand we asked the same group of users to rate, on a five point rating scale, how well different brands perform on each of the important benefits. Mortem insect spray scored 4. 5 on fast killing, 1. 5 on price and 5. 0 on safety. Uniqueness was estimated by calculating the Brand Preference score for Mortem insect spray, which was 32. 5, roar% of the Ideal brand perceived delivery on an important benefit – has been selected. We would like to increase the delivery rating on the most important benefit – fast killing, and, also, to lightly increase delivery rating on price. 
Regarding the a-b-e benefit claim model, since Mortem insect spray is an Informational motivated product, we decided to use e-*b (negative emotion -??+ benefit), or Problem-solution benefit chain. People feel annoyed because of the presence of insects in their homes (they have a strong negative emotion), so Mortem will offer them a benefit of fast killing of insects. There are also other models for brand positioning that managers can employ. Perceptual mapping techniques are frequently used to aid managers in making brand positioning decisions (Kohl, 1993, p. 0). 
Perceptual maps could be used to determine where the brand is positioned with the respect to the competitive brands, and to help identify product or service attributes which are important to customers, and which can be used to differentiate one company’s offering from the others in the category. The perceptual mapping delivers a graphic map of the various attributes, locating in space the different brands already in the marketplace with relation to each other and with relation to various attributes uncovered by quantitative surveying of customers and potential customers (Cahill, 1997, p. 01). Amongst arioso techniques of perceptual mapping, the most frequently used are Factor Analysis, Discriminate analysis and Multidimensional Scaling. Factor Analysis is essentially a data reduction technique in which the objective is to represent the original pool of attributes in terms of a smaller number of dimensions or factors (Kohl, 1993, p. 10). After the factors have been identified, the brand’s ratings on these factors are used to position the brands in perceptual space. 
Factor Analysis works best for promotional and communications strategies because it yields more affective dimensions (Gain, 2003, p. 33). Discriminate analysis is also used to reduce the number of attributes to a smaller number of underlying dimensions. However, unlike Factor Analysis, it focuses on attributes which show differences between brands (Kohl’, 1993, p. 1 1). Since it yields more objective dimensions, Discriminate analysis is most often used for new product design. 
Multidimensional Scaling (MEDS) enables managers to map brands spatially, so that the relative positions in the mapped space reflect the degree of perceived similarity between the brands. Respondents are asked to evaluate brands in pairs, Judging the overall similarity of the brands, not individual attributes (Kohl’, 1993, p. 12). The best use of Multidimensional Scaling is in established markets, with numerous brands available to respondents. On the other hand, Gain and Gain (2003) favor another tool, the Product Attributes model, over perceptual mapping techniques. 
Product Attributes model assumes that consumer choice is based on the characteristics (or attributes) of a brand. The consumer’s choice is based on maximizing the level of satisfaction received from the product attributes subject to a budget constraint (Gain, 2003, p. 32). The main strength of this del is the ability to incorporate the impact of price into assessment of brand positioning. Perceptual mapping is useful because it makes easier for people to see and are offered in columns figures or in long verbal descriptions (Cahill, 1997, p. 01). If we used perceptual mapping in our consultancy report it would, enable us to locate different brands in space, and, actually, see what Mortem stands for in relation to the competitors. Nevertheless, this technique has several drawbacks. Firstly, it compares only two, usually most important attributes, while other attributes ate neglected. Secondly, there is no way of representing benefit importance in perceptual maps because the attributes are invariably plotted as though they were of equal importance (Roister, 2005, p. 70). 

https://assignbuster.com/marketing-communication-brand-positioning-assignment/
image1.png




image2.png
Q ASSIGN

BUSTER




