Brand Poioning o s oo l:nmpames

1 Brand posltlonmg

' Brand posmonmg is
to' specify “the niche in’

which the brand deﬁne$ '-
itself "as” occupying in”

the competitive envi-
rontnent.” The pcsztlon
ing is focused’on target

consumers and changes

their awareness about

the ‘brand. Brand posi-

tioning should be proper
to the brand real:ty, en-
couraging

and staff, different from -
cOmpetll,ors and SUT‘\-"IV—
mg in 3 to 5 years

When a new ‘brand’

appears in the market
the consumer gets ac-

quainted w1th it andl
starts co'llectmg infor-
mation about it. On the_

basis of thls 111f0rmat10n
the. consumer creates an

opmlpn of the hrand__

and establishes. a brand
image. For a stable mar-
ket position of a brand, ..

consumer awareness of
the new. brand on, the .
market is not sufficient;
The consumer must pre-

fer a brand and have a

positive assessment of it .

as well as considering it -
in ‘its purchasing: deci-

sions:’ The target iposi-'
tion 'means deciding on '

the target image of a
brand and how the‘-cbn-

sumers should compare

it to'‘other coxhpetltiVe
bfands OI%h

CIfa brand is: faﬂuhar
to the consumer it does

not mean that, it is also.

24 EDR

i ;a poss1ble a.lternatwe

-for . .the . consumer’s
nized) brands_ the con-,
sumer may have a nega-. .

tive, . reaction . and..

i ~therefore have no inten-

. tion of using them. The
_consumer is jalso famil-

\iar with neutral brands,;
which are unimportant
- to him, or about which

_he, does not have the

1 sufficient information to
consumers'’ cient information to

iconsider purchasing
.~ them. i :
What do the results
of brand positioning re-
search show? -

-The market pos1t1on

. of a brand shows where
a 'specific brand 'is lo-.-
cated. It also shows the:

relationship to: competi- -
“tive brands. We can de-
(términe - the
‘position of a brand on .

“the 'basis of the answer:

“to ‘the following: four
questmns

"Why (which: beneﬁts !

and " ‘advantages' does
the new brand bring to
“‘the ‘consumer),

‘When (determ11iing'

the ' opportunities for

“which the brand 18 most _

“suitable).”

For whom (it 1s” about'

- the determmatlon of the

‘consumer of a b‘rand or feeling-based

'target grourj)

‘termhining ' the

s competmve brands)

‘There ' are = many

brand posmomng strat- '

egies and éach one has:

chowes To some {neceg—, i
feqttue and, pmperty .
. This strategy focuses on

market

“'Against” whom (de-
‘ain -

and
of Srrategy baséd on,
_using the brand prop-

Lerty to increase the con-.
,sumer’s . awareness

. about. the h'rand

o Stmtegy of prbd

uct'beneﬁt This, posi-

_tioning . strategy | s
based on benefits to de-
scribe and answer bene-
fits - which. consumers
are concerned about.

- = Strategy of pr oblém-—r
solution:: This strategy
. defines,

, solutions

problems which .

~want., .
Strategy of competz

«for, ..
con-
sumers do not and do

cand

(R brand
t.r.on This strategy de-_i( oma: brand, Hoang

pends on the competi-,

tor’s strategy to posmon i

~the . brand;

it is  also

called the  strategy - of.

creatuuty

-Str ategy based on .

tprget consumers: . The
- .company identifies tar-
_get, consumers to posi-

tlon the brand for them." ' *

2 Brandrposmomng of
instant noodles

Some _companies pu-v

sltmn their. brands by .

increasing | .consumers’

ness -with famous: per-
sons’ eommitments and

supports, for example; .
i 1the
- friendliness; high class

~~home - feeling,

vof - Knorr: “brand® (the:

- family -of singers Thu

aware- .

. make:

tioning;
‘A-one means high qual-

_brand

by BUI VAN QUANG

N Phucng and Huy MC) or
. the experience of excel-
lent. flavor, high trust-

worthiness  of . Unif
brand (with presence of

famous; cook. Yan) or
. Thai, Tom Yum noodle
‘flavor of Vina =Ace cook
. brand ‘through features

of Thai culture and peo-

i pleu

. Compames a}.so posy
tion . the brand: with
their pack designs to
difference ' in
brand:and high quality,
for example, high-class

“silver pack (A-one); yel-

low pack (Knorr); glossy
pack (Vua Bép brand of
Unif } or specw_l large
- luxurious ' pack

Gia of Vifon Company).

~Some o companies
have different proper-
ties-in their brand posi-
for' ‘example,

ity, ¢ Vifon © and
Vina-acecook ' renova-
tion and diverse flavor
or . Unif  trustworthi-
ness....On the contrary,
most of leading compa-
nies in the instant noo-

dle mdustry including

Miliket, Vo  Huong,

Colusa, and other, busi-

nesses have not pald full
attention to their brand

building and said OK to

their - law and . medlum
. positioning,
Their  products, and
packs. are not special.
These trademarks haye



created awareness to or-
dinary consumers,
found it hard to be sold
for high prices and pro-
duced low profits.

- The low brand posi-
tioning will cause trou-
bles to businesses as fol-
lows:

+ Prices of all
goods tend to rise due to
recent hike in petro-
leum price so the selec-
tion of low prices is not
stable and the pressure
of increasing prices is
very large.

+ The price of
cheap goods will be
hardly enhanced and
these goods hardly en-
ter the distribution sys-
tem, this causes wastes
in the long-term build-
ing of trademarks.

+ When the busi-
ness wants to raise
prices, it must adjust its
brand strategy and
spend more money.

3. Measures to posi-
tion the brand

Domestic businesses
are required to reposi-
tion their brand. This
task is implemented on
the basis of analyzing

the situation of consum-
ers, competitors, and
current trademarks.
The brand positioning
is carried out regularly
by understanding con-
sumers thoroughly. The
company could apply
the following strategies
of brand positioning:

Improving product
features and properties:
Businesses should di-
versify the product in-
gredients, increase ben-
efits such as vegetable,
ground meat, spices..or
use various materials
including cereals, spiced
rice flour, instant soup.

Increasing  product
benefits: In addition to
delicious flavor, nutri-
tion, more vegeta-
ble..the business should
pump more benefits into
the product, for exam-
ple, inserting more vita-
min A, D, E... calcium, or
necessary minerals.
These benefits must be
advertised to consumers
through marketing or
highlight signs on
packs.

Positioning based on
competition: The busi-

ness chooses some prod-
ucts which are sold like
hot cakes for low, me-
dium, and high prices to
learn their segments.

.Through comparison, it

will understand its limi-
tations in ingredients
concerning the product
quality. It will therefore
focus on seeking the for-
mula to churn out better
products. Its tests are
implemented inside and
outside the company to
assess new products and
competitor’s ones in
physical features and
price  acceptability.
Based on consumers’
evaluation, acceptable
and competitive prices,
the company will rectify
and building its brand
positioning effectively.

Combining with
other  methods: the
change in brand posi-
tioning also depends. on
combination of concur-
rent methods such as
trademark  designing,
trademark building,
marketing...

If brand positioning
is implemented only by
improving product fea-

ture without supportive

tools, it will hardly
change consumers’
awareness of brand po-
sitioning.

The business should
choose the kind of
packs, ordinary or lux-
ury, independent name
or support name from
the mother company’s
brand in accordance
with item category and
product quality (at-
tached with the mother
company’'s brand and
small or big logo).

A  wise marketing
strategy will help pro-
mote consumers’ aware-
ness of product benefits
and thus enhance brand
positioning. When de-
signing and launching
marketing campaigns, if
getting famous persons
support the brand, they
must be suitable for
product quality and tar-
get consumers. In the
long run, product char-
acteristics are still sur-
viving factors to
maintain brand posi-
tioning at high level. m
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