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EXTENDING BRANDS TO EMERGING MARKETS - IMPLICATIONS FOR BRAND MANAGEMENT STRATEGY: A
CASE OF LUXURY FOUR WHEELER IN INDIA

Dr. LALITA MISHRA
GUEST FACULTY
GOVERNMENT MLB PG COLLEGE OF EXCELLENCE
GWALIOR

ABSTRACT

This research aims to examine the implication of brand management strategy for foreign companies in the form of brand extension strategy for Indian emerging
market. The research is conducted with reference to foreign companies (Toyota, Honda, Suzuki and Fiat) in Indian emerging luxury four wheeler market. The
research attempts to achieve following objectives: to examine the role of branding and brand management strategy; to examine the role of brand extension in
brand management strategy; to identify and assess the success of different brand extension strategies; and to identify and assess the risks and success criteria of
successful brand extension strategy. For achieving these objectives 50 Marketing /Branding Managers of foreign companies (Toyota, Honda, Suzuki and Fiat) in
Indian emerging luxury four wheeler market were surveyed through questionnaire. The major findings of the research are given below. Product differentiation as
branding approach has been comparatively more successful (than market segmentation) for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational
companies in Indian emerging market. Successful brand management is characterized by corporate culture and values for Toyota, Honda, Suzuki and Fiat as luxury
four wheeler multinational companies in Indian emerging market. Certainly, brand orientation has played an important role in pursuing competitive advantage for
Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. Brand extension has been greatly successful as banding
strategy for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. Launching new product as brand extension
strategy has been successful on greater degree for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market.
Creating entry barrier and cost cut has been the foremost advantage of brand extension for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational
companies in Indian emerging market. Weakening customer belief and negative publicity has been the major risk of brand extension for Toyota, Honda, Suzuki and
Fiat as luxury four wheeler multinational companies in Indian emerging market.

KEYWORDS

brand management strategy, luxury four wheeler.

JEL CODE
M31, M39.

1. INTRODUCTION

very year in the world several new products and services are introduced in various categories. In recent years, various factors such as increasing advertising
@costs and growing competition have made implementation of any new product very difficult. Today, 95% new products are launched and all these are linked

with an existing brand. They are very far from product category where one can found the parent brand (Strategic Direction, 2002).
Today, in every industry brand extension concept could be applied. Number of companies uses this particular marketing strategy. In this, some selects to extend
in close and familiar businesses and other enters totally different area of product category.
Brand extension strategy in automobile industry covers huge area where car companies have literally expanded their entire operations. Some of the organizations,
base their own brand extensions concept on technological and functional know-how aspects, for example Swedish car manufacturer Saab. It used metal-working
know-how for producing household appliances of it (www.saabnet.com).Several automobile companies have entered into lifestyle and fashion sector, to transfer
exclusive and luxurious image of them in the minds of consumers. For example, Bentley, which produces highly priced wrist, watches and Jaguar, which produces
high-priced apparels or clothes.
The Indian Automotive Industry includes auto component and automobile sectors and in 1993, it has recorded a great growth by following delicensing and by
opening a sector to FDI. This industry deals with unbundling nature, which helps, in realizing its own potential, aligning to global developments, absorbing the new
technologies and restructuring with industrial growth and significant development in nation. The Automotive Industry, in India as well as in the world, is the main
area of economy. It has very deep backward and forward linkages with number of economic segments, so automotive industry acts very strongly and has strong
impact economic growth. Indian automotive industry which is well-developed produces huge varieties of vehicles such as: heavy, medium and light commercial
vehicles, passenger cars, tractors, three wheelers, mopeds, motor-cycles, scooters, jeeps etc. Indian automotive sector has great potentiality in providing different
kinds of employments and it helps to improve current employment’ figure in the manufacturing sector. In India, it is too low of 12% than other countries such as
China (31%), Malaysia (50%) and Korea (62%).
In this sector, the competitiveness depends largely on industries’ capacity to upgrade and innovate. If companies have demanding local customers, strong and
powerful domestic competition and home based suppliers, then the industry get benefits. It’s a fact that economies of scales, duties, labor cost and interest rate
are vital determinants of competitiveness. The key determinant of it is productivity, which influence per capital income of nation. Worldwide successful auto
makers and OEMs will ultimately used to create their own base in those places where enterprise’s competitive advantages can be sustained and created and
where productivity factor is very high. This sector also includes process technology and core products, which are apart from productive HR and the reward for all
the advanced skills.
Thus, in automotive sector Government’s most vital intervention has come with an ambitious project to set world-class R&D infrastructure and automotive testing
in India, to extend the area of manufacturing, boost exports, encourage local R&D, converge unparalleled strengths of India in electronics and IT with the automo-
tive engineering sectors to place the country in USD 6 trillion automotive business globally. The aim of NATRIP is to facilitate performance and emission standard
in India, introduce world-class automotive safety and it ensure about Indian automotive industry’s seamless integration with world wide industry. Today, the aim
of this project is to address critical handicaps in automotive industry’s growth, i.e. pre-competitive and testing R&D infrastructure’s shortfall.
The research aims in undertaking and critically reviewing the various brand management strategies undertaken by the luxury segment of the automobile sector in
order to promote growth and development. On the basis of research a clear idea of the brand management strategy will be identified as well as various ways
undertaken by these companies will also be cleared. Furthermore, the role played by the brand management strategies in order for the growth of these companies
will also be defined. Overall, the outcome will enable us to identify the importance of the brand management in every organization. The concept of emerging
markets is holding very much crucial in the current business plans. The project will help us to understand the overall potential of these markets as well will also
help to undertake further developments of the various strategies implicated by the giant corporations.
AIMS AND OBJECTIVES
This research aims to examine the implication of brand management strategy for foreign companies in the form of brand extension strategy for Indian emerging
market. The research is conducted with reference to foreign companies (Toyota, Honda, Suzuki and Fiat) in Indian emerging luxury four wheeler market. The
objectives are as per following:
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1.  To examine the role of branding and brand management strategy;

2. Toexamine the role of brand extension in brand management strategy;

3.  Toidentify and assess the success of different brand extension strategies; and

4.  Toidentify and assess the risks and success criteria of successful brand extension strategy.

2. LITERATURE REVIEW

In present context, branding is neither classic marketing and nor standard communication process. In marketing context, branding has several meanings. According
to Aaker and Keller (1998) “The Corporate Marketing activities are publicly visible actions and programs which aren’t identified by single brand or product and
that is initiated by a specific company.

According to Kapferer (1998) branding’s effective approach is holistic in nature. As per the author “Branding is more than just a brand name that a product or a
service imprint or mark an organizations’ name.

Its main aim is creating successful brand, which can able to differentiate it from competitive brand, evoke relatedness with all the target customers and held in
very high esteem (Keller, 2003; Aaker, 1996).

As stated by David Taylor (2004) present brand extension strategy is very famous because it is cheaper and less risky than creating new brand. Chaternatony and
McDonald (1998) have pointed similar kind of economical advantage through pointing “new brands’ economy are pushing the companies towards stretching
existing names of them into several new markets. It is daunted by huge costs of heavy R&D and aware of failures rates statistics for various new brands. Marketers
are taking establish names of products into the fields of new products” (Leslie de Chaternatony and Malcolm McDonald, 1998).

Today, marketplace is moving rapidly. In this, a company should have to be very good in managing and developing its own brands and also the growth to success-
fully competing in market. To grow, a company has two different options such as; enter in new product category or/and have additional or extra items in existing
product category. The company, in doing this can use existing brand name or new brand name. By this, company has four different kinds of growth strategies such
as brand extension, line extension, new brand and multi brand (Kotler and Armstrong, 2004). In this, brand extension is used frequently, basically in fast-moving
and mature consumer goods (Ambler and Styles, 1997).

Brand extension, in business reality is one of the most famous and important branding strategy, in launching new products and establishing several brand names
(Volckner and Sattler 2006). It theoretically, help a firm to control its own existing brand equity for reducing the marketing costs in introducing new products
beyond and within original product category. Brand extensions’ profitability, for fast-moving consumer goods (FMCG), isn’t provide any high failure rate as (80%)
(Volckner and Sattler, 2006; Mahajan et al., 2000).

3. RESEARCH METHODOLOGY

Research methodology is a pursuit of fact with the help of experiment, comparison, observation and study. In simple words, searching knowledge through sys-
tematic and objective method to find answer of a question is known as research.

RESEARCH METHOD

Research method is a guideline or steps, which are used to perform research task (Dyer, 2006). Methods are basically the goal directed plans. It manipulates all
the constructs, by this solution can be realized. In research methodology, there are two types of research methods: qualitative and quantitative.

QUALITATIVE METHOD

Qualitative method is diagnostic and exploratory in nature. It relies on open-ended questions (Dyer, 2006). It deals with small number of respondents but interview
is conducted at a large number. Through focus groups or interviews, it explores behaviors and attitudes of participants. It gets in-depth information from respond-
ents. It deals with various methodologies. It is impressionistic. It is basically conducted to have initial understanding of research problem. It is non-statistical
method. It usually uses inductive approach, where relevant data are first collected and then grouped into meaningful categories.

QUANTITATIVE METHOD

Researcher used quantitative method because it is statistical and gives a clear result. It handles direct and structured questions. It used to quantify collected data
and generalize it. The principal purpose of this research was to achieve certain objectives: to examine the role of branding and brand management strategy; to
examine the role of brand extension in brand management strategy; to identify and assess the success of different brand extension strategies; and to identify and
assess the risks and success criteria of successful brand extension strategy. For achieving these objectives firstly, a literature review was conducted and then based
on emerged assumptions questionnaire survey was conducted involving 50 marketing /Branding Managers of foreign companies (Toyota, Honda, Suzuki and Fiat)
in Indian emerging luxury four wheeler markets. The data is collected in quantitative form using questionnaire survey.

DATA COLLECTION

Primary data

Primary data are directly linked with the research subject. It is collected by the researcher (Lancaster, 2005). If sample is small, then it is cheap and quick. It allows
the generalization of a very large population. It is verifiable by re-questioning and replication of respondents or interviewees. But if it comes to large sample then
it is very time consuming. If there are closed-questions then it may constrain research data. The participants may differently interpret all the questions.
Secondary data

Here inaccuracies and biasness are not checked. Published source can arise more questions. Secondary data are very cheap and quick and it is very good foe
starting research study. In this process, whatever the data is collected is not useful because required information is not present here. Secondary data may not be
impartial, relevant, up-to date and accurate. The major advantages of this data are, this data can be easily obtained.

Both secondary and primary data was collected in this research. Secondary data was collected using books and journals. The secondary data in this research is in
literature form, which assisted the researcher to develop research assumptions based on which the primary data was collected.

SAMPLING

Sampling is a kind of tool that concludes about specific population (Blumberg et al., 2005). In other words, it’s a technique that selects a sample from entire
population. The chosen sample must represent the sample so results can be generalized with certain degree or level of confidence. Marketing researcher of a
market, used to decide whether a research will be a census or survey. Sample size depends on statistical methods. It reproduces and defines the characteristics of
population.

Probability sampling

In probability sampling, every unit has a chance of selection and that selection chance can largely be quantified (Blumberg et al., 2005). It allows result generaliza-
tion to a large population. It emphasizes on data sources. It involves random selection of sample. It is very costly, time consuming and complex as compare to non-
probability sampling.

Non-probability sampling

Here the researcher used non-probability technique because the samples are selected as per the choice of researcher. By this method, search cost of samples
becomes very low. Using non-probability method, the sample is selected in the research from Marketing /Branding Managers of foreign companies (Toyota, Honda,
Suzuki and Fiat) in Indian emerging luxury four wheeler market were surveyed through questionnaire. The sample is selected from the branches of these companies
in Delhi. The total sample size is 50.

PILOT TEST

Pilot test refers to two different kinds of activities. Here questionnaire is used to test on respondents’ small sample before a researcher can conduct a full-scale
study (Mclintire & Miller, 2007). For identifying any research problem such as questionnaire or wordings are taking lot of time to administer. It is also used which
refers to an early measurement before subsequent measures are taken and experimental treatments are administered. By this it is also known as pre-wave,
benchmark or a base line. It is a kind of scientific investigation of validity and reliability of a new test as per the intended purpose of it. Pilot test process involves
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the administration of test for a small group of audience of test after that it evaluates all the information that the researcher obtained from the pilot test. Then,
test developers make important revisions for new test. After this, they are responsible to fix all the problems that come under test performance which are discov-
ered form pilot test (Mcintire & Miller, 2007).

Pilot study is conducted in this research to pre-test the questionnaire. In pilot study a group of people was selected firstly and then key themes of the literature
was discussed. Based on the discussion finally 9 subjective questions were finalized for the questionnaire survey.

4. FINDINGS AND ANALYSIS

The principal purpose of this research was to achieve certain objectives: to examine the role of branding and brand management strategy; to examine the role of
brand extension in brand management strategy; to identify and assess the success of different brand extension strategies; and to identify and assess the risks and
success criteria of successful brand extension strategy. For achieving these objectives firstly a literature review was conducted and then based on emerged as-
sumptions questionnaire survey was conducted involving 50 marketing /Branding Managers of foreign companies (Toyota, Honda, Suzuki and Fiat) in Indian
emerging luxury four wheeler market. The data collected through questionnaire survey is analyzed here with reference to assumptions emerged from literature
review. Since the questionnaire consisted of 9 questions, therefore the analysis of findings is as well presented into 9 sections.

4.1 MAIN BODY

BRANDING APPROACH

The research literature establishes that branding is neither classic marketing and nor standard communication process. In marketing context, branding has several
meanings. According to Aaker and Keller (1998), “The Corporate Marketing activities are publicly visible actions and programs which aren’t identified by single
brand or product and that is initiated by a specific company.” As marketing perspective, branding should not only pay attention towards design, advertising or
sponsoring but it has to focus on clients, employees, lobbyists, investors and on press. Particularly, multipliers in political and financial areas and in general public
are the main factors for the success of an integrated branding strategy. It aims at catching vital target groups’ attention. According to Kapferer (1998) branding’s
effective approach is holistic in nature. As per the author “Branding is more than just a brand name that a product or a service imprint or mark an organizations’
name. Brand refers to direct result of product differentiation and market segmentation”. Therefore, knowledge brand strategy should be exits from company’s
competence strategy. For example, how methodologies, skills and experiences of it can be systematically bundled which are coherently developed and used for
the benefits for clients. Based on theses assumptions, it was investigated in this research as which branding approach has been comparatively more successful for
Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. The data collected in this regard divulges that product
differentiation as branding approach has been comparatively more successful (than market segmentation) for Toyota, Honda, Suzuki and Fiat as luxury four
wheeler multinational companies in Indian emerging market (Table and Figure 4.1).

TABLE 4.1: BRANDING APPROACH

No. of Response in || Cumulative
Factors
respondents |percentage || Percentage
Product 34 68% 68%
differentiation
Market 16 32% 100%
segmentation

FIGURE 4.1: BRANDING APPROACH

According to the data detail in the above table, for respondents in majority (68% out of the total 50), they come to the conclusion that product differentiation as
branding approach has been comparatively more successful for their company in Indian emerging market; while for the remaining respondents (32%), they find
that market segmentation as branding approach has been comparatively more successful for their company in Indian emerging market. Largely these data conclude
that product differentiation as branding approach has been comparatively more successful (than market segmentation) for Toyota, Honda, Suzuki and Fiat as
luxury four wheeler multinational companies in Indian emerging market.

BRAND MANAGEMENT

The research literature establishes that in marketing, brand means a contemporary issue. Several academics have been constantly trying to systematically ration-
alize an efficient and effective brand management, which consist of several topics including brand image, brand proliferation, brand awareness, brand equity,
brand differentiation, brand knowledge, brand loyalty and brand perceptions (Keller, 2003; Aaker, 1996; de Chernatony, 1992).Its main aim is creating successful
brand which can able to differentiate it from competitive brand, evoke relatedness with all the target customers and held in very high esteem (Keller, 2003; Aaker,
1996). Keller (2003, 1993) has presented brands’ cognitive view as regards to what all the consumers know about a particular brand and marketing strategy’s
implications. Aaker (1996, 1991) has presented a comprehensive framework in describing a strong brand. The author embraces brand associations, perceived
quality, brand loyalty and brand name awareness, which are vital features for any strong brand. Consumers’ perception feeds back to brand management system.
It includes firm’s corporate culture, values and distinctiveness. By this, a firm can able to deploy a specific brand to achieve objectives of firm (de Chernatony and
Riley, 1998; Goodyear, 1996). Based on theses assumptions, it was investigated in this research as successful brand management is characterized by which aspect
in Indian emerging market for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. The data collected in
this regard divulges that successful brand management is characterized by corporate culture and values for Toyota, Honda, Suzuki and Fiat as luxury four wheeler
multinational companies in Indian emerging market (Table and Figure 4.2).
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TABLE 4.2: BRAND MANAGEMENT

No. of Response in| Cumulative
Factors
respondents |percentage | Percentage
Corporate culture 21 42% 42%
Values 18 36% 78%
Distinctiveness 7 14% % 92%
Others 4 8% 100%

FIGURE 4.2: BRAND MANAGEMENT
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According to the data detail in the above table for respondents in greater majority (78% out of the total 50), they come to the conclusion that successful brand
management of their company is characterized by corporate culture and values in Indian emerging market; while for the remaining respondents (22%), they find
that successful brand management of their company is characterized by distinctiveness and others in Indian emerging market. Largely these data conclude that

successful brand management is characterized by corporate culture and values for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies
in Indian emerging market.

BRAND ORIENTATION

The research literature establishes that Brand orientation plays an important role in pursuing competitive advantage at the stage of marketing planning to know
that a brand utilizes at which place. According to Urde (1999) brand, orientation refers to an approach where organizational process revolves around protection,
creation and development of brand identity with target customers’ ongoing interaction with an aim to achieve competitive advantages for long-term in brands.
Thus, brand orientation is strategy’s choices, which determine competitive edge of firm with enhanced future’s consequences for long-term. In brand orientation,
literature is twofold. At first, this is normative. Several models have been advocated to understand and know brand orientation. To support a particular argument
that marketing idea drives a business requires empirical evidences. Further Mosmans and Van der Vorst (1998) have stated that, firms should have to move from
brand strategy to the brand-based strategy. It plays an important role in maintaining and selecting firms’ strategic direction. It means that, brands should drive
entire strategic decisions and this is the main issue of a firm. For brands’ custodian, senior management should have to be responsible (Capon et al., 2001). Based
on theses assumptions, it was investigated in this research as whether brand orientation has played an important role in pursuing competitive advantage for
Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. The data collected in this regard divulges that certainly
brand orientation has played an important role in pursuing competitive advantage for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational com-
panies in Indian emerging market (Table and Figure 4.3).

TABLE 4.3: BRAND ORIENTATION

No. of Response in || Cumulative
Factors
respondents |percentage | Percentage
Yes 31 62% 62%
No 19 38% 100%

FIGURE 4.3: BRAND ORIENTATION

According to the data detail in this table for respondents in majority (62% out of the total 50), they come to the conclusion that yes brand orientation has played
an important role in pursuing competitive advantage for their company in Indian emerging market; while for the remaining respondents (38%), they find no that
brand orientation has not played an important role in pursuing competitive advantage for their company in Indian emerging market. Largely these data conclude

that certainly brand orientation has played an important role in pursuing competitive advantage for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multi-
national companies in Indian emerging market.
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BRAND EXTENSION AS BRANDING STRATEGY

The research literature establishes that in corporate world the companies acknowledged for a long-term brand extension’s strategic role (Chen and Liu, 2004). To
introduce new products or services in different product class, brand extension can able to represent several branding strategies, which are already, used (Collins-
Dodd and Louviere, 1999; Aaker and Keller, 1990). The launch of several new products provide failures in high rates, for avoiding this thing company uses brand
extension strategy which is in last two decades is the most lucrative develop opportunity (Martinez and Chernatony, 2004). Generally, from every 10 products 8
products are existing brand’s extension (Ourusoff et al., 1992). To new service or product, brand or company name is used to have an instant credibility (Amis et
al., 1999). Brand extensions provide several benefits to the companies. The main benefits are: it reduces the risks (van Riel et al., 2001), it enlarges market actions’
success (Morrin, 1992), it exploits the brand equity (Aaker and Keller, 1990), it reduces entrance barriers or obstacles (van Riel et al., 2001) and it reduce advertising
costs (Morrin, 1992; Aaker and Keller, 1990). According to Martinez and Pina (2004) reduction of sales stimulus and marketing costs are very well-known concepts.
Based on theses assumptions, it was investigated in this research as to what extent brand extension has been successful as banding strategy for Toyota, Honda,
Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. The data collected in this regard divulges that brand extension has
been greatly successful as banding strategy for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market (Table
and Figure 4.4).

TABLE 4.4: BRAND EXTENSION AS BRANDING STRATEGY

No. of Response in || Cumulative
Factors
respondents | percentage | Percentage
To great extent 36 72% 72%
To some extent 14 28% 100%
Not at all 0 0% 100%

FIGURE 4.4: BRAND EXTENSION AS BRANDING STRATEGY
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According to the data detail in this table for respondents in greater majority (72% out of the total 50), they come to the conclusion that brand extension to great
extent has been successful as banding strategy for their company in Indian emerging market; while for the remaining respondents (28%), they find that brand
extension to some extent has been successful as banding strategy for their company in Indian emerging market. Largely these data conclude that brand extension
has been greatly successful as banding strategy for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market.
NEW PRODUCT AS BRAND EXTENSION STRATEGY
The research literature establishes that brand extension strategies are of two types such as vertical and horizontal. If horizontal brand extension is used by a
company then it extends or applies an exciting name of a product to a specific product category which is new for the company or to a new product in similar
product class. Horizontal brand extensions are of two types such as franchise extensions and line extensions. Line extension is basically use of existing brand name
for entering new market segment in product class of it. In present article, franchise extensions have been investigated which are commonly used to enter com-
pany’s product category with current brand name’s use (Aaker and Keller, 1990). Vertical brand extension refers to the launch of related brand in same product
category or section but, with different price and quality point (Keller and Aaker, 1992). As horizontal extension, the vertical extension also provides two alterna-
tives. First is step down option, here brand extension is usually launched at lower quality level and lower price as compare to core brand. Second is step up option,
here brand extension is launched as compare to core brand, at higher quality level and price (Chen and Liu, 2004). Mostly times as per this situation, second brand
name is introduced in the place of core brand name. It makes a link between core brand name and brand extension (Chen and Liu, 2004). Based on theses
assumptions, it was investigated in this research as how successful has been launching new product as brand extension strategy for Toyota, Honda, Suzuki and
Fiat as luxury four wheeler multinational companies in Indian emerging market. The data collected in this regard divulges that launching new product as brand
extension strategy has been successful on greater degree for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging
market (Table and Figure 4.5).

TABLE 4.5: NEW PRODUCT AS BRAND EXTENSION STRATEGY

No. of Response in || Cumulative
Factors
respondents |percentage || Percentage
Highly successful 33 66% 66%
Reasonably 17 34% 100%
successful
Not successful 0 0% 100%
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FIGURE 4.5: NEW PRODUCT AS BRAND EXTENSION STRATEGY

According to the data detail in the above table for respondents in majority (66% out of the total 50), they come to the conclusion that launching new product as
brand extension strategy has been highly successful for their company in Indian emerging market; while for the remaining respondents (34%), they find that
launching new product as brand extension strategy has been highly successful for their company in Indian emerging market. Largely these data conclude that
launching new product as brand extension strategy has been successful on greater degree for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational
companies in Indian emerging market.

BRAND EXTENSION ADVANTAGE

The research literature establishes that brand extensions provide several benefits to the companies. The main benefits are: it reduces the risks (van Riel et al.,
2001), it enlarges market actions’ success (Morrin, 1992), it exploits the brand equity (Aaker and Keller, 1990), it reduces entrance barriers or obstacles (van Riel
etal., 2001) and it reduce advertising costs (Morrin, 1992; Aaker and Keller, 1990). According to Martinez and Pina (2004) reduction of sales stimulus and marketing
costs are very well-known concepts. Consumer awareness regarding name of core brand gives a lot of support to the brand extension to rapidly capture the new
markets and to enter marketplace (Dawar and Anderson, 1994). As stated by David Taylor (2004) present brand extension strategy is very famous because it is
cheaper and less risky than creating new brand. Chaternatony and McDonald (1998) have pointed similar kind of economical advantage through pointing “new
brands’ economy are pushing the companies towards stretching existing names of them into several new markets. It is daunted by huge costs of heavy R&D and
aware of failures rates statistics for various new brands. Marketers are taking establish names of products into the fields of new products” (Leslie de Chaternatony
and Malcolm McDonald, 1998). Based on theses assumptions, it was investigated in this research as what has been the foremost advantage of brand extension
for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. The data collected in this regard divulges that
creating entry barrier and cost cut has been the foremost advantage of brand extension for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational
companies in Indian emerging market (Table and Figure 4.6).

TABLE 4.6: BRAND EXTENSION ADVANTAGE

No. of Response in || Cumulative
Factors

respondents |percentage | Percentage
Creating entry 19 38% 38%
barrier
Cost cut 18 36% 74%
Enter new 7 14% 38%
segment
Others 6 12% 100%

FIGURE 4.6: BRAND EXTENSION ADVANTAGE

According to the data detail in the above table for respondents in greater majority (74% out of the total 50), they come to the conclusion that creating entry barrier
and cost cut has been the foremost advantage of brand extension for their company in Indian emerging market; while for the remaining respondents (28%), they
find that enter new segment and others has been the foremost advantage of brand extension for their company in Indian emerging market. Largely these data
conclude that creating entry barrier and cost cut has been the foremost advantage of brand extension for Toyota, Honda, Suzuki and Fiat as luxury four wheeler
multinational companies in Indian emerging market.

BRAND EXTENSION RISK

The research literature establishes that brand extensions also have some risks. Brand extension through connecting or linking a new product with known company
name or brand can able to help making consumer acceptance. This is also weakening the risks of core brand image (Aaker, 1990). The harm which is caused by the
brand extensions isn’t caused by negative information (Ahluwalia and Gurhan, 2000) or by the extension failure always (Chen and Chen, 2000). Brand extensions
can also weaken beliefs of customers about extended brand in market (Martinez and de Chernatony, 2004). Nike observes a sponsored team or athlete not as
paid promoter but, as organization’s essential part. Two components with each other become very identical. In abstract term, if resources are developed and used
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more then, it creates more value for that organization that uses those resources. It happens as extensions in consumers’ mind create new associations (Sharp,
1993). Brand extensions which are unsuccessful harm brand equity, weaken positive associations or links and weaken brands’ value for further various extensions
(van Riel et al., 2001) or cause undesirable or unwanted associations. Brand extension’s another risk is cannibalization. Excessive cannibalization is a general
argument against the brand extension. Common branding strategy deals with similarity and similarity always invites the replacement strategy. Umbrella branding
can increase disaster risk for a company. It is because if one brand under umbrella branding deals with negative publicity then it also impacts other brands. Based
on theses assumptions, it was investigated in this research as what has been the major risk of brand extension for Toyota, Honda, Suzuki and Fiat as luxury four
wheeler multinational companies in Indian emerging market. The data collected in this regard divulges that weakening customer belief and negative publicity has
been the major risk of brand extension for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market (Table and
Figure 4.7).

TABLE 4.7: BRAND EXTENSION RISK

No. of Response in || Cumulative
Factors
respondents |percentage || Percentage

‘Weakening core

1 1
brand 8 6% 6%
‘Weakening

17 4
customer beliefs 34% S50%
Negative publicity 16 32% 82%
Others 9 18% 100%

FIGURE 4.7: BRAND EXTENSION RISK
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According to the data detail in the above table for respondents in majority (66% out of the total 50), they come to the conclusion that weakening customer belief
and negative publicity has been the major risk of brand extension for their company in Indian emerging market; while for the remaining respondents (34%), they
find that weakening core brand and others has been the major risk of brand extension for their company in Indian emerging market. Largely these data conclude
that weakening customer belief and negative publicity has been the major risk of brand extension for Toyota, Honda, Suzuki and Fiat as luxury four wheeler
multinational companies in Indian emerging market.

4.3 SUMMARY

Product differentiation as branding approach has been comparatively more successful (than market segmentation) for Toyota, Honda, Suzuki and Fiat as luxury
four wheeler multinational companies in Indian emerging market. Successful brand management is characterized by corporate culture and values for Toyota,
Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. Certainly, brand orientation has played an important role in
pursuing competitive advantage for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. Brand extension
has been greatly successful as banding strategy for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market.
Launching new product as brand extension strategy has been successful on greater degree for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational
companies in Indian emerging market. Creating entry barrier and cost cut has been the foremost advantage of brand extension for Toyota, Honda, Suzuki and Fiat
as luxury four wheeler multinational companies in Indian emerging market. Weakening customer belief and negative publicity has been the major risk of brand
extension for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. Line extension and multi-brand extension
as brand extension strategy has been most successful for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging
market. Parent brand image and consumer characteristics has been the most important success criterion of brand extension for Toyota, Honda, Suzuki and Fiat as
luxury four wheeler multinational companies in Indian emerging market.

5. RESULTS, DISCUSSION & CONCLUSION

The findings of this research divulge that product differentiation as branding approach has been comparatively more successful (than market segmentation) for
Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. As according to Kapferer (1998) branding’s effective
approach is holistic in nature and branding is more than just a brand name that a product or a service imprint or mark an organizations’ name. Brand refers to
direct result of product differentiation. Further, the findings of this research divulge that successful brand management is characterized by corporate culture and
values for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. Notably, consumers’ perception feeds back
to brand management system. It includes firm’s corporate culture, values and distinctiveness, where a firm can able to deploy a specific brand to achieve objectives
of firm (de Chernatony and Riley, 1998; Goodyear, 1996).

Besides the findings of this research, divulge that certainly brand orientation has played an important role in pursuing competitive advantage for Toyota, Honda,
Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. As brand orientation plays an important role in maintaining and select-
ing firms’ strategic direction implying that brands should drive entire strategic decisions and this is the main issue of a firm (Capon et al., 2001). Further, the
findings of this research divulge that brand extension has been greatly successful as banding strategy for Toyota, Honda, Suzuki and Fiat as luxury four wheeler
multinational companies in Indian emerging market. As brand extensions provide several benefits to the companies, the main benefits are: it reduces the risks
(van Riel et al., 2001), it enlarges market actions’ success (Morrin, 1992), it exploits the brand equity (Aaker and Keller, 1990), it reduces entrance barriers or
obstacles (van Riel et al., 2001) and it reduce advertising costs (Morrin, 1992; Aaker and Keller, 1990). According to Martinez and Pina (2004) reduction of sales
stimulus and marketing costs are very well-known concepts.

Moreover, the findings of this research divulge that launching new product, as brand extension strategy has been successful on greater degree for Toyota, Honda,
Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. Vertical brand extension refers to the launch of related brand in same
product category or section but, with different price and quality point (Keller and Aaker, 1992). Further, the findings of this research divulge that creating entry
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barrier and cost cut has been the foremost advantage of brand extension for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in
Indian emerging market. As notably, brand extensions provide several benefits to the companies. The main benefits are: it reduces the risks (van Riel et al., 2001),
it enlarges market actions’ success (Morrin, 1992), it exploits the brand equity (Aaker and Keller, 1990), it reduces entrance barriers or obstacles (van Riel et al.,
2001) and it reduce advertising costs (Morrin, 1992; Aaker and Keller, 1990). According to Martinez and Pina (2004) reduction of sales stimulus and marketing
costs are very well-known concepts.

In addition, the findings of this research divulge that weakening customer belief and negative publicity has been the major risk of brand extension for Toyota,
Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. As brand extensions also have some risks. Brand extension
through connecting or linking a new product with known company name or brand can able to help making consumer acceptance. This is also weakening the risks
of core brand image (Aaker, 1990). The harm which is caused by the brand extensions isn’t caused by negative information (Ahluwalia and Gurhan, 2000) or by
the extension failure always (Chen and Chen, 2000). Brand extensions can also weaken beliefs of customers about extended brand in market (Martinez and de
Chernatony, 2004). Further, the findings of this research divulge that line extension and multi-brand extension as brand extension strategy has been most success-
ful for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. As in order to grow, a company has two different
options such as; enter in new product category or/and have additional or extra items in existing product category. The company, in doing this can use existing
brand name or new brand name. By this, company has four different kinds of growth strategies such as brand extension, line extension, new brand and multi
brand (Kotler and Armstrong, 2004).

Finally, the findings of this research divulge that parent brand image and consumer characteristics has been the most important success criterion of brand exten-
sion for Toyota, Honda, Suzuki and Fiat as luxury four wheeler multinational companies in Indian emerging market. As the relationship between brand extension
and parent brand is defined in literature, through categorization theory. When consumer meets or observes any new brand, then consumer make a classification
after putting that particular object or item into a category particularly (Nan, 2006).
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