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Abstract 

In literature, building a brand and its management is a much-discussed topic and commonly 

has been in grand implementation. The concept like brand positioning was not much in 

discussion but in the present scenario, it became a key element in building the brand because 

of many reasons. All these reasons are discussed in detail in this paper. Brand positioning is 

the backbone of many concepts like an advertisement, visual attributes, and communication. 

Brand positioning also plays a significant role in the implementation of marketing concepts 

like the product, price, place, and promotions. These marketing concepts finally lead to the 

brand formation and execution of brand promise. Brand positioning plays a significant role in 

providing a competitive advantage to the brand. In the present research paper, the researcher 

identified and explained the different brand positioning elements mainly related to the 

different luxury car brands. The author discussed the opportunities and threats related to 

brand positioning in luxury cars. 
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1. INTRODUCTION 

In the present scenario, a brand in the market confronts many challenges like hyper-rivalry, 

mass consumption, and globalization. These challenges influence consumer behavior, 

product/service, promotions, price and places alike. It is a question of gaining the 

consciousness of the customer. Simultaneously, with these concepts organization recognizes 

specific important attributes for a potential market. Brand positioning with the local elements 

can give a brand advantage (De Mooij 1998). 

Nowadays Nations, states, regions, and cities affect one another in an undeniably forceful 

manner. This competition creates altogether parts of marketing activities like branding and 

brand positioning. As the relative positions between competitors increase, the understanding 

of customers about the feature of the product also increases. Branding activities clear the 

various queries and lead the customer in buying decisions. Day by day mass consumption in 

market is another pattern influencing managerial units.  For example, in tourism, the 

consumption of local products of the place has high consumption as compared to the branded 

products but till now only a few places of tourism have been explored by branded 

organization (Cayla & Eckhardt 2008). Although, these places demand is increasing with 

time. Mass consumption of these places will generally be incredibly (Cayla & Eckhardt 

2008). Natural resources with the organization play a vital role in designing its product 

strategy. 

But an exception to this thought is a genuine example of hotel chain accommodation. They 

give institutionalized service to the customers paying little regard to the place. This is on the 

ground that the marketers have established structure in this segment, which can be followed 

by many more in the commercialization of the product or service (Cayla & Eckhardt 2008). 

Globalization is helpful for this phenomenon.  

Separation strategies found on a skilfully and reliably characterized concept of a brand can 

give a strong positioning structure. With this strategy, a particular brand can separate its 

normal assets with competitors. In the establishment of separating strategy, a brand separates 

its self from the contenders. One should remember, in this case, the separation got to offer an 

incentive to the customers and continue estimated differentiation. In this strategy the brand 

executives should consider mainly two significant perspectives:  

i) Target group   
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ii) The rival brand.  

Brand positioning characterizes the brand being mentioned by demonstrating the separating 

components with regards to the target group's needs and desires with a challenge.  

Comparative strategies are also practiced by many organizations that have their advantage but 

in this strategy danger of unification with the rival develops. The danger of unification with 

rival brands leads to the loss of brand image. This methodology requires an idea of brand 

name positioning which separate the brand from the rival brand. It will be a helpful strategy 

that may and wish to be explained to the management and administration units very clearly so 

that it can be practiced in the market field with full advantage. With these concepts, it's basic 

to think about the target customers' needs and desires.  

2. OBJECTIVE 

i) To study the positioning of luxurious car brands. 

ii) To know the importance of brand positioning in making a brand victorious with special 

reference to luxury brands. 

It is essential to take note that this study isn't to remark on what the "right" positioning ought 

to be, rather assist and dictate the marketer's overall commitment and understanding of 

different positions of luxury car brands. Further, the objective of this study is to discuss the 

new dimensions like financial security and environmental concern for positioning.  

3. METHODOLOGY 

About brand positioning, this research theoretically will consider all aspects of positioning 

helpful in brand management. 

4. THE POSITIONING CONCEPT IN BRAND MANAGEMENT  

In 1969, Trout coined the concept of brand positioning; after a while, its significance in brand 

management has been developed by many executives. A large market data, continuous 

advertisement activated a pattern in the customer mind to overlook or erase data. This fact 

leads to neglect of the fashion moment. The mentioned fact can be an obstacle in ground-

breaking affiliations of different organizations with the target customers.  Initially, the 

positioning concept was utilized with regards to a large number of market data focused on the 

public but the more the market data, the more this concept was considered irrelevant. During 

these specific circumstances, the thought of positioning alluded essentially to the battle for 
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the customer's brain (Ries, Trout, 2000) and expecting a place within the customer's psyches 

identified with a really specific and differentiating set of affiliations.  

Positioning is the manner during which a corporation needs to ascertain its customers about 

its promise and differentiate it from aggressive rivals. Brand positioning is an elevated level 

of subjectivity since it is directly related to the customer's observations. With these facts 

(Anderson, Mittal, 2000) stated that positioning means the spot in customers' brains that a 

brand must possess. The positioning concept must be determined and applicable if it must be 

separated from the challenges and, especially, must be admired and well-regarded.  

In 1997, Kapferer stated that positioning could be a procedure of accentuating the brands 

unique and spurring elements with the emphasis on the rivals. Keller (1998) states that 

effective positioning is directly related to the points of a difference a brand has over the 

competitors. The attributes of difference describe and build the simplest possible position 

requires building up the purpose of difference which leads to the customer affiliation with the 

brand.  

This study represents a strong connection between brand management and brand positioning. 

Brand positioning necessities are directly related to the brand image, brand character, and 

brand personality and lead to purchase intentions (Blankenburg et al 1996). A sharp and 

distinct brand positioning describes the well-defined brand promise. This is because brand 

positioning defines the bounds of brand promise by altering its appearance, supporting its 

independence and maintaining rationality and consistency.  

Brand positioning comprises of brand progress point by point and valuable data a brand used 

in regards to executing the position through its different activities (Aaker & Joachimsthaler 

1999). Simultaneously specialists underline that positioning needs to be believable, credible, 

and significant to the customer. Brand positioning separates the organization from the 

contenders and considered the association's development. The brand positioning needs to 

represent the brand's expanded strategies. Brand positioning alludes to contentions and 

benefits of significance to the target customers.  

Brand positioning needs to be identified with the emotional and functional attributes of the 

organization. The significance of brand positioning on the emotional attributes is quite 

difficult and required intensive research.  Brand positioning should catch the awareness of the 

target group. Simultaneously, brand positioning attributes should be related to the current 
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market components, significance in inclusion, a sign of vitality, and should be completely 

related to the brand's objective target groups. The brand positioning should be more regularly, 

individuals chosen and should contain enthusiastic contentions. By this way, organization 

management can plan to clarify their choices and conduct on the balanced and consistent 

levels. Strong brand positioning skilfully and properly directly related to the target group's 

feelings (Anderson & Mittal 2000).  Regarding the customers' experience and expectations, 

brand positioning is a potently utilized strategy. Brands positioning a hopeful viewpoint make 

more grounded positive passionate bonds with their customers. Therefore brand positioning is 

the made arrangement of brand-related affiliations that has an everlasting and unique relation.  

Positioning is to differentiate the brand from other elective brands within the market. Brand 

positioning credibility depends on the brand's consistency in keeping the promise it makes. 

What so ever it may be, there is always a risk in making a guarantee which a brand can't 

continue and fulfill. This way a brand lost its believability in the market. The brand 

positioning requires regular research into the target customers' conduct and themes. Brand 

positioning requires information and knowledge of different groups of partners speaks 

different frames of mind and desires form a brand. Therefore, specific components of 

positioning could be seen by the target groups with different important attributes. Brand 

validity is another key element of positioning.  

The consistency in keeping a brand promise leads to the brand's character and qualities which 

are consisted of these important components. Once the brand has these attributes, they do not 

change even despite the high and low of the market. When the brand promise, attributes, real 

potential, and capacities aren't upheld, the customers are certainly baffled and therefore the 

brand loses its validity. In the absence of validity, the customer inclusion within the brand 

will fall, which could be of the key factor for the decline in the significance of a brand. It's 

very difficult for a brand to regain its credibility. The procedure of regaining a good position 

with lost credibility is extremely tedious, expensive and time-consuming. Likewise, it should 

be the highest of the priority list that brand credibility doesn't lose its desire and promised 

attributes.  

To customers, a brand's promising nature plays a significant role in deciding their purchase 

and affiliation with the brand. The fulfillment of this state of positioning requires a detailed 

review of the brand's advantages. Transforming, re-creating, developing new facts are the few 

ways through which a brand can use the positioning as an asset. In concern to brand 
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positioning attributes, an unprejudiced examination of brand resources need to be enhanced 

and verified with complete detail into how the market sees these advantages. It needs to be 

joined by a hierarchy of advantages regarding the importance and credibility of the brand 

which enables it to hold a leadership position in competition with the rivals. In any case or 

any differentiation will be a component of positioning strategy to by the experts. In this 

specific situation, brand positioning could be seen as a procedure planned for developing 

differences within brand competitors.  

Simultaneously, the state of credibility and belongingness is critical to defining the successful 

strategy. If these facts are practiced with complete details a brand can adopt the 

differentiating strategy. It is difficult for a brand to differentiate itself if these conditions are 

not fulfilled. By applying these concepts a brand may then be seen as superior and different 

from competitors (Aker 1999). If a marketer divides the target market groups into subgroups, 

it may be different completely may be useful practice for brand differentiation positioning. 

When a brand leaves a category or a fresh out new classification, leaving all existing 

customers should be a great disappointment.  

Luxurious car brands should have the following parameters—  

i) Corporate Governance  

ii)  Budgetary soundness 

iii) Execution  

iv) Initiative 

v) Advancement  

vi) Perseverance 

vii) Quality 

viii) Corporate Social Responsibility   

ix) Ability the executives  

x) Worldwide business impression 
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According to Aaker (1999), who centers on strategic tasks planned for building solid brands, 

positioning is the main reason for creating and actualizing brand-building programs, which 

revolve around strategy planned for building strong brands. At long last, few authors noticed 

that the positioning concept considers the tangible elements of the product and fabricate the 

intangible elements as an image in individuals' brains (Ries & Trout 2000). It is an important 

concept in brand management. Within the idea of positioning a brand's communication 

features are the significant aspect of consideration. He admired that positioning features have 

a more extensive market effect and directly related to a brand's comprehensively by defining 

different marketing plans.  

Brand positioning not only related to the brand's exercise in the market but also 

simultaneously leads to the inside organization strategy. The ongoing comprehension 

elaborates that brand positioning is one among key ideas molding a brand's aggressive market 

position. Because of these reasons, marketing specialists concur about the quintessence of 

positioning. To be specifically expecting a perfect positioning within the customer's 

mindfulness by owning a specific set of relationships with regards to the rivalry is necessary 

for the present market. 

5. THE PREMISES OF THE STRATEGIC IMPORTANCE OF POSITIONING IN 
LUXURY CARS 

Luxurious brands like Mercedes-Benz, BMW, Audi, Volvo, etc. spread the luxury vehicle 

promotions in India. All these brands want to position as the numero uno of the auto brand in 

India.   These brands face intense competition with each other in this segment and their 

positioning play a vital role in their marketing. In this category, each brand wants to be 

India's most exciting brand. Every year these brands want to improve their total market share 

and want to be a leader in their category. It is positioning in its self. On these parameters, 

luxury brands spearheaded luxury vehicle marketing in India. Luxury brand's solid spotlight 

is on aspects like i) Products, ii) Network, iii) Cost of Proprietorship.  

In features, the luxurious car brands offer to the position like:  

i) Upgraded extra space 

ii) Leg support for back travelers  

iii) Enchantment vision control 
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iv)  Level of customization 

v) Back safety belt 

vi) Split view 

vii) Air packs and pad sacks both first in the Indian nation.  

Level of customization in luxury car is the most noteworthy because in this segment customer 

demands particular features according to their demand which almost all luxury car brands 

offer (Cayla & Eckhardt 2008). These brands have presented numerous mechanical and 

wellbeing vehicles. These brands are extraordinary as compared to other car brands on the 

planet. Business development in developing countries could be beneficial for these brands as 

the market is untapped. Positioning for these brands can be based on attributes like Design, 

Reliability, Performance, Safety, Values to customers, etc. Today these brands select new 

leaps forward to make positioning on the concepts like make a mishap less serious, less 

harming, or even more outlandish. Because of their legacy, these brands are designed to 

ensure customers in manners that they may ever have envisioned.  

As these corporations are growing up, they all want to part of moderately aged individuals. 

They want to be famous with youths since all the brands have speed and top expensive. These 

are the vehicles a customer can use on an everyday premise like in the case of getting down 

to business or the market. These brands have solid value in the market (Blankenburg & 

Johanson1996). These organizations have to concern that the buyer inclination for the 

specific luxurious brand depends on the inward factors, yet additionally the value, 

appearance, after deals administration, mileage, promoting support can play a vital role. 

6. CONCLUSION 

Luxury vehicle brands like Mercedes-Benz, BMW, Audi, Volvo, Toyota, etc. are exploring 

the Indian market. There share in the Indian market is increasing gradually. All brands deal 

volumes are increasing in India. All these brands are glad to observe such a solid 

development regardless of startling deals challenges looked in the key markets of Chennai 

and Delhi. In 2016, brands like Mercedes-Benz presented 12 new features, some of which 

with no forerunner in India. All other organizations will likewise initiate new outlets 

crosswise over existing and new markets. Brands retail exercises in Tier II and III markets; to 

drive the brand's development is required as these markets also have potential. 
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