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ABSTRACT

Every successful brand comes with a promise touigsomes. It is compelling benefit which is authentic anédible, kept
all the time. Brand promise is the revenue driveitategy of a company. A rightly crafted brand pisencreates the
passionate fans who advertise a brand through imale word of mouth marketing. It helps to win maoifferight

customers and indeed enter into new market, whantds different from its competitors.
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INTRODUCTION
REVIEW OF LITERATURE

e Leslie de Chernatony and George Christodoulide®3R0Taking the brand promise online: Challenged an

opportunities, the authors have stated that a hisaadrand, regardless of its environment, butetten of brand

promise differentiates it. Delivering a brand preenithrough three-level triangle model makes a hrand

conglomeration of functional and emotional valuksotigh which genuine customer relationship is buwilh

more interactivity and personalisation.

» Khanyapuss Punjaisri, Alan M. Wilson, Heiner Evdtaky (2008), Exploring the Influences of Internal

Branding on Employees' Brand Promise Delivery: Iogilons for Strengthening the Customer-Brand

Relationships. This paper throws light on how empés perception have to be shaped through intbrrilaling,

so that they deliver the brand promise effectivaig build a long term relationship with customers.

e Imran Khan, Zillur Rahman (2015), A review and fetwirections of brand experience research. Autbpise

that rather than product or service, it is the Hraxperience that counts to build a strong brand.

» Katrine Owinren, Brand Experience A study on howdasign for targeted service brand experiencesouighr
this study the researcher has developed a brandrierpe tool, to address the touch points like,ssan
affective, behavioural and intellectual. These topoints are developed to provide strong brand rempee of the
service, because services are intangible. It alggests that a brand which is adaptable to chaageyive good

brand experience.
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e John Hallward (2005), Understanding Brand Value Aview of Price, Performance, Equity, and Category
Dynamics. This study puts forth that brand valua simple equation that is based on what you gewfat you
pay. The forces like price, quality and relativeduct performance play important role in creatimgnio value,

which helps the brand to extend their growth.

INTRODUCTION

A brand promise is a declaration of assurancest@ustomers what they could expect, when they uyproducts or
services. It is a combination of value, personaditd mission of the brand which is delivered tot@orer at his every
purchase. It is the strong loyalty and commitmdrtrand promise, that differentiates the brand fitsrcompetitors. It is
attached with both internal and external part cfibess and has tremendous impact on customer piercddany famous
brands like Apple, Starbucks, ITC have fulfillegithorand promise and have entered new marketgbglaping a unique
customer value. For example, TATA by fulfilling theoromise have entered the completely differentrkees like

automobiles and jewellery. This paper is concemigld penetrating the effectiveness of brand pronnisdiversification

of a company into new markets by creating an ekgtusustomer value.

BRAND AS A STRATEGY

Brand Promise is a strategy what consumers getdioabout the brand. Brand promise is the strateigithe evolution of
the successful brand, which touches every parh@fcompany. It is the bedrock foundation that gfifeens the whole
business to build a strong brand. For example, IK&Aurniture brand delivers value beyond poinsale, through its
brand promise “create a better everyday life”. eaDavidson, shooting the customers with emotitgders — “Harley
Owners Group — to connect their customers withrthiind”. By creating both customer value and campalue, brand
promise is a focused strategy that representsaimpetitive advantage. For example, Star Buckshisaaded coffee which
defines the life style by its promi§&o inspire and nurture the human spirit—one persoe cup, and one neighbourhood
at a time”. This creates consistency in the mirfdsoosumers, over the long period about the br&odhetimes the brand

promise is also inspirational to customers likelajsg'think different”.

DELIVERY OF BRAND PROMISE

A brand promise must be articulated clearly andvdetd consistently to its customers. Employeestta@eight catalysts
to deliver brand promise to the customers. Theeerieed of initiating, internal branding as a sggtto enhance the skills
and capabilities of employees to meet the cust@wpectations. Internal branding influences thenddgelop sense of
belonging, brand commitment and brand loyalty hed they transform the brand vision into branditgalhey have to be
properly trained to deliver the coherent brand mgssxactly as it is promised. Customers can lainegt by the virtue of
brand, when the front-line employees deliver thedpcts, services and experiences consistentlycahiped levels. It is

through them customers experience the brand proiiserightly called as the employees are thé beand ambassadors.

The companies that deliver what they promise &edylito gain more loyal customers and build strbrands. By

giving a deep-rooted differentiated experiencentsanfluence the consumers choice

Impact Factor (JCC): 6.2242 NAAS Rating 2.08
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Figure 1: Brand Promise Delivery Model.
BRAND EXPERIENCE

In the world of brands, experience is a profoundcept of a customer’s life. Marketers have considethat brand
experience is a vital strategy to build a strongnldr customer relationship. It provides the susbtdaompetitive
advantage to its consumers and facilitate the réiffégation among its competitors, to make theirstoners life easy. A
keen focus on brand experience, bridges the gapekeatthe brand strategy and customer experienageugh its brand
experience a firm can easily trap other conceptzafd like, brand equity, brand value, brand datioos, brand attitudes
and brand personality. Consumers always prefebthed which impart with unique and memorable exgem@s which is
real and authentic and not simply the slogans @samges. It is a channel that builds the human abions and creates the

brand value.
BRAND VALUE

Brand value is the financial value of having custosnwho will pay more for a particular brand. It tlke heart of
successful branding. Through the ‘assurance ofevaimong brands win customers preference. Theevafithe company
increases on account of brand position in the matkécilitates in creating value for consumenrsi @aptures value from
consumers in return. For example, Toyota is a bramidh is defined from customer perspective — aqusis trust that it
delivers excellent value and believe that it pressomething that other brands don’t. This positisasumer experience

builds loyal customers who play eminent role in dvof mouth recommendation.

Brand value is the simple equation of what youfgetvhat you pay. It plays key role in evaluatiing tpotential
of brand strategy, marketing capability that pregdiseful insights into strengths, weaknesses ppdrtunities to extend

their brands into new markets.
ENTRY INTO NEW MARKETS

A transformational approach is inevitable to ruptimto new markets and connect with the custominss is possible
only when there is relentless consistency at eeasgomer touch point, by crafting the overall cuso experience. For
example Mahindra and Mahindra, reformulated thatesyyy and adopted much more disciplined approatianding the
agricultural utility vehicles. EOS (Evolution of Swth), a cosmetic company in U.S became the sebimest seller of
lip balm, which once was a start up. It has alspaexled its products in shaving cream, body and ta@hs and has
reached more than 18 countries. By changing theesbfithe balm, that is like soft sphere, whichame the icon of EOS,
that was user friendly. By keeping up its promisglég’s a breakfast cereal brand has extendedatkeh line of biscuits,

snacks and nutrition bars.
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CONCLUSIONS

A visionary and proactive strategies that are agtbpd full fill brand promises, makes the brand@@N. A brand must
convey more compelling and sustainable differeiotngtto be truly unique and growth oriented throtiggir promises. A
brand has to create a distinctive, emotional ammhective advantage, so that customers keep theiufae brands alive in
their lives and accept them even in new marketan8tbrands have the power to constantly grow,Vatethemselves
and build a long-lasting genuine relationship vgtistomers, by enhancing their interpretation ard gliides the business
to extend their brands in unexplored markets. Tigrow the market, brand should always act withgritg. When the
brand bridges the gap between the expectation atgfaction of the customers successfully by apgythe strategy of
brand promise, it builds the credibility of bramdsustain over a long period of time and it willtnere manageable for the

companies to extend their brands to new markets.
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