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ABSTRACT
The objective of this research was to find out the most importance of Branding
positioning and business to increase their revenues and market their products in a fine way.
Marketing managers are always excited and worked to find out the Brand Positioning
mechanism that affect the market dynamics in order to achieve better value of the product at
equal time providing highest level of satisfaction to the customer. An effective Brand
Positioning strategy will maximize customer relevancy and competitive distinctiveness in
maximizing brand value. The Primary objective is to study the brand positioning of the PSA
Silks from the customer perspective.
Advertisement is used for communicating business information to the present
and prospective customers. It provides fine information about the quality, place and
availability of the products. Advertising can be considered as the successful way which is a
combination of different techniques that could be used for the purpose of promoting products
and services of a company. Through creating a new ideas for promoting the advertisement,
that will used more efficiently to attract the customer.
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The outcome of the research revealed that surrogate positioning by the brands
showed the highest positive response.
Convenience sampling method has used in the research work. Multiple choice
questions have been chosen to collect the responses from 100 customers. The data collected
has been analysed through various statistical tools like Karl Pearson’s Correlation, Chi-square
test and One-way ANOVA test and the software used is SPSS. Numerous new findings has
been derived from this research has helped to provide few suggestions to improve the overall
service marketing mix of Lakshmi & co to its valuable customers.
Keyword: Brand Positioning, customer relevancy, brand value, business information.

INTRODUCTION ABOUT THE STUDY
BRAND POSITIONING
Brand positioning refers to “the act of designing the company’s offering and image
to occupy a distinctive place in the mind of the target market”. In other words, brand
positioning describes how a brand is different from its competitors and where, or how, it sits
in customers’ minds. A brand positioning strategy, therefore, involves creating brand
associations in customers’ minds to make them perceive the brand in a particular way.
By shaping consumer needs and wants, brand positioning strategies are directly
linked to consumer loyalty, consumer-based brand equity, and the willingness to purchase the
brand. Effective brand positioning can be referred as the major extent to which a brand is
perceived as favourable, different and credible in consumers’ minds.
Brand positioning can be defined as an activity of creating a brand offer in such a
manner that it occupies a different place and value in the target customer’s mind. Brand
positioning involves identifying and determining points of similarity and differences to
ascertain the right brand identity and to create a proper brand image. Brand positioning is the
key of marketing strategy. A strong brand positioning directs marketing strategy by defining
the brand information, the uniqueness of brand and it’s similarity with the competitive
brands, as well as the causes for buying and using that specific brand. Positioning is the base
for developing and increasing the required knowledge and perceptions of the customers. It is
the single feature that sets your service apart from your competitors.
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Positioning is a concept in marketing which was first introduced by Jack Trout and
then popularized by Al Ries and Jack Trout in their bestseller book "Positioning - The Battle
for Your Mind."
"Positioning: The Battle for Your Mind," in which they define Positioning as "an
organized system for finding a window in the mind. It is based on the concept that
communication can only take place through the right time and under the right circumstances".
MEANING
In Market Brand Positioning refers to the ability to attract the consumer
perception. Competitive advantages allow a company to achieve regarding a brand or product
relative to competitors. The objective of market positioning is to establish the image or
identity of a brand. A positive positioning helps the brand to stand out amongst competitors
and gain competitive advantage along with the added market share.
Creative advertising is when a group of creative come together to make a campaign or
commercial that creatively and effectively tells the story of a brand.
DEFINITION
Brand positioning is defined as the conceptual place you want to own in the target
consumer's mind the benefits you want them to think of when they think of your brand. An
effective brand positioning strategy will maximize customer relevancy and competitive
distinctiveness, in maximizing brand value
Creativity can be defined as “the use of imagination or original ideas to create something”.
Advertising creativity is the ability to generate fresh, unique, and appropriate ideas that can
be used as easy solutions to communication problems. To be appropriate and effective,
a creative idea must be relevant to the target audience.
In order to create a unique and successful positioning for your brand, we need to
analyse the following:
1. Understand what your consumers want
2. Understand what your company’s and brand capabilities are
3. Understand how each competitor is positioning their brand
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CREATIVITY IN ADVERTISEMENT
Advertising helps to inform the main target audience about the product. Providing
information is closely related to creating awareness of the product. Potential customers
must know about a product, such as product features and uses. Proper product information
can help the consumers in their purchase decision.
IMPORTANCE OF ADVERTISEMENT IN MARKETING
This is beneficial to manufacturers, traders, consumers and society as a whole. Advertising
offers the following advantages.
(1) Introduces a New Product in the Market: Advertising plays major role in the
introduction of a new product in the market. It stimulates the people to purchase the
product.
(2) Expansion of the Market: It enables the manufacturer to expand his market. It helps in
exploring new markets for the product and retaining the existing markets
(3) Increased Sales: Advertisement facilitates high production to goods and increases the
volume of sales. In other words, sales can be increased with add highest expenditure on
advertising with every increase in sale, selling expenses will decrease.
(4) Fights Competition: Advertising is greatly helpful in meeting the forces of competition
prevalent in the market. Continuous advertising is very essential in order to care the product
from the clutches of the competitors.
(5) Enhances Good-Will: Advertising is instrumental in increasing goodwill of the
concern. It introduces the manufacturer and his product to the people. Repeated advertising
and better quality of products brings more reputation for the manufacturer and enhances
goodwill for the concern.
(6)Better Quality Products: Different goods are advertised under different brand names.
A branded product assures a standard quality to the consumers. The manufacturer provides
quality goods to the consumers and tries to win their confidence in his product
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OBJECTIVES OF THE STUDY
PRIMARY OBJECTIVE
 To study the brand positioning of The PSA Silks clothing show room
SECONDARY OBJECTIVE
 To identify the expectation and perception of consumer towards the brand of PSA
Silks
 To know the consumer satisfaction level towards the PSA Silks brand image, quality,
etc.
 To determine the preference levels of PSA Silks brand in comparison to the other
brands.
 To find out the audience ratings towards the PSA Silks advertisement
 To study and create new different ideas for promoting the advertisement to improve
the brand image.

REVIEW OF LITERATURE
Brand (Kotler, 2000)
A traditional definition of a brand was: “the name associated with one or more items in
the product line that is used to identify the source of character of the item”
The American Marketing Association (AMA) definition of a brand is “a name, term, sign,
symbol, or design, or a combination of them, intended to identify the goods and services
of one seller or group of sellers and to differentiate them from those of competitors”

Jacques R. Chevron (2007)
I realize that my statement requires an explanation. The words “brand positioning”
are found often in the pages of this very magazine and in the resumes of many capable
applicants. Yet, those who use these words are showing that they either have not given much
thought about branding issues or have little discipline about using vocabulary. I strongly
suspect that they simply use the word “brand” where the word “product” is more
accurate. Positioning is a marketing communication tool, and probably the most important of
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them. It seeks to create the perception of a difference between your product and those it
competes with. That difference ought to be relevant enough to give the consumer a reason for
using your product rather than someone else’s. The art of positioning, then, is to select,
among all the possible things to say about a product, the one thing that will make the product
most attractive compared to its competitors.
RESEARCH METHODOLOGY
Fundamental to the success of any formal marketing research project is a sound
research design. A good research design has the characteristics of problem definition, specific
methods of data collection and analysis, time required for research project and estimate of
expenses to be incurred. The function of a research design is to ensure that they require data
are collected accurately and economically. A research design is purely and simply the
framework or plan for an analysis of data. It is a blue print that is followed in completing a
study. It resembles the architect`s blue-print (map) for constructing a house. It may be
worthwhile to mention here that a research design is nothing more than the framework for the
study ensures that the study will be relevant to the problem and the study will employ
economical procedures.

DATA COLLECTION
After identifying and defining the research problem and determining specific
information required to solve the problem, the researcher`s task is to look the type and
sources of data which may yield the desired results. Data sources are of two types through
which data is collected. Data sources may be classified as


Primary data



Secondary data

PRIMARY DATA
Primary data is the original data collected by the researcher first hand. It is collected
for the first time through field survey. These are those that are gathered specifically, for the
problem at hand. The various sources for collecting primary data are questionnaire,
observation, interview etc. The primary source used for the study is questionnaire.
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SECONDARY DATA
Secondary data is the information which is already available in published or
unpublished form. When the needed information is collected from the census of population
available in a library means then it is a secondary data. It is also used for collecting historical
data. The various sources of secondary data are books, periodicals, journals, directories,
magazines, statistical data sources etc. The secondary source used for this study is hotel
profile, scope, review of literature.
TOOLS FOR ANALYSIS


Simple Percentage analysis



Chi-Square test



Karl Pearson’s Correlation



One-way ANOVA classification

CHARTS
Charts are graphic displays of data for easy understanding of relative positions that is not
always possible with descriptive words or numbers. Types of charts commonly used in
business data presentation are: Bar, column and pie.
PERCENTAGE ANALYSIS
Percentage refers to a special kind of ratio making comparison between two or more
data to describe relationship between the data. Percentage can also be used to compare the
relative terms, the distribution of two or more series of data.
No. of respondents
Simple percentage =

…………………………………..

X 100

Total No. of respondents
CHI-SQUARE
Chi-square is the sum of the squared difference observed (o) and the expected (e) data (or
the deviation (d), divided by the expected data in all possible categories.
χ² = Σ [(− 𝐄𝒊) 2 / 𝐄𝒊] with (n - 1) degrees of freedom. Where, 𝐎𝒊 refers to the observed
frequency & 𝐄𝒊 to the expected frequencies. Χ² was used as a test of independence and
goodness of fit.
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KARL PEARSON’S CORRELATION
Correlation analysis is the statistical tool used to measure the degree to which two
variables are linearly related to each other. Correlation measures the degree of association
between two variables. The Pearson product-moment correlation coefficient is a measure of
the strength and direction of association that exists between two variables measured on at
least an interval scale. It is denoted by the symbol r.
r=

𝐍∑𝐗𝐘 − ∑𝐗∑𝐘
-------------------------------------√𝐍∑𝐗𝟐 − (∑𝐗) ²√𝐍∑𝐘𝟐 − (∑𝐘) ²

r =

.105

ONE WAY ANOVA CLASSIFICATION
One-Way ANOVA ("analysis of variance") compares the means of two or more
independent groups in order to determine whether there is statistical evidence that the
associated population means are significantly different. The analysis of variance (ANOVA) is
used in such problem where a research wants to test for the significances of the difference
between more than two as sample mean One-Way ANOVA is a parametric test.

STATISTICAL TOOLS AND ANALYSIS
CHI- SQUARE TEST

Chi-Square Tests

Pearson Chi-Square

Value
8.036a

df
3

Asymptotic
Significance (2-sided)
.045

Likelihood Ratio

8.143

3

.043

Linear-by-Linear Association

3.013

1

.083

N of Valid Cases

100

a. 1 cells (12.5%) have expected count less than 5. The minimum expected count is 4.44.
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RESULT:
Since the value is lesser than 0.05, so we accept the null hypothesis and rejects the alternative
hypothesis. There is no relationship between the gender and satisfaction level of the product
quality in PSA SILKS.

KARL PEARSON’S CORRELATION

Correlations
BRAND
EXPECTATIONS

BRAND EXPECTATIONS

Pearson Correlation

OF THE

PRICE OF THE

CUSTOMER

BRAND

1

-.049

OF THE CUSTOMER
Sig. (2-tailed)

PRICE OF THE BRAND

.626

N

100

100

Pearson Correlation

-.049

1

Sig. (2-tailed)

.626

N

100

100

RESULT:
Since r is Negative correlation. There is negative relationship between the brand expectation
of the customer and price of the brand in PSA Silks
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ONE-WAY ANOVA CLASSIFICATION

ANOVA
CREATIVE EXTENT OF ADVERTISEMENT

Sum of Squares

df

Mean Square

F

Sig.

Between Groups

3.197

3

1.066

1.737

.165

Within Groups

58.913

96

.614

Total

62.110

99

RESULT:
Since the value is greater than 0.05, so we reject the null hypothesis and accept the alternative
hypothesis. There is no significance difference between the creative extent of advertisement
and the high purchasing section in PSA Silks

CONCLUSION
PSA Silks is having good reputation in its all the areas of operation. In this study the
researcher has conducted an analysis of brand position. From analysis and interpretation, it
can be understood that the company has strong competion from other brand.
They should try to launch new advertisement campaigns to retain the existing consumers and
attract new consumers.
So it can be concluded that the company should not go back from the present
programs and it should implement more and more schemes and campaigns, which ensures
on-going improvement in the brand position of the products
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