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5. Why are most of consumers willing to pay higher prices to well-known brands than to
unknown brands? Please explain your argument (at least 5 reasons) from the perspective of
brand value. (25%)

6. A company can choose from a number of different positioning strategies. Match the
positioning strategy in column (I) with an example (slogan of a brand) of that positioning
strategy from column (II) (25%).

(I) Positioning Strategy (II) Example

1. Positioning by attribute: Associating a | a. “Taj: HEAYRIE ! ”
product with a particular feature S :
2 Positioning by benefit: Associatinga | b. “Preference by L’Oreal. It costs a little
product with a special customer benefit | more, but I’'m worth it.”

3.Positioning by product category: c. “7-Up'is the Uncola. It’s lighter and
Associating the product with othersina | more refreshing.”

| similar product class ' ‘
4 Positioning by quality/price: Using d. Citibank: “A city never sleeps.”
price as a cue to higher quality, with. ‘
higher quality being reflected in more )
features and/or services

5. Positioning by use/apphcauon: e. Taiwan Beer: ‘T EF!”
Associating the product with a use or
application
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