Stelios and Telegraph will prove

blinkered extensions don't work

Two stories from the cover of
lastweek’'s Marketing demon-
strated the continuing confu-
sion exhibited by British
business leaders when it
comes to brand management.

EasyGroupannounced that
it plans tolaunch aneasy4men
range of male grooming prod-
ucts in 2005. The products are

\ [)_ 4 to be positioned as a no-frills
Youneed abrand 2t funderStelos Haji-loan
foengageinan  focicced brand exiension.
extensionand  Bupcen e,
‘ easyﬁ;mm has no leading competitors such as

Gillette.

Of course.there’snochance
easy4men will be successful.
Youneedabrandtoengagein
| asuccessful brand extensionstrategy and easyGroup has

nosuch thing.It has an unusual business model builtona
stri pped-down product offering and dynamic pricing, It
‘ hasaninspirational founder.Ithasa recognisable orange
|

| such thing

logo. But to enter new markets through extension takes
more than brand awareness. A brand must also have
| brand equityin the formof positive, valuable and extend-
| able brand associations.
' Firms such as easyGroup and Ryanair have confused
differentiation with branding. They have succeeded ina
| market,but that doesn’t mean they have created power-
' ful brands. The easyGroup move is what Brand Stretch
author David Taylor calls “brand ego-tripping”—believ-
ing your brand is more powerful thanitactu allyis.

Marketing alsoreportedlast week that The Daily Tele-
graph will soon launch a compact edition of its newspa-
per. The move was sparked by the successful launches of |
compact editions of The Independent and The Times.
Both compact newspapers have increased marketshare
at the expense of The Guardianand the Telegraph,which
have retained their broadsheet formats. Telegraph
Group managing director Hugo Drayton announcec
thata compact version of the Telegraphwould be onsalc
within a few weeks.

Unfortunately, Drayton seems to be under the impres-
sion that what works for one newspaper will work forany
other. Of course, it all depends on brands, not products.
It's reasonable to expect The Independent, a younger,
different and more contemporary newspaper brand, to
make the transition to a new, more contemporary for-
mat. But The Daily Telegraph is a different brand alto-
gether. Itistradition.itis conservatism,itisquality.Itisall
the things that acompact editionis not.

Ironically, Drayton could have takenalesson fromthe
otherend of the political spectrum,where The Guardian
has correctly recognised that its brand doesn’t fit with
the switch to compact form. Editor Alan Rusbridger
explained: “ The Independent is a better tabloid than it
was a broadsheet.I don’t think the same would be true of
The Guardian.We won’t godown the me-too route. We'll
dosomething distinctive in our own time.”

Brands are funny things. In the case of easyGroup, it
will fail in a new market because it doesn’t have a brand
in the first place. In the case of The Daily Telegraph, its
productinnovation will fail because itdoeshaveabrand,
but that brand doesn 't fit with the new strategy.
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