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Abstract
The main objective of this paper is to examine the preference of consumers towards 
flagship and flanker brands of Hindustan Unilever Limited (HUL) and procter & 
Gamble (P&G), and identify the impact of various factors which influence the buying 
choices of consumers. Hair care and home care (detergents) product categories 
were selected for the purpose of this study. It is found that the flagship brands of 
both HUL and P&G command sizeable market shares, and the market shares of the 
corresponding flanker brands are considerably lower. It is also found that there 
is a significant difference in the preference of consumers towards the flagship and 
flanker brands of HUL and P&G on the basis of price, quality and brand image.

Introduction
	 In	general	terms,	flanker	brand	or	fighter	band	is	a	lower-priced	
product	 similar	 to	 the	main	 offering,	 introduced	 by	 a	 company	 to	
target	 competitors	 who	 are	 endeavoring	 to	 under-price	 the	 main	
product.	According	 to	Hyatt	 (2008)	 the	use	of	 a	flanker	or	fighter	
brand	is	one	of	the	oldest	strategies	in	branding	history,	and	was	first	
followed	to	promote	cigarettes	in	the	19th	century.	This	strategy	is	
often	used	in	difficult	economic	times.
	 Ritson	(2009)	point	out	that	as	customers	switch	to	lower-priced	
offers	 due	 to	 financial	 imperatives,	 manager	 at	 mid	 –	 tier	 and	
premium	brands	are	confronted	with	a	classic	problem:	Should	they	
handle	the	risk	head	on	and	reduce	existing	prices,	knowing	that	it	
will	reduce	profits	and	potentially	commodify	the	brand?	Or	should	
they	maintain	prices,	hope	for	better	times	to	return	and	meanwhile	
lose	 customers	 who	 might	 never	 come	 back?	 With	 both	 choices	
often	similarly	unpalatable,	companies	often	select	the	third	option	
of	 launching	 a	 flanker	 or	 fighter	 brand.	When	 the	 strategy	works,	
a	flanker	brand	not	only	defeats	 a	 low-priced	competitor,	 but	 also	
opens	up	a	new	market.	The	Celeron	microprocessor	is	an	example	
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of	a	successful	flanker	brand.	In	spite	of	the	success	of	its	Pentium	processors,	Intel	confronted		a	
major	danger	from	less	expensive	processors	such	as	AMD	K6	that	were	better	placed	to	serve	the	
developing	market	for	 low-cost	personal	computers.	Intel	needed	to	ensure	the	brand	value	and	
price	premium	of	its	Pentium	chips,	but	also	wanted	to	avoid	AMD	gaining	a	foothold	in	the	lower	
end	of	the	market.	This	led	to	Intel’s	creation	of	the	Celeron	brand,	a	cheaper,	less	capable	form	of	
Intel’s	Pentium	processor,	as	a	flanker	brand	to	serve	the	lower	end	of	the	market.

Flanking Strategy
	 In	the	military	context,	a	flank	is	the	right	or	left	limit	of	the	combat	unit	relative	to	the	direction	
of	its	movement,	and	is	often	a	weak	point,	as	the	unit	cannot	apply	much	direct	fire	from	the	flanks	
(Offense	and	Defense,	2012).	It	is	because	of	this,	that	flanking	as	a	military	strategy	is	commonly	
employed	in	battle,	and	commanders	employ	flanking	tact	to	engage	these	weak	points.	Generally,	
the	act	of	flanking	refers	to	the	movement	of	a	smaller	combat	unit	around	the	enemy’s	defenses	to	
attack	its	flanks;	and	in	doing	so	distract	the	enemy	so	that	the	main	forces	can	carry	on	the	main	
attack	(Lind	1985;	German	et	al.,	1991;	and	Offense	and	Defense,	2012).
	 In	 the	 business	 context,	 there	 are	 two	main	 interpretations	 of	 the	 flanking	 strategy.	 Firstly,	
a	 flanking	 attack	 is	 similar	 to	 the	military	 concept	 of	 flanking,	 and	 is	where	 a	 firm	 attacks	 an	
uncontested	market	area,	distracting	the	competitor’s	attention	away	from	the	main	market,	while	
avoiding	direct	confrontation	with	the	competitor	(German	et	al	1991;	Ries	and	Trout.	1993;	and	
Crittenden	2010).	A	flanking	position	on	the	other	hand,	is	a	defense	position	that	the	firm	engages,	
by	 launching	products	 in	peripheral	or	 secondary	markets	 to	protect	potential	weak	spots	 in	 its	
market	position	(Finnie,	1992;	and	Crittenden,	2010).	When	Apple	launched	the	iPhone	5c	it	was	
launched	as	part	of	a	defensive	flanking	strategy.
	 Price	 sensitivity	 is	 the	 main	 reason	 which	 influences	 consumers	 to	 look	 for	 alternatives	 at	
different	price	levels.	This	drives	marketers	to	launch	similar	products	under	the	same	category	in	
order	to	increase	market	share	by	targeting	the	consumers	of	each	income	level	i.e.,	high	middle	
and	low.	For	instance,	in	the	detergents	category,	Hindustan	Unilever	Limited	(HUL)	offers	Surf	
Excel	for	high-income	level	consumers,	Rin	for	middle-income	level	consumers	and	Wheel	for	
the	 economy	market,	whereas	 in	 the	 toilet	 soaps	 category,	 ITC	has	Fiama	di	Wills,	Vivel	 and	
Superia	in	the	premium,	mid-range	and	economy	categories,	respectively.	By	launching	flagship	
and	flanker	brands,	firms	can	simultaneously	target	high,	middle	and	low-income	level	consumers.
	 Flagship	brand	is	the	main	brand	offered	by	a	company	to	its	customers.	Generally,	the	flagship	
brand	caters	to	the	needs	of	high-income	consumers,	for	whom	price	is	not	the	prime	consideration.

Classification of Fmcg Industry
	 Fast	Moving	Consumer	Goods	(FMCG)	are	also	termed	as	consumer	packaged	goods.	These	are	
items	of	frequent	and	regular	consumption	by	end-consumers	and	are	of	comparatively	small	unit	
value.	They	include	foods	and	beverages,	personal	care	and	home	care	items.	The	FMCG	industry	
in	 India	 is	quite	 large	and	has	been	growing	at	 a	 steady	pace.	The	FMCG	 industry	 is	volume-
driven	and	has	low	profit	margins.	The	products	are	often	branded	and	are	supported	by	extensive	
marketing,	heavy	advertising,	attractive	packaging	and	strong	distribution	networks.
	 Several	 lending	firms	such	as	HUL,	P&G,	Dabur	and	 ITC	offer	multiple	brands	 in	different	
FMCG	 segments	 (Refer	Table	 1).	HUL	 is	 the	 only	 one	which	 offers	 flanker	 brands	 in	 several	
product	categories	i.e.,	home	care,	hair	care,	oral	care,	personal	care,	skin	care	and	tea	in	order	to	
meet	the	needs	of	consumers	at	all	income	levels.	
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Table 1: Products Targeting Consumers of Different Income Levels
Product Category High Income Middle Income Low Income

HUL (Hindustan Unilever Ltd)
Home care Surf Excel Rin Wheel
Hair Care TRESemme and Dove Sunsilk Clinic Plus
Oral Care Close Up Pepsodent ---
Personal Care Pears and Dove Lux Breeze and Lifebuoy
Skin Care Lakme Pond’s and Vaseline Fair & Lovely
Tea Taj Mahal Lipton, Brooke Bond Taaza

P&G (Procter & Gamble)
Fabric Care Ariel Tide ---
Hair Care Head & Shoulders Wella Pantene --

Dabur

Hair Care Almond Hair Oil Amla Hair Oil Vatika Coconut Hair Oil

Oral Care Dabur Red Meswak Babool

ITC

Personal Care Essenza Di Wills and Fiama 
Di Wills Vivel and savlon Superia

Literature Review
	 Kumar	and	Dasgupta	(2015)	studied	different	dimensions	of	consumer	perceptions	regarding	
the	fighter	brand	(Nima	Rose)	vis-à-vis	the	flagship	brand	(Nirma	Beauty	or	Nirma).	Their	work	
can	be	viewed	in	the	context	of	modern-	day	branding	strategies	and	brand	management	practices.	
In	this	study,	the	authors	established	noticeable	differences	in	the	positioning	strategies	of	flanker/
fighter	brands	from	main	stream	/	flagship	brands	of	the	same	organization.
	 Godey	and	Lai	(2011	highlighted	the	various	steps	involved	in	the	development	of	international	
brand	portfolios	and	issues	specific	to	each	of	the	steps.	The	authors	also	paid	attention	to	launching	
flanker/fighter	brands.	Glanker	brands	increase	barriers	to	entry	for	competitors	and	generate	profit	
and	growth	 in	 the	company’s	portfolio.	Fighter/flanker	brands	protect	 the	flagship	brands	 from	
rivals.

The	work	was	designed	to	achieve	the	following	specific	objectives
•	 	 To	examine	the	preference	of	consumers	towards	flagship	and	flanker	brands	of	HUL	and	

P&G.
•	 	 To	identify	the	impact	of	selected	factors	which	affect	the	purchasing	decision	of	consumers

Conclusion
	 The	 study	 on	 consumer	 preference	 towards	 flagship	 and	 flanker	 brands	 of	 HUL	 and	 P&G	
specifically	in	hair	care	and	home	care	(detergents)	category	show	that	the	respondents	are	more	
concerned	about	quality,	price	and	brand	image	of	the	products	purchased	by	them.	Further,	it	was	
also	found	that	the	preferences	of	male	and	female	respondents	differ	with	regard	to	the	preferred	
channel	for	purchasing	the	products.	The	main	reason	behind	launching	flanker	brands	is	to	counter	
new	entrants	in	the	market.	Flanker	brands	also	protect	the	premium	product	as	they	cater	to	price	
sensitive	consumers	and	help	to	capture	a	larger	market	share.	By	introducing	flanker	brands,	a	
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company	can	increase	its	revenue	and	profitability	and	also	enhance	its	brand	image	and	ranking.	
Flanker	 brands	 can	 also	 help	 to	 retain	 business	 and	market	 share	 during	 periods	 of	 economic	
downturn	(recession)	in	view	of	their	lower	cost	and	price.
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