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Identifying the Brand Associations for Herbo Project 

Abstract 

A summer intern at an Ayurveda based start-up is facing the daunting task of creating the 

market plan for it. To bring points of parity (POP) to competition he decides to understand the 

brand associations to competitor brands. He needs to build a Brand Concept Map (BCM) for 

this purpose.  

Case 

It was in the middle of April 2018, Rakesh was finding it very much tough to detach ‘Herbo’ 

from his mind. Herbo was a start-up located in Kerala, specializing in Ayurvedic medicines. 

Hailing from a family of traditional ayurvedic medical physicians, it was not astonishing that 

the idea of ‘our own brand of medicines’, had hit the brain of the owners (of Herbo). Later; 

after contemplating much on the idea,  they made their mind to come up with their own brand 

of ayurvedic medicines. They knew a lot about the products and possessed confidence in their 

ability to  scale up the manufacturing as the number of orders received started to show a hike. 

However, marketing strategy to be adopted to reach out to the (potential) customers remained 

a brainteaser. Rakesh was recruited as a summer intern from a well-known Business School in 

Kerala by the officials of Herbo, to help them solve this dilemma.  

Rakesh understood the problem well. His marketing professor had taught him to first focus on 

the problem definition i.e. the real problem faced by the company. He then tried to find out the 

information, on the basis of which a marketing plan was to be designed. He was not sure of the 

customer perceptions regarding the existing ayurvedic products in the market. What were the 

associations being related to the successful ayurvedic brands? He remembered from his course 

that this information was essential to bring out the Points of Parity (POP). Being a new brand, 

spotting out the Points of Parity was very important for Herbo. Rakesh, decided to come up 

with a brand concept map to serve this purpose; as he had immense faith in his marketing 

teacher’s view who had taught him to design the same. He decided to identify the brand 

associations related to Patanjali first.  

Assignment questions: 

1) Identify the steps required to build  a brand concept map

2) Create a brand concept map for Patanjali after collecting necessary information for the

same from a customer.
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