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1. Executive Summary 
Recently,z manyz brandsz havez enteredz allz categoryz ofz consumerz goodsz and/orz services,z andz thez 

trendz doesz notz seemz toz bez dyingz downz anyz timez soon.z Firmsz arez mainlyz followingz product-z 

expansionz strategies,z especiallyz thez linez extensionsz strategy.z Butz increasingz evidencez showsz usz thatz 

suchz aggressivez tacticsz canz bez problematic.z Thisz studyz looksz atz thez existingz literaturez onz Productz 

linez extensionz studiesz andz triesz toz establishz thez majorz aimsz behindz these,z despitez notz increasingz 

categoryz demand.z Manufacturersz seez extensionsz asz az low-cost,z low-riskz wayz toz meetz thez needsz 

ofz differentz customerz segments;z linez extensionsz canz fulfilz consumers’z desiresz byz offeringz az widez 

rangez underz az singlez brand;z andz extensionsz arez oftenz usedz asz az short-termz competitivez weaponz 

toz increasez az brand’sz controlz overz limitedz retailingz shelfz space. 

There is a certain degree involved in line extensions and they often fail. Hence there are some key 

pointers that evolve from the literature to avoid such failures. These can be summed up as not 

forgetting the core business, not losing the brand purpose (Line Extensions should convey the same 

emotions and functions that contributed to the success of the line’s original flagship product) and 

remembering consumers and markets- The failure to meet consumer needs, regardless of brand, 

creates unhappy customers. 

In the light of the same, this study looks at the Oral Rehydration Solutions Market with a focus on 

Johnson and Johnson’s ORSL (Oral Rehydration Solution- Liquid). With consumers’ increasingly fast 

paced lifestyle, the need for fortified functional beverages has increased manifold- hence the focus on 

the industry. The study aims to find out whether ORSL FOS is a successful product line extension of 

the ORSL brand and apply the results from the analysis to product line extensions. ORSL Base is 

recommended for fast track recovery in patients suffering from fever, URTI (Upper Respiratory Tract 

Infection), flu and common cold, FOS is recommended for gut recovery from antibiotic associated 

dysbiosis. 

To conduct the analysis, the study uses a mix of both qualitative metrics- Online primary survey 

questionnaire on product line extensions, personal in depth interviews of target group consumers, 

Nielsen Buzzmetrics Brand Association map, Study of sales data and multi-level multi-variate 

regression model. 

A five-point hypothesis was tested in order to see whether ORSL FOS is a successful product line 

extension. These are: 

• ORSL FOS generates volumes comparable to original product 

• ORSL FOS sees annual growth 

• Customers understand its (ORSL FOS) difference from the ORSL original product. 

• ORSL FOS satisfies a new need compared to the ORSL original product 

• ORSL FOS has same core competencies as the original product (ORSL Base) 

All of these were proved true except the first one and hence FOS was concluded to be a successful 

product line extension. Further, learnings from FOS were used to derive conclusions and lessons for 

product line extensions 



 
 

2. Objective of the Study 

2.1. Main Objectives 
The broad objectives of the study are to Evaluate the Need and Effectiveness of Product Line Extension 

as a Growth Strategy; In the same light to look at the opportunity in extending rehydration solutions 

to new products in restoration category (Restoration is an incrementation of Rehydration or Fortified/ 

Functional Beverages). In the current scenario it does not have any distinctive consumers or category 

definers. 
 

2.2. End Goal of Objectives 
Specifically, the objects of the study are: 
• Review the existing literature in Extension space and look at different types of extensions, 

examples and find leads for further research 

• Explore the rehydration market, companies manufacturing products which have potential to play 
in this space in depth; Identify the gaps in the offerings and hence propose a category/formulation 
that could fill them. 

• Analyze existing product extensions in the rehydration space and extend findings to a broader 
space. 

 
 

2.3. Expectations for Readers 
At the end of this report, the reader will 

• Have a comprehensive idea about Product line extensions 

• Understand the need and administration of Oral Rehydration Solutions 

• Understand the Oral Rehydration Solutions Market 

• Be able to discern the parameters to judge the success/ failure of a product line extension 

• Understand the qualitative and quantitative methods of analysis of a product line extension 

 

2.4. Major Questions Answered 
• What are product line extensions and how are they different from brand extensions? 

• Why Product line extensions? 

• What are the parameters to measure the success of product line extensions? 

• What are Oral Rehydration Solutions? 

• What are the industry Standards in ORS Category? 

• What are the ORS Industry norms? 

• What is ORSL by Johnson & Johnson? 

• Is ORSL FOS a successful product line extension of ORSL? 



 
 

3. Introduction 
Healthcare has always been a very important topic for the author since she is from a family of doctors. 

This report has benefitted greatly from strategic inputs from parents and acquaintances. 

A major motivator for this project was also that the author pursued her summer internship with 

Johnson & Johnson Consumer Healthcare where she worked on the product- ORSL (Oral Rehydration 

Solution- Liquid). It is here that she realised the opportunities in Oral Rehydration category in India. 

The experience also gave her an outlook to product line extensions, especially in the healthcare sector 

and the various motivators/ influencers in the category. 

Inz thez lastz couplez ofz decades,z brandedz productsz havez enteredz everyz categoryz ofz consumerz goodsz 

andz services,z andz thez delugez showsz fewz signsz ofz lettingz up.z Mostz companiesz arez pursuingz product-

z expansionz strategies—inz particular,z linez extensions.z Butz asz Johnz A.z Quelchz andz Davidz Kennyz 

arguez inz “Extendz Profits,z Notz Productz Lines”z (HBR,z September–Octoberz 1994),z increasingz evidencez 

indicatesz thatz suchz aggressivez tacticsz canz bez problematic.z Butz forz allz thez perceivedz benefits,z thez 

costsz ofz wantonz linez extensionsz arez dangerouslyz high.z Forz example,z thez strategicz rolez ofz eachz 

productz becomesz muddledz whenz az linez isz overz segmented.z Also,z az companyz thatz extendsz itsz line,z 

runsz thez riskz ofz underminingz itsz brandz loyalty.z Moreover,z linez extensionsz rarelyz expandz categoryz 

demand,z andz consequentlyz retailersz can’tz providez morez shelfz spacez justz becausez therez arez morez 

products.z Anotherz importantz aspectz isz thatz thez costsz ofz overextensionz canz remainz hidden. 

However,z thatz shouldz notz leavez thez impressionz thatz product-linez extensionsz arez allz problematicz 

andz shouldz notz bez used.z Whilez thisz mightz bez truez forz manyz companies,z itz isz notz bez truez forz all.z 

Withz thez rightz cost-accountingz andz market-researchz systems,z linez extensionsz canz bez quitez 

profitable. 

Letz usz considerz anz example-z Salesz ofz thez entirez Doritosz linez ofz cornz chipsz rosez toz morez thanz $1z 

billionz onz thez successz ofz thez Coolz Ranchz Doritosz extension.z Also,z dietz andz caffeine-freez linez 

extensionsz havez expandedz thez soft-drinkz marketz toz newz segments;z andz thez two-z andz three-literz 

bottlesz havez stimulatedz consumptionz because,z inz manyz households,z ifz they’rez inz thez refrigerator,z 

theyz getz consumed.z Inz thez automobilez industry,z thez Fordz Explorerz andz thez Chryslerz minivanz havez 

forgedz profitablez newz marketz segmentsz thatz arez synergisticz withz thez olderz ones. 

Inz manyz markets,z thez developmentz ofz product-linez extensionsz isz az competitivez reality.z Asz thez 

productz categoriesz evolve,z az companyz mustz continuouslyz adaptz itsz productz linesz toz changingz 

market,z competitive,z andz trade-intermediaryz conditions.z Toz understandz this,z letz usz askz ourselvesz thisz 

question-z Couldz Crestz andz Colgatez havez ignoredz thez threatz fromz Armz &z Hammer’sz baking-sodaz 

toothpaste?z Duringz thez 1980s,z pumpz packagesz werez essentials;z butz todayz theyz arez nowherez toz bez 

seen.z Inz 1992,z Colgatez introducedz itsz stand-upz tube;z nowz itz seemsz thatz allz thez majorz brandsz havez 

adoptedz suchz packaging.z Thez listz continues. 
 

3.1. Definition of terms 
Before we understand what line extensions are, let us try to understand what a brand means. 

According to Aaker, a brand is not just a name, term, sign or symbol of a product, but the extremely 

priceless asset of that company. A strong brand always helps in increasing the customer loyalty of the 

company which will eventually result in higher profits for the company (Aaker, 1990). The American 

Marketing Association defines branding as "A name, term, design, symbol, or any other feature that 

identifies one seller's goods or service as distinct from those of other sellers". The legal representation 

of a brand is a trade mark. A brand may encase one item, a family of items, or all items of a certain 

seller. If used in the context of a firm, the term used is trade name. It is usually commonly accepted 



 

thatz inz thez market,z acquiringz newz customersz isz relativelyz morez complexz thanz retainingz thez currentz 

availablez pool.z Newz strategiesz arez essentialz forz organizationsz whichz arez wantz toz ropez forz successz 

andz launchz newz productsz inz thez marketz (consumerz durablesz orz non-durables),z hence,z thez needz toz 

understandz productz linez extensions. 

3.1.1. Productz Linez Extension 
Whenz consideringz thez differentz typesz ofz extension,z thez termz thatz leadsz thez packz isz Brandz 

Extension-z Brandz extensionz isz az strategyz usedz byz firmsz toz utilizez theirz traditional/existingz brandz 

namesz toz movez intoz az newz productz categoryz orz categoriesz (Aakerz andz Keller,z 1990).z Inz thez samez 

line,z Alexanderz &z Colgatez (2005)z usez thez expressionz "brandz franchisez extensions"z andz definez itz asz 

thez utilizationz ofz az prevalentz brandz namez thatz isz alreadyz well-knownz amongz thez customersz toz 

enterz intoz newz productz categories.z Sharpz (1993)z definesz brandz extensionz asz thez usez ofz anz existingz 

brandz namez ofz onez categoryz toz getz intoz anotherz similarz orz broadz segment.z Hez alsoz refersz toz itz asz 

"brandz stretching".z Kotlerz andz Kellerz (2006)z define,z "whenz az firmz usesz anz establishedz brandz toz 

introducez az newz product,z itz isz calledz az brandz extension".z Thez usez ofz brandz extensions,z definedz asz 

"usingz establishedz brandz namesz forz launchingz newz products",z isz increasinglyz popularz andz az bigz 

influencez onz newz productz startersz (Volckerz etz al,z 2010).z Arslanz &z Altunaz (2010)z definedz brandz 

extensionz asz 'Usingz az successfulz currentz brandz forz thez introductionz ofz newz products’.z Itz hasz alsoz 

beenz saidz thatz upz toz 95%,z ofz newz productz offeringsz inz thez marketz placez arez somez formz ofz brandz 

extension.z Brandz extensionsz alsoz happenz toz controlz az firm'sz mostz preciousz asset-z brandz equityz 

(Jap,z 1993).z Researchersz andz academiciansz havez recognizedz brandz extensionz asz az commonlyz 

prevalentz stratagemz forz growthz (Aaker,z 1991;z Kwun,z 2010;z Kellerz andz Lehmann,z 2009;z Kumar,z 

2005).z Throughz az reviewz ofz literature,z itz wasz identifiedz thatz morez thanz 200z studiesz onz brandz 

extensionz havez beenz conductedz inz Europez andz thez USA,z evenz thoughz thez numberz ofz studiesz isz 

veryz lessz inz thez Asianz continentz andz especiallyz inz Indiaz (Boushz andz Loken,z 1991;z Kimz andz Park,z 2013;z 

Chowdhury,z 2007). 

3.1.2. Rehydrationz asz az Category 
Upz untilz twoz decadesz ago,z diarrhoeaz wasz responsiblez forz 5z millionz deathsz annually,z majorityz beingz 

children.z Throughz majorz publicz healthz effortsz atz groundz level,z mainlyz aimedz atz preventingz andz 

treatingz dehydration,z thisz hasz decreasedz toz aroundz 2z millionz deaths.z (Unicef,z 2011)z Preventionz ofz 

dehydrationz isz primarilyz achievedz byz ensuringz thatz childrenz withz diarrhoeaz arez providedz withz 

morez fluidsz thanz usual,z and/orz increasedz frequencyz ofz breastfeeding,z duringz thez acutez episode.z 

Thez combinationz ofz increasedz homez fluidsz andz thez usez ofz Oralz Rehydrationz Saltsz (ORS)z forz thez 

treatmentz ofz dehydrationz havez provenz toz bez az veryz powerfulz interventionz forz thez preventionz ofz 

childhoodz deathsz fromz diarrhoea. 

Forz overz 25z yearsz UNICEFz andz WHOz havez recommendedz onez formulationz ofz thez glucose-basedz 

ORSz forz thez preventionz andz treatmentz ofz dehydrationz fromz diarrhea,z irrespectivez ofz thez causesz orz 

agez groupz ofz thez patientz affected.z Thez product,z whichz isz essentiallyz az solutionz containingz 90z 

mEq/lz ofz sodiumz withz az totalz osmolarityz ofz 311z mOsm/l,z hasz beenz provenz effectivez andz withoutz 

apparentz adversez effectsz inz worldwidez use.z Duringz thez pastz 20z yearsz numerousz studiesz havez beenz 

undertakenz toz developz anz 'improved'z ORS.z Thez goalz isz toz developz az productz thatz wouldz bez atz 

leastz asz safez andz effectivez asz standardz ORSz forz preventingz orz treatingz dehydrationz fromz allz typesz ofz 

diarrhoeaz butz which,z inz addition,z wouldz reducez stoolz outputz orz havez otherz importantz clinicalz 

benefits.z Onez successfulz approachz isz basedz onz reducingz thez osmolarityz ofz ORSz solutionz toz avoidz 

possiblez adversez effectsz ofz hypertonicityz onz netz fluidz absorption.z Thisz wasz donez byz reducingz thez 

solution'sz glucosez andz saltz (NaCl)z concentrations. 

Companies which manufacture these solutions have been increasingly trying to develop products with 

other benefits such as muscle fatigue reduction, prevention of dysbiosis and recovery from fever. 



 
 

4. Literature Review 

4.1. Product Line Extension: How Far Is Too Far? A Literature Review 

4.1.1. Introduction 
Consumer evaluations of product line extensions have attracted considerable attention from 

marketing scholars in the last decade (e.g., Aaker and Keller, 1990; Bottomley and Doyle, 1996; Sunde 

and Brodie, 1993). Aaker and Keller's (1990) seminal study forms foundation for further consumer- 

based brand extension research. According to David Aaker, a brand is not just a name, term, sign or 

symbol of a product, but the extremely priceless asset of that company. A robust brand always helps 

in increasing the customer loyalty of the company which will eventually result in higher profits for the 

company (Aaker, 1990). It is commonly accepted that acquiring new customers is relatively more 

complex than retaining the available pool of customers in the market. Strategies are inevitable for 

organizations which are planning to rope for success and launching new products in the market 

irrespective of consumer durables or non-durables. The usage of product line extension, to be precise 

"using established brand names for launching new products in the same product category", is 

increasingly popular and tends to influence new product starters (Volcker et al, 2010). Arslan & Altuna 

(2010) had defined line extension as 'Using a successful current brand for the introduction of new 

products in the same category". David Aaker (1996) expounded four brand extension strategies that 

can be used by an organization to leverage its brands. Establishing line extension is leveraging the 

name of an existing brand for a new product in order to enter into a new market segment under the 

same product class by making an alteration in the product such as flavor, colour, size of the pack or in 

its ingredients. 

4.1.2. Why are Product- Line extensions so commonplace? 
Thez authorsz (Quelchz andz Kennyz 1994)z lookz atz multiplez reasonsz whyz companiesz relyz onz linez 

extensionsz asz partz ofz theirz marketingz strategies:z Manufacturersz seez extensionsz asz az low-cost,z low-

riskz wayz toz meetz thez needsz ofz differentz customerz segments;z linez extensionsz canz fulfillz consumers’z 

desiresz byz offeringz az widez rangez underz az singlez brand;z andz extensionsz arez oftenz usedz asz az short-

termz competitivez weaponz toz increasez az brand’sz controlz overz limitedz retailingz shelfz space. 

4.1.3. Mythsz aboutz Brandsz andz Extensions 
Mattz Haigz andz Davidz Taylorz (Haigz 2004;z Taylorz 2004)z statez thatz manyz brandz andz linez extensionz failures 

arez alsoz tiedz toz falsez assumptionsz aboutz brand’sz attributes.z Somez ofz thesez mythsz include- 

• Goodz productsz alwaysz succeed-z Onz contrary,z az lotz ofz otherz factorsz includingz technology,z 

conveniencez andz licensing,z determinez thez fatez ofz thez product. 

• Brandsz onlyz launchz successfulz newz products-z 80%z ofz allz newz productsz failz afterz theyz hitz thez 

market,z andz anotherz 10%z diez withinz fivez years. 

• Advertisingz canz floatz az brand-z Mediaz clutterz andz consumerz resistancez makez advertisingz anz 

unlikelyz betz forz sustainingz az product.z Advertisingz canz onlyz supportz az newz product,z notz buildz 

it. 

4.1.4. Whyz doz Productz linesz breakdownz afterz extensions? 
Somez marketingz puristsz insistz thatz “onez idea,z onez brand”z isz thez conceptualz wayz toz successz inz 

marketing,z butz thez realityz isz thatz extensionsz arez herez toz stay-z evenz thoughz halfz resultz inz failure.z 

Thez productz linez extensionz strategyz hasz becomez az commonz practicez forz companiesz seekingz toz 

providez az rangez ofz productsz underz anz existingz trademarkz –z fromz entry-levelz toz premiumz productsz 

–z forz productz categoriesz wherez brandingz isz az differentiatingz factorz (Keller, 2008). 



 

Inz thez lastz tenz years,z productsz havez proliferatedz inz everyz categoryz ofz consumerz goodsz andz 

services,z andz thez delugez showsz fewz signsz ofz lettingz up.z Mostz companiesz arez pursuingz product-

expansionz strategies—inz particular,z linez extensions—fullz steamz ahead.z Butz asz Johnz A.z Quelchz andz 

Davidz Kennyz arguez inz “Extendz Profits,z Notz Productz Lines”z (Quelchz andz Kennyz 1994),z morez andz 

morez evidencez indicatesz thatz suchz aggressivez tacticsz canz bez hazardous.z Accordingz toz Davidz Taylorz 

asz az Productz linez stretches,z itz becomesz az biggerz challengez toz managez andz hasz az higherz riskz ofz 

runningz offz inz tooz manyz directionsz (Taylor,z 2004).z Mattz Haigz statesz thatz az companyz mayz ownz az 

brand,z butz itz cannotz possiblyz ownz thez feelingsz az brandz generatesz (Haig,z 2004).z Inz hisz book,z ‘Brandz 

Failures’,z Haigz talksz aboutz Brandz Amnesia-z whenz brandsz forgetz theirz originalz identityz andz Brandz 

Ego-z Whenz consumersz doz notz immediatelyz recognizez az newz productz asz partz ofz thatz family,z itz doesz 

notz benefitz fromz thez extension. 

Inz thez bookz ‘Brandz Stretch’,z Davidz Taylorz talksz aboutz somez keyz extensionz rulesz (Taylor,z 2004).z 

Thesez canz bez summedz upz as- 

• Doz notz forgetz yourz corez business 

• Doz notz losez yourz purpose-z Linez Extensionsz shouldz conveyz thez samez emotionsz andz functionsz that 

contributedz toz thez successz ofz thez line’sz originalz flagshipz product.z Ifz theyz doz not,z theyz willz fail. 

• Rememberz yourz consumersz andz yourz markets-z Thez failurez toz meetz consumerz needs,z regardlessz 

ofz brand,z createsz unhappyz customers.z Ifz thez linez extensionz doesz notz fulfillz az need,z theyz havez 

toz competez basedz onz pricez alone. 

4.1.5. Addressingz Extensionz Failurez Issues 
Toz avoidz thesez pitfalls,z Quelchz andz Kennyz offerz severalz guidelinesz forz sharpeningz product-linez 

strategies:z improvez costz accounting,z allocatez resourcesz toz popularz products,z researchz consumerz 

behavior,z coordinatez marketingz efforts,z workz withz channelz partners,z andz fosterz az climatez inz whichz 

product-linez deletionsz arez supportedz (Quelchz andz Kennyz 1994). 

4.1.6. Roadz Aheadz andz Discussion 
Accordingz toz Quelchz andz Kenny,z managersz whoz focusz theirz productz linesz insteadz ofz continuallyz 

extendingz themz canz expandz marginsz andz marketz share.z Az controlledz approachz alignsz productsz andz 

distributionz systemsz withz customerz needs,z helpsz ensurez repeatz purchases,z andz createsz strongerz 

marginsz thatz canz bez reinvestedz inz truez customerz valuez (Quelch and Kenny 1994). Leonard M. Lodish 

criticizes John Quelch and David Kenny’s article for leaving the impression that product-line extensions 

are all bad and should be sharply curtailed. According to Lodish, while this may be true for many 

companies, it need not be true for all. Indeed, with the right cost-accounting and market-research 

systems in place, line extensions can be quite profitable. Bruce G.S. Hardie in ‘The Logic of Product- 

Line Extensions’ states that in many markets, the development of product-line extensions is a 

competitive reality; as product categories evolve, a company must continuously adapt its product lines 

(Hardie et al 1994). According to Paul W. Farris, deciding which products are core is the sticky point; 

simply replacing established brands with new, improved formulas can be unnecessarily risky (Hardie 

et al 1994). 
 

4.2. Opportunity to Create a New Category- Restoration: A 

Literature Review 

4.2.1. Dehydration: 
Dehydration, a frequently diagnosed nutritional problem, is defined (Monirun Nessa Begum, 2010) as 
the depletion in overall body water content owing to pathologic fluid losses, reduced fluid intake, or 
both. Dehydration has been examined frequently among athletes, with the major focus being 



 

optimizing their performance (JA., 2000; Sheehy CM, 1999). However, in the literature, relatively little 
attention has been paid to dehydration among older adults, although they are particularly vulnerable 
to it due to age-related changes in total body water, impaired thirst perception, renal concentrating 
ability, vasopressin effectiveness and medication-related hypodipsia (Sheehy CM, 1999). The 
literature states that functional limitations, infrequent urination, and urinary incontinence common 
among the elderly may further increase their vulnerability to dehydration. The effects of dehydration 
include confusion, disorientation, weak spells, infection, coronary artery disease, impaired or delayed 
wound healing, and death. (Monirun Nessa Begum, 2010) 

 

4.2.2. Science Behind Dehydration: 
Dehydrationz isz typicallyz definedz asz depletionz inz totalz bodyz waterz contentz duez toz pathologicz fluidz 

losses,z diminishedz fluidz intake,z orz az combinationz ofz bothz (Monirunz Nessaz Begum,z 2010).z  However,z 

asz Thomasz etz al.z notedz inz 2003z (Thomasz DR,z 2003),z noz absolutez definitionz ofz dehydrationz exists.z 

Thez termz isz oftenz usedz asz anz encompassmentz forz anyz derangementz inz anyz fluidz compartment.z 

Cliniciansz tendz toz usez dehydrationz andz depletionz ofz intravascularz fluidz interchangeably.z However,z 

asz Mentesz etz al.z (JC,z 2000)z pointz out,z suchz depletionz canz takez threez forms.z First,z Hypertonicz 

dehydration,z whichz isz depletionz inz totalz bodyz waterz (TBW)z owingz toz pathologicz fluidz losses,z 

diminishedz waterz intake,z orz az combinationz ofz both.z Thisz leadsz toz hypernatremiaz inz thez 

extracellularz fluidz compartment,z whichz thenz drawsz waterz fromz thez intracellularz fluids.z Sincez thez 

waterz lossz isz sharedz byz allz bodyz fluidz compartmentsz andz leadsz toz comparativelyz littlez reductionz inz 

extracellularz fluids,z thez individual’sz circulationz isz notz compromisedz unlessz thez lossz isz veryz great.z 

Thisz isz alsoz knownz asz intracellularz orz hypernatremicz dehydration.z Butz cliniciansz alsoz speakz ofz 

extracellularz orz hypotonicz dehydration,z whichz isz az fluidz depletionz inz whichz morez sodiumz thanz waterz 

isz lostz andz extracellularz fluidz becomesz depleted.z Isotonicz dehydration,z whichz isz az balancedz 

depletionz ofz bothz waterz andz sodium,z alsoz leadsz toz az lossz ofz extracellularz fluid.z Thisz isz alsoz knownz 

asz isotonicz fluidz volumez depletion.z Thomasz etz al.z (Thomasz DR,z 2003)z preferz toz callz az lossz ofz bothz 

intracellularz andz intravascularz waterz hypovolemiaz andz restrictz thez termz ‘‘dehydration’’z toz 

hypertonicz dehydration.z Accordingz toz theirz terminology,z dehydrationz existsz wherez thez individual’sz 

calculatedz serumz osmolarityz exceedsz 295z milliosmols.z Intravascularz volumez depletionz isz markedz 

byz az BUN-z creatininez ratioz abovez 20z orz az levelz ofz serumz sodiumz abovez 145z mgz perz decalitre,z andz 

hypovolemiaz existsz whenz thez individualz displaysz bothz az serumz osmolarityz abovez 295z milliosmolsz 

andz az BUN-z creatininez ratioz abovez 20.9z Givenz thez multiplez waysz ofz definingz dehydration,z itz isz 

importantz toz understandz thez specificz typez ofz dehydrationz toz identifyz andz addressz thez underlyingz 

causesz inz az timelyz andz appropriatez manner.z Inz practice,z dehydrationz hasz beenz definedz asz anyz 

severez decreasez inz totalz bodyz water,z whetherz itz isz pathological,z (Grossz CR,z 1992)z orz resultsz fromz 

failurez toz increasez waterz intakez toz compensatez adequatelyz forz losses,z inabilityz toz ingestz fluidsz inz 

adequatez amounts,z orz az combinationz ofz thesez factors. 
 

Accordingz toz existingz literature,z az healthyz individualz losesz aboutz 2500z mlz ofz waterz az day,z butz thez 

actualz amountz canz varyz greatlyz betweenz individualsz andz dependsz onz environmentalz conditions.z 

Whenz thez airz isz dryz orz thez weatherz isz hot,z waterz lossz fromz thez skinz andz lungsz increasesz becausez 

ofz thez increasedz vaporz pressurez gradient.z (C.,z 1981)z  Thez literaturez alsoz statesz thatz thez amountz ofz 

lossz inz urinez dependsz greatlyz onz thez fluidz intake,z thez totalz lossesz throughz otherz routes,z andz onz 

solutez contentz ofz diet.z Highz intakez ofz saltz (sodiumz chloride)z orz proteinz willz increasez thez dailyz fluidz 

requirement,z sincez thez kidneysz havez az limitedz capacityz toz concentratez urine.z Ifz theirz waterz intakez isz 

restricted,z individualsz willz conservez waterz byz producingz morez concentratedz urine.z Thisz 

concentratingz abilityz variesz betweenz individuals,z butz inz mostz peoplez thez maximumz urinez 

osmolalityz rangesz betweenz 900z andz 1200z mosm/kg.z Conversely,z (Grossz CR,z 1992)z sincez thez bodyz 

cannotz storez excessz water,z thez kidneysz getz ridz ofz anyz excessz byz producingz az largez volumez ofz dilutez 

urine.z Mostz peoplez takez inz morez fluidz eachz dayz thanz theirz perceivedz need,z andz theirz kidneysz 

maintainz waterz balancez byz excretingz thez excess.z Inz extremelyz hotz weather,z however,z thez bodyz 

cannotz lowerz itsz temperaturez byz simplyz transferringz heatz toz the 



 

atmosphere and compensates by producing sweat. This causes the body to lose both water and salts 
(electrolytes). (Monirun Nessa Begum, 2010) 

 

4.2.3. Detection, prevention and treatment- Traditional Methods: 
According to (Sukkary-Stolba, 1990), dehydration is both preventable and reversible. Health-care 
outcomesz canz bez improved,z andz hospitalz costsz reduced,z ifz practitionersz routinelyz monitorz thosez atz 

riskz forz dehydrationz andz renderz promptz appropriatez care.z Itz mentionsz thatz Orallyz re-hydratingz 

outpatientsz isz anz effective,z easyz andz cheapz alternativez toz treatingz dehydratedz patientsz inz hospitalsz 

toz cutz dramaticallyz thez numberz ofz diarrhea-relatedz deaths.z Althoughz itz isz easyz toz use,z teachingz 

mothersz andz otherz childz caretakersz toz preparez andz administerz ORTz correctlyz hasz notz beenz easy,z 

however,z manyz cultural,z environmentalz andz socio-economicz factorsz influencez localz perceptionsz ofz 

diarrheaz andz thez usez ofz ORTz (Sukkary-Stolba,z 1990).z Az basicz themez thatz runsz throughz almostz allz 

qualitativez studiesz isz thatz successfulz experiencesz inz onez culturalz settingz cannotz readilyz bez 

transplantedz andz necessarilyz havez thez samez degreez ofz successz inz anotherz culturalz environment;z 

however,z thez qualitativez literaturez isz richz withz usefulz lessonsz whichz canz bez learned.z Oralz 

rehydrationz therapyz hasz twoz mainz components:z "(1)z thez usez ofz fluidz andz electrolytesz (oralz 

rehydrationz solution)z toz correctz thez dehydrationz andz replacez thez continuingz fluidz lossz ofz acutez 

wateryz diarrhea;z andz (2)z nutritionalz therapyz toz minimizez weightz lossz andz evenz shortenz thez 

durationz ofz illness"z (Cash,z 1987) 
 

Thez keyz takeawaysz fromz thez literaturez (Cash,z 1987),z (Sukkary-Stolba,z 1990),z regardingz 

administrationz ofz Oralz Rehydrationz Therapyz are- 

• Localz perceptions,z definitions,z andz classificationsz ofz diarrheaz arez numerousz andz oftenz veryz 

complex. 

• Manyz harmfulz behaviors,z suchz asz withholdingz orz restrictingz foodsz orz fluids,z cessationz ofz 

breastfeeding,z andz purgingz (inducingz evacuationz ofz thez bowelsz forz "Cleansing"z thez body),z arez 

practiced. 

• Localz beliefsz oftenz affectz thez perceivedz effectivenessz andz acceptabilityz ofz medicalz products. 

• Mothersz arez thez principlez carez takersz ofz youngz children,z andz thereforez arez anz obviousz targetz 

forz ORTz messages. 

• Onez keyz toz effectivez oralz rehydrationz therapyz isz correctz mixingz ofz thez ingredients.z Withoutz 

properz education,z however,z manyz mothersz oftenz mixz andz administerz ORSz incorrectly. 

• Supportz fromz thez medicalz community,z bothz publicz andz private,z isz vitalz toz thez successz ofz ORTz 

activities,z however,z manyz medicalz professionals,z suchz asz physiciansz andz pharmacists,z inz 

developedz asz wellz asz developingz countriesz arez oftenz reluctantz toz promotez ORT. 

• Traditionalz healthz practitionersz (e.g.,z midwives,z healers,z healthz barbers)z arez inz somez culturesz 

oftenz thez firstz sourcez ofz medicalz carez forz childrenz sufferingz fromz diarrheaz andz havez 

successfullyz administeredz andz distributedz ORTz suppliesz andz information. 

• Often,z mothersz discontinuez DRSz becausez theyz doz notz clearlyz understandz thatz theirz purposez isz 

toz preventz theirz childz fromz dyingz fromz dehydration,z notz toz alleviatez thez symptomsz ofz diarrhea.z 

Whenz mothersz perceivez thatz ORSz arez notz curingz theirz childz ofz diarrhea,z theyz becomez 

dissatisfiedz withz itz andz discontinuez itsz use. 

• Atz firstz glance,z thez mixingz andz administeringz ofz ORSz mightz seemz likez az simplez procedure;z 

howeverz complicationsz oftenz occurz becausez ofz lackz ofz productz acceptability,z environmentalz 

problemsz ofz accessz toz cleanz sourcesz ofz water,z pricez constraints,z limitedz timez ofz carez takers,z orz 

inabilityz toz learnz thez properz wayz toz mixz ORS. 

 

4.2.4. Oral Rehydration Solutions: 
Euromonitor (Passport, Opportunities in Oral Rehydration Solutions, July 2018) defines Oral 
rehydration drinks as glucose-based, liquid solutions majorly administered for rehydration and sold as 
pharmaceutical products intended as acute hydration remedy from illness or fatigue. A look into 



 

products in the market indicated that these generally range from hypotonic to isotonic depending on 
formulation and format. This category of OTC hydration drinks is not necessarily an innovation in terms 
of ingredients -the products usually contain water, glucose and electrolytes, albeit typically in higher 
quantities to functional waters or sports drinks. 

 

Advertising budgets have been low and the marketing message was essentially medical. However, in 
the last three years there has been a clear reimagining of marketing strategy by leading brands in oral 
rehydration drinks, pushing the benefits of their products to refresh, replenish and restore across 
occasions formerly occupied by sports drinks and functional isotonic soft drinks (Unicef, 2011). The 
literature (Passport, Opportunities in Oral Rehydration Solutions, July 2018) takes the example of the 
leading US brand of oral rehydration solution -Pedialyte – which has significantly adjusted its 
marketing to appeal to a wider core audience. Young adults are featured consuming the rehydration 
solution in a similar fashion to sports drinks or functional water. Further, the brand, in the past two 
years, is said to list alcohol consumption and hangover remedy, athletic activity, heat exposure and 
travel as potential dehydration occasions to be addressed by the brand’s product line -alongside 
recovery from flu or gastrointestinal illness. Data shows targeting new consumers and new occasions 
has coincided with strong growth for the Pedialyte brand in the US, growing sales by 40% in current 
terms over 2014-2017. (Euromonitor, 2018). 

 
Pedialyte is not the only oral rehydration brand attempting to broaden the scope of its customer base. 
Brands in Australia, the UK, Mexico and elsewhere are also attempting to develop the category and 
reach new consumers and occasions more typically served by sports drinks and functional beverages. 
Case in point, the example quoted by (Passport, Opportunities in Oral Rehydration Solutions, July 
2018)- Hydralyte which began as an Australian brand in 2001, expanding its range of products from 1- 
litre NARD glucose solution to include frozen popsicles, powders and tablets. The company launched 
in Canada in 2010 and the US in 2016, touting the “clinical advantage” of its glucose/electrolyte 
formula over sports drinks, and claiming significantly more electrolytes and 75% less sugar per serving. 

 
Euromonitor, 2018, also mentions Electrolitis- a leading brand of oral rehydration in Mexico, 
controlling over 70% of the diarrheal remedies category in 2017. The brand’s owner, Pisa Laboratorios, 
has recently set out on an ambitious expansion project to expand the scope of the brand by increasing 
production, adding flavors to existing product ranges and adding a new product range of sports drinks 
that will be merchandised in grocery stores (instead of pharmacy/ drugstore channels). The company 
is also expanding geographically, attempting to bring the Electrolife/Electrolit brand to western US 
territories in late 2016. More recently, the company has expanded into Colombia in 2017. Among 
several challenges for the brand is educating consumers about the suitability of the product range for 
alternative occasions. Current consumers may associate Electrolit and other oral rehydration only as 
medicine, failing to realize the application of the product beyond liquid replenishment during illness. 
Moving a brand from an unfashionable pharmaceutical category into the realm of soft drinks 
(especially considering the large advertising budgets of competitors in this space) is a major marketing 
challenge. (Passport, Opportunity in Oral Rehydratrion Drinks, July 2018) 

 

4.2.5. Changing Perspective: 
In the literature (Suree Nanasombat, 2015), an increasing consumer demands for foods which 
contain ingredients that may impart health benefit beyond basic nutrition is seen.z Beveragesz havez 

beenz consumedz habituallyz toz deliverz highz concentrationsz ofz functionalz ingredients.z Theyz 

representz notz onlyz az suitablez mediumz forz thez dissolutionz ofz functionalz components,z butz alsoz 

az convenientz methodz ofz consumption.z Inz 2013,z thez globalz marketz forz functionalz foodsz whichz 

makez specificz functionalz healthz claimsz wasz worthz anz estimatedz USDz $43.27z billionz 

(Euromonitor,z 2018).z Thesez functionalz foodsz arez producedz byz addingz appropriatez quantitiesz ofz 

substancesz thatz  can 



 

providez healthz benefitsz beyondz thosez furnishedz byz traditionalz nutrients.z Therez arez az widez 

varietyz ofz functionalz beveragez products,z includingz sportz andz performancez beverages,z readyz toz 

drinkz teas,z vitaminz fortifiedz water,z soyz beveragesz andz otherz energyz beverages.z (Sureez 

Nanasombat,z 2015) 

 

4.2.6. Fortified/z Functionalz Beverages-z Worldz &z India: 
Thez marketz forz functionalz beveragesz representsz thez largestz andz fastestz growingz segmentz ofz thez 

functionalz foodsz sector,z withz anz annualz growthz ratez ofz almostz 20%z inz thez Unitedz Statesz 

(Euromonitor,z 2018).z Accordingz toz thez literaturez productionz andz consumptionz ofz functionalz 

beveragesz hasz gainedz muchz importancez duez toz theirz majorz contributionz toz healthz promotionz andz 

diseasez riskz reductionz andz constitutez anz excellentz deliveryz meansz forz nutrientsz andz bioactivez 

compounds,z includingz vitamins,z minerals,z antioxidants,z omega-3z fattyz acids,z plantz extracts,z 

sterols/stanols,z dietaryz fiber,z aminoz acidsz andz biopeptides,z prebiotics,z andz probiotics,z amongz 

othersz (Fereidoonz Sahidi,z 2016).z Therez havez beenz continuousz innovationsz inz functionalz beveragesz 

andz theirz associatedz marketz overz thez lastz decadez asz consumersz seekz noveltyz andz healthz benefitsz 

fromz theirz beverages.z Thez marketz forz newz functionalz beveragesz withz addedz bioactivez ingredientsz 

withz healthz benefitsz hasz grownz rapidlyz withz positioningz strategiesz linkedz toz energy,z athleticz 

performance,z digestion,z aging,z satiety,z cognitivez ability,z hydration,z weightz management,z 

cardiovascularz health,z cancer,z diabetes,z bonez andz jointz health,z andz fatiguez andz stamina,z amongz 

others.z (Fereidoonz Sahidi,z 2016) 
 

According to existing literature, Fortified/functional beverages records current value growth of 7% in 
2017 to reach INR77.9 billion (Fortified/ Functional Beverages in India, May 2018). In July 2017, Food 
Safety and Standards Authority of India (FSSAI) changing its guidelines again and further reducing the 
allowable caffeine content for energy drinks negatively impacted growth, the literature alleges. 
Euromonitor, 2018 states that FF sports drinks are the most dynamic category in 2017 with current 
value growth of 22%. Fortified/functional beverages is expected to record a value CAGR of 2% at 
constant 2017 prices over the forecast period to reach INR85.8 billion by 2022. 

 

4.2.7. Competitive Landscape: 
Thez fast-pacedz lifestylesz ofz consumersz andz az lackz ofz properz andz timelyz foodz intakez duez toz theirz 

erraticz work-lifez balancez hasz deprivedz themz ofz basicz nutrientsz thatz arez neededz byz thez body.z 

Consumersz thereforez lookz forz productsz whichz canz boostz theirz immunez system,z andz whichz fillz thez 

gapsz inz theirz dietz (Fortified/z Functionalz Beveragesz inz India,z Mayz 2018).z Asz az result,z FFz otherz hotz 

drinksz continuedz toz dominatez salesz ofz FFz beveragesz inz 2017z withz leadingz brandz Horlicksz providingz 

az rangez ofz healthz andz nutritionz benefitsz forz adultsz andz children. 
 

GlaxoSmithKlinez dominatedz FFz beveragesz inz 2017z (Euromonitor,z 2018),z largelyz duez toz itsz popularz 

brandsz Horlicksz andz Boost.z Horlicksz hasz manyz healthz andz nutritionalz claimsz relatingz toz immunity,z 

bonez health,z andz improvedz concentration,z amongz others.z (Fortified/z Functionalz Beveragesz inz 

India,z Mayz 2018)z saysz thatz itsz first-moverz positionz andz longstandingz presencez inz Indiaz hasz enabledz 

Horlicksz toz developz az veryz strongz leadz inz thez category,z althoughz itz didz seez az smallz dropz inz itsz 

valuez sharez inz 2017z duez toz competitionz fromz Addingz onz this,z thez literaturez quotesz Mondelezz Indiaz 

Foodsz Pvtz Ltd’sz Cadburyz Bournvita.z Lookingz atz anotherz player,z Redz Bull,z thez literaturez notesz thatz 

therez isz az declinez inz itsz valuez sharez inz 2017z withz itz sufferingz fromz thez impactz ofz negativez publicityz 

andz thez newz rulesz laidz downz byz thez FSSAI.z Additionally,z Hectorz Beveragesz Pvtz Ltd’sz Tzingaz sawz az 

significantz increasez inz itsz valuez sharez withinz FFz energyz drinks,z withz itz takingz sharez fromz Redz Bull. 
 

Accordingz toz Euromonitor,z 2018,z Gatoradez sawz onez ofz thez mostz dynamicz performancesz inz FFz 

beveragesz inz 2017,z withz itz benefitingz fromz thez dynamicz growthz ofz FFz sportsz drinks.z Thez brandz 

dominatesz FFz sportsz drinksz andz itz usesz regularz advertisingz andz marketingz campaignsz toz helpz 

promotez itsz range.z Thez paperz illustratesz itz withz az 2017z televisionz advertz thatz celebratedz Teachersz 

Dayz withz it 



 

encouragingz viewersz toz tagz theirz teachersz onz socialz mediaz withz #SweatForGold.z Withz FFz sportsz 

drinksz setz toz seez dynamicz growthz overz thez forecastz periodz thez brandz standsz toz benefit,z asz doesz 

Lucozade,z whichz alsoz sawz az risez inz itsz valuez sharez inz 2017.z (Fortified/z Functionalz Beveragesz inz 

India,z Mayz 2018) 

 

4.2.8. Newz Innovationsz inz Functionalz Beverages: 
Euromonitorz (Passport,z Nearz Water:z profilingz Growthz Opportunitiesz inz Hydrationz Beverages,z Febz 

2017)z notesz thatz functionalz beveragesz playz anz importantz rolez inz ourz everydayz livesz asz theyz helpz 

keepz usz hydrated,z preventz andz helpz addressz healthz conditions,z aidz inz ourz athleticz performancez orz 

simplyz contributez toz ourz overallz nutritionalz well-being.z Accordingz toz statisticsz ofz thez beveragez 

industry,z itz hasz experiencedz rapidz growthz overz thez pastz decade.z (Nutrition,z 2014)z statesz thatz thez 

choicesz forz beveragesz havez becomez soz specificz thatz theyz appearz toz bez almostz tailoredz forz anz 

individual,z representingz anz extensionz ofz one’sz personality.z Consumersz havez theirz choicez ofz 

beveragesz thatz aidz inz boostingz energy,z shrinkingz waistlines,z sharpeningz mental focus, preventing 
pain associated with bone and joint conditions, and the list goes on. In addition, there are beverages 
that are specific for each age demographic and gender, with a growing focus on products targeting 
kids, women and seniors. This diversification in beverages in conjunction with the increased channels 
in distribution continue to fuel consumer demand. 

 
Thez functionalz beveragez marketz hasz steadilyz increasedz overz thez pastz decade,z withz az sharperz risez inz 

thez lastz couplez ofz years.z Accordingz toz Datamonitor,z thez globalz non-alcoholicz beveragez marketz isz 

valuedz atz justz underz $500z billionz worldwide,z withz Europez accountingz forz thez largestz portionz atz $189z 

billion.z Chinaz hasz becomez thez fastestz growingz countryz atz anz overallz growthz ratez ofz 77%z overz thez 

pastz decade.z (Nutrition,z 2014) 
Thez literaturez studiesz thez beveragez experiencez inz today’sz marketplacez andz notesz thatz itz isz 

completelyz differentz thanz 10z orz evenz fivez yearsz agoz inz thez wayz beveragesz arez consumed-z asz 

interestingz asz whatz functionalz ingredientsz arez inz it.z Somez ofz thez topz functionalz beveragez 

categoriesz andz uniquez deliveryz methodsz arez (Nutrition,z 2014)z Shots,z Stickz Packs,z Ready-To-Drinkz 

Teas,z Sportsz Drink/Recoveryz Drink,z Dairyz Based,z Juice,z Enhancedz Waters,z andz Energyz Drinks. 

 

4.2.9. Opportunitiesz inz Hydration: 
Thez currentz literaturez onz Hydrationz brandsz itz asz az potentiallyz highz valuez consumerz occasionz owingz 

toz high-marginz opportunitiesz inz thez consistentz perz capitaz volumez growthz inz packagedz waterz 

paramountz forz anyz beveragez producerz (Passport,z Nearz Water:z profilingz Growthz Opportunitiesz inz 

Hydrationz Beverages,z Febz 2017).z Itz furtherz addsz thatz overz thez nextz fivez years,z premiumz hydrationz -
mainlyz definedz asz added-valuez bottledz water,z plant-waterz andz sportsz drinksz -willz bez thez mainz 

sourcez ofz valuez growthz inz thez beveragesz industry,z ledz byz functionalz andz low-sugarz flavoredz waterz 

products. 
 

Fromz az consumerz perspective,z thez literaturez notesz thatz adequatez hydrationz isz az healthz andz 

wellnessz priorityz acrossz marketsz andz allz demographics.z Populationz andz incomez growthz inz warmerz 

urbanz climatesz asz wellz asz growingz interestz inz healthier,z activez lifestylesz arez twoz driversz ofz thisz 

interestz (JC,z 2000).z Furthermore,z thez hydrationz needsz ofz ageingz consumerz demographicsz arez 

potentiallyz underservedz byz existingz productz options.z (Passport,z Nearz Water:z profilingz Growthz 

Opportunitiesz inz Hydrationz Beverages,z Febz 2017) 
 

Euromonitor,z 2018z notesz thatz thez Pharmaceuticalz oralz rehydrationz drinksz showz crossoverz potential.z 

Itz addsz thatz Glucose-basedz oralz rehydrationz solutions have long been available as OTC products 
through pharmaceutical channels for consumers suffering from acute dehydration because of 
gastrointestinal disorders or other illnesses. Looking into illustrations in recent years, it talks about 
popular brands such as Pedialyte (US) and Electrolit (Mexico) which have begun to expand their 
marketing mix and 



 

target new demographics, reaching everyday hydration occasions previously served by sports drinks, 
functional waters and plant waters. 
The literature comments that the challenge to the industry presented by strong expected growth in 
bottled water is one of value creation: how can brands create premium, high-value opportunities in 
hydration outside bulk water and relatively commoditized single-serve retail water, where private 
label penetration is high and price competition is fierce. (Passport, Opportunity in Oral Rehydratrion 
Drinks, July 2018) 
(Passport, Opportunities in Oral Rehydration Solutions, July 2018) notes that while young consumers 
are generally consuming less alcohol overall, there remains an underserved occasion for beverages 
that restore electrolytes and rehydrate after consuming alcoholic drinks. Another article notes that 
though Packaged water, sports drinks, juice drinks and other categories can operate in this space, 
several successful brands have recently emerged from the realm of OTC consumer health: specifically, 
oral rehydration solutions. (Passport, Near Water: profiling Growth Opportunities in Hydration 
Beverages, Feb 2017) 

 

4.2.10. Holistic Opportunities in Restoration: 
The literature notes that the consumer demand for superior hydration extends beyond liquid 
beverages- up to dissolvable electrolyte powders and tablets represent a convenient, low-cost 
hydration solution when added to bottled water (or simply tap water). Dissolvable functional tablets 
can allow consumers to better control their consumption, particularly when on the go or during/after 
athletic occasions. (JC, 2000) According to (Nutrition, 2014), growing consumer demand for 
convenience produces new product developments and innovations in hydration and more broadly 
across sports nutrition (protein, recovery, immune support etc) for example- Within sports protein 
powder, many brand owners are introducing small-sized packages which allow consumers to avoid 
measuring out a serving or single portion before each trip to the gym. It further adds, increasingly 
popular bite-sized sports protein bars are expected to post healthy retail value growth over the 
forecast period. 

 
As demand for hydration beverages grows, oral rehydration drinks have a real opening to take a 
greater share of consumer spending from still water, functional and sports drinks, which lack appeal 
across occasions. From the literature (JC, 2000) (Passport, Near Water: profiling Growth Opportunities 
in Hydration Beverages, Feb 2017) (Passport, Opportunities in Oral Rehydration Solutions, July 2018) 
(Nutrition, 2014)the keys to this transformation are- 

• Branding across occasions: Oral rehydration drinks must shed “pharmaceutical” packaging to 
match convenient, portable and engaging packaging of everyday isotonics, exploring new design, 
closures and smaller package sizes. 

• Accessible merchandising: Entering new soft drinks retailers for chilled and immediate 
consumption is key. Existing brands must also explore more engaging beverage spaces within the 
store -outside pharmacy aisles and OTC products -to reach new consumers. 

• Pharmaceutical credentials: Brighter, less medicinal packaging and merchandising must be 
balanced with a continued focus on the pharmaceutical credentials and clinical research that set 
the brand apart from competing brands and especially adjacent categories. 

• Focus on flavor: To compete directly with beverage categories, oral rehydration drinks must invest 
in flavor. This means expanding flavor selection beyond simple, familiar fruit options and investing 
in the natural ingredients that consumers demand. 

• Innovate across formats: Liquid rehydration drinks are not the only potential format to appeal to 
consumers: brands should consider convenient options such as dissolvable electrolyte tablets and 
pre-portioned powder sachets. 

An additional opportunity is created (Passport, Near Water: profiling Growth Opportunities in 
Hydration Beverages, Feb 2017) because- 

• Sports drinks and plain water do not meet every consumer need and hydration occasion. 



 

• Hydration products can be a premium, high-margin category across consumer occasions (not just 
athletics). 

• Flexible branding and positioning can allow oral rehydration products to compete more broadly 
as multi-purpose hydration drinks. 

• Natural still matters: consumers will continue to prioritize less sweet and plant-based ingredients 
in hydration as well as refreshment. 



 
 

5. History 

5.1. Product Line Extension 
Thez authorsz (Quelchz andz Kennyz 1994)z lookz atz multiplez reasonsz whyz companiesz relyz onz linez 

extensionsz asz partz ofz theirz marketingz strategies:z Manufacturersz seez extensionsz asz az low-cost,z low-

riskz wayz toz meetz thez needsz ofz differentz customerz segments;z linez extensionsz canz fulfillz consumers’z 

desiresz byz offeringz az widez rangez underz az singlez brand;z andz extensionsz arez oftenz usedz asz az short-

termz competitivez weaponz toz increasez az brand’sz controlz overz limitedz retailingz shelfz space. 

Somez marketingz puristsz insistz thatz “onez idea,z onez brand”z isz thez conceptualz wayz toz successz inz 

marketing,z butz thez realityz isz thatz extensionsz arez herez toz stay-z evenz thoughz halfz resultz inz failure.z 

Thez productz linez extensionz strategyz hasz becomez az commonz practicez forz companiesz seekingz toz 

providez az rangez ofz productsz underz anz existingz trademarkz –z fromz entry-levelz toz premiumz productsz 

–z forz productz categoriesz wherez brandingz isz az differentiatingz factorz (Keller,z 2008). 

Inz thez lastz tenz years,z productsz havez proliferatedz inz everyz categoryz ofz consumerz goodsz andz 

services,z andz thez delugez showsz fewz signsz ofz lettingz up.z Most companies are pursuing product-

expansion strategies—in particular, line extensions—full steam ahead. But as John A. Quelch and 

David Kenny argue in “Extend Profits, Not Product Lines” (Quelch and Kenny 1994), more and more 

evidence indicates that such aggressive tactics can be hazardous. According to David Taylor as a 

Product line stretches, it becomes a bigger challenge to manage and has a higher risk of running off in 

too many directions (Taylor, 2004). Matt Haig states that a company may own a brand, but it cannot 

possibly own the feelings a brand generates (Haig, 2004). In his book, ‘Brand Failures’, Haig talks about 

Brand Amnesia- when brands forget their original identity and Brand Ego- When consumers do not 

immediately recognize a new product as part of that family, it does not benefit from the extension. 
 

5.2. ORS Administration 
Euromonitor (Passport, Opportunities in Oral Rehydration Solutions, July 2018) defines Oral 
rehydration drinks as glucose-based, liquid solutions majorly administered for rehydration and sold as 
pharmaceutical products intended as acute hydration remedy from illness or fatigue. A look into 
products in the market indicated that these generally range from hypotonic to isotonic depending on 
formulation and format. This category of OTC hydration drinks is not necessarily an innovation in terms 
of ingredients -the products usually contain water, glucose and electrolytes, albeit typically in higher 
quantities to functional waters or sports drinks. 

 
Advertising budgets have been low and the marketing message was essentially medical. However, in 
the last three years there has been a clear reimagining of marketing strategy by leading brands in oral 
rehydration drinks, pushing the benefits of their products to refresh, replenish and restore across 
occasions formerly occupied by sports drinks and functional isotonic soft drinks (Unicef, 2011). The 
literature (Passport, Opportunities in Oral Rehydration Solutions, July 2018) takes the example of the 
leading US brand of oral rehydration solution -Pedialyte – which has significantly adjusted its 
marketing to appeal to a wider core audience. Young adults are featured consuming the rehydration 
solution in a similar fashion to sports drinks or functional water. Further, the brand, in the past two 
years, is said to list alcohol consumption and hangover remedy, athletic activity, heat exposure and 
travel as potential dehydration occasions to be addressed by the brand’s product line -alongside 
recovery from flu or gastrointestinal illness. Data shows targeting new consumers and new occasions 
has coincided with strong growth for the Pedialyte brand in the US, growing sales by 40% in current 
terms over 2014-2017. (Euromonitor, 2018). 



 

Pedialyte is not the only oral rehydration brand attempting to broaden the scope of its customer base. 
Brands in Australia, the UK, Mexico and elsewhere are also attempting to develop the category and 
reach new consumers and occasions more typically served by sports drinks and functional beverages. 
Case in point, the example quoted by (Passport, Opportunities in Oral Rehydration Solutions, July 
2018)- Hydralyte which began as an Australian brand in 2001, expanding its range of products from 1- 
litre NARD glucose solution to include frozen popsicles, powders and tablets. The company launched 
in Canada in 2010 and the US in 2016, touting the “clinical advantage” of its glucose/electrolyte 
formula over sports drinks, and claiming significantly more electrolytes and 75% less sugar per serving. 

 
Euromonitor, 2018, also mentions Electrolitis- a leading brand of oral rehydration in Mexico, 
controlling over 70% of the diarrheal remedies category in 2017. The brand’s owner, Pisa Laboratorios, 
has recently set out on an ambitious expansion project to expand the scope of the brand by increasing 
production, adding flavors to existing product ranges and adding a new product range of sports drinks 
that will be merchandised in grocery stores (instead of pharmacy/ drugstore channels). The company 
is also expanding geographically, attempting to bring the Electrolife/Electrolit brand to western US 
territories in late 2016. More recently, the company has expanded into Colombia in 2017. Among 
several challenges for the brand is educating consumers about the suitability of the product range for 
alternative occasions. Current consumers may associate Electrolit and other oral rehydration only as 
medicine, failing to realize the application of the product beyond liquid replenishment during illness. 
Moving a brand from an unfashionable pharmaceutical category into the realm of soft drinks 
(especially considering the large advertising budgets of competitors in this space) is a major marketing 
challenge. (Passport, Opportunity in Oral Rehydratrion Drinks, July 2018) 
Fromz az consumerz perspective,z thez literaturez notesz thatz adequatez hydrationz isz az healthz andz 

wellnessz priorityz acrossz marketsz andz allz demographics.z Populationz andz incomez growthz inz warmerz 

urbanz climatesz asz wellz asz growingz interestz inz healthier,z activez lifestylesz arez twoz driversz ofz thisz 

interestz (JC,z 2000).z Furthermore,z thez hydrationz needsz ofz ageingz consumerz demographicsz arez 

potentiallyz underservedz byz existingz productz options.z (Passport,z Nearz Water:z profilingz Growthz 

Opportunitiesz inz Hydrationz Beverages,z Febz 2017) 
 

Euromonitor,z 2018z notesz thatz thez Pharmaceuticalz oralz rehydrationz drinksz showz crossoverz potential.z 

Itz addsz thatz Glucose-basedz oralz rehydrationz solutionsz havez longz beenz availablez asz OTCz productsz 

throughz pharmaceuticalz channelsz forz consumersz sufferingz fromz acutez dehydrationz becausez ofz 

gastrointestinalz disordersz orz otherz illnesses.z Lookingz intoz illustrationsz inz recentz years,z itz talksz 

aboutz popularz brandsz suchz asz Pedialytez (US)z andz Electrolitz (Mexico)z whichz havez begunz toz expandz 

theirz marketingz mixz andz targetz newz demographics,z reachingz everydayz hydrationz occasionsz 

previouslyz servedz byz sportsz drinks,z functionalz watersz andz plantz waters. 



 
 

6. Current Industry Analysis 

6.1. SWOT Analysis 

6.1.1. Strengths 
• Widez spreadz geographicz presencez –z Oralz Rehydrationz Therapyz forz Diarrheaz hasz anz 

extensivez dealerz networkz thatz helpsz inz deliveringz servicesz toz thez customersz effectivelyz butz 

atz thez samez time,z alsoz increasesz thez competitivez challengesz inz Salesz &z Marketingz industry. 

• Brandsz cateringz toz differentz customersz segmentsz withinz Customers-z Forz examplez 

Emergingz markets,z Influence,z Innovation,z Organizationalz culture,z Policy,z Strategyz 

execution,z Supplyz chainz segmentz -z Ortz Diarrheaz extensivez productz offeringsz havez helpedz 

thez companyz toz penetratez differentz customerz segmentsz inz Salesz &z Marketingz segment.z 

Companiesz whichz manufacturez thesez solutionsz havez beenz increasinglyz tryingz toz developz 

productsz withz otherz benefitsz suchz asz musclez fatiguez reduction,z preventionz ofz dysbiosisz andz 

recoveryz fromz fever.z Itz hasz alsoz helpedz thez organizationz toz diversifyz revenuez streams. 

• Successz ofz newz productz mixz –z Thez categoryz providesz exhaustivez productz mixz optionsz toz 

itsz customers.z Itz helpsz thez companyz inz cateringz toz variousz customersz segmentsz inz thez 

Salesz &z Marketingz industry. 

• Firstz moverz advantagez inz thez increasinglyz crowdedz marketz place-z Thez newz productsz arez 

rapidlyz increasingz Ortz Diarrheaz marketz sharez inz thez Salesz &z Marketingz industry. 

• Highz marginsz comparez toz Salesz &z Marketingz industry'sz competitorsz -z Evenz thoughz Ortz 

Diarrheaz isz facingz downwardz pressurez onz profitability,z comparez toz competitorsz itz isz stillz 

rackingz inz higherz profitz margins. 

• Trackz recordz ofz innovationz -z Evenz thoughz mostz playersz inz thez Salesz &z Marketingz strivez toz 

innovate,z Ortz Diarrheaz hasz successfulz recordz atz consumerz drivenz innovation. 

6.1.2. Weaknesses 
• Decliningz perz unitz revenuez forz ORSz -z competitivenessz inz thez industryz namez industryz isz 

puttingz downwardz pressurez onz thez profitability.z Az startingz guidez toz managez thisz situationz forz 

companyz namez isz –z objectivelyz assessingz thez presentz valuez propositionsz ofz thez variousz 

products. 

• Businessz Modelz ofz ORSz isz imitablez byz thez competitorsz inz thez industry.z Toz overcomez thesez 

challengesz companyz namez needsz toz buildz az platformz modelz thatz canz integratez suppliers,z 

vendorsz andz endz users. 

• Loyaltyz amongz suppliersz isz lowz -z Basedz onz thez evidencez providedz inz thez casez studyz Oralz 

Rehydrationz Therapyz itz seemsz thatz therez isz lowz levelz ofz allegiancez amongz thez membersz ofz 

supplyz chainz partners. 

• Grossz Marginsz andz Operatingz Marginsz whichz couldz bez improvedz andz goingz forwardz mayz 

putz pressurez onz thez Ortz Diarrheaz financialz statement. 

• Lowz investmentsz intoz ORS'sz customer-orientedz servicesz -z Thisz canz leadz toz competitorsz 

gainingz advantagez inz nearz future. 

6.1.3. Opportunities 
• Increasingz governmentz regulationsz arez makingz itz difficultz forz un-organizedz playersz toz 

operatez inz thez Customers,z Emergingz markets,z Influence,z Innovation,z Organizationalz 

culture,z Policy,z Strategyz execution,z Supplyz chainz industry.z Thisz canz providez anz opportunityz 

toz increasez thez customerz base. 



 

• Customerz preferencesz arez fastz changingz -z Drivenz byz risingz disposablez incomes,z easyz accessz 

toz information,z andz fastz adoptionz ofz technologicalz products,z customersz todayz arez morez 

willingz toz experimentz /z tryz newz productsz inz thez market. 

• Lowerz inflationz ratez -z Thez lowz inflationz ratez bringz morez stabilityz inz thez market,z enablez 

creditz atz lowerz interestz ratez toz thez customersz ofz Ortz Diarrhea.z Thisz willz increasez thez 

consumptionz ofz ORSz products. 

• Loweringz ofz thez costz ofz newz productz launchesz throughz thirdz partyz retailz partnersz andz 

dedicatedz socialz network.z ORSz canz usez thez emergingz trendz toz startz smallz beforez scalingz 

upz afterz initialz successz ofz az newz product. 

• Acceleratedz technologicalz innovationsz andz advancesz arez improvingz industrialz productivity,z 

allowingz suppliersz toz manufacturez vastz arrayz ofz productsz andz services. 

• Rapidz Expansionz ofz Economyz Asz thez economyz isz improvingz fasterz thanz anyz otherz 

developedz economy,z itz willz providez anz opportunityz toz expand. 

6.1.4. Threats 
• Distrustz ofz institutionsz andz increasingz threatz ofz legalz actionsz forz Ortz Diarrheaz -z Asz thez 

WTOz regulationsz andz lawsz arez difficultz toz enforcez inz variousz markets.z Legalz proceduresz havez 

becomez expensivez andz longz drawnz process.z Itz canz leadz toz lessz investmentz intoz emergingz 

marketsz byz ORSz Giantsz likez Pedialytez thusz resultingz inz slowerz growth. 

• Competitivez pressuresz -z Asz thez newz productz launchz cyclesz arez reducingz inz thez Customers,z 

Emergingz markets,z Influence,z Innovation,z Organizationalz culture,z Policy,z Strategyz 

execution,z Supplyz chainz industry.z Itz hasz putz additionalz competitivez pressuresz onz playersz 

suchz asz J&Jz andz Pedialyte. 

• Changingz demographicsz -z Asz thez baby-boomersz arez retiringz andz newz generationz findingz 

hardz toz replacez theirz purchasingz power.z Thisz canz leadz toz higherz profitsz inz thez shortz runz forz 

ORSsz butz reducingz marginsz overz thez longz runz asz youngz peoplez arez lessz brandz loyalz andz 

morez openz toz experimentation. 

• Shortagez ofz skilledz humanz resourcesz -z Givenz thez highz turnoverz ofz employeesz andz 

increasingz dependencez onz innovativez solution,z companyz namez canz facez skilledz humanz 

resourcesz challengesz soon. 

• Competitorsz catchingz upz withz thez productz development 

6.1.5. Objectivesz andz Resultsz forz SWOT 
SWOTz analysisz isz onez ofz thez mostz widelyz usedz toolsz forz strategicz analysis.z Accordingz toz az researchz 

donez byz Harvardz Businessz Schoolz –z morez thanz 75%z ofz thez leadersz inz strategyz departmentz hadz 

usedz SWOTz analysisz forz thez purposez ofz strategicz analysis.z Strategistsz atz ORSz firmsz canz utilizez 

SWOTz forz followingz objectivesz - 

• Usingz SWOTz forz Strategicz Planningz atz Oralz Rehydrationz Therapy 

Overz thez yearsz thez naturez ofz thez strategicz planningz hasz changedz inz thez Salesz &z Marketing.z 

leadersz utilizez SWOTz notz onlyz forz shortz termz planningz butz alsoz forz longz termz strategicz 

planning.z Itz willz providez thez leadersz withz az betterz understandingz ofz market,z organization,z andz 

competitors. 

• Usingz SWOTz forz Performancez Improvements 

Inz thez shortz termz SWOTz isz anz effectivez toolz toz improvez businessz processes,z partz ofz business,z 

orz bothz together-z toz identifyz areasz ofz weaknessz inz processz inz thez organization.z Managingz andz 

eliminatingz thesez weaknessesz canz drivez futurez growth. 



 

• Using SWOT analysis for Venture Feasibility, New Project Viability & New Product Launch 

Project management and feasibility analysis have become more specialized. SWOT analysis can 

still help work out the pros and cons of new project, initial viability and long term scope keeping 

in the competitors’ strategy and macro environment development. 

• Using SWOT to Thwart Competitive Challenges 

Often leaders neglect trends in macro environment because of the narrow focus on the industry. 

To manage these competitive challenges and macro environment trends leaders at Oral 

Rehydration Therapy can use SWOT to pinpoint specific threats and allocate requisite resources 

to deal with those threats. 

• Using SWOT Analysis to Set Corporate Goals & Key Objectives 

The easiest objective for which SWOT analysis can be used is for setting strategic goals, defining 

key objective areas and desired results. 



 
 

7. Research Methodology 
In this chapter, the research design, area of study, population, sample of the population, sampling 

technique, instrument for data collection, validation of the questionnaire, administration of the 

instrument, and the method of data analysis are discussed. 
 

7.1. Research Design 

7.1.1. Qualitative Research 
 

7.1.1.1. Definition of Population and Sample Sets 

• Population: People from Delhi, Age Range between 20- 60 years, minimum education level- 

Bachelor’s degree, living in Urban households 

• Sample Set: Group of 30 from the population was chosen on the basis of random sampling. This 

group was familiarized with the concerned oral rehydration solution- ORSL Base & FOS/ Plus (Line 

Extension) 

7.1.1.2. Concept Development Using Questionnaires (Concepts in line with the thumb rules) 

• For the qualitative analysis, initially a survey was done on a random sample from the defined 

population to study concepts of product line extensions in general. A survey was chosen because 

it best served to answer the questions and the purpose of the study. The objective of the 

questionnaire was to: 

a) To study the demographic of the buyer. 

b) To understand their preferences in packaged foods. 

c) To understand their packaged foods buying behavior. 

d) To understand their behavior in dealing with new products under the same brand name (product- 

line extensions) 

• This survey was used to develop concept cards about line extensions. These concepts were 

rechecked in a random sample from the same population for validation. 

• Further, these concepts were checked using in depth interviews of the sample set. 

7.1.1.2. Brand Association Map 

• A model like the Nielsen Brand Association Map was developed through in-depth interviews of 

the sample set of 30. 

• This was done for both ORSL Base & FOS (Line Extension). 

7.1.2. Quantitative Research 
7.1.1.1. Regression models 

Develop models for ORSL Base & FOS (Line Extension) between sales and constituent factors and 

perform the required regression analysis. 

7.1.1.2. Parameter comparison 

Compare performance, y-o-y growth, seasonality etc. for base and extensions. 
 

7.2. Population of the Study 
The target population for this research is defined to include the Oral Rehydration Solution consumers 

in India, while the accessible population is the ORS consumers in Delhi NCR. They are considered an 

appropriate population for the study because they are familiar with product. Most of them hold a 

bachelor’s degree and above and therefore, possess the ability to discern properties of various 

products in the market. Hence, they are in the best position to furnish the information needed to 

answer the research questions. 



 
 

 

7.3. Sampling Technique 
A random sampling procedure was used for selecting the participants in this study. This technique was 

employed to ensure a fairly equal representation of the variables for the study. 

 
 

7.4. Instrument for data collection 

7.4.1. Qualitative Study 
7.4.1.1. Concept Development Questionnaire: People from sample set 1 were interviewed. The 

interview questions were initially aimed to study the respondent’s perceptions of line 

extensions. Questions relating to popular line extensions, perceived fit, and problems as well 

as about expectations were administered. For validating the developed concepts, interviews 

were administered on sample set 2. 

7.4.1.2. Brand Association Map: Data was collected from in-depth interviews of people from sample 

set 2. 

7.4.2. Quantitative Study 
Data from IMS on ORSL Base and extension brands was used to conduct the analysis and develop the 

regression model. 

 
 

7.5. Validationz ofz Questionnaire 
Thez questionnairez designedz forz thez studyz wasz subjectedz toz az validationz processz forz facez andz 

contentz validity.z Facez andz contentz validityz havez beenz definedz byz McBurneyz (1994)z as: 

• Facez validityz isz thez ideaz thatz az testz shouldz appearz superficiallyz toz testz whatz itz isz supposedz toz 

test;z and 

• Contentz validityz isz thez notionz thatz az testz shouldz samplez thez rangez ofz behaviorz representedz 

byz thez theoreticalz conceptz beingz tested. 

Further,z az pilotz testingz wasz carriedz outz onz thez instrumentz usingz respondentsz fromz samplez setz 

differentz fromz butz homogenousz withz samplez setz 1z inz orderz toz see: 

• howz thez subjectz willz reactz toz thez questionnaire; 

• whetherz thez itemsz arez clearz enoughz andz easilyz understood; 

• whetherz therez isz thez needz toz includez morez itemsz inz certainz areas;z or 

• whetherz therez arez somez itemsz toz whichz theyz wouldz notz likez toz respond; 

• toz determinez thez workabilityz ofz thez proposedz methodz ofz dataz analysisz forz thez 

study.z Fromz thez pilotz results,z necessaryz modificationsz werez madez inz thez 

questionnaire. 

7.6. Modelsz &z Framework 

7.6.1. Nielsenz Buzzmetrics’z Brandz Associationz Map 
Nielsenz BuzzMetrics’z Brandz Associationz Mapz (BAM)z deliversz az visualz mapz thatz providesz az 

comprehensivez understandingz ofz keyz brandz dimensions,z includingz productz attributes,z messagingz 

elementsz andz competitivez andz categoryz sets.z Imaginez Itz isz az powerfulz snapshotz ofz the 



 

brandz DNA,z revealingz thez mostz importantz conceptsz andz themesz thatz consumersz discussz andz 

associatez withz it.z Companiesz fine-tunez thisz imagez byz focusingz onz keyz topicsz thatz canz potentiallyz boostz 

orz discreditz thez brand.z Nielsen’sz BAMz providesz az single,z intuitivez map,z givingz az deepz 

understandingz ofz howz thez brandz isz perceived,z discussedz andz understoodz amongz consumersz online. 

7.6.1.1. Working 

Thez Nielsenz BAMz analyzesz consumerz conversationsz onz thez Internetz andz plotsz thez wordsz andz 

phrasesz thatz mostz closelyz correlatez toz thez subjectz ofz study.z Thez closerz az wordz appearsz toz thez centerz 

ofz thez map,z thez strongerz thez associationz orz correlation.z Likewise,z thez proximityz ofz wordsz toz eachz 

otherz onz thez mapz connectsz az correlation. 

7.6.1.2. Sample Map 
 

7.6.1.3. Derived Model 

Taking ideas from the Nielsen BAM, a similar model was developed. The data was collected from the 

sample set of 40 people instead of the conversations on the internet. 

Half of the sample set wrote down associations about the base brand and the other half did the same 

for the extension brand. A brand association map was drawn from these responses. 

7.6.2. Linear Multivariate Regression Model 
The quantitative analysis was carried out using a multi-level multi-variate linear regression model. 

The dependent variable was taken to be: 

• Sales 

The independent variables were: 



 

• NOCB (No. of Customers billed) 

• Price 

• Doctor Reach 

• Temperature 
 

7.7. Parameters of Successful Product Extensions 
 

A product line extension is successful if 

• It generates volumes comparable to original product. 

• It sees annual growth. 

• Customers understand its difference from the original product. 

• It satisfies a new need compared to the original product. 

• It has same core competencies as the product. 



 
 

8. Case in Point- ORSL by Johnson & Johnson 

8.1. About the Product 
ORSLz (Oralz Rehydrationz Solutionz –z Liquid)z isz anz overz thez counterz productz ofz Johnsonz andz Johnsonz 

Consumerz Healthcarez Indiaz Ltd.z Enrichedz withz electrolytesz andz Vitaminz C,z ORSLz helpsz restorez 

electrolytesz andz helpsz recoverz healthz afterz mildz sickness,z weakness,z andz mildz fever.z Itz isz az tastyz 

blendz ofz electrolytes,z vitaminz C,z andz energyz givingz carbohydratesz inz az naturalz fruitz juicez base.z Itz 

comesz inz threez tastyz flavors—Lemon,z Applez andz Greenz Apple. 

Itz hasz threez enhancedz variants-z Plus,z FOSz andz Rehydrate.z FOSz isz forz Gutz recoveryz fromz antibioticz 

associatedz dysbiosis.z Plusz isz recommendedz forz Musclez recoveryz fromz illness,z dailyz exertion,z andz 

physicalz activity.z Rehydratez isz az newz productz scientificallyz formulatedz toz aidz recoveryz inz mildz 

dehydration. 
 

8.2. Target Group 
The basic aim of this structure is to study the major Target Groups, as considered by the parent 

company- Johnson & Johnson. The major target groups are: 

a) Middle Aged Men 

b) Women with children 

These people are majorly situated in Andhra Pradesh, Telangana, North Maharashtra and the North 

Eastern part of India. 

The specific geographical location of the Target Groups can be explained as follows: 

Andhra Pradesh & Telangana: A major chunk of the TGs lie in Hyderabad and Vishakhapatnam 

because these are places where the original manufacturer of ORSL- Jagdale Industries Ltd. had its 

manufacturing facility. 

North Maharashtra: The current managing headquarters of Johnson & Johnson lies in Mumbai, and 

hence consumption of ORSL is high in Greater Mumbai and Nasik. 

North East: There is a manufacturing unit of ORSL- the TFL in Guwahati owned by Johnson & Johnson 

and hence the popularity is higher in the North East. 

A very interesting observation in consumption pattern is that ORSL seems to be very popular among 

the people belonging to Islam; this segment also covers a major part of the crowd in Mumbai and 

Hyderabad. However, the reasons for this are not known. 

The knowledge of the TGs will be used to target people for the survey for better results. 

8.2.1. Target Group 1: Middle Aged Men 
8.2.1.1. Demographic Information 

The major Target Group for ORSL is the Middle-Aged Man. He has 1 or 2 kids typically in the age range 

of 5-12 years. He is typically employed full time in jobs that involve physical exhaustion. Some 

examples of where this TG could be employed is travel oriented jobs like Small Traders who go to 

different towns and cities daily, Salesmen, Drivers and Clerical Staff.    This  TG  typically  resides  in an 

Urban or Sub Urban setting and belongs to the urban Socio- economic class B or C. 

8.2.1.2. Purchase & Consumption Behavior 



 

The Middle-Aged Man is the primary decision maker in his decision to buy ORSL. He buys them himself, 

majorly from shops near his workplace/ his then location. His consumption behavior is very regular. 

He buys about 15- 20 packs of ORSL per month during summers and 10-15 packs during other seasons. 

8.2.1.3. Benefits Sought 

This TG primarily looks for energy in ORSL. He needs this energy to go on his daily activities and hence 

his purchase behavior is regular. The fact that ORSL has an agreeable taste further adds to this. Also, 

one of the benefits the TG looks for is the Convenience of the tetra pack and right consumption 

amount for single use. 

8.2.1.4. Major Complaints 

The price range is a problem for the economic class that is the target. Some middle ages men tend to 

believe that the serving size is too small, and the TG tends to consume two packs- one pack is too little 

and two packs are too much. 

8.2.1.5. Key Opinion Leaders (KOLs) 

The TG is influenced by Health Care Professionals (HCPs). Once they are prescribed ORSL by the HCPs, 

they tend to self-medicate and use it in their day-to-day lives. 

8.2.2. Target Group 2: Women with Children 
8.2.2.1. Demographic Information 

This Target Group is the largest consumer of ORSL after the Middle-Aged Man. The typical age is 35- 

40 years with two kids between 5-12 years. Her husband is working, and she works mostly in a part 

time or low paid job. Some examples of this could be tuition teacher, tailor, beautician or a home- 

maker. This TG typically resides in an Urban or Sub Urban setting and belongs to the urban Socio- 

economic class B or C. Their education levels are typically lower than the male counterparts. 

8.2.2.2. Purchase and Consumption Behavior 

The woman is the co-decision maker with her husband in the decision to buy ORSL. The husband buys 

them majorly. When the woman buys ORSL, she gets it from Self Service Stores, Modern Trades, or 

General Trade stores. She reads the labels when she buys and is hence, more aware than her male 

counterpart. Her consumption behavior is slightly irregular. This is because of the dependence on 

another person for buying the product. She needs about 15- 20 packs of ORSL per month. 

8.2.2.3. Benefits Sought 

The woman majorly looks for health and convenience when buying ORSL. She serves it to guests as it 

is convenient and ready, and she doesn’t have to make anything. On occasions, she compares it to 

home remedies and hence prefers the orange (ORSL Plus) / lemon flavors. She gives it to her husband 

& kids because she believes it to be better than soft drinks. It often lands up in her kid’s lunchbox. She 

actively recommends it to her friends & family. 

8.2.2.4. Major Complaints 

The price range is a problem for the economic class that is the target. Some women tend to believe 

that the serving size is too large since they serve it to kids and hence they have to refrigerate one pack 

and consume twice. 

8.2.2.5. Key Opinion Leaders (KOLs) 



 

The TG is equally influenced by HCPs and the recommendations of friends, family or acquaintances. 

Once they are recommended ORSL, they tend to use it in their day-to-day lives. 
 

8.3. Hypothesis 
• ORSL FOS generates volumes comparable to original product 

• ORSL FOS sees annual growth 

• Customers understand its (ORSL FOS) difference from the ORSL original product. 

• ORSL FOS satisfies a new need compared to the ORSL original product 

• ORSL FOS has same core competencies as the original product (ORSL Base). 



 
 

9. Instruments and Data 

9.1. Qualitative Study 

9.1.1. Concept Development Questionnaire 
The data was collected from 100 respondents via an Online Survey on Google forms. To ensure quality 

of data, extensive demographic information was collected, and an equal split was ensured between 

members belonging to the Target Group and not belonging to the Target Group. The questions asked 

in the questionnaire along with the options given are as follows: 

Product Line Extensions 
Please take some time to fill this form. Do not dwell on questions and fill in the first answer(s) that come(s) 

to you. Fill on your laptop/tab for convenience. Thank you! 

* Required 

 
 

Email address * 

 
 

 

1. Name * 

 
 

 

2. Age * 

Mark only one oval. 
 

0-18 

19-25 

26-45 

45-60 

>60 

 
 

3. Gender * Mark only one oval. 
 

Female 

Male 

Prefer not to say 

Other: 

 
 

4. City of Residence * 

 
 

 

5. Locality * Mark only one oval. 



 

Metro 

Tier 1 City 

Tier 2 City 

Tier 3 City 

Sub Urban 

Rural 

6. Highest Level of Education Pursuing/ Completed * Mark only one 

oval. 

Intermediate 

Bachelor's degree 

Master's degree 

Doctorate 

Post Doc 

 

 

Packaged Food Preferences 
7. How regularly do you buy packaged foods? (Biscuits, Chips, Confectionery, 

Juices, Soft drinks etc) * Mark only one oval. 

Everyday 

2-3 Times a Week 

Once a week 

Once every 15 days 

Monthly 

Once every 3 months 

Yearly 

 
1. What packaged foods do you generally buy? * Check all that apply. 

Chips 
 

Biscuits & Cookies 

Cakes 

Chocolates 

Juices 

Soft Drinks 

Frozen Foods Canned 

Foods 

Other: 

9. Where do you generally buy packaged from (rank in order of preference? * Mark only one 

oval per row. 



 

1 2 3 4 5 6 7 

Kirana 

General store 

Super Market 

Convenience Store 

Online 

Vending Machine 

Canteen 

 

10. What do you look for when buying packaged foods (Rank in Order of Preference)? * Mark only one 

oval per row. 

1 2 3 4 5 

Price 

Brand Name 

Quality 

Availability 

Referral from friends/ family/ 

    acquaintances  

 

Buying Behavior 
11. Who usually decides what packaged foods you buy? * 

Check all that apply. 
 

You 

Spouse 

Parents 

Children Other: 
 

 
 

 
12. Who buys the packaged foods? * Check all that apply. 

 

You 

Spouse 

Parents 

Children 

Other: 

 

 

Product Extension Buying Behavior 
13. When you buy a new product from an existing brand you do it because of: * Mark only one 

oval per row. 



 
 

14. Where would you buy new product from an existing brand? * Mark 

only one oval. 

Same source as original product 

Different source as original product Agnostic 

to where you buy 

 
15. If same source, why? Mark only one oval. 

 

Trust 

Availability 

Habit 

Other: 

 
16. If different source, why? 

 
 

17. You believe a new product from the same brand is: * Mark only one 

oval. 

Inferior to the original product 

Superior to the original product 

Same standard as the original product 

18. Why do you believe the new product from the same brand is superior/ inferior or the same? * 

Powered by 

 
After the survey, each question on the survey was analyzed individually and then collective 

conclusions were drawn and developed into concepts. 

9.1.1.1. Respondent Demographic 

9.1.1.1.1. Age 

Send me a copy of my responses. 



 
 

 

 
9.1.1.1.2. Gender 

The distribution of age groups of the 

respondents was 50-50 between 

respondents up to the age of 25 years 

and respondents above the age of 25 

years. 

 

 

 

9.1.1.1.3. Locality 

Most of the respondents 

were male while about 

40% of the respondents 

were female. 

 

The respondents belong to 

Metropolitan cities in most 

cases (72.7%) and Tier 1 and 

Tier 2 cities in most other 

cases (10.1 % and 9.1% 

respectively). This is relevant 

to the current study since 

the consumers of ORSL are 

concentrated in these 

localities. 
 

 

9.1.1.1.4. Education Level 
 

 
 
 

 
9.1.1.2. Purchase Behavior 

 
The respondents had a 

bachelor’s degree or 

above in majority of the 

cases. This would help in 

their cognition, 

interpretation and hence 

response in the said 

questionnaire. 



 

9.1.1.2.1. Frequency of Purchase 
 

Majority of the purchase 

happens every day or 

every alternate day. For 

some people it might 

evenbe weekly. But for 

most (86.9 %) of the 

surveyed people, 

purchase of Packaged 

foods happens weekly or 

more frequently. 
 

 

9.1.1.2.2. Packaged Food Preferences 

Biscuits and Cookies are the most bought packaged food items at 82.8% respondents buying them at 

some point, followed by Chips (63.6%) and chocolates (58.6%). Juices and Soft drinks are the next most 

bought packaged items. These percentages (52.5% and 47.5% respectively) are relevant to the study 

since the product falls in the category of packaged beverages. 

9.1.1.2.3. Place of Purchase 

Grocery store and Kirana Stores are the preferred places of purchase for most respondents. While 

most people use the term interchangeably, the difference considered here is that of scael, volume of 

business, basket size and the number of SKUs (Stock Keeping Units) available. Grocery stores are larger 

in terms of the parameters mentioned above. Even though the online channels have been growing in 

the recent times, they aren’t a big choice when it comes to packaged foods which are purchased 

frequently, on impulse, and are perishable. Canteens, Vending machines and Convenience stores lose 

out due to their location and reach. These factors are relevant for the current study since ORSL is sold 

mostly in Grocery stores. 

9.1.1.2.4. Benefits Sought 



 
 

Brand Name and Quality are the most important concerns for the respondents apart from taste which 

is assumed to be a hygiene factor in case of the concerned study. Price and Availability are the next 

two dominant factors, and these could play a defining role in the case of ORSL. 

9.1.1.3. Buying Behavior 

9.1.1.3.1. Decision Maker 

 

 
Respondents in the age range of 18- 25 years make the decision to buy packaged foods on their own. 

However, as the demographic gets older, the propensity to rely on the spouse for these decisions 

increases. It would be interesting to note if the same happens for ORSL since majority of the customers 

lie in the older demographic segment. 

9.1.1.3.2. Buyer 

92.9% of the respondents buy the packaged products on their own. For the younger groups, parents 

tend to buy the packaged products and in some cases for married couples, the spouse buys. 

 



 

9.1.1.4. Product Extension Buying Behavior 

9.1.1.3.1. Expectation from Product Line Extension Brand (PLEB henceforth) 
 

 
 
 

 

 

Respondents rely on the parent brand to set expectations by the original product from the Parent 

brand. The brand name, and previous experiences with parent brand are the important factors. The 

next most important factors are ratings of the PLEB and the Parent brand association. 
 

 

9.1.1.3.2. Place of Purchase for PLEB 
 

 

PLEB. 

 
9.1.1.3.3. Reasons of Purchase from the same source 

 
Majority of the 

people would buy 

the PLEB at the 

same source as the 

original product. A 

surprising number 

of people- 37.4% 

are agnostic to 

where they buy the

 packaged 



 
 

 

 
 
 

9.1.1.3.4. Reasons of Purchase from a different source 

9.1.1.3.5. Belief about PLEB 

The major reason why respondents 

buy from the same source is 

because they have a certain trust 

factor associated with the source. 

Availability and Habitual Purchase 

are the next two important factors 

that influence where the 

respondent buys the PLEB. 

 

95% of the 

people believe 

that the PLEB 

is of the same 

standard or 

better than the 

original 

product from 

the parent 

brand. Only a 

small part (5% of the respondents) believe that the PLEB might be inferior to the original product. This 

fact would be especially interesting to note since in the concerned case, the PLEB- ORSL FOS is said to 

have added benefits and functionalities over the original product. 

9.1.1.3.6. Reasons for belief about PLEB 

• Same standard as the original product 

Respondents believe that brands always try to keep their exclusivity and people are reluctant to accept 

big changes from the original brand. Hence, the PLEB is of the same quality as the original. 

Others quote Quality control by the brand, Brand Trust, Market Credibility of the brand, Brand Equity, 

Image, and reliability of last product as reasons why they believe the PLEB is of the same standard. 

Another group rely on past experiences with the parent brand. Because the original product has lived 

up to their expectations in the past, they believe the PLEB will do so. 

Some respondents believe that, at times, companies just try to leverage gains from their past products 

when the PLEB has no real content. Another view is that the brand is trying to target a new customer 

segment or to fill a gap in the existing customer segment with the PLEB. So, depending on the 

objective, the standard will either be same or superior. However, in most cases it is same because it is 

difficult to achieve improved quality. 

A group among the respondents believe that brands maintain consistencies. So, in order to not lose 

loyalty, they would not launch products of inferior qualities. But the original product is fairing well in 

the market sans complaints there will be no new standards or improvements. As an example of this, 

one respondent talks about a PLEB by a snacks company. They say that even though there might be a 

new flavor, there would not be any new standards if the original product is still in the market. The 



 

respondent believes that new standards come in if a brand decides to discontinue a product due to 

customer feedback and launch a new product- this would not be a PLEB. 

• Superior to the original product 

Respondents who believe that the PLEB is better than the original product sometimes do so because 

they believe in continuous improvement in consumer tastes and preferences, and hence brands invest 

in latest trends for new products. 

A second group propose that due to technological advancement, some shortcomings of the original 

product may have been corrected in the PLEB or/and some improvements been made. Also, 

respondents believe that feedback from customers is taken into consideration to improve the PLEB. A 

better product would intuitively increase the demand. 

A third group believe that since PLEBs often charge a premium over the original product, they have 

the perception to be better than the original product. 

• Inferior to the original product 

Some respondents said the PLEB is worse because they tend to compare the new product to the 

original one. According to them the PLEB generally lacks in its attributes when compared to the original 

product. One of the reasons could be that the company did its best in the previous product, and the 

PLEB very rarely matches it. 

Another group of respondents believe that the PLEB is worse because they prefer some classic flavors 

and feel that the PLEBs don't match up to that. 

A third group believe that the mind accepts original product better. There is a perception that PLEBs 

are just tweaked versions of the original. 

9.1.2. Brand Association Map 
The data was collected from 40 respondents via Personal Interaction. To ensure quality of data, the 

respondents were familiarized with the product, and an equal split was ensured between members 

belonging to the Target Group and not belonging to the Target Group. The questions asked in the 

interaction are as follows: 

9.1.2.1. Data Collected 
 

ORSL  ORSL  ORSL FOS  ORSL FOS 

Word Freq Word Freq Word Freq Word Freq 

Electrolyte 17 Rehydrate 6 Electrolyte 18 Guwahati 6 

Electral 15 Ranbaxy 6 Electral 17 Rehydrate 6 

Tetra Pack 15 Soft Drink 6 Tetra Pack 16 Relax 6 

ORS 15 ORS Liquid 6 Medicine 16 Get well 5 

Orange 14 Relief 6 Orange 15 Relief 5 

Energy 14 White 5 Energy 15 Sickness 5 

Glucose 12 RTD 5 Glucose 15 Muscle 5 

Cipla 12 J&J 5 Dysbiosis 14 RTD 5 

Vitamin C 10 Stamina 4 Cipla 12 Ranbaxy 5 

Tasty 9 Stomach 4 Recovery 12 Drink 5 

Apple 9 Sickness 4 Doctor 12 Repair 5 

200ml 9 Illness 3 Cramps 9  

Flavours 8 Lemonade 3 Apple 9 

Diarrhea 8 Lemons 3 Stomach 9 



 
 

Pain 8  Fatigue 3  Fit 9 

WHO 8 Fever 2 200 ml 9 

Sunstroke 8 Heat 2 New Product 9 

OTC 7 Afternoon 2 More 7 

Sugar 7 Tiffin 2 Enhanced 7 

Fight 7 Periods 2 Stamina 6 

Relax 7 Cramps 2 Pain 6 

 
 

9.1.2.2. The BAMs 

9.1.2.2.1. ORSL 

9.1.2.2.2. ORSL FOS 
 



 
 

9.2. Quantitative Study 
 ORSL Core 

 
 

 
Period 

 
 

 
Sales 

 
 

 
Temperature 

 
 

 
NOCB 

 
 

 
Trade 

 

 
Doctor 
Reach 

 
Gift 
Spends 
in Lacs 

 

 
Price 
Carryover 

 

 
Total 
Prescription 

 

 
GST 
Dummy 

1/1/2016 72657 16.6115 33726 2965323 75870 0 0 122802 0 

2/1/2016 109624 20.2522 45524 4558607 75870 0 0 122802 0 

3/1/2016 148061 23.3404 51945 5271292 75870 0 0 122802 0 

4/1/2016 190312 27.162 49944 9166977 75870 0 0 122802 0 

5/1/2016 135174 30.6121 48751 5330573 75870 0 0 122802 0 

6/1/2016 196202 29.1138 49250 8361344 75870 0 0 735827 0 

7/1/2016 116011 27.5206 39888 9887385 75870 0 0.0666667 991691 0 

8/1/2016 129297 27.0912 41889 5850229 75870 0 0.06 1116481 0 

9/1/2016 162750 27.2284 47470 7349808 75870 0 0.054 1252417 0 

10/1/2016 100516 25.9414 37569 6487063 75870 0 0.0486 1241368 0 

11/1/2016 85226 22.3532 32957 4048583 75870 0 0.04374 1042641 0 

12/1/2016 88577 18.6159 34451 2790475 75870 0 0.039366 2473943 0 

1/1/2017 95473 16.6115 31489 3012499 85320 0 0.0354294 1205572 0 

2/1/2017 136652 20.2522 41831 7476919 85320 0 0 802915 0 

3/1/2017 205716 23.3404 54486 11758514 85320 33 0 872070 0 

4/1/2017 188664 27.162 46632 10547113 85320 33 0 940146 0 

5/1/2017 212579 30.6121 44630 11907204 85320 0 0 1017988 0 

6/1/2017 177790 29.1138 43697 24418724 85320 0 0 908236 1 

7/1/2017 130530 27.5206 37042 4775616 85320 33 0.09375 857655 0 

8/1/2017 141813 27.0912 38738 4795612 85320 0 0.084375 912453 0 

9/1/2017 243720 27.2284 46274 10556186 85320 80 0.0759375 931890 0 

10/1/2017 146859 25.9414 40348 6911610 85320 0 0.0683438 1005616 0 

11/1/2017 112844 22.3532 35026 3117138 85320 0 0.0615094 1011122 0 

12/1/2017 128581 18.6159 34530 4985685 85320 30 0.0553584 864334 0 

1/1/2018 75645 16.6115 32152 2589992 84510 0 0.0498226 1054912 0 

2/1/2018 155378 20.2522 52234 9031859 84510 0 0 963054 0 

3/1/2018 269694 23.3404 63998 15713585 84510 0 0 1013135 0 

 
 

 ORSL FOS 

 
 

 
Period 

 
 

 
Sales 

 
 

 
Temperature 

 
 

 
NOCB 

 
 

 
Trade 

 
 

 
Reach 

 
Gift 
Spends in 
Lacs 

 

 
Price 
Carryover 

 

 
Total 
Prescript 

 

 
GST 
Dummy 

1/1/2016 77 16.6115 100 2965323 75870 0 0 122802 0 

2/1/2016 239 20.2522 378 4558607 75870 0 0 122802 0 

3/1/2016 386 23.3404 406 5271292 75870 0 0 122802 0 

4/1/2016 1002 27.162 590 9166977 75870 0 0 122802 0 

5/1/2016 997 30.6121 583 5330573 75870 0 0 122802 0 

6/1/2016 1380 29.1138 962 8361344 75870 0 0 735827 0 

7/1/2016 1344 27.5206 977 9887385 75870 0 1.901238 991691 0 



 
 

8/1/2016 2417 27.0912 1429 5850229 75870 0 1.711115 1116481 0 

9/1/2016 1638 27.2284 1192 7349808 75870 0 1.540003 1252417 0 

10/1/2016 447 25.9414 304 6487063 75870 0 1.386003 1241368 0 

11/1/2016 1319 22.3532 597 4048583 75870 0 1.247403 1042641 0 

12/1/2016 1590 18.6159 1014 2790475 75870 0 1.122662 2473943 0 

1/1/2017 2047 16.6115 1350 3012499 85320 0 1.010396 1205572 0 

2/1/2017 2782 20.2522 1366 7476919 85320 0 0 802915 0 

3/1/2017 3173 23.3404 1516 11758514 85320 33 0 872070 0 

4/1/2017 4181 27.162 1232 10547113 85320 33 0 940146 0 

5/1/2017 3824 30.6121 1316 11907204 85320 0 0 1017988 0 

6/1/2017 3649 29.1138 1286 24418724 85320 0 0 908236 1 

7/1/2017 3098 27.5206 1010 4775616 85320 33 1.00000 857655 0 

8/1/2017 3072 27.0912 1019 4795612 85320 0 0.9 912453 0 

9/1/2017 5167 27.2284 1571 10556186 85320 80 0.81 931890 0 

10/1/2017 3499 25.9414 1696 6911610 85320 0 0.729 1005616 0 

11/1/2017 3159 22.3532 1626 3117138 85320 0 0.6561 1011122 0 

12/1/2017 3076 18.6159 1897 4985685 85320 30 0.59049 864334 0 

1/1/2018 2918 16.6115 2379 2589992 84510 0 0.531441 1054912 0 

2/1/2018 5478 20.2522 3936 9031859 84510 0 0 963054 0 

3/1/2018 9338 23.3404 3990 15713585 84510 0 0 1013135 0 

 

9.2.1. Analysis of Quantitative Data 
2017 on ‘16 Parameter YoY Growth 

Base FOS 

Output Sales 25% 217% 

Output Share 76%  

Input Price 9% 6% 

Input Core Prescriptions -18% -18% 

Input Non- Core prescriptions -15% -15% 

Input Total Prescriptions -16% -16% 

Input Core Doctor Reach 12% 12% 

Input Non-Core Doctor Reach 12% 12% 

Input Total Doctor Reach 12% 12% 

Input NOCB -4% 98% 

Input OPD Camps 0% 0% 

Input OPD Sampling 0% 0% 

 
Sales for both the base brand and FOS show Y-O-Y growth, although the growth for FOS is very high 

compared to that of the base brand. This is because FOS is a relatively new product and a lot of 

concentrated effort is placed on the marketing of the product. Also, a smaller increase in the total 

number of units shows a higher percentage increase. The number of prescriptions show a drop, but 

this is majorly due to lack of segregated data on individual product. It is speculated that the number 

of prescriptions for ORSL FOS have gone up while the number of prescriptions for the base brand have 



 

gone down and due to higher volumes of the base brand, there is a seen decrease in the overall 

number of prescriptions. 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
The retail sales of Base and FOS have very different scales. Base shows highly seasonal behavior, 

though not very evident in FOS- is majorly Prescription driven. Sales go up from Feb to 

June(summer), and in September (short hot period and increased trade push); they decrease in the 

remaining periods. 

Using a multi-level multi variate regression, the following model was developed: 
 

Analysis Level ORSL BASE FOS .. 

Level 1 
Base Model 

Dependent Variable Sales Sales 

Independent Variable NOCB, Total Reach, TPR, 
Temperature, GST Dummy 

Variable 

NOCB, Total Reach, TPR, 
Prescription, GST Dummy 

Variable 

Level 2 
NOCB Model 

Dependent Variable NOCB Contribution to Sales NOCB Contribution to Sales 

Independent Variable Price Carryover Variable Prescription, Price Carryover 
Variable 
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10. Analysis, Results and Implications 

10.1. Major Learnings 

10.1.1. Qualitative Questionnaire: 

• For majority of the surveyed purchase of Packaged foods happens weekly or more frequently. 

• Grocery store and Kirana Stores are the preferred places of purchase for most respondents. 
• Brand Name and Quality are the most important concerns for the respondents apart from taste 

which is assumed to be a hygiene factor in case of the concerned study. 

• Respondents in the age range of 18- 25 years make the decision to buy packaged foods on their 
own. However, as the demographic gets older, the propensity to rely on the spouse for the 
decision increases. 

• Respondents rely on the parent brand to set expectations by the PLEB (Product Line Extension 
Brand) 

• Majority of the people would buy the PLEB at the same source as the original product. 

• 70% of the people believe that the PLEB is the same standard as the original product. 

 

10.1.2. Checking findings of Qualitative Study on ORSL: 
• Buying of ORSL happens weekly or less frequently for loyal consumers. 

• Chemists shops followed by Kirana stores are the preferred places for purchase for ORSL. 
• Quality and references are the most important drivers for ORSL while the brand name is relatively 

not known. 

• Since majority of the buyers are married, it's a joint decision of the husband and the wife. The 
husband is usually the buyer and does not want to be hassled, so the purchase frequency is weekly 
or lower. 

• Respondents majorly rely on doctors to prescribe the PLEB. The other times they consume the 
PLEB as a new flavor and do not consider any added advantages of the PLEB. 

• Respondents buy ORSL at kiranas majorly but buy ORSL FOS at Chemists. 

 

10.1.3. BAM Analysis 
This shows the major differences between the perceptions of both the brands. Both brands are 

strongly associated with electrolytes, energy and dehydration which is the core competency of the 

brand. However, both are also strongly associated with Electral, Cipla and Ranbaxy. While this helps 

the firm identify who the customers see as competition to a certain brand, it might also lead to 

confusion between brand names since this is a low involvement category. Also, the name ORSL is often 

confused with ORS which is the name of the category and hence association with other players in the 

market can be problematic. In terms of category, ORSL Base is associated with soft drinks, sugar and 

glucose while ORSL FOS is associated with drinks, electrolytes and glucose. The messaging attributes 

for ORSL FOS were recognized to be dysbiosis, recovery, enhanced, rehydrate and RTD. For ORSL base 

they were Vitamin C, Flavors, Tasty, Fight, Rehydrate and RTD. The major threat recognized from BAM 

was that ORSL Base is associated with WHO and Diarrhea. However, the formulation for ORSL is not 

within the WHO recommended range for recovery from diarrhea. There is a different product ORSL 

Rehydrate which aids recovery from mild dehydration due to diarrhea. An interesting finding from the 

BAM for ORSL FOS was that it is associated strongly with Medicines and Doctors, which can be 

leveraged to drive the prescription driven growth for the brand, hence differentiating from the core 

brand which is majorly self-administered while also ensuring commercial growth. 



 

10.1.4. Quantitative Analysis 
Sales for both the base brand and FOS show Y-O-Y growth, although the growth for FOS is very high 

compared to that of the base brand. This is because FOS is a relatively new product and a lot of 

concentrated effort is placed on the marketing of the product. Also, a smaller increase in the total 

number of units shows a higher percentage increase. The number of prescriptions show a drop, but 

this is majorly due to lack of segregated data on individual product. It is speculated that the number 

of prescriptions for ORSL FOS have gone up while the number of prescriptions for the base brand have 

gone down and due to higher volumes of the base brand, there is a seen decrease in the overall 

number of prescriptions. 

The retail sales of Base and FOS have very different scales. Base shows highly seasonal behavior, 

though not very evident in FOS- is majorly Prescription driven. Sales go up from Feb to June(summer), 

and in September (short hot period and increased trade push); they decrease in the remaining periods. 

From the regression model we see that, the sales of ORSL Base are dependent on NOCB, Total Reach, 

TPR, Temperature and Price while that of FOS are dependent on NOCB, Total Reach, TPR, Prescription, 

Price and Prescriptions. A dummy variable was introduced in both cases to account for changes due 

to GST in June 2017. While FOS is prescription dependent, Base is seasonal (i.e. temperature 

dependent) which is due to the nature of usage for both. Summer months account for more 

dehydration related problems which is the major target for base while FOS is season agnostic as it is 

to be consumed with antibiotics and shows a growing trendline continuously since it is a relatively new 

brand. 
 

10.2. Hypothesis Testing 
• ORSL FOS generates volumes comparable to original product 

In the previous chapter, it was found that the volumes of ORSL base were in the range of 100s of ORSL 

base. Hence this hypothesis is false. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
• ORSL FOS sees annual growth 

Sales for both the base brand and FOS show Y-O-Y growth, although the growth for FOS is very high 

compared to that of the base brand. This is because FOS is a relatively new product and a lot of 

concentrated effort is placed on the marketing of the product. Also, a smaller increase in the total 

300,000 Retail Sales '000 

250,000 

200,000 

150,000 

100,000 

50,000 

- 

10,000 

8,000 

6,000 

4,000 

2,000 

- 

(2,000) 

Base FOS 

1
/1

/2
0

1
5

 

3
/1

/2
0

1
5

 

5
/1

/2
0

1
5

 

7
/1

/2
0

1
5

 

9
/1

/2
0

1
5

 

1
1

/1
/2

0
1

5
 

1
/1

/2
0

1
6

 

3
/1

/2
0

1
6

 

5
/1

/2
0

1
6

 

7
/1

/2
0

1
6

 

9
/1

/2
0

1
6

 

1
1

/1
/2

0
1

6
 

1
/1

/2
0

1
7

 

3
/1

/2
0

1
7

 

5
/1

/2
0

1
7

 

7
/1

/2
0

1
7

 

9
/1

/2
0

1
7

 

1
1

/1
/2

0
1

7
 

1
/1

/2
0

1
8

 

3
/1

/2
0

1
8

 



 

 

number of units shows a higher percentage increase. Hence this hypothesis is true. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

• Customers understand its (ORSL FOS) difference from the ORSL original product 

From the Brand Association Maps of both brands it is seen that while ORSL base is associated with 

Rehydration, Glucose and energy, ORSL FOS is associated with medicines and recovery. Hence this 

hypothesis is true. 
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• ORSL FOS satisfies a new need compared to the ORSL original product 

According to Johnson & Johnson, while ORSL Base is recommended for fast track recovery in patients 

suffering from fever, URTI (Upper Respiratory Tract Infection), flu and common cold, FOS is 

recommended for gut recovery from antibiotic associated dysbiosis. Hence this hypothesis is true. 

• ORSL FOS has same core competencies as the original product (ORSL Base) 

From the Brand Association Maps of both brands it is seen that both ORSL Base and FOS are associated 

strongly with being electrolytes and rehydration. Hence this hypothesis is true. 
 

 

10.3. Results and Inference 
From the hypothesis testing part, it is observed that four of the initial five hypotheses have been 

proven true, i.e., 



 

• ORSL FOS sees annual growth 

• Customers understand its (ORSL FOS) difference from the ORSL original product. 

• ORSL FOS satisfies a new need compared to the ORSL original product 

• ORSL FOS has same core competencies as the original product (ORSL Base). 

Hence, ORSL FOS is a successful product line extension of the ORSL Base brand. 



 
 

11. Impact 
Anz increasingz consumerz demandsz forz foodsz whichz containz ingredientsz thatz mayz impartz healthz 

benefitz beyondz basicz nutritionz isz seen.z Beveragesz havez beenz consumedz habituallyz toz deliverz 

highz concentrationsz ofz functionalz ingredients.z Theyz representz notz onlyz az suitablez mediumz forz 

thez dissolutionz ofz functionalz components,z butz alsoz az convenientz methodz ofz consumption.z Therez 

arez az widez varietyz ofz functionalz beveragez products,z includingz sportz andz performancez 

beverages,z readyz toz drinkz teas,z vitaminz fortifiedz water,z soyz beveragesz andz otherz energyz 

beverages.z (Sureez Nanasombat,z 2015).z Productionz andz consumptionz ofz functionalz beveragesz hasz 

gainedz muchz importancez duez toz theirz majorz contributionz toz healthz promotionz andz diseasez riskz 

reductionz and constitute an excellent delivery means for nutrients and bioactive compounds, 
including vitamins, minerals, antioxidants, omega-3 fatty acids, plant extracts, sterols/stanols, dietary 
fiber, amino acids and biopeptides, prebiotics, and probiotics, among others (Fereidoon Sahidi, 2016). 
There have been continuous innovations in functional beverages and their associated market over the 
last decade as consumers seek novelty and health benefits from their beverages. This study helps us 
look at product line extension in the Oral Rehydration category, industry Standards in ORS Category 
and establish parameters to measure the success of product line extensions. The results of this study 
can be applied on Product line extensions in general. consumer demand for superior hydration extends 
beyond liquid beverages- up to dissolvable electrolyte powders and tablets represent a convenient, 
low-cost hydration solution when added to bottled water (or simply tap water). Dissolvable functional 
tablets can allow consumers to better control their consumption, particularly when on the go or 
during/after athletic occasions. (JC, 2000) According to (Nutrition, 2014), growing consumer demand 
for convenience produces new product developments and innovations in hydration and more broadly 
across sports nutrition (protein, recovery, immune support etc) for example- Within sports protein 
powder, many brand owners are introducing small-sized packages which allow consumers to avoid 
measuring out a serving or single portion before each trip to the gym. It further adds, increasingly 
popular bite-sized sports protein bars are expected to post healthy retail value growth over the 
forecast period. 

 

As demand for hydration beverages grows, oral rehydration drinks have a real opening to take a 
greater share of consumer spending from still water, functional and sports drinks, which lack appeal 
across occasions. From the literature (JC, 2000) (Passport, Near Water: profiling Growth Opportunities 
in Hydration Beverages, Feb 2017) (Passport, Opportunities in Oral Rehydration Solutions, July 2018) 
(Nutrition, 2014)the keys to this transformation are Branding across occasions, Accessible 
merchandising, Pharmaceutical credentials, Focus on flavour and Innovation across formats. 
An additional opportunity is created (Passport, Near Water: profiling Growth Opportunities in 
Hydration Beverages, Feb 2017) because- 

• Sports drinks and plain water do not meet every consumer need and hydration occasion. 
• Hydration products can be a premium, high-margin category across consumer occasions (not just 

athletics). 

• Flexible branding and positioning can allow oral rehydration products to compete more broadly 
as multi-purpose hydration drinks. 

• Natural still matters: consumers will continue to prioritize less sweet and plant-based ingredients 
in hydration as well as refreshment. 



 
 

12. Conclusion 
Businessesz arez constantlyz vyingz toz capturez thez attentionz ofz potentialz customers.z It’sz notz easyz toz 

do.z Peoplez arez inundatedz withz differentz brandsz asz theyz strollz throughz thez streets,z scanz throughz theirz 

socialz mediaz newsfeeds,z andz bingez television.z Thez averagez customerz isz exposedz toz morez thanz 

4,000z adsz everyz day.z Inz thisz clutter,z brandsz alsoz strugglez forz shelfz andz basketz spacez withz 

themselvesz andz withz othersz throughz competitorz productsz andz extensions.z Managersz whoz focusz 

theirz productz linesz insteadz ofz continuallyz extendingz themz canz expandz marginsz andz marketz share.z 

Somez marketingz puristsz insistz thatz “onez idea,z onez brand”z isz thez conceptualz wayz toz successz inz 

marketing,z butz thez realityz isz thatz extensionsz arez herez toz stay-z evenz thoughz halfz resultz inz failure.z Az 

controlledz approachz alignsz productsz andz distributionz systemsz withz customerz needs,z helpsz ensurez 

repeatz purchases,z andz createsz strongerz marginsz thatz canz bez reinvestedz inz truez customerz valuez 

(Quelchz andz Kennyz 1994).z Whenz consumersz doz notz immediatelyz recognizez az newz productz asz partz ofz 

thatz family,z itz doesz notz benefitz fromz thez extension.z Hencez brandsz needz toz followz az fewz corez 

principlesz thatz helpz themz avoidz this. 

To avoid product line extension failures: 

• Do not forget your core business 

• Do not lose your purpose- Line Extensions should convey the same emotions and functions that 

contributed to the success of the line’s original flagship product. If they do not, they will fail. 

• Remember your consumers and your markets- The failure to meet consumer needs, regardless 

of brand, creates unhappy customers. If the line extension does not fulfil a need, they have to 

compete based on price alone. 

On the lines of the above principles from the book ‘Brand Stretch’, some parameters can be 

established through which the success of a product line extension can be measured. A product line 

extension is successful if: 

• It generates volumes comparable to original product. 

• It sees annual growth. 

• Customers understand its difference from the original product. 

• It satisfies a new need compared to the original product. 

• It has same core competencies as the product.
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