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Introduction
    Miscalculations of brands refer to mistakes that are accompanied during the branding process of a product. These miscalculations may be caused by failing to understand the commonly used language in branding, different cultural practices, and variations of different consumers' attitudes. For those products that are packed and are purposely meant for consumers, the act of branding has a vital role to play for the consumption of the product (Padela et al. (2020). Taking the case of the Tropicana juice brand and the Cartoon imagery used in its brand makes the product not stand out as expected by the company. The juice itself had nothing to do with the rate of consumption but the cartoon image used in branding had low appealing power to the eyes of the potential customers. Therefore this means that the mode of branding used on a product has a significant impact on the consumption of the product. This paper aims at examining the example of brand miscalculation, its cause, and also the response of the management to the crisis.
Mercedes-Benzes’ brand miscalculation
    For instance, even the world’s most recognized brands experience blunders when it comes to branding. When Mercedes Benz made the first appearance on the Chinese market, it was commonly known as “Bensi," which had almost the same pronunciation as “Benz." Although the term "Bensi," according to China's common language, meant "rush to die,". This image, therefore, was not the desired one for the company to make its first impressive picture on the market. Therefore, this had a negative impact on the consumption of the brand due to the name which translated "rush to die". Moreover, this issue meant that the use of different languages on a product may lead to interference of its demand as well as the consumption. In connection to this, crisis refers to a situation that is not expected and has ability to create a sense of uncertainty on the brand and also threatening the objectives of the organization on the brand (Mykola et al (2020). Regarding this issue of crisis the organization may suffer issues of financial losses and also reputation of the organization may be interfered. Moreover, organization miscalculation on the brand may have an effect on its stakeholders in several ways. The effects of the brand crises may lead to the violation of the brand image to its customers and consequently, may in turn lead to failure of the organization as whole. Fixing these crises may, in turn, be so much expensive and therefore may require organization to allocate funds which consequently means that the company may incur loses while doing campaigns (Hu et al (2020).
Conclusion
To conclude on brand musculation's, the best way to avoid such a blunder is sharing the brand name with a native speaker to ensure it is not similar to that of native speakers, which might have a different meaning to the consumers hence interfering with the demand of the product and also violating the appealing effect of the product.
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