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Thirsty for Growth, Liquor Giant Taps African Market
Name
Institution
Reasons For Diageo's Global Branding Strategies Not Working In Africa

Diageo has been in the African market for some time now (Jernigan et al., 2015). On the African market, it has mostly relied on their longevity in the industry, being in this industry for a very long time, their brand awareness, due to its brand being globally known and the economies of scale to remain competitive. That has proved to be an enormous challenge in Africa, with rival companies challenging it and its responses seem not to bear fruits. An example is when Diageo started packaging the Jebel whiskey brand in plastic bottles to keep its cost and selling price low. The strategy did not work as it was countered with a smaller competitor who started using glass bottles for its brand, leading to the faltering of the sales for Diageo (Jernigan et al., 2015). Diageo had to discontinue the Jebel brand, the plastic packaging and introduced a replacement brand that was to be sold in kegs. Due to heavy reliance on its reputation across the globe, the company assumed that it would remain competitive and neglected the preferences of the African consumers.  Some consumers in Africa are wealthy and can afford expensive western liquor. Instead of Diageo focusing on consumers at the local level, they decided to apply broad marketing techniques, which were not effective.

What the company has done to change its marketing strategies

The company realized that the approach it was using were not effective and they concentrated on reaching to the rural market that was not tapped to boost their brand (Jernigan et al., 2015). Advertisements about the company's brand started running on local radio stations to achieve this target. There was also the development of messaging like colloquial speech that was wide and able to address over 60 different dialects and influence potential new customers. It learned that to connect with consumers from the rural areas and those who are in places that are hard to reach, it needed revamping of its production process. It also found it essential to introduce a mobile distillery process, and they named it the cube. Due to those measures, its distillation capacity improved and transportation of products became faster. Massive investments in conventional operations were also not needed because of being mobile. They also allowed the non-stop distillation of spirits in the cubes and efficient distribution on demand.

Risks to the Diageo brands to their new approach
The African market has people who are staunch believers of their religion, and some do not allow men to drink alcohol (Jernigan et al., 2015). However, in its marketing efforts, Diageo has put more emphasis on the economically disadvantaged and the less educated population. They also engaged the elders and had plans that are aimed at enticing tribe elders to endorse their brands. The people in Africa follow their elders and an endorsement from them will boost the brand. The significant risk that they face with this approach is failing to connect with its target market at the grass root level. Additionally, the grass root strategy presented more threat to an effective marketing strategy. Losing the consumers attention by not educating the consumers and make them understand their brand is another risk that Diageo is facing.

Social implications of Diageo's actions

Focus on the grass root consumers can either build thriving communities or destroy them (Jernigan et al., 2015). Diageo can choose to empower the communities and ensure that in the course of selling their products, they engage in social responsibility. Ignoring that and only focusing on improving the brand and sales, will lead to an irresponsibly drinking society and that may destroy the communities.
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