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[bookmark: _GoBack]The British market is smaller as compared to the US market. Two and a half million vehicles are sold in the British market while seventeen million vehicles are sold in the US. The automobile magazines in the British market have a wider following and are more and better than those in the US market. The British love for automobiles and their special car culture is unrivaled by that of Americans. The British car culture is known for legendary race drivers like Nigel Mansell and Sir Jack Brabham. 
Positioning refers to the establishment of a distinctive place in the in the consumers’ mind and in the market, where the brand occupies in relation to other competing products. The Skoda image had become the main joke in the British car market. Potentials buyers were not confident enough to buy a Skoda. Essentially, the Skoda image was nothing but a joke as compared to other brands. After the acquisition of Skoda by Volkswagen, better quality Skoda’s made of quality materials were brought into the market. However, consumers did not recognize the quality surge solely because of how bad the brand image was in the market. Skoda had to change its social currency as a brand and establish itself in a better way in the consumer’s mind. Skoda had to change from being a joke to being taken seriously as a brand. It had to make consumers believe in the brand, for the sales which had stagnated to grow. Since brands live in the minds of customers, Skoda had to re-position itself and claim a distinctive place in the consumer’s mind that is able to influence their choice of purchasing a Skoda or better still positively acknowledging a Skoda. 
Narrowcasting is a technique that aims at sending information to a specific group of a defined target market. This strategy delivers customer- tailored information to the specific group informed by the preferences, subscriptions, values, or demographics. According to the concept of narrowcasting, mass audiences do not exist. Skoda had an image problem; its brand had become a joke in the market. Everyone and not only the potential buyers laughed at Skoda jokes, reflecting exactly how the entire British population viewed the Skoda brand. Skoda had a 1% market share in 1999, due to the brand problem. There existed irrational prejudice about the brand in the entire British market. Potential buyers were afraid of being the laughing stalk of town for buying a Skoda due to this existing prejudice. As such, Skoda had to reach the entire British public, confront the prejudice, to make the potential buyers confident about choosing a Skoda. Skoda had to educate the British public at large if it was to get a fair chance to reclaim its position in the market. Skoda was facing growth stagnation and needed to reach a wider audience to influence their mind. Essentially, Skoda had a brand problem and thus needed to cast its nets wider to reclaim its glory.
The Skoda campaign was such a huge risk for Fallon.  Skoda had a serious brand problem in the British market and Fallon had never worked with this brand before. Fallon had to start from Scratch if it was to devise a successful campaign. They had to ignore all the knowledge they had garnered in the traditional automotive industry and address the Skoda brand more strategically and with the intensity it demanded. Fallon had to get the diagnosis of the Skoda problem right otherwise they would fail terribly in resolving Skoda’s problem. This campaign was not business as usual as Skoda was stuck on the business end of a joke.  Although not entirely hopeless, the Skoda brand problem was a thorny one. As such, Fallon was taking a huge risk due to the depth of the uncertainties that existed with the Skoda problem. 










