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The concept of branding for Land Rover vehicles originated from a need to make a car that would be used to do almost everything on solid ground by farmers. The idea behind the Land Rover car model was to make it a powerful and uncomplicated machine that was all-rounded. The vehicle's appearance was intended to be, reasonable, alluring, with minimum appliances to its body make. The most significant part of branding for the Land Rover was a vehicle that was multi-purpose, dependable, and strong enough to be used in different environments. As the Land Rover brand kept growing in popularity, it was embraced by its consumers and described as a vehicle that was a representation of certain specific individual and societal cultures. For most consumers, the Land Rover embodied the principles of self-reliance, originality, privilege, and adventure.
Due to the notion that sport utility vehicles (SUVs) would dislodge luxury cars in the car market, the company decided to rebrand itself and changed its name to Land Rover North America (LRNA) in 1992. This resulted in a difference in how the Land Rover branding concept was perceived among its consumers in the United States versus its consumers in the United Kingdom. For most consumers in the United Kingdom, they fail to comprehend that the Range Rover is a car model that falls under the Land Rover company. Most people tend to think that the Range Rover is a brand image in itself. According to research studies, there is a lot of intent to purchase the Range Rover car models than there are buyers. This goes to show that the target consumers are confused about whether the two models are similar or if they fall under the same corporate brand.
Question two
The sole reason behind the differences in perception of the Land Rover in the united states versus in the United Kingdom in the direction of the company to rebrand themselves. In the united states where land Rover originated, the vehicle is perceived as a land-oriented car model that is multipurpose, powerful, and rough while in the United Kingdom the vehicle is perceived as a luxurious and classy commodity. The consumers are confused about whether the corporate brand for the Land rover and the Range rover is similar or if they are uniquely different models with each of their manufacturers.
The other cause of disparity in perception of the Land rover in the two states was, the consumer market failed to understand that the Range Rover is a car model that falls under the Land Rover company. In both markets, the SUVs (Sport utility vehicles), were portrayed as car models that were safer to drive, convenient, more logical, and affordable in contrast with their land rover counterparts.
