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The Brandfather Strikes Gold
Question 1
Based on the presented case study, there are numerous reasons as to why Oza was successful. These include using rigorous marketing technique, collaborating with celebrities who eventually found the product appealing as well as using both tangible and intangible aspects of a brand. It is important to note that, operating under the umbrella of Coca-Cola gave Oza more insight to consumer purchase power; he took into consideration the cultural, social, individual as well as psychological aspects, and the major concern with the drinks quantity of sugar the drinks contained. Moreover, he implemented tangible and intangible features of a brand, and implemented it to his advantage. He embarked on an objective to promote his products by doing the opposite of how the other big organizations were promoting their brands. First Oza used Jennifer Aniston to endorse his brand, and also took no fees, opting for equity. Oza also persuades a rapper Fifty Cent as an endorser of Vitaminwater where he also took no endorsement fees rather opting for the equity in the organization. Using celebrities enabled Oza’s brand to stand out. Therefore, all these actions enabled Oza to create a brand culture devoid of taking only customary channels of marketing, hence achieving success.
Question 2
Oza applied numerous strategies which eventually helped uphold the tremendous growth of Vitamin water and Bai. For instance, Oza made good use of celebrity endorsement as a marketing technique in unique ways. Oza formed creative collaborations with celebrities who found the brand appealing. It is worth noting that, using celebrities as brand endorsers is effective because it enables the brand to stand out. For instance, in the case of Oza, celebrities helped in differentiating Vitamin water and Bai brands from their competitors thus leading to tremendous growth of the brands. Moreover using celebrities also helps in opens up novel markets which in turn promote product’s growth as well as influences potential customers to purchase the brand as it enables people to believe the brand contributes to superstar status. For instance, Oza ensured that he had the right technique match the aspects and benefits of the product with only the correct celebrity endorser. Another significant type of marketing support that promoted the growth of Vitamin water was Oza’s ability to study other brands on the market needs-Oza learning from mistakes. When Oza made his brands he ensured that the drinks were more modeled towards the healthy side. This type of marketing was important as it enabled Oza to provide products that matched the expectations of customers-healthy life. 
Question 3
When it comes to celebrity endorsement, LeBron James (an iconic basketball player) would be a good celebrity to endorse a beverage brand since he has many fans all over the world. The drink that the celebrity would promote is San Pellegrino. Using LeBron James as an endorser will lead to success because it builds credibility. It is important to note that, people are attached to their preferred celebrity, and are generally well-trusted by their fans. If the celebrity uses the aforementioned product, it will indicate to his fans that the product is worth using hence building trust in the brand. According to Saini, & Chauhan, (2017), when a celebrity attaches his name to a product it also reassures customers of the product’s quality. Celebrity endorsement influences potential customers to purchase the brand as it enables people to believe the brand contributes to superstar status. This product comes from the natural of source of rain. It is also packed with various minerals salts, in addition to calcium, and magnesium which gives its distinctive flavor. LeBron is an iconic basketball player with a good reputation; this will enable attract more youths to purchase the product hence leading to success. 
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