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1. Branding Jelly Crystals: Celebration of 50 years by Motha 

Way back in 1920 Tiburtius Motha began importing confectionaries and jellies from the 

UK and marketed them to local consumers with great success. Four decades later, the 

import restrictions imposed in the early 1960s were to dramatically change the course of 

Motha's entrepreneurial journey. Motha tried their luck at producing previously imported 

confectionaries locally. Their first product to the market was "Motha Strawberry Jelly" 

and it was a phenomenal success. Even today in the Sri Lankan market Motha Strawberry 

is the market leader of set jelly category. From that point onwards, there was no turning 

back for Motha. Island wide success encouraged them to add new products to their 

portfolio. Custards, pudding mixes, diet jellies, icing sugars and many more were added 

to the product portfolio within these 50 years of time. As the brand grew more and more 

popular with consumers, they kept asking for newer flavors and variants. This led to take 

the brand to new heights. 
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Motha's success can be attributed to their strong family tradition in confectionary 

business, expertise, unmatchable quality and continuous innovation. They survived 

different economic and social challenges in the country and proved their success. After 

1980's, aggressive competition began under the open economic policies. As a result 

international products entered the market which were cheap and high quality. Even 

though these imports replaced most of the established local products, Motha successfully 

retained their market share and withheld the competition. Numerous local competitors 

entered into the relatively easy Jelly making business and provided cheaper alternatives 

and a wider variety ranging from sugar free, organic to wider flavours etc. But they were 

unable to break into Motha's market. 

In 1985, Motha understood that its growth needs to be supported by a professional 

distributor to reach a wider market. Motha's choice was another traditional distribution 

giant in the Sri Lankan Market 'Delmege & Company'. This was a milestone of Motha. 

Delmege and Motha still enjoy strong and fruitful relationship of marketing by 

contributing to the growth of one of the most successful confectionary brands of the 

country. Delmege contributed to taking Motha to even the remote villages of the country. 

Even during the war in Sri Lanka Motha was available in the war ridden north due to the 

efforts of Delmege. The joint efforts made Motha available in Maldives, India and most 

other regional countries. Motha is still successful in the market, even after sixty years 

due to Motha's ability of understand Sri Lankan consumers. While Motha proactively 

adapted to varied consumer demands they reenergised the product portfolio. 

Motha still remains as one of the top brands in Sri Lanka's FMCG industry and also a 

market leader in most of their product segments. Though market leadership has been 

achieved, success in the future cannot be claimed as free of challenge for Motha. 

Competition on one hand became stronger and stronger with newer flavors and new 

varieties in product category. On the other hand, sugar added confectionaries are losing a 

considerable segment of health conscious consumers, natural organic and sugar free 

desserts gain competitive edge in the new market place. Motha's challenge may not be 

about facing traditional confectionary makers but to face these new trendsetters. 
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i. Using the five forces of brand sphere, namely: Corporation, Distributors, Customers, 

Competitors, Macro-Environment as a basis, systematically analyse the Motha brand 

and its success. (20Marks) 

i i . Assume you are a new player expecting to launch a similar product to Motha. 

Considering Motha's brand strength, set following aspects to your brand with 

sufficient justification. 

a. Brand Vision 

b. Brand Values 

c. Long-Term Objectives 

d. Short-Term Objectives (20 Marks) 

(Total 40 Marks) 

2. i . Describe the following roles of brands with suitable examples: 

a. Brand as personality 

b. Brand as risk reducer (lOMarks) 

i i . Using an appropriate example, explain balanced perspective of brand positioning 

and how the particular brand is positioned among customers. (10 marks) 

(Total 20 Marks) 

3. "Brand visioning consists of three components, namely: Envisioned Future, Values and 

Purpose" 

i . Select a brand of your choice and explain the mree components of brand visioning. 

(15 Marks) 

i i . Identify at least three (03) main criteria that need to be considered when naming a 

brand. (5 Marks) 

(Total 20 Marks) 



4. i . Explain how brand personality is important in building brand relationship with 

suitable examples (15 Marks) 

i i . "Some companies build brands while others buy them" What are the main 

considerations when it is decided to build versus buy brands? 

(05 Marks) 

(Total 20 Marks) 

5. i . Explain the main functions performed by modern brand managers and how 

these functions are important for them to make their brand a success in the market. 

(10 Marks) 

i i . Explain how economic recession affects the brand loyalty of customers (lOMarks) 

(Total 20 Marks) 

6. i . Write short notes on the following: 

a. Organisation culture and branding 

b. Brand identity prism of Kapferers (10 marks) 

i i . "Own label branding has become increasingly popular and sometimes threatens the 

well establish manufacturer brands." Provide at least three (3) examples for own 

label brands in Sri Lanka and explain why they became popular in recent years 

(10 Marks) 

(Total 20 Marks) 
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Identify different phases of the brand life cycle and explain the strategies that can 

be used to manage brands in each phase. (10 Marks) 

"Most of the world's best brands sustain their competitive advantages through 

generations" Explain how they sustain their competitive advantage with relevant 

examples. (10 marks) 

(Total 20 Marks) 


