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a" ntie automotive industry,
$ badgeengineeringhas
A becrimeaoewnorno. It refers

diSerent

usedto
often

andthereby,

overheadcosts.
In lndi4 this practice is

preraleat inthe auto sector,
where global automakers
collaborate to capitalise on each
other's competencies and
capabilirie s. It typically helps
manrdacturers saveon
production and developmert
costsbyusingthe same base
model across different brands.

MTJLTIPLEVARIANTS
Badge engineering has the
potential to offer multiple
variants of a base product
customised to a specifi c region's
needs.and tastes. There.are quite a
feworamplesoftheseinthe i

automobile sector in India.
However, badge engiaeering in
small and medium enterprise
(SMEs) is relatively unexplored.
There's a unique opporrunityfor
SMEstolwerage shared

new designs or features by
modifuing an existing product.
Theycan introduce a newvariant
under a difbrentlame and
observe market response before
inve$ngheavily in a tu1l-fl edged
product launch. SMEs can
introduce multiple models
tailored for different corrsumer

sl;t&;i,I€:*fr tr?{;. M ust I eve rage

shared development

segmentsrthus expandingtheir
reach

. anotheronurban
withadditional

while
c.osts

badge

or
Itmaypave
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more stylish and aesthetic
designs.

SMES can create customised
feafures for overseas customers'
wittrouthavingto invest heavilyin

development, production,
inspection, quality control,
distribution, maintenance, arrd
marketing capabilities while
creating dif ferentiated products
under diffefent brand names or
makes.

- However, the challenges and
opportunities for SMEs engaging
in badge engineering are slighdy
different &om those of large
organisations due to resource
constraints, limited brand power,
inadequate knorrledge, aad
diferentmarketneeds.

SMEs often face difrculties ia
negotiating the necesiary cost
reductions or agreehents with
larger maaufaeturers or suppliers
for technology tra*rfer and other
manufacnrring assistanee.
However, ra'ith units of the same
scale and size, SMEs willbe
comfortable developing

lower the risk of losses from poor
market performance. Besides,
cost-effective market testi:rg
allows SMEs to avoid large-scale
failures and refine thek offerings
before firll market rollout,

SMEs carr'use badge
engineering to experimeot ra'ittl

distribution nerworks tlat are r

typically unavailaple to smaller
players. .

By offering,products under
different makes arrd brand names,
SMEs canform sfta&gic

company could partner with a
regional distributor or large retail
chain to sellthet product undera
well-known brand- This would
open their products to a broadtir
audience withoutttre expense of
buiJding a new distribudon
nets,ork. SMBs can access
nationwide or even intemational
markets through third-party
distributors or franchising, thus
gaining exposure ttrat would be
impossible wirh a siagle brand.
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