
Sustainable Competive
Creating

ValueScope  PerspectivesTM

July 2026 Edition

Advantage



Industry Perspective

Mid-Sized Consumer Brands

PUBLICATION TYPE

FOCUS AREAS

READING TIME

PUBLICATION CODE

Competitive Advantage |
Brand Differentiation | Market
Positioning | Sustainable
Growth

5 minutes

VSP-CB-002

INDUSTRY

ABOUT
VALUESCOPE
PERSPECTIVES

TM
ValueScope  Perspectives
is Cuma's thought leadership
series exploring the
strategic, operational and
financial issues shaping
India's mid-market
businesses. Each publication
offers practical perspectives
designed to help business
leaders identify opportunities
to create, recover and
sustain enterprise value.

TMWhy enduring consumer brands build
capabilities that competitors cannot
easily replicate, rather than relying
solely on products, promotions or

market momentum?



Creating Sustainable Competitive
Advantage
Many consumer brands experience periods of strong growth. A successful
product launch, an effective marketing campaign, a new distribution
partnership or changing consumer preferences can create momentum that
drives rapid expansion. The challenge is that momentum alone is rarely a
sustainable strategy.

Markets evolve.
Consumer preferences change.
Competitors respond.

What differentiated a brand yesterday may become commonplace tomorrow.
As a result, one of the most important questions facing mid-sized consumer
brands is not how to grow, but how to remain competitive as they grow.

Many brands achieve growth by doing something better than competitors.
Perhaps they offer a superior product.
Perhaps they have a compelling brand story.
Perhaps they identify an underserved customer segment.

These advantages can create early success. Over time, however, competitors
often replicate products, marketing approaches and pricing strategies. 

What initially created differentiation becomes increasingly difficult to sustain.
This is where many brands begin to struggle. They continue investing in
growth while gradually losing the advantages that made growth possible in the
first place.

Sustainable competitive advantage is not created through a single product,
campaign or channel.

(cont.)



It is created through a combination of capabilities that competitors find difficult to replicate. These capabilities may include:
Strong brand positioning
Deep customer understanding
Product innovation capability
Distribution strength
Customer loyalty
Supply chain effectiveness
Speed of execution
Data and consumer insights
Organisational agility

Individually, each capability can create value. Together, they create a system that strengthens the brand's long-term competitiveness

Large brands often benefit from scale, resources and market visibility. Emerging brands benefit from agility and innovation. Mid-sized
brands frequently operate between these two extremes. They face increasing competition from larger players while simultaneously
defending against newer, more agile entrants. This creates a unique challenge. They must continue growing while strengthening the
capabilities that support future growth. Without deliberate investment in these capabilities, competitive advantage can erode over time.

A ValueScope  Question?TM

If your largest competitor launched a product identical to
yours tomorrow, what would still make customers choose

your brand?

(cont.)



Many brands respond to competitive pressure through pricing.
Discounts.
Promotions.
Incentives.

While these approaches may drive short-term sales, they rarely create long-term
differentiation. In fact, excessive reliance on pricing often weakens profitability and brand
perception. The strongest consumer brands compete through value rather than price. They
create compelling customer experiences, trusted brand positioning, superior availability and
differentiated products that customers actively seek out.

Many leaders view competitive advantage as something visible in the marketplace. In reality, it
is often created inside the organisation.

Leadership quality.
Decision-making speed.
Innovation capability.
Cross-functional collaboration.
Operational discipline.
Customer insight.

These internal capabilities influence how effectively a brand can respond to opportunities and
threats. Over time, they become difficult for competitors to replicate. The Most Valuable
Brands Continuously Reinvent Their Advantage Competitive advantage should not be viewed
as a fixed asset. It is a capability that requires continuous renewal.

The brands that remain successful over long periods are not necessarily those with the best
products or the largest marketing budgets. They are the brands that continually evolve while
remaining relevant to customers. They build systems for learning, innovation and adaptation.
They treat competitive advantage as something to be developed, not defended.

(cont.)



Understand the factors
that currently differentiate
the brand. Identify which

advantages are
sustainable and which
may be vulnerable to
competitive pressure.

The Value Lens

DISCOVER

Sustainable competitive advantage is not created through isolated strengths. It is created
through a combination of capabilities that consistently deliver greater value to customers than
competitors can replicate.

RECOVER

Address capability gaps,
market positioning

challenges and
execution weaknesses

that reduce
differentiation and limit

growth potential.

Build distinctive capabilities
across brand, product,
distribution, customer

experience and
organisational effectiveness

that strengthen long-term
competitiveness.

CREATE

The strongest
consumer

brands are not
those that win

today's
competition.
They are the

ones that
continuously

create
reasons to win

tomorrow's.

(cont.)



Where Do You Go From Here?
Competitive advantage is rarely created through a single product, campaign or channel. It is
built through a combination of capabilities that consistently deliver greater value to
customers and are difficult for competitors to replicate.

The strongest consumer brands continuously strengthen their market positioning, customer
understanding, innovation capability and execution effectiveness. In doing so, they create
businesses that can sustain growth even as markets evolve and competitive pressures
increase.

At Cuma, we help mid-sized consumer brands identify the capabilities that truly differentiate
their business, strengthen strategic positioning and build operating models that support long-
term competitiveness. The objective is not simply to outperform competitors today, but to
create a brand that remains relevant, resilient and valuable for years to come.

The next question isn't whether
your brand has a competitive

advantage today.

It's whether that advantage will still be
meaningful tomorrow?



About Cuma
Cuma is a strategy and performance advisory firm helping India's mid-
market businesses create sustainable enterprise value through strategic
clarity, operational excellence, financial discipline and organisational
capability.
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