
 

 

THE FAME-AND-FINDABILITY ENGINE​
Mental & Physical Availability + Distinctive Brand Assets 

1. The Two Frameworks Used: 

MENTAL & PHYSICAL AVAILABILITY 

Mental Availability is how quickly a buyer thinks of a 

brand when a need arises. Physical Availability is how 

easily they can find and buy it, wherever they shop. 

DISTINCTIVE BRAND ASSETS 

Unique cues — a mascot, colour, logo, tagline, 

or jingle — that let people recognise a brand 

instantly, even without reading its name. 

 

How the Two Connect (Fusion Logic) 

Distinctive assets build both. A recognisable cue gets linked in memory to a need (Mental Availability), and helps 

buyers spot the brand fast on a shelf (Physical Availability). 

2. Application: Amul (India) 

Background — What Happened and Why 

●​ Amul (GCMMF) is India's largest dairy brand, built on a co-operative of small milk farmers. 

●​ In the mid-1960s, it was losing visibility to Polson, a rival with a more polished mascot. 

●​ Milk and butter are low-attention, habitual buys — if a brand isn't instantly recalled and easily available, it gets 

overlooked. 

●​ Amul needed two things at once: constant recall in buyers' minds, and easy access across a huge, diverse 

country. 

 

What Amul Did 

●​ 1966: launched the “Amul Girl” mascot with the tagline “Utterly Butterly Delicious.” 

●​ From 1967: witty, topical ads on current events, refreshed weekly — the mascot's look never changed. 

●​ This became one of the world's longest-running ad campaigns, still active today. 

●​ In parallel, built one of India's widest rural distribution networks, reaching small towns and villages. 
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Applying the Fusion — Step by Step​ ​
​  

1 

Amul's Category-Entry Point 
Amul mapped the exact moments buyers needed a brand to come to mind first — “bread 

and butter,” “chai and milk.” This became its Mental Availability target. 

 

2 

One Distinctive Asset for Amul 
Instead of many campaigns, Amul built the fusion around a single asset — the mascot's 

look stayed unchanged for nearly 60 years, so it was learned once and owned forever. 

 

3 

Asset Builds Mental Availability 
Amul used the same mascot in fresh, weekly topical ads — this is the fusion at work, 

repeatedly re-linking “Amul” to daily life without ever changing the asset itself. 

 

4 

Asset Builds Physical Availability 
The same recognisable mascot rode alongside Amul's distribution push into small towns — 

so the fusion made the brand as easy to find as it was to recall. 

 

5 

Amul Recognised Without Its Name 
The clearest evidence the fusion worked: Amul's mascot alone, without the brand name 

written, is instantly recognised across India. 

 

The Result 

Amul became one of India's most recalled food brands — a Guinness World Record holder for the 

longest-running ad campaign, with deep reach across urban and rural India, built without any celebrity 

endorsement. 

3. Key Takeaways 

●​ Keep one distinctive asset unchanged for years — consistency builds recognition. 

●​ Refresh how it's used often, but never change the asset itself. 

●​ Physical Availability must grow alongside Mental Availability. 

●​ Best test of a strong asset: recognised even without the brand name. 

●​ Works best for low-attention, everyday categories — fast recognition beats long messaging. 

 


