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Abstract: This study examines the global brand positioning strategies of Fastrack, a leading Indian watch
and lifestyle brand. Analysing data from surveys, interviews, and industry reports, the research explores
how Fastrack uses its youthful target audience, product innovation, and multi-channel marketing to achieve
a global presence. Key findings highlight the brand's strengths in understanding its demographic, product
design, and digital marketing efforts. However, areas for improvement are identified, such as brand
positioning clarity, product differentiation, and targeted audience segmentation. The research concludes by
emphasizing the importance of digital innovation and strategic collaborations for Fastrack's continued
success in the international market.

Keywords: Fastrack

REFERENCES
[1]. https://brandyuva.in/2019/08/marketing-strategies-of-fastrack.html
[2]. https://www.mbaskool.com/marketing-mix/products/17232-fastrack.html
[3]. John Smith and Michael Johnson (2019). Global Branding Strategies: A Review of Literature.
[4]. Emily Johnson, Sarah Martinez, and Daniel Thompson (2020). The Impact of Digital Marketing on Global
Brand Positioning.

Copyright to IJARSCT DOI: 10.48175/568
www.ijarsct.co.in

502




