

LECTURE 16
Leveraging Brand Knowledge to Build Brand Equity


Overview

This chapter addresses the way in which secondary associations can be leveraged to build brand equity. Secondary associations are those related to other entities to which a brand is linked, such as the parent company, country of origin, channels of distribution, spokespeople, events, characters, other brands, and third-party sources. The link may lead consumers to assume or infer that beliefs, attitudes and perceptions they have for the external source also hold for the brand. This ability to “borrow” equity from the people, places, or things associated with the brand creates additional leverage for marketers beyond that generated by brand elements and marketing programs.

Leverage can only occur when consumers are familiar with the external source and associations for the source are relevant to the brand. The leveraged associations are most likely to be considered in brand choice decisions when consumers have low interest or knowledge levels. Three criteria for evaluating the extent of leverage resulting from brand linkage to another entity: awareness of knowledge of entity, meaningfulness of the entity’s knowledge, transferability of the entity’s knowledge. 

[bookmark: _GoBack]The chapter notes that attempts to leverage secondary associations require the company to relinquish some control over the branding process. In particular, managing the transfer process so that only the relevant secondary associations become linked to the brand may be difficult. Unwanted secondary associations may also become linked to the brand. For example, if one of two brands in a co-branding agreement becomes a target for negative publicity, the other brand may find its brand equity negatively affected as well. 

Brand Focus 7.0 discusses one of the biggest events for corporate sponsorship, the Olympic Games. Companies spend up to $50 to be lead sponsors for the Games, and then spend as much as $100 million on related marketing activities; however, not everyone thinks the Games provide good value since the increasing commercialization of the competition makes it harder to break through the clutter. 


Key take-away points
1.	Brands can “borrow” equity from their association with people, places, programs, and other non-product-based sources.
2.	Secondary associations are strongest when consumers have awareness and strong, favorable, and unique perceptions of the external source. 
3.	Secondary associations are most likely to affect evaluations when consumers lack the ability or motivation to judge product attributes.
4.	Leveraging secondary associations can be problematic because it requires marketers to give up some degree of control over the branding process. 
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