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- Adopt or modify an existing brand
- Combine an existing and a new brand

TheCaseSolutions.com .

armangerme s whereiy fims s
ne the marma, lages, charmaiers.
e 10 farth of atker brands &3
market thelr own brans for same

s coatzinute o et ¥ - The importance of secondary
. brand associations in building
brand equity
+ How leveraging brand association
help in building brand equity
+ The implications of leveraging
secondary brand associations in
managing branding strategies

heand issncinlE

Thecasesoh.ltiol'l




mpanies can Create Secondary
Brand Knowl

1. company

Branding strategies are an important
determinant of the strength of association
from the brand to the company and any
other existing brands.

Three main branding options exist for a
new product :

- Create a new brand

- Adopt or modify an existing brand

« Combine an existing and a new brand

TheCaseSolutions.com .

o by
dury bt gewocial g coniribute 10
o second

TheCaseSo!utions.com

become lnked ta the beand wmd
[ ————

- Wany couserics have become knawe for
Fpertin I e Tabe persluct atagar
e e camsaying 5 [ kol Type
imagm

TheCaseSolutions.com

4

- The importance of secondary
brand associations in building
brand equity

- How leveraging brand association
help in building brand equity

+ The implications of leveraging
secondary brand associations in
managing branding strategies

>
-

e
-

lutions.com
Thecﬁ'ﬁm«wm.

nsing creates concractual
angempnts whersky firms can
She name, leges, tharacters,
and uo farth =4 sthar brands to
sl their swn rands for samn
Fluad tee.
+ Menting anater brand to
comtriute tn tee hrand equity of
[rHp———




How secondary brand associations contribute to brand
equity?
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How Companies can Create Secondary
Brand Knowledge

7. Events

- Events have their own set of
associations that may become linked to
a sponsoring brand under certain
conditions.

- Sponsored events becoming associated
to the brand and improving brand
awareness, adding new associations, or
improving the strength, favorability,
and uniqueness of existing
associations.
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How Companies can Create Secondary
Brand Knowledge

2. Country of Origin and Other Geographic
Areas

- The country or geographic location
from which it originates may also
become linked to the brand and
generate secondary associations

- Many countries have become known for
expertise in certain product categories
or for conveying a particular type of
image

TheCaseSolutions.com




Unilever
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lcons explained

Sun

Our primary natural
resource, the sun
evokes Unilever's
origins in Port
Sundight and can
represent 3 number

of our brands. Flora,

Slim-Fast and Omo

all use radiance to
communicate their
benefits.

Bee

and bio-diversity.

Bees symbolise both

enwironmental

challenges and
opportunities,

Represents creation,
pollination, hard work

Hand

Asymbol of
sensitivity, care
and need. It
represents both
skin and touch.

Flower

Represents
fragrance. When
seen with the hand,
it represents
moisturisers or
cream.

DNA

The double helix,
the genatic
blueprint of life and
a symbol of
bio-science. It is
the key to a
healthy life. The
sun is the biggest
ingredient of life,
and DNAthe
smallest.
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Fish

Represents food, sea
or fresh water.

Bird

Asymbol of
freedom. It suggests
a relief from daily
chores, and getting
more out of life.

Lips

Represent beauty,
looking good and
taste.

Recycle

Part of our
commitment to

sustainability .

Sparkle

Clean, healthy and
sparkling with
energy.

Tea

Aplant or an
extract of a plant,
such as tea. Aso a
symbol of growing
and farming.

Ice cream

Atreat, pleasure
and enjoyment.

Particles

Areference to
science, bubbles

and fizz.
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