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1. Title: An examination of selected marketing mix elements and brand equity

Author(s): Yoo, B; Donthu, N; Lee, S

Abstract: This study explores the relationships between selected marketing mix  elements and
the creation of brand equity. The authors propose a conceptual framework in which marketing
elements are related to the dimensions of brand equity, that is, perceived quality, brand loyalty,and
brand associations combined with brand awareness. These dimensions are then related to brand
equity. The empirical tests using a structural equation model support the research hypotheses. The
results show that frequent price promotions, such as price deals, are related to low brand  equity,
whereas high advertising spending, high price good store image,and high distribution intensity are
related to high brand equity.

Full Text: 01

2. Title: Branding importance in business-to-business markets: Three buyer clusters
Author(s): Mudambi, Susan

Abstract: With the growth of e-commerce and global competition, business-to-business (B2B)
marketers are showing increased interest in the potential of branding, especially at the corporate
level. This paper describes branding in the context of B2B markets, and examines its perceived
importance to buyers. A review of relevant literature and the development of a conceptual model
enables a cluster analysis of data from a survey of industrial buyers. The exploratory analysis
examines to whom branding is important, and in what situations. Three clusters of buyers are
found: branding receptive, highly tangible, and low interest. The practical implications for
managers are explored.

Full Text: 02

3. Title: The influence of brand image and company reputation where manufacturers
market to small firms: A customer value perspective

Author(s): Cretu, Anca E

Abstract: Branding research has largely focused on consumer goods markets and only recently
has attention been given to business markets. In many business markets the company's reputation
has a strong influence on buying decisions which may differ from the more specific product
related influence of the brand's image. In this paper we investigate these differences by testing the
hypotheses about the influences of brand image and company reputation on customers'
perceptions of product and service quality, customer value, and customer loyalty in a business
market where there are three manufacturers marketing their brands directly to a large number of
small firms. The results indicate that the brand's image has a more specific influence on the
customers' perceptions of product and service quality while the company's reputation has a
broader influence on perceptions of customer value and customer loyalty.

Full Text: 03

4. Title: Corporate marketing: Integrating corporate identity, corporate branding,
corporate communications, corporate image and corporate reputation
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Author(s): John M.T. Balmer (Bradford School of Management, Bradford, UK)

Stephen A. Greyser (Harvard Business School, Boston, Massachusetts, USA)

Abstract:

Purpose

— The aims of the paper are to examine the nascent area of corporate marketing.
Design/methodology/approach

— The paper draws on some of the key literature relating to the history of marketing thought.
Findings

— The study reiterates the case that corporate identity, corporate branding, corporate
communications, and corporate reputation should be integrated under the umbrella title of
corporate marketing. The paper introduces the 6Cs of corporate marketing.

Originality/value

- The paper integrates British and US perspectives on the area and draws on Balmer's work vis
corporate marketing and Greyser's historical overview of marketing written for the Marketing

Science Institute (MSI)
Full Text: 04

5. Title: From genericide to viral marketing: on ‘brand’

Author(s): Moore, Robert E

Abstract: The contemporary phenomenon of ‘brand’ is addressed within a Peircean semiotic
framework, showing ‘brand’ to be an inherently unstable composite of tangible (e.g. product) and
intangible (e.g. brand name) values. The professional literature of brand strategy is drawn upon for
definitions, and branding work in an Internet-focused ‘New Economy’ consultancy is described.
Three phenomena of branding—genericide, ingredient branding, and so-called ‘viral
marketing’—reveal the vulnerabilities of brands, and show that it is not only material things, but
events, experiences, and acts of communication that can be ‘branded’. The wider macroeconomic

implications of these semiotic vulnerabilities are briefly explored in conclusion.
Full Text: 05

6. Title: Branding in B2B markets: insights from the service - dominant logic of marketing
Author(s): David Ballantyne (University of Otago, Dunedin, New Zealand)
Robert Aitken (University of Otago, Dunedin, New Zealand)

Abstract:

Purpose

- This paper aims to explore how the service - dominant (S - D) logic of marketing proposed by
Vargo and Lusch impacts on business - to - business branding concepts and practice.
Design/methodology/approach

- Vargo and Lusch argue that service interaction comes from goods - in - use as well as from
interactions between a buyer and a supplier. Their key concepts are examined and the branding
literature critically compared.

Findings
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- Goods become service appliances. Buyer judgments about the value - in - use of goods
extends the time - logic of marketing. The exchange concept is no longer transaction bound.
Service - ability (the capability to serve) becomes the essence of a firm's value propositions.
Service experience becomes paramount in developing and sustaining the life of a brand.

Research limitations/implications

- S - D logic highlights the need for rigour and clarity in the use of the term “brand” . It also
opens up for consideration a variety of previously unexplored contact points in the customer
service cycle, expanded to include customer assessments of value - in - use.

Practical implications

- S - D logic encourages extending brand strategies into a wider variety of communicative
interaction modes.

Originality/value

- Some of the issues raised are not new but currently compete for attention in the shadow of

media - dominant approaches to branding.
Full Text: 06

7~ Title: Relationship marketing and brand involvement of professionals through
web-enhanced brand communities: The case of Coloplast

Author(s): Andersen, Poul Houman

Abstract: More and more firms are recognizing the advantages of web-enhanced brand
communities as a lever for relationship-marketing communication. Brand communities not only
provide companies with an additional communication channel, but also allow the possibility of
establishing linkages to devoted users. So far, brand community has only been discussed in
relation to B2C marketing. However, the effect of using web-enhanced brand communities in a
business-to-business (B2B) context may be even greater, inasmuch as professional users have a
strong and long-standing interest in exchanging product-related information. Based on the
Coloplast case study, this contribution outlines a conceptual model for linking web-enhanced
brand community activities and relationship building in B2B markets.

Full Text: 07

8. Title: Does Advertising Overcome Brand Loyalty? Evidence from the Breakfast-Cereals

Market
Author(s): Shum, Matthew

Abstract: In differentiated product markets where consumer preferences are characterized by
brand loyalty, an important role for advertising may be to overcome brand loyalty by encouraging
consumers to switch to less familiar brands. Using a scanner panel dataset of breakfast-cereal
purchases, | find evidence consistent with the hypothesis that advertising counteracts the
tendencies of brand loyalty toward repeat purchasing. Equivalently, advertising reduces switching
costs in this market. Furthermore, counterfactual experiments demonstrate that in markets with
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brand loyalty, advertising is an attractive and effective option--relative to alternative promotional
activities, such as price discounts--of stimulating demand for a brand.
Full Text: 08

9. Title: Alcohol brands in young peoples' everyday lives: new developments in marketing
Author(s): Casswell, Sally

Abstract: New developments in alcohol marketing are likely to be particularly important for
younger members of the population both because of their use of new technology and the role
brands play in their lives. This paper discusses the response of young people to this marketing, the
functions it fulfils for the alcohol industry and the need for new policy responses.

Full Text: 09

10. Title: Do models of vertical strategic interaction for national and store brands meet the
market test?

Author(s): Cotterill, Ronald W.

Abstract: This article develops a methodology for empirically examining some of the central
assumptions commonly used in the theoretical literature on vertical strategic interaction. This
methodology is used to test these assumptions by using data for six individual categories across 59
local markets in 1991 and 1992, focusing on the vertical and horizontal interaction between
private label and national brands. There are three central findings. First, the vertical strategic
interaction observed for national brands varies considerably across categories (a single form of
interaction, “Vertical Nash,” tends to be more common for private label brands). Second, we
generally reject the use of proportional mark-up behavior by retailers. Third, we reject linear
demands in a favor of a more flexible nonlinear form. These results suggest that models specifying
proportional mark-up behavior and linear demands do not accurately reflect market reality.
Further, because vertical strategic interaction between manufacturers and retailers seems to be
idiosyncratic to the category and brand, future research should consider multiple forms of vertical
interaction to produce reasonably general results.

Full Text: 10

11+ Title: Relationship marketing and brand involvement of professionals through web-enhanced
brand communities: the case of Coloplast

Author(s): Houman Andersen, Poul

Abstract: More and more firms are recognizing the advantages of web-enhanced brand
communities as a lever for relationship-marketing communication. Brand communities, not only
provide companies with an additional communication channel, but also allow the possibility of
establishing linkages to devoted users. So far, brand community has only been discussed in
relation to B2C marketing. However, the effect of using web-enhanced brand communities in a
B2B context may be even greater inasmuch as professional users have a strong and long-standing
interest in exchanging product-related information. Based on the Coloplast case study, this
contribution outlines a conceptual model for linking web-enhanced brand community activities
and relationship building in B2B markets.

Full Text:11
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12, Title: Branding Strategies, Marketing Communication, and Perceived Brand Meaning: The
Transfer of Purposive, Goal-Oriented Brand Meaning to Brand Extensions

Author(s): Martin, I. M.

Abstract: This article develops and tests a conceptual model of the transfer process whereby
perceived similarity organized around shared goals facilitates the transfer of knowledge and affect
from a parent brand to an extension of that brand. Empirical results, based on two well-known
brands and two hypothetical product extensions for each brand, demonstrate that the availability of
well-formed, goal- derived categories associated with a parent brand establishes an organizing
framework for consumers' assessments of similarity that facilitates the transfer of consumer
knowledge and attitude from the parent brand to a brand extension in another product category.
This facilitating effect of similarity does not occur in the absence of goal-derived categories. The
results also reveal how marketing communication can be used to facilitate the transfer process by
framing similarity in terms of common goals. Implications are discussed for the organization of
consumer knowledge and affect across product categories and for understanding prior research
findings on brand extension

Full Text:12

13, Title: A dynamic multinomial probit model for brand choice with different long-run and
short-run effects of marketing-mix variables

Author(s): Paap, Richard

Abstract: In this paper we propose a dynamic multinomial probit model in order to estimate the
long-run and short- run effects of marketing mix variables on brand choice. The latent variables,
which contain the unobserved perceived utilities, follow a first-order vector error correction
autoregressive process of order 1 with current and lagged explanatory variables. The unrestricted
autoregressive parameter matrix concerns the intertemporal correlation in perceived utilities of
households over purchase occasions and indicates the persistence in brand choice. As explanatory
variables we consider relative prices and promotional activities like feature and display. An
important and novel feature of our model is that it allows for different long-run and short-run
effects of promotional activities, thereby extending the models that are currently available in the
literature. Additionally, to account for different base preferences for brands across households, we
allow for consumer heterogeneity. Our application concerns a panel of households choosing
among several brands of a FMCG. Our estimated model turns out to be an improvement over a
static model and over a model with only short-run effects, in terms of in-sample fit and
out-of-sample forecasts.

Full Text:13

14, Title: Effects of Brand Preference, Product Attributes, and Marketing Mix Variables in
Technology Product Markets

Author(s): Sriram, S.

Abstract: We develop a demand model for technology products that captures the effect of
changes in the portfolio of models offered by a brand as well as the influence of the dynamics in
its intrinsic preference on that brand's performance. To account for the potential correlation in the
preferences of models offered by a particular brand, we use a nested logit model with the brand
(e.g., Sony) at the upper level and its various models (e.g.,Mavica, FD, DSC, etc.) at the lower
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level of the nest. Relative model preferences are captured via their attributes and prices. We allow
for heterogeneity across consumers in their preferences for these attributes and in their price
sensitivities in addition to heterogeneity in consumers' intrinsic brand preferences. Together with
the nested logit assumption, this allows for a flexible substitution pattern across models at the
aggregate level. The attractiveness of a brand's product line changes over time with entry and exit
of new models and with changes in attribute and price levels. To allow for time-varying intrinsic
brand preferences, we use a state-space model based on the Kalman filter, which captures the
influence of marketing actions such as brand-level advertising on the dynamics of intrinsic brand
preferences. Hence, the proposed model accounts for the effects of brand preferences, model
attributes and marketing mix variables on consumer choice. First, we carry out a simulation study
to ensure that our estimation procedure is able to recover the true parameters generating the data.
Then,we estimate our model parameters on data for the U.S. digital camera market. Overall, we
find that the affect of dynamics in the intrinsic brand preference is greater than the corresponding
effect of the dynamics in the brand's product line attractiveness. Assuming plausible profit margins,
we evaluate the effect of increasing the advertising expenditures for the largest and the smallest
brands in this category and find that these brands can increase their profitability by increasing
their advertising expenditures. We also analyze the impact of modifying a camera model's
attributes on its profits. Such an analysis could potentially be used to evaluate if product
development efforts would be profitable.

Full Text:14

15, Title: Brand marketing for creating brand value based on a MCDM model combining
DEMATEL with ANP and VIKOR methods

Author(s): Wang, Yung-Lan

Abstract: When consumers purchase products, they will consider the brand first, because it
indirectly leads consumers to associate the products with the quality, functions, and the design.
Based on the smiling curve, it showed enhancing the marketing or R&D will create value-added to
the products or brands. Thus, this study intended to use brand marketing to create brand value.
However, there are many criteria among the strategies, and they are interrelated. Therefore, this
study utilized the MCDM model combining DEMATEL with ANP and VIKOR methods to clarify
the interrelated relationships of brand marketing and find the problems or gaps; then, evaluated the
situation to reduce the gaps in order to achieve the aspired levels and rank the priorities in brand
marketing strategies, we also evaluated the customer’s satisfaction of brand marketing by three
electronic manufacturing companies in Taiwan. As the empirical results, value pricing is the most
important factor, followed by consumer’s price perception and perceived quality while showed the
highest satisfaction of brand marketing was in F2 company. The results of this paper will provide
the enterprises with a reference for planning brand marketing.

Full Text:15

16. Title: Building Brand Equity Through Corporate Societal Marketing

Author(s): Hoeffler, Steve

Abstract: Marketers have shown increasing interest in the use of corporate societal marketing
(CSM) programs. In this article, the authors describe six means by which CSM programs can
build brand equity: (1) building brand awareness, (2) enhancing brand image, (3) establishing
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brand credibility, (4) evoking brand feelings, (5) creating a sense of brand community, and (6)
eliciting brand engagement. The authors also address three key questions revolving around how
CSM programs have their effects, which cause the firm should choose, and how CSM programs
should be branded. The authors offer a series of research propositions throughout and conclude by
outlining a set of potential future research directions.

Full Text: 16

17 Title: The relationship between integrated marketing communication, market
orientation, and brand orientation

Author(s): Reid, M

Abstract: This paper relates integrated marketing communication (IMC) to market orientation
(MO), brand orientation (BO), and external performance measures. The perspective adopted here
argues that for clarity of meaning, IMC should be grounded and interpreted with these other
concepts in mind. Specifically, this paper clarifies the links between IMC, MO, and BO, and
proposes a testable model linking the relationships among these concepts and facets of customers,
and organizational performance. The paper concludes by discussing implications of the study for
both academics and practitioners.

18+ Title: Building Brand Awareness in Dynamic Oligopoly Markets

Author(s): Naik, Prasad A

Abstract: Companies spend hundreds of millions of dollars annually on advertising to build and
maintain awareness for their brands in competitive markets. However, awareness formation
models in the marketing literature ignore the role of competition. Consequently, we lack both the
empirical knowledge and normative understanding of building brand awareness in dynamic
oligopoly markets. To address this gap, we propose an N-brand awareness formation model,
design an extended Kalman filter to estimate the proposed model using market data for five car
brands over time, and derive the optimal closed-loop Nash equilibrium strategies for every brand.
The empirical results furnish strong support for the proposed model in terms of both
goodness-of-fit in the estimation sample and cross-validation in the out-of-sample data. In
addition, the estimation method offers managers a systematic way to estimate ad effectiveness and
forecast awareness levels for their particular brands as well as competitors' brands. Finally, the
normative analysis reveals an inverse allocation principle that suggests--contrary to the
proportional-to-sales or competitive parity heuristics--that large (small) brands should invest in
advertising proportionally less (more) than small (large) brands.

19, Title: Using Multimarket Data to Predict Brand Performance in Markets for Which No or
Poor Data Exist

Author(s): Bronnenberg, Bart J.

Abstract: The authors show how multimarket data can be used to make predictions about brand
performance in markets for which no or poor data exist. To obtain these predictions, the authors
propose a model for market similarity that incorporates the structure of the U.S. retailing industry
and the geographic location of markets. The model makes use of the idea that if two markets have
the same retailers or are located close to each other, then branded goods in these markets should
have similar sales performance (other factors being held constant). In holdout samples, the
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proposed spatial prediction method improves greatly on naive predictors such as global-market
averages, nearest neighbor predictors, or local averages. In addition, the authors show the spatial
model gives more plausible estimates of price elasticities. It does so for two reasons. First, the
spatial model helps solve an omitted variables problem by allowing for unobserved factors with a
cross-market structure. An example of such unobserved factors is the shelf-space allocations made
at the retail-chain level. Second, the model deals with uninformative estimates of price elasticities
by drawing them toward their local averages. The authors discuss other substantive issues as well
as future research.

20, Title: Engaging the Consumer through Event Marketing: Linking Attendees with
the Sponsor, Community, and Brand

Author(s): CLOSE, ANGELINE G

Abstract: With an on-site study at a sponsored event, we construct and test competing models to
examine the relationship among event attendees, sponsorship, community involvement, and the
title sponsor's brand with respect to purchase intentions. We show that an attendee's enthusiasm
and activeness in the area of the sponsored event and knowledge of the sponsor's products
positively influence the attendee's desire that a sponsor be involved with the community. Then, we
show that attendees who are more community-minded have a more positive opinion of the sponsor
as a result of their event experience; a better opinion of the sponsor contributes to increased
intentions to purchase the sponsor's products. Results from this framework indicate that event
marketing, in conjunction with consumers who are enthusiastic, active, and knowledgeable about
the sponsor and event, serves as a valuable lever to engage the consumer.

21 Title: Integrated marketing communication (IMC) and brand identity as critical components
of brand equity strategy - A conceptual framework and research propositions

Author(s): Madhavaram, S

Abstract: This paper presents integrated marketing communication (IMC) and brand identity as
critical components of the firm's brand equity strategy. Specifically, the authors provide a brand
equity strategy schematic that details (1) the role of IMC in creating and maintaining brand equity,
and (2) the role of brand identity in informing, guiding, and helping to develop, nurture, and
implement the firm's overall IMC strategy. The authors also present a conceptual framework with
testable research propositions toward IMC theory development. Finally, a discussion of
implications for academics and practitioners is provided, and opportunities for future qualitative
and quantitative research are suggested.

IRERIR:
DA ESCHERYZSK 5 Web of Science HItkexklaz5|3C&R 5] (SSCD, HAFA “Full
Text” % H, TEMMEPAESC, WA FETEAT .
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http://elib.cnki.net/DetailHot/HotView.aspx?subCode=I141-612
http://elib.cnki.net/DetailHot/HotView.aspx?subCode=I141-612
http://elib.cnki.net/DetailHot/HotView.aspx?subCode=I141-612
http://elib.cnki.net/DetailHot/HotView.aspx?subCode=I141-612
http://elib.cnki.net/DetailHot/HotView.aspx?subCode=I141-612
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http://projects.cnki.net/DetailView.aspx?t=2&pc=529168001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529168001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529168001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529634001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529634001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529634001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529798001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529798001
http://projects.cnki.net/DetailView.aspx?t=2&pc=529798001
http://projects.cnki.net/DetailView.aspx?t=2&pc=511877001
http://projects.cnki.net/DetailView.aspx?t=2&pc=519062001
http://projects.cnki.net/DetailView.aspx?t=2&pc=502313001
http://projects.cnki.net/DetailView.aspx?t=2&pc=502313001
http://projects.cnki.net/DetailView.aspx?t=2&pc=502313001
http://projects.cnki.net/DetailView.aspx?t=2&pc=503713001
http://projects.cnki.net/DetailView.aspx?t=2&pc=503713001
http://projects.cnki.net/DetailView.aspx?t=2&pc=503713001
http://projects.cnki.net/DetailView.aspx?t=2&pc=504412001
http://projects.cnki.net/DetailView.aspx?t=2&pc=504412001
http://projects.cnki.net/DetailView.aspx?t=2&pc=504412001
http://projects.cnki.net/DetailView.aspx?t=2&pc=508247001
http://projects.cnki.net/DetailView.aspx?t=2&pc=508247001
http://projects.cnki.net/DetailView.aspx?t=2&pc=508247001
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http://projects.cnki.net/DetailView.aspx?t=2&pc=508307001
http://projects.cnki.net/DetailView.aspx?t=2&pc=508307001
http://projects.cnki.net/DetailView.aspx?t=2&pc=508307001
http://projects.cnki.net/DetailView.aspx?t=2&pc=508352001
http://projects.cnki.net/DetailView.aspx?t=2&pc=508352001
http://projects.cnki.net/DetailView.aspx?t=2&pc=508352001
http://projects.cnki.net/DetailView.aspx?t=2&pc=511384001
http://projects.cnki.net/DetailView.aspx?t=2&pc=511384001
http://projects.cnki.net/DetailView.aspx?t=2&pc=511384001
http://projects.cnki.net/DetailView.aspx?t=2&pc=511432001
http://projects.cnki.net/DetailView.aspx?t=2&pc=511432001
http://projects.cnki.net/DetailView.aspx?t=2&pc=511432001
http://projects.cnki.net/DetailView.aspx?t=2&pc=1171001
http://projects.cnki.net/DetailView.aspx?t=2&pc=1171001
http://projects.cnki.net/DetailView.aspx?t=2&pc=1171001
http://projects.cnki.net/DetailView.aspx?t=2&pc=114382001
http://projects.cnki.net/DetailView.aspx?t=2&pc=114382001
http://projects.cnki.net/DetailView.aspx?t=2&pc=114382001
http://projects.cnki.net/DetailView.aspx?t=2&pc=114774001
http://projects.cnki.net/DetailView.aspx?t=2&pc=114774001
http://projects.cnki.net/DetailView.aspx?t=2&pc=114774001
http://projects.cnki.net/DetailView.aspx?t=2&pc=165109001
http://projects.cnki.net/DetailView.aspx?t=2&pc=165109001
http://projects.cnki.net/DetailView.aspx?t=2&pc=165109001

