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Collaboration and Brand-building

The Effect of Secondary-Brand-Association Transference

Mamoru Shimizu

Faculty of Business and Commerce, Keio University

Abstract

In recent years, many companies or brands have begun to “collaborate” in their
marketing process. The combination of companies or brands varies, and also the aspect
of “collaboration” does. This study, which is based on Keller's consumer based brand
equity model, intends to clarify the effect and the meaning of “collaboration”. During
consideration, the ideas of “up link” and “down link”, which helps clarify the relation
between nodes in associative network memory model of brand knowledge, is applied to
interpret the mechanism of secondary association transference. In conclusion,
“collaboration” is useful to strengthen and diversify the meaning of a brand. And it
helps create a many-sided brand that is variously interpreted by consumers in various

segments.

Keyword: collaboration, structure of brand knowledge, “up link” and “down link”,

transference of secondary brand association, many-sided brand
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