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Brand Alliance Strategy Matrix
Long term
Brand Extentions Co-branding
Time Horizon Dual Bundling
Product-bundling
Co-advertising
Short term Co-promotion
High
OPEX and CAPEX required
OPEX  Operational Expenditure( ) CAPEX
Capital Expenditure( ) Time Horizon
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Successful Factors of Co-branding
Successful Factors for Direct A co-brand Product is more Source
effects successful if...
Characterristcs  of  co-brand
Product
Awareness Brand Awareness for constituent | Levin et al.(1996)
brand is high Fang and Mishra(2002)
Voss and Tansuhaj(1999)
Vaidyanathan and
Aggarwal(2002)
Deseal and Keller(2002)
Quality The perceived quality of the | Rao et al.(1999)

Brand Equity

constituent brand is high

The brand equity of the

constituent brand is high

McCarthy and Norris(1999)
Washbum(1999)
Washbum et al.(2000, 2004)

Characteristics of co-branded
product

Advertisement

The evaluation of advertising
campaign  with  regard to
co-branded product is positive

Baumgarth(2003)

Fit constituent brands/product
Degree of complements

The complements are highly

Park et al.(1996)

Brand fit

Product fit]

complementary regarding an
attribute of the constituent brand
Brand fit of the constituent brand
is high

Product if of the product
categories of constituent brands is
high

Simonin andRuth(1998)
Baumgarth(2003)
Huber(2005)

Simonin and Ruth(1998)
Baugmarth(2003)
Huber(2005)
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Incongruence Walchi(1996)
Partner brands are moderately
incongruent under high
involvement condition
Fit Constituent brands with
Co-branded product
Fit of constituent brands and | The fit between the brands and | Hadjicharalambous(2001)
co-branded product the co-branded product is high Baumgarth(2003)
Personal-Specific variables
Product involvement Involvement with the product | Huber(2005)
category of the co-branded
product is high
Brand orientation Brand Orientation is high Huber(2005)
Constituent brand involvement | Constituent brand involvement is | Volckner and Sattler(2006)
high

Theoretical Model of Co-branded Products

Characteristics of
Constituent
Brand/product

Characteristics of
Co-branded Product

Economic Success of
Co-branded product

Fit constituent
Brand/products

Fit constituent
Brand with
Co-branded product

Personal
Specific
Variables
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