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GLOSSARY OFTERMS

SMEs Small and Medium Enterprises
CEO Chief Executive Officer

WOM  Word-of-Mouth

PR Public Relations

USP  Unique Selling Point

Brand

“A brand is an identifiable product, service, persw place, augmented in
such a way that the buyer or user perceives relawsique added values
which match their needs most closely. Furthernitgesuccess results
from being able to sustain these added valueseirate of competition”.
de Chernatony and McDonald (1992:18)

Branding

Successful brands are developed with a clear stateai intent regarding

the product’s or service’s purpose, the specifiougr of customers the
brand is targeted at and a commitment to equipgiegbrand with the

right types of resources to achieve the statedqmergde Chernatony and
McDonald, 1998).

Service Branding

It is proposed that brand development is cruciakirvice providers, and
that strong service brands are built by making aemt®nal connection
with the services’ audience (Berry 2000).

SME Branding

Branding is a marketing practice strongly significkeo an SME, however
the traditional rigid marketing planning processeslonot represent
branding in practice where innovation, creativersss the inventiveness
that is compatible with entrepreneurship rule (Albata, 2001).






CHAPTERONE

INTRODUCTION

1.1: Introduction

Economic theory suggests that high levels of emdragurship have a
positive impact on productivity and growth in cortifeeness (Annual
Competitiveness Report, 2004) indicating the ingoee of entrepreneurial
firms in today’s society. The European Commisg@006:5) found that

SMEs (Small Medium Enterprises) represent more 8% of Europe’s
25 million private businesses, ranging from spéstiahigh-technology
companies to conventional firms in traditional sest They account for
two-thirds of its employment, generating half dfied new jobs. Among
them are the nimble, innovative and entreprenetirnias that have the
greatest potential for rapid growth and knowledgedfer between sectors
and regions.

Within this context, the service sector has becam#ominant force in

many western economies and has created a weatwojobs (McDonald

et al.,, 2001). As with other sectors the SME servéector needs to
generate sales to grow, and in turn, needs magkétingenerate sales;
consequently it is evident that marketing has a tolplay if service firms

intend to develop and survive (Carson, 1985).

More specifically, within service SMEs, it is esBahthat firms are
encouraged to bring branding experiences to thestoeners (Changsorn,
2002) in order to explicity communicate positivessaciations.
Researchers have argued that branding resultdiedachlue, competitive
advantage and customer retention (Rooney, 1995Chkrnatony and
McDonald, 1992). A review of literature revealstioranding increases
sustainable value (Mowle and Merrilees, 2005), teealifferentiation,
generates growth (Urde, 1999) and evokes relatedneith target
customers (Wong and Merrilees, 2005; Keller, 2083ker, 1996) in
small service companies. This book draws on branliierature from two
perspectives: namely service branding and SME limgndee Figure 1.1).
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SME Services

Branding

SME Branding

Service Branding

SME Service
Branding

Figure 1.1: Literature Framework

Today it is accepted that small firms are not jlitste big businesses’, it is

widely acknowledged that SMEs have their own paldic characteristics
that affect the way they operate and that largegtemines their

preoccupations and concerns (Hill et al., 2002)Il ¢4 al. (2002) argue

that theorists need to study the characteristicsnadll firms, other than
size, and consider the implications of these acatishe functional areas
of their business. There is a dearth of literainréhe area of SME service
branding (Krake, 2005), particularly its role o thurvival and growth of
small firms in the current business environmena date, SME branding
research has focused on brand management (Krak8),2frand strategy
(Abimbola, 2001; Wong and Merrilees, 2005), and fhectional and

symbolic values of branding (Mowle and Merrilee802). Krake (2005)

suggests that brand management has focused orbyjgarompanies and
multinationals. Krake (2005) developed a ‘Funnelddl for the Role of

Management in SMEs’ (see Figure 3.3) which is boiltKeller's (1998)

model ‘Brand Knowledge’ but which is specific to &&l

Although this is an area of study in its infanadyisiclear from both theory

and practice that the study is growing. Howeverone particular study

has specifically focused on the services sectdnis Book addresses the
existing issues that have been illustrated by rebeas to date with

specific reference to the service sector.

This research focuses on the owner/manager andrtieiin the execution
of branding in small service firms. Hence, thi:kadnvestigates service
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branding and entrepreneurship disciplines examittiegntegration in the
context of the SME. Therefore it introduces thevise branding—
entrepreneurship interface, and while doing so gdllsome way towards
addressing the current deficit in SME literatureConsequently, a
Descriptive Framework is developed illustrating #gignificance of these
of elements and highlighting the implementation boénding to SME
practices in the service sector.

1.2: Statement of Research Issue and Research Oljees

This book derives a framework for service SME bragdthrough an
application of service branding and SME brandiregreints. The research
issue is concerned with

How owner/managers of Irish service SMEs execute drmanage
brands.

Within this research issue a number of sub-objestaxist:

* Research objective one critically analyses and uates literature
relevant to the research issue including servicé& Sharketing, branding,
and service branding.

» Research objective two investigates owner/managerseptions on
branding within their service SME, and their brémilding/ implementation
activities through in-depth interviews.

» Research objective three explores the use of unane situation
specific branding methods in service SMEs.

» Research objective four addresses the interrektiiprbetween SME
branding and service branding in theory and ser@dE branding in
practice.

Research objective one is discussed in the litexrateview (chapters two
and three), which examines SME marketing litergtgegvice marketing
literature, general branding literature, servicaniing literature and SME
branding literature.

Research objective two is discussed in the comkttie five case studies,
focusing on how each owner/manager view brandingiatvdre the forces
that support or oppose the use of branding? Theseemamined in
conjunction with the literature reviewed and thdlofwing factors are
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suggested to have an impact on the owner/managanding relevance;
brand building; and the influence of the owner/nggara

Research objective three explores the use of uragdesituation specific
branding methods in service SMEs. This is disaligsehe context of the
literature review which identified six key aspedst the service SME
branding process: budget, brand equity, charatitssisole of management
and staff, customer importance and communication.

Based on the empirical findings of research objectivo (to investigate
the owner/manager perception on branding and thend building/
implementation activities through in-depth intew# and research three
(to explore the use of unique and situation spedifanding methods in
service SMESs), the answer to research objective ftm address the
interrelationship between SME branding and serticanding in theory
and service SME branding in practice) emerges. s Thiachieved by
incorporating the findings of research objective nd three, resulting in
the Descriptive Framework which is illustrated inapter Six.

1.3: Research Methodology for Primary Research

To understand the context specific implementatibbranding from the
perception of the owner/manager, a qualitativeyshaksed on a case study
method with in-depth interviews with five SMEs isdertaken. Qualitative
research is the primary instrument used in ordebouitd a theory from
understanding the details involved. Morse (1994jes that qualitative
research is used because (a) the available the@gein as inappropriate
and (b) there is a clear need to describe the phena and develop
theory. Therefore, due to the appropriatenesseaeml branding theory
to SMEs and the lack of theory specifically fongee SME branding, this
book employs qualitative research.

The researchers’ approach to the owner/managerislatith a view to

understanding their perception of branding in ajetttye manner using
gualitative research methods (Carson et al., 2000his study seeks to
understand the owner/manager and therefore builthiegry which is

sought from the reality of individuals involved the study (Creswell,
1994). As researchers should explore the assungptiocat they make
about the nature of the social world (Bryman antl, R603), this research
eliminates the use of objective reality.
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The interpretivist approach allows the researcfotais on understanding
what is happening in a given context, consideringltipie realities,

different actors’ perspectives, researcher involemtaking account of
the contexts of the phenomena under study, and dbetextual

understanding and interpretation of data (Carsoralgt 2001). The
methodology of this book is a case study approadtsing five case

studies. Yin (1994:8) describes case study rekeasc an empirical
enquiry which investigates a “contemporary phenamnewithin its real

life context”.

The five case studies are investigated and compaerbrding to the
research objectives of the study. The case studies been constructed
utilising in-depth  semi-structured interviews, obsdion and

documentation. Hence, several techniques haveicoted to the data
collection of the case studies interviewed.

1.4: Structure of Book

This book examines the level of branding within 8IE service sector
and thus the scale of documented literature in spelinvestigated.

Chapter Oneintroduces the main theme of this study — senSd4E
branding. Following this, the research issueaings and objectives to the
study, and the methodology are outlined.

Chapter Twooutlines the contributions that influence the Gptaal
Framework by examining small and medium enterpyiS84E marketing,
service marketing, and general branding literaturee remaining section
of the chapter underpins this book by criticallae¥ning SME marketing
literature, service marketing literature and bragdiliterature, whilst
highlighting the level of research conducted irs thiea.

Chapter Threegeviews the existing branding literature in bdtk service

sector and SMEs. This section examines each apsaately to highlight
the existing and significant literature. The lasiction of this chapter
amalgamates general branding theory, service brgradid SME branding
theory with the purpose of producing a Conceptuahtework for service
SME branding.

Chapter Foumpresents various directions within research meitogy and
explains why the most appropriate approach is takehis study. The
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case study method, including research instrumards as in-depth semi-
structured interviews, observation and documematize highlighted
through the qualitative approach. This is basedtln interpretivist
approach.

Chapter Five presents the empirical findings of this study frdahe
primary research which is supported by the litaat@viewed in chapter
two and three. Initially five case company prdfire presented followed
by a case-by-case analysis, aligned with the rekeasue and research
objectives respectively. The variables used haenthighlighted in the
Conceptual Framework due to their relevance to betkiice branding and
SME branding literature Finally, a synopsis of the findings is presented
along with the overall significance of each elemémtservice SME
branding.

Chapter Sixexamines the results of Chapter Five through etasse
analysis. This chapter of the research exploresethsame variables
through cross case comparison, looking for sintigiand variances that
warranted consideration. The latter part of theaptér highlights
emerging themes and links that originated from #tigly. Similarly to
Chapter Five, the research objectives form the i@k of the findings in
this chapter.

Chapter Severdiscusses the findings and the main conclusionthisf
book. Next, the implications for management arebti are examined.
Following this, the limitations of the researchdimgs and finally the
recommendations for future research are presented.

1.5: Summary

This chapter has introduced this research studgnga presentation of the
areas of service SME branding and pointed out thertsomings of
traditional branding literature. The researchéshas been explained and
the aim and the objectives of the study presentedlhe research
methodology for this study has been introducedo¥etd by a summary
of the seven chapters that constitute this book.

The next chapter reviews the relevant literaturghie study, regarding
SME marketing, service marketing and general brantiierature.



CHAPTERTWO

CRITICAL LITERATURE REVIEW:
BACKGROUND LITERATURE

2.1: Introduction

The purpose of this chapter is to present thoserétieal contributions
that provide the background for this research fisork: SME marketing,
service marketing and general branding literature.

It begins with an overview of SMEs while focusing the significance of
marketing to such a firm. Following this, the war$ characteristics and
problems associated with SME marketing, the rolenahagement within
small firms and the unique style of SME marketing aresented and
illustrated.  Service marketing is examined throudgfining service

marketing and outlining the essential theoriesar@tteristics of services,
the significance of the customer and the respditgilof management are
subsequently investigated. This is followed byilarstration of the key

elements in service marketing. Consequent to wem@E services and

SMEs in the context of marketing, it is critical teview branding

literature in the context of this research. Anrei@v of the concept and
development of branding is presented, the impoearidche customer and
the value of a brand is investigated in terms ofifficial and customer
perspectives. In addition, the impact and rolenahagement within brand
development, and the various forms of communicatibrannels are

explored.

Finally, sub-conceptual frameworks are illustratied each theoretical
contribution (SME marketing, service marketing ageheral branding).
SME marketing is the foundation for the SME bragdionceptualisation.
Similarly, service marketing is the foundation filve service branding
conceptualisation.  Each sub-conceptual framewdlbstiated is a
building block to construct the proposed Conceptieamework for
service SME branding illustrated in Chapter Three.
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2.2: SME Marketing

This section draws on the importance of SMEs wisil@mining the
application of marketing within an entrepreneufieh. For the purpose
of this research SMEs are defined as enterpriséshvemploy fewer than
250 persons and which have an annual turnoverxoeteeling €50 million,
and/or an annual balance sheet not exceeding €4i8rrhi Small firms,
however they are defined, constitute the bulk e¢gmises in all economies
in the world (Hill and Wright, 2001; Storey, 1994).

Though the basic principles of marketing are urda#ly and equally
valuable to both large and small scale businesseglemic research into
the marketing/entrepreneurship interface has beleineased only in the
last twenty years (Siu and Kirby, 1998; Davis et 4B85). Hill and
Wright (2000) reviewed the body of literature on Sivharketing, stating
the lack of marketing literature in small firm’sstdts in a general absence
of a systematic approach to the subject. SME ntiawkehas been
classified as likely to be

“haphazard, informal, loose, unstructured, spordasg reactive, built
upon and conforming to industry norms” (Gilmoreakt 2001: 7).

This distinctive style of SME marketing is signdittly influenced by

SME characteristics; which are intertwined with ShtRitations and can
lead to numerous problems (see Table 2.1). Table Rlustrates

traditional SME characteristics and problems ttmapact the marketing
activity within a small firm. One of the most cormm and more

traditional SME marketing problems is the genesatkl of financial

resources in SMEs, which in turn often restrainsirtiyrowth potential

(Policy Brief, 2000; Carson et al., 1995; Carsof83). Hence, size
affects the financial aspect of the business abdexquently both size and
lack of finances affect the capability of the origation (Carson et al.,
1995).

! Extract of Article 2 of the Annex of Recommendat2003/361/EC
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Table 2.1: Traditional SME Characteristics and Prodems

Characteristics

Problems

1. Size:

Jocumsen, 2004; Stokes, 2002;
Gilmore et al., 2001; Carson et al.
1995

1. Limited Customer Base:
Stokes, 2002; Fitchew et al., 1997

2. Resource Constraints:
-Lack of financial resources
Stokes, 2002; Gilmore et al., 2001
OECD, June 2000; Sui and Kirby,
1998;Carson et al., 1995;
Longenecker and Moore, 1991
-Lack of expertise

Blois and Carson, 2000; Gilmore ¢

al., 2001; Sui and Kirby, 1998;
Carson et al., 1995

2. Lack of Formalised Planning:

Stokes, 2002; Fitchew et al., 1997;

; Jack and Bower, 1997.

D

—

3. Personalised Management Styl
Stokes, 2002; Blois and Carson,
2000; Gilmore et al., 2001.

2:3. Lack of Impact on Market
Place

Stokes, 2002; Gilmore et al., 2001,

Sui and Kirby, 1998; Carson and
Cromie, 1989; Carson, 1985.

4. Decision Making—Owner/
Manager Dominant:

Jocumsen, 2004; Gilmore et al.,
2001; Blois and Carson, 2000;
Carson et al., 1995.

4. Decision—Making Unstructured
and Simplistic:

Stokes, 2002; Gilmore et al., 2001

Blois and Carson, 2000.

5. Influence of Environment:
Stokes, 2002; Blois and Carson,

5. Failure to Reach a Viable
Marketing Position:

2000; Carson et al., 1995.

Boag and Dastmalchian, 1988.

The owner / manager dictates the firms’ actiondl @&hid Wright, 2001)

and manages the business in a

personalised fasidimg to know all

employees personally, participating in all aspeftmanaging the business
and generally not sharing in the decision-makingcpss (Stokes, 2002;
Schollhammer and Kuriloff, 1979). The personadityd the experience of
owner/manager is a dominant influence and theirketarg competency
and attitudes towards marketing are major factersthe marketing
management of a small firm (Stokes, 2002).
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It is therefore acknowledged that SMEs cannot ua#ter conventional
marketing due to limitations of resources, ownerlager personality
differences and the lack of impact on the markecel(Gilmore et al.,
2001), suggesting a separate style is requiregur€&i2.1. illustrates the
key elements of SME marketing and the unique styleortrays.

Therefore, this sub-conceptualisation frameworkoime building block
from which the Conceptual Framework is built on.

A/[ SME Marketin ]\

[ Characteristic l [ Problem ]

Role of Manaaelent ]

Unique style
of marketing

Figure 2.1: Unique Style of SME Marketing- A SME Maketing Sub-
Conceptualisation Framework

2.3: Service Marketing

Cognisant to the SME theory discussed, this boakveron the specific

context of the service sector. The service sduasrbecome a dominant
force in the economies of many western countri@samnsuch the service
sector has become increasingly aware of the corafeggrvice marketing

(McDonald et al.,, 2001). Therefore, the servicet@me has become

strongly significant to Ireland and the followingcsions continue to

investigate services with reference to marketing.

Service marketindhas been well documented over the last two decades
bringing more focus to the topic of service bragd{Gilmore, 2003; de
Chernatony and Segal-Horn, 2003; McDonald et 8012 Kasper et al
1999).Services are defined as

‘activities, benefits or satisfactions which areecdfl for sale representing
either intangibles Yyielding satisfaction directlftangibles yielding
satisfactions directly, or intangibles yielding is#ctions jointly when
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purchased either with commodities or with othewises” (Carson and
Gilmore, 1996: A

Correspondingly, with the increased importance e service sector,
research in this area has escalated contributintheoarea of service
marketing (Gilmore, 2003; Grove et al., 2003; Kasgteal., 1999; Gilmore
and Carson, 1996; Brown et al., 1994; Parasurarhah,el985;Carson

and Rushton, 1985; Shostack, 1977).

The various characteristics of services have begioeed by Gilmore

(2003); de Chernatony and Segal-Horn (2003); Kaseal. (1999);

Palmer (1998); Gilmore and Carson (1996); and CQarsod Rushton
(1985). These studies indicate several strongjgificant characteristics:
intangibility, heterogeneity, perishability and éparability. Considering
the implication of such characteristics some of ghevice differentiating

factors include: the nature of the service act; types of relationship
service organisations have with customers; theesodgustomisation; the
nature of demand for the service; how the servicédlivered and the
attributes of the service product (Lovelock, 1983kence, traditional

characteristics and differentiating factors infloerservice marketing and
more predominantly the manager’s responsibilitiesl @asks, creating
specific requirements of managers in a serviceskatiag situation

(Gilmore and Carson, 1996).

An additional element of service marketing is segvjuality, which is one
of the critical determinants of service loyalty é_.eand Cunningham,
2001). Researchers have demonstrated that sequaléy is determined
by customer satisfaction or dissatisfaction withviee experiences and
that service quality, in turn, affects service lby#Bitner, 1990). Service
marketing literature places the customer at the adran organisations
purpose and activity (Gilmore, 2003).

Service marketing is based upon the fundamentatepin of marketing
and is perceived to be attentive to the expectatminthe customer, the
quality of the service to be delivered, the intérogganisation, and the
employees’ relationship with the custon{&ilmore, 2003; Kasper et al.,
1999). Figure 2.2. illustrates the key elementsearfvice marketing and
the unique style it portrays. Therefore, this sobeeptualisation

2 American Marketing Association Definition (1960Reprinted with the
permission from the Journal of Marketing Volume 27562
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framework is one building block from which the Ceptual Framework is
built on.

/ [ Service Marketing ] \

Staff / Management l Quality
Customer
[ Situation Specific Marketing ]

Figure 2.2: Service Marketing Framework — A ServiceMarketing
Sub-Conceptualisation Framework

The most relevant areas of interest to this stuayetbeen extracted from
SME marketing and service marketing to help cowstiive service SME
branding Conceptual Framework. Subsequent to wéwie services and
SMEs in the context of marketing, it is necessaryrdview branding
literature in the context of this research. Theatreection investigates
general branding theory and the role branding pilagsganisations.

2.4: Defining and Conceptualising Branding
De Chernatony and McDonald (1992:18) defirsuecessful brand as

“an identifiable product, service, person or plaaaggmented in such a way
that the buyer or user perceives relevant uniqdecdalues which match
their needs most closely. Furthermore its sucoesgts from being able
to sustain these added values in the face of catiopét

This suggests that a brand not only provides bentficustomers but is a
way to differentiate a product or service from tlditthe competitors’
while securing financial returns (Grace and O’C28§2). Therefore, the
brand concept can be viewed from the brand owrgegieption or from
the customer’s. Additionally, branding may relateindividual products,
or groups of products, the service sector or taotiganisation or company
name (Rowley, 1997). Branding is a mixture of edata: physical, aesthetic,
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rational and emotional reiterating the point ofaiéntiation. De Chernatony
and McDonald (1992) support the interpretation ofb&nd as an
identifiable product or service, but extend the larption by indicating
the link to the perceived value experienced byhtinger or the user. There
are numerous attributes that constitute a brantlrae, a mark, a logo,
visual images or symbols and mental concepts thstinguish the
products or service from that of the competitor Wiy, 1997; Kotler,
1994). Grace and O’ Cass (2002) categorised noddget attributes into
price, user/usage imagery, brand personality aelihfgs and experiences.
In this regard, branding not only offers added ®aland attributes, it
builds a strategy not only to differentiate oner®duct or service from
competitors but also to fulfill customers’ expeias.

Branding strategy is a policy for creating and uadng sustainable
competitive advantage by extending the explanatibbranding and its
distinguishing values (Abimbola, 2001). Branditgategy consists of the
development and maintenance of sets of producdbuaiitss and values
which are coherent, appropriate, distinctive, ptatele and appealing to
customers (Murphy, 1992), bringing together the antgnce of various
elements to customers. Brands are part of a gyrawmed at
differentiating supply and fulfilling customers’ pectations (Kapferer,
1992). To overcome strategic decisions a number of brandimponents
are used. Brand knowledge relates to brand awssemed brand image
(Keller, 1998), brand identity relates to value adicection and brand
positioning refers to the position of the brand timee mind of the
customers’ perception. In conjunction with thiggferer (1997) suggests
that the two different points are used to analysandls; identity and
image. Brand identity describes the core valuespmasents the direction,
purpose and meaning of the brand (Aaker, 1996 an@image refers to
the receiver's image of the brand and is the restltfavourability,
strength, uniqueness, and types of brand assatsatiteld by the
consumer, thus it is the result of brand ident®ygce and O’'Cass, 2002;
Kapferer, 1997).

2.5: Building Brands

Brands are successful when developed with a clegensent of intent
regarding the product's or service's purpose, tpecsic group of
customers the brand is targeted at and a committeeruipping the
brand with the right types of resources to achithee stated purpose (de
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Chernatony and McDonald, 1998). Aaker (1996) satygeight different
factors that make it difficult to build brands:

1) Pressure to compete on price,

2) Proliferation of competitors,

3) Fragmenting markets and media,

4) Complex brand strategies and relationships,
5) Bias toward changing strategies,

6) Bias against innovation,

7) Pressure to invest elsewhere, and

8) Short-term pressures.

It is apparent from the above factors that it maydifficult for brands to
reach their potential or maintain brand equity (&K 996). On a general
level, the brand and what it represents is the mngsortant asset for many
companies and is the basis for competitive advan{@jlLoughlin et al.,
2004). The quality of relationships between company arslasuer can be
a competitive advantage and the more closely tetomer associates with
the brand, the more likely the customer is to paseh(Pearson, 1996).
Elaborating on competitive advantage and its ingur to the branding
concept, Romeo (1995) describes branding as omieeofnain sources of
differentiation. Therefore, it is clear that build a brand is clearly not an
effortless act but something that a company shdéatdd to develop in
order to gain such advantage and differentiatioBpecifically, this book
examines the perception of the owner/manager whiovislved in the
branding implantation process.

2.6: Role of Management and Staff

In order to overcome such difficulties and buildoag brands, certain
members of an organisation must be involved. @emable effort must
be dedicated to preparing employees for delivengbrand promises
(Guaspari and Kirby Webster, 2003), thus indicatimg need for internal
branding. As such, branding is divided into twa@epts brand identity
(internal) and brand image (external) (de Chernatomd Cottam, 2006),
highlighting the importance of looking within theri when building a
brand. In conjunction with this finding, de Chetavay and Cottam (2006)
found that staff are a direct influence on a bran@ampbell (2002)
emphasises the importance of the organisation migtunderstanding the
brand’s promise but also living up to it. Therefoit is essential that all
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staff understand the brand so that each elemethieahternal value chain
adds value in the desired coherent manner (de &twry and Cottam,
2006). It is also important that the organisatioerstands that by making
a brand promise, a commitment by the organisatiothé customer, it
should be upheld (Campbell, 2002). The markettaff smust thus ensure
that marketing is seen as a critical ingredient will pilot the company to
increased profits and customer numbers,

“those that are part of the marketing staff mussuea that the correct
balance of resources is consistently applied aatttrey defend the core
values so they are not cut back by production meirfcial management”
(de Chernatony and McDonald, 1992: 213).

Managements’ perception of the role and importasfcleranding is vital
for brand success and the sense of belonging leféels to positive morale
(O’Loughlin et al, 2004; Nilson, 1998). If there is a strong senge o
identity with the company and, consequently with tirand, this pushes
employees to high levels of productivity and loygilson, 1998). It is
imperative that the management techniques usedrandmg have a
positive impact on the customers’ understandinghefbrand (Jevons et
al., 2005). A management concern raised by O’Lbogt al. (2004) is
the lack of managerial recognition and focus onntlmee salient functional
brand values and the influencing power of perserpkrience or word-of-
mouth on consumers. This reinforces that reseesdiave found that not
all management levels understand or are conceritadhighlighting the
positive associations of the brand to their custsmeA characteristic of
successful brands is the way that their positios bbeen precisely defined
and communicated internally; this again indicatesimportance of shared
organisational values (de Chernatony and Segal;H@©3). Consumers
will have several choices when purchasing andnagdiwill be confused,
however it is crucial the owner/manager is awasd tiranding is a long
term investment and brand leaders exist due tourness (Smith, 2000).

2.7: Customer Importance

Following the review of the difficulties of buildina strong brand and the
role of management and staff, it is apparent thatistomer’s perception
and actions are influential in creating a succedsfand. This section
aims to investigate the importance of the custoinea brand and to
examine the various elements that build brand tgyalA number of
theoretical frameworks have been developed in samgt to understand
how consumers think and respond to brands (Kell888; 1993; de
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Chernatony, 1993; Kapferer, 1992). Research ih& implication of
consumer brand knowledge for marketing began &y earthe 1950’s
(Keller, 2003; Gardner and Levy, 1955), and sirf@ntthere has been a
stream of brand researchers who have contributetheoliterature on
consumer brand knowledge and its impact on consumekaviour (Lim
and O’'Cass, 2001; Laroche and Brisoux, 1989; Dadds., 1991; Keller,
1993; Cobb-Walgren et al., 1995). Keller's (192893) model of ‘Brand
Knowledge’ provides a detailed analytical view bktbrand from the
perspective of the customer while claiming pres@neof both goods and
services (see Figure 2.3.).
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Figure 2.3: Brand Knowledge
Source: Keller (1998:94)

This customer-based brand model proposes that bkaosviedge is

comprised of brand awareness and brand image nglati the brand

components that act as an initial starting pointarketers (Grace and
O’Cass, 2003). In this regard, Keller (1998) fouhdt there are various
types of brand associations such as attributesfitermnd attitudes. One
significant thrust in current branding research] aglevant to the current
study, is an attempt to understand the intangitdpeets of brand
knowledge: price, usage image, brand personalitg &elings and

experience (Keller, 2003).

Primarily, personal experience with a brand appéarbe an important
factor in customer decision-making and satisfac{i@ioughlin et al.,
2004). A brand identifies the product, revealing facets of its differences;



