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ABSTRACT 

The study sought to investigate the effect of brand leveraging strategies and a case study 

of Kenya Breweries Ltd was done. lt was carried out between October 2002 and 

December 2002. The sampling frame comprised brand managers of Kenya Breweries 

limited. 

Many companies do not recognize the importance of brand leveraging strategies. For the 

companies that adopt these strategies, some do not know the impact of the strategies both 

positively as well as negatively. The researcher had a quest to identify if KBL adopts 

these strategies. The following objectives were investigated. 

• Brand-levcragmg strategies used for effective brand reinforcement and re italization 

in the beer mdustry in Kenya. 

• ldcnt1fymg and categorizing the range of brand extens1on 

• Identifying key issues to these types ofstrateg1es: benef1t, risks and solut1ons 

Both pnmary and secondary data was used . The data \\US analyzed de ·nplt\l! stntl ·tic ' 

and frequencies and percentages were u::. d. 
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CHAPTER ONE 

1.0 INTRODUCTION 

1.1 . BACKGROUND 

1\lcohol has always been widespread in history. Drinking is, in effect, a universal language. The 

urviving recipe in the world is for beer. It can be found on a 3,800- year-old clay tablet, as pm1 

of a hymn to inkasi, the Sumerian goddess of brewing. Sumerian documents, including the 

legal code drawn up during the reign of King Hammurabi around I 720BC, show that beer 

played an important role in Mesopotamian ritual , myths and medical practice . It is believed 

that the original motivation for dome ticating ccr al crop (and thu wit hing from nomadi to 

settled hie ·tylc) might had been to make beer, rather than bread Me vern, 2 00) 

According to Market Intelligence ( 1999) the bottled beer mark.et in enya "a stat1 •d by l ' ' nya 

Breweric Ltd It had a production driven operation '' ith a mon pol in thl! c untr lot met 0 

ear In I 922 Kenya Brewerie LTD (KBL) wa formall~ 111 ompan\ In 

1924 Rum·aka brc\ ery got a power lin and produ ti n ro ~.: t _o 0 0 i!_, lions a month In 19_ 

d in th produ ti • K13L. h. • t t.l bt~o:\\ in•, ·apa~it\ 

o 2 2 million hcct lit 1 

In I I r h ttl l> I 1\\ II tl I llll I 

II 
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over the year but the turnover and profits continue to grow despite the adverse operating 

environment with declining GOP growth and decreasing purchasing power, mainly due .to cost 

cutting measures. According to Economic Survey (2000) the total contribution of beer and 

spirits industry in excise taxes in 1999 was over Kshs 7 billion about 53 .92% of all excise 

revenue collected and 27% of all import duty collection or 3.8% of all central government 

receipts on recurrent account. The industry employees about 2000 people (Economic Survey, 

2000). 

I cnya breweries core brands include - Tusker the first beer in Kenya. Other members of the 

I BL family include: Tusker Malt Lager, Tusker Export, Pil ncr, Pil ner lee, Pil ner lee Light, 

\\ hitc ap, Citizen pccial and itiLcn Original, utnne and the recent! introduced mirno!T 

Ice Former Castle brewing core brand include a tie lager, a tic \ilk 'tout , Rangcrs, 

Trophy and Premium Reds Cold (Market Intelligence, 2000) Ken 'a brt:\\ eri~s under lincl.!n · 

now market these brands. 

ccording to 1arket Intelligence (2000) in the pa t: )c.:, rs \\ ith the l.!ntry of a ~I.!CL)Il I pia\ c.:r in 

the marketplace the competitive arena h, db c.:n O\c.:rh ulc.:d' ith Ute.:. t h. tll.!.c.::-. in bc.:c.:r m:nkc.:.ting 

ch racterizcd b ' brand r inforc m nt urin• this~ c.:til)d tnl)tc.: than() llc.:\\ 

Utcnl ha ' be nintr du db · 'tl Bt~\\itl ltd ' lhc.:t~ 

th thn fc.:ith' l1\ tnul\~.:1 
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brand as a "name, term, sign symbol or design or combination of them intended to identify the 

goods and services of one seller or group of sellers and to differentiate them from those of 

competition". Thus the key to creating, developing and maintaining a brand is to develop 

attributes that identify the product and distinguish it from others (Keller, 1998). 

Brands can reduce risks in product purchase decisions for consumers. There are many different 

types of risks that consumers may perceive in buying and consuming a product . Fundamentally 

they serve an id entification purpose to simplify product handling or tracing for the firm (Keller, 

1998) 

In the past 20 year the ophi sticated bra nd management y tem implemented b o many linn 

were highly succe ful in creating powerful fra nc hi ·e and c rp01·atc image ( l di et, 199 )) Th 

price premium paid fo r companies product i oflen clear! ju tilied on the ba ·i · or a· ·umption · 

of the extra profits that could be extracted and ·u·tained from thei t bra nd·, a· " ell a· the 

trcmendou diflicu lty and expen e of creating imilar brand. b ompetition llomet (200 I) 

dclincs leveraging brand a capturing the value in , brand through u in~ it intangtb lc assets to 

c. ·tend it wonh 

hh ll •It titer h, b •niti n I th lu 

1 nlfi 1ntl • 
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One of the biggest successes of brands in the World has been in building of multibillion 

corporations with strong base of loyal customers e.g. Coca-Cola which is a brand worth $68.9 

billion (Kapferer, 1997). 

Brands have proven to shape the marketplace. She also notes that underlyi ng this value is the 

recognition that brands continue to play important roles in shaping marketplace decisio1;s. Her 

research shows that brands shape customer purchase and loyalty decisions. ln fact, 1998 

McKinsey research in U.S.A. results show that 77% of consumers would find it very dit1icult to 

change brands once they find one they like, up from 72% in 1993 . She continues to say that as 

strong brand shape customer and employee decisions in the marketplace, they in turn hape the 

growth or the company In the quest for hareholcler vatu , growth i, till the o. I dri er, with 

the rate of growth explaining more than a third or the variance in the total return to hareh lders 

Many companie evolve their brands to help drive growth (llomer, 200 I). 

1 'ot every attempt to leverage the brand or extend it reach ha bt.!en uc e'> ful ,\.., nn e\.ample 

of brand leverage gone wrong, con ider what happen~.:d "hen , dill a llll.!d to C\.ten i it· brand 

dm n market with the C1marron or when u i allm ~.:d th~: br. nd to O\~o:r-e tend into ll)) man _ , 

ptoduct Recogni1ing thi gc p b t\ een ' ·inn r 

thinking , bout h to I vera •e h t m • b th il Ill 

II mer, 2 01) 



1.2 STATEMENT OF PROBLEM 

One recipe for strategic success is to create and leverage assets. With its awareness, perceived 

quality, associations and customer loyalty, a brand is usually the most powerful asset that a linn 

owns (David Aiker, 1996). A strategic question, then, is how can the brand be leveraged to 

create larger and stronger business entities? 

Maintaining brand health is a difficult task for brand managers. He asserts that brands e:-\ists for 

the long term and establish trust in consumers' minds. They are a company's most va lued assets 

and they hould be treated very carefully . Every change to the brand should be viewed in terms 

of its long-term impact on consumers. A well-managed brand will till be there long after its 

"guidians have moved on ( Payne, 1999) 

'I he art of marketing i not choosing a good brand name, adverti ing it '' iddy and mal-.ing a 

fortune. 1any steps are involved in developing a trong brand The) are ategoriLed under two 

main area developing the value propo ition and building the brand Kotle1 , 1999) 

l·or year firm:s have tend d to follow the h: d f Pr d r 1.: G. mbk, O~.;O ol. ani othc1 

m jor con tuner good marketer \\ ho nti II pll) lu~ls usin" 

:i tin' br, nd n me ( Kcll r 0 r tim 
' 

d li.H Ul )\\ th 

nd thcr th i1 
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necessary to use some of these familiar tools in unfamiliar ways. lt is like using a hammer in 

space- lt won't be felt or look the same as when you use it on the ground (Hill, 200 l ). 

Vigorous discussions about brands and branding has taken place in various boardrooms in large 

corporations. Perhaps most important, CEOs recognize the market value of companies is 

increasingly tied to intangible assets. Homer(2001) quotes a McKinsey Company analysis of 

consumer companies in the fortune 250 estimates roughly half of their value was tied to 

intangible assets (like brands); some of the most valuable companies have valuations where 

better than three-quarters of the value is tied to intangibles (Homer, 200 I) . 

1anagcrs arc at a dilemma in deciding whether to extt:nd btand or lcvt:ragc brand ht: further 

tate · that there are a lot of ri k involved , hen one e. ·tend brand · whi ·h incluc.k brand 

dilution, confusing cu tomer, retailer resi tance etc On the other ·ide an e ten ion can pr )\ide 

entry into new market egment, grow brand equity and increa e nunk.et shan~ It i · therefore 

diflicult to determine" hat would be the long-term trategt dtre tion to take I'hcre is Ill) "ingle 

agreement or rule that would guide manager on , ht:tht.:r to t..: tl.!n i or not (!Iongo. - 0 l) This 

tud will identify th practices u. t..::d in th~.: h" d)i~.:i~.:nt .nd d1\.: 11\t..: the 

pr, cticc rc 
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Goods in Kenya" that shade some light on that sector of the market. This study will focus on 

beer industry where heavy investments are done on brand development and brand building 

particularly through marketing communications. lt will study prioritization as far as trategies 

for leveraging brands are concerned in the said industry. The main problem of the study can be 

summarized as a critical examination of brand leveraging strategies used in Kenyan beer 1~1arket. 

In other word , beer industry is used as a case study of brand leveraging strategies. 

I 3 

• 

• 

• 

14 

013JECTIVES OF THE STUDY 

To inve tigate brand-leveraging strategies used for effective brand reinforcement and 

revitalization in the beer indu try in Kenya . 

I o identify and categorize the range oCbrand cxtcn ion 

1 o identify key i ·ues to the ·e type of new product bcndit , ri k and · lutions 

I !PORT EOFTH T DY 

'1 he tudy is c. pccted to generate knowledge and deep und~;:r t. nding of b1an i manag~m~nt 

practice that \ ill be beneficial to the following area 

• 

• 

• 

'I o the bcer industry - variou pia · r in th~.: in 

build tr >n • r relation hip \ ith th m 1 

n t. ntly -.~:di: in, nc\\ \\\1\" to 

till llldh) I .111 I II. l~:~i~: ... ll) 

th, t u I t 



• lt will provide some insight and knowledge on techniques used to build and grow brands, 

strategies and tools used for revitalization and reinforcement of brands 

1.5 JUSTIFICATION OF THE STUDY 

The study will investigate the various leveraging strategies adopted by these players in order to 

gain comparative strategic advantage. These two are the only ones who practice aggressive 

strategic marketing and brand management in that industry i.e. they are the only players who 

practice multi-brand marketing aiming at different segments. Hence they are only source of in 

depth knowledge and practices used in leveraging brands in the beer industry. 



CHAPTER T\VO 

2.0 LITERATURE REVIEW 

2.1. INTRODUCTION 

The recipe for strategic success is to create and leverage assets. With its awareness, perceived 

quality, associations and customer loyalty, a brand is usually the most powerful asset that a firm 

owns. A strategic question, then, is how that brand can be leveraged to create larger and 

tronger bu iness entities (Aaker, 1997). 

Manager need a new toolkit to manage at the ponfolio level. ome are very new; oth r may 

look l'amiliar o cr ate new value with a brand por1f' lio approach it i nc nr t u' some 

of these familiar tool · in unfamiliar way . AI o in the ·amc arti le, he furtlu.:r n t · that thcr ar 

eight tool that are used to leverage the brand to create ne\ alue, a ·ho\\ n in the ligun.: bdo' 

(llill , 2001) 

Managing and leveraging the 
brand to create ne value for 
sustainable str t gic adv nt 



Homer(2001) says that winners go further than just creating and sustaining strong brands: they 

leverage their brands into other businesses. Just as brands are built faster, they seem to be 

leveraged faster . She continues to classify brands into two: Focussed brands and diver ilied 

brands. Focussed brands are those that have narrow historical and future potential. They need to 

focus primarily on their core categories while seeking to capture clo e - in leveraging 

oppo11unities. Diversified brands are those that have broad historical and future leverage 

potential They have opportunities to build a much broader base across multiple products and 

categorie (Ilomer, 2001 ). 

l·ocusscd brand have tended to ucceed by adhering to three maJOr theme ·: owntng and 

broadening the category capturing all occa ion and u ing all ian e \vning, n I broadening the 

C(ltegory, showed that th C brand had 6 major per 'OJ1alit I Chan\ teti ' ti' )'0Uthl'ul, run, 

advcnturou ·. outdoorsy, exclu ive and romantic. Thi ' a 'er ' imponant in 'tl:nting 

di tinctivene and the adverti ing imager) of the e brand empha izl: I on the"c trong 

per onalit clements. Focu ed brand continuou I_' t:Ck t bro den the detiniti 111 L:atcg r 

'tego1 · redefinition open the con um r' mind to h, t the , ll:" 1 i abL)llt an I ~ncout age · .:"1 .. ._.. 

the 01ganiz, lion to think more a ·~rc buil tn • thl: br, n I hl: , b.) tlntl:s that 

b1and 'tpturin • , II o 

hann thr u •h , i 1 , 11 i , " \ r 

tlu l ' u in 

ith th I 

hi I 



own business and how well its brand could compete in these businesses. She continues to say 

that secondly, brand personality can affect your choice of direction: broader messages that 

communicate the high-credibility with more confidence and trustwo11hiness probably have more 

leverage potential outside the core category (Tauber, 1988). 

If the brand is more focused on lifestyle themes, a more focused brand leverage strategy may 

make more sense. Shifting from a focused brand to a high-credibility personality has risks and 

might dilute core equities. lt may be more appropriate to maintain focus on the core lifestyle 

per anality element such as Secret has held with its romantic core personality (Homer, 200 I) . 

'I he game lot many companie hi fling Cr m a world or brand building to a world of brand 

leverage, a brand leverage can be an impottant ·ource of ·hareh lder 'aluc 

planning belong both in the brand manager' of1ice and in the boardroom i!' a ompan _· ''<lilt · t 

capture that value. A ompany must make a con ciou choice on it high-le\ el bran i le' erage 

tratcg because the busine development choice and the organizational "upport an be quitc 

diftcrcnt depending on that choice (Kapf r r, 1997 

2.2 

I rand ten ion i th · u br 11 11 n Ill n 1 I. t) ~..:1\11.:1 ,Ill th I 
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opportunities interstitial extensions because they fill the gaps between the strategic brands in a 

pot1folio. The second type is the boundary extension. They create new brands on the outer edges 

of an existing brand molecule. 

2.2.1. LINE EXTENSIONS 

A line extension as a new version of the product within the same product class i.e. could be new 

flavors, new packaging options, or new sizes are all line extensions. He further notes line 

exten ions can increase costs without compensating increases in volume and make the brand less 

focu ed and more difficult to communicate. However, line extensions can also e:-;pand the user 

ba c, provide variety, energize the brand, manage innovation, and block or inhibit ompctitor of 

its c tablishcd line (Aaker, 1996) 

1 he power to a brand to extend it elf depend on the breadth or produ t lin~.! · that an b r lnt •d 

to the core brand identity in term of the latter' 'alue pr po it ion and ba ·i or rclation ·hil I k 

further tate frightened competitor ner\'ou I) ree · min d thei1 bran j o!Yering and product 

etas profile to ce ifth y \ re vulner, bl , th n cr 

'ker I 6) note th t lin 

I. I pandin' th u t 

1 ru 

lu 

h 

u u, II \ c (I 1.: II cr. \l 9 ') 

ni t i n l 1 t h~.: ti. llo' in~ . 
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3. Energizing a brand - A line extension can energize a brand, making it more relevant, 

interesting, and visible. ln doing so it can create a· basis for differentiation, make 

communication efforts more effective, and stimulate sales. 

4. Managing true innovation -Line extensions provide an explicit channel for P,roduct 

innovations that can be a powerful vehicle for obtaining competitive advantage. Product 

innovations can create differentiation, enhance a brand 's value proposition, expand u age 

contexts, and block competitors. When there is no clear outlet for innovation within a brand 

management organization, creative thinking is often stifled. Conversely, when members of a 

brand management team know that their brand is open to innovative line exten ion , then 

team members are likely tori e to the challenge. 

5. Blockins or inhibiting competitor· - line c ten ion d c· not have to b' a linan ·ia l 

blockbu ·tcr in order to provide value fot the linn. pc iall lot kading brands, lin ' 

ex ten ion can be trategically wortlm.hile e'en "hen the do not achic.::' e high rates r 

return 

2.2.2 \10\ I G Til B D DO\\ ' 

hom tire to clothe to computer br nd r~.: b~.: min • in rc. in •I • 'alu~.: ~emer~.: 1 I k li.trtlll.:r 

note th t more and more buy r 

d ·li cr c pt, bl qu lit • nd 

1 r r) 

n llu ut 1 I l\ ~.:t- l~l btands that 
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markets (notably from other countries), and new or revitalized brands that are now often 

competitive in quality . Because they introduce parity products without innovative, distinctive 

value positions, the new entrants, as well as the struggling third-or foU11h place brands, are 

forced to emphasize price promotions and brand events instead of product. He also states that as 

a result, customers come to believe that the brands are not very different; brand loyalty erodes, 

and customers focus on features and price. As fewer and fewer customers are willing to pay the 

historical brand premium, market share starts falling (sometimes dramatically) for those who 

maintain their price levels (Aaker, 1996). 

Park ct al ( 199 1) notes that a second driving force is the retail environment created by new 

channels that typically have a lower co t tructurc, engage in aggrc' iv price comp tition, nncl 

ti·ccly u ·c private-label good Direct marketing ha · c'plodcd in th pa ·t d ~.: ·a d ~. o tl ~n prm iding 

considerable co ·t savings to pa11icipant . 

A third driving force is technologic change ne\\ market for a product can b~ introduced 

because of new technology Technologi al ch ng ~.;, n bo intluence the 'l) t structure, as 

brand ~:merge that arc implcr and h p~.:r, n:. tin~ lh; pri ~.: poinh (A. \..~.:1, Jll)() ) . 

\ 'hen m 'in • br nd d n 

d UJ 

I Ill h: lj 1.: 1\\l)lll\1, ill hi\.:~.:1 ~ di~\.'U\ I \h,tt 
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Aaker (1996) states the problem is that moving down affects perceptions of the brand perhaps 

more significantly than any other brand management option. He also notes that Psychologists 

have documented the fact that people are influenced much more by unfavorable information 

than by favorable information. He also notes that the Initial negative information about a 

person, for example, is very resistant to subsequent positive information, whereas an initial good 

is not different from any other brand, and is therefore of average quality . 

Sub brands such as Kodak's Furniture film have the potential to permit entry in an emerging low 

end without threatening the parent brand's equity in the higher ranges of the market. He further 

note that there are two problems, though, with adding ub brand offering that u e the premium 

brand name at a lower price point. Th lit" t i pos ibk cannibalization, in that bu ct" will shill 

to the cheaper ver ion, the econd i · the ri k that e:--tcnding the bn\nd down will taint th~.: bmnd 

name ( Kellct, 1998 ). 

'J he job of the sub brand i to reduce the ·e ri 'k. by di.tingui'\\lln~ the iO\\ n ' .1\e ub bt and !'rom 

the parent brand Of course ther i till , nnib liz tion bcinu , bk w buy a lo\\et-priced 

pt oduct with th end or cr name i attra tiv an ' ill ~.:n. in I · . Plk· I t) ~on11.: "ID ''mill ha\l: 

h >ught the tiginal br, nd in t · d l·urth r th i tin ti n ll:l\ ~.:~.:n th~.: t)lltHH\' lin~.:~ ani th~.: 

th ·r lin mctim II 
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smallest and least expensive). 500 series and 700 series reflect very different sizes and price 

points. Each of them, however, still have the same identity- 'the ultimate driving machine ' 

(Aaker, 1996). 

Becau e of the identity problems that can result when a brand moves down, it may be useful to 

use the sub brand's personality as a way to differentiate the new, lower-priced entry. lf it is 

given a strong personality, which is different from that of the original brand, the risks of 

cannibalization and image tarnishing are reduced (Tauber, 1988). 

'1nce l~1mily relation hip are o familiar to con umer , they otTer a clear and ri h oppottunit 

for creating di tinct but related ub brand p r nalitic Th ub brand ould b ~ a hild (cith r 

son or daughter) of the original brand (the l'athe1 or moth~r), one \\110 ·annot )'l:t al'!'ord or 

appreciate the better version r it could be the grandparent of the original, one" ho np1 r~ciatlo! · 

good value more than premium quality ( aker, 1996). 

aker 1991) note that th produ t it d f i nc ' 

b1, nd II the product i cl rl 

tl cor bnm i r du • n 
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2.2.3 MOVING A BRAND UP 

Keller ( 1998) states that a brand maybe a leader in volume and market share, with the enviable 

advantages of economies of scale and retail clout. It is on the store shelt~ in the pantry, and in the 

customer's mind. However, its price has been squeezed by retailers and consumers, especially 

from below by both price brands and store brands. 

ln this context, an attractive growth segment often emerges at the very high end of the market. 

Tlu egment enjoys much higher margins, and it also provides intere t and even newsworthy 

developments in what might be a somewhat tired category I low can brands "move up" to take 

advantage of thi growth and vitality and get out from under oppre " ivc marg111 prcssun.:s'? 

(Aaker, 1996) 

A core brand - which signaled econom ' and 'impli ity rather than an C\.tcnsion "hich ·ignnlcd 

prestige, handling, and comfort- ha th~; pott.:mi. I ofprc\ ~.:nting th~.: nC\\ product fmm crcdibl 

occupying the upscale po ition. Hm c • r, th 
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• The applicable assets of the brand can help provide a value proposition. Thus customers of 

parent brand know that they can access. The sub-brand customers recogmze that their 

product is connected to the parent brand. 

• The sub brands can provide a perceived quality lift to the core brand names. 

There are some risks of damaging the core brand when moving up, although much less than 

when moving down. There is the possibility that the premium version can, by comparison, 

make the core brand look more ordinary than it was previously perceived to be. There is much 

more serious risk, though, is that the core brand will keep the premium brand from achieving its 

Cull pre tige. ln the worst ca e, the premium brand become an object or ridicule like someone 

\ ith a financial windfall who ha purcha ed the trapping of nobilit and de doped pretensions 

of' grandeur. ·1 he key to reducing thi · ri ·k i · to make the ·ub brand di ·tinct from th~ r~~t )f th~..: 

offerings under the brand umbrella (Aaker, 1996). 

The basic problem with using a ub brand to move up i that the brand allen lack · credibilit , at 

the higher end . How can a believable claim be made that a sub brand un h~r thl! pon orship or a 

middlc-tit.:r brand can really m t tht: tandard ot , hi.?.IH.:nd m, rk~.:t'> lie furthl!r stat~s on kl!) 
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potential profitability of the new brand may be of secondary impo11ance, or even nonexistent 

(Kapferer, 1997). 

2.2.4 BRAND EXTENSiON DECISIONS 

Another way to leverage a brand with extensions is to use it to enter and create advantage in 

another product category. The good, bad, and ugly issues involved in making a brand extension 

decision are as follows (Kapferer, 1997). 

Good- The brand's associations, perceived quality, and awareness/pressure help the extension. 

More Good- The extension reinforces the associations and awareness of the brand. 

gly - The core brand name is damaged or diluted by the extension, or the brand franchi e 1 

cannibali1ed . 

More ugly- The opportunity to develop another brand name i ' forgone ( I' apl'ercr, I )97) 

The 1990 aw the emergence of a brand concept that ha cau ed . ome linns to loot.. at the it 

business very differently. A range brand create an identit.· that wort.. , aero~~ product classc · 

A range brand can also be cone ived a a ~panmng ymbol th, t a i~h cuswmers in seeing 

relation hip between product -r 1 tion hip th t th mi •In h. l: mi~sl:d By thus brcal--ing 
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2. The product needs to fit and reinforce the identity. 

The range brand will be applied to several product lines. Each of these product lines will have 

its own product line identity, which will usually be an augmentation of the basic brand identity. 

To compete in a product class setting will usually require additional associations (Keller, 1998). 

A range brand strategy requires a dynamic brand vision. What is the ultimate brand id·entity'J 

How should the brand evolve toward that identity? A key part of the plan is to determine in 

what order the product classes should be entered, as the order can affect the abi lity of the brand 

to evolve (Park, 1991) 

When a brand's identity move beyond product a· ociation to organintional a " O iations, 

brand personality, and (in general) more ab ·uact a ~uciation • it will tra cl fartiH.:r um~ ba~~ , 

for identity may not as ociated with a pecific product cia and will be capable of ca ·ting a 

wider had ow than an attribute that i tied to a pecitic product ( aker, 1996 ). 

Key:; to :;uccc 

• 

• D n't clutter the portfolio 



to dynamic new growth areas. It can reduce the risk of boundary brand extensions and put 

unused brand equity to work. Often the risk is more manageable than with other tools (Hill, 

2001). 

One form of co-branding is to become a branded ingredient in another brand. Hershey 's lor 

example, might have trouble extending into cake or cookie mixes, because such products require 

different manufacturing processes and because consumers might question Hershey's ability to 

deliver high quality in those areas. With little risk, however, Hershey's could become a branded 

ingredient in a Betty Crocker cake mix. The strength of the brand name thus would be exploited 

without I lcr hey' becoming involved in a running a new bu ine . uch co-branding provides 

many of the advantage of an ext en ion with lc 1 i k ( akcr, 1991) 

Keller ( 1998) notes that an already introduced brand can al ·o leverage as ·ociations b , lin I ing 

it elf to other exi ting brands from the ame or ditYerent compan. · o-branding al ·o callt:d 

b1and bundling or brand alliance occur when t\\O or more e.·i ting brands an: combined into a 

joint product and/or marketed together in om fa hi n 
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Ingredient Branding - as a special case of co-branding is ingredient branding, which involves 

creating brand equity for materials, components, and parts that are necessarily contained within 

other branded products. Some well-known ingredient brands include Tetlon non tick coatings. 

Ingredient brands attempt to create sufficient awareness and preference for their product Clearly, 

consumers inferred certain quality characteristics is a result of the branded ingredient . The 

uniformity and predictability of ingredient brands can reduce risk and reassure consumers. As a 

result, ingredient brands can become industry standards to consumers such that they would not 

buy a product that did not contain the ingredient. Consumers do not necessarily have to know 

exactly how the ingredient works just that it adds value (Kell er, 1998). 

I eys to succcs i n usc of co-brands 

• ElTcctive matchmaking. 

• Keep the me saging si mple. The joint me sag\! shou ld be cll;!ar and i ntu i tin~ l v ub' imr · 

• Get what you pay for. The co-branding rt!lationship ~ hou ld rl.!lh:ct th ~: undt! rl) ing 

busine s logic 

• ~l anage risks proactively. Put 
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Keys to success in use of brand repositioning tactics 

• Reposition po11folios, not brands 

• Be patient . 

• Use all the tools available . 

• Before taking the high-risk tack of repositioning, make sure to exhaust the option of 

revitalizing the brand by taking it back to its roots. 

Source· Adopted from Hill (2001) 

2 5 PRU lNG 

Pruning brands in a portfolio should occur periodically, 111 times of trong and weak 

performance alike. Managers can al o improve the chance or ' ucce · by using the brand 

molecule to decide which brands can be cut at minimal ri ·k hnall . the brands thnt arc ·ut 

should be cleanly severed from the po11folio (IIi! I, 200 I) . 

Keys to success in use of pruning on brand 

Be decisive Cut; don't let brand imply atrophy 

• Choose the brands to be cut carcfullv Pay 

portfolio. 

• ( ut cleanly 



2·6 OVER BRANDING 

Over-brands or umbrellas can provide scale opportunities to sub-scale ponfolios. They mak e 

sense when they provide an additional trust mark on branded products in categorie where 

existing brands are weak and when they help launch new products or put them in new 

geographies. Over-branding works when it ties together portfolios with similar customer bases, 

distribution channels, and price points (Hill , 200 1). 

r--

Keys to success in use of over branding on brands 

1---

• Over-brand for the right reasons . 

r----
• Think like a customer. No clever and sufficiently broad tagline can tie together two 

brand portfolios that never should have been linked in the first place. 

1---

• Be con ervative The ri sks in over-branding are ignifi cant. 

r-- -- undcr rand tht; dif'f n.: nccs -
• Do your homework Take the time to and ' imilariti cs 

I bet ween brands 

-
Source· Adopted from Hill (200 1) 

·-

2· 7 AI\ IA LG 1\IATIO" 

Amalgamat1011 consi t of merging t\\0 brand ponfoli .nd diminmino on~ ofmo 1 ~ of thl' 
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Keys to success in use of amalgamation on brands 

• No shotgun marriages .. 

• Choose the amalgamated brand wisely . 

• Have a clear plan . 

• Do everything deliberately . 

• Ruthlessly rationalize superfluous brands . 

Source: Adopted from Hill (200 I) 

2.8 PARTITIONING 

Partitioning is an underutilized tool. Over time bt and pottfolio · grow, and there comes a point 

when their ize and breadth become dysfunctional When that time come ·, it's tim' to partition 

Brand portfolio managers are often naturally reluctant to pa1tition, conccmed that co-;ts "ill 1 is~.:, 

as cale is lost. Learn a lesson from financially driven po itioning, the bl!nelits or focus ol'tcn 

outweigh the lost scale ( I Iill, 200 1) 

Keys to success in use of partitioning on brand 

• Think like a con umer. 

• 
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portfolio. To make this work, a new customer base must exist for the moved brand. Also, the 

upscaled or downscaled brand should be distinctive but complementary to its brethren (Hill, 

2001). 

Keys to success in use of SCC:\.Iing on brands 

• Create tight and discrete positioning for the upscaled and downscaled brands, distinct 

from the existing portfolio . 

• Allow the new portfolio to succeed . 

• Be preemptive, begin developing the new portfolio well before the segmenting market 

requires it. 

-L_ 

ourcc Adopted from Hill (200 I) 

Leverage ccondary Brand Association 

Brand extensions will often leverage the ·ame ·econdar) a 'Ociations as thl.! parent brand, 

although there may be instances where competing in the e. ·ten ion categor\ require · ·ome 

additional fortification uch that linking to other ~:nt itie ma ' be de irable. brand e\.tension 

diners in that, by definition, there i~ alway omc k\'er uing of not her brand or (Ompan J'he 

extent to which the e other a ~ociation be omc link t thc c ' t~o:n:-~ion . ho\\ ~-:\'~.:r depend~ on 

the branding ::.tratcg' th t i , opt d n 
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CHAPTER Til REE 

3.0 RESEARCH METIIODOLOGY 

3.1. RESEARCH DESIGN 

The current study aims at conducting a study of the main or key brands in the beer industry. 

They determine the shape and direction of that market and contribute to more than 90% 

combined of the market share. The study will investigate the various leveraging strategies 

adopted by the brand managers in order to gain comparative strategic advantage. 

3.1. POPULATION 

Thi i a ca e tudy and the population of intcre t here, con i t of all brand management starr of 

Kenya brewerie . The term brand management tafT refer to the people/ taft' who ar' involved 

in the process of planning, developm nt, management and implcm ntati n of brand managl.!m nt 

strategic i.e. the manager under study articulate the organization's policies on le\entging 

brands They would also be in a position to know what kind of obstacle~ faced by the beer 

indu try in its attempt to implement variou ·trategie in their operations. I he 1espondents ·an 

be located in at the headquarter of Ken 'a Bre\\ ait: in Ru rak 1 '.ire bi 
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had both opened ended and closed-ended questions. The questionnaire was developed after a 

thorough review of the objectives of the study. The questionnaire was administered through 

personal interviews conducted by the researcher and the assistant. The unstructured interview 

provided an opp011unity to probe in an in-depth manner the organization under the study. The 

secondary data was collected through publications and the Internet. 

The respondents for the study were persons vested with responsibility of marketing and brand 

management for the firms under study i.e. brand managers. The rationale behind the selections 

wa that these persons were directly involved with brand leveraging strategies for their 

respective organizations. Letters of introduction were sent and appointments booked prior to the 

rc carch fhe managers were a ured that the rc carch would be treated with utmost 

confidentiality 

3.1. D T\ A 'ALY 1 

The data was analyzed using de criptivc tati tic · ·y hi in ludc i table and p~rc~nt~H..!,~s rh~ 

closed-ended que tion were tabulated to rdlcct th tr trl: uen ll:s . Des ·riptl\e ~t. tlsllCs \\as 

u cd to describe the ample data in a \\ th 

ofthc :-.tratc •ie:-. 



CHAPTER FOUR 

4.0 DATA ANALYSIS AND RESEARCH FINDINGS 

4.1 INTRODUCTION 

The scope of this study was "effective brand leveraging strategies" and dealt with Ea t African 

Breweries Limited (E.A.B.L) as a case study. It further narrowed down to Kenya Br~weries 

Limited, a division of E.A.B.L. It is notable that E.A.B.L is the sole brewer and distributor of 

malted beer in Kenya, after the subsequent withdrawal of South African Breweries (S.A.B). This 

come about after the signing of an agreement between these two mighty beer produces, where 

AB so ld its Kenyan affiliate in exchange to EABL'S affiliate in Tanzania. 

The tudy therefore touched on products brewed and sold by Kenya Breweries Limiteci.The 

respondents were brand managers of the variou brand in Kenya Brewerie Limited . or the 

total twelve brand manage , eight re ponded Thi' ·how a 66 so ·o rcspon ·c rate In comparison 

wtth other rc ·carchers done, this is an appropriate figure to worl-- \Vith . 

!'he chapter is divided into three section The first section pre ems a pot tlolio or the I--cy butnds 

b Ken a Breweries LTD 1t also present finding · on the bto-data of the rcspondcnts \It hough 

tht sect ton will not give a direct link to the objecti\ e it "ill bc uscd to deduct somc conclusi\ c 

information from the research finding in order to • hie\'e the objccti\es ot'this study. 

'I he second section will identity the br, nd I 
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4.2 PROFILE OF TilE BEER BRANDS 

East Africa Breweries produces and markets seven beer brands. Lt ' s core brands include the 

country's leading brand, Tusker, which is the flagship brand and Kenyans icon. Other members 

of the KBL family include: Tusker Malt, Pilsner, Pilsner lee, Pilsnerlce Light, White Cap, 

Citizen Special and original, Guinness, AI sops and the recently introduced Smirnotf ice. 

Kenya Breweries Limited, KBL, a division of East Africa Breweries Limited has been the 

dominant brewer in Kenya since 1922. The KBL, Brewery is located in Ruaraka, near the capital 

airobi It has a total brewing capacity of 2.2 million hectoliters KBL brews and ell five key 

brand The e are outl ined below 

I. Tu kcr 

i) Tusker Lager 

This is the company' flagship brand and ha been bn!\\ed in Kenya since ll 22 It is a medium 

alcohol beer that i a favorite choice for many o ca ion It ha~ 4 - 0 o akl)l101 b\ , olumc 

(ABV) and bottled in a 500 ml bottle It i th~.: highc t dlin b~.:~.:r in K~.:ny, . 

ii) 'J u kcr [:,·poll 
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2. Citizen 

i) Citizen Original 

This brand is bottled in 500ml bottle and is brewed using malted barley. It is brewed tor beer 

consumers who need a greater value for their money. lt is targeted at the lower end of the 

market, that is those who intend to spend less money per bottle bought. The brand has 5.0% 

ABV. 

3. Pilsner 

i) Pilsner Lager 

Thi brand ha a di tinct bitter tate. It i Kenya' number two elling beer alter Tusker. It 
1
s 

available in a 500ml bottle and 330m! can. It ha ·a 4 7 ~'o Al3 

ii) Pilsner Ice Light 

This brand is a unique type of beer It is cooled to 3 degree centigrade until ice cry tal form It 

i then tared in that form until filtration tag · It i K nya' only light bet.!r and has 3) o
0 

less 

calorie compared to other beer It is bottl d in both 300m! nd :OOml boule and has a 3 8 o 
0 

AB . People\ ho seek lighter be r and \\d1..dn' 't h\;r m) tl. • t. k~ it. 

iii) Pil net Icc 
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Kenya breweries Limited's rich heritage. White Cap does not enJoy any advertising unlike 

brands like Tusker and Pilsner. lt is mostly targeted to consumers, who have a long history of 

drinking. It also has its loyal customers, who do not have to be influenced into changing brands. 

White Cap is the connoisseur's beer. 

5. Alsops 

Alsops is brewed with extra roasted equatorial barley, which gives it a very unique taste and 

colour. It has an alcoholic content of5.5% ABV and comes in 500ml bottles. 

4.3 TilE WORKING DURATION OF BRAND J\IANAGERS IN TilE COJ\IPANY. 

fhe duration (in years) of working for there pecti\e brand manager wa categorized into three; 

a period of between two and five years, a period or i~ to ten year and a period or more than 1 o 

year . It wa · found out that there were almost an equal proportion of brand manager . who had 

worked for the three period The study found that 37 5% or managers \\Orkcd lor two to n, l.: 

year The same percentage worked for ix to ten year . The remaining 2'i o
0 

had \\Ork~.:d r
01 

more than ten years This is show in table 4. 1. 

Table 4. 1 Duration of working years 
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4.4 JNTRODUCTJON OF NEW BRANDS 

Kenya breweries limited introduce new brands from time to time. Data extracted from the 

findings indicate that the marketing depar1ment introduced new brands fl·om time to time. Tho e 

who felt that the introduction of new brands was not specific were 37.5 %. They indicated that it 

was not clear after what duration the company introduced new brands. 

The remaining 62 .5 % indicated that the company introduced brands after duration of Jess than 

one year This is shown in table 4.2 below. Some of the introduced brands were: Pilsner ice 

light, mirnotT lee, All sops. 

1 able 4 2 Duration of Introduction of new brand 

Years 
Frequency 

5 
.., 
.) 

. 
Total 

8 
I 
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It was extracted from the data findings that Kenya Breweries Limited uses some of these brand­

leveraging strategies. These are listed below: 

• Brand extensions 

• Repositioning 

• Pruning 

• Co-branding 

4.6.1 Grand Extensions 

This is the name established in one product class to enter another brand class. It was established 

that ome of the brands that have had extension are Tusker, Pilsner and Citizen. Originally, the 

company commenced operation with the introduction of Tusker Lager Thi was way back in 

1922. This also happens to be the company' flag hip brand . It latter extl.!ndcd , ith the 

introduction or brand uch as Tusker Kubwa and then Tu kcr malt. 

Pd ·ncr, which is one of the key brand. in Kenya l3rcwcrie Limited portfolio or brands, 

extended it portfolio with the emergent of ·uch brand a · Pil ner ice light and Pil n~.:r icc. ThL' 

original Pilsner has retained its credibility among the youth from the ages or 19 to .10 \ ct~rs 

Pil ncr ice and Pilsner ice light are bre\\ed u ing a unique formulae whereby the\ are cooled at 1 

degree centigrade until the formation of the filtration tage. 'nlike the pan~nt b1atH.I. Pil-..ner 

normal, which is the bitter and ha a trong l\.:nch, the e brand h, 'c a untque ~moothncs~ 

·r ht.: Ia 1 brnnd in thi category 1 .itizen brand ri •in II~'. th tc , ,, tlh: brc\\ing t)t' ~.iti z ~.:n 

brand It latt~.:r c.·tcndcd it ponfolio \\ith th 
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4.6.3 Pruning 

This occurs when a brand portfolio is eliminated or cut from the existing po11folio of brands. 

This occurs in times of strong and weak performance. The brand eliminated should be clearly 

severed fi·om the portfolio. An example of a brand that was pruned is Kenbrew. Another brand 

in which this strategy was used was Tusker premium. It was also eliminated in Kenya Breweries 

Ltd. portfolio ofbrands. 

4.6.4 Co-branding 

Co-branding occurs when there is a linking of two brand portfolios and then sharing of these 

combined brands to the target consumers in ways not affordable by the immediate business of 

the current p011folio Kenya Breweries Ltd entered into an agreement with United Di.stillcrs 

ro, who manufacture pirits. KBL and D come with a hared brand and called it mirno!T 

ice mirnoff i a Oag hip brand name in DL whil ice i e.xtract d !l·om Pil ·ncr i c in nc of 

I BL key brand . This brand (SmirnofT ice) wa targeted for the higher end or the marl--ct i e 

tho e who can spend more for a drink . 

.t.7 11\IJ>ORTA CE OF THE LEVERAGii'\ TRAT IE 

4. 7.1 Co-branding 

Fifty percent or the manag f!) int rvi " d fdt th t r.: 
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4. 7.2 Repositioning 

All the managers interviewed felt that repositioning was an important leveraging strategy. Sixty 

two percent felt that it was very impo11ant while the remaining thirty-eight percent felt it was 

only important as shown in table 4.4. 

Table 4A: Repositioning 

Imp011ance 
Frequency Percent 

..., 37.5 

Important 
.) 

Very important 
5 62.5 

Total 
8 100.0 

4. 7.3 Pruniug 

There wa a mixed respon e to this leveraging trategy Fifty percent thought that thi v.as an 

important strategy; thirty eight percent felt it wa · not important while twelve per cnt \\ cr 

different to the trategy. This is shown in table 4 5 

Table 4.5 Pruning 

Importance 
Frequency P rccnt 

Important 
:o 0 

lndiftcrcm 

l_, -

1 important 
7 

.7A }\ tl' Ht :11ttliu' 

II th 
It th I tit I n 1 

. nt lo1 KBI ' 

Ill 

llllp 

1 up 

I Ill It it Ill I II 



Table 4.6: Over branding 

lmpOiiance Frequency Percent 

Not important at all 5 62 .5 

INot important 
3 37.5 

Total 
8 100.0 

4.7.5 Amalgamation 

This strategy is also not favorable among the brand managers interviewed. All the brand 

managers felt that it was not important in managing the company brands. Half percent felt it was 

not impo1iant while the remaining half percent felt that it was not imp011ant at all as shown in 

table 4. 7 below. 

Ta bl e 4.7· Amalgamation 

r- Frequency Percent 

Importance 

!Not important 
4 50.0 

!Not important 
4 50 .0 

tTotal 
8 100.0 

4. 7.6 Pa r titioning 

bigger percentage of the brand manager thought that thi method "' s not ra,·orabk forth~ 

company Only twelve percent thought it "a import nt ' hilc ei~IH · per ~.:nt felt it \\as nnt 

important. hom this latter group, tift ' pcrc~.:m fIt th. t it 
II \\hik thirt y 

even pc1 cent felt it \ a not import nt 'J hi i h ' n in t bl 



4.8 EFFECTIVENESS OF LEVERAGING 

All the brand managers indicated that the brand leveraging strategies used by the companies 

were very effective in managing the family of brand p01tfolios. It is impo1tant in managing true 

innovations. 

One recipe for strategic success is to create and leverage assets. With its awareness, perceived 

quality, associations and customer loyalty, a brand is usually the most powerful as.set that a linn 

owns. The strategic question is how these brands can be leveraged to create large and stronger 

business entity 

The 1110 t common strategies used were co-branding, brand extensions, repositioning and 

pruning of brands. Among them the mo t used and had a bigger backing among the brand 

managers wa brand extensions. 

In thi category of brand extensions there wa ·: line c\tension , moving a brand up and mO\ in g. a 

brand down A line extension is a new ver ion of the product \vithin the ·amc product class, 

generally this could be new flavors, new packaging option or nC\\ ·ize · 

Line extension have been used by KBL in almo t all it beer brand . Pil 11\!1 1ce e\.tended its 

portfolio and included uch brand a Pil ncr icc and Pil ner i ~.: light There \\a~ also the 

introduction of canned b er , which appeared in 300m! tin c m int..:l'~ . 1 ht..: remainlllg b~~~ 

br, nd have had nc\ labeling option 
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For those who thought it was important, they felt that the brand loyal customers would vi.ew the 

brand as serving a unique need. For those who feel that brands do not belong to them, a line 

extension can overcome this obstacle by expanding the brand appeal. 

Pilsner ice light come into the market to reach and satisfy those people who care about their 

health. It is a less calories beer and because of this added benefit it attracts a certain type of 

customers. 

Table 4.9: Expanding the user base 

Importance 
Frequency Percent 

f-- 6 75.0 

Important 

rot important 
2 25 .0 

Iota I 
8 100 0 

4.9.2 Providing Variety 

line e:o-;tension can give u ers a way to enjo variety "ithout witching brand L· ighty st:\ en 

percent of the brand managers felt that line cxtcn ion can provide \'ariety among b~:c t dt ink.c1 ~ ,,., 

hown in table 4.1 0. The remaining twelve percent felt that it did not prO\ id~ \'ariel\ Pilsner tee 

light Pilsner ice, Tu kcr malt, and itizcn pecial ga e cu ton1\.:r~ the ch:mcl: tl1 try a ne\\ bcL't 

craze without buying a new brand. 

iding variety 



4.9.3 Energizing a brand. 

A line extension can energize a brand, making it more relevant, interesting, trendy and visible. 

ln so doing, it can create a basis for differentiation, making communication more effective and 

stimulating sales. 

Pilsner was able to add youth and vitality to the Pilsner image. In an adve11isement involving a 

Masai moran, who faces a lion in the jungle. A concerned beer drinker could associate courage 

to this beer brand. Tusker also was once viewed as a beer for everyone after the advertisement 

showing people from different professions, who after a hard day's work relax themselves with 

Tusker 

. ighty seven percent of the managers felt that line extension energize the beer brand a hown 

in table 4. 11 . In general, line extension will create energie that can ub tantially strengthen 

brand equity In energizing a brand both old and IH.!\ cu tomcr ' will have a rca on to usc the 

brand 

Table 4.11 : ·nergizing a brand 

! Importance 
Frequency Percent 

Important 
8 87.5 

Not important 
I !2 .: 

.__; 

fotal 
8 I 100.0 
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Half percent of the managers felt that line extension was able to manage true innovation in this 

beer industry. The remaining percent thought it did not as shown in table 4.12. 

Table 4.12: Managing true innovation 

lmpo11ance Frequency Percent 

Important 4 50.0 

,Not impo11ant 4 50.0 

Total 8 100.0 

4.9.5 lllocking or Inhibiting Competitors 

A line extension does not have to be a financial blockbuster in order to provide value for the 

firm For leading brands, line extension can be strategically wot1hwhile even when the do not 

achieve high rates of return. 

evenly five percent of the respondent felt that line ex ten ion blod.ed competition a ·hown in 

table 4 13 This was notable when East African Brewerie extended it brand · to inhibit 

competition from South African Breweries In so doing it wa able to compete "ith the form~r 

The introductory of Pilsner ice, Pilsner ice light, citizen (normal and pe ial) and mirnotr ic~ 

wa to try and beat competition. 



4.10 COMPANY GOALS IN LEVERAGING BRANDS 

The respondents were asked what the company intended to achieve in leveraging the brand s. 

They come up with varying responses. For the eight brand managers who responded, eighty 

seven percent felt that the company was using leveraging strategies to exploit commonalties. 

The remaining twelve percent felt otherwise. 

Fifty percent of the respondent felt the brand leveraging strategies reduced brand identity 

damage. Twenty five percent were not sure while the remaining percent (twenty five) thought 

the strategies do not reduce brand identity damage. 

ixty seven percent of the respondents felt that the leveraging strategie enabled the company 

classify its brand alTering. Thi r1een percent were indifferent while twenty percent felt it did not. 

!'here wa'i po itive re ponse for the effect of the c ·trat gie , on competition. All the brand 

manager felt that the trategie gave the company a competiti e edge bettcr than that or 

competitor 

Only t\\.enty five percent felt that these leveraging strategie facilitated change and adoption 

·r wenty five percent were indifferent while fifty percent thought it \\Ould not fa ilttate change 

and adoption. 

one of the rc pendent flit that th leveraging tr tcgh: ' ul b~ u~~ i to . llt~o.' at~ th~ 

rc urcc of the company. cvcnty five per ·m felt th t b • 

' ould b able to liiVi in th m, rk t 
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Fifty percent felt that the brand leveraging strategies permitted consumers variety seeking, 

brought new customers into the brand franchise and increased the market coverage. 

Thirteen percent felt that the strategies enhanced the brand image while thitty-eight percent felt 

that it neutralizes the brand. Fifty percent felt that the strategy clarities the brand meaning. 

4.12 LIMITATION OF LEVERAGING THE BRAND 

Twenty five percent of the brand manages felt that leveraging brands brought about channel 

resi lance in addition to disturbing the parent brand image. All the mangers felt that it can 

cannibalize ales of parent brands. Fifty percent felt that they cou ld confuse and fru trate 

customer 

lithe manager felt that their trategie cannot do either of the following 

• annot inflate promotion expenditure. 

• an cause resistance from top management for emphasizing ·hott-tenn goal-; 

• Management did not seek expenditure as an inve tment 

• The management wa too risking a \erse 



CHAPTER FIVE 

5.0 SUMMARY, DISCUSSIONS AND CONCLUSIONS 

5.1 INTRODUCTJON 

This chapter presents discussions and the conclusive deductions derived from chapter four . The 

greatest thing in this world is not so much where we are, but in what direction we are moving. lt 

is therefore imp011ant that companies know how they can leverage their brands to create large 

and stronger business entities. It is the responsibility of brand managers to ask themselves the 

strategic question of how they can leverage the brands. 

5.2 l\11\lARY 

l:a t African Brewerie in which the tudy was done produce and market even beer brand . 

lhi include the country's lead ing brand, Tu ker, which i the !lag hip brand in th ompany 

Kenya Breweries Limited, a division of a t African Brewerie ha b en the dominant brc\\ c1 in 

I enya since 1922 

The study found that Kenya Breweries limited introduce new brand from time to time ·1 he 

duration of introduction of the e brands wa one year or le The ompan) prepares annual 

plan . ' I his i important for good brand management 

·r here arc eight strategies u ed to lev rag brand b · omp, ni~.: . 'I he c in lu h: b1, n i ~ knsilHb 

pruning o crbranding, co-branding, c, ling, 

Br nd :t n ion i the 1110 t comm nl , u 
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The managers felt that the most imp011ant leveraging strategies were brand extensions, pruning 

and co-branding. Repositioning was slightly important. The leveraging strategies that were not 

favourable in the company were scaling, amalgamation and over branding. They were not used 

in the company. 

The managers felt that brand leveraging strategies used by the companies were very effective in 

managing the brand of brand po11folios. All the brand managers who responded indicated that 

theses strategies facilitated proper management of brands. This is because the brand is usually 

the most powerful asset that a firm owns. 

Among the brand extension strategies (line extension, moving a brand up and moving a brand 

down), line extension was the most used strategy. Some of the brands that used line exten Ion 

were Tusker larger and Pilsner 

Leveraging of the brands had an impact to the company. Th mo ·t felt impa t wa · that it 

provided variety to beer consumers, it energized the brand, it expand' the u er ba ·c and that it 

blocked or inhibited competition. Therefore the impOI1ance or leveraging brand \VaS upp01 t\!d 

by more than eighty percent of the respondents 

5.3 0 LL 10 

l rom the di cus ion above it is appc rent that Ken • 13rc\\cri l imitc u~~.: ~t me of the 
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benefits to the parent brand meanmg, it enhanced the parent brand franchise and increased 

market coverage. It also revitalized the brands. 

Leveraging of brands is impot1ant since it inhibits competition, provides variety to beer 

consumers, energizes the brand and expands the users base. It could also enable the management 

manage a true innovation. 

In leveraging the brands the company intends to fight competition, enable the brand survive in 

the market and reduce the identity damage. lt can also be noted that these strategies can de 

determined by the company. They can confuse and frustrate the customers. In addition to this 

they can cannibalize sales of the parent brands. 

SA RECOl\Jl\JE DATION 

Leveraging of brands i an important marketing tool that ha been covered in thi re carch. lt i' 

the prerogative of the brand manager to identify the neces ary leveraging tratcgic that suit 

their companie Their trategie hould then be applied but caution hould be tal--en so as not to 

damage the parent brand . 

When choo ing which strategies to use it is important to anal ze both the pros and ons of any 

trateg ·. Only tho e that the advantage override the di advantage should be applied Brands 

have become the barrier to entry, but al o the mean;:, lO entry. 
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