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ABSTRACT 

 

Purpose-----The purpose of this paper is to discuss Danone how to extend its brand in 

Sweden. Brand extension as a branding strategy has been increasing the last decades, 

and Danone just proposes Yogurt in Gälve which is one of the cities in Sweden, so 

this paper is to analyze what should Danone do if it wants to extend its brand in 

Sweden. 

 

Design/ mythology/ approach----An empirical study uses questionnaire method, and 

the data was collected in Gävle. This questionnaire is designed with BAV method.  

 

Findings-----Results show that Danone has positive customer-based brand equity; this 

is a foundation for Danone to extend its brand. Then this paper also finds out the 

opportunities and challenges for Danone if it extends its brand in Sweden. 

 

Research limitations/ implications-----The study was only doing the questionnaires 

in Gävle, the data cannot represent the whole Sweden, so the data has deviation.  

 

Practical implications-----Results suggests that Danone should extend its brand in 

Sweden. This paper suggests that Danone can extend the brand by producing some 

biscuit with low calorie or fat-free, and Danone can produce biscuit with other flavor. 

 

Originality/ value-----This study gives three suggestions about how to do a 

successful brand extension.  

 

Key words:  Brand extension, CBBE model, BAV method 
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1.  Introduction 

In this chapter, our research area and background will be presented. The problem 

discussion will be presented. In addition to the problem discussion, we will develop 

and state the purpose of the thesis and the research questions.  

 

1.1 Background  

Nowadays, many companies are facing a difficult and complex competitive situation 

(Stenmark & Lindberg, 2003). To build a strong brand is one of the ways to the 

companies‟ successes for the most powerful companies. Moreover, some prosperous 

companies prefer to organize their brands because they think brands are chief property, 

in addition, the companies want to build an essential elements for their brands in the 

long-time policy. (Davis, 2002) 

 

According to the American Marketing Association (AMA), a brand can distinguish 

the goods and services among numbers of sellers; it includes name, sign and design. 

(Keller, 2003) 

 

A brand and a product are different. In proportion to Aaker(1991), a brand can help 

customers recognize an exact merchandise and service. According to Kevin Lane 

Keller (2003), brand is functioned as a differentiation from other bands of products 

when shopping around the shelf. 

 

A brand contains two things. One thing is that the products are fulfilled with 

requirements of what customers need, and another thing is that customers provide 

satisfaction after they using the products. Consumers and firms can be benefited from 

brand. To consumers, brands can impact on their evaluation of products. For 

companies, brands can, in return, borrow many benefits. (Keller, 2003) So, to chase 

http://en.wikipedia.org/wiki/David_Aaker
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down an available strategy is very crucial for intensifying the brand image. A strong 

brand name is helpful to develop the brand in a market (Czinkota & Ronkainen, 2009). 

A strong brand does help customers trust the company and create expectations and 

feelings about product without any judgment; a strong brand does help the firm 

establish customer loyalty, not just sell product  (Dave Dolak, 2001). Therefore, a 

strong brand is important for the firm, because the firm can retain regular customers 

and attract new clients. 

 

In our opinion, whether people can recognize the brand or nor is corresponding to the 

strength of the brand. Moreover, according to Stenmark, J. and Lidberg, M. (2003), in 

some industries, the products are becoming more similar.
 
So in the current fierce 

competitive environment, how do companies make customers recognize the firm‟s 

brand? The solution is branding. Branding is a tool to differentiate the goods of one 

producer from those of another (Keller, 2003). According to Keller (2003), branding 

helps consumers to establish their knowledge about the products and services, and 

customers perceive differences among brands in a product category. However, it is 

impossible to retain the same brand in top, unless some action should be taken to keep 

pace with competition. 

 

Companies have realized the importance of brand extension in order to manage their 

brands (Chen & Liu, 2004). Brand extension has become much more attractive in the 

current environment, because the current environment needs a lot of money and 

consumes much more time to develop a new product. Moreover, a few reasons are 

indications of the popularity of brand extension, and one of the essential reasons is 

that it can raise the representation of a brand (Keller, 2003), and it can occupy more 

market shares because it arises new customers‟ interest, and also retains actual 

consumers.   
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1.2 Problems Discussion 

Due to fierce competition, companies have to figure out feasible strategies in order to 

develop themselves. More and more companies have realized that brand names is one 

of valuable assets, because brand names connect with their products and services 

(Keller, 2003). So when a firm introduces a new product, it will use a new brand 

(Keller, 2003). However, firms should extensively invest in the popularizing of brands 

(Arslan & Altuna, 2010). But not all these companies have the abundant wealth to 

invest in creating a new brand. 

 

To launch a new product, it is not only time-consuming but also needs a well-rounded 

budget in order to create brand awareness and increase the product's benefit (Tauber, 

1981). Brand-extension is one of the new product development policies, because 

brand-extension can reduce financial risk by using the existing brand names to 

increase consumers' intuitive recognition (Muroma & Saari, 1996). A brand-extension 

occurs when a company wants to introduce a new product, and the company uses an 

existing brand name or sets up a new brand name (Keller, 2003). 

 

However, the ability of the brand extension depends on the parent brand in association 

with the minds of consumers (Keller, 2003).  How do we know the parent brand in 

association with the minds of consumers? The customer-based brand equity can help 

us to find out the answer. According to Keller (2003), customer-based brand equity 

model is that brand‟s power depending on what customers think about the brand. 

Customer-based brand equity of Danone in Sweden is to determine whether or not 

Danone has the possibility to extend its brand. So at the beginning, we have to 

analysis the customer-based brand equity of Danone. 
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1.3 Purposes and Research Question 

In this thesis, we will take the extension of Danone which was implemented in China 

as an example. Danone Group is a French multinational corporation on which 

products are based in the 9th arrondissement of Paris, and Danone was famous for the 

Yogurts. Besides, there are still some internationally sub-brand of Danone Group, 

such as Volvic, Evian, and Badoitt. (Group Danone, 2011)  In China, from our 

opinion of Chinese customer, Danone was famous not only in its Yogurts, but also in 

bottle water and snacks. Consumers can find Danone outstand on the Yogurt shelf, the 

mineral water and cookies shelves. However, there is only one kind of product from 

Danone Group that is being sold in the supermarket of Sweden. 

 

We have been in Gävle for about one year, and we find only Yogurt of Danone is in 

stock in Gävle supermarket. But in China, we can find Danone not only sells Yogurt 

products, but also sells mineral water and cookies. Then we have an idea that Danone 

can produce other productions in Sweden besides Danone. 

 

We think, in the Sweden market, Danone still has a potentially large development 

space to raise its brand effetely through the brand extension. Because Danone enjoyed 

historically good and strong performance in Western Europe and it decides to keep a 

driving force for new countries. Moreover, Europe has become unified market, and it 

is the first choice for Danone to extend its brand. ( Building Danone, 1996) Danone 

can get some advantages from brand extension, for example, increasing sales volume 

and taking up more market shares. 

 

Therefore, in this thesis, our interest is to find out how Danone can reinforce the 

powerful effect of its brand in Sweden through brand extension. 

 

 

 

http://en.wikipedia.org/wiki/9th_arrondissement_of_Paris
http://en.wikipedia.org/wiki/Evian
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So in our thesis, our research questions are:  

 What is Danone‟s brand equity based on customers in Sweden 

 How to extend Danone in Sweden 

 

1.4 Outline of the Study 

First of all, we will list the related theories in the literature review part. In the 

literature review part, readers will know about customer-based brand equity, brand 

asset valuator and brand extension. Moreover, readers can find the reasons why we 

choose them; we even draw a picture to show the correlation between them.  

 

Then we design a questionnaire, which uses BAV (differentiation, relevant, esteem, 

knowledge) method, and the respondents live in Gävle city which is one of the cities 

in Sweden. Readers can find the description of the data in the empirical findings part. 

 

According to the data, we will analysis the customers-based brand equity of Danone 

in Sweden. We will show it in the analysis and reflection part. In this part, we can 

clearly know that whether Danone has the ability to extend its brand or not.  

 

Lastly, we will take the advantages and disadvantages under our consideration, and 

refer to the performance of Danone in China or other Europe countries, and then we 

will put forward some suggestions on how Danone should do if it extends its brand in 

Sweden. Reader can find these in the discussion part. . 
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1.5 Demarcation 

However, the data of our questionnaires are not perfect, they have deviation. Because 

our researches only implemented in Gävle, the data can‟t precisely reflect the 

situation in the other cities of Sweden.  

 

And, when we design the questionnaire, we mention Danone and Arla. Given the 

purpose of questionnaire, we focus on the big competitor Arla comparable to Danone 

as reference. 

 

Moreover, when we are writing this thesis, we stand for the consumers‟ perspective 

instead of the brand owner‟s perspective. It means that we analyze and discuss 

Danone from consumer perspective. 
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2. Literature Review 

In this chapter, an overview of previous studies related to the problem area, and 

more specifically to the research questions will be reviewed. First, we will present 

the reasons why we choose CBBE model, BAV method and brand extension. 

Secondly, we will present the relationship between CBBE model, BAV method and 

brand extension. 

 

2.1Customer-Based Brand Equity ( CBBE ) Model  

 2.1.1 Concept 

The customer-based brand equity model (CBBE) is a special observation to analyze 

the brand equity structure. Accorder to Keller (2003), customer-based brand equity is 

established corresponding to consumer response. Customer-based brand equity 

reflects the differences in consumer‟s knowledge about the brand, and Customer-

based brand equity reflects the differences in consumer‟s perceptions, preferences and 

behavior related to brand marketing, including the evaluations of a proposed brand 

extension. (Keller, 2003) 

 

CBBE model tells us that the brand knowledge is the most important to create effect 

brand equity. And the brand knowledge is made up by brand awareness and brand 

image.(Keller, 2003) Brand awareness represents the brand strength; it is a 

measurement of testing how consumers can identify the brand under different 

conditions (Rossiter & Percy, 2007). And brand image is reflected by brand 

association, it reflects the consumers‟ emotion about the brand (Keller, 2003). In short, 

there are two factors to support customer-based brand equity to live. One factor is the 

consumers have a high level of awareness and familiarity with the brand. Another is 

that consumers have some strong, unique and favorable brand associations with the 
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brand. In detail, the strength of brand associations will occur when consumer connects 

the existing brand knowledge with the brand. The unique of brand associations is the 

sustainable competitive advantage to attract consumers to purchase the product. The 

favorability of brand associations is that the brand satisfies what consumer needs and 

wants.  (Keller, 2003) 

 

In order to make reader clearly know the relationship what we have mentioned in the 

above paragraph, we draw a picture to show the relationship between customer-based 

brand equity, brand knowledge, brand awareness, brand image and brand associations.  

 

 

 

Figure 1:  CBBE model diagram 

 

 

 

 

 

CBBE model 

Key 

Brand knowledge 

Brand awareness Brand image 

Reflected by 

Brand associations 

The strength of brand 

associations 

The unique of brand 

associations 

The favorability of 

brand associations  
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2.1.2 Reasons behinds CBBE Model 

Customer-based brand equity (CBBE) presents a vital strategic bridge between 

brands‟ past and their future (Keller, 2003).  

 

CBBE can reflect and show the past. When companies put the money into the 

manufacturing and marketing activities, they should not just focus on the “expenses”, 

the “investments” should be taken consideration as well. „„Investments are the 

customer’s perceptions and experiences of the brand‟‟, and „„the quality of the 

investment in brand building‟‟ is the important factor. If the investments can‟t be 

performed properly by the companies, the customer-based brand equity can‟t build the 

right knowledge structures in consumers‟ mind.  (Keller, 2003) 

 

CBBE can reflect and show the future. Customer whether will accept the brand‟s 

marketing actions or not, they will consider their brand beliefs and attitudes. 

Customer-based brand equity is the guidance for companies, and it interprets past 

marketing performance and designs future marketing programs. (Keller, 2003) 

 

 

2.2 Brand Asset Valuator Method 

2.2.1 Concept 

 

Brand Asset Valuator (BAV) method is the popularity way to analyze the brand 

structure. It measures brands equity on four aspects, which are differentiation, 

relevance, esteem, and knowledge respectively. (Keller, 2003) 

 Differentiation measures the strong or competitive brand associations. This is a 

necessary factor to build a profitable brand (Keller, 2003). It is also a key factor 
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to build a strong brand, which was centered on points of difference. 

Differentiation should be established at the beginning before other three aspects 

in order to find out the strong, unique or favorable brand associations, which 

attribute to the strong brand to outmaneuver other brands. If it lacks of 

differentiation, we think it is a warning of losing competition. 

 Relevance is associated with market presentation; it measures the width of a 

brand‟s appeal without any account into profitability (Keller, 2003). 

Differentiation is the key factor, but it won‟t relate to brands in the market if 

without relevance.  

 Esteem connects with consumers‟ perception and measures the consumers‟ 

feeling or expectation about the brand (Keller, 2003). Esteem satisfies the 

expectations of customers. And the firm can achieve the goal through marketing 

communications such as word of mouth.  

 Knowledge connects with consumers‟ experiences and measures consumers‟ 

knowledge about the brand (Keller, 2003). Sometimes customers will stop to use 

this brand or turn to use another brand, when they receive negative effects of the 

brands. 

 

2.2.2 Reasons behind BAV Method 

BAV is a tool of strategic brand management, and it is used to plan brand extension, 

maintain and grow brand values. BAV connects a unique set of financial analytics, 

which allows measuring brand associations to firm‟s intangible value. (Keller, 2003,)  

 

Moreover, unlike most conventional brand image research tool, BAV method is the 

unique brand equity research tool, because the respondents evaluate the brands from a 

variety of categories instead of within a definite category. Therefore, BAV can draw 
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based conclusions on the consumers-based brand equity, for example, the brand 

whether holds what kinds of brand associations or not, and the measure the brand 

associations are whether strong and favorable or not (Keller, 2003).  

 

BAV method and the CBBE model are related to each other, the relationships are 

followed:  

 „„BAV’s differentiation relates to CBBE’s uniqueness of brand associations (Keller, 

2003).‟‟ 

 „„BAV’s relevance relates to CBBE’s strength or favorability of brand associations 

(Keller, 2003).‟‟ 

 „„BAV’s esteem relates to CBBE’s favorability of brand associations (Keller, 

2003).‟‟ 

 „„BAV’s knowledge relates to CBBE’s brand awareness and familiarity (Keller, 

2003).‟‟ 

 

We use a picture to show the relationship between CBBE model and BAV method. 

 

Figure 2: BAV method diagram 
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However, we cannot say that CBBE model and BAV method are identical. The CBBE 

model is the awareness, which is the first step to establish brand equity, and BAV 

method is the final step to establish brand equity (Keller, 2003). Not least the main 

advantage of the BAV method is that BAV provides a focus on four key branding 

dimensions (Keller, 2003).  

 

 

 

2.3 Brand Extension 

2.3.1 Concept 

The following table of Ansoff‟s Growth Share Matirx is able to help companies 

decide their development strategies relating new and existing products. 

 

Figure 3: Ansoff‟s Growth Share Matrix ( source from : Jim Riley) 

In the product development strategy, the firm‟s target is to introduce new products or 

services into existing markets; it needs to develop new brand associations and 

develops modified products that attract to existing marketing, brand extension belongs 

to this strategy. (Jim Riley) 
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In detail, according to Keller (2003), when a company decides to introduce a new 

product into market, it has three followed ways: 

 Establish a new brand name or classification.  

 Use the pre-existing name or classification.  

 Connect a new brand name or category with an existing brand name or category. 

When a firm decides to introduce a new product or service into a market by an 

existing brand name or category (the second and third ways), the brand extension will 

occur (Keller, 2003).  

There are two concepts or categories of brand extension:  

Category extension: The parent brand uses a different product category, which is 

different from currently one (Keller, 2003).  

Line extension: The parent brand follows the same product category for a new 

product, such as, a different ingredient, flavor variety, a different form, and size 

variety (Keller, 2003).  

Likewise, there are two primary forms in brand extension strategy, horizontal brand 

extension and vertical brand extension respectively (Chen & Liu, 2004). For 

horizontal extension, the existing brand name is used by a new product (Sheinin & 

Schmitt, 1994). In a vertical brand extension situation, a new product shares the same 

product category with the parent brand, but the new product and the existing product 

are not in the same price and quality level (Keller & Aaker, 1992). 

 

2.3.2 Motivation behind Extension 

Company can launch its new product by using its known brand name or a new brand 

name (Ambler & Styles, 1997). When a new product is nominated in parent brand, 

this action can substantially reduce marketing costs or failure rates (Milewicz & 



 

14 

 

Herbig, 1994). Martinez, E. and Pina, J.M. say that the firm can dramatically reduce 

the cost if the firm uses an already known brand name (Holm, 2004). When a new 

class or category of product emerges into a new market, the brand extension can 

substantially reduce the costs including the communication and distribution costs, 

enhance the effectiveness of the market actions and increase the probability of 

acceptance of the new product (Morrin, 1999). The biggest advantage of brand 

extension is to avoid the financial stress in developing a new brand, and 

simultaneously it can prevent the consumer‟s variety-seeking. 

 

According to Asker, D.A. and Keller, K.L. (1990), a brand extension i.e a brand 

management strategy is to get benefits from the brand knowledge in the existing 

market.  When a company is doing brand extension, consumers will generate the 

expectations about the new products and infer to the performance of the new products. 

Moreover, consumers will connect and compare the already existing products with the 

new products. (Byung-Do & Sullivan, 1998) For example, when Sony introduced a 

new personal computer tailored for multimedia applications, Vaio, customers feel 

comfortable with Vaio performance, this is because the customers have experienced 

and owned other Sony products which are nominated by Sony (Keller, 2003). 

 

The brand extension is a suitable promotion of brand strategy. It attributes to improve 

the brand associations for the base brand, and reinforce the brand image and 

recognition (Garcia Rodriguez & Bergantinos, 2001). However, the disadvantages of 

brand extension should not be ignored. We take Kellogg‟s All-Bran as an example. It 

processes the sub-brand strategy and the main problems are that brand extension 

cannibalizes the sales and deteriorates the brand image or effects (Martinez & Pina, 

2003).  Brand extension also will increase the probability of failure, for example, the 

firms build an inconsistent brand image and fail to achieve the consumer expectations 

(John, Loken & Joiner, 1998). Brand extension may hide the brand‟s origin categories 

or reduce brand awareness (Morrin, 1999). For example, Yamaha has a strong 

reputation in selling a very diverse brand line, such as motorcycles, guitars, and piano. 
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However, from consumer‟s views, this brand is a weak identification of brand (Keller, 

2003).  

 

 

2.4 Framework 

According to the figure 1 and figure 2, the sources of CBBE model are components of 

brand awareness and brand image, and the brand image is reflected by the strength, 

unique and favorable to brand associations. And the sources of BAV method are 

components of differentiation, relevance, esteem and knowledge; the sources of BAV 

method are related to the strength, unique, favorable to brand associations and brand 

awareness. So we find out that the customer-based brand equity and BAV method are 

related to each other. Moreover, BAV method is an estimation of the brand equity 

(Keller, 2003).  

 

Then we support the idea that if a firm wants the customers to support its brand 

extension, the brand should have positive customer-based brand equity. Because 

according to Keller (2003), the customers are easier to accept a new brand extension 

of a brand with positive CBBE, „„less sensitive to price arises, the withdrawal of 

advertising support, and seek a new distribution channel’’.  

 

So we get the figure 4 to describe the relationship between CBBE model, BAV 

method and brand extension.  
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Figure 4: relationship between CBBE model, BAV method and brand extension 
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3.  Methodology 

In this chapter, we will discuss and justify the methodological choices we have made 

in our research, and the way we choose to analysis our data. Meanwhile, we will also 

present the problems in our methodological choice. 

 

3.1 Objective for Research 

In this thesis, we decide to detect and represent if Danone can extend its brand in 

Sweden, and how should it dispose the extension in Sweden. The goal of this thesis is 

to explore the condition and method for the extension of Danone in Sweden.  

 

We try to figure out the market occasions for the extension of Danone. However, we 

have not found the same marketing research before. So we have to design the 

questionnaire to fulfill the requirements we are researching. Then the study is 

primarily described through the empirical data collected in Gävle, in order to find the 

patterns in our exploratory study. Finally, we plan to explain the results received 

according to the BAV method, which will be shown in the next part. And we will 

summarize our research questions in the "conclusion" part. 

 

3.2 Approach 

According to Yin, R.K. (1994), the research approach is generally classified as either 

quantitative or qualitative. A quantitative approach is a formal method, and the results 

of this process are tending to be calculated and recommended in the table or diagram 

(Holme, & Solvang, 1991). But a qualitative approach collects non-quantifiable data 

such as attitudes, values, and perceptions. 
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In this thesis, we mainly use the quantitative method. The purpose of our research is 

to get a deeper understanding of brand extension，and we will make a questionnaire 

to collect much data, using the diagram to reflect the data we collect, in order to back 

up our research.  

 

3.3 Data Collection 

3.3.1 Secondary Data 

First of all, we are going to collect some information about brand extension and look 

for some secondary data which are collected from Internet and literatures. Looking for 

some secondary data is the first step because “the researcher should always start 

with secondary data” (Churchill, Iacobucci & Dawn, 1999).   

 

In fact, according to what Churchill, G.A., Iacobucci, and J.R. Dawn (1999) argue, 

secondary data is the an approach that saves cost and time to collect data, because we 

just need to look for information on internet or go to the library, find out the desired 

appropriate sources and record the information. 

 

In this thesis, we get most information from Internet and other literatures. However, 

secondary data are not enough to solve a problem, so we need a primary data. 

 

3.3.2 Primary Data 

In this thesis, we collect the secondary data from the Internet and other papers while 

we collect the primary data through questionnaire. We will do the questionnaire in the 

library of the University of Gävle; the respondents will be divided into 4 groups. 

We mainly use the BAV method to find out Danone‟s brand performance, and this is 

a foundation for Danone to extend its brand. 
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3.3.3 The BAV Method 

The BAV method is our guideline to design our questionnaire, which is combined 

with differentiation, relevance, esteem, and knowledge. Differentiation and relevance 

determine the strength of a brand. When a brand combines strong differentiation 

brand associations and these brand associations have relevance in some aspects, we 

think it will produce the margin of profit in the current market. 

 

3.3.4 Operation of the Questionnaire 

The questions are presented in the form of multiple choices, which can help us pay 

attention to our focus; moreover, we use concise and explicit words to make 

respondents to understand our questions. 

 

40 questionnaires are sent out randomly to the student in the University of Gävle with 

different national backgrounds. This survey has been taking place during April, 2011. 

 

We divide the respondents into 4 groups as followed: 

 

 Respondents have experienced with Danone ,but not Arla 

 Respondents have experienced with Arla, but not Danone 

 Respondents have not experienced with either Danone or Arla 

 Respondents have experienced with Danone and Arla 

 

 

The questions particularly designed relating to BAV method and can be presented as: 

 

 Question 1 and Question 4 : Relevant 

 Question 2, Question 3 and Question 9: Differentiation 

 Question 5, Question 6 and Question 7: Esteem 

 Question 5, Question 8 and Question 9: Knowledge 
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3.4 Data analysis 

After collecting the data, we will clear up the data collected from the 40 

questionnaires. Then we will display the data through the graphics in the empirical 

findings part and analysis the data following the BAV method in the analysis and 

reflection part. 

 

3.5 Problems 

However, there are still some problems in our research method, because we collect the 

primary data only through questionnaire. The questionnaire only reflects the 

respondents‟ subjective views; it cannot reflect the objective point of view. 

Meanwhile, we didn‟t interview the manager of Danone Company for getting further 

information. Additionally, the questionnaire is framed only by using the Brand Asset 

Valuator method. To some extent, our results are affected by these problems. In order 

to make up these drawbacks, we also collect more related information about brand 

extension from Internet and literatures. 
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4. Empirical Finding 

In this chapter, we will present the empirical findings that have been collected 

through the questionnaires and the data will be presented related to each of the 

questions in our questionnaires. We plan to divide our data presentation into 4 parts 

according to BAV method. 

 

4.1 Differentiation 

Question 2 is designed with multiple choices. The pie chart shows the figures for 

differentiation of Danone in respondents‟ mind. The first position is the taste. The 

number of brand positive image is 10 and it is less than the number of the taste. The 

third position is the package and others reasons, one of respondents say that the 

childhood memory is the reason.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5: differentiation of Danone 
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Question 3 shows how difference the respondents feel after using the products of 

Danone and Arla. In our questionnaire, we regulate diverse degree of satisfactory 

from 1 up to 5 , in the following graph, 1 represents the highest level of satisfaction, 5 

represents the lowest level of satisfaction or the highest level of dissatisfaction.  

According to the data, we can see from the figure below, the highest level of 

satisfaction with Arla‟s product is higher than that of Danone. In the highest level of 

satisfaction, Arla has 11 respondents, but Danone just has 5 respondents. And no 

respondents dissatisfy the Danone‟s products and Arla‟s products.   

 

 

 

 

 

 

 

 

 

 

Figure 6: satisfaction of Danone and Arla 

 

Question 9 shows the reasons why the respondents buy Danone and Arla. This 

question is designed with multiply choices. Most people prefer to buy Danone 

because of the satisfaction and the brand reputation, while most people prefer to buy 

Arla because of the satisfaction and habits. Because according to the figure 7, for 

Danone, the number of satisfaction and brand reputation are 12 and 9 respectively. 

For Arla, the number of satisfaction and habits are 10 and 11 respectively.  

 

For Danoen, the number of price, habits, recommend, service and availability are 3, 4, 

2, 4, 0 and 3 respectively. For Arla, the number of price, brand reputation and 
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And the number of service is 0.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 7: reasons for buying Danone and Arla 
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Figure 8: brand reorganization of Danone and Arla 

 

Question 4 shows the relevant of Danone, it can measure the brand loyalty. 6 of 40 

respondents buy Danone more than three time a week, 4 of 40 respondents purchase 

Danone three time or twice a week, 18 of 40 respondents choose to buy Danone once 

a week. The rest of respondents never buy Danone‟s product. But we have 2 

respondents do not know Danone brand, so these two respondents don‟t answer this 

questions. 

 

 

 

 

 

 

 

 

 

 

 

Figure 9: relevant of Danone  
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4.3 Esteem 

Question 6 is designed to test esteem of the brand. Most respondents will choose to 

change to use another brand, when the brand occurs a scandal, the number is 33 

respondents to say Yes, and there are 7 respondents saying No.  

 

 

 

 

 

 

 

 

Figure 10: change to use another brand 

 

Question 7 is to find out that if the respondents are willing to buy the products of  

Danone again after the first purchase, or recommend to other people. According to the 

data, most respondents are willing to repurchase Danone and recommend Danone to 

other people. According to the data, 23 respondents are willing to repurchase Danone 

and recommend Danone to other people, but there are 13 respondents holding the 

different idea. And the rest of respondents, 4 respondents, have not answered this 

question, so in the following pie chart, we just consider the respondents who say Yes 

or No.  

 

 

 

 

 

 

Figure 11: repurchase and recommend Danone 
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4.4 Knowledge 

Question 5 is to figure out Danone‟s brand image for customers, it can measure the 

brand knowledge or awareness of Danone. It helps us to clearly know what customers 

think about Danone. This question is designed with multiple choices. Most 

respondents think Danone brand has a good presentation in health, because the 

number of health is 13, which is the highest number. The number of nature and fresh 

are 9 and 7 respectively.  

 

 

 

 

 

 

 

Figure 12: brand image of Danone 

Question 8 is to measure the brand knowledge of Danone, according to data, most 

people know about Danone from the advertisement, because advertisement holds the 

highest number which is 19, and some people know about Danone by the word of 

mouth and public utility, the number are 12 and 6 respectively. And the sponsorship 

has the lowest number which is 0.  

 

 

 

 

 

 

 

 

Figure 13: knowledge of Danone  
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5. Analysis and Reflection 

In this chapter, we will combine collection data presented in the previous chapter to 

analyze. According to 4 points of the BAV method, we divide our analysis into 4 parts 

so that we clearly know the customer-based brand equity of Danone in Sweden. 

 

5.1 Reasons behind analysis  

As what we have mentioned in the literature review part, especially figure 4, 

consumers will be more acceptable for a new brand extension for a brand if the brand 

has positive customer-based brand equity. It means that Danone‟s positive brand 

equity is a foundation for Danone to extend its brand.  So how to measure Danone 

whether has positive brand equity or not, we will use the BAV method to test this.  

 

BAV method is the tool to analyze the brand extension. And according to the literature 

review part, especially figure 2, the BAV method relates to the CBBE model, the 

differentiation, relevance, esteem and knowledge in BAV method can reflect 

association and awareness of CBBE. So we will analysis the CBBE model through the 

BAV method. This is the reason that we design our questionnaire according to BAV 

method. 

 

In the following paragraphs, we will respectively analyze the differentiation, 

relevance, esteem and knowledge in BAV method, we can figure out the customers-

based brand equity of Danone in Sweden. 
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5.2 Analysis pursuant BAV method 

5.2.1 Differentiation 

According to the question 2, the taste is the biggest reason why most people prefer to 

purchase Danone. There is no doubt that the taste is a sustainable competitive 

advantage. Hollensen, S. (2006) says that customer distinguish a brand from other 

brands through the strong brand inherit associations. So taste is one of the strong 

brand associations for Danone to enhance its brand. 

 

On the other hand, the positive brand image of Danone is a highlight. And according 

to the question 5, we find out the customer judge Danone as a healthy brand. We 

integrate the question 5 and question 2, when we are answering the questions; the 

respondents evaluate Danone as positive brand image because its products are healthy. 

According to Keller (2003), customers judge the brand image and evaluate the brand 

performance after putting various kinds of brands together. So customers judge 

Danone as a healthy brand image after they experience other brands. Then we can say 

that Danone has a competitive advantage comparing with other brands. It also means 

that Danone has been able to get a positive brand image as a strong brand association. 

 

According to the question 9, there are 4 people choosing Danone because of the 

service, but for Arla, nobody agrees the service of Arla. We think that Danone 

provides a better service than that of Arla. According to Wilson,A.(2008), customer 

expectation is so critical to evaluation of service. Customers expect that they can eat 

the healthy daily products. Respondents think that Danone is a famous company and 

has a positive reputation because of good quality products, so when Danone produce 

the healthy daily products, which are fulfill with customers‟ expectations, the 

customers will generate satisfaction of service. Respondents say „YES‟ for Danone‟s 

service, because they believe that Danone can offer a nice service to customers. So we 

believe that service is the unique brand association.  
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5.2.2 Relevant 

According to the data, the most respondents recognize Danone, so we find that 

Danone has the good brand recognition. According to Keller (2003), brand 

recognition implies that customers have the ability to verify the brand among the 

various brands. In other words, when the respondents go to supermarkets, they can 

recognize Danone. According to Bettman, J.R. (1979), when customers make 

decisions to buy the products, the importance of brand recognition will be exposure. 

So Danone has a good reorganization which attributes to one of strong brand 

associations. 

 

According to question 9, for Danone and Arla, the number of satisfaction is high. 

However, according to the question 3, which is designed to test the level of 

satisfaction, in the highest level of satisfaction, the number of satisfaction for Arla is 

higher than that of Danone, we say that the highest level of satisfaction with Danone‟s 

products is lower than that of Arla‟ products. And combining question 3 and question 

4, we think that Danone is in lack of brand loyalty resulting from a bad presentation in 

the highest level of satisfaction. Because according to Keller (2003), when the 

customers have the positive responses to the brand, the customer behavior will also be 

impacted by the brand judgments and feelings. The highest level of satisfaction will 

affect the customers‟ behavior about Danone.  

 

And according to the question 4, the frequency of purchasing Danone is low. In our 

opinion, Danone is in lack of establishing brand loyalty, which leads to this situation. 

So Danone needs to enhance the brand loyalty.  Customer loyalty is that customer 

show interest to a large extent. The customers‟ perceptions or experiences of the 

products or services will be mainly shown by customers‟ emotional loyalty, 

behavioral loyalty and sense of loyalty (Baidu, 2011). The performance of emotional 

loyalty shows the degree of brand recognition and satisfaction about the brand, and 

behavioral loyalty shows the repeat purchase behavior, and the sense of loyalty shows 

app:ds:frequency
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the performance of products or services (MBAlib, 2011). According to Keller (2008), 

behavioral loyalty can increase the probability of repeating purchasing. So customer‟s 

loyalty can help Danone to attract its customers.  

 

 

5.2.3 Esteem 

According to the question 6, most people are willing to repurchase and recommend it 

to other people after they purchase Danone. In other words, the tendency to 

purchasing is based on their past experience if they feel positive about Danone, they 

will purchase again and recommend it to their friends. When respondents own brand 

esteem or knowledge, the respondents are more active to take part in the most 

marketing program activities relating to the brand extension. Likewise, if respondents 

have not any awareness of the brand, they won‟t take care about the brand or they are 

not interested in the brand.  

 

Most respondents are willing to purchase another brand when company generates 

scandals, so a positive brand image is important for companies. The corporation can't 

totally eliminate the effect of scandal, so the scandal helps customers to leave a bad 

Impression on its brand. According to the question 7, most people will change to use 

another brand when a scandal occurs to Danone. A scandal about the milk powder 

industry occurs in China,  “Three deer” milk-product company put some kind of 

chemical materials into the milk powder  product, and these products caused babies 

who were fed these milk powder products die or ill seriously. “Three deer” brand 

occurs this scandal and it makes customers to purchases other brands. (Sohu News, 

2009) Danone has a good brand image in the minds of customers, if Danone occurs 

some scandals and these scandals will damage the healthy brand image. So Danone 

should avoid occurring scandal in order to keep its healthy brand image. Therefore, 

the healthy brand image is an important brand association for Danone. 
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5.2.4 Knowledge 

According to Keller (2003), brand‟s channel strategy is important for building brand 

equity, the channels contain the direct and indirect channels, both of them can help to 

build brand awareness and thus improve the brand image, and there are different kinds 

of channels: advertising, sponsorship, public relations and publicity, and personal 

selling respectively. According to the question 8, customers believe that advertising is 

the most important factor, which affects their brand awareness. The second one is 

appreciated by public, and this is also called word-of-mouth. To the respondents‟ 

point of views, public praise is reliable. And customers think that membership belong, 

co-brand and celebrity endorsement channels is less important, which can help 

customers to recognize the brand, and the customers also think that the least important 

factor is sponsorship,  

 

Moreover, according to Keller (2003), the advertising or other source of information 

such as word of mouth will help the customers to form brand image. And we indicate 

above that Danone make a positive brand image on respondents' minds.  So the 

channel strategy is important for Danone, Danone needs to control the channel 

strategy well so that it will not lost a chance to propagandize its brand. 

 

On the other hand, according to the Danone‟s annual company report, Danone‟s 

mission is to product health food and brings health to as many people as possible by 

selling health foods (Pierre-André Térisse, 2010). Through questionnaire, we find out 

that Danone‟s products are health and nature in the customers‟ mind after borrowing 

of the health food to customers by Danone. According to Keller (2003), brand recall 

can make „„consumers retrieve the product category‟‟. In our opinion, we think that 

Danone converts brand image or product category to customers. 

 

Therefore, according to what we have mentioned above, we find out that Danone has 

its strong, unique and favorable brand associations such as the taste and service, the 
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positive or healthy brand image is the biggest advantage. The strong associations 

make the brand stronger so that Danone has positive customer-based brand equity in 

Sweden. What important is that Danone can operate brand extension benefiting from 

the positive customers-based brand equity in Sweden, because the customers are 

willing to accept a new brand extension for Danone with positive CBBE, less 

sensitive to price increases. Moreover, a brand with good qualify equity has a clear 

advantage and this brand plays an important role in the customer decision process, 

and it can help firm to fight against its competitors (Hollensen, 2006). 
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6. Discussion 

In the previous chapter, we have answered the first research question. In this chapter, 

we will discuss the opportunists and challenges when Danone extends its brand in 

Sweden. Moreover, we will give some suggestions about how Danone extend its 

brand in Sweden. 

 

6.1 Chances and Challenges of brand extension 

As we have mentioned in the analysis part, Danone has positive customer-based brand 

equity in Sweden, it is a foundation to extend its brand.  If Danone extends its brand 

in Sweden, what are the opportunities and challenges? We will discuss in the 

following paragraphs. 

 

Brand extension has more advantages than new brand creation, because brand 

extension is obviously cheaper than brand creation. Moreover, brand extensions also 

have a higher survival rate than new brands (Griime, Diamantopoul & Smith, 2002). 

M. Bottom, the CEO of Nomen France, says that an existing brand is easier to let 

product into the retailers‟ supermarket. The retailers do not need to worry about 

whether people are willing to buy the products of the well-known brand, because the 

retailers know the sales figure of the existing brand. (Jaulent, Luxin & Sacko) In other 

words, when Danone decides to extend its brand in Sweden, the products which 

named after the existing brand can easily be introduced into the convenient store and 

the supermarket. Moreover, according to Keller (2003), brand extension can suffer 

from some disadvantages of new products. If new products of Danone introduced as a 

brand extension may increase the probabilities of success. 

 

We have found that Danone has a positive brand image, which is a strong brand 

association. Customers will convert this knowledge to the new products. Then 
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Danone can form expectations about the performance of new products through brand 

extension. According to Byung-Do Kim and Mary W. Sullivan (1998), when a brand 

extend itself, customers will produce expectations about the new product performance, 

and these expectations are based on what they already get from the existing brand 

name or category and these existing knowledge of brand will extent to the new 

product. For example, when Danone introduces a new product branded by Danone, 

mineral water, into the Sweden Market, consumers may feel favorable about the 

performance of mineral water, because consumers have experienced and form the 

knowledge of other Danone product, Yogurt.  

 

Moreover, the brand extension can reduce the risk. We mean that Danone can 

introduce the new product named after the existing brand, and this action will reduce 

the probabilities of rejection, consumers may trust and use the new product. 

According to Keller (2003), corporate brands can‟t hold special brand associations, 

but the existing reputation of high-quality products may be a primary risk-reducer. For 

example, although Danone introduces a new product without special product category, 

but it still stands for good quality in the minds of consumers and the customers may 

be more accepting of new products.  

 

There are some advantages for Danone to extend its brand in Sweden, but the 

disadvantages should not be ignored. For example, Danone is known for its good 

quality and healthy products, but if we decide to extend into dessert category in 

Sweden like jam, it will increase the power of the existing brand specially promoting 

the awareness of Danone, in return, the image of the existing Danone‟s products will 

be benefited by the new product (Jaulent, Luxin & Sacko). However, some potential 

disadvantages may appear.   

 

According to Keller (2003), brand extension may weaken brand awareness because it 

confuses brand's initial categories and new categories. That is, the customers will be 

confused by the product category associating to Danone, since dessert is not as the 
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same as Yogurt, it is not as healthy as Yogurt in customers‟ minds (Jaulent, Luxin & 

Sacko). 

 

Moreover, the brand image may be affected by brand extension (Jaulent, Luxin & 

Sacko). According to Keller (2003), brand extension will harm the parent brand image. 

For example, if Danone‟s brand associations for the brand extension are not 

inconsistent with the brand associations for the parent brand, customers may change 

their knowledge of the parent brand as a result.  In other words, if the dessert category 

conflicts with the healthy product category, this brand extension will hurt the image of 

Danone. 

 

 

6.2 How should Danone extend its brand into Sweden? 

Before analyzing how Danone extend its brand into Sweden, we can refer to the 

performance of Danone in China or other Europe countries.  

 

At the end of 1980, Danone Group engages in the production of Yogurt, milk, biscuits, 

source and frozen desses in China (MBAlib, 2011). Moreover, Danone also had a 

good performance in some Europe countries. Danone pushed Taillefine that is a dairy 

product without any fat, then Danone use Taillefind category, well-balanced and 

leanness food, to extend Danone brand to the light cookies, after 3 years, in the 

biscuits field, the success is fantastic. (Jaulent, Luxin & Sacko) But these 

performances for brand extension only implemented in South Europe like France, 

Italy and Spain.  

 

From the above examples, in our opinions, extending its brand in China and South 

Europe, Danone makes it enhance its brand knowledge and brand awareness of 

customers. For example, in China, most people know Danone and prefer to buy the 
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drink or biscuit of Danone, and the biscuit ( Danone is in China, 2011).  Meanwhile, 

Danone also produced milk powder in China, after the scandal of milk powder 

happened in China last few years, most Chinese people prefer to buy milk powder in 

foreign brand, and the sale figure of the milk powder introduced by Danone was 

increased. In 2009, Danone ranked the third in the most favorable dairy product 

ranking list in China ( Brand list, 2009 ). 

 

Since Danone is well-known in France and is the local brand in France, it needn‟t to 

worry whether people are willing to buy the products with a new brand name in 

France. But in Sweden, we experienced Danone in the stores, Danone‟s products take 

a small place in the display shelves, it can lead to this situation that many people do 

not know about Danone in Sweden, because they may are willing to purchase the 

brands which take the more place in the display shelves. We are afraid that the 

circumstance will be more serious. As we have mentioned the above, Danone 

introduces new products into Sweden by using a new brand name, it may lead that 

people in Sweden can not accept the new products immediately, it may worsen for the 

investment circumstance. So we suggest that Danone is better to extend its brand into 

Sweden by using the existing brand. Customers who already know Danone can easily 

accept the new products extended by Danone, and then it the customers feel satisfy 

with the new products of Danone, they will commend to their friends, then Danone 

can accepted by more and more people easily. 

 

As Danone is known for its good quality and healthy products, moreover, healthy 

food can help people to keep fit or lose their weight because the healthy foods are low 

calorie; low sugar (What food can lose your weight, 2008). So for most people 

especially girls want to keep fit or lose their weight by eating healthy food.  

 

We suggest that Danone can extend the brand by producing some biscuit with low 

calorie or fat-free. For instance, some compressed biscuits might be preferred by the 

people who is on a diet; furthermore, Danone can also produce some milk slice in 
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different flavors, it can satisfy people who want to eat snack and lose weight at the 

same time. (What food can lose your weight, 2008). Besides, Danone can produce 

drink like soda water; soda water is health to people, because there are some specific 

elements in soda water which can help people to balance the acidity and basis in their 

body ( Hudong, 2011).  

 

However, if Danone just produces biscuit with low calorie or fat-free, it will probably 

lose some customers who focus much more on the palate. Most of the low calorie or 

fat-free products are made of malt sugar or xylitol rather than ordinary sugar, so to 

some extent, the taste of the low calorie or fat-free products are not very delicious. 

Based on this reason, we also suggest that Danone can produce biscuit with other 

flavor such as butter and eggs biscuit, soda cracker or chocolate and milk biscuit, 

these kinds of biscuits are not only healthy but also good - tasted. 

 

 

Example: 

 

 

 

Figure 14: extension for Danone 

 

In addition to what we have mentioned above, we take Virgin brand as an example. 

Virgin brand was considered as the most extensive brand extension program in recent 

year (Keller, 2003). Virgin brand was established by a record label, it launched its 

brand into different business such as airlines, mobile, wines, cars, books and so on 
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(Keller, 2003). We suggest that after Danone gets success in its brand extension, it can 

refer to the Virgin brand launching its brand into other business; it can enlarge the 

scale of Danone Group. However, there will be some challenges when Danone 

extends its brand to much business area; Danone needs to be better to take care to 

avoid the disadvantages.  
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7. Conclusion 

In this chapter, we will draw the conclusion about the answers. And we will suggest 

how to extend a successful brand extension. 

  

As we have mentioned the relationship between customer-based brand equity and 

brand extension. Since the customer-based brand equity is difficult to evaluate, so we 

use BAV method to evaluate it, because the BAV method is a tool to measure brand 

extension and BAV method is related to the customer-based brand equity. If 

consumers feel positive toward a brand, the brand will get high customer-based brand 

equity; customers might be more likely to accept a new brand extension of a brand 

with positive customer-based brand equity. 

 

For the first research question, we have collected our data through 40 questionnaires 

in Gävle, we can know that Danone has its unique and strong brand associations, and 

the positive brand image is special brand awareness, attributing to build high 

customer-based brand equity. Therefore, we make a conclusion that Danone has 

positive customer-based brand equity in Sweden. 

 

Then, for the second research question, we put forward that Danone can extend its 

brand into Sweden. Furthermore, we have given some suggestions about how to 

extend Danone‟s brand into Sweden. As Danone is known for its healthy products, we 

suggest that Danone can extend the brand by producing some biscuit with low calorie 

or fat-free. Meanwhile, to satisfy the customers who focus much more on the palate, 

we also suggest that Danone can produce biscuit with other flavor such as butter and 

eggs biscuit, soda cracker or chocolate and milk biscuit, these kinds of biscuits are not 

only healthy but also good - tasted. 
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Lastly, we are going to make a conclusion about how to do a successful brand 

extension. 

 

It is fundamental that there is a balance between the existing brands and then extend 

brand. In accordance with our research, we have found that the extension needs to be 

suitable for the existing brand. In other words, the extended product category should 

be suitable for the category of the core brand. Moreover, the brand image of extension 

should fit the brand image of the core brand. 

 

Furthermore, there are positive or negative evaluations for the core brand from 

customers after extension, they will enhance or dilute the core brand. If the consumers 

negatively evaluate the core brand after brand extension, it means that the extension 

has a diluted effect on the core brand. On the other hand, if the consumers positively 

evaluate the core brand after brand extension, it means that the brand extension 

enhance the core brand. In one word, company should pay attention to the customers‟ 

evaluation of the core brand after extending. 

 

The third factor is the brand equity. A brand with a high value can keep the customers 

loyalty to the brand after extension, strengthen brand image, and reduce the costs on 

extending a brand. Moreover, if a core brand has high equity, it can lead to a strong 

position after brand extension. 
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Appendix 

 

Questionnaire: 

 

                          

 

1. Do you know Danone brand and Arla brand? 

  □yes    □no 

2. What makes the Danone unique to you? 

      □package □taste    

      □ unique ingredient (nourishment) 

□ brand positive image            

□ others: _______________ 

3.  (1)  How do you feeling after using Danone? 

         satisfy □□□□□ dissatisfy         

  (2)  How do you feeling after using Arla? 

          satisfy □□□□□ dissatisfy        

4. How often do you buy Danone? 

    □ more than three time a week       

□ three time or twice a week 

    □ once a week         □ never 
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5. How do you think about Danone?  

   □heath   □nature   □fresh   □others:________  

6. Assuming a scandal happens, would you turn to purchase another 

brand? 

    □yes      □no 

7. Will you repurchase Danone and recommend to others people? 

    □yes      □no      

8. How do you know Danone? 

    □word of mouth  □sponsorship    □ads      

□public utility   □membership belong     

 □co-brand        □celebrity endorsement 

9. (1) Why do you choose Danone? 

        □ price      □ brand reputation   □ satisfaction   

□ habits     □ recommend       □ service     

        □ availability    □ others:___________  

   (2) Why do you choose Arla? 

          □ price     □ brand reputation   □ satisfaction    

□ habits    □ recommend       □ service  

□ availability       □ others:_________
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