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Abstract: The potential to provide customers with information about experience and credence qualities in advance of purchase has resulted in widespread recognition of the significance of brands in
relation to consumer choice. The paper’s contribution is to present the importance of knowledge management in the process of creating brand equity in selected companies. A strong and trusted brand
provides the company with competitive advantage and in order to achieve it, employee knowledge is
required. The quantitative research method and a structured questionnaire were used for collecting research data. Online survey was used as the method of data collection. The research sample comprised
200 respondents, of whom i.e. company employees in selected companies. The distinctive contribution
of this research arises from the examination of brand equity in the context of an emerging market in
selected companies. This paper investigates the role of knowledge management in the process of creating brand equity.
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1.	INTRODUCTION

O

ver the past two decades in particular, marketing research and marketing practice have
paid increasing attention to the processes associated with building a strong relationship
between brand and consumer and it is often argued that the brand is the most valuable asset for
any company (Aaker, 1991a, b, 2003; Kapferer, 1997; Blackett, 1993). The concept of brand equity is of particular relevance to consumer choice. In essence, brand equity measures the value
of the brand, both to the organization and to the consumer. For the consumer, this added value
arises from the brand’s role as an indicator of desirable attributes and as the basis for building
an emotional bond (Teas and Grapentine, 1996; Mourad et al., 2010). Brand equity is a key
concept for marketing academics and one of the most prized assets for firms (Ambler, 2003;
Christodoulides and de Chernatony, 2010; Christodoulides et al., 2015).
Brands are quickly becoming a common subject of deliberation and discussion in business. They
are an important part of a company’s assets and must be correctly managed and valued. Companies are becoming increasingly aware that the higher the brand equity, the greater the company’s
competitiveness and the higher the achieved market price of products or services (Vukasović,
2016). A successful brand brings the company recognition with buyers, suppliers, shareholders,
banks, and other external stakeholders. In order to achieve this objective, the company requires
specific types of knowledge which is used in the company and transferred to business processes.
We must see to increasing or at least maintaining brand equity, as brands can rightly be classified
as part of a company’s assets. Strong and established brands differentiate the company from the
products or services offered by the competition (Vukasović, In press).
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Modern marketing theory and practices have recognized the brand equity paradigm as a key
strategic asset for organizations. Keller and Lehmann (2006) have argued that a brand is influential or manifests its importance at three key levels which correspond to three distinct yet
interconnected market dimensions, or indeed three distinct markets: customer, product and financial markets. Thus, value accrued by these markets may be designated as brand equity.
The brand equity paradigm has been discussed extensively in marketing literature and many
researchers have offered a wide array of definitions for the brand equity concept (Aaker, 1991;
Farquhar, 1989; Sriram et al., 2007; Christodoulides and de Chernatony, 2010; Davcik et al.
2015), as well as different perspectives on the factors that influence brand equity.
Today, knowledge is a fundamental value. An increasing number of companies are therefore
coming to the awareness that sufficient knowledge is needed for their survival and success.
Knowledge is a justified true belief which is perceived as a dynamic human process of justifying personal belief toward the truth. There are two types of knowledge; implicit or tacit knowledge, which is personal knowledge of which we are often unaware and explicit knowledge or
knowledge in companies, which is formal and systematic (Nonaka and Takeuchi, 1995, p. 58).
Both types of knowledge affect brand management as one of the most important marketing
tools. Our study focuses on both types of knowledge that play a part in the brand management
process and the process of creating brand equity. If companies want to be successful, knowledge
management must include all knowledge processes, i.e. knowledge discovery and acquisition,
knowledge transfer, and knowledge application. From the organisation’s point of view, knowledge management is exceptionally important, as it enables brand equity, as part of the company’s assets, not to be decreased but maintained or even increased (Vukasović, In press).
Even though literature on knowledge management is extensive, little attention is paid to studying the importance or role that knowledge management plays in the process of creating brand
equity. Authors (Keller, 1993; Aaker, 1996; Grønhaug et al., 2002; Yoo and Donthu, 2002; Gibbert et al., 2002; Pappu et al., 2006; Anselmsson, 2014; Vukasović, 2016, and others) often study
only the importance of consumer knowledge of the brand and its value and not the importance
of knowledge in the company for brand equity. Richards et al. (1998, p. 47) argue that it is surprising that the marketing function in so many companies has done so little to advance the management of value-adding activities, i.e. brand knowledge. It is our intent, therefore, to establish
which knowledge the studied small and medium-sized enterprises (SMEs) use to achieve brand
equity (Vukasović, In press).
The main research problem is to analyse the importance of knowledge management in the
process of creating brand equity in the SMEs. Companies can maintain their competitive advantage only with high-value brands. In order to create high-value brands, knowledge is needed
within the company. The objective of the study is to establish the importance of different types
of knowledge in the process of creating brand equity and to provide key findings and proposals
on the role of knowledge in creating brand equity. The distinctive contribution of this research
arises from the examination of brand equity in the context of an emerging market in SMEs. The
paper’s contribution is to present the role of implicit and explicit knowledge in the process of
creating brand equity in the SMEs.
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2.	

RESEARCH DESIGN

2.1. Methodology and sample
The quantitative research method and a structured questionnaire with different sets of questions
were used for collecting research data. The research design was designed according to the questionnaire in research of the author Vukasović (In press). The survey took place in a in SMEs
in Slovenia. Online survey was used as the method of data collection. We have distributed the
online survey to Facebook groups for those interested in entrepreneurship (Female Entrepreneurship, Slovenian Entrepreneurship, Marketing Academy). These are companies that promote
entrepreneurship, have large business databases and have sent them a survey link by email
(more than 16,000 emailing addresses in total).
We have decided to survey SMEs, regardless of their geographical location (all of Slovenia).
The criterion used to determine the size of the company was the number of employees in the
company. A small enterprise is an enterprise with up to 50 employees and a medium enterprise
is an enterprise with up to 250 employees.
The research sample comprised 200 respondents. Malhotra (1999) suggested minimum sample
of problem solving is at least 200 samples. Thus, we have used the recommendations of Malhotra (1999), which are at least 200 samples. A simple random sample was chosen. To complete
the survey, we asked sole proprietors, managing directors, entrepreneurs and founders, office/
department managers who have an overview of the situation and development in the company,
product managers, project managers, marketing managers or marketing staff. The survey used
the improbability sampling technique - self-selection and quota sampling; we planned a quota
of 75% of small enterprises and 25% of medium enterprises; we achieved a quota of 20% of
medium enterprises and 80% of small enterprises. The collected data were analysed and processed with SPSS. The share of respondents in the age group from 36 to 40 years is the highest
and represents 52%. The age group from 25 to 30 years represents 18%. The age group above
46 represents 12%. The age group from 31 to 35 years represents 10% and the age group from
41 to 45 years with the lowest percentage of 8%.
Asked which level of educational attainment prevails among the employees managing brands,
the majority of the 200 responded answered that these were people with higher education, i.e.
58.6%, followed by employees with university education (25.2%), secondary education (12.6%),
and a negligible share of those with postgraduate education (2.9%) and primary education
(0.7%). This allows us to conclude that brand management in SMEs is in the hands of educated staff, which indirectly indicates that companies attribute importance to knowledge when it
comes to brand management.
3.	

RESULTS AND DISCUSSION

This part of the analysis of the study is the basic descriptive statistical analysis whose results are
presented below. The next question focused on the respondents’ opinions on the formal knowledge of employees who are included in brand management in the company. The respondents
assessed a set of statements on a scale of 1 to 5, with 1 meaning “I completely disagree” and 5
“I completely agree”. The results are shown in Table 1.
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Table 1 shows that the respondents mainly agreed with the majority of the statements, as only
one assessment has a value of less than 3, while all others are higher and indicate agreement.
The highest level of agreement (3.92) was achieved by the statement that the employees have
the appropriate level of education for the job. For this statement, standard deviation is also relatively low, which indicates uniformity of answers. A high level of agreement (3.71) was also
achieved by the statement that the employees’ knowledge of brand management is satisfactory.
The lowest level of agreement (2.72) was achieved by the statement that only employees with
appropriate formal knowledge are promoted in the company.
Table 1. Respondents’ opinions on the formal knowledge of employees
who are included in brand management

Statement
The employees have the appropriate level of education for the job.
The employees use the documented knowledge to gain new
knowledge and create brand equity.
Brand management knowledge is kept in manuals, books,
documents.
The employees’ knowledge of brand management is satisfactory.
The employees’ knowledge of marketing is satisfactory.
Only employees with appropriate formal knowledge are promoted in
the company.

M
3.92

SD
.643

n
200

3.86

.891

200

3.75

.894

200

3.71
3.65

.876
.967

200
200

2.72

.986

200

Note: M – mean, SD – standard deviation, n – number of answers

The next set of statements refers to the application of knowledge. The respondents assessed the
statements on a scale of 1 to 5, with 1 meaning “I completely disagree” and 5 “I completely agree”.
Table 2 shows that the respondents relatively uniformly agreed with all the statements. The
highest level of agreement (4.75) was achieved by the statement that the management rewards
the best proposals and ideas. For this statement, standard deviation is also relatively low, which
indicates uniformity of answers. Indecisiveness was evident with the second and third statement. The agreement that the management rewards employees for successfully applied new
knowledge with financial incentives slightly prevailed (0.05) over the agreement with the statement that it rewards them with non-financial incentives.
Table 2. Application of knowledge

Statement
The management rewards the best proposals and ideas.
The management rewards employees for successfully applied new
knowledge – financial incentives.
The management rewards employees for successfully applied new
knowledge – non-financial incentives.

N
80

M
4.75

SD
.669

n
200

81
81

4.23
4.18

.866
.895

200
200

Note: M – mean, SD – standard deviation, n – number of answers

The next set of statements refers to the possibility of acquiring knowledge. The results are
shown in Table 3. The respondents assessed the statements on a scale of 1 to 5, with 1 meaning
“I completely disagree” and 5 “I completely agree”.
Table 3 shows that the highest level of agreement (4.66) was achieved by the statement that the
management invests extensively in brand management training. For this statement, standard
deviation is also relatively low, which indicates uniformity of answers. A high level of agreement was also achieved by the statements that the company’s current vision and policy support
4
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the process of learning and knowledge development (4.38) and that the management encourages
and supports employees in further education (4.33). The lowest level of agreement (3.62) was
achieved by the statement that the employees read specialised literature.
Table 3. Acquiring knowledge – training

Statement
The management invests extensively in brand management training.
The company’s current vision and policy support the process of
learning and knowledge development.
The management encourages and supports employees in further
education.
The management encourages part-time study.
The employees acquire the majority of the knowledge within the
company through internal training, teamwork, etc.
The management is aware that it must invest in employee training.
The employees express the desire and need to learn.
The employees read specialised literature.

M
4.66

SD
.648

n
200

4.38

.765

200

4.33

.656

200

4.12

.678

200

4.05

.745

200

4.01
3.82
3.62

.781
.765
.821

200
200
200

Note: M – mean, SD – standard deviation, n – number of answers

The next set of the statements refers to the possibility of acquiring knowledge from the competition. The results are shown in Table 4. The respondents assessed the statements on a scale of 1
to 5, with 1 meaning “I completely disagree” and 5 “I completely agree”.
Table 4 shows that the highest level of agreement (4.31) was achieved by the statement that the
employees systematically monitor and acquire new knowledge from the competition, suppliers,
and customers. For this statement, standard deviation is also relatively low, which indicates
uniformity of answers. A high level of agreement (4.24) was also achieved by the statement that
the knowledge acquired from customers and suppliers provides the company with comparative
advantage and differentiation from the competition. For this statement, standard deviation is
again relatively low, which indicates uniformity of answers. A relatively high level of agreement
(3.96) was achieved by the statement that the employees use benchmarking (learning from the
best competitors) to acquire new knowledge. The lowest level of agreement (2.95) was achieved
by the statement that new knowledge is acquired by buying licences and patents.
Table 4. Acquiring knowledge from the competition

Statement
The employees systematically monitor and acquire new knowledge
from the competition, suppliers, and customers.
The knowledge acquired from customers and suppliers provides the
company with comparative advantage and differentiation from the
competition.
The employees use benchmarking (learning from the best
competitors) to acquire new knowledge.
The employees acquire new knowledge by setting up a joint venture
with those who already have the required knowledge.
The management buys licences and patents to acquire new
knowledge.

M

SD

n

4.31

.652

200

4.24

.656

200

3.96

.781

200

3.45

.993

200

2.95

.896

200

Note: M – mean, SD – standard deviation, n – number of answers

The next set of statements refers to the types of knowledge transfer. The results are shown in
Table 5. The respondents assessed the statements on a scale of 1 to 5, with 1 meaning “I completely disagree” and 5 “I completely agree”.
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Table 5 shows that the highest level of agreement (4.63) was achieved by the statement that the employees help each other with advice. For this statement, standard deviation is also relatively low,
which indicates uniformity of answers. A high level of agreement (3.75) was also achieved by the
statement that the employees acquire knowledge and experience directly through education and
training. The lowest level of agreement (2.95) was achieved by the statement that the employees
hide their knowledge from their colleagues, as they believe this increases their competitiveness.
Table 5. Knowledge transfer
Statement

M

SD

n

The employees help each other with advice.

4.63

.685

200

The employees acquire knowledge and experience directly through
education and training.

3.75

.867

200

3.46

.762

200

3.42

.915

200

2.95

.894

348

The most appropriate type of knowledge transfer in the company are
work meetings.
The company has established a best practice transfer process among
employees.
The employees hide their knowledge from their colleagues, as they
believe this increases their competitiveness.

Note: M – mean, SD – standard deviation, n – number of answers

4.	CONCLUSION
In today’s competitive business environment, the concept of brand equity is an important source
of strategic intelligence for marketers. Brand equity serves three important roles: (a) it acts as a
magnet to attract new customers to the firm, (b) serves as a reminder to the customers about the
organisation’s products and services, (c) it is customer’s emotional tie to the organisation (Lemon et al., 2001). The paper’s contribution is to present the importance of knowledge management
in the process of creating brand equity. A strong and trusted brand provides the company with
competitive advantage and in order to achieve it, employee knowledge is required. In small and
medium-sized enterprises, brand management is in the hands of educated staff, which indirectly indicates that the company believes knowledge to be important for brand management. The
employees have the appropriate education for brand management; however, they lack branding
knowledge. An encouraging finding of this study is that brand management is entrusted to qualified staff, which gives weight and importance to this subject matter.
The selected companies place a lot of importance on training its employees, which contributes
to better brand valuation and management. The management invests extensively in brand management training. Current vision and policy support the process of learning and knowledge
development and the management encourages and supports employees in further education. In
order to receive training on brands, the employees most frequently employ Internet training,
while the knowledge acquired from customers and suppliers provides the company with comparative advantage and differentiation from the competition. They are aware that the knowledge
acquired from customers and suppliers provides the company with competitive advantage. This
is the right direction, as comparative advantages over the competition can be achieved through a
synergy of own knowledge and the knowledge of suppliers and customers. They are aware that
own and newly acquired knowledge can create new and greater added value for the company.
The employees cooperate and exchange knowledge and experiences.
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It can be concluded that the studied small and medium-sized enterprises are aware of the importance of knowledge in the process of creating brand equity. Implicit (informal knowledge, ideas,
experience, values, etc.) and explicit knowledge (formal educational attainment, documented knowledge, training, knowledge acquired from customers and suppliers, etc.) play an important role in the
process of creating brand equity, which in turn requires knowledge management processes such as
discovery, acquisition, exchange, and application of knowledge, which the studied companies implement. The results are comparable to a study by the author Vukasović (In press) in the case of one selected company. Knowledge management opens the door to many opportunities, where management
is dealing with knowledge and the role of management in all of these, and an important learning resource is important. The time in which we live demands that decision-makers, who are increasingly
influencing the organization as such, demand from the organization’s leaders to quickly take decisions, and the management must be aware of the real value of its employees and the knowledge they
have. By transferring, maintaining and nurturing knowledge, employees work for the benefit of the
organization, and with motivation, the organization’s goals become feasible (Vukasović, In press).
A clear limitation is the fact that this study has only small and medium-sized enterprises and
one country (Slovenia).
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