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Co-Branding asa Market-Driven Strategic Financial I nvestment
Option in the Hospitality Industry

ng-Ail Hehm

(ABSTRACT)

The purpose of this study was to examine the trends in co-branding, especidly when one
brand is linked with another brand through a business drategy, in order to investigate the
factors that lead to co-branding as a draegic invesment option in the hogpitdity
industry. Of primary interest was whether co-branding Srategies are sgnificant issues in
the hospitdity indudry. This study dso investigated the relaionship between explicit and
implicit requirements and timing of entry for co-branding invetment. The co-branding
invesment modd developed for this study coud be a vauable asset for the hospitaity
industry.

The results of this study indicated that there were some relationships among implicit and
explicit requirements and the timing of co-branding entry, especidly the finding that
restaurateurs who had a strong market share emphass and long franchisng experience
were more willing to invest in co-branding. Also restaurateurs who were not satisfied
with prior sdes performance were more likely to invest in the co-branding concept. We
adso discovered that investors in co-branding, no matter whether early or late movers, are
usudly satisfied with the peformance of ther co-branded sores. This study clearly
showed that co-branding investment activities were widdy practiced among franchisess,
regardless of low many years of experience they had, or if they were large, or smdl locd
companies.
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