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APPENDIX I: DISSERTATION OVERVIEW

Bad Brands: Identifying, Measuring, and Analyzing Brand Threats.
Advisor: David Reibstein
Members: Americus Reed, Diana Robertson and Thomas Donaldson

The process of building and managing a brand is an important and critical aspect of marketing.
However, brand equity can be threatened in various ways including by trademark dilution, patent
infringement, and even internally via its own employees. This dissertation identifies, measures, and
analyzes three sources of brand threats.

The law regulates how brands interact and compete. It does this mainly via trademark dilution laws.
The first chapter focuses on developing a unique empirical framework that marketing managers,
courts, and legal scholars can use to better understand trademark dilution laws.

Patent infringement is another form of brand threat. Courts and marketing scholars routinely use

choice based conjoints to estimate the value of patented features of products. The second chapter
focuses on the ways in which choice based conjoint inflates the value of certain attributes, calling

into question these patent valuations.

Companies understand that they need to hold out employees as brand ambassadors—employee
conduct reflects on the brand of the company. Recently, however, companies have begun to police
employee behavior outside of the business context. The third chapter explores the effects on a
company’s brand of firing employees that do not comport with the company’s brand image.

The goal of the dissertation is to highlight how marketing and branding scholars should be
cognizant of various forms of brand threats. The dissertation seeks to influence branding strategies
and public policy.



APPENDIX II: SELECTED RESEARCH ASBTRACTS

Suneal Bedi and David Reibstein. “Measuring Trademark Dilution by Tarnishment” (Under
review at Unaversity of Chicago Law Review) (Marketing version in preparation for Journal of Marketing).

Brands can be diluted in many ways by third parties. In this paper, we seek to provide insight into
how brands can be diluted by tarnishing marks. The law provides a cause of action for senior brands
to sue similar junior brands that cause reputational harm, even when consumers are not confused as
to the source of the brand. Previous work has been unable to find evidence of this so called
‘trademark tarnishment’ phenomenon. Across three studies we find evidence that brands can be
diluted via trademark tarnishment. We find that when a junior tarnishing brand is introduced to
consumers across multiple banner ad exposures, perceptions of the senior brand are harmed. This
happens even though consumers know the two marks come from different sources. Our results are
important for not only legal policy, but also marketing managers and ultimately consumer welfare.

Suneal Bedi and David Reibstein. “Errors in Measuring Minor Attributes using Choice
Modeling” (Under review at Journal of Marketing Research).

Conjoint analysis and choice models are widely used today. Using choice based methods to
understand preferences of major attributes is generally an easy task. However, there are many cases
in which valuing minor attributes is of interest to researchers and policy makers. To estimate the
willingness to pay for minor attributes, most conjoint analysis seeks to omit some major attributes
and attempt to hold them constant throughout the choice task. This is an all too common
occurrence in patent litigation and more recently in class action lawsuits. We show that when
omitting major attributes, the willingness to pay estimations of included attributes are biased
upwards. This effect is particularity pronounced for minor attributes. Using CBC simulations and a
sample of 800 M-turk respondents and choices of automobile features, we use hierarchal Bayes
estimation to show that certain minor features of automobiles seem to have a high WTIP when
major features are absent. The implications are that one should not use a conjoint for estimating
demand or WTP for a minor attribute if major attributes are missing from the study.

Suneal Bedi. “Marketing’s Ethical Blind Spot: Catering to Consumer Preferences” (Under
review at Journal of Marketing).

Marketers are guided by a longstanding mantra: Consumers preferences are king. In many ways, to be the
best marketer is to create products and services that are directly aligned with consumer preferences.
This paper focuses on the potential ethical issues associated with blindly catering to consumer
preferences. The preoccupation with consumer preferences leads marketers to prioritize them, even
if the preferences are perverse. This preoccupation can trigger a kind of cultural, group based harm.
Turning our attention to this kind of group-based harm has two ethical implications for

marketers. First, marketers should not cater to customer preferences in ways that create these harms
by reinforcing social hierarchies and stereotypes. And second, marketers may even have a positive
obligation to counteract and mitigate this kind of cultural harm by promoting cultural diversity in
their marketing activities.



“Consumer Responses to Employee Branding Decisions” with Americus Reed.

Employees in many instances act as brand ambassadors. Managing employee behavior is mainly
done through contracts that limit how they behave and what public positions they take. This paper
explores what marketing managers should do when employees misbehave either inside or outside of
the firm. Recent examples like the Google Damore memo show that companies often fire
employees for actions that go against the company’s brand. We seek to explore how decisions to fire
employees who stray from a company’s brand effect brand perceptions, likelihood of purchase, and
brand attitudes of the target company.

“Brand Recall Latency and Trademark Fame Designations” with Mike Schuster.

This paper argues that brand recall latency should be the required evidence to proving a trademark is
famous in infringement and dilution studies. Currently no empirical evidence is necessary to prove
that a trademark/brand is famous. Across several studies, we show that using brand recall latency
methods do provide reliable designations for fame and provide policy arguments on how these
methods can bring more consistency to trademark fame designations.

“Vector Autoregressive Models and Trademark Infringement” with David Reibstein.

This paper provides a quantitative strategy with which courts can better asses trademark dilution
damages. Vector Autoregressive models allow for more precise estimations of damages because they
help tease apart a decrease in sales due to changes in brand associations. This paper also argues that
VAR models can be used to predict dilution and hence argues for a “duty to cover” in trademark
dilution lawsuits.



