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“We don’t get people to try our product by convincing them to love our brand;
we get them to love our brand by convincing them to try our product.” (Bob
Hoffman)
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“The point is this: our brands are very important to us marketers and very
unimportant to most consumers. Please read that again.” (Bob Hoffman)
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“If you want your brand to benefit from word of mouth you'd better give
consumers something worth talking about.” (Ken Peters)
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A brand trying to be all things to all people = “blanding!” (Simon Manchipp)
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“Brand is not what YOU say it is. It's what THEY say it is.”(Marty Neumeier)
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“People don't buy what you do; they buy why you do it. And what you do simply
proves what you believe” (Simon Sinek)
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“Your brand is not what you sell.”(John Iwata)
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“A product can be quickly outdated, but a successful brand is timeless.” (Stephen
King)

“Successful brands are an experience, not an entity.” (Melissa Bolton)
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“A brand is a product, but one that adds other dimensions that differentiate it in

some way from other products designed to satisfy the same need.” (Kevin Lane
Keller)

G500 Y game 5 b plete b B ool 00g38] T b (6,500 slul a5 ol Jgama bl sl Jguammo S &5
OIS od 0285 03l 03,51 1) LSy alss L 5L S

“The consumers attribute the value of a product to its brand. When a brand can
have a powerful status in the customer minds, it can assure the costumers to
have it and this makes the consumers not to change their purchase behavior
from brand to brand” (Chen)
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“Brand handling synergy means developing and communicating your company's
values and identity consistently.” (Martin Lindstrom)
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“People’s relationship with a brand is becoming a dialog, not a monolog.” (Lee
Clow)
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“A brand doesn’t need a unique position in the market as much as a unique
position in consumers’ minds.” (Lee Clow)
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“A brand that captures your mind gains behavior. A brand that captures your

heart gains commitment.” (Scott Talgo)
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“The most important ingredient in marketing is to stake out a unique claim that

differentiates your brand from everybody else’s brand.” (Rance Crain)
S oo pleie 10 Wiy ] Leds Wiy oS Cal (60,8 4 pazie sleol iy (oLl o paie p g
(S o)
4 b o g 0] o Olas 4 0 e o Lol Cuglyl a5 wiin &5 ,5 5o saulS slo ol dass
o,5 Chris Halliburton) .aciie 85 caxdge 5 ples puas Slo byl e ob,LL isu
Oy el
Wlgs oo o By Aoz 518 18 SO (sgire shnlyls (o lojle Slam (g3 coSIbe ylojles Ml b gollas
S Sl @l pepaedy)ldly o daniyy wes platslogs 4|y oS y5 o S 5l ae 0 80
A S5 glady gl (gl s plladle 5 pldgie i)l Glpae g, Gl Il aits <50

19




o o)l S aS s ole Sl e 3T s i e &5 0SS oSS (6 IS dyle s S il A @
(Blackett

“Brand is a legal statement of ownership” (Crainer)
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A brand is “The intangible sum of a product’s attributes: its name, packaging, and
price, its history, its reputation, and the way it’s advertised.”(David Ogilvy)
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Simple sticky ideas drive brand success.” (Allen Adamson)

“Brands must make use of the inclination of consumers to be persuaded by

friends.” (Martin Lindstrom)
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“Small Data is not about testing concepts - it is more to create the foundation for
innovative brand thinking.” (Martin Lindstrom)
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“While the decision to rethink these brands is a sound one—and long overdue—
it is simply not enough. Not only do the brands need to change, so do the

mindsets that contributed to the branding and their longevity.” (Debbie
Millman)
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(Iain Ellwood)
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“A brand position is part of the brand identity and value proposition thatis to be
actively communicated to the target audience and that demonstrates and
advantage over competing brands” (Aaker).
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“A well-positioned brand has a competitively attractive position supported by
strong associations, such as high rating on a desirable attribute like friendly
service, or store’s offering of home delivery” (Aaker)
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Revitalization, Re-positioning, Re-branding
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“A makeover is the rebranding of a human being.” (Mokokoma Mokhonoana)
el loznd 5 a3y Sl Coaseds glo gline 4y i 3T5L 1 g5l
Rebranding is “the practice of building a new a name representative of a

differentiated position in the mindset of stakeholders and a distinctive identity
from competitors”. (Muzellec et al)
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“Rebranding consists of changing some or all of the tangible (the physical

expression of the brand) and intangible (value, image, and feelings) elements of
a brand.” (Daly and Moloney)
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“Rebranding involves change not only in the visual identity of the organisation
but it also leads to real change within the organization.” (Hankinson and Lomax)
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Manage Project

N N

Monitor and Consult and
Management of firm Re-development of

manage engage with
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Identify and address
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Merrilees: Rebranding Trilogy
of

Brand Vision
Brand Orientation
Brand Strategy Implementation

Goodyear & Others
Six Stage Brand

Evolution, Unbranded to
Brand as Reference,
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PCDL model, Aaker: (Positioning the brand, Communicating the brand message,
Delivering the brand performance, and Leveraging the brand equity)
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Brand Value Chain Model,Kevin Lane Keller :

@ Brand Value Chain

Strategic Brand Management — Kevin Lane Keller

Value Marketing Consumer Market Shareholder
Stages | Program ~ " |Mindset | " |Performance *| value
Investment :
* Product * Awareness * Price Premium i Stock Price
+ Communication | * Association * Price Elasticity i *P:E Ratio
+ Trade : * Attitude * Market Share :*» Market Capitalization
* Employee : * Attachment * Expansion Success !
+ Others i+ Activity : * Cost Structure
v v * Profitability v
T Program Market Investor
Multiplier Quality* Condition Sentiments
* Clarity * Competitor Effort * Market Dynamics
* Relevance * Channel Support * Growth
* Distinctiveness * Customer Size and Profile  * Risk Profile
* Consistency * Brand Contribution
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Brand Mind Space model, Thomas Gad:

Functional The brand code represents an
Understand these four Dimension organization’s unique corporate DNA,
Dimension and create which can be used to drive every

the brands of the aspect of the business from product

innovation to recruitment.
Social Mental
Dimension Dimension
4D branding offers a

The model enables companies to
revolutionary 4D model for create their own unique “Brand

unders;anding brar;d Spiritual Code” or “Mind space”
strengths and weaknesses. Dimension
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4D- Brand
Mind Space




