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Antecedents and Outcomes of Employee-Based Brand Equity - Bari, Muhammad Waseem 2022-06-17
Branding and human capital are considered a firm’s most important assets, and the development of these
intangible assets is a particularly challenging and important management task for human resource
managers and marketers. Employee-based brand equity is a key advantage for the organization and an
important part of the brand-based evaluation. To develop an effective and strong employee-based brand
equity, firms need to focus on the perceptions of employees and promote positive attitudes about affiliation
with the firm. Antecedents and Outcomes of Employee-Based Brand Equity explores the antecedents and
consequences of employee-based brand equity from different perspectives and different artifacts of
employee-based brand equity. This book highlights the importance of brand equity from a human resource
management perspective. It further highlights the ways in which brand equity can be fruitful in
understanding and learning different theories and concepts with the interaction of different industries and
culture. Covering topics such as employee retention, psychological capital, and brand experience, this
premier reference source is an indispensable resource for corporate offices, human resource managers,
business leaders and managers, governmental organizations, marketing professionals, customer service
professionals, libraries, students and educators of higher education, researchers, and academicians.
The Driving Trends of International Business in the 21st Century - Jessica Lichy 2019-06-10
Based on ongoing research at IDRAC Business School (France) and drawing from guest lectures at
international partner universities, this volume discusses the changing landscape of 21st century business.
Written by scholars and practitioners across the globe, it covers a number of business-related issues,
ranging from contemporary consumer trends to management styles, underscoring the notion of the global
village and drawing attention to subtle differences. The book will appeal to undergraduates, postgraduates
and managers who have an interest in how theories can be used to explain and identify the changes taking
place in the global, online business environment.
The Essential Brand Book - Iain Ellwood 2002
"Essential!" -- Marketing magazine "A must for marketing and business professionals alike." --Sales Director
This fully updated paperback edition of "The Essential Brand Book" is a companion resource for anyone
involved in brand issues and contains over 100 business models and techniques for building brand value.
The book is divided into four key areas: brand communication, brand definition, brand equity, and brand
strategy, and describes techniques with appropriate case studies.
Brands and Brand Management - Michael J. Houston 2010
First Published in 2010. Routledge is an imprint of Taylor & Francis, an informa company.
Asia Branding - Bang Nguyen 2017-09-16
This core adoptable textbook provides a comprehensive treatment of branding in Asia, focusing on a wide
range of key Asian countries including China, India, Japan, South Korea and members of ASEAN. This
edited collection includes a unique blend of theory, research and practice across both consumer and
corporate branding and discusses the topics of brand communication, brand relationships, social media
branding, brand reputation, place brands, university branding and brand innovation. Looking at the
relationship between companies, brands and consumers, this book highlights the need for a variety of

Contemporary Issues in Branding - Pantea Foroudi 2019-12-16
This book provides students and academics with a comprehensive analysis of the theory and practice of
branding. The challenge to explore new and effective ways of harnessing the power of communication to
engage with company stakeholders in interactive, immediate and innovative ways is ever-present in the
digital era. Digital marketing and social media create opportunities for managers to communicate their
brand’s identity to their consumers and stakeholders. Yet, limited empirical research exists to elucidate
these issues, and less still that assists our understanding of branding issues at an international level.
Recognising the complexity and plurality at the heart of the branding discipline, this text explores the
relationship between brands, identity and stakeholders. Working through building, designing and
maintaining a brand, the authors consider such aspects as strategic planning and campaign management,
research and measurement, media relations, employee communication, leadership and change
communication, and crisis branding. Critically, differing methods and approaches applied to branding and
communication research design are assessed, including both qualitative and quantative methods. Proposing
a mixture of theory and practice with international case studies, this book is an invaluable companion for
advanced undergraduate and postgraduate students, academics of marketing and strategic brand
management, as well as managers and decision makers globally.
Brand Revival - An Overview - Anonym 2012-03
Seminar paper from the year 2011 in the subject Business economics - Marketing, Corporate
Communication, CRM, Market Research, Social Media, grade: 2,0, University of Applied Sciences Essen,
course: Marketing, language: English, abstract: Due to a very fast changing market situation it is crucial for
companies to define clear brand strategies. Brand concepts are playing an ever more important role in
today's free market economy. Creating brand recognition is one of the major objectives of an
entrepreneurial venture. Brand strength and the associated image along with the brand are therefore
dependent on further brand management decisions strategies. This paper deals with, along with the brand
meaning and brand attributes, how brands can be faced with difficulties over a period of time i.e. because
of missing certain trends or decreasing marketing expenditure and how the brand image suffers and why a
lack of demand will thereby follow. Relaunching an existing brand is one strategy option next to launching
new brands. Since around 80% to 95% of new product launches fail it is a viable option.
Brand Management - Michael Beverland 2018-01-27
Presenting the basics of brand management, the book provides both a theoretical and practical guide to
brands, placing emphasis on the theory that the consumer is a co-creator in a brand′s identity. In a world in
which social media and inclusive digital platforms have increased customer engagement, the role of brands
and branding has changed. The line between the producer and the consumer has become blurred;
consumers are no longer the recipients of brand identity, but the co-creators, playing a significant role in
shaping new products and systems. To help students better understand the basics of brand management,
and the co-creation theory, the book includes a collection of geographically diverse case studies, including:
Burger King, Lego, Lynx, Maserati, HSBC and Vegemite. The book is complemented by online resources for
lecturers and students, including PowerPoint slides, journal articles, web and video links, and a selection of
exclusive videos with a professional brand consultant. Suitable reading for students of branding and brand
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strategic responses to meet the needs of different Asian consumers. Asia Branding is the perfect resource
for branding and international marketing undergraduate, postgraduate and MBA students looking to gain
further insight into this fascinating subject.
Brand Attachment - C. Whan Park 2008
Brand Attachment provides a theoretical construct about the factors that underlie strong brand
relationships. The authors define the construct of brand attachment and differentiate it from other
constructs arguing that brand attachment is critical to outcome variables that underscore the brand's value
to the firm.
The Handbook of Brand Management Scales - Lia Zarantonello 2015-08-05
The Handbook of Brand Management Scales is a concise, clear and easy-to-use collection of scales in brand
management. Scales are a critical tool for researchers measuring consumer insights, emotions and
responses. Existing handbooks of marketing scales do not include (or include very few) scales related to
brand management constructs. This book is the first to meet this need. Sample scales include brand
personality, brand authenticity, consumer–brand relationships and brand equity. Each scale is included
with a clear definition of the construct it is designed to benchmark, a description of the scale itself, how to
use it and examples of possible applications in managerial and academic contexts. A much-needed
reference point, this is a unique, vital and convenient volume that should be within reach of every
marketing scholar's and manager's desk.
Branding - John M. Murphy 2016-07-27
Brands are among the most valuable assets of most of today's corporations. Brand names are the lingua
franca of commerce. Branding is all about brands in both the packaged goods and the services industries how to develop them, how to protect them, how to use them effectively. It combines the practical
experience of marketing executives, trade mark lawyers, designers, advertising agents and others. It
provides an international perspective on branding and is the first, authoritative book written on this
increasingly important subject.
Customer Loyalty and Brand Management - María Jesús Yagüe Guillén 2019-09-23
Loyalty is one of the main assets of a brand. In today’s markets, achieving and maintaining loyal customers
has become an increasingly complex challenge for brands due to the widespread acceptance and adoption
of diverse technologies by which customers communicate with brands. Customers use different channels
(physical, web, apps, social media) to seek information about a brand, communicate with it, chat about the
brand and purchase its products. Firms are thus continuously changing and adapting their processes to
provide customers with agile communication channels and coherent, integrated brand experiences through
the different channels in which customers are present. In this context, understanding how brand
management can improve value co-creation and multichannel experience—among other issues—and
contribute to improving a brand’s portfolio of loyal customers constitutes an area of special interest for
academics and marketing professionals. This Special Issue explores new areas of customer loyalty and
brand management, providing new insights into the field. Both concepts have evolved over the last decade
to encompass such concepts and practices as brand image, experiences, multichannel context, multimedia
platforms and value co-creation, as well as relational variables such as trust, engagement and identification
(among others).
The Routledge Companion to Contemporary Brand Management - Francesca Dall'Olmo Riley 2016-07-15
The amount and range of brand related literature published in the last fifty years can be overwhelming for
brand scholars. This Companion provides a uniquely comprehensive overview of contemporary issues in
brand management research, and the challenges faced by brands and their managers. Original
contributions from an international range of established and emerging scholars from Europe, US, Asia and
Africa, provide a diverse range of insights on different areas of branding, reflecting the state of the art and
insights into future challenges. Designed to provide not only a comprehensive overview, but also to
stimulate new insights, this will be an essential resource for researchers, educators and advanced students
in branding and brand management, consumer behaviour, marketing and advertising.
The Routledge Handbook of Destination Marketing - Dogan Gursoy 2018-04-27
This book examines key contemporary marketing concepts, issues and challenges that affect destinations
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within a multidisciplinary global perspective. Uniquely combining both the theoretical and practical
approaches, this handbook discusses cutting edge marketing questions such as innovation in destinations,
sustainability, social media, peer-to-peer applications and web 3.0. Drawing from the knowledge and
expertise of 70 prominent scholars from over 20 countries around the world, The Routledge Handbook of
Destination Marketing aims to create an international platform for balanced academic research with
practical applications, in order to foster synergetic interaction between academia and industry. For these
reasons, it will be a valuable resource for both researchers and practitioners in the field of destination
marketing.
Handbook of Marketing - Barton A Weitz 2006-08-11
NEW IN PAPERBACK ′The Handbook of Marketing is different... that Barton Weitz and Robin Wensley are
its editors should suggest something out of the ordinary. A glance at the contributors (e.g., Wilkie. Webster,
Day, Shocker, Keller, Hauser, Winer, Stewart. Parasuraman. Zeithaml) puts the matter to rest. The
Handbook is an extraordinary effort. The blurb on the dust jacket is an understatement-the "Handbook will
be invaluable to advanced undergraduates, graduate students, academics, and thoughtful practitioners in
marketing"-the book is far more than that..... in short, the Handbook is probably invaluable to all academic
researchers′ - Journal of Marketing ′Handbook of Marketing is a rich compilation of thorough reviews in the
field of marketing management. The editors have selected premier marketing scholars and have given them
the opportunity to examine their area of expertise in a format much less confining than those provided by
the major journals in the field. The authors have taken this opportunity and have done an outstanding job
not only of reviewing and structuring the extensive body of thought in many major areas of marketing
management but also of providing valuable suggestions for further research. They have brought together
major contributions from the field of marketing and from other related disciplines. I strongly encourage
marketing scholars to consider Handbook of Marketing. The text will certainly appeal to those with
interests in marketing management; it may also be useful to those who are more focused on methodological
issues but interested in topics that need additional, rigorous investigation.... In summary, Weitz and
Wensley should be congratulated for the excellent work in developing Handbook of Marketing. The book
fills a major void in the marketing literature on marketing management and will serve the discipline for
many years to come′ - Journal of Marketing Research ′This text achieves the rare goal of covering marketing
clearly and deeply, with no unnecessary examples or pretty pictures. For the enquiring mind, it is a
wonderful link between a basic knowledge of marketing concepts and a grasp of where research in
marketing is taking us′ - Ken Simmonds, Emeritus Professor of Marketing and International Business,
London Business School The Handbook of Marketing presents a major retrospective and prospective
overview of the field of marketing, and provides a landmark reference at a time when many of the
traditional boundaries and domains within the marketing discipline have been subject to change. - A high
calibre collection compiled by an international and extremely distinguished advisory board of marketing
academics - With contributions from leading scholars in the field, each covering the latest research issues
in particular areas of expertise - Each chapter provides the necessary background for study and research of
specific empirical and theoretical topics in marketing. The Handbook of Marketing will be invaluable to
advanced undergraduates, graduate students and academics in marketing. International Advisory Board:
Sonke Albers Christian-Albrechts-University of Kiel, Germany / Erin Anderson INSEAD, France / Rick
Bagozzi Rice University, USA / Patrick Barwise London Business School / Rod Brodie University of Auckland
/ Anne T Coughlan Northwestern University / George Day University of Pennsylvania / Lars GunnarMattsson Stockholm School of Economics / Hubert Gatignon INSEAD, France / Håkan Håkansson The
Norwegian School of Management / Stephen J. Hoch University of Pennsylvania, USA / Kevin Keller
Dartmouth College, USA / Donald Lehmann Columbia University, USA / Gilles Laurent HEC, France /
Leonard Lodish University of Pennsylvania / Richard Lutz University of Florida / David Midgley INSEAD,
France / David Montgomery Stanford University, USA / William Perreault University of North Carolina, USA
/ John Roberts Stanford University, USA / Allan Shocker University of Minnesota / Piet Vanden Abeele
Vlerick Leuven Gent Management School, Belgium / Russell Winer University of California, Berkeley, USA /
Dick Wittink Yale School of Management, USA
Rethinking Place Branding - Mihalis Kavaratzis 2014-11-25
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As Place Branding has become a widely established but contested practice, there is a dire need to rethink
its theoretical foundations and its contribution to development and to re-assert its future. This important
new book advances understanding of place branding through its holistic, critical and evidence-based
approach. Contributions by world-leading specialists explore a series of crucially significant issues and
demonstrate how place branding will contribute more to cultural, economic and social development in the
future. The theoretical analysis and illustrative practical examples in combination with the accessible style
make the book an indispensable reading for anyone involved in the field.
Building Brands in Asia - Tim Andrews 2017-05-18
Cover -- Half Title -- Title Page -- Copyright Page -- Dedication -- Table of Contents -- List of illustrations -Acknowledgements -- 1. Introduction -- Foundations -- 2. Building brands: meaning, value, creation and
clothing -- Understanding brand value -- Defining the brand -- Brand constituents -- Being the brand -Clothing the brand -- 3. Developing the brand: focus, consistency and alignment -- Focus -- Consistency and
the delivered promise -- Organizational consistency -- The frontline -- Organizing talent for brand
consistency -- Frames for alignment: the VCI model -- 4. Marketing the brand: image extension and crossborder development -- Brand marketing -- Brand extensions: leverage and synergy -- Auditing the brand: the
KUBE diagnostic -- Horizontal extensions -- Vertical brand extensions -- Unintended extensions -- Brand
architecture -- Branding across borders -- International market entry -- International marketing adaptation - 5. Understanding Asia: from the inside and out -- Asian hardware -- Asian software -- Asian socio-cultural
norms: from the 'outside-in' -- Asian culture from the inside-out -- Corruption: elephants in the living room -Illustrations -- 6. Brand expressions I: consumer products -- Building and competing -- Frontlining -Marketing the brand -- CSR, ethics and (re-)gaining trust -- 7. Brand expressions II: services -- The hotel -The hospital -- The airline -- IFM (integrated facilities management) -- AOS (any other service) -- 8.
Postscript: destination Asia -- Revealing -- Building -- Communication -- Delivery -- References -- Index.
Grit - Angela Duckworth 2016-05-03
In this instant New York Times bestseller, Angela Duckworth shows anyone striving to succeed that the
secret to outstanding achievement is not talent, but a special blend of passion and persistence she calls
“grit.” “Inspiration for non-geniuses everywhere” (People). The daughter of a scientist who frequently noted
her lack of “genius,” Angela Duckworth is now a celebrated researcher and professor. It was her early eyeopening stints in teaching, business consulting, and neuroscience that led to her hypothesis about what
really drives success: not genius, but a unique combination of passion and long-term perseverance. In Grit,
she takes us into the field to visit cadets struggling through their first days at West Point, teachers working
in some of the toughest schools, and young finalists in the National Spelling Bee. She also mines fascinating
insights from history and shows what can be gleaned from modern experiments in peak performance.
Finally, she shares what she’s learned from interviewing dozens of high achievers—from JP Morgan CEO
Jamie Dimon to New Yorker cartoon editor Bob Mankoff to Seattle Seahawks Coach Pete Carroll.
“Duckworth’s ideas about the cultivation of tenacity have clearly changed some lives for the better” (The
New York Times Book Review). Among Grit’s most valuable insights: any effort you make ultimately counts
twice toward your goal; grit can be learned, regardless of IQ or circumstances; when it comes to childrearing, neither a warm embrace nor high standards will work by themselves; how to trigger lifelong
interest; the magic of the Hard Thing Rule; and so much more. Winningly personal, insightful, and even lifechanging, Grit is a book about what goes through your head when you fall down, and how that—not talent
or luck—makes all the difference. This is “a fascinating tour of the psychological research on success” (The
Wall Street Journal).
The Future of Branding - Rajendra K. Srivastava 2015-12-17
New ideas change the world. From social movements to scientific discovery the power of an idea is to
reshape the world, who we are, and how we live. Changes in the increasingly dynamic competitive
environment require a focus on what should be done, not just what is currently done. The inspiration for
this book is to provide an outlet for cogent ideas that will help managers build and maintain brands in the
future marketplace. Written by the leading minds management from around the globe who are redefining
best practices in managing brands, It examines the future of branding on key concepts including brand
performance management, brand strategy, brand building, revitalizing brands, brand valuation, brand
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analysis, brand protection, and brand experience. The all-star team includes: Martin Roll, Kevin Lane
Keller, Don E. Schultz, Bernd Schmitt, Jean-Noel Kapferer, , V. Kumar, Bharath Rajan, Lluis Martinez-Ribes,
Shi Zhang, Jean Yannis Suvatjis, Leslie de Chernatony, Vanessa M. Patrick and Henrik Hagtvedt, Gregory
M Thomas, Jeffrey Parkhurst Srinivas Reddy, Anupam Jaju, Werner Reinartz, Jeffery Andrien, Paul Benoit,
Philip C Zerrillo, Cem Bahadir, and Rajendra K Srivastava.
According to Kotler - Philip Kotler 2005
According to Kotler distills the essence of marketing guru Philip Kotler's wisdom and years of experience
into question and answer format. Based on the thousands of questions Kotler has been asked over the years
by clients, students, business audiences, and journalists, the book reveals the revolutionary thinking of one
of the profession's most revered experts.
Building Strong Brands - David A. Aaker 2010
As industries turn increasingly hostile, it is clear that strong brand-building skills are needed to survive and
prosper. In David Aaker's pathbreaking book, MANAGING BRAND EQUITY, managers discovered the value
of a brand as a strategic asset and a company's primary source of competitive advantage. Now, in this
compelling new work, Aaker uses real brand-building cases from Saturn, General Electric, Kodak, Healthy
Choice, McDonald's, and others to demonstrate how strong brands have been created and managed. A
common pitfall of brand strategists is to focus on brand attributes. Aaker shows how to break out of the box
by considering emotional and self-expressive benefits and by introducing the brand-as-person, brand-asorganisation, and brand-as-symbol perspectives. A second pitfall is to ignore the fact that individual brands
are part of a larger system consisting of many intertwined and overlapping brands and subbrands. Aaker
shows how to manage the "brand system" to achieve clarity and synergy, to adapt to a changing
environment, and to leverage brand assets into new markets and products. As executives in a wide range of
industries seek to prevent their products and services from becoming commodities, they are recommitting
themselves to brands as a foundation of business strategy. This new work will be essential reading for the
battle-ready.
Strategic Brand Management and Development - Sotiris T. Lalaounis 2020-12-30
Bringing together theories and concepts from brand management, consumer culture theory, marketing,
communications, and design, this book provides an understanding of how organisations can successfully
develop, market, and manage their brands. It draws extensively from scholarly research published in social
sciences and humanities to provide a detailed discussion of the process of brand management and
development. This book explores how organisations can design brand identities, develop brand marketing
programmes, measure brand performance, and sustain brand equity, combining psychological, sociological,
cultural, and management perspectives. It provides numerous examples that contextualise theory, enabling
the reader to understand how past and present branding campaigns and strategies can be deconstructed,
analysed, and evaluated, using these theoretical insights.With end-of-chapter case studies on Burberry,
Juventus F.C., Pukka Herbs, YO!, and many other European and global brands, Strategic Brand
Management and Development is an essential text for students in marketing, brand management, and
consumer research, or for anyone interested in understanding the extraordinary power and scope of brands
and branding in contemporary post-modern society.
Problems in Marketing - Luiz Moutinho 2007-12-12
Fully revised and updated, Problems in Marketing includes over 50 new problems. This varied and
challenging collection of problems has been written as a learning aid to any marketing textbook. The
problems cover a wide range of marketing practice, each problem concentrating on a single concept or
technique of marketing management. Problems begin with a full introduction to the concept followed by
explicit instructions for solving them. This leads directly to a series of discussion questions to further
enhance the application of each problem. Solutions are also available to lecturers by clicking on the
companion website logo above.
Innovation in Marketing - Peter Doyle 2012-10-02
Innovation in Marketing is a unique collection of empirical material describing both systems innovation and
the launch of new products. This ranges from the development of new high tech items such as the
Organiser from Psion, to the transfer of a major brand such as Virgin Direct to a new market. Based on this
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the authors have developed a clear analytical model for managing innovation with a marketing perspective.
Doyle and Bridgewater illustrate the key themes using case materials and the entirely new new work it
contains on the linkage between innovation and shareholder value. This gives the student and professional
a new decision making perspective. The key themes that structure the book are: Marketing and innovation the model, innovation and strategy, marketing strategies and shareholder value, best practice in innovation
management, effectiveness in innovation.
Business-to-Business Brand Management - Mark S. Glynn 2009-06-19
Focuses on sensemaking, decisions, actions, and evaluating outcomes relating to managing business-tobusiness brands including product and service brands. This book features chapters that address aspects of
the marketing mix for business-to-business and industrial marketers. It includes papers that provide brand
management insights for managers.
Brand Management - Paolo Popoli 2017-11-08
This book is an original, high-quality collection of chapters about highly topical and important brand
management issues, and it shows both theoretical and empiric analysis. The 10 selected chapters are
referred, with original contents and rigorous research methodologies, to some important challenges the
brand management has to face in the current competitive contexts, characterized by the dominance of the
intangible resources and the new information and communication technologies. Written by leading
academics, this book is dedicated not only to marketing and management scholars but also to students
wanting to investigate the knowledge concerning special fields and special brand management themes. As
well to the practitioners who can find a wide reference also to the managerial implication from the strategic
and operative perspectives.
Creating Powerful Brands - Leslie De Chernatony 2011
This book summarises the latest thinking and best practice in the domain of branding All new real
marketing campaigns show how branding theories are implemented in practice Brought right up to date
with a clear European and UK focus
Strategic Brand Management - Kevin Lane Keller 2002-12-01
Incorporating developments from both academia and industry, this exploration of brands, brand equity and
strategic brand management combines a theoretical foundation with numerous techniques and practical
insights. Suitable for both graduates and upper-level undergraduates.
Brand Equity & Advertising - David A. Aaker 2013-10-31
The tenth annual Advertising and Consumer Psychology Conference held in San Francisco focused on
branding -- a subject generating intense interest both in academia and in the "real world." The principle
theory behind these conferences is that much can be gained by joining advertising and marketing
professionals with academic researchers in advertising. Professionals can gain insight into the new
theories, measurement tools and empirical findings that are emerging, while academics are stimulated by
the insights and experience that professionals describe and the research questions that they pose. This
book consists of papers delivered by experts from academia and industry discussing issues regarding the
role of advertising in the establishment and maintenance of brand equity -- making this volume of interest
to advertising and marketing specialists, as well as consumer and social psychologists.
Brands and Branding - Rita Clifton 2009-04-01
With contributions from leading brand experts around the world, this valuable resource delineates the case
for brands (financial value, social value, etc.) and looks at what makes certain brands great. It covers best
practices in branding and also looks at the future of brands in the age of globalization. Although the
balance sheet may not even put a value on it, a company’s brand or its portfolio of brands is its most
valuable asset. For well-known companies it has been calculated that the brand can account for as much as
80 percent of their market value. This book argues that because of this and because of the power of not-forprofit brands like the Red Cross or Oxfam, all organisations should make the brand their central organising
principle, guiding every decision and every action. As well as making the case for brands and examining the
argument of the anti-globalisation movement that brands are bullies which do harm, this second edition of
Brands and Branding provides an expert review of best practice in branding, covering everything from
brand positioning to brand protection, visual and verbal identity and brand communications. Lastly, the
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third part of the book looks at trends in branding, branding in Asia, especially in China and India, brands in
a digital world and the future for brands. Written by 19 experts in the field, Brands and Branding sets out
to provide a better understanding of the role and importance of brands, as well as a wealth of insights into
how one builds and sustains a successful brand.
Branding and Brand Equity - Kevin Lane Keller 2002
The Strategy of Global Branding and Brand Equity - Alvin Lee 2015-03-02
Why does a customer choose one brand over another? What are the factors which would make an individual
more inclined to choose your brand? This book offers a way to predict which brand a buyer will purchase. It
looks at brand performance within a product category and tests it in different countries with very different
cultures. Following the Predictive Brand Choice (PBC) model, this book seeks to predict a consumer’s
loyalty and choice. Results have shown that PBC can achieve a high level of predictive accuracy, in excess
of 70% in mature markets. This accuracy holds even in the face of price competition from a less preferred
brand. PBC uses a prospective predicting method which does not have to rely on a brand’s past
performance or a customer’s purchase history for prediction. Choice data is gathered in the retail setting –
at the point of sale. The Strategy of Global Branding and Brand Equity presents survey data and
quantitative analyses that prove the method described to be practical, useful and implementable for both
researchers and practitioners of commercial brand strategies.
The Handbook Of Brand Management - David Arnold 1993-03-21
Establishing a brand name is the goal of anyone introducing a new product, and maintaining a brand over
time is even more profitable. Established brands are now major corporate assets, as shown when Philip
Morris bought Kraft for four times its book value.The Handbook of Brand Management explains the ins and
outs of managing brand names in today's fast-changing, competitive marketplace. Developed by marketing
expert David Arnold to answer managers' actual questions about brands, this essential guide combines
expert advice with the stories of thirteen successful companies from around the world.This book describes
how to research, target, budget, and promote new brand. It presents detailed analyses of marketing plans
used in situations both good (how did Anheuser-Busch introduce Michelob Dry so successfully?) and bad
(how could Perrier survive the benzene scare?).For established brands, managers learn tactics to reverse a
market-share decline, to extend brands internationally, and to appraise a brand name's financial value.
They find insights in the examples of Schering-Plough “stretching” the Coppertone brand to include
sunscreens for children, Birds Eye freezing out competitors by how it positioned a new meal in consumers'
minds, and many other popular brand-name products.
Kellogg on Branding - Alice M. Tybout 2011-01-07
The Foreword by renowned marketing guru Philip Kotler sets the stage for a comprehensive review of the
latest strategies for building, leveraging, and rejuvenating brands. Destined to become a marketing classic,
Kellogg on Branding includes chapters written by respected Kellogg marketing professors and managers of
successful companies. It includes: The latest thinking on key branding concepts, including brand
positioning and design Strategies for launching new brands, leveraging existing brands, and managing a
brand portfolio Techniques for building a brand-centered organization Insights from senior managers who
have fought branding battles and won This is the first book on branding from the faculty of the Kellogg
School, the respected resource for dynamic marketing information for today's ever-changing and
challenging environment. Kellogg is the brand that executives and marketing managers trust for definitive
information on proven approaches for solving marketing dilemmas and seizing marketing opportunities.
Building Customer-based Brand Equity - Kevin Lane Keller 2001
Branding For Dummies - Bill Chiaravalle 2011-03-01
Why do consumers pay a premium for a Dell or Hewlett-Packard laptop, when they could get a generic
machine with similar features for a lower price? The answer lies in the power of branding. A brand is not
just a logo. It is the image your company creates of itself, from your advertising look to your customer
interaction style. It makes a promise for your business, and that promise becomes the sticking point for
customer loyalty. And that loyalty and trust is why, so to speak, your laptops sell and your competitors’
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don’t. Whatever your business is, whether it’s large or small, global or local, Branding For Dummies gives
you the nuts and bolts know-how to create, improve, or maintain a brand. This plain-English guide will help
you brand everything from products to services to individuals. It gives you step-by-step advice on
assembling a top-notch branding team, positioning your brand, handling advertising and promotion,
avoiding blunders, and keeping your brand viable, visible, and healthy. You’ll get familiar with branding
essentials like: Defining your company’s identity Developing logos and taglines Launching your brand
marketing plan Managing and protecting your brand Fixing a broken brand Making customers loyal brand
champions Filled with easy-to-navigate icons, charts, figures, top ten lists, and humor, Branding For
Dummies is the straight-up, jargon-free resource for making your brand stand out from the pack—and for
positioning your business to reap the ensuing rewards.
The Palgrave Encyclopedia of Strategic Management - 2016-09-15
The Palgrave Encyclopedia of Strategic Management has been written by an international team of leading
academics, practitioners and rising stars and contains almost 550 individually commissioned entries. It is
the first resource of its kind to pull together such a comprehensive overview of the field and covers both the
theoretical and more empirically/practitioner oriented side of the discipline.
Managing Brand Equity - David A. Aaker 2009-12-01
The most important assets of any business are intangible: its company name, brands, symbols, and slogans,
and their underlying associations, perceived quality, name awareness, customer base, and proprietary
resources such as patents, trademarks, and channel relationships. These assets, which comprise brand
equity, are a primary source of competitive advantage and future earnings, contends David Aaker, a
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national authority on branding. Yet, research shows that managers cannot identify with confidence their
brand associations, levels of consumer awareness, or degree of customer loyalty. Moreover in the last
decade, managers desperate for short-term financial results have often unwittingly damaged their brands
through price promotions and unwise brand extensions, causing irreversible deterioration of the value of
the brand name. Although several companies, such as Canada Dry and Colgate-Palmolive, have recently
created an equity management position to be guardian of the value of brand names, far too few managers,
Aaker concludes, really understand the concept of brand equity and how it must be implemented. In a
fascinating and insightful examination of the phenomenon of brand equity, Aaker provides a clear and welldefined structure of the relationship between a brand and its symbol and slogan, as well as each of the five
underlying assets, which will clarify for managers exactly how brand equity does contribute value. The
author opens each chapter with a historical analysis of either the success or failure of a particular
company's attempt at building brand equity: the fascinating Ivory soap story; the transformation of Datsun
to Nissan; the decline of Schlitz beer; the making of the Ford Taurus; and others. Finally, citing examples
from many other companies, Aaker shows how to avoid the temptation to place short-term performance
before the health of the brand and, instead, to manage brands strategically by creating, developing, and
exploiting each of the five assets in turn
Conceptualizing, Measuring, and Managing Customer-based Brand Equity - Kevin Lane Keller 1991
Aaker on Branding - David Aaker 2014-07-15
An expert presents in a compact form the 20 essential principles of branding that will lead to the creation of
strong brands.
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