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ENERGIZED
DIFFERENTIATION
The brand’s point
of difference RELEVANCE
and cultural currency brand is to you
Relates to consideration
and trial ESTEEM
How you regard the KNOWLEDGE
brand An intimate
Relates to perceptions understanding
of quality and loyalty understanding
of the brand
Relates to awareness and
consumer experience
| |
BRAND STRENGTH BRAND STATURE
Leading Indicator Current Indicator
Future Growth Value Current Operating Value
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STRENGTH
Energized Differentiation and Relevance

]
HH

HIGH 3=

LOW

These brands have low brand strength but high
potential. They have built some energy and
relevance, but are known to only a relatively
small audience. Consumers are expressing

144 %

These brands have become irresistible,
combining high brand strength with high brand
stature. They have high earnings, high margin
power, and the greatest potential to create

Esteem and Knowledge

These brands, with both low brand stature
and low brand strength, are not well known
among the general population. Many are new
entrants; others are middling brands that have
lost their way.

Copyright © 2012 Pearson Education

These brands show why high brand stature by

itself is insufficient for maintaining a leading
position. They struggle to overcome what
consumers already know about and except
from them.
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curiosity and interest. ' future value.
1 Pixar Nike:,. Microsoft
i y Dr. Pepper
Crocs Wikipedia ! IKEA 6 Ninetendo Wii P Apple Target
! Harley-Davidsan
AMD | Toyot
Mini Cooper ¢ iPhone Amggpn ” oo
Pom Vo', Netflix  Adidas 0 ylenol
i : ' BlackBen
Tazo Lindt  (SanDisk ! n Verizon
. . DirecTV
Glacéau | Palm ' Nikon
Vitamin ! Burger King
Lenovd ' \yater NICHE/MOMENTUM >
Method Patagonia + Kb LEADERSHIP !
o Bk o L ASCAR Adil
rameen Ban . _ ! Staples
Facebook  SilkSoymilk ! Nordstrom Blockbuster g
Shiseido Moet & Chandon Absolut ! 0L
Red Bull  Autotrader
G . Denny’ Bausch &Lomb
arnief 0 enny’s .
i Bank of America
Kayak.com Lacoste NBA | )
. Sprint
) NEW/UNFOCUSED | Amefigan Airlines Gerber
Flickr .. Michelob
BitTorrent N Kia |
] apster  yiacom : ERODING/DECLINING HER Block
Second Life Vespa Finessé '
Vonage  Taster's Choice ! Midas
Jogztmper Biistan ! Century 21 Greyhound
. Prudential
Schlitz Diners Club  Efferdent 3 Alpd
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BN 1 &5

Nothing else beats it Bonding
Does it offer something Advantaae
better than the others? g

Can it deliver? Performance
Does it offer
) Relevance
me something?
Do I know Presence
about it?
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Strong relationship/
High share of category expenditure

Weak relationship/
Low share of category expenditure




N K] 9.4 & IR AR

Branding Objective at
Stages of Brand Development Brand / ' Brand Building Each Stage

Blocks
4. Relationships = Intense,
What about you and me? active loyalty
/ Resonance
3. Response = N Positive,
What about you? / Judgments | Feelings accessible reactions
2. Meaning = Points-of-parity
Performance Image .
What are you? gery & difference
1. Identity = Salience Deep, broad
Who are you? brand awareness
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Brand Brand Building
Blocks

/ Resonance

____.--"':Judgments Feelings

Performance Imagery

Salience
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Ingredients Company
Alliances \\ // Extensions
Other
Brands Country
Emipl
mployess —
People BRAND Places
Endorsers Channels
Things
Events Third-party
endorsements

Causes
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VALUE hg?;k?:;g Customer Brand Shareholder
STAGES g Mind-set Performance Value
Investment
- Product - Awareness - Price premiums - Stock price
- Communications - Associations - Price elasticities - P/E ratio
- Trade - Attitudes - Market share - Market capitalization
- Employee - Attachment - Expansion success
- Other - Activity - Cost structure
- Profitability
! A
£ Program | { Customer | f Market |
MULTIPLIERS \  Multiplier | |\ Multiplier | | Multiplier
\ / /
- Clarity - Competitive reactions - Market dynamics
- Relevance - Channel support - Growth potential
- Distinctiveness - Customer size & profile - Risk profile
- Consistency - Brand contribution
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Brand
Coca-Cola
BN
Microsoft
GE

Mokia
McDonald's
Google
Toyota

Intel

Disney
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2009 Brand Value (Billions)
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‘ Market Segments
: y N 3
Financial | {  Demand .I'| |'; Competitive
Analysis i \ Drivers | \ Benchmarking |
. 4 ..‘\_\_. f{_.- h ;
{ Intangible f Role of | I" Brand "I
Earnings | | Branding | | Strength |
/ b y
\ %, 2 \H_ v
. .-'/-'. g i 9
I_.-' Brand '-._I
Efrr:im |  Discount |
o \ rate
Brand Value

(net present value of future brand earnings)
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