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A What is a brand, and how does branding work?
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A What is a brand equity?
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AHow is brand equity built?
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A How is brand equity measured?
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AHow is brand equity managed?
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AWhat is brand architecture?
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ANhat is customer equity?
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Does Branding Work?
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Leadership
High earnings / high potential
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Energized Brand Strength

(Differentiation, Relevance, Energy)

Up-and-Coming/Miche
JeiBlue

Ikea

TV

Redbull

Leaders
Google
U5A
Pringles
Mike
Declining
Lzadars
Kodak
AAA
Tide
Paylass Shoe Source

Maw/Undeveloped
BlackBerry
Sephora

SAP

British Ainways

Erodad/Commaditized
Centrum

Entartainment Weskly
Welis Fargo

Budgst Rent-A-Car

Brand Siafure
(Esteem & Knowledge)
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Measuring Brand Equity
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brand value chain
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: Anpie $1189
2 Gangle $107 4
3 Coca-Cola $816
A E3m 2.
5 Microsoft o651
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9 McDonakd s 42 3
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Managing Brand Equity
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Devising a Branding Strategy
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Branding Decisions
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