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Only 74 out of the 500 companies (the
S&P 500 in 1957) remained on the list
through 1997.

Of those 74, only 12 outperformed the
S&P index itself over the 1957-1998
period.
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“The marketing battle will be a battle of brands,
a competition for brand dominance.
Businesses and investors will recognize
brands as the company’s most valuable
assets. ...

It is a vision about how to develop, strengthen,
defend, and manage a business. . ..

It will be more important to own markets than
to own factory. The only way to own markets
is to own market-dominant brands.”




(J Successful Power Brands

= Tiffany 1837
= Levi's 1850
= Steinway 1853
= Morton 1910
= |vory 1879
=" Harley 1903
= Maytag 1907
= Hallmark 1910
= CIAICE 1975

= Nike 1971 7
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What is Brand ?

« Origin = Brandr (“to burn”)

« Technical Definition (“b-rand”):
- Brand elements
* Practical Definition (“B-rand”):

- Functional and emotional values associated with a
brand — Intangible Assets
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Strategic Brand Management Process

(1) BRHE Xpoko] A5
(Building Brand Equity)

(2) HEHE Xpiko| &8
(Leveraging Brand Equity)

(3) HFE X4kl Zel/ xE gzt ThHA|
(Fortifying/ Revitalizing Brand Equity)



Note: Framework for Brand Equity Management

Brand
Identity
Elaboration
Target Brand Brand Brand
Definition Identity Brand Communication Image
* * Architecture 1
Design

Brand
Equity




=

of o|x|e} x|
| 2 ZBxte

3

jod

Z M| |

Ho
|

I

-

i

|.

M




Albert Einstein (1879-1955)

“Imagination is greater than Knowledge”



