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Although the challenges in branding can be immense and difficult, branding is not
necessarily rocket science. I should know. I am not a rocket scientist—but my dad is.
He was a physicist in the Air Force for twenty years, working on various rocket fuels.
Always interested in what 1 do, he once asked what the book was all about. 1 ex-
plained the concept of brand equity and how the book addressed how to build, mea-
sure, and manage it. He listened, paused, and remarked, “That’s very interesting but,
uh, that’s not exactly rocket science.”

He’s right. Branding is not rocket science. It is just as much an art as a science.
There is always a creativity and originality component involved with branding. Even if
someone were to faithfully follow all the guidelines in the book—and all the guide-
lines were completely and properly specified—the success or failure of a brand strat-
egy would still depend largely on how exactly these guidelines were translated to
make up the strategy and how this strategy was then implemented. Nevertheless, good
marketing is all about improving the odds for success. The hope is that this book adds
to the scientific aspect of branding, illuminating the subject and providing guidance to
those who make brand-related decisions.



It is useful to answer a few questions to provide the reader and instructor with some
background as to what this book is about, how it is different from other books about
branding, who should read it, how a reader can get the most out of using the book,
and how the rest of the book is organized.

What Is the Book About?

This book deals with brands—why they are important, what they represent to con-
sumers, and what should be done by firms to manage them properly. As many busi-
ness executives now recognize, perhaps one of the most valuable of a firm’s assets are
the brands that they have invested in and developed over time. Although manufactur-
ing processes and factory designs often can be duplicated, strongly held beliefs and at-
titudes established in the minds of consumers often cannot be so easily reproduced.
The difficulty and expense of introducing new products, however, puts more pressure
than ever on firms to skillfully launch their new products as well as manage their exist-
ing brands.

Although brands may represent invaluable tangible assets, creating and nurtur-
ing a strong brand poses considerable challenges. Fortunately, the concept of brand
equity—which is the main focus of this book—can provide marketers valuable per-
spective and a “common denominator” to interpret the potential effects and trade-
offs of various brand strategies and tactics. Fundamentally, the brand equity concept
stresses the important role of the brand in marketing strategies. Brand equity relates
to the fact that different outcomes result in the marketing of a product or service be-
cause of its brand name or some other brand element, as compared to what happens if
that same product or service did not have that brand identification. In other words,
brand equity can be thought of as the marketing effects uniquely. attributable to the
brand. In a practical sense, brand equity represents the added value endowed to a
product as a result of past investments in the marketing activity for a brand. Brand eq-
uity serves as the bridge between what happened to the brand in the past and what
should happen to the brand in the future.




The chief purpose of this book is to provide a comprehensive and up-to-date
treatment of the subjects of brands, brand equity, and strategic brand management.
Strategic brand management involves the design and implementation of marketing
programs and activities to build, measure, and manage brand equity. An important
goal of the book is to provide managers with concepts and techniques to improve the
long-term profitability of their brand strategies. The book incorporates current think-
ing and developments on these topics from both academics and industry participants.
The book combines a comprehensive theoretical foundation with numerous practical
insights to assist managerial decision-making in day-to-day and long-term brand deci-
sions. Illustrative examples and case studies are based on brands marketed in the
United States and all over the world.

Specifically, the book provides insights into how profitable brand strategies can
be created by building, measuring, and managing brand equity. It addresses three im-
portant questions:

1. How can brand equity be created?
2. How can brand equity be measured?

3. How can brand equity be used to expand business opportunities?

In addressing these questions, the book is written to deliver a number of benefits.
Readers will learn:

1. The role of brands, the concept of brand equity, and the advantages of creating strong
brands.

2. The three main ways to build brand equity by properly choosing brand elements, design-
ing supporting marketing programs, and leveraging secondary associations.

3. Different approaches to measure brand equity and how to implement a brand equity
measurement system.

4. Alternative branding strategies and how to devise brand hierarchies and brand portfolios.

5. The role of corporate brands, family brands, individual brands, modifiers, and how they
can be combined into sub-brands.

6. How to adjust branding strategies over time and geographic boundaries to maximize
brand equity.

What Is Different About This Book?
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In writing this book, the objective was to satisfy three key criteria by which any mar-
keting text can be judged:

Deprh: The material in the book had to be presented in the context of a concep-
tual framework that was comprehensive, internally consistent and cohe-
sive, and well-grounded in the academic and practitioner literature.

Breadth: The book had to cover all those topics that practicing managers and stu-
dents of brand management find interesting and/or important.

Relevance:  The book had to be well-grounded in practice and easily related to past
and present marketing activities, events, and case studies.



Although a number of excellent books have been written about brands, no book has
really maximized those three dimensions to the extent possible. Accordingly, this
book set out to fill that gap by accomplishing three things. First, the book develops a
comprehensive framework that provides a definition of brand equity, identifies
sources and outcomes of brand equity, and provides tactical guidelines as to how to
build, measure, and manage brand equity. Recognizing the general importance of
consumers and customers to marketing—understanding and satisfying their needs and
wants—this framework approaches branding from the perspective of the consumer
and is referred to as customer-based brand equity. Second, besides these broad, funda-
mentally important branding topics, for completeness, a number of specific, related
branding topics are covered all through the book, such as legal issues, brand crises,
and corporate name changes. Finaily, to maximize relevance, numerous examples are
included to illuminate the discussion on virtually every topic, and over 75 Branding
Briefs are included to provide more in-depth examination of certain topics or brands.
In short, this book can help readers understand the important issues in planning
and evaluating brand strategies, as well as provide appropriate concepts, theories, and
other tools to make better branding decisions. The book identifies successful and un-
successful brand marketers—and why they have been so. Readers will have a greater

appreciation of the range of issues covered in branding as well as a means to organize
their thoughts about those issues.

Who Should Read the Book?

A wide range of people can benefit from reading this book:

* Students interested in increasing both their understanding of basic branding principles
and their exposure to classic and contemporary branding applications and case studies.

* Managers and analysts concerned with the effects of their day-to-day marketing decisions
on brand performance.

Senior executives concerned with the longer-term prosperity of their brand franchises
and product or service portfolios.

* All marketers interested in new ideas with implications for marketing strategies and tactics.

The perspective adopted in the book is relevant to any type of organization (public or
private, large or small), and the examples provided cover a wide range of industries
and geographies. To facilitate understanding of branding concepts across different

settings, specific applications to industrial, high-tech, service, retailer, and small-
business are reviewed in both chapters 1 and 15.

How Is the Book Organized?

The book is divided into five major parts, adhering to the “three-exposure opportu-
nity” approach to learning. Part I introduces branding concepts, Parts 11, III, and IV
provide all the specific details of those concepts, and Part V summarizes and applies

the concepts in various contexts. The specific chapters for each part and their contents
are as follows.
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Part 1 sets the stage for the book by providing the *“big picture” in terms of what
strategic brand management is all about. The goal of these chapters is to provide a
sense for the content and context of strategic brand management by identifying key
branding decisions and suggesting some of the important considerations for those de-
cisions. Specifically, chapter 1 introduces some basic notions about brands and the
role that they have played and are playing in marketing strategies. Chapter 1 defines
what a brand is, why brands matter, how anything can be branded, and provides a his-
torical review of branding. Chapter 2 introduces the concept of customer-based brand
equity, outlines the customer-based brand equity framework, and summarizes guide-
lines for building, measuring, and managing customer-based brand equity. The two
chapters provide a useful overview of the scope of and topics covered in the book. As
such they provide an excellent “top-line summary” for readers who want a flavor for
the book or when it is not possible to read all of the chapters. _

Part II examines the three major ways to build customer-based brand equity,
taking more of a “single product-single brand” perspective. As background, chapter 3
develops a conceptual model of brand knowledge and considers how it may impact
consumer response to marketing actions. Chapter 4 addresses the first way to build
customer-based brand equity and how to choose brand elements (e.g., brand names,
logos, symbols, slogans) and the role they play in contributing to brand equity. Chap-
ters 5 and 6 are concerned with the second way to build brand equity and how to opti-
mize the marketing mix to create customer-based brand equity. Chapter 5 is con-
cerned with product, pricing, or distribution strategies; chapter 6 is devoted to the
topic of creating integrated marketing communication programs to build brand eq-
uity. Although most readers are probably familiar with these “4 Ps” of marketing, it
can be illuminating to consider them from the standpoint of brand equity and the ef-
fects of brand knowledge on consumer response to marketing mix activity and vice
versa. Finally, chapter 7 examines the third major way to build brand equity—leverag-
ing secondary associations from other entities (e.g., company, geographical region,
person, other brands).

Part III looks at how to measure customer-based brand equity. These chapters
take a detailed look at what consumers know about brands, what marketers want
them to know, and how marketers can develop measurement procedures to assess
how well they are doing. Chapter 8 examines approaches to measure customers’
brand knowledge structures in order to be able to identify and quantify potential
sources of brand equity. Chapter 9 examines how to measure potential outcomes of
brand equity in terms of the major benefits a firm accrues from these sources of brand
equity. Chapter 10 puts all of these ideas together to consider how to develop and im-
plement a brand equity measurement system.

Part IV addresses how to manage brand equity, taking a broader, “multiple
product-multiple brand” perspective as well as a longer-term, multiple market per-
spective to brands. Chapter 11 considers issues related to branding strategies—which
brand elements a firm chooses to apply across the various products it sells—and how
brand equity can be maximized across all the different brands and products that might
be sold by a firm. Chapter 11 describes two important tools to help formulate brand-
ing strategies—the brand-product matrix and the brand hierarchy. Chapter 12 out-
lines the pros and cons of brand extensions and develops guidelines to facilitate the
introduction and naming of new products and brand extensions. Chapter 13 considers



how to reinforce, revitalize, and retire brands, examining a number of specific topics
in managing brands over time such as the advantages of maintaining brand consis-
tency, the importance of protecting sources of brand equity, and trade-offs in fortify-
ing versus leveraging brands. Chapter 14 examines the implications of differences in
consumer behavior and the existence of different types of market segments on manag-
ing brand equity. Particular attention is paid to international issues and global brand-
ing strategies.

Finally, Part V considers some implications and applications of the customer-
based brand equity framework. Chapter 15 highlights managerial guidelines and key
themes that emerged in earlier chapters of the book. The chapter also summarizes
success factors for branding, applies the customer-based brand equity framework to
address specific strategic brand management issues for different types of products
(i.e., industrial goods, high-tech products, services, retailers, and small businesses) and
relates the framework to several other popular views of brand equity. The appendices
that follow provide five detailed case studies on specific brand management topics.

How Can a Reader Get the Most Out of the Book?

Branding is a fascinating topic that has received much attention in the popular press.
The ideas presented in the book will help readers interpret current branding develop-
ments. One obvious way to better understand branding and the customer-based brand
equity framework is to apply the concepts and ideas presented in the book. These ap-
plications could involve current events or any of the more detailed branding issues or
case studies presented in the Branding Briefs. The Discussion Questions from the first
fifteen chapters often ask readers to pick a brand and apply one or more concepts
from that chapter. Focusing on one brand across all of the questions—perhaps as part
of a class or work project—permits some cumulative and integrated learning and is an
excellent way to become more comfortable and facile with the book material.

Finally, although trite to say, this book truly belongs to the reader. As with most
marketing, branding does not involve “right or wrong” answers, and readers should
question things they do understand or do not believe. This book is designed to facili-
tate your understanding of what is involved with strategic brand management and
present some “best practice guidelines.” At the end of the day, however, what you get
out of the book will be what you put into it, and how you blend the ideas contained in
these pages with what you already know or believe.

Kevin Lane Keller
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been working in the branding area. I have learned much from him, and although it is
tempting to say that he taught me all I know, that wouldn’t explain my backhand
(Dave, check the Epilogue—I'm still counting), Northwestern University’s Brian
Sternthal and Harvard University’s Stephen Greyser, John Quelch, and Al Silk have
been remarkably helpful to me over the years in all my teaching efforts. Katherine
Jocz and Paul Root at the Marketing Science Institute have been tireless supporters of
the branding area and provided me with access to numerous people and materials.
John Roberts from the Australian Graduate School of Management at the University
of New South Wales has broadened my perspective on branding in a number of differ-
ent, important ways. Stanford University’s Jim Lattin has been a resource on just
about anything I could ever think of—he’s as good a colleague as anyone could hope
for. Finally, Duke University’s Richard Staelin and Jim Bettman helped me get my
academic career started and continue to serve as role models in every sense of the
word.

Over the years, the doctoral students that I advised have helped in a variety of
useful ways in my branding pursuits, including Sheri Bridges (Wake Forest Univer-
sity), Meg Campbell (U.C.L.A.), Christie Brown (N.Y.U.), Jennifer Aaker
(U.C.L.A.), and Sanjay Sood (U.C.-Berkeley). Leslie Kimerling (Town Sports Inter-
national) went above and beyond the call of duty in helping me reach closure on some

case studies. A set of talented reviewers provided insightful feedback to earlier ver-
sions of the manuscript:

Rajeev Batra University of Michigan

Subodh Bhat San Francisco State University

Gerri Henderson  Duke University

Vicki Lane University of Colorado, Colorado Springs
Mary Sullivan University of Chicago

Bonghee Yoo Georgia State University

Finally, special thanks go to my wife, Punam Anand Keller, and two daughters, Car-
olyn and Allison, for.-understanding why, far too many times, there was a long delay
between their questions and my answers. I look forward to being able to devote more
attention to them—that is my chief reward for finishing this book.



This book took longer to write than I might have liked, but it would have taken even
longer—and perhaps may not have been finished—without the help and guidance of
many people. I want to recognize and thank those and others who made valuable con-
tributions to the writing of this book.

At Prentice Hall, Sandy Steiner, David Borkowsky, and Jim Boyd were enthusi-
astic supporters from start to finish. They exhibited great patience and persistence
throughout the entire process. Paul Feyn helped to “seal the deal,” Rachel Falk
helped to coordinate, and Michelle Rich and Valerie Lentz helped in production. As
editor, Whitney Blake played an invaluable role in helping me finish the book and
bring it to market. Pine Tree Composition provided prompt, careful, and considerate
attention all through the production process.

I have learned much about branding in my work with industry participants who
have unique perspectives on what seem to be working and what sees to not be work-
ing (and why) in the marketplace. Our discussions have enriched my appreciation for
the challenges in building, measuring, and managing brand equity and the factors af-
fecting the success and failure of brand strategies. I particularly want to thank the fol-
lowing individuals and others from their respective organizations: Scott Bedbury and
Jerome Conlan (Starbucks), Liz Dolan and Bill Zeitz (Nike), Meera Buck (Shell),
Jamie Murray (DuPont), Dennis Carter, Sally Fundakowski, Karen Alter, Ann
Lewnes, and Ellen Konar (Intel), Norbert Krapp and Ann-Christin Wagemann
(Beiersdorf), Steve Goldstein (Levi-Strauss), Patrick Tickle (Silicon Graphics), Lau-
rie Lang (Disney), Jack Kowiak (Kodak), Jay Dean (Young & Rubicam), and David
Sherbon (Communication Development Consultants).

I have also learned much about branding from the many academics who are now
working in the area. Their thoughtful ideas and research can be found throughout the
book. I have also benefited from the wisdom of my colleagues from the institutions
where I have held an academic position: Duke University, the University of California
at Berkeley, Stanford University, the Australian Graduate School of Management,
and the University of North Carolina at Chapel Hill. Several individuals deserve spe-
cial recognition. First and foremost, University of California, Berkeley’s David Aaker
has been a research colleague, sounding board, and good friend for as long as I have
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