
Kevin Keller – Chapters 1–15—Draft 03/27/02 

Strategic Brand Management 
 
Prologue 
Preface 
Chapter 1 - Brands & Brand Management 

PREVIEW...............................................................................................................................  

WHAT IS A BRAND? ...........................................................................................................  
Brands vs. Products ......................................................................................................  

WHY DO BRANDS MATTER?...........................................................................................  
Consumers....................................................................................................................  
Firms.............................................................................................................................  

CAN ANYTHING BE BRANDED? .....................................................................................  
Physical Goods.............................................................................................................  
Services ........................................................................................................................  
Retailers & Distributors ...............................................................................................  
On-line Products & Services ........................................................................................  
People & Organizations ...............................................................................................  
Sports, Art, & Entertainment........................................................................................  
Geographical Locations................................................................................................  
Ideas & Causes .............................................................................................................  

WHAT ARE THE STRONGEST BRANDS? .....................................................................  

BRANDING CHALLENGES AND OPPORTUNITIES ...................................................  

THE BRAND EQUITY CONCEPT.....................................................................................  

STRATEGIC BRAND MANAGEMENT PROCESS ........................................................  
Identifying and Establishing Brand Positioning and Values........................................  
Planning and Implementing Marketing Programs .......................................................  
Measuring and Interpreting Brand Performance..........................................................  
Growing and Sustaining Brand Equity.........................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — HISTORICAL ORIGINS OF BRANDING......................................  

 
 
 



Kevin Keller – Chapters 1–15—Draft 03/27/02 

Chapter 2 – Customer-Based Brand Equity 
PREVIEW...............................................................................................................................  

CUSTOMER-BASED BRAND EQUITY ............................................................................  
Brand Equity as a Bridge .............................................................................................  

WHAT MAKES A BRAND STRONG? ..............................................................................  
Brand Knowledge.........................................................................................................  

SOURCES OF BRAND EQUITY ........................................................................................  
Brand Awareness..........................................................................................................  
Brand Image .................................................................................................................  

HOW DO YOU BUILD A STRONG BRAND? ..................................................................  
The Four Steps of Brand Building ...............................................................................  
Brand Building Blocks .................................................................................................  
Brand Salience..............................................................................................................  
Brand Performance.......................................................................................................  
Brand Imagery..............................................................................................................  
Brand Judgments ..........................................................................................................  
Brand Feelings..............................................................................................................  
Brand Resonance..........................................................................................................  

BRAND BUILDING IMPLICATIONS ...............................................................................  
Customers Own Brands................................................................................................  
Don’t Take Shortcuts with Brands ...............................................................................  
Brands Should Have a Duality .....................................................................................  
Brands Should Have Richness .....................................................................................  
Brand Resonance Provides Important Focus ...............................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — THE MARKETING ADVANTAGES OF STGRONG BRANDS ..  

 
 
 

Chapter 3 – Brand Positioning & Values 
PREVIEW...............................................................................................................................  

IDENTIFYING AND ESTABLISHING BRAND POSITIONING...................................  
Basic Concepts .............................................................................................................  
Target Market...............................................................................................................  
Nature of Competition..................................................................................................  
Points-of-Parity and Points-of-Difference ...................................................................  
Positioning Guidelines .................................................................................................  



Kevin Keller – Chapters 1–15—Draft 03/27/02 

Updating Positioning Over Time .................................................................................  

DEFINING AND ESTABLISHING BRAND VALUES 
Core Brand Values .......................................................................................................  
Brand Mantras ..............................................................................................................  

INTERNAL BRANDING......................................................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — BRAND AUDIT GUIDELINES.........................................................  

 
 
 

Chapter 4 – Choosing Brand Elements to Build Brand 
Equity 

PREVIEW...............................................................................................................................  

BRAND ELEMENT CHOICE CRITERIA ........................................................................  
Memorability................................................................................................................  
Meaningfulness ............................................................................................................  
Likeability ....................................................................................................................  
Transferable..................................................................................................................  
Adaptable .....................................................................................................................  
Protectable....................................................................................................................  

BRAND ELEMENT OPTIONS & TACTICS.....................................................................  
Brand Names ................................................................................................................  
URL’s ...........................................................................................................................  
Logos & Symbols.........................................................................................................  
Characters.....................................................................................................................  
Slogans .........................................................................................................................  
Jingles...........................................................................................................................  
Packaging .....................................................................................................................  

PUTTING IT ALL TOGETHER .........................................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — LEGAL BRANDING CONSIDERATIONS.....................................  

 
 
 



Kevin Keller – Chapters 1–15—Draft 03/27/02 

Chapter 5 – Designing Marketing Programs to Build 
Brand Equity 

PREVIEW...............................................................................................................................  

NEW PERSPECTIVES ON MARKETING .......................................................................  
Personalizing Marketing ..............................................................................................  
Reconciling the New Marketing Approaches ..............................................................  

PRODUCT STRATEGY .......................................................................................................  
Perceived Quality and Value........................................................................................  
Relationship Marketing ................................................................................................  
Summary ......................................................................................................................  

PRICING STRATEGY..........................................................................................................  
Consumer Price Perceptions.........................................................................................  
Setting Prices to Build Brand Equity ...........................................................................  
Summary ......................................................................................................................  

CHANNEL STRATEGY.......................................................................................................  
Channel Design ............................................................................................................  
Indirect Channels..........................................................................................................  
Direct Channels ............................................................................................................  
Digital Web Strategies .................................................................................................  
Summary ......................................................................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — PRIVATE LABEL STRATEGIES AND RESPONSES..................  

 
 
 

Chapter 6 – Integrating Marketing Communications to 
Build Brand Equity 

PREVIEW...............................................................................................................................  

INFORMATION PROCESSING MODEL OF COMMMUNICATIONS ......................  

OVERVIEW OF MARKETING COMMUNICATION OPTIONS .................................  
Advertising ...................................................................................................................  
Promotion.....................................................................................................................  
Event Marketing and Sponsorship ...............................................................................  
Public Relations & Publicity ........................................................................................  
Personal Selling............................................................................................................  

DEVELOPING INTEGRATED MARKETING COMMUNICATION PROGRAMS ..  
“Mixing” Communication Options ..............................................................................  



Kevin Keller – Chapters 1–15—Draft 03/27/02 

“Matching” Communication Options ..........................................................................  
Using IMC Choice Criteria ..........................................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS 6.0 — WEATHERING A BRAND CRISIS: THE TYLENOL 

EXPERIENCE........................................................................................................................  

BRAND FOCUS 6.1 — COORDINATING MEDIA TO BUILD BRAND EQUITY .....  

 
 
 

Chapter 7 – Leveraging Secondary Brand Knowledge to 
Build Brand Equity 

PREVIEW...............................................................................................................................  

CONCEPTUALIZING THE LEVERAGING PROCESS.................................................  
Creation of New Brand Association.............................................................................  
Effects on Existing Brand Knowledge .........................................................................  
Guidelines.....................................................................................................................  

COMPANY.............................................................................................................................  

COUNTRY-OF-ORIGIN AND OTHER GEOGRAPHICAL AREAS ............................  

CHANNELS OF DISTRIBUTION ......................................................................................  

CO-BRANDING.....................................................................................................................  
Guidelines.....................................................................................................................  

INGREDIENT BRANDING .................................................................................................  
Advantages and Disadvantages....................................................................................  
Guidelines.....................................................................................................................  

LICENSING ...........................................................................................................................  
Guidelines.....................................................................................................................  

CELEBRITY ENDORSER ...................................................................................................  
Potential Problems........................................................................................................  
Guidelines.....................................................................................................................  

SPORTING, CULTURAL OR OTHER EVENTS.............................................................  

THIRD-PARTY SOURCES..................................................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — GOING FOR CORPORATE GOLD AT THE OLYMPICS..........  



Kevin Keller – Chapters 1–15—Draft 03/27/02 

 
 
 

Chapter 8 – Developing A Brand Equity Measurement & 
Management System 

PREVIEW...............................................................................................................................  

THE BRAND VALUE CHAIN.............................................................................................  
Value Stages.................................................................................................................  
Illustrations...................................................................................................................  
Implications..................................................................................................................  

DESIGNING BRAND TRACKING STUDIES...................................................................  
What to Track...............................................................................................................  
How to Conduct Tracking Studies ...............................................................................  
How to Interpret Tracking Studies ...............................................................................  

ESTABLISHING A BRAND EQUITY MANAGEMENT SYSTEM ...............................  
Brand Equity Charter ...................................................................................................  
Brand Equity Report.....................................................................................................  
Brand Equity Responsibilities......................................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — UNDERSTANDING AND MANAGING TE MAYO CLINIC 

BRAND....................................................................................................................................  

 
 
 

Chapter 9 – Measuring Sources of Brand Equity: 
Capturing Customer Mindset 

PREVIEW...............................................................................................................................  

QUALITATIVE RESEARCH TECHNIQUES...................................................................  
Free Association...........................................................................................................  
Projective Techniques ..................................................................................................  
Brand Personality and Values ......................................................................................  
Experiential Methods ...................................................................................................  
Summary ......................................................................................................................  

QUANTITATIVE RESEARCH TECHNIQUES................................................................  
Awareness ....................................................................................................................  
Image............................................................................................................................  
Brand Responses ..........................................................................................................  
Brand Relationships .....................................................................................................  



Kevin Keller – Chapters 1–15—Draft 03/27/02 

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — HARVARD RESEARCH INTO CONSUMERS & BRANDS........  

 
 
 

Chapter 10 – Measuring Outcomes of Brand Equity: 
Capturing Market Performance 

PREVIEW...............................................................................................................................  

COMPARATIVE METHODS..............................................................................................  
Brand-Based Comparative Approaches .......................................................................  
Marketing-Based Comparative Approaches ................................................................  
Conjoint Analysis.........................................................................................................  

HOLISTIC METHODS.........................................................................................................  
Residual Approaches....................................................................................................  
Valuation Approaches ..................................................................................................  

REVIEW .................................................................................................................................  
Closing Thoughts .........................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

YOUNG & RUBICAM’S BRAND ASSET VALUATOR..................................................  

 
 
 

Chapter 11 – Designing and Implementing Branding 
Strategies 

PREVIEW...............................................................................................................................  

BRAND-PRODUCT MATRIX.............................................................................................  
Definitions....................................................................................................................  
Breadth of a Branding Strategy....................................................................................  
Depth of a Brand Strategy............................................................................................  

BRAND HIERARCHY..........................................................................................................   
Definitions....................................................................................................................  
Building Equity at Different Hierarchy Levels ............................................................  
Corporate Image Dimensions.......................................................................................  

DESIGNING A BRANDING STRATEGY .........................................................................  
Number of Levels of the Brand Hierarchy...................................................................  
Desired Awareness and Image at Each Hierarchy Level .............................................  
Combining Brand Elements From Different Levels ....................................................  



Kevin Keller – Chapters 1–15—Draft 03/27/02 

Linking Brand Elements to Multiple Products.............................................................  
Adjustments to the Marketing Program .......................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — USING CAUSE MARKETING TO BUILD BRAND EQUITY.....  
 
 
 

Chapter 12 – Introducing and Naming New Products and 
Brand Extensions 

PREVIEW...............................................................................................................................  

NEW PRODUCTS AND BRAND EXTENSIONS..............................................................  

ADVANTAGES OF EXTENSIONS ....................................................................................  
Facilitate New Product Acceptance .............................................................................  
Provide Feedback Benefits to the Parent Brand...........................................................  

DISADVANTAGES OF BRAND EXTENSIONS...............................................................  

UNDERSTANDING HOW CONSUMERS EVALUATE BRAND EXTENSIONS .......  
Managerial Assumptions..............................................................................................  
Brand Extensions and Brand Equity ............................................................................  

EVALUATING BRAND EXTENSION OPPORTUNITIES.............................................  
Define Actual and Desired Consumer Knowledge about the Brand............................  
Identify Possible Extension Candidates .......................................................................  
Evaluate Extension Candidate Potential ......................................................................  
Design Marketing Programs to Launch Extension ......................................................  
Evaluate Extension Success and Effects on Parent Brand Equity ...............................  

EXTENSION GUIDELINES BASED ON ACADEMIC RESEARCH ............................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — GUIDELINES FOR PROFITABLE LINE EXTENSIONS............  
 
 
 

Chapter 13 – Managing Brands Over Time 
PREVIEW...............................................................................................................................  

REINFORCING BRANDS....................................................................................................  
Maintaining Brand Consistency...................................................................................  
Protecting Sources of Brand Equity .............................................................................  



Kevin Keller – Chapters 1–15—Draft 03/27/02 

Fortifying vs. Leveraging.............................................................................................  
Fine-Tuning the Supporting Marketing Program.........................................................  
Summary ......................................................................................................................  

REVITALIZING BRANDS ..................................................................................................   
Expanding Brand Awareness .......................................................................................  
Improving Brand Image ...............................................................................................  
Entering New Markets .................................................................................................  

ADJUSTMENTS TO THE BRAND PORTFOLIO............................................................  
Migration Strategies .....................................................................................................  
Acquiring New Customers ...........................................................................................  
Retiring Brands ............................................................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — CORPORATE REBRANDING AND NAME CHANGES..............  
 
 
 

Chapter 14 – Managing Brands Over Geographical 
Boundaries and Market Segments 

PREVIEW...............................................................................................................................  

RATIONALE FOR GOING INTERNATIONAL ..............................................................  

ADVANTAGES OF GLOBAL MARKETING PROGRAMS ..........................................   

DISADVANTAGES OF GLOBAL MARKKETING PROGRAMS ................................  
STANDARDIZATION VS. CUSTOMIZATION ...............................................................  

Standardization and Customization..............................................................................  

GLOBAL BRAND STRATEGY ..........................................................................................  
Global Customer-Based Brand Equity.........................................................................  
Global Brand Positioning.............................................................................................  

BUILDING GLOBAL CUSTOMER-BASED BRAND EQUITY.....................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — BUILDING BRAND EQUITY ACROSS OTHER MARKET 
SEGMENTS............................................................................................................................  

 
 
 



Kevin Keller – Chapters 1–15—Draft 03/27/02 

Chapter 15 – Closing Observations 
PREVIEW...............................................................................................................................  

STRATEGIC BRAND MANAGEMENT GUIDELINES..................................................  
Summary of Customer-Based Brand Equity Framework ............................................  
Tactical Guidelines.......................................................................................................  

WHAT MAKES A STRONG BRAND? ..............................................................................   

SPECIAL APPLICATIONS .................................................................................................  
Industrial & Business-to-Business Products ................................................................  
High-Tech Products......................................................................................................  
Services ........................................................................................................................  
Retailers........................................................................................................................  
Small Businesses ..........................................................................................................  
On-Line ........................................................................................................................  

FUTURE BRAND PRIORITIES..........................................................................................  
Building Brand Equity .................................................................................................  
Measuring Brand Equity ..............................................................................................  
Managing Brand Equity ...............................................................................................  
Achieving Marketing Balance......................................................................................  

REVIEW .................................................................................................................................  

DISCUSSION QUESTIONS .................................................................................................  

BRAND FOCUS — THE BRAND REPORT CARD .........................................................  
 
 
 


