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Three Key Insights 
about the Nature and Power of Brands

FROM:

Brands as static entities

Brands as assets created 
and controlled by the firm

Brands exist in the minds 
of consumers

TO:

Dynamic and evolutionary 
(How brands come to mean; 
development processes)

Brands as co-created 
entities

Brands live in cultures



Brand Personality Matters

Exciting
Brand 

Behaviors
in the 

Relationship

Sincere
Brand Relationship

Development
Dynamics

Source:  Aaker, Fournier, and Brasel (2004), “When Good Brands Do Bad”
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( 1 )  R e l a t i o n s h ip  I n i t i a t i o n  
 

 
I n t r o d u c t i o n  o f  C a p t u r a  B e t a  T e s t  ( p e r s o n a l iz e d  e m a il )  
-  i n v i t a t i o n  m a i le d  t o  p a r t i c i p a n t s  
-  p a r t i c i p a n t s  a r e  r a n d o m ly  c o d e d  i n t o  f o u r  c o n d i t i o n s  
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( 2 )  R e l a t i o n s h ip  G r o w t h :   
K n o w le d g e  E x c h a n g e  
 

 
L e a r n i n g  a b o u t  C a p t u r a , L e a r n in g  a b o u t  C u s t o m e r  ( w e b s i t e  v i s i t )  
-   p a r t ic i p a n t s  e x p lo r e  c o n t e n t  a n d  r e g i s t e r  o n  w e b s i te  
-  p a r t i c i p a n t s  c o m p le t e  b a c k g r o u n d  q u e s t i o n n a i r e   
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( 3 )  R e l a t i o n s h ip  G r o w t h :   
I n t im a c y  D e v e l o p m e n t  
 

 
G i f t  o f  C a m e r a  ( w e b s i t e  v i s i t )  
-  c a m e r a  F E D E X e d  t o  p a r t ic i p a n t s  
-  p a r t i c i p a n t s  v i s i t  w e b s i te  t o  le a r n  t h e y  w e r e  m a i l e d  a  f r e e  c a m e r a   
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( 4 )  R e l a t i o n s h ip  G r o w t h :   
P a r t n e r  Q u a l i ty  E n h a n c e m e n t   

 
T h i n g s  t o  D o  (w e b s i te  v i s i t )  
-  c o n t e n t  o n  w e b s i te  d e t a i l i n g  u s e s  f o r  d i s p o s a b l e  c a m e r a  
-  r e l a t i o n s h ip  m e a s u r e m e n t  w i t h  q u e s t i o n n a i r e  1  
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( 5 )  R e l a t i o n s h ip  G r o w t h :   
H a b i t  R e in f o r c e m e n t  
 

 
T o p  T e n  L i s t  ( w e b s i te  v i s i t )  
-  “ t o p - t e n ”  t i p s  o n  c a m e r a s  p o s t e d  
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( 6 )  R e l a t i o n s h ip  G r o w t h :   
C o n t r a c t  S a l ie n c e  
 

 
R e m in d e r  t o  R e t u r n  C a m e r a  ( p e r s o n a l iz e d  e m a il )  
-  “ c a m e r a  n e e d e d ”  e - m a i l  s e n t  

 
D a y  4 2  

 
( 7 )  R e l a t i o n s h ip  G r o w t h :   
A u g m e n t a t i o n  o f  B e h a v io r s  
 

 
N e t A l b u m  C r e a t i o n  ( w e b s i t e  v i s i t )  
-  P a r t i c i p a n t s  c o m e  t o  w e b s i te  t o  v ie w  t h e ir  o n l i n e  p h o t o  a lb u m  
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( 8 )  T r a n s g r e s s i o n  P r e s e n t  
( T r a n s g r e s s i o n  A b s e n t )  

 
M a n i p u l a t i o n  ( p e r s o n a l iz e d  e m a il )  
-  ½  p a r t i c i p a n t s  n o t i f ie d  t h a t  N e t A lb u m s  a r e  a c c id e n t a l l y  d e le t e d  
-  ½  p a r t i c i p a n t s  a r e  t o ld  t h a t  t h e i r  N e t A lb u m  i s  r e a d y  t o  b e  v i e w e d  

 
D a y  4 7  

  
( 9 )  R e l a t i o n s h ip  M a in t e n a n c e :   
R e in f o r c e m e n t  o f  S e lf - B r a n d  
C o n n e c t i o n   

 
C o n t e s t  A n n o u n c e m e n t  ( w e b s i t e  v i s i t )  
-  p a r t i c i p a n t s  a r e  i n v i te d  t o  p a r t ic i p a t e  i n  a  C a p t u r a  p h o t o  c o n t e s t  
-  r e l a t i o n s h ip  m e a s u r e m e n t  w i t h  q u e s t i o n n a i r e  2  

 
D a y  4 8  
 

 
( 1 0 )  R e l a t i o n s h i p  M a i n te n a n c e : 
A p o lo g y ,  R e c o v e r y  (C h e c k - in )  

 
M a n i p u l a t i o n  ( p e r s o n a l iz e d  e m a il )  
-  ½  p a r t i c i p a n t s  r e c e i v e  a p o lo g y , N e t A l b u m s  r e s t o r e d  
-  ½  p a r t i c i p a n t s  a r e  t o ld  t h a t  t h e  c o n t e s t  i s  u n d e r w a y  

 
D a y  5 4  

 
( 1 1 )  R e l a t i o n s h i p  D e c l i n e  
 

 
A n n o u n c e m e n t  o f  E n d  o f  B e t a  T e s t  ( w e b s i t e  v i s i t )  
-  p a r t i c i p a n t s  r e tu r n  t o  s i t e , p h o t o  c o n t e s t  w in n e r s  a n n o u n c e d  
-  r e l a t i o n s h ip  m e a s u r e m e n t  w i t h  q u e s t i o n n a i r e  3  
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( 1 2 )  R e l a t i o n s h i p  T e r m in a t i o n  
 

 
C a p t u r a  B e t a  T e s t  T e r m i n a t i o n  ( p e r s o n a l i z e d  m a i l i n g )  
-  p a r t i c i p a n t s  F E D E X e d  t h e i r  p r o c e s s e d  p h o t o s  a n d  c o m p e n s a t e d  
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Friendships and Flings
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Brand Personality Matters

Exciting
Brand 

Behaviors
in the 

Relationship

Character 
Inferences/

Partner 
Quality

Attributions/
Relationship 

Contracts

Sincere
Brand Relationship

Development
Dynamics

Source:  Aaker, Fournier, and Brasel (2004), “When Good Brands Do Bad”



Contract Term Elaboration
Rule Development
Rule Domain Expansion
Contract Illumination

Expansion

Exploration

Organizing/Structuring
Adaptive Norm Emergence 
Relationship Templating
Uber-Norm Development
Schema Importation

Commitment

Supra-Contracting

Disengagement

Rule Breaking
Contract Drift
Opportunistic 
Contracting

Contracting
Processes

Source:  Fournier, Avery, and Wojnicki (2004),
“Contracting for Loyalty”

Roll-back

Dissolution



Core Associate
Target Category

Brand

(in the parent category)
Relatedness

Dominance New association to be 
learned:

Source:  Farquhar et al 1992.

“Extendibility” or “Stretch”

Leveraging Brand Leverage



Building Strong Brands:
The Era of Co-Creation

Marketers
Personality
Advertising, PR
Transgressions
Packaging
Promotions
Displays
Endorsements
Web sites
Retail Design
Direct Mail

Product/
Brand

Consumers

Life themes
Identity projects
Current concerns
Rituals



The Brand Positioning Statement

For  ____________________,   _________________________  
(Target audience) (Product/brand)

is  _______________________
(Most important claim/Unique Selling Proposition)

among all __________________________________________
(competitive frame)

because ____________________________________________
(support, reasons why)



Is it all that simple?

“You must identify a space in the consumer’s 
mind that you want to occupy, and own that.  
Make it simple.  Clear.”

Reis and Trout (1985), Positioning: The Battle for Your Mind

“What is your one most important claim?  Your 
unique selling proposition?  Find out what that 
hook is, and make it the center of all your 
communications.”

Reeves (1961) Reality in Advertising



Starbucks

Sharp Taste
Small Indulgence
Cappuccino, Espresso
Aroma
Arabica Beans

Coffee Break
Procrastination

Preparedness
Thought Clarity
Addiction
Wake Up
Rebirth

Front Porch
Camaraderie
Third Place

MultiMulti--SensorySensory
ExperienceExperience

RewardReward

StimulationStimulationRelaxationRelaxation
PremiumPremium

CoffeeCoffee

SocialSocial
InteractionInteraction

Individual
Isolation

Starbucks Brand Meaning Map



Consumers in Groups:
Communities as Brand Builders



Network Analysis

FIGURE. Visualization of sociometric network data

FIGURE. Cultural consensus item analysis 

FIGURE.  Egocentric Network Visualization
For Highly-Interconnected HOG Member 



Brands as Cultural Creatures

Marketers Product/
Brand Consumers



Building Brands through Product Placement:
Madison Avenue meets Hollywood and Vine



Birth of the 
Brand 

Phase 1
Person Brand

Phase 2 
Person=Brand

Phase 3
Person>Brand 

Phase 4
Brand>Person

Random collision of 
cultural hungers and 
meanings made 
creates the brand

Meaning resonance

Relevant 
differentiation

Person associations 
carefully selected,
strengthened, and 
leveraged to build 
the brand

Co-branding;
Control of person face

Brand Knowledge

Person embodies
brand; all brand 
meanings resonate 
through person

Message consistency 
and integration; 
Integration of brand 
and business model

Identity connections;
Brand authenticity 
and esteem value

Person achieves
icon status in the 
culture

PR-led person 
exposure campaign;
Buzz-creating
cultural productions 

Celebrity status;
Embedded ness in
the cultural moment 

Brand sheds its 
dependence on
person that once 
gave It life

Brand extensions;
Controlled brand-
person distance 
strategies

Sustainability of
brand as separable
independent asset

Martha Stewart Brand Development Arc
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Source: Fournier and Herman 2004

Creating a Cultural 
Icon Brand



Prevailing
Ideology

Identity Projects,
Lived 

Experiences

MYTH
MARKET

Desires, Tensions, Anxieties 
• NIKE and myth of individual achievement

• APPLE and myth of creative libertarian 
values in new economy

• MOUNTAIN DEW and the myth of 
rebellion against corporate conformity

•HARLEY and the myth of rebellion

Cultural 
Branding
Holt 2004



Constancy versus Change

“Although change is sometimes appropriate, 
there is no doubt that the goal should be to 
create an effective position that will endure.  
The payoff can be a formidable competitive 
advantage based on the ownership of a 
position.  Being consistent pays off.”

Aaker (1995), “Resisting Temptations to Change a Brand Position.”



Riding the Waves of Culture

Fad Fashion
Trend

Culture

M
arket Size/N

um
bers

C
urrency and C

oolness



Brand
Meaning

Brand
Strength

Brand
Value

Understanding Brand Equity

Returns
Risk
Portfolio Mgmt

Source:  Madden, Fehle, and Fournier (2004), “Brands Matter”



Some Ways to Have an Impact

Impetus from new theoretical perspectives

Being interdisciplinary and cross-paradigmatic

Never losing sight of substance

Focusing on real managerial conundrums

Pushing toward implementation and actionability



RESEARCH TEACHING

CONSULTING

Leveraging the Virtuous Cycle

Writing cases 
Teaching the course
Interacting with managers
Doing the research


