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Three Key Insights
about the Nature and Power of Brands

FROM:

(1 Brands as static entities

(1 Brands as assets created
and controlled by the firm

] Brands exist in the minds
of consumers

TO:

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

(] Brands as co-created
entities

 Brands live In cultures



Brand Personality Matters

e

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

(2) Relationship G row th:
Knowledge Exchange

(3) Relationship G row th:
Intimacy Development

(4) Relationship G row th:
Partner Quality Enhancement

(5) Relationship G row th:
H abit Reinforcement

(6) Relationship G row th:
Contract Salience

(7) Relationship G row th:
Augmentation of Behaviors

(8) Transgression Present
(Transgression Absent)

(9) Relationship Maintenance:
Reinforcement of Self-Brand
Connection

(10) Relationship Maintenance:

Apology, Recovery (Check-in)

(11) Relationship D ecline

(12) Relationship Termination

Introduction of Captura Beta Test (personalized em ail)
- invitation m ailed to participants
- participants are randomly coded into four conditions

Learning about Captura, Learning about Customer (website visit)
- participants explore content and register on website
- participants com plete background questionnaire

G ift of Camera (website visit)
-camera FEDEXed to participants
- participants visit website to learn they were mailed a free camera

Things to Do (website visit)
- content on website detailing uses for disposable camera
- relationship measurement with questionnaire 1

Top Ten List (website visit)
- “top-ten” tips on cameras posted

Reminder to Return Camera (personalized em ail)
- “camera needed” e-mail sent

NetAlbum Creation (website visit)
- Participants come to website to view their online photo album

M anipulation (personalized em ail)
- % participants notified that NetAlbums are accidentally deleted
- % participants are told that their NetAlbum is ready to be viewed

Contest Announcement (website visit)
- participants are invited to participate in a Captura photo contest
- relationship measurement with questionnaire 2

M anipulation (personalized em ail)
- V2 participants receive apology, NetAlbums restored
- % participants are told that the contestis underway

Announcement of End of Beta Test (website visit)
- participants return to site, photo contest winnets announced
- relationship measurement with questionnaire 3

Captura Beta Test Termination (personalized m ailing)
- participants FED E Xed their processed photos and compensated




Friendships and Flings

Sincere Brand
Personality

Time

Exciting Brand
Personality




Brand Personality Matters

.k.l.

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




Contracting
Processes
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Exploration /

Dissolution

Contract Term Elaboration

Rule Development Supra-Contracting (R;UIet Briag,_r}%
Rule Domain Expansion Oon ra}cc i rtl
Contract Illumination pportunistic

Organizing/Structuring Contracting

Adaptive Norm Emergence

RelatlonShlp Templatlng Source: Fournier, Avery, and Wojnicki (2004),
Uber-Norm Development “Contracting for Loyalty™

Schema Importation



Leveraging Brand Leverage

Core Associate Relatedness

(in the parent category)

Dominance

Source: Farquhar et al 1992.



Building Strong Brands:
The Era of Co-Creation

Product/
Brand |

Consumers

Life themes
Identity projects
Current concerns
Rituals




The Brand Positioning Statement

For

(Target audience) (Product/brand)

1S

(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 Brand Meaning Map

— Sharp Taste Coffee Break — PreparedneS§

— Small Indulgence Procrastination — Thought Clarity

— Cappuccino, Espresso — Addiction

— Aroma - Wak_e Up

— Arabica Beans — Rebirth
Relaxation ) Stimulation )

Premium
Coffee

Reward >

Front Porch
— Camaraderie
— Third Place

Social
Interaction

Multi-Sensory
Individual ——— Ex\periw
Isolation



Consumers in Groups:
Communities as Brand Builders




Network Analysis
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FIGURE. Visualization of sociometric network data

@ Incomed Wear_leather
# MNo_helmet
@ Easy_Rider @ Vintage_HD

@ Outlaw

@ Volunteer

@ Wille_G
~ @ Rebuil_HD
@ Ten_yrs & BEW_ride Lead_chapter
# Hurricane_ride
& 75_rallies

@ 30K_miles

FIGURE. Cultural consensus item analysis

FIGURE. Egocentric Network Visualization
For Highly-Interconnected HOG Member



Product/
Brand

Consumers




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




Development

Brand
Phase

Core
Branding
Tools/
Principles

Brand
Strength
Indicator

Source:

Birth of the
Brand

Random collision of
cultural hungers and
meanings made
creates the brand

Meaning resonance

Relevant
differentiation

Creating a Cultural
Icon Brand

Martha Stewart Brand Development Arc

Phase 1
Person->Brand

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

Co-branding;
Control of person face

Brand Knowledge

Fournier and Herman 2004

Phase 2
Person=Brand

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

Phase 3
Person>Brand

Person achieves
icon status in the
culture

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

Celebrity status;
Embedded ness in
the cultural moment

Phase 4
Brand>Person

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



Cultural

Branding
.. Identity Projects, Holt 2004
Prevailing .
Lived
Ideology )
EXperiences
Desires, Tensions, Anxieties
1 * NIKE and myth of individual achievement
» APPLE and myth of creative libertarian
values in new economy
MYTH « MOUNTAIN DEW and the myth of
MARKET rebellion against corporate conformity

*HARLEY and the myth of rebellion




Constancy versus Change

“Although change Is sometimes appropriate,
there 1s 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

Market Size/Numbers

prok

Currency and Coolness



Understanding Brand Equity

Brand Brand
Meaning Value
Returns
RIsK
Portfolio Mgmt

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



Some Ways to Have an Impact

 Impetus from new theoretical perspectives

1 Being interdisciplinary and cross-paradigmatic
 Never losing sight of substance

1 Focusing on real managerial conundrums

 Pushing toward implementation and actionability



Leveraging the Virtuous Cycle

L Writing cases
 Teaching the course

O Interacting with managers
1 Doing the research




