
138

B
R

A
N

D
 A

T
L

A
S

 :
 D

E
T

A
IL

S

A

Aaker, David, 60

Adamson, Allen P., 92

Adobe, 80, 81

A Hundred Monkeys, 84

Altman, Danny, 84

American Girl Place, 28

Anderson, Chris, 42

Apple, 74, 85

Apple Store, 44

Apps, 38

Audit, 56

Authenticity, 64

Authentic Connections, 94

Avarde, Susan, 90

B

Bayn, 82, 83

B Corporations, 68 

Bennis, Warren, 30

Birdsall, Connie, 100

Big idea, 70

Big idea process, 133

Birdsall, Connie, 62

Bitetto, James, 84

Bloomberg Businessweek, 
38

Brains on Fire, 18, 70

Brand alignment, 76

Brand architecture, 78

Brand as asset, 72

Brand as identity, 50 

Brand basics, 48–87

Brand decision making, 131 

Brand extensions, 74

Brand Finance PLC, 72 

Brand identity planning 
model, 60

Branding, 90

Branding process, 90, 132

Brand landscape, 10–47

Brand management, 
88–125

Brand questions, 128–129

Branson, Richard, 60

Brin, Sergey, 86

Brite, Hanley, 94 

Brogan, Chris, 20, 26, 68

Budweiser, 80

Buffet, Warren, 32

C

Caldwell, Heidi, 114

Calista, Dan, 116

Carbone, Ken, 76 

Carbone Smolan, 76 

Chase, Robin, 16

Choice, 46

Citi, 90

Cloud, 34

Cloud computing, 34

Coca-Cola, 72

Cody, Heidi, 80

Collaboration, 96

Collins, Jim, 58

Comet Skateboards, 12

Competencies, 102

Conversation, 20

Covey, Stephen, 98

Creativity, 16,124 

Cronan, 104 

Cronan, Michael, 104

Crosby, Bart, 90

Crosby Associates, 90

Crowdsourcing, 40

Csíkszentmihályi, Mihaly, 
124

Cullen, Moira, 82, 96

Culture, 94

Customer-centric, 110

Customer service, 108

D

Dave Matthews Band, 50

Davis, Scott M., 50, 74

De La Garza, Sam, 20

Design thinking, 16 

Desire, 54

Deutsch, Blake, 14, 56, 80, 
98, 100, 102, 114, 116

Disney, 80, 81

Donovan/Green, 28

Drive, 88–125

Droid, 38, 46

Drucker, Peter, 102 

Dunn, Michael, 102, 112

Dynamics, 10–47

E

eBay, 52

Edelman, Richard, 106

Edelman Worldwide, 106

Einstein, Albert, 104 

Epictetus, 114

Experience, 28

F

Facebook, 18, 26, 32 

Fight or fl ight, 116

Flickr, 85

Flow, 124

Focus, 106

Ford Fiesta, 20

Footprint Chronicles, 12

Forrester Research, 38

Free, 42

Freeconomics, 42

Fring app, 42

Index

10_9780470433423_bindex.indd   13810_9780470433423_bindex.indd   138 1/27/11   3:29 PM1/27/11   3:29 PM

CO
PYRIG

HTED
 M

ATERIA
L



139

G

GE, 70 

Galuppo, Gail, 56

Geek Squad, 28

Gilbert, Jay Coen, 68

Gilmore, James H., 28, 44, 
64, 110

Glaser, Milton, 80

Glee, 86

Global sourcing, 12

Godin, Seth, 30, 64

Good and different, 86

Google, 42, 52, 83, 86

Gorman, Margie, 26

Grams, Chris, 40, 66

Green, Nancye, 28

Gregerman, Alan, 96

Growth, 112

H

Hedgehog model, 58

Herman Miller, 70, 85

Hershey, 82, 96

Hierarchy of needs, 54

Hogan, Michel, 76 

Hollis, Nigel, 22

Howe, Jeff, 40

Hsieh, Tony, 94

Hulu, 86

Human Business Works, 
20

I

IBM, 34, 38, 70, 85

IBM Smarter Planet, 34

IDEO, 92

Immelt, Jeff, 70 

Innovation, 16

Insight, 104

Intelligence, 48–87

Interconnected, 22

iPad, 38, 44, 46, 86

iPhone, 22, 38, 46, 76 

Iyengar, Sheena, S. 46

J

Jacobs, Bert, 36, 52

Jensen, Cheryl, 12

Jobs, Steve, 74

Jooste, Genevieve, 14

K

Kedrosky, Paul, 38

Kelley, Tom, 92

Koch, Richard, 100

Kotler, Philip, 54

L

Left brain, right brain, 17

LEGO, 44

Legoland, 44

Life is good, 36, 52

Linux, 24

Lippincott, 20, 62, 100

Liquid Agency, 86

Logos, 82

Long-term brand equity, 
113

Lux, Elizabeth, 68

M

Management Innovation 
eXchange, 30 

Marketing competencies, 
102

Martin, Patricia, 40

Martin, Roger, 16

Maslow, Abraham, 54

Matthews, Dave, 50

Mau, Bruce, 30 

Metrics, 114

Merriam-Webster, 94

Miller, Abbott, 56

Millward Brown, 72

MIX, 30

Mobility, 38

Moore, Gordon, 14

Moore’s Law, 14

Murphy, Brendán, 20

N

Names, 84

 Acronym, 85

 Descriptive, 85

 Fabricated, 85

 Founder, 85

 Magic spell, 85

 Metaphor, 85

Naming, 84

Needs and desire, 54

Netfl ix, 80, 81

Neumeier, Marty, 16, 72, 
86, 118

New Kind, 40, 66, 106

Nike, 82, 83

Nissan, 12

O

Olins, Wally, 62, 78

Onliness exercise, 118

Open source, 24

Opensource.com, 24

Opp, Jonathan, 106

Oxfam, 52

10_9780470433423_bindex.indd   13910_9780470433423_bindex.indd   139 1/27/11   3:29 PM1/27/11   3:29 PM



140

B
R

A
N

D
 A

T
L

A
S

 :
 D

E
T

A
IL

S

P

Pareto Principle, 100

Passion, 30

Patagonia, 12

Pausch, Randy, 98

Pentagram, 56, 90

Perception, 62

Perceptual mapping, 120

Peters, Tom, 74, 92

Phillips, Robbin, 70 

Pine, B. Joseph II, 28, 44, 
46, 64, 110

Pink, Daniel, 16, 24 

Placemaking, 44

Porter, Michael, 36

Positioning, 66

Praxis Consulting Group, 
116 

Project management best 
practices, 130

Prophet, 60, 102, 112

Purpose, 58

R

Radiohead, 42

Recognition, 80

Red Hat, 24

Reese’s, 80

Ries, Al, 66, 120

Robin, Christopher, 122

Romer, Paul, 14

S

Sawhney, Mohanbir, 110

Scher, Paula, 90

Schultz, Howard, 82

Sen, Shubhro, 12 

Shea, Gregory P., 22

Short-term revenue 
generation, 113

Simplicity, 92

Smartphone, 38, 62

Smith, Julien, 26, 68

Social entrepreneurs, 30, 
36 

Social networks, 20, 26

Sorrell, Martin, 92

Speed, 14

Spirit and soul, 60

Stakeholders, 68

Starbucks, 82, 83

Sterling Brands, 66

Strengths, weaknesses, 
opportunities, and 
threats (SWOT), 122

Sustainability, 36

SWOT analysis, 122

T

Thompson, Clive, 32

Time management, 98

TiVo, 85

TOMS Shoes, 36

Touchpoints, 56

Trademarks, 82, 83, 85 

Abstract/symbolic mark, 
83

Emblem, 83

Letterform, 83

Pictorial mark, 83

Wordmark, 83

Transparency, 32, 68

Tribes, 30

Triple bottom line, 36

Trout, Jack, 66

Twitter, 86, 92

U  

Unilever, 70

Univision, 82, 83

V

Vanderslice, Ginny, 116, 
130

Venture Works, 96 

Virgin, 60, 61

Vision, 52

Volvo, 118

Vynamic, 116

W

Wales, Jimmy, 58

Walker, Brian, 70

Western Union, 56

Whirlwind, 36

White, Tyler, 22

Whitehurst, Jim, 24

Wikipedia, 58

Wittenstein, Mike, 110

Word of mouth, 18, 32

Y

YouTube, 85

Z

Zappos, 94, 108

Zappos Family Core 
Values, 108

Ziglar, Zig, 120

Zipcar, 16

Zuckerberg, Mark, 32

10_9780470433423_bindex.indd   14010_9780470433423_bindex.indd   140 1/27/11   3:29 PM1/27/11   3:29 PM


