
• A •
accidents. See crisis management
acquisitions. See mergers and takeovers
advertising

blogging and podcast, 220–222
brand awareness by, 49–50, 185
brand definition and, 34–35
brand development resources for, 17–18
brand image and, 35
broadcast, 199
budgeting for, 18–19, 54–55, 191–193
building your brand promise by, 10
categories, 189
creating consistency in, 186–187, 199
effectiveness, 194–195, 201–202
getting past noise and clutter of, 77, 198
history and origin of brands in, 14
logos in, 135–136
media scheduling and selection, 190–194
mock-ups, 150–151
outside resources for, 199–201
print, 195–199
product launch, 159
steps in planning, 187–188
taglines in, 141–142
testimonials and endorsements, 234–237
Web site links and networking, 215–217

Advertising Slogan Hall of Fame, 142
Akeelah and the Bee (movie), 182
allegiance and commitment. See commitment;

loyalty
Allstate Insurance, 129
Amazon.com, 27, 106, 208
American Express, 341
American Red Cross, 41
Antiques Roadshow, 271
AOL, 109, 208, 215, 287
Apple Computers, 11, 25, 31, 80, 106, 110, 129,

251, 305
Arm & Hammer (Church & Dwight), 118, 266
Armstrong, Lance, 234
artwork

advertising, 197–199
digital, 180

logo design, 134–139
media kit, 180–181
news release, 179
when pitching your story, 176

assessment. See also self-assessment
brand experience, 247
brand identity and image, 44–48
brand story, 152–153
brand-damaging threats, 313–314
credibility and trust, 52
customer perceptions, 16, 257
customer satisfaction, 151–152, 162, 289–292
with interviews and surveys, 71–72
market positioning, 80–81
realignment and customer, 37–38
tagline, 142

assets
analysis worksheet for, 47, 53, 295
brand equity as, 22, 253
brand identity as, 260–261
brand names become, 104, 107–108
consumers as, 261
golden rule of branding for, 332
taking stock of brand, 45–46

AT & T, Inc., 38, 142, 286
at-home shopping, 13
Atkins Nutritionals, Inc., 312
attributes

in brand name selection, 111–112
brands versus commodities, 12, 24–26
business promise, 97–98
defining brand image, 47–48
market research determines, 33
point of distinction with, 80–82, 86–87
protection from brand threats, 313–314
strategy for identifying, 48
taglines and, 141
writing the positioning statement, 87–89

audio news releases, 179
Avis Rent A Car, 207

• B •
back orders, 69
Bacon’s Media Directories, 174
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BankAmericard (VISA), 109
bankruptcy, 312
bar-codes, 14
behavior/behavioral patterns

altering customer, 203
crisis management lapses in, 312–314
in customer profiling, 62–66, 82–83
customer research for, 68–71
market research for, 73–74, 339–340
purchasing, 30, 37–38, 75–76

beliefs
branding cycle and consumer, 16
brands and customer, 11, 22, 46
customer profiling of, 64
role of management in, 16–18, 225–227
in service as a product, 26

Bell Telephone System, 130
benchmarking

advertising, 201–202
brand promise, 228
pre-launch, 149, 154–155
for success, 188
worksheet, 156

benefits. See attributes
Benun, Ilise, 170
Berenson, William, 25
Berkshire Hathaway, 315
Betty Crocker (General Mills), 25
Bezos, Jeff, 27
blogging and podcasts, 220–222, 250–251
Bly, Robert W., 170
BMW automobiles, 98, 341
Boys & Girls Clubs of Canada, 94–95
BP (British Petroleum), 38, 286
brainstorming, 112–114, 207
brand ambassadors, 163, 241
Brand Architects, 25
brand architecture, 30–32, 39, 118–119
brand awareness. See advertising; name

awareness; public relations; publicity
brand champions

allegiance and commitment, 344
avoiding uncertainty in, 58, 269
commitment, 227–229, 330–331
creating a team of, 5, 16–17, 162, 329
customers as, 240
golden rule of branding for, 329
management leadership of, 226–227
product success requires, 225
training and development of, 229–233

brand character
avoiding mistakes in, 338
brand experience and, 99

brand names and your, 105–106, 111–112
communicating, 230–231
defining, 98–100
logo design and, 131–134
taglines and, 141

brand definition
creates consistency, 37
creating a statement of, 100–102, 147
employee buy-in to, 231–232
examples of, 345
positioning and the, 78, 87–89
writing the, 34–35

brand equity
as asset, 22, 253
benefits of building, 12–13
brand architecture and, 30–32
brand experience creates, 259
brand value measurement, 261–262
celebrity endorsements and, 29, 236
crisis events affecting, 311–312
defining, 22
elements of value in, 254–256
goodwill as, 108
leveraging, 263
measuring, 256–262
in mergers and takeovers, 42
online resources, 262–263
protecting brand names and, 264

brand experience, 259, 331. See also customer
satisfaction

brand extensions, 12, 23, 118–119, 263, 283–285
advantages and risks of, 267–268
avoiding mistakes in, 338–339
brand elasticity and, 274
considerations for, 270–274
sales growth by, 266

brand identity
assessing your current, 43–45
as asset, 260–261
avoiding mistakes in, 334, 339–340
brand champions and, 225–227
brand extensions and, 274–275
brand names and your, 103–106, 111–116
brand revitalization and, 287–288
brand value and, 343
defining, 22, 46–48
domain name and, 206–208
golden rule of branding for, 328–329
internal launch of, 163
the IPO and, 40
logos and, 97, 130–131
mission and vision relative to, 56–57
preventing misuse of, 307–310
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taglines and, 35, 140–142
trademarking your, 302–306

brand identity statement, 100–102, 105, 111, 147
brand image. See also negative image

advertising and, 189
assessing your current, 48
avoiding negative connotation, 108
brand names build, 55
brand realignment and, 37–38
communicating consistency in, 186–187
crisis management for, 311–312
defining, 2, 22
golden rule of branding for, 330–331
history of creating, 14
international markets and, 40–41
logo design and, 125
olfactory signature as, 248
packaging reinforces, 35, 202
parent-dominant brands and, 31
a web site can build, 209–210, 212–214

brand introduction. See product launch
brand management, defined, 22
brand names. See also protection, brand

avoiding mistakes in, 334
brand architecture and, 118–119
domain name registration, 117
golden rule of branding for, 330
preventing misuse of, 307–310
qualities found in, 110–111
registering, 119–122, 300–301
selection process for, 111–116
types of, 109–110
what they do, 103–108
when to create, 108–109

Brand Navigation, 25, 84, 275
brand promise. See product promise
brand revitalization. See also product

revitalization; rebranding
aging signs for, 282–283
avoiding mistakes in, 333–334, 338–340
brand review in changing, 289–292
brand value in, 344
business expansion and, 284
golden rule of branding for, 331–332
major diversification and, 284–286
mergers and acquisitions lead to, 286–287
mistakes to avoid in, 294
online resources, 346
out-of-date identity and, 287–288
protecting value in, 294–295
rebranding and, 282
review process for, 288–293
steps in making changes, 295–296

brand story, previewing your, 152–153
brand strategy

attributes use as, 48
brand architecture and, 30–32
budgeting and, 54–55
business promises and, 97
cobranding as, 263, 276–277
consistency and, 23
creating customer desire, 75
credibility and trust in, 52
differentiation as, 51
emotional connection as, 50–51
golden rule of branding for, 328, 331–332
internal launch of, 163
leveling the field with, 19
positioning as, 77–80, 84–85
purchasing patterns and, 64–65
subbrands as, 29, 119, 126, 153, 275, 335

brand value
assessment worksheet, 257
competition and, 255–256, 259
consumers and, 254–256, 259–260
employees and, 255
golden rule of branding for, 332
in the marketplace, 258–259, 261–262
online resources for, 262–263
traits leading to, 341–344

branding cycle, 15–16
Branding For Profit (Burgin & Ward), 275
branding process

accessing this book for the, 3–6
at-a-glance, 30
benefits of applying the, 24–29
brand identity and the, 43–45, 341–342
budgeting for costs in, 18–19, 54–55
creating commitment for, 226–227
definitions and terminology, 21–23
logo design, 123–125
marketing plan, 154
online resources, 345–346
product launch and, 147–150, 161–164
product positioning in the, 78–80
steps in the, 30–38
using outside resources in, 17–18
when to proceed with, 38–42
writing the positioning statement, 87–89

branding program
avoiding mistakes in a, 333–334
budgeting and the focus of, 55
the business plan and, 56–57
defined, 2
golden rules of a, 327–332
as an investment, 3
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branding program (continued)
outcomes of a, 147–149
public relations and the, 165–166
review process, 289–292

brandmark. See logos
brands

as assets, 253, 260–262
avoid becoming a me-too, 87
crisis events affecting, 311–312
customer loyalty relationships, 239–241
defined, 2, 341–342
determining point of difference, 80–82, 86–87
fundamentals of, 23
history and origin of, 14
logo design, 124–125
as promises, 9–10
protecting your, 119–122, 299
Rule of One, 32
as strategy for leveling the field, 19
what they do, 10–13
when to create, 38–42, 108–109
who creates, 225–227
why create, 13–14
word-of-mouth impact on, 9, 22, 233, 239–241,

244, 250–252
BrandWeek, 271, 347
British Petroleum (BP), 38, 286
broadcast advertising, 199
Budget Rent-A-Car, 110
budgeting

advertising, 191–193
avoiding mistakes in, 335
brand development costs, 18–19, 54–55
brand name selection, 122
international markets and, 41
logo design, 135
product launch, 160
public relations, 168, 170

Buffet, Warren, 315
Building Your Business With Google For Dummies

(Hill), 215–216
Burgin, James, 275
business. See beliefs; commitment; employees;

management; mission; values
business brand

brand architecture and the, 30–32
corporate identity as, 26
versus product brand, 27–28
product launch and the, 39

business mergers, 42, 286–287
business name

branding and the, 108
brandmark as, 129

protecting brand names and, 119–122
registering and protecting, 119–122, 300
selection process for, 109–116

business plan
brand development and the, 56–57
branding process and the, 38–39
venture capital and the, 41–42

Business Plans Kit for Dummies (Peterson, Jaret
& Schenck), 38

business promise, 92, 96–98. See also product
promise

Business Wire, 178
BusinessWeek, 152, 241, 341–342, 347
buzz marketing, 250–251

• C •
cannibalization, 269, 339
case studies. See also corporation/organization

by name
American Red Cross, 41
assessing outside resources by, 18
commodity-to-brand differentiation, 25
For Dummies phenomenon, 76

Catholic Church, 312
celebrity brand endorsements, 29, 236, 312
Chanel (The House of Chanel), 126
Chapter 11 bankruptcy, 312
Charmasson, Henri, 121
Chiaravalle, Bill, 275
Churchill, Winston, 250
Cingular Wireless, 207
Cinnabon, Inc., 248, 294
Circle K Stores, Inc., 129
Cisco Systems, Inc., 341
Citigroup, Inc., 341
Clear Eyes (Prestige Brands, Inc.), 106
Clinique (Estée Lauder), 110
closing the deal, 11–12
cluster marketing, 63
cobranding, 263, 276–277
Coca-Cola, 25, 38, 46, 132, 266, 275, 341
commitment

brand definition and, 34–35
brand equity and, 22
brand names support, 107
branding process, 57–58
identifying customer, 64–65
importance of management, 16–18, 226–227

commodities, 12, 24–26, 81
communication

brand definition and, 34–35
brand image and, 35
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budgeting and sharpening focus of, 55
building your brand promise by, 10
buzz marketing, 250–251
company mission and vision, 226–227
creating brand image by, 17–18
e-mail as marketing tool, 218–220
firsthand experience as, 86
integrated marketing, 186
logo design as, 124–125, 135–136
market positioning and, 33
PR and stakeholder, 166–169
product presentation, 16
steps in planning, 187–188
using a tagline in, 141–142

community relations, 167
company culture, 34–35. See also beliefs;

commitment; management; mission; values
competition

brand differentiation and, 28, 51
brand experience and, 230
brand strategy and the, 13–14, 32
brand value impact on, 255–256, 259
don’t become a me-too brand, 87
globalization and culture of the, 40–41
golden rule of branding for, 331–332
market positioning and the, 33
market research and the, 32–33
as obstacle to sales, 238
positioning relative to the, 84–87
unique selling position for, 80–82

consistency
advertising and marketing, 186–187
avoiding mistakes in, 337–338
brand realignment and, 37–38
as brand strategy, 19, 23, 36–37
brand value in, 343
branding cycle and, 16
building your brand promise by, 10, 329
golden rule of branding for, 329
pre-launch preparations for, 151–152

consultants
advertising, 199–201
brand development, 17
brand equity, 262–263
branding process, 17–18, 111–112
crisis management, 318
customer research, 73–74
logo design, 124–125, 128–130, 134–135
market research, 149

consumers. See also customers
as assets, 261
brand experiences and, 244–245, 343–344

brand names and, 105–106
brand value and, 254–256, 342
commodity-to-brand differentiation, 24–26
creation of cult brands by, 251–252
defined, 2, 250
golden rule of branding for, 330–331, 331
name awareness and, 13
parent-silent brands and, 32
previewing a brand story with, 151–152
wooing the passions of, 248–249

Coopers & Lybrand (PricewaterhouseCoopers),
287

Coppertone (Schering-Plough Health Care
Products, Inc), 106, 141

copycat/me too approach
brand names, 110
brands, 87
logo design, 134

copyright, 121, 308
core business. See also mission; values; vision

brand message of the, 19, 91, 266, 268, 284, 343
brand revitalization of the, 293–294
brand strategy and the, 31
building awareness for the, 49–50, 53
marketing message in the, 186–189

corporate brand. See business brand
credibility

brand definition and, 34–35
brand strategy and, 52
building Web site, 209–214
golden rule of branding for, 328–329, 331–332
maintaining e-mail, 218–220
nonprofit brand image and, 40
parent-endorsed brands and product, 31
testimonials and endorsements, 234–237

Crest toothpaste (Procter & Gamble), 32, 266
crisis management

brand threats in, 313–314
brand-damaging events in, 311–312
communications during, 319–322
creating plans for, 312–313
do’s and don’ts of, 322–323
preparing for, 316–319
reducing risks, 315–316

cross-promotions, 203. See also promotional
incentives

cult brands, 251–252
culture/cultural trends. See also international

markets
avoiding mistakes with, 339–340
brand name testing, 114
finding market niches in the, 79–80
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culture/cultural trends (continued)
golden rule of branding for, 331–332
international markets and, 40–41
keeping brands close to, 75–76
logo design and, 133

customer profiling
behavioral patterns in, 64, 82–83
demographics in, 63
geographics in, 63
identifying the ideal customer by, 65–67
market research and, 61–62
marketing sourcebooks for, 75
product positioning and, 82–83
tracking inquiries by, 66

customer research. See also focus groups;
interviews; market research; surveys

brand experience and, 62, 66–67
brand name selection and, 113–114
identifying noncustomers, 76
Internet resources for, 74
library resources for, 74–75
listening to your customer as, 68–69
observing behaviors as, 70–71, 83
previewing a brand story with, 152–153
self-assessment as, 67–68
using outside resources for, 73–74

customer satisfaction
avoiding mistakes in, 337
brand awareness and, 11–12
brand experience as, 19, 23, 77, 242–243, 331
brand experience assessment, 151–153, 162,

243–246
brand value and, 343–344
complaints as input to, 69
emotion plays role in, 50–51
expectations, 246–248
firsthand experience and, 86
logo as expression of, 27
point of difference and, 81

customer service
assessing your, 67–68, 243–244
brand promises and, 9–10, 23, 102, 

228–230, 337
empowering employee for, 233
market research and, 68–69
product marketing and, 25
service cycle and, 152
web-based, 205

customers. See also consumers
brand value impact on, 259–260
defined, 2
geodemographics, 63

golden rule of branding for, 329, 331
identifying the ideal, 65–66
identifying wants and values of, 64–65
inquiries are prospective, 66
listening to, 68–73
market research and, 32–33, 61–62
service cycle, 152
wish list, 68–69

Cystic Fibrosis Foundation, 92

• D •
Deere and Company, 98, 132, 229
demographics

customer profiling and, 63, 83
Internet resources for, 74
marketing sourcebooks for, 75
targeting media outlets from, 173–174

demonstrations, differentiation by, 81
Designing Brand Identity (Wheeler), 346
DieHard batteries (Sears), 106
differentiation. See also point of difference

(point of distinction)
avoiding mistakes in, 335–336
as brand strategy, 51
brand value in, 342
branding and, 23
budgeting and product, 55
commodity substitution and, 12, 24–26
market positioning and, 33
market research determines, 32–33
personal brands establish, 28
unique selling position and, 80–82

direct mail, 159
disasters, natural or man-made. See crisis

management
Disney. See Walt Disney Studios
Disney, Walt, 75. See also Walt Disney Studios
distinction. See also point of difference (point of

distinction)
advertising creates, 201
benchmarking brand, 154–156
commodity-to-brand differentiation, 12–14
competition requires, 242–245
differentiation and, 51–52, 252
identifying, 20, 30, 47, 232, 289–291
licensing creates, 279
logos as source of, 128–129
positioning for, 81, 86–88
as purchasing motivation, 53
taglines as source of, 140–142
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distribution strategy, 157–158
do-it-yourself approach

advertising, 199–200
avoiding the, 18–19, 54
branding process, 1, 287–288
customer research, 67–68, 73–74
logo design, 124–125, 128–130, 134–135
publicity news releases, 178–180
tax preparation, 267

domain name. See also Internet; Web sites
brand name as, 117, 205–207
do’s and don’ts for creating a, 207–208
protecting brand names and, 119–122
registering your, 208–209

Domkus, Drew, 221
DOS For Dummies (Gookin), 76
Dove Body Wash (Unilever), 266
Drake, Jim, 305
DreamWorks SKG, 207
dress code, 100, 231
Dunkin’ Donuts (Dunkin Brands, Inc.), 106

• E •
early-adopters as target market, 2
eBay, 26, 208
e-mail

advertising, 159
buzz marketing by, 250–251
news releases, 178–179
reaching a target audience by, 218–219
Spam versus opt-in, 220

emergencies. See crisis management
Emerilware Cookware and Cutlery, 266
emotional attachment, brand, 10, 50–51
employees

attracting and retaining, 13
brand experience and, 163, 166–167
brand name selection and, 111–112
brand value impact on, 255
business brands and, 28
golden rule of branding for, 329
internal launch for, 162–163
previewing a brand story with, 152–153
role in brand management, 16–18, 57–58
as target market, 2, 229

endorsements and testimonials
brand experience in, 235
celebrity, 29, 236
expertise, 236
industry groups/organizations, 236–237

parent corporation, 31
personal, 235
trust and credibility in, 234

entrepreneurs, target markets for, 2
Equifax, Inc., 75, 258
ESRI Community Sourcebooks, 75
esteem

brand realignment and, 37–38
as branding fundamental, 23
business brands create, 28

Evian (Groupe Danone), 25
examples and templates

accessing sidebar information for, 3
brand character statement, 99, 231
brand identity statement, 101, 105
business promise, 98
line extension, 270
logo design, 127
mission statement, 95
point of difference, 86–87
positioning statement, 88

expertise
avoiding mistakes in, 335
endorsements and testimonials, 236
personal brands establish, 28

external launch. See also product launch
avoiding mistakes in, 336
conducting the, 163–164
consultant use in, 17
employees and the, 163
steps in, 36, 146, 161

ExxonMobil, 109

• F •
FedEx Corporation, 26, 109, 126, 287
Firefox web browser, 207, 251
focus groups, 72–73, 101
Foot Locker Inc., 107
Foreman, George, 29
4Ps, 157–158
fundraising

branding process for, 40
celebrity endorsements and, 29
target markets for, 2

• G •
General Electric (GE), 31, 341
geodemographics, 63
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geographics
brand name selection and, 109
customer profiling and, 63, 83

Gillette (Procter & Gamble), 25, 341
globalization. See culture/cultural trends;

international markets
Good Housekeeping Seal, 236
goodwill, 108
Google, 26, 40, 106, 110, 126, 130, 208, 215, 220,

251, 309
GoogleEarth, 272
Gookin, Dan, 76
government regulation

business name registration, 300–301
maintaining a trademark, 304–306
obtaining a trademark, 302–304

government relations, 169–170
Great American Hanger Company, 25
Greyhound Bus Lines, 129
Gymboree (Gym-Mark, Inc.), 107

• H •
H&R Block, 26, 267
Habitat For Humanity, 94
Harley Davidson Motor Company, 234, 272
Head & Shoulders shampoo (Procter & 

Gamble), 32
Head Start Child Development Programs, 110
Hertz Rent A Car, 312
Hewlett-Packard Company, 341
Hill, Brad, 215
The Home Depot, 107
Honda Motor Co., Ltd., 269, 341
Hooters Air airline, 272

• I •
Iams pet food (Procter & Gamble), 271
IBM, 109, 128, 132, 341
icons used in this book, 6
IKEA, 251
independent brands, 118–119
individual brand, 28–29
industry groups/association, 74, 168
industry standards, 32, 236–237
initial public offering (IPO), 40, 108
inquiries as prospective customers, 66
Intel Corporation, 341
intellectual property, 122, 307–310
Interbrand surveys, 152, 241, 341–342, 347

internal launch. See also product launch
avoiding mistakes in, 336
conducting the, 161–163
evaluating readiness for, 151–152
orientations and training for, 17
public relations in the, 166–167
steps in, 36, 146

international markets. See also culture
Annual Global Brand Report, 152, 241,

341–342, 347
brand equity and, 306
brand identity in, 54–55, 135
brand name awareness in, 341–342
brand name searches for, 120
brand name testing in, 114, 116
branding in, 40–41
customer profiling in, 62–63
domain names in, 208
media and public relations in, 318–319
product launch in, 171–172, 178
trademark protection in, 303–304, 306
trademarks in, 121–122, 302–303, 306

International Olympics, 129
Internet. See also domain names; online

resources; Web site
advertising by e-mail, 159
blogging and podcasts, 220–222
brand awareness on the, 13, 205
buzz marketing, 250–251
customer research using the, 74
intellectual property protection, 308–309
keyword searches, 211, 215–216
logo design for the, 133, 135
marketing via e-mail, 218–220
news releases via e-mail, 178–179
protecting brand names on the, 119–122
search engines and directories, 214–216
type-in traffic, 206
URL redirection, 208
Webcasts, 179

Internet Explorer, 106
interviews. See also customer research

determining brand identity by, 44–45
public relations, 176
publicity from media, 183–184
using outside resources for, 18, 73, 149

invented names, 13
investment

branding program as an, 3
budgeting for brand development as, 18–19,

54–55
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start-up costs as, 19
venture capital, 41–42

investor support
brand equity and, 12–13
brand value and, 254–256
the business plan and, 56
crisis management and, 318–319
PR communications for, 166
succession planning for, 315–316

iPod (Apple Computers), 31, 80, 251, 277
Izod (Phillips Van Heusen), 134

• J •
Jaret, Peter E., 38
Jiffy Lube (Pennzoil), 106, 141
Jobs, Steve, 75, 80
John Deere (Deere and Company), 98, 132, 229
Johnson & Johnson, 321
Jordan, Michael, 29

• K •
Kamen, Dean, 80
Kellogg’s, 126
Kentucky Fried Chicken (KFC), 108
Kinko’s (FedEx Kinko’s), 287
Kodak (Eastman Kodak), 128
Kool-Aid (Kraft Foods), 267
Krusteaz baking products (Continental Mills,

Inc.), 106

• L •
Landor, Walter, 77
leadership. See also management

brand definition and, 34–35
brand experience begins with, 226
brand management, 57–58
importance of management, 16–18

Lean Cuisine (Nestlé), 106
LegalZoom.com, Inc, 107
lettermark. See logos
leveraging

avoiding mistakes in, 338–339
brand equity, 12, 263
brand name, 265
branding process and, 36–37
fundraising and nonprofit, 40
product launch and, 39

licensing
agreement benefits, 279
brand extensions by, 278
brand name, 104, 107
leveraging brand equity and, 263
steps to follow, 279–280

Lifestyle Market Analyst, 75, 258
line extensions

advantages and risks of, 267–268
avoiding pitfalls in, 268–270
brand equity in, 12, 23
leveraging brand equity by, 263
sales growth by, 266

LiveStrong armbands, 234
logo design

artwork preparation in, 134–135
avoiding mistakes in, 334, 338
components of, 131–134
developing a, 129–131
forms for, 126–129
software, 135

logos. See also protection, brand
Amazon.com, 27
brand definition and, 34–35
brand identity and, 97
brand image and, 35, 125
brand perceptions and, 11
in the branding process, 123–124
budgeting for development, 18–19, 54–55
business names as, 129
creating brand identity by, 22, 55
graphic design resources for, 17
history and origin of, 130
maintaining and protecting, 138–139
preventing misuse of, 307–310
promotional incentives with, 163
updating and re-design of, 137–138

Lopez, Jennifer, 25, 29
Louis Vuitton Company, 25, 341
love as brand attachment, 51, 148
loyalty

avoiding mistakes in, 337
brand equity from, 22
brand experience creates, 343–344
brand value in, 344
brands create, 10, 12, 239–240, 248–249
customer relationships and, 98, 240–241
emotional attachment as, 51, 148
golden rule of branding for, 329, 331
maintaining brand, 37, 153
from name awareness, 105
public relations and creation of, 169–170
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• M •
Macintosh (Apple Computers), 31, 305
Mail Boxes, Etc. (UPS), 106
management. See also crisis management;

leadership
brand definition and, 34–35
brand leaderships starts with, 225–227
brand name selection and, 111–112
branding process and, 36–37, 57–58
internal launch for, 161–162
leadership and commitment, 16–18
previewing a brand story with, 152–153

market niche
commodity-to-brand differentiation, 24–26
creating a new, 79
customer profiling to identify, 82–83
don’t become a me-too brand, 87
market research for, 61

market research, 32–33. See also customer
research

for assessing brand identity, 44–45
budgeting for costs in, 54–55
determing customer profile, 61–67
determing target market by, 61
self-assessment in, 67–68
using outside resources for, 73–74

market share, 13, 269
marketing

advertising effectiveness in, 201–202
avoiding mistakes in, 335
benefits of branding in, 24–29
blogging and podcast, 220–222
brand definition and, 34–35
brand extensions and, 272–274
brand value as measure in, 258–259
budgeting and brand strategy, 54–55
commodity-to-brand, 25
communicating consistency in, 186–187
generating buzz in, 250–251
golden rule of branding for, 331
instilling meaning in logos by, 129
online resources, 346
role in brand management, 17
sales force role in, 234–237
success from branding, 1
using e-mail in, 218–220

marketing plan. See also product launch
brand launch budget and, 160
defining target market, 157
4Ps strategies for, 157–158

goals and objectives, 155–156
promotional incentives and, 166, 170, 203
writing the brand launch, 154

marketplace
brand extensions in the, 270–274
brand review in changing, 289–292
brand value impact in the, 254–255
brand value measurement, 261–262
don’t become a me-too brand, 87
niche marketing, 78–80
point of difference in the, 80–82, 85–87
protecting brand equity in the, 264
protecting brand names in the, 119–122
seizing opportunities in the, 75–76

Marlboro cigarettes (Phillip Morris), 341
Married to the Brand: Why Consumers Bond With

Some Brands For Life (McEwen), 347
Martha Stewart Living Omnimedia, 29, 75, 312
McDonald’s Corporation, 128, 341
McNeil Consumer Products Company, 321
media. See also press kit

bad publicity and the, 184
creating the press kit for, 180–181
creating your media list, 173–174
crisis management and the, 316–323
news releases for the, 176–180
pitching your story, 175–176
prioritizing your contacts, 174–175
public relations and the, 169
as target audience, 190–194

media interviews, 183–184
media/marketing sourcebooks, 75, 174
Mercedes-Benz (DaimlerChrysler AG), 

25, 128, 341
mergers and takeovers, 42, 286–287
Merrill Lynch, 26
me-too brand, avoiding the, 87
Miceli, Dawn, 221
Microsoft Corporation, 40, 110, 124, 207–208,

341
Miracle-Gro (The Scott’s Co.), 106
mission

brand definition and, 34–35
brand equity and, 13
brand identity and company, 56–57
the business plan and company, 56, 94–95
creating a statement of, 19, 91–96
defining brand identity, 46
fundraising and the nonprofit, 40
golden rule of branding for, 328–329
logo as expression of, 27
management leadership in, 16–18, 226–227
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mock-ups, creating, 150–151
Morris, Tee, 221
Morton Salt (Rohm & Haas Co.), 24
motivation

brands create, 52–53
determing customer, 61
identifying customer, 64–65
for purchasing decisions, 64

Mozilla, 110, 251
myspace.com, 251

• N •
name availability, 300–301
name awareness. See also advertising

as asset, 261, 341–342
brand definition and, 34–35
brand equity and, 22
brand image and, 35
brand names and, 105–108
budgeting for costs in, 18–19, 54–55
business brands and, 28
history and origin of brands for, 14
individual brands and, 28–29
international markets and, 40–41
logos and, 130
makes selling easier, 11–12, 49–50
online business and, 205
promotional incentives, 12, 49–50, 203
using e-mail to generate, 218–220

name selection, 109–116
National Geographic, 272
negative image

avoiding brand name, 108
brand value and, 254
customer research on, 70
protecting brand equity from, 311–316
reacting to threats of, 316–323
rebranding to overcome, 292–293

Netscape, 215
Neville, Aaron, 41
A New Brand World: Eight Principles for Achieving

Brand Leadership in the Twenty-First Century
(Bedbury & Fenichell), 347

The New York Times, 251
Newman, Paul, 29
news conferences, 183
news releases, 176–180
niche marketing. See market niche
Nidetch, Jean, 79
Nike, Inc., 25, 50, 110, 124, 128, 207, 236

Nissan Motor Co., Ltd., 269
Nokia Corporation, 341
no-name products, 11–13, 13
nonprofit organizations

branding process for, 40
public relations and, 182
target markets for, 2

Nordstrom, Inc., 233

• O •
Oil of Olay (Procter & Gamble), 32
online resources. See also domain name;

Internet; Web site
for brand awareness and sales, 12
brand value, 262–263
customer research, 70
identifying customers from, 2
media list, 174
online pressrooms as media kit, 181

Oprah, 29, 50, 75, 271, 274
orientation and training. See training
Otis Elevator Company, 305

• P •
packaging

brand definition and, 34–35
brand image and, 35, 202
budgeting for costs in, 18–19, 54–55
mock-ups, 150–151
product presentation by, 16

Pampers (Procter & Gamble), 32
parent-dominant brands, 31, 118–119
parent-endorsed brands, 31–32, 118–119
parent-silent brands, 32
Patents, Copyrights & Trademarks For Dummies

(Charmasson), 121
Peace Corps, 95
perception

brand image and customer, 22, 46
branding cycle and consumer, 16
commodity-to-brand differentiation, 24–26
customer beliefs and brand, 11
firsthand experience as, 86
maintaining consistency of, 37

personal brand, 28
personality

brand character as, 98–100, 145, 147, 230–231
brands have a, 19–20, 42, 225–227
companies have a, 35, 103
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personality (continued)
logo as expression of, 27, 128
taglines have a, 140

personality brand, 28–29
Peterson, Steven, 38
Phillip Morris (Altria Group, Inc.), 108
Pier 1 Imports, Inc., 107
Planet Hollywood restaurants, 274
Podcasting For Dummies (Morris, Terra, Miceli &

Domkus), 221–222
podcasts and blogging, 220–222
point of difference (point of distinction). See

also differentiation; distinction
attributes as, 80–82
determing your, 85–87
positioning statement and, 88–89

political campaigns, 2
positioning

branding cycle and, 15–16
budgeting for brand, 54–55
common approaches to, 78–80
in the competitive landscape, 84–87
defining, 22, 78
don’t become a me-too brand, 87
getting through noise and clutter to, 77
globalization and product, 40–41
golden rule of branding for, 327
point of difference in, 80–82, 85–87
product realignment and, 37–38
sales growth options in, 266
steps in market, 33
using a tagline in, 140–142

positioning statement, 87–89
Positioning: The Battle For Your Mind (Reis &

Trout), 346
Powerade (The Coca-Cola Co.), 106
PR Newswire, 178
premium pricing

brand names allow, 104
brand value creates, 254, 261–262
commodity-to-brand differentiation, 24–26

press kit. See also media
budgeting for, 160
creating the, 180–181
logo publicity and the, 136
media interviews and the, 183–184
news conferences and the, 183
news releases and the, 178–179
PR plan and the, 168–170

Price Waterhouse, 287
pricing strategy

marketing plan and, 157–158
as obstacle to sales, 238

price elasticity in, 261–262
protecting brand equity by, 264

Pringles (Procter & Gamble), 32
print advertising, 195–199
Procter & Gamble, 26, 32, 266, 271, 341
product brand, 24–28
product cannibalization, 269, 339
product category

avoiding mistakes in, 339
brand extensions and, 267–268
brand identity and, 274–275
commodity-to-brand differentiation, 24
licensing within, 280
positioning within, 79–80

product definition, 15–16. See also brand
definition

product extensions. See brand extensions; line
extensions

product launch. See also external launch;
internal launch; marketing plan; product
revitalization

avoiding mistakes in, 336
brand experience and, 146, 151, 225
branding at, 16, 108
branding process for, 39–40
budgeting, 160
business brands and, 28
creating name awareness for, 13–14
globalization and, 40–41
leveraging and extensions, 12, 266–267
marketing plan, 154
phases of, 36, 145–150
previewing a brand story before, 152–153
publicity and public relations, 158–159
using outside resources in, 17–18
using trade shows and conferences for, 149,

163, 167, 187–188
product presentation

brand definition and, 34–35
branding cycle and, 16
budgeting for costs in, 18–19, 54–55

product promise
avoiding mistakes in, 337–339
brand definition and, 34–35
brand experience and, 100, 163, 228–229
brand names and your, 106–107, 111–112
branding cycle and, 15–16
brands as, 9–10, 17, 21
customer expectations of, 246–248
defining your brand by its, 19
design and cultural changes and, 37–38
golden rule of branding for, 328, 331
maintaining consistency in, 23, 186–187
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management leadership and, 226–227
matching the positioning to, 87–89
parent-dominant brands and, 31
service as a, 26
testimonials and endorsements, 234–237
testing commitment to the, 228

product returns, 10, 12, 68–69, 102
product revitalization. See also brand

revitalization
business cycle and, 15–16
current product strengths versus, 147–148
defining goals and objectives, 288–289
differentiation and, 51
leveraging and, 266–267
publicity, 182
reputation and, 167–168
when it is in order, 287

product strategy, 157–158
promises. See business promise; product

promise
promotion strategy, 157–158
promotional incentives

brand awareness and, 12, 49–50, 203
brand value creates, 255
getting through noise and clutter of, 77
internal launch, 163
listening to customer input by, 69
marketing plan, 154, 157–159, 166, 170

protection, brand. See also brand names; crisis
management; logos; trademarks

avoiding mistakes in, 336–337
brand names and, 119–122
legal rights for, 37
logos and, 35, 140
management role in, 17
revitalization and, 294–295
trademarks as, 13, 302–306

prototypes, creating, 150–151
public relations

blogging and podcast, 220–222
budgeting for, 160, 170
community relations as, 167, 182
crisis management and, 316–323
defining, 165
employee/internal relations as, 166–167
government relations as, 168–169
industry groups/associations, 168
in the marketplace, 166
media and, 169
product launch and, 158–159
testimonials and endorsements, 234–237
writing the plan for, 169–170

Public Relations For Dummies (Yaverbaum, Bly &
Benun), 170

publicity
awareness reinforcement by, 49–50
brand development resources for, 17
brand launch objectives, 172–173
building your brand promise by, 10
dealing with bad, 184
history and origin of brands in, 14
news conferences and, 183
news releases as, 176–180
news value of brand announcements, 182
pitching your story for effective, 175–176
steps in generating, 171
targeting media outlets for, 173–175
using your logo in, 135–136
Web site links and networking, 215–217
word-of-mouth, 22, 233, 244

purchasing
brand experience in, 244–245
customer patterns in, 64–65, 82–83
inquiry follow-up on prospective, 66
motivation for, 52–53

• R •
RainX (SOPUS Products), 118
rebranding. See also brand revitalization

assessing a current identity for, 43–45
brand equity and, 23
online resources, 346
product launch in, 147–149
product positioning and, 37–38

recall, name awareness creates, 13
Red Cross, 41, 118, 124, 129
registered trademarks. See trademarks
repositioning, 266
reputation

brand equity and, 22
brand image creates, 14
brand name goodwill as, 108
business brands create, 28
business promises and, 97
celebrity endorsements and, 29, 236
community PR and, 167
crisis management of, 311–312
golden rule of branding for, 328
personal brands and, 28–29
in service as a product, 26
a web site can build, 212–213

Rifkin, Devon, 25
risks. See also crisis management

brand extension, 267–268
brand revitalization, 284
brand value, 259–260, 336–337
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risks (continued)
customer satisfaction, 152–153, 237–238, 245
line extension, 268–269
logo, 307
trademarking, 122, 302–306, 309

Ritz-Carlton (Marriott International), 233
Rollerblade, 306
royalties, licensing, 263, 278–279
Rule of One, 32, 40, 335

• S •
sales force, preparing the, 234–237
sales/selling

avoiding mistakes in, 337
awareness as priority in, 49–50
brand awareness drives, 11–12
brand name as an asset, 104
brand value creates, 254
brand value as measure of, 256–258
customer loyalty relationships, 239–241
customer research and, 70–71
endorsements and testimonials in, 237
inquiries lead to prospective, 66
motivation for, 52–53
obstacles to, 237–238
online business for, 205
product innovation and growth, 266–267
using your logo in, 136

Samsung Group, 341
scandal. See crisis management
Schenck, Barbara Findlay, 38
Schwab, Charles, 26
Schweitzer, Hoyle, 305
Seattle’s Best coffee, 106
Segway Human Transporter, 80
self-assessment. See also assessment

of brand attributes, 81–82
business promise, 97–98
conduct your own, 67–68

service business brand, 26–27
service cycle, 152
service mark, 121, 302
Shell Petroleum, 129
shopping, Internet and at-home, 13
sidebar information, accessing the, 3
signage

assessing, 243
brand identity and, 101
budgeting for, 18
developing your, 35
maintaining brand image in, 48
mock-ups, 150–151

using your logo in, 124, 136
website and, 217

Simpson, O. J., 312
Smucker’s (J. M. Smucker Company), 105
Sony Corporation, 98, 118
specialty brands, 79
St. Joseph Aspirin (McNeil PPC, Inc.), 266
stakeholders

brand promises and, 259
brand story and, 152–153
in the branding process, 30, 289–290
building brand image with, 169–170
building trust with, 27, 37, 342
community leaders as, 167
employees and members as, 166–167
government leaders as, 168–169
industry groups/associations as, 168
media as, 169

Standard Rate and Data Service (SRDS), 
75, 174, 258

Starbucks Corporation, 11, 110, 118, 182, 266, 271
start-up costs, brand development, 18–19
Stewart, Martha, 29, 75, 312
Stuart, John, 260
subbrands

avoiding, 275, 335
logos for, 126
parent brands relative to, 119
personality brands as, 29
public relations with, 153
Rule of One and, 335

substitution, differentiation by, 12, 24–26
succession planning, 315–316
Sunkist Growers, Inc., 107
surveys. See also customer research

business publication, 152, 241
demographic, 63
geodemographic, 63
inquiry follow-up by, 66
phone and written, 44–45
previewing a brand story with, 152–153
using outside resources for, 73

symbols. See logos

• T •
tagline

brand image and the, 35
creating brand identity by, 55, 140–142
as domain name, 207–208
logo design and your, 126
vision and mission create, 92

takeovers. See mergers and takeovers
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target audience
blogging and podcasts to, 220–222
brand strategy and, 31–32
defining your, 169–170, 188
media as, 170
missing your, 192
publicity for the, 171–174
using e-mail to reach your, 218–220

Target Corporation, 129
target market

brand architecture and the, 30–32
brand names and your, 105–106, 113–114
budgeting and your, 55
defining, 2, 157
determing your, 61
globalization and culture of the, 40–41
inquiries lead to prospective, 66
maintaining consistency in, 23
media advertising for the, 190–194
prioritizing your media list by, 174–175

telephone, customer research by, 70, 72
templates. See examples and templates
Terminix pest control (ServiceMaster), 106
Terra, Evo, 221
terrorism. See crisis management
testimonials. See endorsements and

testimonials
Thomas, Dave, 29
Tide detergent (Procter & Gamble), 271
Time Warner, Inc., 287
Timex Corporation, 279
Toyota Motor Corporation, 269, 341
trade shows and conferences

delivering marketing messages, 187–188
logo applications at, 135–136
as PR events, 149, 163, 167
as vertical market, 168

trademarks. See also protection, brand
brand name selection and, 114
defined, 121
invented names as, 13
maintaining registration of, 304–306
obtaining and registering, 302–304
online resources, 348
protecting brand names and, 119–122

training
brand champion, 17, 229–233
customers, 231
employee, 166–167
licensing program, 279–280
obstacles to, 237–238
protecting intellectual property, 309–310

Trump, Donald, 29

trust
brand strategy and, 52
commodity-to-brand differentiation, 24–26
dealing with lack of, 237–238
identifying customer, 10, 64–65
name awareness creates, 13, 107–108
nonprofit brand image and, 40
testimonials and endorsements, 234–237
when a service is the product, 26

Twain, Mark, 119
The 22 Immutable Laws of Branding: How to

Build a Product or Service into a World-Class
Brand (Ries & Ries), 347

Tylenol (Johnson & Johnson), 321
typographic symbol. See logos

• U •
U. S. Patent and Trademark Office (USPTO),

120–121, 302–303
U. S. trademarks. See trademarks
U-Haul International, Inc., 110, 141
Umpqua Bank (Umpqua Holdings Corp.), 98
unique selling position (USP), 80–82
United Air Lines, 294
UPC Database, 14
UPS (United Parcel Service), 286

• V •
values. See also brand value; business promise;

product promise
brand definition and, 34–35
brand equity and, 13
brand identity and company, 56–57
the business plan and company, 56
defining brand identity, 46
fundraising and the nonprofit, 40
golden rule of branding for, 328–329
identifying customer, 64–65
management leadership, 16–18, 225–227

vector-based graphic design, 135
venture capital, 2, 41–42
Verizon Communications, 110, 207
vertical markets, 168
Victoria’s Secret (Limited Brands), 107, 234
video news releases, 179
viral marketing, 250–252
Virginia Tech University, 94
vision

brand definition and, 34–35
brand equity and, 13
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vision (continued)
brand identity and company, 56–57
brand value in, 342–343
the business plan and company, 56
creating a statement of, 19, 91–96
defining brand identity, 46
fundraising and the nonprofit, 40
golden rule of branding for, 328–329, 331–332
management leadership, 16–18, 226–227

Volkswagen AG, 275
Volvo Car Corporation, 94

• W •
Wal-Mart Stores, Inc., 98
Walt Disney Studios, 11, 29, 274, 279, 341
Ward, Jon, 275
warranties, 11–12, 65
web log. See blogging and podcasts
Web site. See also domain name; Internet; online

resources
brand experience and, 205–206
branding resources, 345–346
budgeting for cost of, 18–19
building business with a, 209–210
categories, 210
content and navigation, 210–212
creating an online brand image, 212–214
crisis management, 322
endorsements and testimonials, 237
generating customer input from, 69
helping people find your, 214–216
link exchanges and networking, 216–217
promotion and visibility, 217

Webcasts, 179
WeightWatchers, 79
Wendy’s International, Inc., 29
Whole Foods Market, 93–94
Wiley

Building Your Business With Google For
Dummies (Hill), 215–216

Business Plans Kit for Dummies (Peterson, 
Jaret & Schenck), 38

Designing Brand Identity (Wheeler), 346
DOS For Dummies (Gookin), 76
Patents, Copyrights & Trademarks For Dummies

(Charmasson), 121
Podcasting For Dummies (Morris, Terra, Miceli

& Domkus), 221–222
Public Relations For Dummies (Yaverbaum,

Bly & Benun), 170

Windsurfer, 305
Winfrey, Oprah. See Oprah
Woods, Tiger, 29, 236
Woolite Carpet Cleaner (Reckitt Benckiser, Inc.),

266
wordmark. See logos
word-of-mouth

brand awareness, 9
brand introductions, 157
building your brand promise by, 10
customer loyalty, 239–241
marketing, 250–252
publicity, 22, 233, 244

worksheet
benchmarking, 156
brand assets analysis, 53, 295
brand attributes, 47, 82
brand experience audit, 247
brand image, 48
brand introduction message, 150
brand launch budget, 160
brand positioning matrix, 85
brand revitalization, 285
brand threats impact, 314
brand value assessment, 257
customer experience assessment, 249
customer profile, 67, 83
logo applications, 136
logo design, 125
mission statement, 96
public relations, 160, 170
statement of values, 93

World Intellectual Property Organization,
303–304, 306

World Wide Web (WWW). See Internet

• X •
Xerox Corporation, 305

• Y •
Yahoo!, 106–107, 110, 126, 130, 208, 215
Yaverbaum, Eric, 170
Yellow Pages, 142

• Z •
Ziploc (S. C. Johnson & Sons, Inc.), 106
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