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Consistency: in advertising spending,
146-147; in operating values, 28, 30,
53; in strategy, 5-6

Consumer value attitudinal models, 21

Content delivery, 133, 168

Content development, 168

Contingency plans, 155

Continuous improvement, 74

Conversations. See Balanced Conversation

Core Narrative. See Narratives

Corporate values: Balanced Culture and,
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outsourcing and, 73-74, 78

Globalization, 159-160

Godiva Chocolate, 71

Good to Great (Collins), 156

Gossip, 148

Governance, perception of, 24

Grant, General, 11

Great Seal of the United States of
America, 11

Greed, 4

Guitar industry, 8-9

H

Habitat for Humanity, 83

Haigh, D., 22-23

Happy Meals, 65

Harris Poll, 10

Haymarket, J., 109

Health care industry: monitoring stake-
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Keller, K. L., 21
Kmart, 10
Kowalski, M., 12-13
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Mental short lists, 57, 60

Messaging, 134, 138, 140

Methodology, 94-96, 97

Microsoft, 24, 26, 117-118

Midwesterners, preconceptions about, 56
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value dimensions, 138, 139
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mental sustainability, 81-82, 83-84;
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Recruitment, 15-16

Recycling, computer, 80-81

Redemption, 30-31

Regionality, brand personality and, 56

Relationship, in 3R Brand Equation, 89-81

Relationships: Balanced Conversation for,
129-151; continuum of involvement
and, 63; levels of, 54—55, 59; sales ver-
sus, 131-132, 150
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St. Louis Cardinals, 82, 83

Sales: Balanced Conversation in,
131-132, 144; language of, 130; rela-
tionships versus, 131-132, 150
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Services. See Products and services

Sex discrimination suit, Wal-Mart’s, 6, 93

Shareholders, 65

Sherman, Gen., 11

Siemens, 26

Silver mining industry, 12-13
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and, 79-80

Spin, 148-149
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Stability and instability, in Values Pyra-
mid, 68

Stakeholder(s): in brand valuation model,
21-23; defined, 170; identifying and
classifying, 63—64, 84, 85; prioritizing,
65-67, 85,155

Stakeholder Advocates and Adversaries
Chart, 104, 105

Stakeholder agendas, 65-66, 85, 116, 170

Stakeholder alignment. See Stakeholder
values alignment

Stakeholder Assessment, 63—85; classifi-
cation and prioritization in, 6367, 85,
155; defined, 44, 170; dimensions of
values in, 67-84; measurement and
monitoring techniques in, 89-98;
methodology of, 94-96, 97; overview
of, 3941, 85; timeline for, 157, 158

Stakeholder Assessment Pyramid, 3940,
67-69, 85

Stakeholder values: aspiration type of, 39,
40, 67, 69-73, 84; assessment of,
39-41, 63-85, 89-98; conflicting, 66,
92,94, 116, 124; continuum of
involvement and, 63; departmental
responsibilities for, 84; dimensions of,
39-40, 66-84; diverse agendas and,
65-66, 85, 116; impact type of, 39, 40,
67, 78-84, 84; importance of, 38; man-
aging, 68-69; monitoring change in,
94-96, 98, 123-124, 158; personalized
conversations around, 140-141; post-
purchase, 72-73; process type of, 39,
40, 67, 73-78, 84; Return on Invest-
ment in, 89-98, 94, 95, 97; strength of,
measurement of, 91-94

Stakeholder values alignment: Balanced
Conversation for, 4243, 129-151;
Balanced Culture for, 4142, 103-126;
BalancedBrand System for, 37-38,
39-43, 44; defined, 170; importance
of, 155, 162; at Mayo Clinic, 13-16;


















