Contents

1 Basics of Identity-Based Brand Management ......................... 1
1.1 Current Challenges in Brand Management . ....................... 2
1.2 The Emergence of Identity-Based Brand Management. .............. 5
1.3 Identity-Based Brand Definition ................. .. ... ..., 13
1.4 The Basic Concept of Identity-Based Brand Management ............ 14
1.5 Comparison with Other Brand Management Approaches............. 15

1.5.1 Approach by KevinLaneKeller ......................... 15
152 Approachby David A. Aaker.............. ..., 16
1.5.3  Approach by Jean-Noél Kapferer ........................ 17
1.5.4  Approach by Leslie de Chernatony . .. .................... 17
1.6  Current State of Identity Research. . .............. ... ... ... ... 18
1.6.1  Social Science Identity Research. .. ...................... 19
1.6.1.1  Social Science Approaches. .................... 19
1.6.1.2  Constitutional Features of Brand Identity.......... 21
1.6.1.3  Groups as Identity Objects in the Process
of Ascribing Identity. ......... ... . ... ..., 24
1.6.2  Economic Identity Research .. .......................... 25
1.6.2.1  New Institutional Economics ................... 25
1.6.22  Corporate Culture Research . ................... 26
1.6.2.3  Corporate Identity Research.................... 27
1.7 Conceptual Design of the Brand Identity. . ........................ 28
171 Brand Origin . ...t e 30
172 Brand Vision ...........iiiiiiiniiiiniiiiiiin 35
1.7.3 Brand Competence. . .. ........ovuviniuniienenennenenns 36
174 BrandValues ........... ... oot 38
175 Brand Personality. . ........... ... . i 40
176 BrandOffer ........ ... . i 44
1.8  Conceptual Design of BrandImage. . ............... ... ... ..... 46
1.8.1 PurposeofBrandImage .................. .. ... ... 46
vii

Bibliografische Informationen
https://d-nb.info/1272546632

——


https://d-nb.info/1272546632

viii Contents
1.8.2  Stimulus processing in the brain to create brand images. . . . ... 48
1.8.3  Storing Brand ImagesinMemory . ....................... 49
1.8.4  Neuroscientific Implications for Identity-Based Brand
Management . .....ouuuiintnt i e 51
1.9  Authenticity in Identity-Based Brand Management ................. 53
1.9.1 Relevance and Object of Brand Authenticity. . .............. 53
1.9.2  Implications for Identity-Based Brand Management . ........ 55
1.10 Management Process of Identity-Based Brand Management . ......... 56
References. . ... e 58
2 Strategic Brand Management . .............. .. ... ... .. i, 69
2.1  Situation and Identity Analysis ............ ... ... . it 70
22 Brand ObjJectives . ... ..ottt e 71
2.2.1  Objectives of Internal Brand Management ................. 72
2.2.1.1  Brand Citizenship Behaviour as a Behavioural
Internal Objective . . ..., 72
2.2.1.2 Brand Commitment ...............c.cvouienn.. 74
2.2.1.3 Brand Understanding . ........................ 77
2.2.2  Objectives of External Brand Management. ................ 79
2.22.1  External Behavioural Objectives ................ 79
2222 BrandAttachment.................... ... ..... 79
2223 BrandTrust.......... .ot 81
2.3 Brand Positioning. .......... ..ot i i 85
2.3.1  Definition and Importance of Brand Positioning. ............ 85
2.3.2  Process of Identity-Based Brand Positioning ............... 87
2.32.1  Determining Target Groups and Competitors. . .. ... 89
2.3.2.2  Identifying Potential Benefit Dimensions Suitable
for Positioning .............coiiiiiiiiinn... 89
2.3.2.3  Selection of Appropriate Benefit Dimensions . .. ... 91
2.32.4  Formulation of the Brand Promise . .............. 93
2.32.5 Communication of the Brand Promise............ 94
2.3.3  Brand Repositioning as a Distinct Form of Positioning . . .. ... 96
24 Brand Architecture. . ........ ...t 100
2.4.1 Classification and Definition of Brand Architecture . ... ...... 100
2.4.2  Hierarchisation of a Brand Portfolio...................... 102
2.43  Strategic Design of Brand Architecture. . .................. 103
2.43.1 Designing the Vertical Dimension of Brand
Architecture ............coviiiiiiiiinian. 103
2.43.2  Designing the Horizontal Dimension of Brand
Architecture .......... ... oo 110

2.5 Brand Evolution. ... ...ttt it et e 111



Contents ix
2.5.1  Classification and Definition of Brand Evolution ............ 111
252 Brand Consolidation ..............coviiiiineennenn .. 113
2.52.1 Immediate Withdrawal ........................ 114
2522  SKIMMING . ...ttt 115
2523 FocuSINg .....vitii e 115
2524 BrandMigration .. ... 116
253 Brand Extension................ it 118
2.53.1 LineExtension ............c.coivuiinenienaennn 121
2.5.3.2 Category Extension. ...........c.coviuiinennnn. 122
2.53.3 Geographical Expansion....................... 125
2534 BrandLicensing................coooiiiiiia., 125
2.53.5 Co-Branding Strategy..............c.ccovinn.. 127
2.53.6 Autarky Strategy............oiiiiiiiiniin.. 129
2.6 BrandBudgeting .......... ... 130
2.6.1 Tasksof Brand Budgeting ............... ... ... ... . ... 130
2,62 Budgeting Process...........c.ooiiiiiiiiiiiiiiiii 133
References. .. ... .ottt 134
3 Operational Brand Management. . . ............... .. ... .. ..., 145
3.1 Internal Operational Brand Management. . ........................ 148
3.1.1  Moderating Influences on Brand Citizenship Behaviour. ... ... 148
3.1.1.1  Structure and Process Fit ...................... 148
3.1.1.2  Resource and Competence Fit .................. 149

3.1.2  Tools for Influencing Brand Understanding, Brand
Commitment, and Brand Citizenship Behaviour. ............ 150
3.1.2.1 Internal Brand Communication ................. 151
3.1.2.2  External Brand Communication................. 159
3.1.2.3 Brand-Oriented HR Management. .. ............. 162
3.1.2.4 Brand-Oriented Leadership .................... 167
3.2  External Operational Brand Management......................... 170
32.1 Selectionof BrandElements................... ... .. ... 171
32.1.1 BrandProtection................cooiiiiiin... 172
3212 TheBrandName.............. ..., 174
3213 TheBrandLogo .............cooiiiiiiin... 176
32.14 BrandCharacters ..............coviiiienon... 178
32.15 SlogansandlJingles................ ... ... ... 179
3.2.2  Designing the Marketing Mix: Product and Program Policy ... 180
32.2.1 Product Design and Packaging.................. 181
3.2.2.2  Emotionalization through Brand Experiences . .. ... 184
3.2.3  Designing the Marketing Mix: Pricing Policy............... 188
3.24  Designing the Marketing Mix: Distribution Policy........... 189
3.2.5 Designing the Marketing Mix: Communication Policy. . ...... 193
REfEIENCES. . o v vttt e e e 195



X Contents
4 Identity-Based Brand Control . ..................................... 207
4.1 Internal and External Brand Performance Measurement. ............. 209
4.1.1  Conceptualisation of Internal and External Brand Strength .... 209
4.1.2  Selected Tools for Brand Performance Measurement. . .. ..... 213
42 BrandValuation.............c.coiiiniiiiineiiiniiiii. 217
4.2.1  Customer Equity vs. Brand Equity as Top Indicators of Brand
Control. . ..o e 217
4.2.2  The Necessity of Brand Valuation and Criteria for Its
Usefulness .. ..ottt 218
4.2.3  Balance Sheet Requirements for Brand Valuation. ........... 222
424  Brand Valuation Approaches . ............... ...t 223
4.2.5 Identity-Based Brand Valuation. ......................... 225
References. . .. ..ot e 227
5 Special Identity-Based Brand Management Use Cases.................. 231
5.1 International Identity-Based Brand Management ................... 232
5.1.1  Standardisation vs. Differentiation in International
Marketing. . ....ooi i e 232
5.1.2  Important Determinants of Consumer Behaviour Toward
Brands in International Markets ......................... 234
5.12.1 NationalCulture . ............. ... ... ..., 234
5.1.2.2  Level of National Economic Development. . ....... 237
5.1.2.3  Sociodemographic Structure of Society . .......... 240
5124 BrandOrigin............coiiiiiiiiiiiiia.. 240
5.1.3  Strategic and Operational International Brand Management ... 242
5.13.1 MarketEntry Timing ............... ... ..., 242
5.1.3.2  Brand Positioning in an International Context. ... .. 244
5.1.3.3  International Brand Architecture ................ 245
5.1.3.4  Internal Brand Management in an International
(07511 < 248
5.2 Identity-Based Brand ManagementinRetail. ...................... 251
5.2.1  Retail-Oriented Brand Management of Manufacturers. . . ... .. 251
5.2.2  Identity-Based Management of Retail Brands. .............. 255
5.2.3  Identity-Based Management of Private Label Brands. ........ 256
5.3  Identity-Based Brand Management Online and on Social Media. . ..... 262
5.3.1  Challenges for Brand Management Posed by Digitalisation. ... 262
5.3.2  Online and Social Media Communication Tools............. 266
5.3.3  Brand Management on SocialMedia ..................... 271
5.3.3.1 Differentiation Between Brand-Generated Content
and User-Generated Content. . .................. 272
5.3.3.2 Influencer Branding .......................... 274

5.3.3.3  Measuring Performance on Social Media. ......... 286



Contents xi
5.4  Identity-Based Brand Management on Platforms . .................. 289
5.4.1  Growing Significance of Platforms . . ..................... 289
5.4.2  Success Factors in the Platform Economy.................. 291
5.4.3  Risks of the Platform Economy. ......................... 294
5.4.4  Implications for Identity-Based Brand Management on
Platforms . ... ... 297
References. . . ...t e 299



