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Chapter 1

Brands and Brand Management



Figure 1. Starbucks Brand Association Map
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Figure 2. Benefit Visib

ility and Brand Impact
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Figure 3. Marketing Tactics as a Process of Desighing, Communicating
and Delivering Value
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Figure 4. The Market Impact of the Brand
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Figure 5. Value-Driven Brand Management
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Chapter 2

Brands as a Tool
for Creating Value



Figure 1. The Market Value Principle
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Figure 2. The Three Dimensions of Customer Value
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Figure 3. Brands as a Primary Tool for Creating Psychological Value
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Figure 4. The Brand as a Means of Creating Company Value
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Figure 5. The Brand as a Means of Creating Collaborator Value
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Figure 6. The Brand as a Means of Amplifying the Impact of the Offering on
Customers
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Figure 7. Brand Power and Brand Equity
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Chapter 3

Developing the Brand Strategy



Figure 1. Value Proposition as a Reason for Choice
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Figures 2-4: Positioning Sirategies
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Figure 5. Positioning the Brand to Create a Sustainable Competitive
Advantage
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Figure 6. The Six Es of Luxury
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Figure 7. The Three Dimensions of Identity Branding
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Chapter 4

Designing the Brand



Figure 1. Brand Identifiers and Brand Associations
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Figure 2. Key Brand Identifiers
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Figure 6. Brand Association Map of Nespresso
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Chapter 5

Communicating the Brand



Figure 1. Brand Communication as a Distinct Type of Marketing
Communication
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Figure 2. The Framework for Managing Brand Communication

[ Goal ]-}[ Strategy ]-}[ Tactics j-}[lmplemen’roﬁonj-}[ Control ]
A 4 A A A

- ' N ' N Y\ N D

_ Focus ] [ Message ] | Meda | [ Develooment | [ Impact

4 ) 4 . ) 4 . ) 4 ) 4 )

\Benchmdrksj KAud|ence/ L Creative )L Deployment )L Context )

© 2025 Alexander Chernev



Chapter 6

Crafting the Brand Architecture



Figure 1. Brand and Product Porifolio Strategy: Toyota
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Figure 2. The Brand-Market Mairix

© 2025 Alexander Chernev

Market Segments

Target Customers | Ta Te Tc o Te Morke’ring
Value Proposition | Va \%: Ve Vb VE s;’rro’regy
r «+@ 3 r
.................. S
Product | P P P2 P2 P3
Service : § S2 S2 S3 S3
(Bond B B B B By ) Ond
Pice | Ri |Re| Re  Rs Ra
Incentives | | bi I3 - - I\:/\orke’ring
Communication C C» C2 Cs 4 T_GCﬂCS
Distribution | Dy |D2| D1 Ds  Ds
__________________ N ——
T
Market offering



Figure 3. The Product-Brand Matrix
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Figure 4. Umbrella Branding Sirategy
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Figure 5. House-of-Brands Strategy
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Figure 6. Internal Cobranding
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Figure 7. Sub-Branding and Endorsement-Branding Strategies
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Figure 8. Umbrella Branding, Cobranding, and House-of-Brands Strategies
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Figure 9. Shared Brand Meaning as the Driving Force of Cobranding
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Chapter 7

Managing Brands Over Time



Figure 1. Vertical Brand Extensions
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Figure 2. Horizontal Brand Extensions
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Chapter 8

Protecting the Brand



Figure 3. Types of Identity Marks Based on Their Distinctiveness
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Chapter ¢

Measuring Brand Impact



Figure 1. The Framework for Evaluating Brand Impact
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Chapter 10

Developing a Strategic
Brand Management Plan



Figure 1. The Brand Action Plan
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Figure 2. The Brand Action Plan
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Figure 3. The
Organization of
the Strategic
Brand
Management
Plan
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Figure 4. The Brand Audit Framework
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Figure 5. The Customer Value Map
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