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1. Develop your own personal brand
a. Treat yourself as product or service
2. Two major political parties have distinctive brand
a. Democratic is for low income
i. Social development
b. Republican 
c. Both parties have developed brand
d. Democratic people try to impeach Donald trump
e. Campbell think it is stupid to impeach someone without evidence
f. Ever Donald trump is elected, the democrat did nothing beside going after Trump
g. Campbell forget about the election night
h. Campbell’s daughter was in tear, because Donald Trump won the election
i. Standard of living haven’t been ever been better until Donald Trump run the office
j. Every sector of any race has increased job, 7 million
k. Impeachment is a nuclear weapon, it will hurt the president and hurt the public
i. High crime
ii. Bill Clinton being impeached because he had relationship with the intern
l. Donald trump impeachment based on nothing, no evidence what so ever
i. If your have evident, cite it
3. American press is an embarrassment
4. Best journalism is to have both sides, it can have an opinion as long as it stated it
a. After the end of the Vietnam war, cbc lied to the public to the left, and everyone shift to that direction. Now most of the journal like can just give out opinion
b. America media owned the democratic party
5. Don’t follow the crowd, do the research
6. The people who stayed in California are either extremely poor or extremely rich
7. Chapter 10 - measuring outcomes of brand equity: capturing market performance
a. Recognize multidimensionality of brand equity and the importance of multiple methods to measure
b. Contrast different
c. Conjoint analysis
d. Different holistic methods for valuing brand equity
e. Relationship been branding and finance
8. Comparative methods
a. Conjoint analysis- you have key variables, take various factors and decision making and weight them
i. A popular research method- predict how people make complex choices
b. Choosing a restaurant
i. Type of food (3)
1. American, Chinese Italian
ii. Distance from your house
1. 5, 15, 20 mins
iii. Typical cost per person
iv. How much you think your partner will like it
c. How important things are to people that we wish to survey
i. Lack of consistency
ii. People have hard time giving good data
d. Make trade off just like they will do in real world
i. What drive people’s decision
e. One possible restaurant
i. Cheap Chinese restaurant don’t please partner
ii. Expensive Italian restaurant that please partner a lot
f. 54 possible combination
g. 1431 ways that these combinations could be displayed in pairs of two options
h. Picks a small subset of the possible combination and sets of combinations for each respondent
i. 8 – 12 sets
i. asks respondents which product profile they prefer in each set
j. the really cool output is an interactive we what if simulator
9. FMCG Academy
10. Commonly used metrics to measure brand strength
a. Awareness
i. More people have heard
b. Penetration
i. More people have use
c. Likeability
i. More people have like
d. TOM and Unaided awareness
i. More people have mention the brand first or without being prompted it must be stronger
e. Retention or loyalty
i. If more people “return” to but the brand again … it must be stronger
f. All of these are relevant but do not give the full picture
g. Big brand can be first at one but not all
11. Value market share
a. Brand that has the highest sales in value as compared to its competitors is the strongest brand 
b. FMCG academy recommends values market share and not units or volume market share
c. Reason- any brand can sell a lot of units or volume at a very low price. It is very east to sell a dollar for fifty cents
12. If you work long enough in marketing, you will get many advertising and research agencies recommending you to buy data for a different metric to measure brand strength
13. New data or metrics may help you better understand your brand and its opportunities, however. Value market share remains the main metric to gauge brand strengths.
14. Brand matters
a. How to assess brand values
i. What does a brand contribute to revenue?
ii. How do people make choice?
iii. How much does brand contribute to the prices
iv. Why do people buying apple watch
1. They don’t look at spec
2. They buy it because apple is the only one that has it
v. Data shows you where to invest
vi. CMO has the data
15. Brand based comparative approaches
16. Competitive
a. Competitive brands used as benchmarks by consumers
b. Exemplar- category leader or some other brand that consumers feel is representative of the category like their most preferred brand
c. Applications
d. Critique
17. Marketing based comparative approaches
a. Hold the brand fixed and examine consumer response based on changes in the marketing program
b. Applications
c. Critique
18. Conjoint analysis
a. Survey-based multibariate technique that enables marketers to profile the consumer decision process with respect to product and brand
b. Part worth; the value cosumers attach to each attribute level, as tatistically derived by the conjoint formula
19. Redidual approaches
20. Valuation appraocahes
a. Accounting background
b. Historical perspectives
c. General approaches
d. Simon and Sullivan’s brand equity value
e. Interbrand’s brand valuation methodology- most fortune 500
21. Brand valuation and the brands on the balance sheet devote are controversial subjects
22. Limitations of valuation approaches
a. Requite much judgmental data and thus contain much subjectivity
b. Intangible assets are not always synonymous with brand equity
c. Methods sometimes defy common sense
d. Strength of the brand measures may be confound with the strength of the company
23. Guidelines for creating and measuring ROI from brand marketing  activities
a. Spend wisely
i. Focus and be creative
b. Look for benchmarks
i. Examine competitive spending levels and historical company norms
c. Be strategic
i. Apply brand equity models
d. Be observant track both formally and informally
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So we are shorting the brand element that we are talking about
Resume count toward to a page number
1. Quality network than quantity
2. Authority and power use blue
3. Pan America got destroyed by terrorism
4. Chapter 12: introducing and naming new producers and brand extension
5. What are brand extension
a. Used to be so simple, know the brand u know the product
b. Not anymore, any brand can sell anything
c. Ice cream can sell lip balm
d. Some make sense – starbuck sell ice cream
e. Some don’t – hot dog to dog treat - nathan
f. Celebrity has their own fragrance, that’s brand extension
g. Donald selling ties
h. Licensing for the jeep brand, to grow the emotion of the brand
i. Jeep stroller
i. Automobile sell toy to make the kid want to buy that brand when they want a real car
j. Logical and strategic
k. Disney plus, increased the stock
l. License C, protect the brand
m. Harley Davidson cake decoration, does not make sense
n. Brand try to extend themselves to a button line
6. Business had grown beyond a single, the whole system
a. Get to a place that you want to grow your business
b. Maybe a derivative of what you done
c. Or maybe you want to acquire
d. You can’t make it up
e. You have to think about it
f. Ford in automobile
g. Brand extension gamble, ford
i. Mustang brand from ford extended to a 4 doors SUV. Mach E
ii. Risky brand extension, but good review
h. Not on brand, you will damage your brand
i. Make a decision every day, is it on brand
j. Don’t overextend
k. Make sure people don’t go off brand that hurt the brand
7. Chapter 12 learning objective
a. Different types of brand extension
b. Main pro and cons
8. Brand extension
a. Firm uses an established brand name to introduce a new product
b. Line extension- adds a different variety, a different form or size, or a different
c. Category extension- marketers apply the parent
9. Line extension
a. When a already existing brand vome out with a new product in the same categories
b. Very similar to old one 
10. Benefits of line extension
a. It gives the customer more options to choose from
11. Olay face cream
12. Dove – soap
13. Old spice – different deodorants smell, and shampoo an body wash
14. The benefits
a. Customer already knows the brand name
b. The brands can make profit 
15. Jack Daniel
a. Whiskey
b. Extended to meat
16. Similarities
a. Brands use both product line extension and brand extension
17. Advantages of extension
a. Facilitate new-product acceptance
b. Provide feedback benefits to the parent brand
18. Facilitate new-product acceptance
a. Improve brand image
b. Reduce risk perceived by customers
c. Increase the probability of gaining distribution and trial
d. Increase efficiency of promotional expenditure
e. Reduce costs of introductory and follow-up marketing programs 
f. Avoid cost of developing a new brand
g. Allow for packaging and labeling efficiencies
h. Permit consumer variety-seeking
19. Real estate for shelf for Ralph,
a. They do it for how much shelf they buy, not the stock
20. Disadvantages of brand extension
a. Can
i. Confuse or frustrate consumers
ii. Encounter retailer resistance
iii. Fail and hurt parent brand image
iv. Succeed but cannibalize sales of parent brand
v. Succeed but diminish identification with any one category
vi. Succeed but hurt the image of the parent brand
vii. Dilute brand meaning
viii. Cause the company to forgo the chance to develop a new brand
21. 6 degree
a. Biggest brand extension that failed
i. Violates Branding principle
ii. Beer- people drink is for taste, social recognition, and relaxation
iii. Coors is with beers, but not water
1. Sold to Canadian company
2. Unfiltered rocky mountain water
3. They try to extended to the rocky mountain water itself
iv. Life savers is candy but they made soda
1. Make it think about drinking candy
v. Colgate – for clean and spit out
1. Attached to other line
a. To food is for pleasure
vi. Bengay
1. Pain reliever outside
2. Aspirin is to eat
vii. Frito lay lemonade sour, liquid, cold
1. should be salty crunchy, dry
viii. Harley Harrison - motocycler
1. Perfume
ix. Bic- disposable pen and lighter
1. Underwear
a. Disposable underwear
x. Psychosensory branding fail
22. Understanding how consumers evaluate brand extensions
a. Managerial assumptions
b. Brand extensions and brand equity
c. Vertical brand extensions
23. Managerial assumptions
a. Consumers have some awareness of and positive associations about the ardent brand in memory
b. At least some of these positive associations will be evoked  the brand extension
24. Evaluating brand extension opportunities
a. Define actual and desired consumer knowledge about the brand
b. Identity possible extension candidates
c. Evaluate the potential of the extension candidate
d. Design marketing programs to launch extension
e. Evaluate extension success and effects on parent brand equity
25. Brand extension guidelines based on academic research
a. Successful brand extensions occur when the parent brand is seen as having favorable associations and there is a perception of fit between the parent brand and the extension product
b. There are many bases of fit: product related attributes and benefits as well as non-product-related attributes and benefits related to common usage
26. Sum up 
a. Beand extensions occur when a firm useds an established brand name to introduce a new product
27. Some time brand has life cycle
28. Chapter 12 rebranding
a. When your brand is trapped in the past
b. Sometime company need to give up old brand, and have a new brand
c. When forced by circumstances
i. Like everyone going for protein, if u have bakery, u should serve lunch too
d. try to look forward to keep up to the time
e. when your brand is confusing
i. like buberry, gangster buy this cause it look cool
1. they cut the licensing deal
2. went back to basic
3. back to health and prosperity
f. when opportunities emerge
i. [bookmark: _GoBack]
29. You might need to rebrand yourself for personal branding
a. Entire network viewed me as a banker
b. Fortunately, I consciously decide to turn around to a turnaround specialist
i. For working in a troubled company
ii. Saving from bankruptcy
iii. 
