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Reviving a Mature Consumer Brand
Name misappropriation refers to the use of the name, voice and signature of a business or likeness of the name in any manner on or in products, merchandise or goods and services for commercial purposes such as advertising or selling without consent. Name misappropriation denies the rightful owner of the name the control and the right to make money from the commercial use of his/her identity. Name misappropriation also invades privacy.  In this case, the likeness of Levi’s name to the Lee name. Levi gained an economic gain from wrongful appropriation. 
The visual projection technique used aimed at establishing the emotional connection between teenage boys and their favorite jeans. Images were shown to the new target market and they were asked to pick the pictures that that best represented how they wanted to feel when wearing their favorite jeans. Most of the people in the target market chose the image of a man on a man pushing a boulder on a hill while others chose images of Michael Jordan the basketball player. What was learned through this research is that the young men wanted to feel indestructible in their jeans. It was more about how they felt than how they looked. 
[bookmark: _GoBack]Lee used a tactical media strategy to reach its target audience. A hilarious six-minute parody of a documentary explaining how Buddy Lee was created and released. The documentary was narrated by Actor Peter Graves giving it a Biography Channel feel. The documentary solely provided a backstory of Buddy Lee with no mention of Lee jeans. The piece was also aired on Comedy Central. This was aimed at getting to the majority by first getting to the influential majority. 
Share of voice refers a firm’s individual brand percentage of the total spending for the category for a category for a specific time period. Share of voice measures how much of the conversation with the target market is owned by a brand versus its competitors. It aims to establish how much ground has been lost or gained over time among the target consumers in the industry.  On the other hand, market share refers to the brand’s percent of total sales for the new category for the same time period. The share of voice directly affects the market share. 


