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Four Key Take-Aways from Todayôs Session

1. What you should really expect from your brand

2. How to determine if your brand is in decline and 

in need of a renovation

3. The core branding elements that will shape 

the renovation process

4. What it takes to infuse the brand into your 

company culture
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άThe future of brands is the future of businessΧ
the brand will become the only major sustainable 
competitive advantageΦέ

Kotler & Pfoertsch,
B2B Brand Management
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http://www.amazon.com/gp/reader/3540253602/ref=sib_dp_pt


Erroneous conclusionsé.

and potential demise of a brand
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Brand relevance and leadership
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A Strong Brand Positively Impactsé

REPUTATION

ÅDevelops a deep and lasting 

connection to the brand  

ÅSignificantly influences the 

purchase decisions  

ÅIncreases retention & 

enhance brand commitment  

ÅBuilds a premium image in 

minds of end users  

ÅIncreases profitability  

ÅDrives loyalty  

ÅEarns more than competitors  

ÅEnables premium pricing  

WORKFORCE

ÅGives employees 

tools/frameworks to facilitate 

decision making  

ÅPoints employees in the right 

direction  

ÅMotivates employees to do 

the right thing by the customer 

(external and internal)

ÅKeeps the sales force 

motivated and energized  

CHANNEL

ÅGives a 6-12-month lead on 

private-label knock-offs  

ÅProvides better margins to 

retail channels  

ÅHelps differentiate with retail 

channels and end users  

ÅAssures continued access to 

shelf space  
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Brand Influence Factors

The Pert Group 2009, Brand Renovation Survey: Level of Agreement (BASE: 212)
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Where is your brand today? 

What is your brandôs marketplace 

reputation?

Do your employees understand the 

brand principles and values, and strive 

to communicate the brand in all they do?  

Is your brand a leader? Innovative? 

Ahead of the curve? 

Does your brand command a premium? 

How do you rate your brand on 

a scale of 1 ï10? 
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