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The Means
to an End

The End
in lzelf

Goodwill

Knowledpe, Products
& Services

Corporate Culture £ People

Tntellectual Property

Mdeas f Creativiry / Innovation

Brand Value

Differentiation

Relevance

Knowledge
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BrandDynamics™

Bonding High Loyalty
Performance
Presence Low Loyalty
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Political/
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Brand
Benchmarking
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Concept of new
structure of corporate

Structures of Signification, Legitimation and Domination
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culture, corporate design, T >
corporate behaviour and R
communication ™.
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New scripts for translationof | o wo
concept |
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Leader as a mediator
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New schemas for
action
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Ongoing individual v | New brand-adequate
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Understand it

Brand Promise

Recall Triggers
Analysis/Audits Implementation
Insight Gathering

Brand Experience

Live it
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Importance of Brand to Gen Y
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