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confidentiality may be an issue, you can recreate this survey using a questionnaire software to 

make sure the responses remain anonymous.  

Following the collection of essential information, you can conduct a brand identity-image gap 

analysis. Is brand identity consistent with brand image? Is there anything in the audience’s 

perception that is worth strengthening? Do you want to change anything in your brand identity? 

This can help you identify the strengths you want to highlight, the weaknesses you want to 

address, or other adjustments you want to make on your brand’s value proposition.  

Managing brands over time 
Strong brands are well positioned in the market. Although the American Marketing Association’s 

definition of a brand (see page 2) leads us to think that brands focus on differentiating their 

offerings from each other to make them unique. However, brands should also implicitly show in 

which market that offering is competing. For example, Coke is different from Pepsi, and both 

compete in the soft-drink market. Careful positioning of a brand in the market leverages the 

points of parity vis-à-vis its competitors and, at the same time, highlights the points of 

difference (Keller, Sternthal, and Tybout 2002).  

Strong brands are also well managed over time. A good tool for this is Keller’s brand report card 

(2000; Exhibit 5). Keller identifies ten characteristics shared by strong brands to propose a 

systematic way for managers to rate their brands’ performance. Used repeatedly over time, this 

tool helps brand managers to maintain their brands’ success along the way. For example, it is 

possible that as competition increases the brand’s benefits will be rated as less unique or 

valuable. An early detection of such trends can be vital for maintaining a brand’s standing. 

Such management efforts are necessary but are not sufficient conditions for brand success. What 

sustains the success of brands over time is authenticity and the ability to deliver what is 

promised.   

Managing your brand 
Some of the same tools used to manage corporate brands can be used to manage personal 

brands. For example, how valuable are the benefits that you offer to your audience? How 

consistently are you communicating your brand’s value? Even aspects like price can be thought of 

as components of a personal brand (e.g., salary, consulting fees).  

As the manager of your personal brand, you should manage all of the touchpoints with your 

audience to communicate your brand identity. A personal brand environment (office, 

communication material, etc.) should be managed to consistently reflect your value proposition. 
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As in brand management, to manage and maintain a successful personal brand both the brand 

identity and the value proposition must be genuine and you must deliver on your promise. This 

consistency over time will reinforce your brand image in the mind of the audience. 

Communicating value 
Organizations should communicate their brand identity and their value proposition. Messages are 

communicated not directly to consumers but via codes that are decodified by the recipient of the 

message. Organizations should use codes wisely to enhance the chances of the audience 

interpreting the message in the way that it is intended. Codes include but are not limited to 

form, application, visual, sensorial, typographic, and haptic experiences, aesthetic, stories, 

episodes, scenes, as well as written or spoken words associated with the branded-product. 

Brand managers should learn how to use these codes to facilitate consumers’ interpretation of 

the brand communication and connect to customers at deeper levels. Compared to attitude 

strength, brand attachment has been shown to be a better predictor of purchase behavior, brand 

purchase share (share compared to immediate competitor brands; e.g., Coke vs. Pepsi), need 

share (share compared to extended competitors; e.g., Coke vs. Evian), and difficult behaviors 

such as relationship maintenance (Park et al. 2010). While attitude strength refers to an overall 

certainty that a given brand is good, brand attachment is a personal connection with the brand, 

an emotional bond that makes consumers perceive the brand as if it is part of themselves. To 

help the formation of brand attachment, brands should connect emotionally to consumers. A 

good understanding of the audience paired with effective communication that promotes such 

emotional connection can help toward that goal.  

Highlighting your value 
Although everything related to you communicates your brand identity, you can build a 

communication plan to express your brand and highlight your unique value. Choose codes that 

are consistent with your brand identity and value proposition. This will facilitate your audience’s 

recognition of your message and will pave the way to build relationships. Highlighting your values 

may seem like a narrow niche strategy, but this is a good path for emotionally connecting to your 

audience, those who indeed value what you have to offer.  

Identify the tools that you will use to communicate your unique value proposition (e.g., website, 

social media). This will help you become visible and memorable. Eventually, consistency in 

communicating and delivering your value proposition will help establish a strong connection with 

the people who matter to you, just like brands should aim at establishing resonance and 

relationships with customers as a way to sustain strong brands (Keller, 2001; Rust et al. 2009). 
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