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(1) Prophet, Best Practices Survey, 2002

(2)  Louws Management Corporation Survey, 2007
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Example: Virgin Alr




Exercise 2

o Analyze the relationships among all values

associated with your brand.
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Avoid brand identity traps

® The brand image trap
® The brand position trap

® The external perspective trap

® The product—attribute fixation trap
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(5) Capability analysis and implications
for delivery of the promised value(s)
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Take-away from Workshop 2




