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|. Brand-Driven Organization
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=>To support holistic brand management!
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Il. Cultivate Brand Orientation




DEFINITION OF BRAND ORIENTATION

® Urde (1999, p. 117-118): “An approach in
which the processes of the organization
revolve around the creation, development,
and protection of brand identity in an
ongoing interaction with target customers
with the aim of achieving lasting competitive
advantages in the form of brands”
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lll. Cultivate a Brand Culture




Theoretical Foundation: The Service Profit Chain
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This could be the most important Brand Touchpoint! ‘
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o BENFZHE LEmMEMmE(Live the Brand)




REMEMBER:

@Branding from the Inside-Out!

@Let your employee deliver
brand value, speak for the
brand and defend the brand
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IV. Brand Leadership within the firm
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