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Dude, you’re gonna get an XPS?
RANK UP BRAND ACTIONS

5 12% Nokia
Trusted, not trendy. One brand for both ends: high-end and low-priced. Expand market share with low price in 
emerging markets before adding bling & features. Then target specific customers like corporate execs. 

6 15% Toyota Hybrid, reliability

11 9% CitiBank Staying big but going local

12 9% Hewlett-Packard "The PC is personal again," clebrity use endorsements

13 10% BMW Revamped 3Series, new Z4 coupe

20 44% Google
It's more about Products than brand. Humility, responsibility, innovation, user focus. Create products people 
love vs. shouting about them in ads. Do what's right. Solar panels. $5K incentives to buy Prias. 

25 10% Sony Flat-panel TVs, cameras, Sony-Ericsson phones make up for Playstation

28 12% UPS Brown, expansion across Europe & Asia

29 10% Nike Nike+ web site

31 -6% Dell NB colors

33 21% Apple iPhone, iPod, white wire, ID, simplicity, memorable ads

39 13% Ikea Design/Style that's affordable for the masses

42 15% Philips Health & Lifestyle technology, dumped semiconductors

44 18% Nintendo Wii (beyond gaming to entertainment & exercise) , PR firm, influential bloggers, parties, nursing homes

62 15% Amazon Viewed as an online superstore. Adding cool, participatory web services

66 10% Caterpillar Makes service calls no matter how tough the terrain

68 17% Audi Bold technology & design statements (A5 coupe, TT roadster, R8 roadster)

69 11% Adidas Celebrity endorsements (David Beckham, World Cup Soccer)

81 12% ING Sponsor of Renault F1 racing team

83 15% Cartier Bringing luxury to lower cost goods like perfume & sunglasses

88 17% Starbucks The meeting place

Source: "The Top 100 Brands," Business Week & Interbrand, August 2007 (http://www.businessweek.com/magazine/toc/07_32/B40450732bestbrands.htm)



Aspects of Successful Branding

• Consistency 36.0% 
• Understanding of Customer/Target 18.2%

• Message/Communication 14.7%

• Creative/Design/Brand ID 12.8%

• Relevance 12.4%

• Differentiation/Uniqueness 12.0%

• Key Stakeholder Buy-In 10.9%

• Positioning 9.7%

• Clarity 8.9%

• Connection to Customer/Target 8.9%

• Awareness/Recall/Rememberable 8.1%

• Focus 7.0%

• Authentic/Truthful/Honest/Accurate 7.0%

• Leadership 5.4%

• Budget/Cost 4.3%

• Strategy 3.5%

• Product 3.5%

• Research 3.1%

• Innovation 2.3%

• Simplicity 2.3%

• Delivering on Promises 2.3%

• Public Relations 1.6%

• People 0.8%

• Marketing 0.8%

• Advertising 0.4%

Survey Source: http://www.ourfishbowl.com/images/surveys/IB_2007BrandMarketersReport.pdf



Name that Brand



Name that Brand

i____



Consistency in Apple’s Design 
Language

• Shape: rounded corner

• Color: white / silver with white cables

• Materials: gloss white, brushed aluminum

• Icons: Apple logo, navigation circle

• Name: iBook, iLife, iMac, iMovie, iPhone, iPhoto, 
iPod, iSight, iTunes, iWork, MacBook, MacMini, 
MacPro, .Mac

• Packaging: white (Pro products black)
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