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Book Summary

Notes                                                                                        Ric Peterson        9/4/2003

Book:  A new Brand World
Author: Scott Bedbury
Publisher: Penguin Books. 2002.
Overall critique: Excellent book on branding. Scotts experience at Nike and Starbucks, brand building, marketing and advertising. Brands live everywhere in customers, staff and community and perceptions affect the brand. Brand is lived not controlled.
Notes and Quotes:

Page
Quote






Comment

	1
	Relying on brand awareness has become marketing fools gold
	Brand Principle 1

	3
	The best reason for change is to expand a brands relevance and resonance
	

	6
	Massive levels of  brand awareness will not correct a flawed business model. Excessive marketing spending will only accelerate the demise of any poorly conceived company
	

	14
	Branding is about taking something common and improving upon it in ways that make it more valuable and meaningful
	

	15
	A brand is the sum of the good, the bad, the ugly, and the off-strategy. It is defined by your best product as well as your worst product. It is defined by award-winning advertising as well as by the god-awful ads that somehow slipped through the cracks, got approved, and not suprisingly sank into oblivion. It is defined by the accomplishments of your best employee-the shining star in the company who can do no wrong-as well as by the mishaps of the worst hire that you ever made. It is also defined by your receptionist and the music your customers are subjected to when placed on hold. For every grand and finely worded public statement by the CEO, the brand is also defined by derisory consumer comments overheard in the hallway or in a chat room on the internet. Brands are sponges for content, for images, for fleeting feelings. They become psychological concepts held in the minds of the public, where they may stay forever. As such you can’t entirely control a brand. As best you can only guide and influence it.
	

	19
	We are defined by the experiences and actions of our lifetime.
So are brands
	

	23
	You have to know it before you can grow it.  Chapter 2: Cracking your brands genetic code
	Brand Principle 2

	26
	Brand Darwinism

1. What are our goals?

2. Where-and what- do we hope to be in the future?

3. What do we do if and when we get there?

4. How will we measure success?
	

	41
	Cracking your brands genetic code is not strictly about product, about the past, or even about things- it is about tapping in to an essence and an ethos that defines who you are to the folks that matter: your customers, your potential customers, and your employees.
	

	46
	Unless your brand stands for something, it stands for nothing.
	

	58
	Though it is important to demonstrate consistently to the outside world that you know what your brand is about, ultimately it is even more important first to demonstrate this internally and to continue to do so at every opportunity.
	

	59
	When all levels of a company grasp the core truth of a brand, there is less friction, dilution, and delay between idea and action. Inspiration replaces frustration and the creative process is unleashed intelligently
	

	59
	Discern between brand value and  corporate value ask the question; Is the brand value in question meaningful to the customer? Will it affect the way they feel about you? Will it make them desire you more that the next company?
	

	61
	Just because you can doesn’t mean you should
	Building Brandwidth

Brand Principle 3

	
	
	Co-branding

Brand extensions

Sub-branding



	83
	Never ignore the effect of profit improvement programs on your brand
	Squeeze the value right out of a product and brand

	87
	Transcend a product only relationship with your customers
	Brand Principle 4

	107
	Everything matters
	Brand Principle 5

	153
	Marketing is the process by which resources are brought to bear against opportunities and threats.
	

	136
	All brands need good parents
	Brand Principle 6

	163
	Big doesn’t have to be bad
	Brand Principle 7

	
	
	Herding cats and corporate hairballs

	188
	Core values all brands should pay attention to

1. Simplicity

2. Patience

3. Relevance

4. Accessability

5. Humanity

6. Omnipresence

7. Innovation
	

	196
	Laugh at yourself

Show Genuine Compassion

Stand for something

Listen and watch

Admit your mistakes

Find your soul

Become a more human employer
	Humanity

	**
	To often we seek to inform when we should inspire.
	


