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                                     Abstract
Brands with a strong equity are no accident – they are a result of thoughtful and imaginative planning and a strategic brand management process. Firms launching a new product need to carefully and creatively craft brand strategies and tactics to maximize the probability of success. This article concentrates on four steps that brand marketers must take in branding: 1) Identifying and establishing brand positioning and values, 2) Planning and implementing brand marketing programs, 3) Measuring and interpreting brand performance, and 4) Growing and sustaining brand equity. For each step, we highlight core concepts, illustrative examples, and practical guidelines. Accomplishing the four steps helps to ensure that a brand strategy is put into place that maximizes the potential value of the new product or service.
Keywords
	Strategic brand management
	Brand planning
	Brand management process
	Brand strategy
	Branding




                                
                            

                            
                                
                                    
                                        
                                            
                                                
                                                   This is a preview of subscription content, log in via an institution.
                                                
                                            

                                        

                                    
                                
                                
                                    
                                        
                                            
                                        

                                    
                                
                            

                            

                            
                            
                                
                            


                            

                            

                             References
	Ailawadi, K. L., & Keller, K. L. (2004). Understanding retail branding: Conceptual insights and research priorities. Journal of Retailing, 80(4), 331–342.
Article 
    
                    Google Scholar 
                

	Batra, R., & Keller, K. L. (2016). Integrating marketing communications: New findings, new lessons and new ideas. Journal of Marketing. http://dx.doi.org/10.1509/jm.15.0419.

	Bedbury, S. (2002). A new brand world. New York: Viking Press.

                        Google Scholar 
                

	Brexendorf, T. O., & Keller, K. L. (2016). Leveraging the corporate brand: The importance of corporate brand innovativeness and brand architecture. Working paper.

                        Google Scholar 
                

	Brexendorf, T. O., & Kernstock, J. (2007). Corporate behaviour vs brand behaviour: Towards an integrated view? Journal of Brand Management, 15(1), 32–40.
Article 
    
                    Google Scholar 
                

	Brexendorf, T. O., Mühlmeier, S., Tomczak, T., & Eisend, M. (2010). The impact of sales encounters on brand loyalty. Journal of Business Research, 63(11), 1148–1155.
Article 
    
                    Google Scholar 
                

	Brexendorf, T. O., Bayus, B. L., & Keller, K. L. (2015). Understanding the interplay between brand and innovation management: Findings and future research directions. Journal of the Academy of Marketing Science, 43(5), 548–557.
Article 
    
                    Google Scholar 
                

	Erdem, T., Keller, K. L., Kuksov, D., & Pieters, R. (2016). Branding in a digitally empowered world. International Journal of Research in Marketing, 33, 3–10.
Article 
    
                    Google Scholar 
                

	Esch, F.-R., Langner, T., Schmitt, B. H., & Geus, P. (2006). Are brands forever? How brand knowledge and relationships affect current and future purchases. Journal of Product & Brand Management, 15(2), 98–105.
Article 
    
                    Google Scholar 
                

	Keller, K. L. (1999). Brand mantras: Rationale, criteria and examples. Journal of Marketing Management, 15(1–3), 43–51.
Article 
    
                    Google Scholar 
                

	Keller, K. L. (2010). Brand equity management in a multichannel, multimedia retail environment. Journal of Interactive Marketing, 24(2), 58–71.
Article 
    
                    Google Scholar 
                

	Keller, K. L. (2012). Brand strategy. In V. Shankar, G. Carpenter (Eds.), Handbook of marketing strategy (pp. 289–305). Cheltenham: Edward Elgar.

                        Google Scholar 
                

	Keller, K. L. (2013). Strategic brand management (4th ed.). Boston: Pearson.

                        Google Scholar 
                

	Keller, K. L. (2014). Designing and implementing brand architecture strategies. Journal of Brand Management, 21(9), 702–715.
Article 
    
                    Google Scholar 
                

	Keller, K. L. (2015). Brand development processes and planning. In R. K. Srivastava and G. Metz Thomas (Eds.), The future of branding (pp. 149–176). New Delhi: Sage.

                        Google Scholar 
                

	Keller, K. L. (2016a). Unlocking the power of integrated marketing communications: How integrated is your IMC program? Journal of Advertising. doi:10.1080/00913367.2016.1204967.

                    Google Scholar 
                

	Keller, K. L. (2016b). Reflections on customer-based brand equity: Perspectives, progress, and priorities. AMS Review, 6, 1–16.
Article 
    
                    Google Scholar 
                

	Keller, K. L., & Lehmann, D. R. (2003). How do brands create value? Marketing Management, 12(3), 26–31.

                    Google Scholar 
                

	Keller, K. L., & Lehmann, D. R. (2006). Brands and branding: Research findings and future priorities. Marketing Science, 25(6), 740–759.
Article 
    
                    Google Scholar 
                

	Keller, K. L., & Lehmann, D. R. (2009). Assessing long-term brand potential. Journal of Brand Management, 17(1), 6–17.
Article 
    
                    Google Scholar 
                

	Keller, K. L., Sternthal, B., & Tybout, A. (2002). Three questions you need to ask about your brand. Harvard Business Review, 80(9), 80–89.

                    Google Scholar 
                

	Kotler, P., & Keller, K. L. (2015). Marketing-Management (15th ed.). New York: Pearson.

                        Google Scholar 
                


Download references




 Author information
Authors and Affiliations
	Tuck School of Business, Dartmouth College, 100 Tuck Hall, 03755-9011, Hanover, NH, USA
Kevin Lane Keller

	Henkel Center for Consumer Goods (HCCG), WHU – Otto Beisheim School of Management, Vallendar, Deutschland
Tim Oliver Brexendorf


Authors	Kevin Lane KellerView author publications
You can also search for this author in
                        PubMed Google Scholar



	Tim Oliver BrexendorfView author publications
You can also search for this author in
                        PubMed Google Scholar





Corresponding author
Correspondence to
                Kevin Lane Keller .


 Editor information
Editors and Affiliations
	EBS Universität für Wirtschaft und Recht, Wiesbaden, Hessen, Germany
Franz-Rudolf Esch 




 Rights and permissions
Reprints and permissions


 Copyright information
© 2016 Springer Fachmedien Wiesbaden GmbH


 About this entry
Cite this entry
Keller, K.L., Brexendorf, T.O. (2016).  Strategic Brand Management Process.

                     In: Esch, FR. (eds) Handbuch Markenführung. Springer Reference Wirtschaft                                   . Springer Gabler, Wiesbaden. https://doi.org/10.1007/978-3-658-13361-0_8-1
Download citation
	.RIS
	.ENW
	.BIB

	DOI: https://doi.org/10.1007/978-3-658-13361-0_8-1

	Received: 28 August 2016

	Accepted: 15 November 2016

	Published: 23 December 2016

	
                            Publisher Name: Springer Gabler, Wiesbaden

	
                                Online ISBN: 978-3-658-13361-0

	eBook Packages: Springer Referenz Wirtschaftswissenschaften







 Publish with us
Policies and ethics



                            
                            
    

                        

                    
                
                
                    
                        
                            
                                
                                    
                                        
                                            Access via your institution
                                            
                                                
                                            
                                        
                                    

                                
                            
                        
                        
                            
                        


                        
                            
                        


                        
                            

                                
                                    
                                        
                                            
                                        

                                    
                                

                                

                                

                                

                            

                        

                    
                

            
    

        
    


    
        
            Search

            
                
                    
                        Search by keyword or author
                        
                            
                            
                                
                                    
                                
                                Search
                            
                        

                    

                
            

        

    



    
        Navigation

        	
                    
                        Find a journal
                    
                
	
                    
                        Publish with us
                    
                
	
                    
                        Track your research
                    
                


    


    
	
		
			
			
	
		
			
			
				Discover content

					Journals A-Z
	Books A-Z


			

			
			
				Publish with us

					Publish your research
	Open access publishing


			

			
			
				Products and services

					Our products
	Librarians
	Societies
	Partners and advertisers


			

			
			
				Our imprints

					Springer
	Nature Portfolio
	BMC
	Palgrave Macmillan
	Apress


			

			
		

	



		
		
		
	
		
				
						
						
							Your privacy choices/Manage cookies
						
					
	
						
							Your US state privacy rights
						
						
					
	
						
							Accessibility statement
						
						
					
	
						
							Terms and conditions
						
						
					
	
						
							Privacy policy
						
						
					
	
						
							Help and support
						
						
					


		
	
	
		
			
				
					
					3.236.123.13
				

				Not affiliated

			

		
	
	
		
			
		
	
	© 2024 Springer Nature




	





    

    
    
    


