
among scholars and practitioners alike,
often leading to schisms. In the
postmodern environment, however,
there is room for all to embrace the
single product brand, ‘brand as
company’ and ‘brand as policy’.1 The
dynamism with which both the single
and the corporate brand approach are
growing across sectors beyond the
traditional fast-moving consumer goods
demonstrates that each has its role and
purpose and will continue to have
within the broader cognitive discipline
of brand management.

In the first paper, He and Balmer
report on their research on airline al-
liance brands. This relatively unex-
plored area focuses on a case study of
the oneworld alliance brand. It ad-
dresses the question of defining alliance
brands and their implications for cor-
porate brand management. The find-
ings from their research suggest that
while a great deal of emphasis has been
accorded to factors such as recogni-
tion, awareness and promotion of the
oneworld alliance as a corporate brand,
relatively little has been done with
regard to the development of distinc-
tive brand value separate from the
individual brands within the alliance.

The second paper is a conceptual
paper by Gylling and Lindberg-Repo,
presenting a theoretical basis for linking
corporate brand and customer brand.
Their paper represents the first phase of
ongoing research designed to develop
an effective audit trail for evaluating
the success of brand strategy.

The third paper, by Omar and Wil-
liams, explores the development and
management of corporate reputation
in relation to communication, identity

The papers comprising this special issue
were developed from those presented
at the First International Annual Brand
Colloquium, held at The Birmingham
Business School, The University of
Birmingham in April 2005. Having
received papers from scholars and
practitioners from all over the world,
Professor Leslie de Chernatony and I
convened the colloquium. In the light
of the growing importance of the topic
of brand management, however, we
were not surprised to receive such a
large number of responses.

The papers selected for this issue also
include some submitted by those
authors who were unable to attend the
colloquium. The papers were all sub-
jected to a double-blind peer review
process, and authors were required to
modify their initial submissions. In
addition to reviewers’ comments, the
papers were selected for inclusion in
this special edition on the basis of
three criteria. The first criterion is
that they are specifically suited for
the style and remit of the Jour-
nal of Brand Management. Secondly,
they offer something different and
provocative, thereby reflecting the
dynamism and breadth of areas in
which brand management has now
extended. Thirdly, they address issues
with broader appeal to the worlds of
academics and brand management in
practice.

The papers focus on the follow-
ing issues: single and corporate brand;
place, destination and nation brand;
brand choice and brand building in
public services.

The first issue (single brand versus
corporate brand) arises continually
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approach (which is more aligned to
corporate brands) than the ‘single place
single brand approach’ (which is
primarily the focus of product
branding).

The fifth paper, by Kubacki and
Skinner, addresses the link between
national identity and national culture
by identifying the essence of a national
brand and the way the national culture
is being communicated through that
national brand.

The sixth paper, by Rodrı́guez-San-
tos, Cervantes-Blanco and González-
Fernández, focuses on appellation of
origin based on specific perceptions
of a region and how this influences
the consumer’s involvement with a
brand associated with a certain region.
Their findings indicate that appellation
of origin seems to play the role of
an umbrella brand that influences the
consumer’s evaluation and positive at-
titudes towards a brand linked to a
particular geographical region.

The seventh paper, by Whelan and
Wohlfeil, focuses on the benefits of
‘living’ the brand through personal ex-
perience, especially given the chal-
lenges associated with the decline in
effectiveness of traditional communica-
tion channels. Their research concludes
on the role of live experience in brand
performance, and how experience and
interaction between internal and exter-
nal brand representatives can sustain
consumer brand relationships, as they
co-produce added value.

In their paper, Ind and Watt address
the issue of how brands can help
managers navigate the complex process
of creative judgment in order to suc-
cessfully identify and develop original
and valuable ideas. They argue that the
answer to successful judgment is a high
level of situational intelligence that en-

and trust, and communicating iden-
tity and image. Their research ex-
plores this conceptualisation focusing
on Haier Group’s (the largest manufac-
turer of ‘white goods’ in China) brand
development ahead of its entrance into
the US market. Their research findings
seem to suggest that Haier’s attempt to
signal its defining characteristics, which
are well known in China, could mis-
lead consumers in the USA.

Branding of places is now a
widespread practice and policy of
nations, regions and destinations. The
area has evolved from the extensive
country of origin literature with more
than 750 major publications in the last
40 years.2 With close to 200
independent nations, numerous dis-
tinctive regions, cities and places of
notable interest competing for market
share in tourism, inward investment
and export,3,4 place branding is now
one of the hottest topics in brand
management. However, the dissent
argument on the issues is that nations
and places are too complex to include
in branding discussions because they
have too many stakeholders, too little
management control, and they are
subjected to the vagaries of a general
public that does not perceive them as
brands.5 Nevertheless, place-branding
research reflects the application of
branding as a policy across many
sectors and the wider impact of brand
policy beyond the traditional fast-
moving consumer goods sector.

The fourth paper, by Greg Kerr,
develops a conceptual framework that
is based on the brand architecture,
portfolio and corporate approach.
Kerr’s argument is that the location
brand should not be based on a ‘single
place single brand’ approach. Rather, it
should be based on a multidimensional
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like to thank the Academy of Market-
ing, Professor de Chernatony and
his team at the Centre for Brand
Management, The Birmingham Busi-
ness School. I would also like to thank
colleagues for sharing their ideas and
for the thoughtfulness with which
they have presented their papers with
reasoned evidence and argument. I
urge practitioners and scholars alike to
read the papers and form their own
conclusions. Here’s to keeping the
dialogue open!

Temi Abimbola
UCE Business School, UK
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courages managers to focus and con-
nect with stakeholders in a way that
facilitates more intuitive and creative
decision making. Their paper offers
practical examples of how the brand
can contribute to and increase the level
of an organisation’s ability to innovate
and create value.

The paper by Ballantyne, Warren
and Nobbs traces the key develop-
ments in the evolution of consumer
brand choice and suggests that the
customer may be suffering from ‘over
choice’. As a consequence, consumers
have developed phased decision-
making strategies in order to simplify
their decision making. The paper
suggests that brands must develop an
emotional and symbolic attachment
with consumers and identifies heritage
and authenticity as pivotal determinants
of brand success.

The paper, by Guzmán, Montaña
and Sierra, focuses on brand building
through social values. Their work
presents and develops a reference
group influence model which proposes
building the brand with social values as
its essence.

There are many other important
areas to investigate, but the key ones
addressed in these ten papers clearly
deserve the attention and rigour that
their authors have evidently invested in
them.

Editing this special issue has been
particularly stimulating for me. I would
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