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Making the case for adding 
an ecosystem framework to 
your brand strategy toolkit

In 2008, Canadian musician David 
Carroll was traveling on United Air-
lines. United Airlines must rue that day 
because Carroll’s guitar arrived with a 
broken neck. After nearly a year of be-
ing stonewalled by the airline on com-
pensation for their mishandling of his 
instrument, Carroll struck a chord for 
dissatisfi ed customers everywhere. 
He and his band recorded a protest 
song, aptly named “United Breaks 
Guitars,” and uploaded it to YouTube. 
The tune went viral on the web (over 
6.5 million viewings at this writing); 
was picked up by news networks and 
rapidly morphed into a public relations 
nightmare for United. 

It’s a simple, but telling illustration 
of how the world of brand manage-
ment has been turned on its head in 
the past few years. Today, customers 
are not passive “consumers.” They 
are broadcasters and mobilizers. 
They can reach millions quickly. And 
the impact can be world changing. 
Just ask Barack Obama. 

In an age of customer empower-
ment, instant global communications 
and demand for transparency, the 
stakes for brands are at an all-time 
high. But so are the opportunities. It’s 
time to re-examine some of the fun-
damental underpinnings of how we 
shape and manage them. 

There is no universal, one-size-
fi ts-all master model for stewarding 
brands. Nor do we want to critique 
the many useful strategy models al-
ready in use. But, if brands are oper-
ating as part of increasingly complex 
and interdependent systems, market-
ers need frameworks that can refl ect 
that reality. 

Our hypothesis is that we have a 
lot to learn about thriving in complexity 
from nature, specifi cally ecosystems.

This whitepaper will make the case 
for adding an ecosystem framework to 
your brand strategy toolkit.

Authors:

Azim Alibhai
Lynn Fletcher

Stacey Grant-Thompson
Jeannette Hanna

Defi nitions:

Ecosystem
The complex of a community of organisms and its environment functioning 
as an ecological unit. (Merriam Webster)

Human Ecology
An academic discipline that deals with the relationship between humans, human 
societies, and their natural, social and created environments. (Wikipedia)
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How various existing brand 
strategy models cluster 
in terms of approach

Mind the Gap
This should be a golden age for mar-
keting. We’re drowning in rich, up-to-
the-moment data: social and mobile 
technologies are creating new op-
portunities every day; consumers and 
partners are clamoring to build our 
brands with us. Yet at a time when 
marketing really does hold the keys to 
the kingdom, the industry is having a 
surprising degree of trouble fi nding the 
entrance door. 

Several recent studies point out how 
fl ummoxed many managers are by the 
status quo. A 2009 study by Jupiter Re-
search & Verse Group noted that the 
percentage of U.S. CMOs who think 
traditional brand positioning and adver-
tising are losing their effectiveness and 
are “broken” was now a clear majority: 
63 per cent. Another 2009 U.S. survey 
highlighted how marketing decision-
makers are wrestling with how to man-
age increasingly complex networks of 
business partners and customers. In 
today’s interdependent business world, 
only a mere 8 per cent of those who 
responded believe their companies 
are highly effective in the way they in-
tegrate and optimize these networks. 
Clearly, traditional approaches aren’t 
serving everyone’s needs. 

The Familiar Brand 
Model Repertoire
Before looking at how brands must 
evolve we wanted to make sure we 

understood the current landscape. 
Andreas Strebinger, Associate Profes-
sor of Marketing at York University’s 
School of Administrative Studies, has 
provided a helpful analysis of brand 
management models in Europe. Along 
with Anita Zednik (Macquarie Univer-
sity, Sydney, Australia), he created a 
useful taxonomy of brand-manage-
ment models (BMMs) that provides a 
starting point to assess the state of the 
art of brand strategy. 

Based on a quantitative analysis 
of 48 different brand management 
models offered by the most important 
strategy consulting fi rms, advertising 
agencies and market research com-
panies in Europe (many of whom are 
international companies employing 
the same models worldwide), Strebin-
ger identifi ed six clusters of BMMs that 
differ in their area of focus and appli-
cation. (See Figure 1 on next page.)

As Strebinger points out in his re-
search, all six clusters suffer from a 
number of weaknesses. Our work has 
focused on three critical gaps:

A Lack of Dynamism
Many brand models are essentially 
static. They are developed based on a 
point-in-time assessment of a number 
of factors to generate an action plan. 
Technology, environment, society and 
consumer trends are not static. Brand 
frameworks should have an ability to 
capture dynamic inputs. A lack of fu-
ture scenarios creates blind spots for 
brand managers.

Several studies cite serious 
challenges for brand managers. 

In “The Trouble with Brands” 
(strategy + business, summer 
2009) authors John Gerzema 

and Ed Lebar write: “For at least 
the past fi ve years, the tried and 
true formulas to boost the sales 

and market shares of brands 
have become increasingly 

irrelevant and have been loosing 
traction with consumers… the 
majority of brands seem to be 

stalled in the marketplace.”
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Not Incorporating 
Participation and Dialogue 
Brand management models tend to 
assume that the marketer creates and 
controls all the messaging to consum-
ers who are ‘receivers’. That perspec-
tive no longer makes sense. Consum-
ers have the ability to be broadcasters 
themselves and community-based me-
dia is an important infl uencer of buying 
decisions that marketers can’t ignore 
as they develop brand strategies.

Inability to Deal with 
Increased Complexity
Many established brand manage-
ment models excel at synthesis, but 
fall short on helping practitioners 
thrive in increased complexity. To-
day, interdependencies and network-
effects also need to be considered 
by brand managers.

We need a more 
adaptive framework
The dynamic, real-time quality of mar-
kets is one of the biggest challenges 
to traditional brand management mod-
els. As John Gerzema and Ed Lebar 
noted in their article, The Trouble with 
Brands (strategy + business, sum-
mer 2009), “Using only historic brand 
data to plot a course in today’s dy-
namic market is like driving 90 miles 
an hour looking out the back window.”1 
Trend-watchers have dubbed the rise 
of our real-time economy “Now-ism.” 
The advent of real-time customer-ser-
vice, real-time price offers, real-time 
product and advertising testing, real-
time reviews and other as-it-happens 
marketing opportunities demand far 
more adaptive planning tools than 

ever before. That’s why we need to 
evolve our brand strategy frame-
works to capture the inherent dynamic 
qualities of the world in which brands 
must compete. 

Professor Andreas Strebinger’s 
cluster map provides a useful over-
view of different brand management 
approaches and their applicability. 

1. Brand Strategy Models
 The focus – brand management 

process within a company includ-
ing information on consumer per-
ception, the company itself and the 
market environment. Data collec-
tion is quantitative and qualitative. 

 Examples: Strategic Brand Man-
agement (Roland Berger), Brand 
Value Creation (The Boston Con-
sulting Group).

How various existing brand strategy 
models cluster in terms of approach

1 Several studies cite serious challenges for brand managers. In “The Trouble with Brands” (strategy + business, summer 2009) authors John Gerzema 
and Ed Lebar write: “For at least the past fi ve years, the tried and true formulas to boost the sales and market shares of brands have become increas-
ingly irrelevant and have been loosing traction with consumers… the majority of brands seem to be stalled in the marketplace.”

Figure 1 • Positioning of the Brand-Management Models: Six Clusters in Two Dimensions

Source: Zednick, A. and Streibinger, A., Journal of Brand Management, May 2008

Notes: See Appendix for the taxonomy of brand-management models & page 6 for explanation of the positioning of the brand-management models 
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2.  Brand Value Models
 The focus – valuating brands through 

a monetary or an index valuation. 
Data collection is mainly quantitative. 

 Examples: Brand Valuation (Inter-
brand), BrandEvaluation (Semion 
Brandbroker)

3. Value Congruency Models
 Models that emphasize the psycho-

logical relationship between the val-
ues of the consumer and the brand 
and fi nally the value fi t (“congruen-
cy”). Focus is almost exclusively on 
consumer perception.

 Examples: RB Profi ler (Roland 
Berger), Brand Personality Game-
board (McKinsey & Company)

4. Quantitative Positioning Models
 The focus – analysis of the current 

and optimal future positioning based 
on needs, values and behaviours of 
consumers as well as brand image 
and brand preferences. 

 Examples: Image Planner (A.C. 
Nielson), Brand Diamond (McKin-
sey & Company)

5. Qualitative Positioning Models
 The focus – understand the pre-

conscious, emotional percep-
tions and wishes of consumers 
for brand positioning and visual 
brand identity. 

 Examples: Brand Action (Millward 
Brown), CAPO (& equity)

6. Brand Communications Models
 Primary concern is consistent com-

munications strategies that differen-
tiate a brand from its competition. 

 Examples: Love Marks (Saatchi 
& Saatchi), Brand Value Circle 
(Grey), Brand Stewardship (Ogilvy 
& Mather)

How various existing brand strategy 
models cluster in terms of approach

Positioning of the Brand Management Models2

(Explanation of the fi gure on previous page.)

Generally speaking, the smaller the distance 
between two models, the more similar they are.

The x-axis primarily distinguishes the models by the form of research 
(qualitative and quantitative). BBMs with more qualitative research are 
positioned in the negative (left) area of the axis. (Note that the term 
qualitative research encompasses research conducted on the consumer 
as well as research into the company (interviews with employees, strategy 
audits, workshops) or interviews with experts. Models that primarily conduct 
quantitative research are located in the positive (right) area of the x-axis.

The y-axis is based on the core focus of the BMM and how specifi c (narrow) 
or general (wide) it is. BBMs in the lower area of the axis mainly focus 
attention toward specifi c consumer needs and the drivers of success in a 
particular product category or for a particular brand.  BMMs in the upper area 
of the y-axis think rather disconnected from any specifi c product category 
and brand and assume general consumer values and trends which they 
specifi cally utilise in shaping the brand’s communication

2 Zednick, A. and Streibinger A., “Brand management models of major consulting fi rms, advertising agencies 
and market research companies”, Journal of Brand Management, Vol. 15, No. 15, 308-309, May 2008
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How an ecosystem 
framework can help create 
more sustainable brands

Exploring the new terrain
Jenitia, twenty-something, is doing her 
weekly shopping. Her cart includes 
the typical round-up of toiletries, sta-
ples and confections but they all share 
one unique feature. Jenitia relies on 
the GoodGuide to rank her choices 
based on their health, environmental, 
and social impacts. Sounds futuristic? 
Think again. In the few years since 
GoodGuide.com launched, it has rated 
about 75,000 consumer products and 
counting. Millions have already visited 
the ad-free site. More than 100,000 
have downloaded the GoodGuide iP-
hone app. In the future, GoodGuide 
will have tools to let consumers “fi lter” 
and search for products and compa-
nies that match their specifi c values.

The GoodGuide is just one example 
of how new global technologies are 
fundamentally changing our “brand-
scape.” The breadth and accessibility 
of information available in the current 
Web 2.0 era changes market dynam-

ics profoundly. Candid conversation is 
everywhere. Transparency, collabora-
tion and community are fl ourishing. 
Peer-to-peer reviews have gained 
new momentum with tools like Yelp, 
the fi rst iPhone app with augmented 
reality. By integrating GPS functional-
ity, users can put their iPhone camera 
in front of a restaurant to search cus-
tomer-generated reviews or add their 
own comments.

Instead of the old “brand engineer-
ing” metaphor – brand as a machine 
that can be designed and controlled 
by dials and levers – the ecosystem 
concept forces us to start with a very 
different view of what it is we do when 
we manage brands. Today, instead of 
one-to-many advertising messages 
and expert opinions, collective intel-
ligence is generated in many-to-many 
exchanges about a brand. Location 
information is yet another piece of 
information that communities and 
marketers can now begin to lever-

 “Complexity is the new 
science. Everything is complex. 

Every problem in the world 
is a system… and so the 

way we model and visualize 
ideas has to change.” – Seed 

Magazine, February 2009

“… People don’t go online to 
give attention, but to get it… 
That’s why digital media are 

replacing old media so rapidly – 
and why this era is so diffi cult for 

marketers. They need to learn 
to join the conversation rather 

than interrupt it… Marketers need 
to understand that the web is 

not about them, it’s about us.”
– Esther Dyson: The Thought 

Leader Interview, strategy + 
business, Summer 2009

Technology is Changing our “Brandscape”
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age. The increased penetration of 
GPS within mobile devices means 
that marketers need to be much more 
conscious about the role mobile can 
play to reach consumers and the best 
ways to leverage location knowledge 
within a message and/or offer. This 
acceleration of “community” infl u-
ences adds new challenges for mar-
keters. All these dramatic upheavals 
require faster adaptation to changes 
(“mutations”) in the environment. 

The GoodGuide also refl ects how 
quickly markets can morph as social mo-
res evolve. Today’s customers are de-
manding accountability, social respon-
sibility and transparency from brands. 
For example, the 2009 Edelman good-
purpose™ Consumer Study found that 
social purpose is becoming increasingly 
crucial to a brand’s success. The study 

revealed that 67 per cent of Canadians 
who responded say it’s not enough for 
corporations to give money away; they 
must also integrate good causes into 
their day-to-day business.

From technology to social issues, 
it’s clear that the “brandscape” is 
quickly evolving on a number of di-
mensions:

Each brand will ultimately share the 
fate of its network. (You may have the 
most successful buggy whip brand on 
the planet but if buggy whips become 
irrelevant in the marketplace, so too 
does your brand.)

As we looked at the need for brands to 

manage complexity, adapt more readily, 
and consider far more interconnections 
with their business partners and cus-
tomers we determined that ecosystem 
principles could be highly instructive to 

provide insights for brands to succeed 
in the changing marketplace.

How ecosystems work
Business analyst James F. Moore pro-
posed a model for business ecosys-
tems over a decade ago. Many others 
have joined the dialogue since then. 
Most will agree that the elements of 
an ecosystem consist of:

1. Species: In simple terms, the cast of 
players includes Producers (brands) 
and Consumers (customers, em-
ployees, partners, infl uencers and 
other players). 

2. Relationships: How all the species 
are connected via a network of re-
lationships, typically co-dependent 
or symbiotic. 

3. Health: The energy and robustness 
of the network; how effi ciently it per-
forms; the diversity of players and 
how well they collaborate.

4. Adaptability: Dynamism and resil-
ience; ability of the system to respond 
to new conditions, evolve quickly 
and generate new mutations.

5. Strategies: Choices that drive the 
behaviours and roles of the various 
species.

The key to the survival, and ulti-
mately the success of an ecosystem, is 
heavily linked to the following factors:

1. Value: Each member generates rel-
evant value for the system; there’s 
little waste

2. Balance: Adequate number of 
members to fill the varying roles 
required within the ecosystem – 
too many dominant players can 
be harmful)

How an ecosystem framework 
can help create more sustainable brands

Figure 2 • How Our Brandscape is Changing

FROM TO

Local Local and Global

Independent Silos
Interdependent Networks of 
Organizations

Mass Marketing Customization

One-to-Many Communication Many-to-Many Communication

Experts Collective Intelligence

Opaque Organizations Transparent Organizations

Manipulation Authenticity

Few Mutations, Low Adaptability Multiple Mutations, High Adaptability

Predictable Speed of Change Rapid – and Accelerating – Change

“If nature uses certain principles to 
create her infinite diversity and her 

well-organized systems, it is highly probably 
that those principles apply to human life 
and organizations as well.” – Margaret 

Wheatley, Leadership and the New Science
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3. Critical Mass: Robust enough to be 
sustainable

4. Continuous Productivity and Refi ne-
ment: Typically the result of feed-
back from the ecosystem itself. The 
more dynamic the system, the more 
sustainable it can be

5. Co-evolution: Joint learning and op-
timization, a key outcome of the In-
terdependence between members 
as none can exist without the other

6. Diversity: Spawning useful new 
functions or niches to ensure the 
ecosystem’s relevance

If any one of these ‘healthiness’ fac-
tors is lacking, then the ecosystem will 
be in jeopardy. So it’s in the best inter-
ests of every brand, to the best of its 
ability, to not only create value but also 
share value in ways that contribute to 
the success of the system as a whole. 
(Example: The brand value of loyalty 
programs like Aeroplan or AIR MILES 
is linked to the brand health of their 
partner networks.) 

Energy and ecosystems
To survive, an ecosystem requires 
a source of energy. In the case of a 
brand, the energy comes from the 

brand’s relevance and meaning. Tech-
nology and the Internet have been the 
biggest catalysts in the development 
of new brand energy sources. 

That’s why brand strategies must now 
address new sources of energy from:

Interactivity and Participation 
Broadband and mobile penetration 
have paved the way for new commu-
nication platforms where brand energy 
can, and most often is, created – often 
with very little input from corporations. 
Technology-enabled communities test 
the relevance of brands in powerful 
new ways. 

New Platforms/
Communication methods 
Facebook (300 million active users) 
MySpace (125 million active users) 
and Twitter (30 million active users) 
are just a few examples of new com-
munication “mutations.” Companies 
are still learning how to participate 
within these spaces to positively infl u-
ence their brands.

Relevance 
The relevance and utility that the brand 
provides to other species and actors 
in the system powers the brand’s role 
and success in the system. Relevance 
can be functional (the product or ser-

vice I need) as well as values-based 
(the principles I choose to live by). 

Case in Point
An emerging factor in the success of 
Research in Motion’s BlackBerry is a 
prime example of a brand ecosystem’s 
effect. From a product standpoint, RIM 
must now factor in a new interdepen-
dency – application developers. It’s 
no longer enough to create a seduc-
tive “must-have” device. Increasingly, 
purchase decisions are infl uenced by 
third-party applications that users can 
download and run.

As the Globe and Mail noted in 
October 2009, “Apple has taken the 
early lead… Launched the summer of 
2008, (its) app store already boasts 
about 85,000 applications and two bil-
lion downloads – likely more than all 
other smart phone providers put to-
gether. RIM may be the North Ameri-
can market leader in next-generation 
handheld devices, but with only about 
2000 BlackBerry applications on of-
fer, it is still playing catch-up in the 
app wars.” Apple makes it simple for 
developers to add to its app world. 
Designing add-ons for the BlackBerry 
environment is far more cumbersome 
for developers. 

How an ecosystem framework 
can help create more sustainable brands
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Practical adaptations for 
brand managers who want 
to evolve their approach

Simple Rules 
for Sustainability
Sustainability is the goal for a brand 
– sustainable success. What we know 
from nature is that there are four at-
tributes that are essential for sustain-
ability in any ecosystem:

Energy
There is a great deal of research that 
shows a strong correlation between 
brand energy and market success. 
The network effect of an ecosystem 
enables new kinds of value creation. 
Now, brands have opportunities to 
generate, enable and participate in 
value creation that’s both consumer 
and community driven.

Effi ciency
It is not a surprise that effi ciency in 
an ecosystem is critical – it also to-
tally aligns with the need for profi table 
businesses and sustainable brands. 
Strive for:

• High leverage of resources
• Limited waste
• Leverage of partnerships for sym-
biotic relationship

• Understanding of co-dependencies

Adaptability
A hallmark of longevity within a brand 
ecosystem is the ability to adapt to 
changes not only in the business cli-
mate but the cultural zeitgeist as well. 
(For example, Tim Hortons was an 
early adopter of “no smoking” policies 
in a move that helped attract a young-

er, more health-conscious audience 
to its always fresh proposition.) Suc-
cessful brands need feedback loops to 
adapt to:

• Emerging consumer and commu-
nity needs

• Changing role of technology 

Diversity
A single-species or mono-culture eco-
system is not resilient – other producers 
can enter and disrupt easily. Diversity 
of species provides greater opportunity 
for growth and consumption chains to 
fl ourish. To embrace diversity:

• Leverage collaborations and part-
nerships

• Ensure diversity within the em-
ployee base

• Always look at transferability of skills 
and services to other areas to facili-
tate ongoing success; new markets; 
new applications of brand or service 
beyond the core business

As you think about your brands 
from an ecosystem point of view con-
sider these questions:

How can my brand harness 
more energy from consumers?
Are the key drivers of brand relevance 
crystal clear? Is the brand creating a 
virtual loop for relevance with all ac-
tions reinforcing the brand or strug-
gling to ‘fi x’ areas that are negatively 
impacting brand perceptions; such 
as customer experience? We be-
lieve that the brand’s energy is ulti-

“It is not the strongest of the 
species that survive, nor the 

most intelligent, but the ones 
most responsive to change.”

Charles Darwin
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mately a function of consumer trust. 
The concept itself isn’t new but the 
threshold to build and maintain trust 
with consumers is now much higher 
– the brand really must be authentic 
and transparent, otherwise it will be 
quickly dissected, dismantled and 
discarded by consumers.

What activities can make 
my brand more effi cient? 
Where do we have waste in our brand 
chain today? Are there unmet needs 
a partner could fi ll? Do we have con-
sumers we attract but don’t profi tably 
serve that a partner could serve while 
we benefi t?

How do we improve our ability as 
a brand to adapt and be less rigid?
In the branding ecosystem, social 
media acts as a good illustration of 
how brands need to be connected 
to diverse communities and evolve 
with them.

Is my brand leveraging diversity?
Are there partnerships or collabora-
tion opportunities that will increase my 
brand’s relevance for my target con-
sumers? Are there ways that collabo-
ration with our customer will improve 
our product or service? 

Ecosystem thinking allows smart 
marketers to extend and improve their 
existing brand frameworks to make 

them more refl ective of the new reali-
ties of a fully networked world. Iden-
tifying which elements from system 
thinking apply to your brand and incor-
porating a more dynamic approach in 
your strategy development is the fi rst 
step forward.

So what changes for 
marketers who adopt 
this new model?

• Increase investment in feedback 
measures – one of the key defi n-
ing aspects of the ecosystem ap-
proach is the importance of con-
sidering dynamic elements. In 
order to leverage these aspects 
the marketer needs to monitor and 
measure stakeholder groups and 
integrate communities into market-
ing decisions.

• Increase diversity within your mar-
keting team to allow the brand to 
fully leverage opportunities and 
nimbly adapt to changing environ-
ments. Consider recruitment and 
career development paths and 
specialized capabilities.

• Create greater clarity on your 
brand’s attributes and organiza-
tion’s core capabilities so that you 
know what you stand for… the 
non-negotiables. Strategic focus is 
more important than sheer breadth 
of capabilities.

• Shift towards collaboration rather 
than strictly competition which 
opens up different possibilities 
and a potentially broader set of 
opportunities.

First step is to understand 
your brand ecosystem
Here are some things to consider:

1. Who are we dependent on within 
the ecosystem? To what degree?

2. Who is dependent on us, to what 
degree?

3. What do we contribute to the eco-
system? To what degree does this 
contribution impact overall ecosys-
tem health? (e.g., Lululemon and 
overall wellness.)

4. Who within the ecosystem is our fu-
ture most closely tied to?

5. How do we convert non-biological 
inputs (trends, changing consumer 
sentiment , demand etc.) into living 
outputs (brand relevance)?

The ecosystem is a rich model that 
illustrates the key concepts of dynam-
ic environments, interconnectedness, 
and participation. Marketers need to 
explore this area more deeply to en-
sure their brands’ success as markets 
move ever faster in this direction.

Practical adaptations for brand 
managers who want to evolve their approach



SIMPLE RULES 
FOR SUSTAINABILITY

Three simple rules emerge, underpinned by trust and transparency:

1. Know your role in the ecosystem and your core capabilities.

2. Capture feedback from the ecosystem to manage performance.

3. Focus on managing the brand’s RELEVANCY across key 

audiences.

But underlying these three rules is the fundamental principle that 

brands are a mark of trust. The new world is demanding much 

greater transparency from brands. As a result, the over-riding guid-

ance for brands today is “Do the Right Thing”.

Canadian Marketing Association
March 2010 • 12 
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1. When it comes to monitor-
ing blogs and social me-
dia, my company/brand?

a. Does occasional pulse 
checks on opinion

b. Monitors regularly and re-
ports on trends/changes

c. Has an assigned resource 
who monitors daily and partici-
pates in online conversations

d. We explicitly incorporate and 
cultivate social media communi-
ties in our marketing programs

2. How does your company re-
gard its most critical supplier 
and buyer (B2B relationships?

a. Often a power struggle to wring 
cost out of the supply chain or 
exert infl uence over product inputs

b. Mutual respect, clear understand-
ing of each other’s business 
and alignment on objectives

c. Strong partnerships, joint planning, 
shared platforms or systems that 
assist in networking development

3. When you think about the com-
munities your brand needs to 
be connected with do you…

a. Immediately think about postal 
codes for your existing base

b. Primarily focus on custom-
ers, employees, and key 
distribution partners

c. Have a clear plan regarding online 
and physical community groups 
that play a role in your brand’s 
reputation and business success

d.  Plan on how to develop and 
cultivate communities who can 
provide momentum for your brand.

4.  When we evaluate the ef-
fectiveness of a market-
ing campaign we,

a. Evaluate sales results, message 
recall, brand attribute rankings 
from target customer segments

b. Assess trend changes in brand 
attributes across target cus-
tomers, existing customers

c. Assess brand ratings from 
communities of interest and 
extract trend information

5. When you are developing 
new products do you…

a. Analyze the market and identify 
opportunities leveraging inter-
nal knowledge and judgment

b.  Utilize consumer research insights
c.  Utilize social media and commu-

nities to test product concepts
d.  Utilize social media and com-

munities to collaborate to cre-
ate product ideas/concepts

Is your brand Eco-
friendly or Eco-fearful?

Score each of your answers, using the 
following point system:

a. 1, b. 2, c. 3, d. 4

Add your total score to see where your 
company/brand rates.

<5 Cocooning - you are inwardly 
focused and not utilizing any 
eco principles within your 
brand strategy

6-10 Classic marketing practices but 
not using social media

11-14 Emerging - aware of social 
media, beginning to engage in 
multiple areas

15+ Eco-friendly - fully leveraging so-
cial media and communities with-
in your brand communications

Take this simple quiz to 
test your brand’s readiness.

QUIZ
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Brand Strategy Models
1. NFO Infratest (Imp/Sys)
2. McKinsey & Company (Markenmatik)
3. The Institut fuer Markentechnik 

(The Genetic Code of the Brand)
4. The Institut fuer Markentechnik 

(Brand Architecture)
5. The Boston Consulting Group 

(Brand Value Creation)
6. Vivaldi Brand Leadership 

(Brand Leadership)
7. Vivaldi Brand Leadership 

(Change Model)
8. Roland Berger (Strategic 

Brand Management)
9. Icon Brand Navigation 

(Markensteuerrad)
10. Targets (Brand Score Card)

Brand Value Models
11. Interbrand (Brand Valuation)
12. Brand Rating (Brand Rating)
13. Semion Brandbroker 

(BrandEvaluation)
14. A.C. Nielsen & Konzept & Markt 

(Brand Performance System)
15. Info Research International 

(Brand Equity Engine)
16. Icon Brand Navigation 

(Brand Navigation)
17. BBDO Consulting (Brand 

Equity Evaluator)
18. Ipsos Asi (Equity Builder)
19. PricewaterhouseCoopers & 

GfK & Prof. Satter (University 
Hamburg (Model for 
Measuring Brand Equity)

Value Congruency Models
20. TNS Emnid (Semiometry)
21. IRES (IfaRES)
22. GIM (GIM Values)
23. Roland Berger (rb Profi ler)
24. McKinsey & Company (Brand 

Personality Gameboard)
25. Semion Brandbroker 

(Sigma Model)

Quantitative Brand 
Positioning Models
26. Millward Brown (Brand Dynamics)
27. GfK (Brand Assessment System)
28. GfK (Target Positioning)
29. Info Research International 

(Locator)
30. McKinsey & Company 

(Brand Diamond)
31. Konzept & Markt (Brand 

Control System)
32. McKinsey & Company 

(Markenpotenzialansatz)
33. TNS Emnid (Optima)
34. Advico Young & Rubicam 

(Brand Asset Valuator)
35. McKinsey & Company 

(Brand Equity Meter)
36. A.C. Nielsen (Image Planner)
37. Konzept & Analyse 

(GAP Test System)
38. Icon Brand Navigation 

(Brand Architecture)

Qualitative Brand 
Positioning Models
39. Millward Brown (Brand Action)
40. & equity (APIA)
41. & equity (CAPO)
42. TNS Emnid (NeedScope System)

Brand Communication Models
43. Saatchi & Saatchi (Love Marks)
44. Grey (Brand Value Circle)
45. Ogilvy & Mather (Brand 

Stewardship)
46. Bates (The Bates Matrix)
47. Publicis Sasserath 

(MarkenWesen)
48. McCann Erickson (Roadmap 

to effective Advertising)

APPENDIX
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business opportunities within the marketing community.

Canadian Marketing Association
1 Concorde Gate, Suite 607, Don Mills, Ontario M3C 3N6
Tel: (416) 391-2362  E-mail: info@the-cma.org
www.the-cma.org
www.canadianmarketingblog.com

Disclaimer:
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represent offi cial positions of the Canadian Marketing Association. Leadership Series papers are 
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