
Index

3M 178–9
6-Ps model 66–9
12 quarter roadmaps

108–9
100 day workshops 110
118–118 phone directories

107–8
360◦ insight 38–49

company issues 47–9
competition 39–41
consumers 43–7
culture 41–3
overview diagram 39

acquisitions 54
actions

brand stretch 182–3
core product growth

146
focus 75–6
‘follow the money’ ethos

29–31
ideas 101–2, 108–11
insight 36, 49–50
marketing plans 205–6
‘rally the troops’ concept

224–5
talk without action

212–13
Activia yoghurts 37, 55
added value 24–5, 161
administration 162
advertising 144, 191–2,

198

advertorials 103
alignment 79, 211, 213
Allchurch, Tom 219
Alta Rica coffee 60
anchor products 117–18
Apple

brand assets 67
brand stretch 155–6,

167
deadlines 167
pride in product 217

Ariel washing powder
63

Arkwright, David 33
Audi TT 155
Axe 25–6, 40, 83, 130–1,

195–6

Bacardi Breezer 181
Bailey’s cream liqueur 48
Barclay’s Bank 212
Barker, Joel 77
Barwise, Patrick 124
beauty theory 196–7
Bertolli 8, 144–5
‘Big Buzz’ campaign,

Jordans 189–90,
194

big ideas see ideas
Blockbuster 85
BMW 56–9
Bond (James) brand

127–9
Bourne series 127–8

brainstorming 172–4
brand assets 67–70
brand definition 90
brand equity 26–7, 104
brand essence 82–3
brand extensions

adding something new
143–4

core range 131–2,
141–4

market coverage 142
Nescafé 61–2
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60–2
‘expander’ concept

164–5, 177–82
early mix 179–80
Innovation Rockets

164–5, 177–82
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