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Overview

TrefS Q. WIIFIF-97 'Aaker on Branding: 20 Principles That Drive Success' I36f Sga-G R
FICOAC O I THFE GBI AR S AT ITI 93 IZBf IFAFBR AFATE ST 2006f Yearof
ST FIC, TN YA IS SJTACRTT N BIIATT ATATSABC TRITST FAC AIIK PO ! A
TC AFOf XFORIET IFIMT I AFB! 29T T 2[R 508 It Sy abf SIFmewed ST aF6f
STSIF WS FLIC:19T 9IL AFBf TIo0F 26T Sidf I ofAf TIIFT 3FF36f, IFT=T 215y,
JFINT ATHOPOIF Q3R GGG IFIFSRAEE WOt 1 JFoIAT AT SoIF G190 ned, I 9F6f
IFTATE AFTINCIA [AT GIR AITESIFS! IS, AT G WA R

I3Bf TFIATRIT CIovIfF IO QIR ITIRARF ATTC-19TI THJC OFBf A0, ST ST WIFIK
TSIl ol IRMSIT ITTYIT FACRA, ITOI-IFIICE SHIRIT QI FOT AP FTLIHC ACSFATBC

G FAC AR QB ST IFIFT Sl QIR DI FIF TS ALY 71, II [T
JFIATIC AFBf TAINL FCAFINS THA 2T 7T T, AR QF TN AT 19O SIfam
EGH FAT TN, SIS WCATT, Q3 I3 AT AT, IFIET VIS, SWIC:FST QL JII AT
GHY OFf NIRRT ARWERE, T SR IFIATIC AT IO AR IS AF6f AT 7o
AL 5

Key Takeaways
JFIAGE AF0f PP QIR AToT0d IR0 ! FIH, I QT [ JAIIC:1H QIR AIASIRAIIC
JTTAG 3FY30! AAHOSIC A FLA I AT SAMFSEAT (I IFIAS T, AT
QIR SO TTFS A G FIGT I
IR IFIAS AT AT SHC FIATFICIRC IO FIOC TA-IFIAS QIR IFIAG
SO AFBHIAC WFF IFIFBE SoMATST 93R NFATFFRC AFof* et I, FIRT Qbf
T TARERAA BRI et
ST IFIAGIC I QFBf AT ZIIRC AT ACAT AFBT AA, 9FGH IIFS! T AFBf AT
TR ACYT, TT STFRPACE ATAT ST THHATS O FAC

JFIAGE AFOf FFORAT ST QIR AT TRGIPBISS I, Tl STIRIACE AT AFBf
ST AL 191 Sef FIOC AT
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Chapter Summaries

93 WAL IFIAEGE T FA0T QIR 9F SAMFFAT PIOIC IGBEARS 8 FForer FIoC 27 ©f
AT T TR WIIFI IFINSE AT 9B AT S 2T 70 T IFTHS
FCTHAIMAT ©CFf FIoC I IS, AL 517 AGf IFIFGR [ AR, AF IO QIR NJIRIWC
FIF QT [ATDC ST G AFB AFORAT IFJAS BT STIRFAR T AF6f SI2EE IR Fofes

IFIFG RFLR01 wrafirer

JFIAT ITYI0! AN SO AR AL QAT IFMSIIT AT 57 I TR T
VAR TCIFIS 3FIR0! 267 QFBf IFIFGR ST TFS STHHAT QIR WEAINKSII B T QF6f 2T T
SRR IR ATTOS JEAIRC TC-191 1 IRC:19T FAC IFIAS A0 0!, IFIAT AT, SIS [T
9% IFTAG I R[5 TG SFRB T A a3 Somvasieif FwfS o1t @

IR FIC IFIATE *IFo! QIR TIISTOT9F 1T Y, AR B TAJI T¢I ©f w1 T,

Tf-IFIME 932 IFAFE ATF T

93 LI JIOIT ISR 29T T TRIF ST B2A-IFTTS ST FIOC 7T, QI AFBT PIRTS IFTAS
FISIC:T IS, IS T OF FTAAC:T AR NIBIF IANLIT FAH TC AT SIIIFF IFIAS

B OO AFBf TRIAT IFAAG AT [GHCATSHC 9SS FAC, Tl STFRFVE G TATG! O
FAC IR IFIFGSEAR THIC AAHE T, QB o7 2197 FBp FIoC QIR IMOMAT Irea J#15[A=BC
AFTT FIOC AT FIAC, AF3 AT [T IFIAGI TS IO, 14T

IFTAGHC QFof weA 2T vedt

93 FSTBf TIIFTHC IR A6 AT I AIFART IR AT HCAT 9FBF TH2F TLAT 2T 7T SAF
I M W TPOf AT TC A6 TIIAGE HOTFT0N TTFo|, YAIIC:14, IRFT 9IR a7
FIRME NHI IFIFGI IR LN SOOI AFOIRNS FIC YT AFBf NI O IFIAGH

AT ST} ST FAC, T OF SFRIACE FHIC IR QIR AT ST FIC QB TFIFBER
TG *IFORAT QIR IFJTIC:19T 5fog ol SIoC TRTIT FIC

SRGBIET oI IFTAGR AFMTGSIFo! IS LS TRGTBI IFIFSR IFCAAAT NIRRT a3 SLIC
AR FAIBHINC IFIFOE SIS, IFRATFFRT a2 4Tt »RDIE=1R oI AT 16-1 FJT
IR WIFIF WA T¢I A, FAGEAD NFPCB1R AIR TAAIZA SANGATO[FAH NHTHC FIOIT

SIFRINCI T TILPF AHATF OCAf ST I, QIR IFIASE STA FIRIFIOIIC I I, QBf oty fe
IFTFTRAE aF6f AIBZMT =eH

TS ST 932 I 1Y

93 WYITIGf TFIFGIF O SMACHT QIR ACOIP AT S[HOI O AT NPT IIMATT FAH [
OFBf TITATE ST FEA 110 AT 7Y, IFR AFB! (RO ANIGHB JT NJRF AFAC TS 7 FT
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T4 AT IFIHG OIF SACHT QIR NEAIICHETI STIAT TIHPTIIF 7, O Qbf HFRPCF ST Q9F6f
TSR HFCTAZT IALT S FIC Q5§ TIIFBIC AT EMCF ATHC HIeTml FIAC QIR AN

IS WINYT Q3R AFTASIAL

93 ool o IFTATE TIoTOF WIAT BLAT Q3R OF SFETIVE IR FIIIFISIC G 4K ST
ST FATS FIC NIIBIF T T AT DAl IFAMFS HINAT AT AN A IFIAGHC
AT FHC AR NJTZINCI NAC QFB! ASATAD AT ST FIC 9FBf SHHEP AT AITORAT Sl ST

SHIRIAT, TN STFIRINE PR IFIAGE WA AT 93 T QBT OME THT ART 257 of IAILIT
FAC Qb IFIFGE AT AFTEEPIF FEANIIAY,

Themes

Notable Quotes
" QPO ITIFG FRA QF6f A9T 7, Qbf QFbf AIFofFige!” — IFTFTR TOIT WY QIR TSI
ST AT ANATIE G e 11 wfoe s

"IATNG SFI0! 2eT QFBf IFIGE ST TFS AT QIR MAINLSIT SCG T QF6 2ol T
IR TR AITOD SETTHC IC-191 1 AR5 FAC' — TIAG ZFYRBI ALGeBT G2 AF

"IFTT 2T, 3 IFIAGE WOHAIF T GHT GF6f HAFT TG, TN IFIAG FCARAIMAT S
IS T IO, IS B — JFTAT AABIE A1 972 OF AN SO Tt 4T SN,

"IFIFOE SR T APBf SFAAGE AT OJIEF FIF, Tl ATSI 1308 MY AR NFRIUCE AT
QFBf STSIF FRIC:15T OCAf P — IFIMBF SHACII-HTEATS IIATACI SO IATLTT FIIK T,

Frequently Asked Questions

What is Aaker on Branding: 20 Principles That Drive Success about?

9% I351 GrefG O, WIIFIF-AT IFIFS AW G2 205f Yoo IR W 16-T T 96f IqTHS *1=fog
S0, IFTIG 3T A, IS WIS BRI T3 QR SiGforet it IgI= “Ifore=ig
aﬂweﬁ%%ﬂaw TFATS FIC 9T AFTT T TLAJTSFATIC FFof*1edt AR TTIIATT IFTES O

Is Aaker on Branding: 20 Principles That Drive Success worth reading?
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=1, I35 IFIFTR AR, IFHITHIT 9IR I A THY oIS JAIIH G5 GrefS .
WIFIF-9F I3, QA WO GBS (IR ST AR, T ITIZRAS AASINID! AR FIIFF ICARA

IO FAC

How does Aaker on Branding: 20 Principles That Drive Success end?

Spoiler: I35 205f o OFBf FIHIARF 2AFTL19CT ST T 19 WL =07 7 QBF I01R_IMT, T IgT=BR
ATFAY AAGHE G Q3 il IDRMASIC A7, IF AT THAINS IR FCAFNS AT TR
41 Bofo Bl IFIMT oo IS, AN T YIFRIRE SNORT Q3R SFEF-FANI PO SF0J TAC
SE4

Who should read Aaker on Branding: 20 Principles That Drive Success?

93 I35f I #I=foress, IFTFT TIACEIR, ITIN FCHAIM, SHIC:IFST AR IFJFGIRIL ATSIFIT TC
A0 TTFOR THY SHAYF® T ST IFIFGR Y T[S, IGTIAC Q6| NIoT0d AN ST
FIOC AR ATINIMT FAT AIGH FIOC 517, SMCI THY 6§ GF6f WAIRIFT sT2m

How long does it take to read Aaker on Branding: 20 Principles That Drive Success?

J30f PrEoC STIYIFTS 2IFT, 360 ATHC 480 WATS (Y ATHC b TABT) THIY FAISTST AT, T A AT sTof
OJR IIITG I IATF SISO B9 AR0T I ARRAS® 70 21T

Questions & Answers
TTSfS WIFIAtE "Aaker on Branding” 3263 31 iaen 12

93 IZBI &7 LN ToC:T IFTNGIC IR QBT STC151T:T I AT ZIRC T 7T QB SIS ST
GIR IFINT ATFPHCANS IFITAMAFIF AT T W ST W FIORT FBf MFSHet IqTS
S 11 Y 1 ATINAT FAFAT QIR AFO R 51O AT AFIpS Fat 33600 IgTTHC 9F6f
QIS 0! IIC ACAT T, TN STIRIACR ATAT TSI TP OCT T

IFTNT WIRTABIGT Bl QI GBF F SFoIoA?

JJTMS WGB! 26Tt IFIABR B TATT AT AT TN IFIFTO! SIFRIUE IR SATATF
FIOC BT IS IFIAGE o I, ITTFOTOF QIR AZTORAT Aoduas AP NBIF QBipe

TG "IFIFT NGB ARG 2SI IFATT FICH, TCAFC A 1Mo (core identity) @IR I7&S
27T (extended identity) AFT QBT HFOIATT T GBf ITIFTHC AT ATHC AT TR,

SIFIRINCI ST QFBT HIFATP FRIC:T9T SCAT FIAC QIR IFIFGF THTO JCANAT1S 8 FIRIFINDC Q01

IFIS TR0 IFYT SoAm=sEC:1 Ft F?

B IFTFT T30 G0 AFHT S 5RAfS FI0R(H: IS SToco~wo! (Brand Awareness),
9o SN (Perceived Quality), IFIMT NI (Brand Associations), IFIES Ao
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(Brand Loyalty) 93 ST NARFHIFT IFIES 9% (Other Proprietary Brand Assets) IS
SHroFo! SFRIACE N IFTFGE SIS 0 RTT AT ST 01 AT T TRIF FIF THAIIC
NFIRINCI LI IFIS SIS 201 IFIFE AT LIS TS LA 8 Sws| IqITS

SIS 2eC:T STFRPUE IRAF 9F2 IFIAT FAIF AZITO]

WFIF IFINTE ST 47907 3 (benefits) Frelat IgrT FATCT?

WP IFIFSE OfFAGT AJLT 4FFH SITAF FAT IACRA: FIFIFK! 1T (Functional Benefits),
WIRCaifF SAfET (Emotional Benefits) Q3 SoN-AZF*e<s SIfAT (Self-Expressive Benefits)
FIRIFA! IATSEAT 2T ITIA 7P 9IR QBf Bl FIGT FIAC ©F JC: 1AM, I QFBf SITSfF W3S
SIS RIS TFIAT ITIRFE FAC NFRIACE NHIC TC W00 ! 00T 2, IO A6 IIeTI7eT
PTG AFOf 517 WOH-AIF AP TIRT9FAT NI ARG AT AZII* FIoC ARTI FAC,
TCIH QF0f FAUIND IFIAGCI AT o7

WP AFOf AFOTE! IFTAG O ST AF6f ST TR AFTOIR IR T IS

B ocaf, ITTT 3T 361 TIINATFT QIR IFIFS AT ITBHC AN WABHIZGHAE G S 19
T, ST SIAATIC AFBf T THEANS ST ZTIT ALST SIS FACT IR IFIFGCR e JAIICTE 8
AT ST T QIR IFIFGE GHT AF6! 26 nFeroesif (brand vision) S $a1F $91F G117 wid
Sff SFIFT-ITTIR AZCAAFIN AR IFAFG 3FY36 AN SIOI8 I FAH

IFTNG ATHOIHEIT IS I ICAATT?
JFIAS HTHBCBOIF TAC:T GF B AN STH® IFIFT QIR AR-IFIFGSAR IO QIR S

LT TIHATF AT MG AFHT TG I IACRE: "2 &6 IFIHGST " (House of Brands) a3g
"JFIFSCS 28" (Branded House) T8 WF IFJHGST NGCEAT AFST0f 9T It STRIF ARSI TIoA0d
JFTMS AFC K WIS AT T AT HISTC, IO TIR QB SIS AT KB ATSHC

IFIANSE *IFesifFSt (brand relevance) I WoTvS SIFSIAHAN?

IFIFTE AFE ST ToTTw SJFoI7F T AGf AF#IpS FIT I IFTFTOf SIFEFcd sIRmr @R
G AT AN BEIIAZE T 9B SIS ARSI I T, SR AR QBT SATHT
FAIC AR ATV AIPC APIC WK G- WA T IFIAG[FA BT FIHT91S IR3#TS TOC 31 AR
ISR RTINS AZI OISR ST AfGTTneg TR AT 27C 2AFrTe et Iy I TN

JFIFGSEAT Tod SIIRINE WFIIT FIOC A 9IR IMIAT SIEIACE NSO 4T AMLSC AR, T
IS ITIROf St sl war arw?

OF FYHYC IR IFTIFS Horoqo! (097 IFIHG BT Q3R AF9R14), 9 SO (It 517125
ARG STHIRHT), IS SRR (JCTT IFIAG IIFOOF 9 I T, IFIFS

NN
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W50 (I Ao FI, QIR TR G I 2F) IR ISR #ITF Q3 FOIAPAAT 9F oIS
FAC IFIAGE AHIIE #pof 972 HWFARF AT AT F1 2, T IFJAG ITIATAER FCAANS

IFTING JTFSIeJd (brand personality) SHfst F1?

JFTMT ITFOOF et NAFCF Fot:! ICIDISART QFBf B T AF6f TFIABCI T TF® T,
OFBf TITATHC "TR," "GOO, "NFFY," "WAGHS" I "HFO A" ZIIRC WA TCST AT PRI
TPl A TCIFIAG ITFONOF SIFRINCI AT AFBf SIS TLIAT157 St FIoC STIRITI FAC Q3%
JFIATHC ARE THIN, FAC OCIC A5 SFRINE ARG AT FIO08 AT FAC, I S
O IFIAGSAS IR T T 0T I IO AT AfeTt I ABf IFIFGCI TCAST:197 7R
RGBT QB! HFOIATT GNBT 2A1TH FAC

JFIAG AIRGABIO 932 IFIIG 2ACSLA FLJT AIAFT F?

JFIIAS WIBGABB 201 TGB! Bl 6T BIY AR STIRIACI PR D! ST ST BIF, AR IFIFGE
SIS MBS bl SFIMTER ATIC:14, ST IR ITFOIOJAE AF0f B T FC- AT wedf
FAC HFTIUDC, IFIG IHCG TAC:T SIATIAT ITIFT BB BIOIT SAAILT T, TR IS

I MEBfoesif QB ST W9 IFIAES STHATHC IMIA LI AR TGS WIPIF G 17 7T TC
QO PR IFIMBER GHY IFJMAS WAIZGABIBf QIR IFIMAG INCG NLIT AHETY A1l
NEEIRER]

HIFIF IFIFT AFAGHIF (brand extensions) TAAIFT FI IATRCA?

P IFIAS AFIGHAXAIC AFGf S I AR TCAFC AFBf TS IFIFT A1 7o
2/ I MK G ITIRNF 1 3, Of A oD FIRE TC TPl IS AFAGHAAE GHY YT
JFTMTE AT GIR TOF ATTCI NHIAC AT I TFO1<P A5 AIRFOC IIC TN QFAGCTHI0! 3T
JFIAGE &1 [AIICY I APFOIF AT I 2, OIREAC Bf 3o IFIABE 3FY36BC FFOIINS
IO A S TTIFT AFACEHE AST Q3R FIFET o3 IR FI0R0T A3 755 Ao

"IFINS SIS A ABJIIOTSI GBI Pt IT- 1?2

"IFTFS SIS N FBIIGCST T LIFENB] 01U, T IFTFTHC IR AFBI AT STIWBTIN ZfIC T 7eLT
GOl FCANAFRT ANIFE ITIMIF FETHAE FEANIIAOC 14T TS NI FFO! 7 IC QF6f
PO IFIASG FIA AT IRpFl FIC A1, A A5 9Ff FCTARR TTFof, SnoRH QIR RFTINCIAt
TIFARACIIRFCS AFOIIS FIC IFTAGIC GF6f ST IIT ITIZF FICICNAFINAT

ATORCNSIAS I TIGH FISC A, TOF IS AZICT FIOC AT QIR STIZTIACI ST TS
TN Ol PIOC AT

JFIING AT IIBHCATNS JIINAAT SIOI?FT FIFT QB QFBf FAAFR TS IFIHGIC
FRIFICIC A FIOC TR FAC AMOC O AFC WA “FF 37 Q38 ANSFF@IRC
FATAAR ASIT WG AN I HPIF 7CARCR T QF6f PIR915S IFIAT 2AT: 15113
JFIFG FAFRIARGCHT (AF IFIFS WY IFJAGE AT UL HCEAT) AT FIOC AN, ISR
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IFSAT T AFIT FIOC AT AR ATOOf TFIMOF FFOPC TIJLF FIoC AT QBf T9om Iqamm
G3R IFART191T T F208 T2ITST FAT

"IFIAG SFRN" IFAST WFF I JTRATH?

P "IFIAG O F" ITC ICATH IFIOE AF6f SoHIPIET!, ML AFIY AT IFIFGO!
SIS DI TOC B UIR T AIGH FIOC 51T, ST AT 2P 5o ne, Qbf TEIFBE 0T QIR
FUTHADC BT FAC AFOT PO IFAAG O I AOITOI T FIAME NS FIC
1, IR TIIACE IS IFJAGEF SACHT AR NPT THATIC QFBf F2AFP 0! e, abf

NN

JFIASE el QIR IRNTSAE T QF6f 9 TSTIA R Fher FAC
a® IRBF At ITFIAT Ft ITINAF AMfFF F1° FIOT AF?

IFAITHFIRIAT 93 I3 ATHC TWRYY IIITAF AFIT 1S FIOC AT AT THHC IR AFBf PRGBS
JFINT WIIGBIOI Bl IFOF, ITTT IFYI6 SAMITSE! IC: AT QIR 2 I, ITTTOE
FFTESFOT IS I FCTFEA, AR IFIMG 2GS FIAIFIOIIC AT FJT I361
IFAIFFITNCI *TATT IO ITTTHIC AT BCTHANS T2 IR JIIRIF FAC AN

AT IS FIfE TFGH T 1Y, QIR NFRIAC AT TSI 8 AIYAI THHATS O T Y
GBf TFIFT-ITGRIEF GHT AF0! SIOHCIR/ME FMISf AZAH FIC
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