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INSIGHTS BRANDING

Justifying Brand
Investments

The brand is an intangible but ever-changing asset

very hrand manager knows the tweoome more of o plea than o proposal,
E branil is a valuable corporate Talking about investing in the brand

asset—that it differentiates often ranks just ahove resurfacing the cor-
undifferentared products feom *me- [ROTATE TENNIS COURT ON SERinr manage-
ton” competitors. [v generally repre- ment’s to-do list.
sents unrivaled intellecrual property, The branding situation was succinct-
huilids ongning honds with consumers, Iy explained by David Haigh, CEO,
enables premium pricing and has a Brand Finance. London, in his open-
whole litany of other values that are ing starement of the *Brand Finance

DON E. SCHULTZ important to the organization, Global 5007 report released last March,

D. E. Schultz, “Justifying Brand Investments,” Marketing Management, Winter 2011, pp.10-11.
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' CONCEPTUAL/THEORETICAL PAPER

The evolving brand logic: a service-dominant

logic perspective

Michael A. Merz - Yi He + Stephen L. Vargo

Received: 24 July 2008 / Accepted: 30 March 2009 /Published online: 24 April 2009

@© Academy of Marketing Science 2009

Abstract The meanings of brand and branding have been
evolving over the past several decades. This evolution is
converging on a new conceptual logic, which views brand
in terms of collaborative, value co-creation activities of
firms and all of their stakeholders and brand value in terms
of the stakeholders’ collectively perceived value-in-use.
The authors argue that this new logic parallels and reflects

stakeholders and a service-dominant firm philosophy built
around brand value co-creation.

Keywords Service-dominantlogic - Goods-dominantlogic -
Branding - Brand creation - Brand evolution - Brand value -
Brand logic - Co-creation of brands - Co-creation of value
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Kevin Lane Keller
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