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“A brand for a company is like a reputation for a person. You earn reputation by
trying to do hard things well”.
-Jeff Bezos
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* Brand reputation is the collective public perception of your brand
* [tincludes how your customers, employees, partners, and others think and feel

about your brand at every interaction
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This is a sample text. Insert

your desired text here. What about you and me?

This is a sample text. Insert BRAND

your desired text here. RESPONSE What about you?
Judgments | Feelings

This is a sample text. Insert BRAND MEANING

your desired text here. What are you?

Performance Imagery

This is a sample text.

Insert your text. BRAND IDENTITY What are you?
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Brand Identity
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Intense, active loyalty

Positive, accessible
reactions

Points of parity &
difference

Deep board brand
awareness
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