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>SIN ®e (Vision and Culture): 6o °~

| C1 "si (brand soul): z1A“Y "yO ?
1 Cl% 03I (owner vs. managers): 1z 1 Slu’
A" "h: (core/sustainable branding capabilities)

4ael (organizational structure): L!epEAV >

N «|  (internal branding): O 8b - z1 708§ 5
TLe (brand communications): X¢ E A C ° stakeholders)
" Aa- ( brand adaptation)
Y2 N5 (market knowledge): z1 " "0S"!ow?9 >

5¢ z...h (intellectual property rights)

S AR ° brand equity and brand tracking)
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