
THE EXECUTIVE BRAND LEADERSHIP MODELTM

The Executive Brand Leadership Model™ is a comprehensive set of practical tools for managing and  
leveraging brand assets in today’s global and digital environments. The faculty directors of the Brand 
Leadership: Strategy, Management, and Performance program at Columbia Business School, Professors Bernd 
Schmitt and Michel Tuan Pham, have developed this unique model at the Center on Global Brand Leadership 
and use it as part of the executive program.

This model includes six steps. The practical tools associated with each step are both diagnostic and analytical 
as well as prescriptive and action-oriented.  Equipped with the model and its tools, you will be able to exercise 
e�ective brand leadership. 
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The second step of the model and its associated tools focus on the DNA of the brand. Brand Core 
identifies the essence of the brand that makes it unique. Brand Personality adds emotional 
associations and an emotional image. Brand Positioning lays out how to position and communicate 
your brand in a competitive marketplace.

The tools of the model associated with brand identity address brand naming, logos and symbols, 
and brand icons.  The Nomenclature tool helps plan the naming elements and verbal identity 
related to the brand. Logos and Symbols shapes the brand’s visual identity. Brand Icons determines 
the most important icons (brand identifiers and characters) that should be associated with the 
brand.

To di�erentiate the brand in the market, the model includes several tools of experiential 
marketing.  Experience Modules identifies the types of experience that are appropriate for the 
brand.  Experience Providers selects the essential brand touch-points and how to design them. 
Implementation Themes shows how to best implement the brand experience. 

The model also includes tools for organizing various brands of the same company in a systematic 
and e�ective manner.  Architectural Design concerns the right choice of brand architectures (for 
example, “monolithic,” “endorsed,” or “stand-alone”). Brand Extensions shows how to leverage the 
value of existing brands through new product introductions and innovations. Brand Alliances 
outlines how to create additional brand value through partnerships with external brand properties.

The final step and its tools provide assessment and guidance on broad-based organizational issues. 
Brand Portfolio Strategy lays out the role of various brands as part of an organizational brand 
portfolio. Competitive Brand Strategy provides the long-term, yet flexible strategy for a brand in 
response to competitors. Internal Brand Alignment is a tool that shows how to align internal 
personnel and organizational structures and processes around the brand.

The model begins with a brand audit that assesses the strength and weaknesses of the brand from 
the perspective of the organization, the customer and the competition.  The brand audit includes 
three tools: a Brand Dashboard analysis that plots the value of brand components for brand 
awareness and brand associations; the Customer Resonance tool that assesses the customer-brand 
relationship; and Competitive Benchmarking that assesses the strength of the brand relative to key 
competitors.
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