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" John R. Rossiter and Larry Percy, Advertising Communication and

Promotion Management (New York: Irwin McGraw-Hill, 1996), p. 113.
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® David A. Aaker, Building Strong Brands (New York: The Free Press, 1996),

pp. 10-11.
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° Jean-Noel Kapferer, Strategic Brand Management (New York: The Free

Press, 1992), pp. 88-91.
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