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The Book Re-Brand (How do Sleeping Brands Revive?), investigates the nature of sleeping brands, their properties and potential.

Analysis was conducted using case histories and company research, that covered: Fiat 500, Bortolo Nardini, Moncler, Fabbrica d'Armi Beretta, Burberry and Vanity Fair.

Some brands that were sleeping or had vanished, are now successfully back in the market.

What happened, and how?

Re-Brand examines opportunities through which sleeping brands can be revivied in the marketplace.

The market potential for sleeping brands are significant.

Sleeping brands can leverage their history and reputation with the public to more quickly penetrate the marketplace.

To be successful, a brand must have nostalgia and values from the past.

However, success is not necessarily assured for that revived brand.

In theory many consumers are ready to buy a product that has been a success story during their childhood.

However, their perspective may change once they have tried the product.

The products of the past, if presented as identical in origin, are 'different' when they are relaunched.

A sleeping brand, unlike that developed from scratch, will reduce the time required to market.

This is because a large proportion of consumers already know that brand.

A revived brand involves lower costs and immediate entry into a marketplace.

The book Re-Brand is organized into four chapters.

· The first charter focuses on the nature of the sleeping brand.

· The second highlights case studies of seven historic brands still in the market.  It looks at longevity factors   that determine the success of these brands.

· The third charter  examines those brands that have been dormant, or have disappeared from the market, but have been revived successfully.

· The fourth undertakes a SWOT analysis of a strategy for reviving a brand.

· This is compared to that of  developing a new brand. 

The book concludes with key views and experiences from international brand managers on the issue of sleeping brands and re-branding.























