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 “ vintage ”  qualifi er, which may actually be 
a strong asset …  Certain brands whose 
chronological age can be counted in 
decades, or even centuries, seem much 
younger than other brands that have been 
offi cially launched over the past 10 years ’ . 
As an example of this possible gulf between 
chronological age on the one hand and 
perceived age on the other, the author 
suggests that if one were to compare the 
brands Burberry and Pokemon, Burberry 
would appear to be younger than Pokemon 
even though Burberry in reality is a far 
older brand, the reason for the discrepancy 
in perceptions being that  ‘ Pokemon was 
the victim of the classic phenomenon of 
premature ageing because of a short-lived 
fashion. Burberry has the advantage of 
benefi ting from an effective rejuvenation 
remedy that has granted it a new youth-
fulness ’ . 

 To assist brand managers to identify and 
evaluate the symptoms of a brand ageing 
problem, the author presents a brand score-
card that focuses on three key criteria —
 the brand ’ s offer, the brand ’ s target and the 
brand ’ s communications. For each of these 
three criteria, an extensive list of symp-
toms and advance signs of ageing are 
given. In terms of the brand ’ s offer, such 
symptoms of ageing include a slowdown 
of new product launches, multiple succes-
sive strategic moves in a short period of 
time, decreasing number of registered 
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theme of how to revitalise brands that are 
in decline. In order to address the problem 
of brand ageing, he suggests a three-stage 
process that starts by recognising that the 
ageing process has begun, followed by an 
audit of the brand to ascertain whether 
there remains enough brand equity to 
make the rejuvenation effort worthwhile 
and culminating in the formulation of a 
strategy to achieve success. Case studies of 
international brands such as Tesco, Marks 
 &  Spencer, Dove and Nivea are provided 
to back up the analysis. 

 In the opening chapter, Lehu stresses 
that it is important to be careful about 
the use of terminology when discussing 
the age of a brand. He points out that 
there can often be a considerable differ-
ence between a brand ’ s perceived age and 
its true age — some brands that have been 
around for decades may be perceived as 
younger than other brands that are more 
recent arrivals. Lehu suggests the adjective 
 ‘ vintage ’  rather than  ‘ old ’  to describe 
brands that chronologically may be old, 
but that are not suffering from decline or 
ageing:  ‘ It is therefore preferable to talk 
about the  “ vintage ”  brand. Not because 
old is necessarily pejorative; but given that 
it is the condition that we wish to tackle, 
a distinction needs to be made with the 
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patents, unperceived new uses of the 
product category, a growing number of 
products sold under licence without 
control, multiplication of not-relevant line 
extensions, outdated design and / or 
product ergonomics not adapted, constant 
lowering market share, reduction in the 
economic valuation of the brand and 
decreasing share price. As for the brand ’ s 
target, three audiences are identifi ed —
 consumers, customers and opinion leaders. 
Symptoms of brand ageing in this respect 
include the mean age of the target getting 
older, loyalty evaporating rapidly, declining 
listing rate from usual distributors, 
becoming listed by downmarket shops, 
deteriorated merchandising plans, opinion 
leaders beginning to ignore the brand and 
increasing diffi culty in fi nding opinion 
leaders or spokespersons for the brand. 
Finally, in terms of the brand ’ s communi-
cation, ageing symptoms are identifi ed 
such as constant decreasing investments in 
communication, permanently declining 
brand share of voice, global creativity 
contested and / or jeered, communication 
style appearing to be out-of-date, pack-
aging is perceived as old fashioned, 
frequent changes of ad agency and adver-
tising copy strategy, ad campaigns not well 
ranked in ad festivals and contests, increas-
ingly negative perception of the chrono-
logical brand age, brand name no longer 
appears in the evoked set, decreasing 
opportunities for television and / or movie 

brand placements, declining press coverage 
about brand events or product launches 
and parasite communication or bad jokes 
about the brand. 

 Having presented a detailed checklist 
of criteria with which to evaluate a 
possible brand ageing problem, the author 
goes on to discuss the key elements of a 
strategy to prevent ageing. Chapters 6 – 15 
of the book cover an extensive range of 
initiatives that brands may undertake in 
order to counter the brand ageing process. 
Brand rejuvenation factors discussed 
include modifying the brand ’ s identity, 
using celebrities to rejuvenate the brand, 
adding more young people to the 
marketing mix (illustrated through a brief 
vignette on how Toyota attempted to 
rejuvenate its ageing image in the Japanese 
car market), brand rejuvenation via the 
internet, innovation in the use and / or 
contents of the product and rejuvenation 
through globalisation. A considerable amount 
of useful guidance is given regarding how 
to rejuvenate an ageing brand; however, 
the book ’ s scope also encompasses some 
interesting observations on the wider 
topics of brand identity and brand image, 
which make the book interesting reading 
even if one is not the guardian of a 
currently ageing brand.         
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