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Propositions accompanying the thesis

The Impact of Brands

on Innovation and Firm Performance –

Empirical Evidence from Germany

by Dirk Crass

1. A close contact between the maker and the buyer cannot be taken
for granted. The reputation of a brand might compensate for the
missing personal closeness. (Chapter 2, thesis)

2. Product innovators in particular can profit from the reputation of
their brands. (Chapter 3, thesis)

3. The oldest brands are not necessarily the most valuable ones.
(Chapter 4, thesis)

4. Brands belong to the most valuable intangible assets a firm can
own. (Chapter 5, thesis)

5. A product can be copied by a competitor; a brand is unique. A
product can be quickly outdated; a successful brand is timeless.
(Stephen King, WPP Group, London)

6. Even many no-name products rely on brand reputation.

7. If you are worried about the effectiveness of brands: Ask some
Pirates.

8. Economist are not interested in trademarks.

9. It is definitely not the job of a trademark office to provide scien-
tifically usable data. The data provided are just a by-product.


