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• Do NOT promote your history  

• Broaden your customer base 

• Update your products 

• Reposition your brand 
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HHA 2015 Includes art history and others [USA Today 26 Oct 2014 based on data from CollegeFactual and PayScale / NYT 2 Nov 2012 / US News & World Report / Boston College] 

Most popular college programs 

Four year private institutions 2014 

 

• USA 

History #10 major [of more than 1,500] 

• Harvard 

History #3 major [of more than 45] 

• Boston College 

History #3 minor [of more than 40] 
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HHA 2015 Scholastic Publishing / Yankelovich (2006) Kids and Family Reading Study / ABC News 14 Dec 2012 

Harry Potter 

USA 

 

• Films combined are highest grossing franchise ever [2014] 

• Books combined are best selling series ever [non-religious 2014] 

• 60% of children 9-11 years old had read one of the books [2006] 
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Titanic 

USA 1997 

 

• Film is second highest grossing movie ever [almost 20 years later 2015] 

• Box office driven by repeat sales from ‘tween and teen girls 

IMDB 2015 / NYT 23 Feb 1998 



HHA 2015 

Downton Abbey 



HHA 2015 www.pbs.org / www.thewrap.com 

Downton Abbey 

USA 2013 

 

• Highest rated show in history of PBS 

• Driving PBS gains in 18-34 demographic versus other four networks 
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HHA 2015 Hudson, B.T. (2011) “Brand Heritage and the Renaissance of Cunard,” European Journal of Marketing 

Cunard 

 

• Queen Mary 2 [2003] 

• Average age of passengers declined by 10 years 
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• Promote your history 

• Deepen relationships with existing customers  

• Do not obsess about product obsolescence 

• Do not reposition your brand 
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Economics 

Marketing 

Sociology Philosophy 

Anthropology History 

Psychology Physics 

History 

 

The Past 

 

Time 



1885 1784 1783 1840 1903 1866 

1881 1900 1886 1743 1898 1886 

12 brands 

Average age = 160 years 

HHA 2015 
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How does history function in consumer behavior? 

• You cannot escape your heritage 

• Heritage is your competitive differentiation 
2 
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HHA 2015 Alan Dourado / Westmont 

“History is the strongest asset of these older hotels. 

It probably accounts for 95% of our success.” 

 

- Asset manager of Chateau Frontenac 

Heritage constitutes a distinct, defensible and unique point of 

competitive differentiation 
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HHA 2015 Hudson, B.T. (2015) “The Pricing Effects of Heritage at an Iconic Hotel,” Boston Hospitality Review 



in the Automobile Industry 

Mandelbaum, Robert (2015) “Oldies are Goodies” HHA 2015 



in the Automobile Industry 

Wiedmann, K.P et al (2011), “Drivers and Outcomes of Brand Heritage [etc.],” Journal of Marketing Theory & Practice HHA 2015 
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How does history function in consumer behavior? 

• You cannot escape your heritage 

• Heritage is your competitive differentiation 

• Heritage is not only about your company 
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George Herbert Mead 

Sociologist and psychologist 

 

The Philosophy of the Present (1932) 

The Nature of the Past (1929) 

 

Symbolic interactionism 

Role of the past 
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Bradford Hudson and John Balmer 

Marketing 

 

“Corporate Heritage Brands” (2011) 
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Hudson, B.T. and Balmer, J.M.T. (2013), “Corporate Heritage Brands: Mead's Theory of the Past,” Corporate Communications, Volume 18, Issue 3, pages 347–61 
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Frederic Remington, A Dash for the Timber, 1889 
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How does history function in consumer behavior? 

• You cannot escape your heritage 

• Heritage is your competitive differentiation 

• Heritage is not only about your company 

• Historical identity is not generation dependent 

2 

3 

4 

1 



HHA 2015 



Historical or 

utopian nostalgia 

MYTHICAL 

HERITAGE 

Brand becomes an instrument of 

existential definition 

upon which consumers project their 

own historical associations 

PROJECTED HERITAGE 



HHA 2015 



HHA 2015 



HHA 2015 



HHA 2015 



HHA 2015 

How does history function in consumer behavior? 

• You cannot escape your heritage 

• Heritage is your competitive differentiation 

• Heritage is not only about your company 

• Historical identity is not generation dependent 

• Heritage and innovation are not mutually exclusive 
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1960 

HHA 2015 Image of Southern Railroad 1948 / Last mainline regular steam usage 7 May 1960 on Norfolk & Western 
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Mercedes-Benz Museum 

Stuttgart, Germany [2006] 

HHA 2015 Hudson, B.T. (forthcoming), “The Role of Corporate Vehicle Museums in Consumer Brand Engagement” 
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Mercedes-Benz Classic Centers 

Fellbach, Germany 

Hudson, B.T. (forthcoming), “The Role of Corporate Vehicle Museums in Consumer Brand Engagement” 
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Fellbach, Germany and Irvine, California 

 

Repair and restoration 

50,000+ spare parts 

Serving 20+ discontinued models 

Vintage car sales 
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How should historic companies do heritage marketing? 

• Remember the theory 

◦ You cannot escape your heritage 

◦ Heritage is your competitive differentiation 

◦ Heritage is not only about your company 

◦ Historical identity is not generation dependent 

◦ Heritage and innovation are not mutually exclusive 
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How should historic companies do heritage marketing? 

• Remember the theory 

• Pursue excellence in BOTH heritage AND innovation 

John Murtha 
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• Find and use symbols 
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• Remember the theory 
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• Find and use symbols 

• Identify opportunities to… 

◦ Support historical projection by customers 
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• Remember the theory 
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◦ Support historical projection by customers 

Civil War Lady Military Ball / Gettysburg Hotel 
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How should historic companies do heritage marketing? 

• Remember the theory 

• Pursue excellence in BOTH heritage AND innovation 

• Find and use symbols 

• Identify opportunities to… 

◦ Support historical projection by customers 

◦ Encourage intergenerational transfer 

◦ Engage authentically with younger customers 

◦ Link your corporate heritage with popular culture 
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How should historic companies do heritage marketing? 

• Remember the theory 

• Pursue excellence in BOTH heritage AND innovation 

• Find and use symbols 

• Identify opportunities to… 

◦ Support historical projection by customers 

◦ Encourage intergenerational transfer 

◦ Engage authentically with younger customers 

◦ Link your corporate heritage with popular culture 

• Segment your customers 

◦ Give preference to the enthusiasts  

◦ Attempt to convince the undecided 

◦ Ignore the skeptics 

◦ Do not be distracted by apocalyptic futurists 

◦ Customize for the functional traveler 

• Align your heritage strategy with your corporate strategy 

◦ [Non-historical] Value proposition and competitive position 

◦ [Non-historical] Operational strengths and weaknesses 
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http://www.bc.edu/


• Ongoing research and publication 

◦ Heritage and innovation 

◦ Heritage and generational obsolescence 

◦ Elements of heritage in consumer behavior 

◦ Reproduced heritage [borrowed, resurrected and faux heritage] 

◦ Pricing effects of heritage 

◦ Comparative effects of heritage across nations and cultures 

◦ Brand heritage versus architectural heritage in hotels 
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• Future projects 

◦ Book 

◦ Digital initiative 

◦ Executive education 

◦ Center or institute 
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bradford.hudson@bc.edu 

Questions? 

http://www.bc.edu/

