1. (Brand Equity)
2 (Brand Relationship)
3, (Brand Loyalty)

1 (Brand Equity)

(Definitions)
(Perspectives on Brand)
(Building Brand Equity)

(Measuring Brand Equity) (Managing Brand Equity)

(Definitions of Brand and Brand Equity)

" (Brand) “ ? (Name)
(Symbol) (Logo) (Trademark)

(Keller, 1996)

(Farquhar, 1990) Kotler (2000)
4 (Attribute)
(Benefit) (Value) (Personality)
Blackston (1992)

(Product)



(Biel, 1992)

“ ” (Brand Equity)

(Assets) (Liabilities)

(Aaker, 1991)

Keller (1991)

Keller

Farquhar (1990)

(Price Premium)
(Biel, 1992)
Blackston (1992)

2 (Fundamental Equities)



(Added Value
Equities) (intangible nature)

Brand Equity Board (cited in Keller, 1991)
(Ownable) " (Trustworthy)
(Relevant) (Distinctive) Market Fact

(cited in Keller, 1991)

Marketing Science Institute (cited in Keller, 1991)

Knapp (2000)

(Perspectives on Brand)



Perspective)

(Aaker, 1992)

(Aaker, 1991)

(Perceived Quality)

(Aaker, 1992)

(Brand

(Farquhar, 1990)

(Firm’s

(Brand Awareness)

Extension)

(Brand Associations)

(Aaker, 1992)
(Platform)

(Aaker, 1992)

(Aaker, 1991)

2

(Aaker, 1991)

(Aaker, 1992)

(Farquhar, 1990)

10



1)

(Wentz, 1989)
2)
3

(Brand Platform)

(Brand Leverage)

2

(Allowance)

(Brand Resiliency)

(Brand Dominance)

(Trade’s Perspective)



12

2) (Private Labels)

3. (Consumer’s Perspective)

(interpret) (Process) (Store)

(Aaker, 1991)

(Aaker, 1992)

(Farquhar,

1990)

Aaker (1991)
4 ( 2.1)

1 (Brand Loyalty)
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(Aaker, 1991)

2.1

AMAINTIAUM

:Aaker, . A. (1991). Managing Brand Equity : Capitalizing on the Value of a Brand

Name. New York : Free Press, p.17.



1

(Switcher)

2)

3)

(Aaker, 1991)

Aaker (1991)

,2.2)

(Aaker, 1992)

(Nonloyal Buyer)

(Price Sensitive Buyer)

(Habituai Buyer)

(Switching-Cost Loyal)

14
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4) (Friends of the Brand)
5) (Committed Customer)
2.2 (The Loyalty Pyramid)

:Aaker, . A. (1991). Managing Brand Equity : Capitalizing on the Value of a Brand

Name. New York : Free Press, p. 40.



Knapp (2000)

2.3)
1) (Dissatisfied)
2) (Satisfied)
3) (Loyal)
H e
2.3
HV- : 1

: Knapp, D. E (2000). The Brandmindset. New York : McGraw-Hill, p. 16.

(Aaker, 1991)

16



»

(Knapp, 2000)

17



(Brand Bribery)

(Knapp, 2000)

2, (Name Awareness)

1991)

(Familiarity)

(Reliability)

(Aaker, 1991)

(Aaker,

18



(Knapp, 2000)

Aaker (1991)

14 ( 2.4)
1) (Unaware of Brand)
2) (Brand Recognition)
3) (Brand Recall)
4) (Top - of - mind Awareness)

(Dominant Brand)

19
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2.4 (The Awareness Pyramid)
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:Aaker, . A (1991) Managing Brand Equity : Capitalizing on the Value of a Brand

Name. New York : Free Press, p. 62.

(Aaker, 1991)

(Familiarity) (Liking)

(Low-involvement product)



(Brand Recall)

3. (Perceived Quality)

(Aaker, 1991)

(Product)

7 (Performance)

(Feature)

(Secondary Elements)

specifications)

(Reliability)

imaiNHnm

(Conformance with

A Jow |
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(Durability) (Serviceability)

(Fit and Finish)

(Aaker, 1991)

(Service)
(Competence)

(Performance) (Tangible)

(Reliability) (Responsiveness)
(Empathy) (Credibility) (Trustworthiness)
(Courtesy) (Aaker, 1991)

\

(Differentiation) (Positioning)

(Image)



(Aaker, 1992)

(Brand Associations)

(Aaker, 1991)

23



(Brand Image)

(Retrieve)

(Aaker, 1991)

(Positioning)

(Process)

(Differentiation)

24



(Brand Extension)

4
(Other Proprietary Assets)
(Patents)

(Trademark) (Unique Attributes)

Keller (1993)

(Customer-based Brand Equity)

(Strong)

(Unique)

(Favorable)

25



(Brand Knowledge)

(Keller, 1993)

(Keller, 1998)

3 (Keller, 1998)

(Differential Effect)

(Brand Knowledge)

(Knowledge structure)

(Consumer Response to Marketing)

(Perception) (Preference) (Behavior)

26



21

(Brand Knowledge)

(Keller, 1998)
(Associative Network Model)

(Nodes) (Links)

(Keller, 1993)

(Spreading Activation)

(Keller, 1998)

(Keller, 1993)

(Brand

Nodes)

(Keller cited in Thorson &

Moore, 1996)

(Keller, 1993)

( 2.5)
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2
(Brand Awareness) (Brand Image) (Keller,
1993)
(Keller, 1998)
2.5 (Consumer-
based Brand Equity Framework)
rmsaadnlaluardum
o ¥ (Brand Recoqnition)
msAsEwIng
upsdum
(Brand Awarenes!
myssanisluasiausn ﬁﬁ')iﬁ)arTUd']\:‘?;bﬂ‘jﬁ'ﬁuﬁ’l
(Brand Recall) / (Non-Product-Related)
AnANUR
A (Awibute) : -
. Vundsdudaniilusadudn
AannflumsAudn
(Product-Related)
{Brand Knowiedge
Usziveanndesies = "
b Andzlumi n1s149e (Functional)
AT18UA1 (Types of
(Benefits)
—\ Brand Asscciations)
nwanwal o
Fuanwal (Symbolic)
ATIRUAT
(Brand Image)
YiAuAR Uszaunnsal (Experiential)
asduiiimela, I (Attitude)

AMULTNNTS uAE
anulaasureng
- P
denluamsaudn
(Favoranbility, Strength
and Uniqueness of

Brand Associations)

: Keller, K. L. (1998). strategie Brand Management : Building, Measuring, and

Managing Brand Equity. Upper Saddle River, NJ : Prentice Hail, p. 94.



1) !

(Recognize)

(Associative Network Model)

(Rossiter & Percy, 1997)

Keller (1993)

Shimp (2000)

(Rossiter & Percy, 1997)

(Low Involvement)

29

(Recall)

(Keller, 1993)



(Rossiter& Percy, 1997)

(Keller, 1993)

Rossiter Percy (1997)

(Brand Recognition)

(Keller, 1993)

(Shimp, 2000)

(Keller, 1993)

' (Keller, 1998)

(Brand Recall)

(Keller, 1993)

(Shimp, 2000)

(Keller, 1993)



(Keller, 1998)

(Depth) (Breadth)

(Keller, 1998)

2)

(Keller, 1993)

Biel (1992)

Shimp (2000)

Involvement)
(Keller, 1998)
(Brand Preference)
(Brand Choice)

(Biel, 1992)

3l

(Keller, 1998)

(High
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Biel (1992)
3 (Image
of Corporate)
(Image of User) (Image of

Product or Service)

(Types of Brand Association)
3 (Keller, 1998)

] (Attributes)

2 (Product-related

attributes)

(Essential
Ingredients)
(Optional Features)

2 (Non-product-related attributes)



(Performance) (Price)
(Packaging) (Appearance)

(Feeling and Experience)

(User
Imagery) (Usage Imagery)

1 1 (Brand

Personality)

(Keller, 1998)

Biel (1992) 2
(Tangible)
2
(Benefits)
(Keller, 1998)
3

1 (Functional Benefits)
(Product-related attributes)
(Keller, 1998)

(Keller, 1993)
2) (Symbolic Benefits)

(Non-product-related attributes)

33



(Badge Product)”

3)

(Keller, 1998)

Attitude)

attitude model)

(Keller, 1998)

(Keller, 1993)

(Strength of Brand Association)

34

(Keller, 1938)

(Experiential Benefits)

(Keller, 1993)

(Brand

(Keller, 1998)

(Keller, 1993)

(Multi-attribute
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(Keller, 1993)

Keller (1998)

(Favorability of

Brand Association)

(Keller, 1993)

(Keller, 1998)

(Unigueness of Brand Association)

(Keller, 1998)

(Product Positioning)

(Keller, 1993 ;1998)

(Keller,

1993)



(Keller, 1993)

(Congruence)

(Keller, 1993)

(Brand Equity Building)

(Brandstrategy Doctrine Process)

( 2.6)

36



(identify) (develop)
(identifying)
(communication) (delivering)
(Knapp, 2000)
2.6
Step 1
Brand Assessment
Step 5 \ Step 2
Brand Advantage The Brandstrategy Brandpromise

Doctrine Process

Step 4 Step 3
<

Brand Culturalization Brand Blueprint

: Knapp, D. E (2000). The Brandmindset. New York : McGraw-Hill, p.32.

(Assessmentofabrands currentposition)

"(Brand promise)

31



Advantage)!

(Recall)

38

(BranEkgmy

(Essence of brand)

Bz (B

(Brand

(Marconi, 2000)

Marconi (2000)

(Brand Awareness)

(Brand Familiarity)

(Keller, 1993)

(Recognition)



(Cues)

Marconi (2000)

(Thorson, 1996)

(Farquhar, 1990)

(Brand Image)

(Brand Positioning)

(Keller, 1996)

Farquhar (1990)

39



(Secondary Associations)

Keller (1998)

(Brand Elements)

(Logos) (Symbols)
(Slogans)

(Brand Identity)

(Farquhar, 1990)

Keller (1998)

(Characters)

(Keller, 1993)

(Brand Names)

(Packaging)

40
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Keller (1998)
5
(Memorability)

(Meaningfulness)

(Suggestiveness)

(Transferability)

(Adaptability)

(Protectability)
3

(Keller, 1998)

(Product Strategy)



(Keller, 1998)

(Push-Pull Strategy)

(Keller, 1998)

(Keller, 1998)

(Price Strateqy)

(Communications Strategy)

(Keller, 1998)

42



(Sponsorship)

(Keller, 1998)

Marconi (2000)

(Test Groups)
Leader)

(Sampling)

(Sponsorship) 11

(Sales Promotion)

(Opinion

43



(1998)

Keller (1998)

(Secondary Association)

Pepsi

(Measuring Brand Equity)

(Marconi, 2000)
Keller

44
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Keller (1998)

(Brand Equity Measurement System)

Keller (1998)

3 (Conducting

the Brand A /1)

3 (Brand
Inventory)

(Brand Exploratory)

(Brand Positioning)

(Developing

Brand Tracking Procedure)

(Keller, 1998)
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$
(Brand Equity Management System)
‘>
3
(Brand Equity Charter)
(Keller, 1998)
(Brand Equity Report)
(Keller, 1998)

(Brand Overseers)

(Directors) (Vice-Presidents)
(Keller, 1998)
Keller (1998) 2

Blackston (1995)
(Attitudinal)
(Brand Meaning)

(Behavioral)

(Brand Value)



4

(Brand Meaning)

(Measuring Sources of Brand Equity)

(Indirect Approach)

(Brand Knowledge Structures)
(Brand Awareness) (Recognition)
(Recall) (Brand Image)

(Keller, 1998) Blackston (1995)
(Brand Personality)

(Keller, 1998)

(Brand Awareness)

(Brand Recognition)

(Brand Recall)

(Unaided Recall)
(Aided Recall)
(Keller, 1993)
(Brand Image)
2 (Lower-level)

(Belief)



(Brand Attitucle)

Preference)

Intention)

(Brand Behavior)

Aaker (1991)

Blackston (1995)

Aaker (1991)

(Free Association)

(Higher-level)

(Brand

(Brand

(Keller, 1998)

(Brand Relationship)

48



(Picture Interpretation)

(Brand Personality)

(Personification)

(Measuring Outcomes of Brand Equity)

(Direct Approach)

(Comparative Methods)

(Brand-Based Comparative Approach)
H

(Marketing-Based Comparative Approach)

(Keller, 1998)

(Residual Approach)

49
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(Valuation
Approach)

(Keller, 1998)

(2542)
Keller (1998)

(Brand Awareness)
(Brand Association)
(Perceive Quality)
(Brand Familiarity)
(Brand Acceptability) (Brand Preference)

(2541)

Aaker(1991)
(Brand Awareness Factors)
(Brand Liking Factor) (Brand
Purchase Intention Factor) (Brand Satisfaction Factor)

(Brand Loyalty Factor)

(Reliability) (Validity)
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(Managing Brand Eqity)

Farquhar (1990) 3
(Introduction)

(Elaboration)

(Attitude Accessibility)

(Fortification)

(Branding strategy)
(Brand-Product Matrix)



(Brand Hierarchy)

(Keller, 1998)
(Defining the Branding strategy)

2
(Brand-Product Matrix)
(Column)
(Row) (
2.7)
(Brand-Product Relationships)

(Brand Extension)
(Breadth of Branding strateqy)

(Product-Brand Relationships)
(Brand Portfolio strategy)

(Depth of Branding Strategy)

(Brand Migration Strategy)

(Keller, 1998)
(Brand Hierarchy) 4
(Corporate or Company Brand) (Family
Brand) (Individual Brand) (Modifier)

52



(Sub-Brand) (Keller, 1998)

2.1

. Keller, K. L. (1998). strategic Brand Management : Building. Measuring, and

Managing Brand Equity. Upper Saddle River, NJ : Prentice Hall, p. 401.

(Devising
Policy for Brand Fortification)

Keller (1998) 2

(Managing Brand Equity Over Time)

53



(Revitalizing)

Aaker (1991)

(Keller, 1998)

(Keller, 1998)

54



Aaker (1991)

5

55
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2. ? (Brand Relationship)

(Definitions)
(Characteristics of Brand Relationship)
(Components of Brand Relationship)
(Types of Relationship) (Building Relationship Process)
(Definitions of Relationship

and Brand Relationship)



Fournier (1998) A

(Relationship)

(Grossman, 1998)
Blackston (1992) (Brand Relationship)

(Brand Personality)

(Relationship Marketing)

(Evans & Laskin, 1994 cited in

Grossman, 1998)

(Characteristic of Brand Relationship)

Fournier (1998)
4 ( 2.9)

(Fournier, 1998)

o/
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58

(Fournier, 1998)

(Fournier, 1998)
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: Fournier, . (1998). Consumer and their brands : Developing relationship theory in

consumer research. Journal of Consumer Research. 24. p. 346.

Fournier (1998)

Fournier (1998)
(Brand Relationship Quality) 6

(Love and Passion)



Connection)

(Identity)

(Task)

(Brand Preference)

(Theme)

(Interdependence)

(Commitment)

(Intimacy)

(Self-

5
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(Brand

Partner Quality)

(Components and Types of
Brand Relationship)

Blackston (1995)
2 (Objective Brand)
(Brand Image) (Brand Personality)
(Subjective Brand)
(Brand Attitude)
2 Blackston (1995)

(Admiration)

(Partnership)

(Distant Respect) : 1
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(Service)

(Intimidation)

(Dysfunction)

(Relationship Dimension)

Fournier (1998) 6 (@)
@ I )
@ , (5)
(6)
15 (Arranged Marriages)

(Casual Friends/Buddies)

(Marriages of Convenience)

(Committed Partnership)



(Best Friendships)

(Compartmentalized Friendship)

(Kinships)

(Avoidance-Driven Relationship)

(Childhood Friendship)

(Courtships)

(Dependencies)

(Flings)

(Enmity)

(Secret Affairs)

(Enslavements)

62



Fournier (1998)

(Lived Experience)

3 (Traditional)

(Portfolio)

(Postmodern)

(Transition)

(Theme)

63



(Presence)

Brand Relationship)

(Courtship Phase)

(Building Relationship Process)

Dyson, Farr Hollis (1996)

(Relevance)

(Performance)

(Bond)

(Phase in

4 (Grossman, 1998)

0’ Neil (2000)

64



(Presence)

(Relevance)

(Voice)

(Loyalty)

(Current Consumer)

65

(Exit)

(Grossman, 1998)
(Performance)

(Maintenance Phase)

(Grossman, 1998)

(Trust)

(Predictability)

(Dependability)



(Faith)
(Grossman, 1998)
(Commitment)
1
(Grossman, 1998)
O’ Neil (2000)

(First Impression)

(Measuring Brand Relationship)

66



Blackston (1992) 2

(Trust)

(Intimacy)

(Consumer Satisfaction)

Blackston (1995)

(Brand Image)

(Brand Attitude)

(Positive Relationship) ( 2.9)

2.9

ANNANRUSIUATIALAN

(Brand Relationship)

|
I 1

NAUARUDINTIAUAN MWANHOUIRTIALAN

(Brand Attitude) (Brand Image)

: Blackston, M. (1995). The quantitative dimension of brand equity. Journal of

Advertising Research. 35(4). p. RC-2.



(Brand Loyalty)

(Brand Relationship)

68
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(Definitions and Characteristics of
Brand Loyalty)

Jones Sasser (1995) (Loyalty)

Jacoby Chestnut

(1978)
2 (Jacoby & Chestnut, 1978)
Chaudhuri (1999) 1
(Preference)
Jacoby Chestnut
(1978)
2 (Behavioral)
(Repurchase)
1 (Attitudinal)
1

(Jacoby &Chestnut, 1978)



(Individual)

(Types of Brand Loyalty)

Brown (cited Jacoby & Chestnut, 1978)

(Exclusive Purchase)
(Divided Loyalty) 2
(Unstable Loyalty)

Jones  Sasser (1995, cited in Reichheld, 1996)

: (Lol

(ot

70
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(Terrorist)

(Mercenary)

(Hostage)

(Building Brand Loyalty)
Aaker (1991)
(Threat the
Consumer Right) 1

Reichheld (1996)

(Stay Close to the
Customer)

(Measure and Manage Customer Satisfaction)

(Timely) (Sensitive)
(Comprehensive)
(Create Switching Costs)



(Provide Extras)

Reichheld (1996)
(Loyalty-Based System)
(Customer Brand Loyalty)

(Prior Value)

Weiser (1995, cited in Reichheld, 1996)

11

1
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' (Measuring Brand Loyalty)
Aaker (1991)

(Actual Behavior)
(Repurchase Rate)
(Percent of Purchases)

(Number of Brand Purchased)

(Switching Cost)

(Measuring Satisfaction)

(Current)
(Representative) (Sensitive)
Reichheld (1993, cited in Reichheld, 1996)

Jones  Sasser (1995,
cited in Reichheld, 1996)

(Liking of
the Brand) (The Loyalty Pyramid)



(Liking) (Respect) (Friendship)
(Trust)

(Commitment)

Jacoby  Chestnut (1978)

2 (individual or Micro)
(Aggregate or Macro)
Torgerson (cited inJacoby & Chestnut, 1978)
2
(Behavioral)
(Sequence)
2 (Attitudinal)
(Preference)

(Intentions to Behave)
(Torgerson cited inJacoby & Chestnut, 1978)
Reichheld (1993, cited in Reichheld, 1996)
(Retention Rate)
(Share of Purchase)

74



Jone

(Longevity)

4
(Divided Loyalty)

6
(Defector)
(Hostage)

Sasser (1995, cited in Reichheld, 1996)

3

(Primary Behavior)

(Recency)

(Frequency)

(Retention)

(Loyalist)
(Terrorist)

(Unstable Loyalty)

(Amount)

(Secondary Behavior)

(Apostle)
(Mercenary)

15



2
3
(Brand
Relationship) (Positive
Relationship)
(Brand Loyalty)
3
1 (Brand Relationship)
(Brand Loyalty)
2 (Brand Relationship)

(Brand Loyalty)

16



3

(Brand Loyalty)

(Brand Relationship)

77
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