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[2F31] ‘Kellog corn flake cereal’ Experiment

Blind Branded
47 % 59%

(Purchase Intention)




[2F321] ‘Armstrong tile’ Experiment
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[2t31] ‘Marlboro cigarette’ Experiment
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Blind 42% 58%

Branded 73% 27 %

(Choice: Taste Test Result)
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Read Montague ‘Why Choose This Book?’
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첨부_실체의내용.pptx
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Functional Values & Emotional Values
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Hajc
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Brand Image

QFst Brand Experiences

A H|Zje} Hale 7Ho| C}eFst H M-S (Brand Touch-points)


첨부_브랜드접점들.pptx
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Holistic Branding & HCEM

“Holistic Branding”

“Holistic Customer Experience Management”




Brand Equity Pyramid

Associations

Awareness
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] Admired Brand vs. Power Brand
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Brand Admiration

Respect

(e.g., Apple, Google, Bill Gates, ...)



Strategic Brand Management Process

(1) EB=iE 24| 1=
(Building Brand Equity)

(2) Hac 2pLko| EHE
(Leveraging Brand Equity)

(3) EBEHE z2pike| Zrsl/ zlgd sl ThA|
(Fortifying/ Revitalizing Brand Equity)



Framework for Brand Equity Management

Brand
Identity
Elaboration
Target Brand Brand Brand
Definition Identity Bran Communication Image
) L) Architecture *
Design
I
Brand Leveraging Brand
Intelligence |* Fortifying [ Equity
System Revitalizing



첨부_BIS.pptx
첨부_BC.pptx
첨부_BA.pptx
첨부_BA.pptx
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