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:BRAND = PROCESS
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2.3
Aaker
2
b
Organizational Brand
Associations Personality
Product
Symbols
Scope
Attributes
Quality Brand Customer
User Imagery Users Relationships
Self-Expressive Emotional
Benefits Benefits
: Aaker, D.A (1996). Building strong Brands. London, UK: Free Press,p. 74.
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(Brand-Customer Relationships)

(Emotional  Benefits)

(Self-expressive Benefits)
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24.1

(Brand Building in Service Business)

(Direct Experience)

Geoffrey Randall, BrandinatéOOOQO'l. pp. 69-70.
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(Exploit additional elements)
4Ps

3Ps
(People) !
(Process)

(Physical evidence)

(Innovate continuously”

(Make the brand tangible)

(Use personal rather than impersonal sources)
(Word of Mouth)

(Direct Marketing)

(Dissatisfaction)
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24.2
David A. Aaker
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(Core Identity) (Extended Identity)2
Extended Identity
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51U 2.3 uansdalsznevmesendnuningdusn
(Core Identity)
(Aaker, 1996)
(Doyle, 2000)
(Extended Identity)

(Aaker,

1996)

Randall(2000)

20 Aaker, D.A, Building strong Brandsn996’).

(

, 2546), 12-15.



2.5

21

»

»

A (Differentiation) 5 (Kotler, 2000)
(Product Differentiation)

(Service Differentiation)

(Personnel Differentiation)

(Channel Differentiation)

(Image Differentiation)
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(Brand Contact)
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(Marketing Communication Campaign)

(Word-of-

mouth) $ ¢ $

(Public Relations and press releases)
(Sponsorships)
(Clubs and consumer communities)
(Factory visits)
(Trade shows)
(Event marketing)
(Public facilities)
(Social cause marketing)
(High value for the money)
(Founder's or celebrity personality)
(Mobile phone marketing)

(Branded experiences  experiential communications)

? . 556-557.



2.6
26.1

Aaker (1996) 8 4
4 A

1. Pressure to
Compete on Price

2. Proliferation
of Competitors

8. Short-Term
Pressures

Building

7. Pressure to
Invest Elsewhere

3. Fragmenting
Marketing & Media

Brands

6. Bias Against
Innovation

4. Complex Brand
Strategies &
Relationships

5. Bias Toward
Changing
Strategies

d =
51N 2.4 uameilassalunizairamsdudn

[ (External Forces)
L (Pressure to Compete on Price)
1
2. (Proliferation of Competitors)

David A. Aaker, Building strong Brands (NewYork: Free Press, 1996), p. 27.
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(Fragmenting Market and Media)

(Complex Brand Strategies &
Relationships) Sub
Brands, Brand Extensions, Ingredient Brands, Endorser Brands Corporate Brands

(Internal Forces)
(Bias Toward Changing Strategies)

(Bias Against Innovation)

(Pressure to Invest Elsewhere)

(Short-Term Pressures)
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2.6.2
24
(Price
Value Relationship)
(Product Differentiation)
(Brand)
(Brand Differentiation)
(Brand)
(Snow Ball Effect)
(Brand)
(Impact Campaign) 3
(Snow Ball Effect)
(Impact Campaign)
(Interval Campaign)
t, f121%, 1111 %, 1 if A
(Physical) (Biology) (Technology)
(Perceptually)
(Perceptually)
24

62-64.
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Hypermart, Telemarketing,
(Catalogue Sales Party) (Sales Seminar) (Door to

Door Selling) (Automatic Vending Machines)
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