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 (Kevin Lane Keller, 2003 : 75-78) 
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 “Brand 

Building Blocks”  CBBE 

brand pyramid (  1) 
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 1 Kevin’s (2003) Consumer-Based Brand Equity Pyramid
 : Building, measuring, and managing brand equity.  2nd Ed. Singapore: Prentice Hall. 

 (Kapferer, 2004) 

 (brand association) 

 (Visual)  (Verbal) 

 (Expresses)  (Communicates)  (Synthesizes) 

 (Visualizes) 

 Kapferer’s brand identity prism 

 (Core brand identity) 

Resonance 
( )

Judgments
( )

Feelings
( )

Performance 
( )

Imagery
( )

Salience
( )

4. Relationships
What about you and me?

3. Response
What about you?

2. Meaning
What are you?

1. Identity 
Who are you?



6

  1.  (Physique) 

 David A. Aaker 

(1991)

/

  2.  (Personality) 

 Stanford’s Jennifer Aaker (1997) 

   2.1 

   2.2 

   2.3 

   2.4  

   2.5 

3.

(Relationship)
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4.  (Culture) 

Litwin and Stringer (Litwin, 1968)  9 

   4.1  (Organizational Structure) 

   4.2  (Individual Responsibility) 

   4.3  (Reward and Punishment) 

   4.4  (Risk and Risk Taking) 

   4.5  (Warmth) 

   4.6  (Support) 

   4.7  (Performance 

Standard and Expectations) 

   4.8  (Conflict and Tolerance 

for Conflict) 

   4.9  (Organizational 

Identity and Group Loyalty) 

5.

(Reflection)
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 Self-concept connection (Fournier, 1994) 

 (Somethings in common)  5 

5.1

5.2

5.3

5.4

5.5

6.  (Self-

Image)

 1 Kapferer’s brand  identity prism

 : The New Strategic brand  Management: Creating and Sustaining brand  Equity Long Term, 

Kapferer
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 3 

 (Barney, 2003) 

 (image) 
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 “ ”  “

”

 2 

 (Leslie de Chernatony and Malcolm McDonald, 2003: 444-445) 

1) Projective techniques 

 “

....”  “ .....”

 BMW 

 “ ”

2) Qualitative techniques  free association 

 group discussions 
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3) Ratings of evaluations and beliefs 

4) Comparison of brand  associations 

 “

”

 (David A. Aaker,1991)

 4 

 1.  (Brand as a product) 

 (product attributes)  (product scope) 

(quality/value)  (use or application)  (users) 

(country or region) 

2.  (Brand as an organization) 

 (organization attributes) 

3.  (Brand as a person) 

(personality)  (brand/customer relationship) 
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4.  (Brand as symbol) 

 (visual imagery and metaphors) 

(brand heritage) 

1.  Identity prism  (Physique) 

2.  Identity system  (Identity system) 

 (Physique)  (Personal) 

 (Reflection) 

1.

2.

3.

4.

5.

 GAP 

(Good Agricultural Practice)  (Food Safety) 

 GAP (Good Manufacturing Practice) 

 HACCP (Hazard Analysis and Critical Control Point) 
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 2 

 300 
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2.2
 (2548)

 2548 

 : 

 100 

 100 

 51  49 

 77  23 

 44.19  20.93 

 26.35 

 19.59  16.89 

 (2549)
 2549  3075-0410 

 1  52.25  2 

 24.84  3 

 ( )  23.20  4 
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 14.20  5 

 12.58 

 (2549)
3075-3527  2549 

 (Consumer Perception and Acceptance toward 

Royal Project Products)  4 

 2 

 9 

 (9-point hedonic scale) 


