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0 Eg. Self-concept/self-image

it is a blend made up of the person’s basic physical and
emotional characteristics; of the imoge of his ‘real’ se

and of his ‘ideal’ self - the self he would like to be -
which includes his aspirations, * (Sengupta, 2005)

& Three possible responses on brand buying behavion:
# Buy products consistent with self-image;
m Avoid products inconsistent with self-image;
u Trade up fo products that enhance self-image
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_“gThe Theory of Perceived Risk)
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=> Brand as a risk reducer
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o FuEE L E T (Cognitive Aspect)
o Bk 2 H Affective Aspect)
o EE

{Behavioral Aspect}

Hierarchy-of-Effect Theory
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o1 Awareness
JUnMAEMAER U Interest
o Knowledge

1 Recognition

o Liking
BERE o Preference
o Desire
FRER o Action
o Loyalty 4
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AEE The Awareness Pyramid
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C.51R (Knowledge)
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i. 2048 28 B <Type of Knowledge>
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o B 1 (Attributes)
o % 3 (Benefits)
a#{E(Value)
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v. Two other important tools

i

O Personal lifestyle

O Personglity \

Implications for
branding
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{ Mulii-attribute Attitude Model)
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EH&(Kevin Keller 2003)8VFRZEE0E
SER2sEsl(Customer-Based Brand Equity
Model, CBBE)

&% (Relationship)

;{\@i{\‘j (Response)
E:Z N (Meaning)

!
AE (Identity)
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4, RELATIONSHIPS =
Whhat about you & me?

3. RESPOMEE

Wiz about ysu?

2. MERHING =

What are you
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0 Refer to different types of brand equity at
different levels

Z B & Cognitive Aspect)
% B B (Affective Aspect)

» 47 % B B {Behavioral Aspect)
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