(Brand)

18

(Stobart, 1994)

AWIAINTalunIIng1ae
CHuLALONGKORN UNIVERSITY



AWIAINTalunIIng1ae
ChuLALONGKORN UNIVERSITY



12

35

(Brand Name)
(Maturity Stage)

11 (Brand Life Cycle)

PRI
SRR y
£

Value

Time c=———




Light (cited in Aaker, 1991)

(Market Share)

60
Direct Marketing Association
AdRelevance 63
(Dynamic Logic, 2001)
Miller & Muir (2004)
40 3
10 WPP’s Brandz (cited in Miller & Muir,
2004)
11
1
Intel
(Chip) *

Chip " (Elkin & Johnson cited in Miller & Muir,



2004) Intel “Intel Inside”
2001
2,000
Inside PC Intel
Intel
Chip
Chip Intel
11

: WPP’s Brandz (cited in Miller & Muir, 2004)

1991

Intel

Chip

90

0.958

0.939

0.937

0.911

0.872

0.852

0.758

R X
<

86%

(Corr

pry oo
0< 051 lye|a

Intel

2001

elation)



Oishi
“Qishi” “if “Zen Sha”
Puriku
(Brand Extensions)
Pond 150
Pond
Pond’s 1990
Ponds
Ponds
(Miller & Muir, 2004)
“Coke”
Coke
Levi
Levi 2004

(Finfacts Ireland, 2005)



“Premium Brand”
Benz BMW

Sony Heineken

Bordeaux

British Airways
Go British Airways (Miller

& Muir, 2004)



(Repeat Purchase)

Henley World (Miller & Muir, 2004)

12
12
/ %saying they trust to be honest and fair \
80
70 64
60
50
34
40 V4
30
20
10
0 A A A
Bank where you Newspaper Political Parties
have main account You read often You last vote for

e

Other Banks Other Press Other Partiesj

: Henley World, 2003
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(Stobart, 1994)



(Sign)

2,000

Starbucks

Baudrillard (

(Use Value)

(Exchange Value)
1

700

(Symbolic Exchange Value)

(Sign Value)

1 Starbucks

, 2528)



Star Buck McDonald's

Nike “Inspire Winner”

“Just Do It” !

Nike

(Powerful Brand or Strong Brand)

12

10 Interbrand

(Take Over) 18
Philip



Morris 12.9.
4 Kraft Grand Metropolitan
Pillsbury 55
Pillsbury 2-3 50 Nestle
Rowntree 45 5
(Stobart, 1994)
12 10 2547
2004 2003 Percent Country of
Brand Brand Value Brand Value Change Ownership
SMillions SMillions
1 COCA-COLA 67,394 70,453 -4 us
2. MICROSOFT 61,372 65,174 -6 us
3. 1BM 53,791 51,767 4 us
4. GE 44111 42.340 4 us
5. INTEL 33,499 31.112 8 us
6. DISNEY 27,113 28,036 -3 us
7. MCDONALD’S 25,001 24,699 1 us
8. NOKIA 24,041 29.440 -18 Finland
9. TOYOTA 22,673 20,784 9 Japan
10. MARLBORO 22,128 22,183 0 us
Interbrand (2005)
David Webb Lever Brothers
" Hamish Maxell Philip Morris



" (Leo Burnett,

2000)
“ (Brand Equity)”
Aaker (1996) ( )
(Brand Name Awareness) (Brand Loyalty)
(Perceived Quality) (Brand Association)
Marketing Science Institute (Coomber, 2002) (Brand
Equity)

Lance Leuthesser (1995)

Maboro ( )
Body Shop

Benz

Coomber  (2002)
(Universal)
(Psychological as well as Physical)
(Able to re-invent Themselves)
(Global) (Informative) (Handled

with Care) (True to Themselves)



U

1
(Shaw, 2005)
5
12 20 Young &
Rubicam (Y&R) 4 Tim Ambler
Grand Metropolitan 12 David Aaker
40
(Brand Measurement)
3 1
(Brand-health) 2) (Brand-
strength) 3) (Brand-valuation)
1 (Brand-health)
(Output) (Input)
(Output)

(Brand Awareness)



- (Loyalty) (Retention)

- (Market Share) (Leadership)

(Input)

Y&R Millward Brown

AGB Taylor Nelson

Brand Scorecards 1

1]

David Aaker

(Brand—health) ]



2. (Brand-strength)

Virgin

Vodka

David Haigh :

City

" (Shaw, 2005)

3. (Brand-valuation)
A

B 200
B 100 B 400

B 300 A Brand-valuation

B
Interbrand Brand-valuation
IPA CITY
85 83

74

16



(Brand-strength)

i

Brand-valuation

Interbrand

(Brand-health)

(Brand-valuation)



Scorecard)”

Robert Kaplan David Norton (1996)
(Balanced Scorecard) 2535

Balanced Scorecard (BSC)

(Subjectivity)

(Balanced

Harvard Business Review

75 ,2545)
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BSC
1

BSC 4

4 BSC

, 4

1 (Objective)

Balanced Scorecard
2. (Measures KPI - Key Performance Indicators)
3. (Target)

4, (Initiatives)



14

BSC

BSC

BSC

BSC

(Balanced Scorecard)

Financial Perspective
Profitability; Growth;
Debt / Equity ...

Customer Satisfaction;
New Clients ...

Customer Perspective

' Strategy

Process Perspective
Efficiency; Maintain;
And Utilize Assets ...

Development Perspective
Learning; Adding New Skills

Kaplan, R.s. and Norton, D.p. (1996)

(2002)

Olve, N.G. and Sjostrand, A.




® ttmiMifiSiiinw
Don E Schultz (2001)

Schultz
(Balanced Scorecard)

Brand Equity Score Card 4

15

15 Brand Equity Score Card Schultz

Brand Equity Added vs Target $x m.

Perceptual Measures
Taget Aduel s Yearl

sand mage Raina ) \alug Measures
s Pt ?///Q] ég g Tagt At e Y]
P f M Ft!nBouFrs]ir;es; Value $x $x mlI
erformance eas%?rﬂggt e %@Pﬁ%@% % Wl
s BB B e % i
T A

Customer Measures In&SHling Eq: %
Tam Adlﬂ VSY&T-l E@o@% Margin %

e J

Schultz, D.E. (2001)



Brand Equity Scorecard
Schultz '

(Balanced Scorecard)

(Brand Scorecard Indicators)”
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( )
(Factor
Analysis)
( , 2544) 14
1 (Product Brand)
(Service Brand)
2. (Brand Scorecard Indicators)
1 (Product Brand)
(Service Brand)
2. (Brand  Scorecard
Indicators)
" (Brand Scorecard
Indicators)"
(Product Brand) (Service Brand)
(Handset)
(Network Operator)



2547

. 2537-2540

28

58

2548
(Manager Online, 2005)

24
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(Product Brand)»

(Service Brand)



2

(Balance Scorecard)

Balance Scorecard

Balance Scorecard

Balance Scorecard
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