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Value Brand  vs Aspiration Brand

· 

brand is a special kind of resources

· 

brand uses us to create values 

· 

brand has the ability to create trust, comment and share meaning 

· 

the intangible output

Two branding paradigms:
1. Modern Paradigms

· 

culture exists as authority

· 

constructing a role

· 

depends upon the authority's need and desire.    

· 

ie: wife wants to make good coffee to impress her husband

2. Postmodern Paradigms

· 

culture as a resources 

· 

ie: brother uses coffee as a present to his sister

Brands:

· 

brand becomes instrumental to reflect value

· 

brand becomes a special kind of sign to create meaning that's everyday in life

· 

brand works as a platform for action

· 

ie: using macintosh computer, you can become specific kind of person

· 

not only holds economic values 

· 

people wants to join the culture; they need to find their belongings 

· 

brand managers not only need to find consumer's culture, but the emotions

· 

ie: BEER advertised "I am a Canadian" on the commercial 

The Consumer Based Brand Equity Model
· 

relationship: what about you and me?

· 

response:  what about you?

· 

meaning : 

· 

symbolic power - penetrate your conscious / our mind

· 

symbolic power is not that abstract but pretty real, that could be from memory, experiences

· 

branding associates live in the brain 

· 

brand symbolism is successful when it is strong, favourable and ….

· 

strong brands express brand symbolism consistently over time -> as long as the brand stays in the same meaning over time, it reminds strong (Lather -> Rinse -> Repeat -> then ack to Lather).

· 

public relation tapped into the Ad

