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CBBE (Customer-Based Brand Equity) Model

Stages of Brand
Development

4. Relationships

Resonance
Loyalty

Attachment

Community

Judgement Feeling
Quality Warmth, Fun
Credibility Excitement
Consideration Security

Superiority Social Approval

_ Performance Imagery
Primary Characteristic and User Profiles
Secondary Features Purchase and Usage
Product Reliability Situations
Durability and Serviceability .
Service Effectiveness Personality and Values

Efficiency and Empathy History

Salience
tegory Identification Needs Satisfied

Branding objective
at each stage

Intensive,
Active Loyalty

Positive, Accessible
Reactions

Points of Parity
and Difference

Deep, Broad
Brand Awareness

Z=X: Keller, Strategic Brand Management, 2012
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Stages of Brand
Development

4. Relationships

e T ......................

3. Response

1. Identity

Resonance
Loyalty
Attachment
Community

Judgement Feeling
Quality Warmth, Fun
Credibility Excitement
Consideration Security
Superiority Social Approval
Performance Imagery

Primary Characteristic and User Profiles

Secondary Features
Product Reliability Purchase and Usage

i ‘ - Situations
Durability and serviceability -
e SR e e Personality and Values

Efficinney ard Fracztay parees

Branding objective
at each stage

Intensive,
Active Loyalty

Positive, Accessible
Reactions

Deep, Broad
Brand Awareness
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BRAND BEHAVIORS BY ROLE BRAND BEHAVIORS BY ROLE
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15 wou and how il shouwld affect behavions &t we

EXECUTIVES

Recognition as wr Ia er of innovative technology that
kY

Makes ped

that focus on promoting

evelopme
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mobnate

whar|d &
IS0y
armsS i Collaborate internally amongst teams and division:
end-user eperisnce
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design concepts and
& products in m narkets

and néw in ations that support glabal 1
Create new possibilities
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BRAMND BEHAVIORS BY ROLE BRAND BEHAVIORS BY ROLE

DESIGNERS SALES AND MARKETING

Strengthen Samsung
Clear rmission tha
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y attract and leverage quality
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Inspire users with the possibilitites that technology offers
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TECHNICIANS
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BRAND BEHAV|IORS BY ROLE

PRODUCTION

Pride in & company that makes a difference in people’s lives

Recognition of the impact you have on the success of Samsung’s
product excellence

Be committed to producing quality products with manimal error,
creating the best possible products for consumens
Comimat o onBoing Eamimng o iMmprove expertise
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PERSONAL BRAND COMMITMENTS

DISCOVERY

STARTS HERE

Based on the brand experiencas outlined in the previous secton for
the various roles, please list 3-5 persgnal brand commatments that you
will make to live the brand ideal, Discuss these commitments with your
manager and add them to your annual performance rewview,

Exampie: [ will activedy parbicipate o feam meatings and propose rdeas
thar wall help Samsung create new possbulites for Consumenrs,
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(Million TVs)
250

200 Cathode ray tube display (CRT)

150

100
Liquid crystal
display (LCD)
50 = Plastia display
panel (PDP)
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Aspirational
Brand

Familiar

Loved
Brand ) Y o
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AV 03-11 - Societal

e 05~07 « Emotional Benefits

e Premium Connection

* 99~04

Image
« Awareness 9
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= What to Do?
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(Self Brand Integration)
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= What to Measure?
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