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LEARNING OBJECTIVES

• Define brand resonance

• Describe the steps in building brand resonance

• Define the brand value chain

• Identify the stages in the brand value chain

• Contrast brand equity and customer equity
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Building A Strong Brand: 

The Four Steps of Brand Building
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• Brand salience: means achieving the right brand 
identity through measuring various aspects of 
brand awareness, and how the brand evoked 
under different situations. (Positioning)

• Brand performance and imagery (what values you 
address, what is your target customer, high /Low 
profile)

• Brand judgments and feelings (What do you 
think/feel of my brand)

• Brand resonance (Relationship)
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Salience Dimensions
Chapter
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• DEPTH OF BRAND AWARENESS

• EASE OF RECOGNITION AND RECALL

• STRENGTH AND CLARITY OF CATEGORY

• BREADTH OF BRAND AWARENESS

• PURCHASE CONSIDERATION

• CONSUMPTION CONSIDERATION

• PRODUCT CATEGORY STRUCTURE—HOW PRODUCT CATEGORIES ARE ORGANIZED IN THE CONSUMER’S MEMORY.
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Beverage Category Hierarchy
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Brand Performance 
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• Meets customers’ more functional needs

• Rate on objective assessments of quality

• Satisfies useful, visual, and economic customer needs 
and wants in the product or service category

Describes how well the product or service:
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Brand Performance:

• Performance Dimensions:
1. Primary characteristics and 

supplementary features

2. Product reliability, durability, 
and serviceability

3. Style and design

4. Price

5. Service effectiveness, 
efficiency, and empathy



www.midocean.ae

Brand Performance

ATTRIBUTES AND BENEFITS THAT UNDERLIE BRAND PERFORMANCE:

1.  PRIMARY INGREDIENTS AND SUPPLEMENTARY FEATURES.

2.  PRODUCT RELIABILITY, DURABILITY, AND SERVICEABILITY:

• RELIABILITY: MEASURES THE CONSISTENCY OF PERFORMANCE 

OVER TIME AND FROM PURCHASE TO PURCHASE.

• DURABILITY: THE EXPECTED ECONOMIC LIFE OF THE PRODUCT.

• SERVICEABILITY: THE EASE OF REPAIRING THE PRODUCT IF 

NEEDED.

3.  STYLE AND DESIGN
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Brand Performance

ATTRIBUTES AND BENEFITS THAT UNDERLIE BRAND PERFORMANCE:

4.  PRICE:

CONSUMERS MAY ORGANIZE THEIR PRODUCT CATEGORY KNOWLEDGE IN 

TERMS OF THE PRICE TIERS OF DIFFERENT BRANDS.

5.    SERVICE EFFECTIVENESS, EFFICIENCY, AND EMPATHY:

• EFFECTIVENESS: MEASURES HOW WELL THE BRAND SATISFIES 

CUSTOMERS’ SERVICE REQUIREMENTS.

• EFFICIENCY: DESCRIBES THE SPEED AND RESPONSIVENESS OF SERVICE.

• EMPATHY: IS THE EXTENT TO WHICH SERVICE PROVIDERS ARE SEEN AS 

TRUSTING, CARING, AND HAVING THE CUSTOMER’S INTERESTS IN MIND.
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Brand Imagery Dimensions

Brand imagery depends on the extrinsic properties of a 
product or service
Many kinds of intangibles can be linked to a brand; the 
four main ones are:

• USER PROFILES

• DEMOGRAPHIC AND PSYCHOGRAPHIC CHARACTERISTICS

• ACTUAL OR ASPIRATIONAL

• GROUP PERCEPTIONS—POPULARITY

• PURCHASE AND USAGE SITUATIONS

• TYPE OF CHANNEL, SPECIFIC STORES, EASE OF PURCHASE

• TIME (DAY, WEEK, MONTH, YEAR, ETC.), LOCATION, AND 
CONTEXT OF USAGE

• PERSONALITY AND VALUES

• SINCERITY, EXCITEMENT, COMPETENCE, SOPHISTICATION, 
RUGGEDNESS 

• HISTORY, HERITAGE, AND EXPERIENCES

• NOSTALGIA(HOMESICK)

• MEMORIES
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Brand Imagery 

BRAND PERSONALITY AND VALUES:
•FIVE DIMENSIONS OF BRAND PERSONALITY:

• SINCERITY (DOWN-TO-EARTH, HONEST, 
WHOLESOME, AND CHEERFUL)

• EXCITEMENT (DARING, SPIRITED, IMAGINATIVE, 
AND UP-TO-DATE)

• COMPETENCE (RELIABLE, INTELLIGENT, AND 
SUCCESSFUL)

• SOPHISTICATION (UPPER CLASS AND CHARMING)
• RUGGEDNESS (OUTDOORSY AND TOUGH)
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Brand Judgment

• CUSTOMERS’ PERSONAL OPINIONS ABOUT AND EVALUATIONS OF A BRAND:

✓CONSUMERS FORM JUDGMENTS BY PUTTING TOGETHER ALL THE 

DIFFERENT BRAND PERFORMANCE AND IMAGERY ASSOCIATIONS

1. Brand quality:
✓ help develop consumer attitudes toward the brand.
✓ relate to customer value and satisfaction.
✓ measures are inherent in many approaches to brand equity.

2. Brand credibility:
• Perceived:

• Expertise—Competence, innovation, and ability to lead.
• Trustworthiness—Dependability and keeping customer interests in mind.
• Likability—Fun, interesting, and worth spending time with.
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Brand Judgment

3. BRAND CONSIDERATION:
• HOW CUSTOMERS FIND THE BRAND.
• CRUCIAL FILTER

4. BRAND SUPERIORITY:
• VIEW BRAND AS UNIQUE AND BETTER 

THAN OTHER BRANDS.
• BUILD INTENSE AND ACTIVE 

RELATIONSHIPS WITH CUSTOMERS.
• DEPENDS TO A GREAT DEGREE ON THE 

NUMBER AND NATURE OF UNIQUE BRAND 
ASSOCIATIONS THAT MAKE UP THE 
BRAND IMAGE.
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Brand Feelings 

• BRAND FEELINGS RELATE TO THE 

SOCIAL CURRENCY EVOKED BY 

THE BRAND

• FEELINGS CAN BE:

• EXPERIENTIAL AND IMMEDIATE, 

INCREASING IN LEVEL OF 

INTENSITY

• PRIVATE AND ENDURING, 

INCREASING IN LEVEL OF 

GRAVITY



1. WARMTH— CONSUMERS FEEL A SENSE OF CALM OR PEACEFULNESS.

2. FUN— CONSUMERS FEEL AMUSED, LIGHTHEARTED, JOYOUS, PLAYFUL, AND 

CHEERFUL.

3. EXCITEMENT— CONSUMERS FEEL ENERGIZED AND EXPERIENCE SOMETHING 

SPECIAL.

4. SECURITY—FEELING OF SAFETY, COMFORT, AND SELF-ASSURANCE.

5. SOCIAL APPROVAL—OTHERS LOOK FAVORABLY ON THEIR APPEARANCE 

AND BEHAVIOR.

6. SELF-RESPECT—FEEL BETTER ABOUT THEMSELVES.

Important brand building feelings:
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Brand Resonance 
• ULTIMATE RELATIONSHIP AND LEVEL OF 

IDENTIFICATION THAT A CUSTOMER HAS 

WITH A BRAND:

• DESCRIBES THE NATURE OF THE 

RELATIONSHIP

• EXTENT TO WHICH CUSTOMERS FEEL 

IN SYNC WITH THE BRAND

• CHARACTERIZED IN TERMS OF 

INTENSITY:

• DEPTH OF THE PSYCHOLOGICAL 

BOND THAT CUSTOMERS HAVE 

WITH A BRAND
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Four categories of Brand Resonance:

1. BEHAVIORAL LOYALTY
• FREQUENCY AND AMOUNT OF 

REPEAT PURCHASES

2. ATTITUDINAL ATTACHMENT
• LOVE BRAND (FAVORITE 

POSSESSIONS; “A LITTLE PLEASURE”)
• PROUD OF BRAND
• BEYOND POSITIVE ATTITUDE

3. SENSE OF COMMUNITY
• KINSHIP(BLOOD RELATION)
• AFFILIATION (BELONG)

4. ACTIVE ENGAGEMENT
• SEEK INFORMATION
• JOIN CLUB
• VISIT WEBSITE, CHAT ROOMS
• WILLING TO INVEST TIME, ENERGY, 

MONEY AND OTHER RESOURCES 
BEYOND CONSUMPTION
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The Brand Value Chain

• STRUCTURED APPROACH TO:

• ASSESSING THE SOURCES 

AND OUTCOMES OF 

BRAND EQUITY AND THE 

MANNER BY WHICH 

MARKETING ACTIVITIES 

CREATE BRAND VALUE
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Brand Value Chain (Relation bet. Cust & Brand)
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Building Customer-Based Brand Equity



• Define brand resonance

• Describe the steps in building 

brand resonance

• Define the brand value chain

• Identify the stages in the brand 

value chain

• Contrast brand equity and 

customer equity

To Sum Up…
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Thank You
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