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Brand value chain

The concept of brand equity can be
consumers' preference towards one brc

Brand value model (presented on next
- Consumers

- Company
. Stakeholders

Source: K. L. Keller & D.R. Lehmann, How do brands create value
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Brand value chain

Marketing Customer
programme mindset

Source: K. L. Keller & D.R. Lehmann, How do brands
create value?. Marketing management, 12(3), 2003: 26-26.
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1. Brand awareness

2. Brand association

3. Brand attitude

4. Brand attachement

5. Brand bonding
[
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Brand performance meas

. . Expansion success
Price premium

Price elasticity Cost structure

Market share Profitability
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MDS Model

Meaningful Different Salient

Emotional Uniqueness of
relationship the brand Presence in

consumers

: Setting the trends minds
Needs fulfillement by the brand




Brand identity prism

PICTURE OF SENDER

A

Self- image

PICTURE OF RECIPIENT
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Brand equity levels
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The Brand Funnel

A1suring brand funnel

er to measure the brand equity a brand
| Is Incorporated. It measures how many
ndents are aware of the brand and how
onvert into considerers (those who Like It
| consider buying in the future), trialists
> Who bouth at least once In a year)
r customers (those who buy at least
a month), recommenders (those who
 like to recomment to the others).
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If you have a question, we are ‘
happy to assist you
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