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o e (6/6) ad) S8 gy o)) me &AL seally Ssel) aless @l Jend) e
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axsl Jiay 385 35uY) Ferrari lasy (Starbucks J ehuadll adl 43y «(3,)Y) Facebook

.aye s Coca Cola Jie chdgll (uasy Wiy 4)lail) 40kl

A el ciladlal) 3 ga)t Aiaf :(6/6) a3, Jiid)
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% amazon

?»ﬂ o

S L K 3l 8 edg)latl) Aol liSa (e e o(brand character) cluaidl 4-2-6
AL alall Michelin Man duadl (7/6) &) JRal) & JEd Juw Je 5oy A e
The Green Giant (Snap 4,laill 43kll Toni the Tiger 5 ¢l Michelin 4, il
Pillsbury 5 McDonald 4,4 Ronald McDonald el Green Giant aylaill A3kl

& DS Dy cali Aagll Glsaal Charlie The Tunay clalaall Pillsbury 4<,5Doughboy
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fla A85al) dlaad) Cilylad (e 2221l Nike Cacasin

- “Prepare for Battleé’ and “Quick Can’t Be Caught’ (basketball);

- “Write the Future,” (World Cup);

- “My Better Is Better’ (multisport);

- “Here | Ani" (women)
Ly Bgya Jia dlaall Hlad of Ao Jiladl oda oS53 o Sy St Do it slajlas e Loy
58 Apladl) Akl lad clacY Alis dyme o cAgladll Ldkall Hled Wiy ) Al e L

(Keller, p.161) saaa Jhai s 4al,
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“Think differernnz’™ “Opert happiness’™
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Have It Your Way
Just Do It
Drivers Wanted
Because | Am Worth It
The Ultimate Driving Machine e
NO More Tears e
Like @ ROCK
The Best or Nothing e
We Try Harder
Where Do You Want to Go Today .o

Can You Hear Me NOW ? e e
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2016 alal) B Lsigual) Ja)) Juaily 4aild :(4/6) o8 Jg2al

gal) jladdl Jsy) g b daaiall
sl aa "Nationwide is on your side' alle clea Nationwide 1
"We are Farmers! Bum ba dum bum Cypall Farmer's Insurance 2

bum bum bum."

Qs cuules Glallaa Intel 3
clally
"Ho, ho, ho, Green Giant" Olead Green Giant 4
el die Cayg Sl Chga (e Blagiue dakd cpaaill dddea ciliag Hot Pockets
Sl
il ae 'I'm Lovin' It Jagyu Gliag McDonald's 6
Qe <yl Chevy 7
"The best part of waking up, is Folgers in 3 568 Folgers.
(sisasall ae yoUr cup'
A 9o Ak cpals Statefarm 9
A e s Ugana VLA T-Mobile 10

Source: www.businessinsider.com (2016)
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1 Have It Your Way Burger King
2 Just Do It Nike
3 Drivers Wanted Volkswagen
4 Because | Am Worth It L'Oreal
5 The Ultimate Driving Machine BMW
6 No More Tears Johnson Baby Shampoo
7 Like a Rock Chevrolet
8 The Best or Nothing Mercedes
9 We Try Harder Avis
10 Where Do You Want to Go Today Microsoft
11 Can You Hear Me Now? Verizon
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wluay Interbrand dadaic o5 . (Simon&Sullivan,1993) " 4ylal cladle Jaat Y cilaving
Lkl el lia 8 sl dnlul) Agyylall o c.nmwu)kdﬁjg}.t.m‘\_vu\ Gladkad) 218
Leiodle Aoy Al i e Apple dplaill Aalall oy (1/7) ady Jsaall & sam Ayl

csSpal Vs slile 2144R0L) Ayl

2018 alad) & Lialle dad oY) 4, il ciladlad) 1(1/7) ady gl

Al Alal)

Nl 3igaly cluula USA %16 214.480 Apple 1
e laily e i) USA %10 155.508 Google 2
Agjas USA %56 100.764 Amazon 3
dpadd by USA %16 92.715 Microsoft 4
e alig yéa USA %5~ 66.341 Coca Cola 5
EARPN]] South Korea %6 59.890 Samsung 6
A Japan %6 53.404 Toyota 7
s Germany %2 48.601 Mercedes 8
slial Juals USA %6— 45.168 Facebook 9
Ay iliag USA %35 43.417 McDonalds 10

Source: https://www.interbrand.com/best-brands/best-global-brands/2018/ranking/
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Source: Aaker, D. A. (1991) Managing brand equity: capitalizing on the value of a brand name.

New York: The Free Press.
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Source: Keller, K. (2003) 'Brand synthesis: the multidimensionality of brand knowledge', Journal of

Consumer Research, Vol. 29, March, pp. 595-600.
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