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Abstract

In recent years, the Chinese government has issued a series of policies to support the development
of domestic brands. Many domestic brands have shown increasingly excellent market perfor-
mance, and numerous domestic brands of small and medium-sized enterprises have also emerged.
Although domestic brands have made rapid progress nowadays, their overall performance in
brand reputation still needs to be improved. Developing a good brand image construction strategy
plays an important role in enhancing the market competitiveness of domestic brands, enabling
more effective brand marketing and expanding brand influence. Based on the CBBE model and
combined with relevant research in the field of brand image, this article studies the image con-
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struction strategies of benchmark domestic brands through literature review and case analysis,
providing references for domestic brands to enhance their brand images.
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1. ARERRENX
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FEMR AT L T AT E ST . 7E 2023 4 12 H BITH p R df TAE W R, BT “Wlih” Hpln
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Uf [0 s PR TE SRR T SR S S A5 BE N L

WRIEASC E LA RIS, 11 23 0 T o [ S SRR 80, 3] 2023 R4 79.9% (17 #3841 [H
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b, EESTESIRA J0 (0 R RE O HESR T 8% (AR A S ANSE S )y, TR AT ML R 5t 28

SR B B R O BEN TATME U AT 81, B 7550 R TR B, (HIRIE FVE 208 M [ B
[ 1% & 55 i AR TS AR Bk = S ) A R T R A G, [1iMedia Research (BZUE¥M0) O BT A o, 72
T 9 [ B it RS S 81,4496 14078 B 2 A2 DR DA 7 ity 11 B2 B 0 T 32 39 [ o it L, T 9 1 6 o o 1) 3 2B R
Hpr g R EA 0 SCRFE T, ik, ARSCRSIN CBBE AR BUAT IRIARAT [ B2 & B (14 2 G i
SRS AT oM, Fg L4 5 2 [ B2t R A SEBis S5arb s DAL B B Bt 18 AT T RAEZE . SN R 1
ML RS % .

2. XA REIPIER
2.1. mhEER

it U 4 (brand image) 19 EL 1 g SCECEUBORT , 15 20 5738 DA 5] £ BT it R 51K 8 SAR S T AN [RD )
fife ke o HoME & i 5. /2 B Levy A1 Gardner 7E 1955 44 i (Dobni and Zinkhan, 1990), ftfI 19\ it RLTE R
BT et TR RUGR . SR, IR TSI E WA 1] BN E T RSN ST R
SV B 0T LI A BN R T RS AR R A AT R SN SR AT N [2]. BRI T
T R R AR AR R R, B AR PR R TR L R E L R A
[3]. fENTHEHBR— N TSR EH, SMERNRESHRADETHRN, PETHEZN
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B SR, MAEAFRREE. AR EMRR T M RBIE SN T E Lo meEH 5 L5RTE « B
(David Ogilvy)# i i FETEZ R 8, NN BERS Do &l MELAE T3 (K 58 40 v RE 75 46 o5 e LI G BREAE T Ul 9
XF T it R R A BT R B RO R R BRI AR B ARE DR B R E AL, R SR T
P S it R 7 i AN DU T 2 B R AN B D RERICR T AT 9 REE 9 HLAlr R L OB R RCR th
REARHEEE AR, R BRI B, AR R 5 SO FUEGIE ] 1 R B
HE 0% 52 00 ¥ B 8 A0 SR ABUA] DL SR AT, MR 0 BROE OB R IR KR L i SE 4 7, A B Ak it —
Ly 7[4]

AL R e — NS, W R ATTHAMZEIR, H T AL R SE S5 87T 5 R E N
SEAL, AREYTRE BT, E BT R U AN TR SR . AN SC A B RE NS i 45 A [ B
FRETEEAR, A PRI R A S E O R BTl R S .

2.2. CBBE ##&!(Customer-Based Brand Equity)

CBBE #i7Y, RIHEF-VH 238 (1 dh PR BT P A7, i B BT P ) — N B PR AE S . X T At
BRAL, TR AL A B A 3R I AL A B A 3R AR AL AT A T RE 2 51 RS el R SR A R AR, PRI R A B
T LR Al 1 i PR K AN AT B R AR 51« BB i B 527 (Brand Equity) BV FH ORI T2 (K AW SRS IR A,
[ B i BB B 1 R LSC « SR « Fl(Kevin Lane Keller)ih g, &R ANME I ) 2 B T80 A7 1E Tt
TR AR TR, RIS R B R R ZORURAE TR, DAL Aol (0 i RS B 2% B2 DLV B v kAt BA
TH P BN AR BE 1 9 ol A0S BB P L B R AT At 5 58 9, W9 T DAVH 23 Dy v D
TR, B CBBE EAY[5] (4114l 1 FivR).
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Figure 1. CBBE model
[ 1. CBBE 28!

7t CBBE %7} (Customer-Based Brand Equity) ', & 1 ¥ 2% & X s B L R U AN E Ik, B R E]
A R SRR PR SRR S EOC R, AR PN R RO D AN AR
BEM. G WRULIGERF I, 2. L0, B HEEH TR T, R e TR
IR, TR RO T SRR BERS, MR T AR S Ak B DR R R %, iR
st PR T PR TS B — 7 RT3 20 it BT 7 A TR RTBRSZ R AT I, 408 s At v 2l e o
M T AT RN RIS, AT R A NG S, S AT A R . T L, A
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B R i R 7 B R T 5 A AN S [6] . CBBE A2 S B F Aol B 7t S BRI . Y it
TERIIBETE, REME 9 E BT SRS THH 280 FL A g, 3G Sl T8 SR B B 5 RBAERE SR 4] . RIS,
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FEZE ALK T 37 P JB LI L

3. I TE SRR AT R BRI 21

(R B b PR 1 ph P B A L Al B ST RS X R, L i OIR 55 T R E T . EIRKE B
1) L, BRI 22 AT 1 T S A b ] R BT o5 4, B B AR AN ey . (R BUR AN B3 HH
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31 BitmEBREEE, ROoRSHEA
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HOE R, Refowlol 228 1R 1012 B0 RECEAT: RENS T RECE VY 2 B BEAT W R SR AR5 I0 . M —A
FHEERYL, AR REUS AT B TR R T S AT N AL E B, 207 il 9, AW sk il i 44
B, AR SR RERSICAE AR, FEREAT U Sl o SRR AEUES A B

T I TR O it R 4% PEE A 45 248 DK 2 B 9 i R R AR, R IR AR G L R
LA, WA AR WA AR AR, KSR B I OR T B AR R R, k. IR
() s PR R B0 o 25 S RE SR AL A RO R 25 BE DRI PR R R AR R AR S RELL) T T B B T BUR T I A
FEEINA R By 1A SR dh) 5 2 A, ORI B B FOETT SMI (RESZ B2 I ) . KOL (5%
B T AL AT S5 A DRI SR AL S O EN R o I X SR S AT S S, X RHE) TS B A R
A 25 H bR % S I USOBIER . BT SMIL KOL H B AUS2 I DA S Bt I el | 3@ o
HEINRENS L P H RS I T AR SR, RE AT WRGE R . FEE TR IRIE A R, R E
| B it R I [ A TS B 7 R e B A SRIE, SRADE X E A, S At bl R A T 375
Wi 73 KSR o HRAEAENEE — K LW E SO A, 2T 8 S TEN TR0 1 ORI 1
MISRIE LA, RS R 2 EIREXS B ST E A DI A, Ea 7R TR DA RdmEER
Z ERAHAATG, RABNMLLESEHE ik 98 A Ak, s 7 X dhiiiciz. test, 4
TSR G AR R AR AR O P R R T, SESRTIRAE 2020 SRR L WM. BARMIENNE N,
AR 22 SRkt — DY R AR FN A4 L8] N TS dh AR A5, FFRHE (18 4 i 3h 1 B S HAT IE 1Y
A i, QIR . PTG HESE, AWIINTRIN 938 T 3877 i D LA AR 37 SR, X AR A
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3.2. iiHBRERNMmMRETE, =FAmAEAE

an B SRR 1 A A A, S R AR Y SO BT R ST R AR,
AR EE KB O T i BT 5 2 AR RO SRNE o A2 [ B il BB T S A A DR T A4 B, S s
i TARESE M R, KRR AR DR SRR . A2 [ B BT SR AR TS R IR 2 5T
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R B i AN DGR 1 MG 7 A RER, EREZEFEN, KERAPIE, BUE 1 & i
Yy, WteONREEN B mate R . 7 A B IRRFIE BT R A IBCAR U IR AR e — 2K, 34—
FRIBCAE AL AT R A AR AR S A B B ER, LR ER . RS G55 M A
FRPTHORIBRAR[9] (R, ARAT G2 b B AT A 5 A1) o5 rh ™ il B Y 3 35, G 3 SR A o 1A 0
FUREREMS R R “ BRI Al VT IR Z Ao AL “ S5 NRORAE " B R AESE,  — ELH 33 T A%
U= RIS, 75 20K T Rt & IR 2 K

N T REY R AR AR, JEIE 1P A I 7 SR i R R b T4 T B ol L — SRS - BER A4
SR KT REIE G AR IHE AR 2 NNV B 5 1) BRI AE o [ B B it i R A AR S BB 44 W 5| T AR 248

fEr B 1P SEAL Y 28 (0 W IR AR . AnFE R (TS Bl ARk S5 kTR e 7 2T
AREERE. — 7 AR B CEEL) AU EERR e S AR, MR R RICAR, T 2 — LR R (S
JEAERT DA AR B L AR 72 i, (RIS IR A% SRR RO i T S AN BE T e LRV 2 B . S — T, 5 (1
EL) I5C44 RS 1L 92 7 A0 T A AR AN W AE, B 5 — S B 28 2ok 32 30, WIS 1 B 1) R
TEG, FET: R IR . IR SRIE I Bk A DA 7 S RO et DA R RS, Al T
AR, A 1B B E R, ISR R T KRB RN R RER . bR TR RR AL, B DT
R HIBR AL RGN TR THLS (RIS IR A, , B ik 55 G HR A 46, IR LRIk T 3y b iy R A i L
e R, IR AR, DAl 7 SR A . A S A C B ik = T A
X P T R, B8 AR A T DU 51 AR A, DA I AE

33 WEHBRHLERR, PRAHREMESHE

AT R85 CBBE MEALHIALEE 1 7S T it R0 S T P9 2 o it R 0 7 975 9 Bl 6 T i R ) )
LUK it i BENE MR PR B G 8 SN AR TR FE RIS Y, W 38 M B AT NI SRS 2T ), 1E
A RIAZ L INRET SR LRI 7B AR f R U LAMERIE R R REMRH R XLEF R, —RERESR
TS SRR AR L TR R OCHE,  TO R AT BN, BERSW R IIEL, A METE
PRI R . M TEEMME, CHEZ 7Tk, EUCRERERRHANES 5%, FEYH
R EEAL, BE HARR R, WLEARE . ST A AME[10] . RS TEXT T 2 E IRk B T
B ROETE, BRI E OB R, W E S S AR T B T
RO B B, R E R LR T A SRR, MmN ROR A B OE, WOLE SRR,
R REARRS AL o 21— RIS 2 05 8 W] JF B RE NS ALK L 75 2, T St 2o d 7
an ARG, 4593 0 RRIEnS AT — TR Bt PR I 1] o TR RS, e — AN D i) i P 5
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B TR R SR T, [ Bl T AR EAN A A o Pt i B E T R R A R B i e B
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WG AR AR B AR TT R TC R, AU A S BB IS8 AR 07 MBS i SRS et 5 b etk 4t
AR RIZMIRR, @ 5HCERATEA, 520 B RS se” (i A ES RIRIR[12] . B,
BXCPHYP dhE L 1 ORER I B R, 5 A2 [ B i A T i 7 A A AR, X S i At
77 —Ebfik. Nk, BICFRENSIEIE P8 R HSCRF R R g 3cAl,  [FIR FAt dh A 3 — 5 Ll i
IS, W T AR S R BE TR BT R SR TE B A BRI, AR FLAT IS 0 i
REM ™ 9 o w R Y RS o HE B K 3 95.24%.

4. RSB
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R 275 E B R T 45 1 DUR LA il
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H SRR PE S5, (7 2 - R30S . 5l 1V B R AR R S R R — KR, AT AR
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BCA B 5T+ B BRI T 3758 4 70, SERENE I 53 2% 2 XF R DA RIOATLE L o ) B o AN I =3 PR
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