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Abstract

Being a kingdom of OEM for several decades, Taiwan has just begun to build
its own brand. But as competition gets fierce and profits are squeezed, branding
becomes more and more important for Taiwanese companies. Media industry,
which is crucial in the advancement of society, has experienced severe revenue
shrinkage in recent years, so branding has also become an imperative to increase
its competitiveness. To find out how a media company could build up its brand,
we need to consult major theories in brand equity and compare them with
practices been taken in the industry.

This research uses the technique of case-study analysis. Using the widely
acclaimed CommonWealth Magazine as the case to be studied, it is aimed at
finding out the most suitable brand equity model to explain how a strong media
brand is built, and what variables a
that the Customer Based Brand 1
explain the way to build a strong brand,

t important in this process. We found
BBE) by Kevin Keller can best
use it is solid and logical in its

structure, and is comprehensive in s it covers.

According to the CBBE model, there are four steps in building a brand: 1.
Ensure identification of the brand with customers, and let customers know  ho
are you?? 2. Firmly establish the totality of brand meaning in the minds of
customers, and let customers know hat are you?? 3. Elicit the proper
customer responses to this brand identification and brand meaning, and let
customers know hat about you?? 4. Convert brand response to create an
intense, active loyalty relationship between customers and the brand, and let
customers know  hat about you and me??

Using this model as a reference, we can see clearly how CommonWealth
Magazine has developed a strong brand. Ever since its establishment,
CommonWealth has strived to create a business magazine with a spirit of
humanity. The name ommonWealth? represents its mission to make a better
society. It has been very mindful in building its brand identity and brand
meaning, insisting on a positive, outward looking and forward looking approach,
and has thus created positive brand response and high loyalty from its readers.



This research also finds that brand personality plays an important role in
brand building. With a perceived personality of competence and sincerity,
CommonWealth has successfully attracted a large readership characteristic of
being idealistic and always eager to learn. A community of loyal readers and
long-time advertisement clients has thus been formed over the past 27 years,
supporting CommonWealth to become one of the most influential magazines in
Taiwan.

But with the advent of Web 2.0, people are requiring more interaction with
media and are looking for creative and diversified media contacts. Therefore
CommonWealth Magazine needs to interpret its brand personality in a different
way, such as providing more on-line activities, openly soliciting story ideas from
readers, or inviting bloggers to write on its website, so as to involve and engage
more readers.
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