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A Study of the Interpretation in Brand Meaning
Brand Meaning Dimensional Approach
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In recent years, the old notion that brand is a source of long-term profit of the firm is
being reexamined. The nurturing of new brands, the sustain of brand loyalty of existing
brands have been occupying an important place in the marketing strategy of the com-
pany. Unlike a product, a brand is an invisible asset of the company. That is brands are
understood as being symbols/sign and having meanings. In this thesis, a consideration is made
of consumers’ attachment of a meaning structure to a given brand.

On the basis of social and personal interpretations, consumers recognize that inside the brand

are things in the form of symbols which have several meanings. Among brands exist various

ways of interpretation. Several consumers may give the same meaning to a given brand, but
give different meanings to another brand. The following form the objective of this thesis.

1) To present extent to which an interpretation of the meaning of a brand can be defined
from a framework of meaning dimension.

2) Use the framework defined under 1) above, to conduct a case study using two product
categories, namely lipsticks and mineral water. The case study aims at finding out the
meaning the main brands in these brand categories possess.

3) Make some additional consideration from strategic perspective concerning the relationship
between the meaning dimension and brand recall.
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