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A Study of Branding: A Reassessment of the Branding
Pyramid Blocks and New Approaches to Branding

Nobuhisa KAMADA

Abstract

Various brand rankings, such as tourist attractions and city livability, are published daily and used by
many businesses. There are also reports of scandals involving university athletic teams that have dam-
aged university brands, and there is no shortage of topics related to branding. In the past, it was argued
that a brand is a corporate asset, but recently there is a theory that it is a cognitive system between
consumers and organizations. In this study, we reevaluate the Customer-Based Brand Equity Model, a
branding methodology, and reconstruct the branding pyramid block when brands are cognitive systems,
and propose a new approach to the branding pyramid block, the Organization-Based Brand Equity Model.

Keywords: Branding, Customer-Based Brand Equity Model, Branding Pyramid Blocks
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