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Redefinition of Brand Recognition
Liu Qingyong
(College of Literature and Media ,China Three Gorges University ,Yichang 443000, Hubei)

Abstract : The definition of brand cognition includes not only “knowledge theory” but also “ability the-
ory” and “process theory”. Opinions vary from person to person and no unanimous conclusion can be
reached. However, from the perspective of information movement, “process theory”, “knowledge theory”
and “ability theory” have different emphases, which respectively reveal three different brand information
campaigns and can seamlessly form a complete brand information campaign. Therefore,it should be the tar-
get orientation of redefinition.From the logic point of view,“brand cognition” is a typical “noun + noun”
structure,that is, the term “brand” forms a restrictive relationship to the term “cognition”. Therefore,
based on the integration of the “process theory”,“knowledge theory” and “ability theory”,the definition of
brand cognition is proposed by a logical method as follows: the process of consumers’ use of existing
knowledge structure to process external brand information as a stimulus and thus to construct brand
knowledge.

Key words : brand cognition;definition



