
International Journal of Engineering, Applied and Management Sciences Paradigms, Vol. 16, Issue 01, June 2014 
An Indexed and Referred Journal 

ISSN (Online): 2320-6608 
www.ijeam.com 

 

IJEAM 
www.ijeam.com 

1 
 

Brand EquityBrand EquityBrand EquityBrand Equity:    Dimensions and ModelsDimensions and ModelsDimensions and ModelsDimensions and Models    

Kirti Satija 1 and Parul Khatreja2 
 

 1Assistant Professor, Department of Commerce, GVM Girls College, (M.D.U. Rohtak) 
Sonepat (Haryana) 

kirtisatija1989@gmail.com 
 

2Assistant Professor, Department of Commerce, GVM Girls College, (M.D.U. Rohtak) 
Sonepat (Haryana) 

parulkhatreja@yahoo.com 
 

Abstract 
Brand is considered to be one of the most important 
intangible assets of any business. The concept of 
brand equity was born in 1980’s. During these years, it 
has emerged as a valuable tool for all the business 
strategists from a wide variety of industries as it 
increases the financial value of the brand owner. 
Brand equity is strategically crucial but difficult to 
quantify. Many experts have developed tools to 
analyze the asset but there is no universally accepted 
way to measure it. This paper reviews scholarly 
articles in brand equity and from their findings draws 
a conclusion on the main customer based brand equity 
dimensions and models that helps to understand the 
core concept of customer based brand equity. 
Keywords: Brand Equity, Brand Awareness, 
Brand loyalty, Brand Association, Perceived 
Quality. 

1. Introduction  

Brand Equity is one of the hottest topics in 
marketing today. Brands can built trust and 
loyalty within customers and help them make 
their purchase decisions faster. In return this 
enables companies to develop their equipment, 
qualities, efficiency in a large quantity 
production and lower prices (Keller 2008). 
During the late 1980’s there was a remarkable 
shift in understanding of the construction of 
shareholders value (Knowles, 2008). Earlier 
tangible assets were given importance by the 
shareholders. But with the changing times brands 
are regarded as most valuable intangible asset. A 
good brand keeps the products on shelf for 
longer period even years like Coca- Cola, 
Disney, Apple and Amul which are established 
in 1886, 1923, 1976 and 1973. The earliest signs 
of branding in Europe were the medieval guilds 
requirements that the craftspeople put trademarks 
on their products to protect themselves and their 

customers against inferior quality. In the fine arts 
branding began with artists signing their works. 
Brands today provide a number of important 
tools that improve consumer’s lives and enhance 
the financial value of firms. In America, there is 
now an influential body called the “coalition for 
brand equity” (founded 1991) which spreads the 
importance of building brand relationship and 
brand loyalty. 
Brand equity is the added value endowed on 
products and services. It may be reflected in the 
way consumers think feel and act with respect to 
the brand as well as in the prices, market share 
and profitability, the brand commands for the 
firm (Kotler Philip). In Fast Moving Consumer 
Goods (FMCG), brand equities are relatively 
stronger as the consumer is reluctant to try 
unknown brands and even unbranded products as 
most of these products are for personal use. A 
badly mismanaged brand could actually have 
negative brand equity meaning that potential 
customers have such low perceptions of the 
brand. 
Brand equity can be explained as the outcome of 
all the effort and investment a firm makes 
overtime in building a brand. It is the monetary 
worth of all the attributes that brand carries. It is 
a combined measure of three components:- 
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2. Literature Review of Brand Equity 

A lot of research has happened in the area of 
building and managing brands. One of the terms 
which is of interest to researchers in Brand 
management is Brand Equity. Brand Equity is 
viewed from different perspectives by different 
researchers. Some researchers have suggested 
two perspectives- Financial and Customer based. 
The first perspective is from a financial market’s 
point of view where asset value of a brand is 
being appraised (Farquhar 1991, Simon and 
Sulivan 1990). Customer based Brand Equity is 
evaluating consumer response to a brand name. 
Reviewing the current literature on Brand 
Equity, there is plethora of Brand Equity 
definitions and dimensions of the same. The 
following table illustrates the diversity of 
existing definitions and concept of Brand Equity. 
 
 
Study Description of the Concept 
The 
Marketing 
Science 
Institute 
(Leuthesser 
1988) 

The set of associations and 
behaviors’ on the part of the 
brand’s consumers, channel 
members, and parent corporation 
that permits the brand to earn 
greater volume or greater margins 
than it would without the brand 
name and that gives the brand a 
strong, sustainable, and 
differentiated advantage over 
competitors. 

Aaker 
(1991) 

The value consumers associate 
with a brand, as reflected in the 
dimensions of brand awareness, 
brand associations, perceived 
quality , brand loyalty and other 
proprietary brand asset. 

Keller 1993 The differential effect of brand 
knowledge on consumer response 
to the marketing of the brand. 
Brand knowledge is the full set of 
brand associations linked to the 
brand in long-term consumer 
memory 

Lassar et 
al.(1995)  
 

The consumers’ perception of the 
overall superiority of a product 
carrying that brand name when 
compared to other brands. Five 
perceptual dimension of brand 
equity includes performance, 
social image, value, trust 

worthiness and attachment. 
Aaker 
(1996) 

Brand equity is:  
i. Loyalty (brand’s real or 

potential price premium) 
ii. Loyalty (customer 

satisfaction based) 
iii.  Perceived comparative 

quality 
iv. Perceived brand 

leadership 
v. Perceived brand value 

(brand’s functional 
benefits) 

vi. Brand personality 
vii. Consumers perception of 

organization (trusted, 
admired or credible)  

viii.  Perceived differentiation 
to competing brands 

ix. Brand awareness 
(recognition 
& recall) 

x. Market position (market 
share), prices and 
distribution coverage. 

Atligans, 
Akinci, 
Aksoy and 
Kayanak, 
2009 

The Brand Equity for global 
brands can be measured under 
four basic dimensions: Perceived 
Quality, Brand Loyalty, Brand 
Associations and Brand Trust. 
Brand Trust emerged as a new 
dimension instead of Brand 
Awareness. The study was done 
on McDonalds and Coca- cola. 

 
Clearly, various researches in Brand Equity 
through the years result in different kinds of 
dimensions of brand equity that can be linked to 
a brand. 
However common denominator of all the models 
is the utilization of one or more dimensions of 
Aaker model. The difference between Aaker and 
Keller Model is that Keller left out brand loyalty 
dimension. 

3. What is Customer based Brand 
Equity? 

It is a way of assessing the value of a brand in 
customer’s mind. Power of a brand lies in what 
consumer have seen, read, learned, thought and 
felt about the brand over time (Kellar, 2003). If 
the brand has no meaning to customer, none of 
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the other perceptions of Brand Equity are 
meaningful. Customer based Brand Equity is 
defined as the differential effect of brand 
knowledge on consumer response to marketing 
of the brand. Three important components are 
included in the definition: “Differential effect”, 
“Brand knowledge” and Consumer Response. 
Differential effect is determined by comparing 
consumer response to the marketing of a brand 
with response to the same marketing of a 
fictitiously named or unnamed version of 
product or service. Brand knowledge is defined 
in terms of Brand Awareness and Brand Image. 
Consumer response to marketing is defined in 
terms of consumer perceptions, preferences, and 
behavior arising from marketing mix activity 
(Kellar, 2003).  

4. Significant Dimensions of 
Consumer based Brand Equity 

4.1 Brand Awareness 

It is the important dimension of Brand Equity. 
Brand awareness is the extent to which a brand is 
recognized by potential customers and is 
correctly associated with a particular brand. It is 
related to functions of brand identities in 
consumer memory and can be reflected by how 
well the consumers can identify the brand under 
various conditions. Brand Awareness includes 
Brand Recognition and Brand Recall.  
Brand Recognition refers to the ability of the 
consumer to correctly differentiate the brand 
they previously have been exposed to.  
Brand Recall refers to the ability of the 
consumer to correctly generate and retrieve the 
brand in their memory. 
 
Brand Awareness helps in: 
 

• Consumer buying decision process. 
 

• Making familiar with the product, this 
will lead to liking. 
 

• Provide signal of commitment. 

 

4.2 Brand Loyalty 

It is core dimension of Brand Equity. Aaker 
(1991) defines Brand Loyalty as the extent of the 
faithfulness of consumers to a particular brand, 
expressed through their repeat purchases, 
irrespective of the marketing pressure generated 
by competing brands.  
Price Premium It is defined as the amount a 
customer will pay for the brand in comparison 
with another brand offering similar benefits. 
Satisfaction It is defined as, “the number of 
customers or percentage of total customers, 
whose reported experience within a firm, its 
product exceeds specified satisfaction goals”. 

4.3 Brand Association 

It is the most accepted aspect of Brand Equity 
(Aaker, 1991). Association represents the basis 
for purchase decision and for Brand Loyalty.  It 
consists of brand related thoughts, feelings, 
perceptions, images, experiences, beliefs, 
attitudes, and in everything linked to memory of 
products. According to Keller’s model of Brand 
Equity, Brand Association consists of Brand 
Attributes, Benefits and Attitudes. 
 
Brand Attributes  are those descriptive features 
that characterize of a product or service that 
consumer thinks of while making his or her 
purchase. It consists of product related and non-
product related attributes. 
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Brand Benefits are the personal value 
consumers attach to the product or service 
attribute that is what consumers think that the 
product can do for them. Benefits can be 
Functional benefit, experiential benefit and 
Symbolic benefit. 
 
Brand Attitudes are defined as consumers 
overall evaluation of brand (Wilkie 1986). They 
are important because they often form the basis 
for consumer behavior. They are associated with 
attributes and benefits that the brand has. 

4.4 Perceived Quality 

It is viewed as a dimension of Brand Equity 
rather than a part of overall Brand Association 
(Aaker 1991, Keller 1992). Perceived Quality 
involves individual consumer’s perception 
regarding a particular brand. It is the customer 
judgment about a product overall excellence or 
superiority, that is different from objective 
quality. Objective Quality refers to the technical, 
measurable and verifiable nature of products, 
processes and Quality controls. High objective 
quality does not necessarily contribute to Brand 
Equity and hence consumers use the quality 
attributes to ‘infer’ quality of an unfamiliar 
product. Zeithmal (1988) and Steenkamp (1997) 
classify the concept of Perceived Quality in two 
groups of factors that are Intrinsic Attributes and 
Extrinsic Attributes. Intrinsic Attributes are 
related to physical aspects of a product (e.g. 
color, form, appearance). Extrinsic Attributes are 
related to product, but not in physical part (e.g. 
brand name, Quality, price, Store, Product 
information). 

5. Models of Brand Equity  

Although measuring brand equity can be 
difficult, it can also provide managers with the 
good indication of their companies future 
profitability “companies which develop good 
measure of their brand equity have an early 
warning indicator of likely future profit trends 
and can get a much better field of the dangers of 
short termism.”(Mitchell) 
Measuring brand equity is not as simple as it 
appears. It involves a study of large number of 
dimensions. It is also dangerous to assume that 
simply because a brand is well known a 
consumer enjoys strong or growing brand equity. 

An appropriate model of measuring brand equity 
is important so that companies can protect 
against their valuable asset. 
 

 
 
5.1 Brand Equity Ten (Aaker) 

Measuring brand equity is a fascinating task. 
Aaker clarified exactly how brand equity 
contributes value to the firm. Aaker shows how 
to avoid the temptation to earn short term profits 
instead to manage brands strategically for the 
benefit of the company and high profits. Most of 
the companies measure their brand equity in 
immediate market but the perspective has to be 
changed to multi product classes and markets. It 
is very essential for a company’s manager to 
manage each brand separately in order to 
correctly estimate the value of brand. Aaker has 
given five dimensions of brand equity. The first 
four dimensions are customer’s perceptions to 
the brand and fifth include two sets of market 
behavior measures that represent information 
about the market.  
 
Loyalty measures  

• Price premium  
• Satisfaction  

Perceived quality measures  
• Perceived quality 
• Leadership 

Association/differentiation measures  
• perceived values  
• brand personality 
• organisational associations  

 Awareness measures 
• Brand awareness 

Market behavior measures  
• Market share  
• Price and distribution indices  
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5.2 Brand asset valuator (young & 
rubicam) 

The young and rubicam brand asset valuator 
shows realistic prospects for brands. This is 
because the Y&R brand asset valuator measures 
the value of a brand where it is created: in 
people’s hearts and minds. Y&R conducted 
research with almost 5, 00,000 consumers in 44 
countries. On the basis of this research Y&R has 
given four components for the measurement of 
brand equity  
 
 
 

 
 
Brand Vitality 

It refers to the current and future growth 
potential that a brand holds in it. 
 
(a) Differentiation: It is the ability of a brand 

to stand apart from its competitors. 
Differentiation includes different, unique 
and distinct qualities.  

(b) Relevance: It refers to how closely the 
consumers can relate to the brand’s offering 
and is a significant driver for a brand’s 
penetration. 

 
Brand Stature  

It is the decisive gauge of the goodwill which a 
brand enjoys. It refers to the power of a brand. 
 
(a) Esteem: This refers to the consumer’s 

perception about the brand. Whether a brand 
is popular or not, whether it delivers on its 
stated promises-all these things contribute in 
building up the esteem of the brand. 
 

(b) Knowledge: This refers to the degree of 
awareness about a brand in the minds of 
its consumers. This is very important in 
building a brand and making the 
consumers understand of what the brand 
actually stands for and its implicit 
message to the consumers. 

5.3 Brand Equity Index 

Longman-Moran given the way to measure the 
potential (Market profitability) of a brand name  
 
(a) Market Share is a weighted average which 

represents the sum of brands market shares 
in all segments in which it competes. Brands 
improve their profitability by obtaining high 
market share. 
 

(b) Relative Price is a ratio which represents the 
price of goods sold under a given brand. A 
reduced price offer will provide more 
bargains for a brand and will lead to higher 
equity. 
 

(c) Durability is a measure of customer 
retention or loyalty. It represents the 
percentage of customer who will continue to 
buy goods under that brand in the following 
year. 

Brand Equity = Market share * Relative Price *    
                       Durability Index 
 
5.4 Keller’s Model 

Keller measures brand equity by using Indirect 
and Direct Approach. Indirect Approach 
attempts to assess potential sources of Customer 
based brand equity by measuring Brand 
Knowledge which requires measuring brand 
awareness and the characteristics and 
relationships among Brand Associations. Direct 
Approach measures Brand Equity more directly 
by assessing the impact of Brand Knowledge on 
consumer response to different elements of the 
firms marketing program. Both the approaches 
are complementary to each other and should be 
used together. 
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6. Conclusion and Future Research 
Opportunities 

Brand Equity is a sizzling topic in the field of 
marketing. Brands with the positive brand equity 
provide various advantages to an organization. 
The paper is helpful in examining the 
contribution of Brand Awareness, Brand 
Association, Brand Loyalty and Perceived value 
to Brand Equity. It also provides models from 
various academic literature which helps in 
measuring brand equity as it is crucial to know 
how much equity a brand commands in the 
market. Brand Equity is a very successful 
strategy for differentiating a product from its 
competitors. Although brand equity cannot be 
built in short term, it can be built in long term 
through careful designed marketing activities.  
                        
Empirical Studies need to be done on the 
dimensions and models of Brand Equity. 
Different dimensions of brand equity are likely 
to have interactive effects. For e.g.: some 
dimension might function as antecedents to 
consequences with respect to other dimensions. 
A universal model on brand equity will be 
established as to capitalize the full range of 
information involved on these dimensions and 
models. Although it is yet a challenge to develop 
holistic perspective towards Brand Equity that 
will encompass the full range of all the 
information involved.               
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