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Abstract:

The concept of brand equity first appeared in 1988. Since then, it has attracted the eyes of nmelngreeard
academicians and ample thoughts were contributed by them. Marketing Science Instietedrased research
in brand management as research priorities in 2010. This research article is based on seconddry tags a

to explore the concept of customer based brand equity and its associated components.

Keywords: Brand Equity, Brand Awareness, Brand Association, Brand Attitude, Brand Image, Brand Loyalty

Brand, Branding.

I ntroduction:

The modern perspective of marketing is centered on the satisfaction of customer in order to achieve
organizational goals. This focus on customer satisfaction is the need of hours due to immense competitior
market. Over the last 100 years, the process of marketing has been evolved from exchange orientation to today’s
modern marketing concept through product, production and sales oriefitafiba changes occurred during this
evolution of marketing process resulted in excess production and stock of goods available in market in relat
to demand for the products. This excess production of goods led to the severe competition in market pl
requiring business firms to differentiate their products from the products of other competing firms. As a resu
business firms started to create the different identity of their own product. Such strategies of prodt
differentiation require more focus on incremental customer satisfaction as well as to reengorganikational

strategies on the other hand to achieve the organizational goals.
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Now a day’s in the field of marketing, the term ‘Brand’ and the practice of ‘Branding’ is applied across the full

spectrum of business. It has become most popular and talked about subject. Marketing strategies of all corpc
firms are being focused towards building strong and powerful brand equity of its products in market plac
Building a strong brand in the market place brings lots of benefits to the business firm and it helps companies
compete effectively in competitive market environment. It not only guarantees the customer satisfaction but a

shape the marketing strategies of business firm.

Brands essentially do the functions of identification i.e. to identify a seller’s offerings and to distinguish it from
others. It is also a discriminator to distinguish products from one another by means of distinct attributes a
benefits that attempt to convey differences that make it appear superior. It is also a set of meaning$sand be
associated with the nam@. The practice of branding helps business firm in effective planning and
implementation of marketing strategies. The brand is the guiding force that can integrate the geneed sfrateg
the company, the human resources, the operationaliation of production and the marketingShoBcisling
produces intangible outputs to business firms which include greater customer satisfaction, reduced pr
sensitivity, fewer customer defections, greater share of customers’ wallets, more referrals, and a higher percentage

of repeat busines8l. Strong brands enjoy customer loyalty, the potential to charge premium prices, an
considerable brand power to support new product and service launches. Companies need to have thorc

understanding of customer beliefs, behaviors, product or service attributes, and confpetitors

The concept of brand refers to the reputation that is associated with name or trademarks of the produc
company. It denotes specific identity of the product by means of product features, product quality or manufactu
of product and differentiates it from other competitive products in the market. Branding refers tkatingar
and strategic actions undertaken by business firms to attract the customers and develop epstedian fin
market place. It involves developing unique product attributes, creating more product awareness amc
customers through advertising and promotion. The aim of branding is to attract more customers, differentia

products from other and achieve large market share.
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Brand equity is a passive concept which is defined to measure the outcomes of branding pragtextbatice
business firm. It is defined as “a set of assets and liabilities linked to a brand’s name, symbol that adds to or
subtracts the value provided by a product or a service to a firm’s customers”. It is a concept based on consumer
mindset. The consumer based brand equity can be used in the market place to measure the mindisgts and a

of consumers. These measures depend on the overall knowledge of the consumers regarding brand.

It reflects how customer acquires, evaluate and add meaning to the product. It can also be leverpgmeeto im
the business performance of the organization by enhancing the effectiveness and efficiencyetignark

programs®l.

The objective of this research studyo explore the concept and components of customer based brand equity il

general.

Conception of Brand Equity:

The first definition of brand equity was appeared in a conference sponsored by Marketing [8signte and

the University of Texas, Austin, Graduate School of Business and IC2 Institute. Lance Leuthesser defined br:
equity as “The set of associations and behaviors on the part of the brand’s consumers, channel members,

and parent corporation that permitsthe brand to earn greater volume or greater. marginsthan it would otherwise

the brand name and that gives the brand a strong, sustainable, and differentiated advantage over
competitors 1. This definition first recognized the existence of brand equity as a concept but does not provic
the specific attributes of brands. This triggered the many research in the area of brand equity and m:
contributions were made by the researchers.

Later, P. H. Farquhar tried to explain the concept of brand equity in terms of better perfostrangey risk
reduction, lower information costs and a positive image of the product. Followed by him was the DavidrA. Aak
who is recognized as pioneer in conceptualizing components of brand equity in terms of Brand loyalty, Bra
awareness, Perceived quality, Brand association along with other proprietary assets linked t§pRajecidra

K. Srivastava and Allan D. Shocker defined brand equity in terms of brand strength and brand 18@ie in
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Brand strength represents customer based aspects of brand like perceptions and behaviors wheralag brand
represents proprietary corner of brand equity i.e. ability of the management to build stron§! bhark992,
Kapferer introduced the brand identity concept with six elements physique, personality, cultureagelf-

reflection and relationshigsthe fundamental means of product recognition and differentiéfion

Kevin Lane Keller is another author who augmented the concept of customer based brand equity in 1993.
defined brand equity dynamically as “The differential effect of brand knowledge on consumer response to the
marketing of the brand”. Three important concepts are included in the definition: "Differential Effect,” "Brand
Knowledge," and "Consumer Response to Marketing." Customer-based brand equity occurs when the consu
is familiar with the brand and holds some favorable, strong, and unique brand associations inftHemory
Young & Rubicam Inc is aonsultant offering brand consultancy globally. It has introduced its model “Brand

Assets Valuator” to evaluate customer based perspectives of brand equity. The model comprises four pillars of
Differentiation, Relevance, Esteem and Knowledge. These pillars denote the behavioral aspectsoitiees
towards a bran#?. Park and Shrinivasan (1994) have also contributed in the field of brand equity conceptior
They have proposed a survey based approach to measure brand equity with attributes and nanbatseoute
components of as source of brand eqlify Walfried Lassar, Banwari Mittal and Arun Sharma defined brand
equity as “The enhancement in the perceived utility and desirability a brand name confers on a product”. The
custometbased brand equity is based on five underlying dimensions i.e. performance, value, social imac

trustworthiness and commitméeHt.

In 1996, David Aaker again proposed a new model of brand performance measure “Brand Equity Ten” with ten
indicators applicable across products and market. These ten indicators are grouped in four measures of cust

based equity and one market behavior medstire

Millward Brown, another brand consultant agency introduced the model of brand equity “Brand Dynamics” in
1996. It defined brand equity in terms of presence, relevance, performance, advantage and bonding. This

pyramid which reflects the five components of brand equity and it is rightly called as Brand DyA&mics
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Recently Keller, Parameswaran & Jacob (2011), presented a holistic model of brand equity coverirglalmost
components of brand equity discussed above. This model combines five elements of customer feelings
behavior. These are Brand Awareness, Brand Associations, Brand Attitudes, Brand Attachments and Br:
Activities. Keller further presented a customer based brand equity pyramid with six components hee Salie
(Awareness), Performance and Imagery (Association), Judgments and Feelings (Attitudegsa@amahdée
(Attachment and Activities}”). Fdlowing table summarize the customer based brand equity concept.

Table 01: Evolution of Brand Equity Conception

Authors Thoughts Contributed

The set of associations and behaviors of consumers, channdbemmeand parer
1988 | Lance Leuthesser corporation that permits the brand to earn greater volume or greatensrandi that give
the brand a strong, sustainable, and differentiated advantagmmytitors.

Better Performance, Stronger Risk Reduction, Lower Information Cost#dPdsitive

1989 | P. H. Farquhar Image of The Product

1990 | P. H. Farquhar Positive Brand Evaluation, Accessible Brand Attitude and A Consistent Brzsage

Brand loyalty, Brand awareness, Perceived quality, Brand association, fboipeietary

1991 David A. Aaker
assets

1991 | Srivastava & Shocker | Brand strength & Brand value

1992 | N.P. Kapferer Physique, Personality, Culture, Self-image, Reflection & Relationship

Differential Effect, Brand Knowledge (Brand Awareness & Brand Imagef;afasumer
Response to Marketing

1993 | Young & Rubicam Inc. Differentiation, Relevance, Esteem & Knowledge
1994 | Park & Shrinivasan Attributes based and non-attributes based components as source of brand equity.

1993 Kevin Lane Keller

1995 Lassar, Mittal & Sharmg Trustworthiness, Value, Commitment, Brand Image & Quality

Four pillars of brand equity comprising Brand Awareness, Brandcigsms, Perceive
Quality and Brand Loyalty.

1996 | Millward Brown Brand Dynamics: Presence, Relevance, Performance, Advantage and Bonding.

1996 David A. Aaker

Keller, Parameswaran | Brand Awareness, Brand Associations (Performance & Imagery), Brattituda
& Jecob (Judgments & Feelings), Brand Attachments, and Brand Activities (laase).

(Source: Compiled by Author from various sources)

2011

Based on the above definitions, the there are four major components of the brand equity which are wid.

recognized. These are Brand Awareness, Brand Association, Brand Attitudes and Brand Loyalty.
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Components of Brand Equity:

Brand Awareness:

Farquahar, (1990) identified brand awareness as ability of customer to quickly recall information ofiffoduct
According to Hoyer and Brown, Brand familiarity means lower time and efforts in purchase decigistobyss.

It increases the probability of selecting a known brand over unknown brand as well as paying more prices
known brand!®l. According to Stephen J.S. Holden brand awareness acts as a signal to brand!#@trizsat
Aaker argued that brand awareness provide competitive advantages to the brand and can by Greaed
sales base and media channel. It can be measured through brand recognition, brand recall, topcfesie mi
and brand dominance and brand knowledge. Brand recognize refers to the ability of customenitterbaotd

from various cue and brand recall refers to the ability of the customer to retrieve brand when he éstexpose
product category. Similarly the brand first recalled by consumer is called top ofridéorand and dominant
brand is that brand which is perceived by majority of customers as most outperforming‘hriedler et. al.,
discussed two characteristics of brand awareness as Breadth and Depth of awareness. Depth of brand awar
measures how quickly and easily a brand element come to the mind of customer: And breadth of brand aware

measures the range of purchase and usage situations in which the brand elements.comes té’the mind

Brand Associations:

Farquahar (1989) initially explained the brand association in terms of better product performance and stron
risk reduction?3l, In 1990, he expressed brand association in terms of perceived relevance of product attribut
241 Aaker D.A. discussed brand association in terms of strength, favorability and uniqueness of perceiv
attributes and benefits of the brand. Brand associations generate the meaning in customer mind that to how n
extent product will satisfy the nee#8!. According to Keller, there are three different dimensions of brand
association i.e. attributes, benefits, and attitude. Attitude is highest level of brand association. Attributes
related with product performance. Benefits are the individual value and sense that consumers attach to the pro

and can be divided into functional benefits, experiential benefits and symbolic b&fefitéalfried Lassar,
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Banwari Mittal and Arun Sharma have suggested brand association in terms of brand performance with mz
product related qualitied”. A. Belén del Rio, Rodolfo Vazquez, Victor Iglesias has tested has signified branc
association in terms of guarantee, personal identification, social identification and status linked t&lbrand
Keller & et.al. presented ‘Brand Performance’ and ‘Brand Imagery’ as two building block of brand association.
Brand performance underlies attributes and benefits like performance, Product Reliability,itpu&sdnvice
Effectiveness, Style, Size, Shape, Materials, Design, Color and Price. Whereas brandunaegéeyproperties

of products that appeals psychological or social needs of customers. These are User Profile, Purchase and L
Situation, Personality and Values and History, Heritage, and Experience. Brand awegsukssn brand
association. During the process of brand awareness, customer seeks information about attributes and benef
products, try to evaluate that to what extent these attributes and benefits will satisfy his need. Naturally it con
to the conclusion about the strength, favorability, and uniqueness of the perceived attributes and benefits. Br
associations are the feelings of customer about the extent the product is associated with his needs. These pr
associations then results in brand attitudes. When a customer feels that a product is more distinct and favor
than another product, it is called as positive associ&tion

Brand Attitude:

Farquahar, (199@xpressed that brand attitude is a consumer’s belief (Positive brand evaluation) that the brand

has superior performan€d. Aker expressed brand attitude in terms of perceived positive quality of Bfand
Brand Attitude refers to the overall judgment of customer about quality of product and its ability tonsatity

of customef?l, According to Netemeyer et al., perceived quality leads to higher probability of product selectiol
in purchase decision, brand purchase intent, and chances of paying highé¥ piietier et al., presented brand
judgments and brand feelings as two components of brand attitude. Brand attitwde®akea’s final opinions

after evaluation of the brand performance and imagery associations. Quality, credibility, considedhtion a

superiority are important brand judgments discussed by k&ller
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Brand Resonance:

Brand resonance is nothing but the customer loyalty discussed by David Aaker. Customer recommendat

reduces the marketing cost of the firm and enhances financial performance as well value to stsf&holder

According to Assael, Behavior refers to consistent purchase of product over long¥eratording to Oliver

customer satisfaction is the first step towards customer loyalty and personal determinism and social bondin

the institutional and personal level is also esserffidlsAccording to Keller, Parameswaran & Jacob, intensity

and activity are two dimensions of brand loyalty. Intensity measures the strength of customer’s cognitive

attachment and sense of community to brand and activity measures behavioral loyalty and rgtigéynent

of customer.

e Behavioral Loyalty: it is measured in terms of repeated purchases or price premium paid.

e Cognitive Attachments: it is emotional attachments customer holds about brand in terms of feelings of Lo\
Favorableness or Pleasure.

e Sense of Community: it is a sense that is created when customers are pride identified through assticiation
brand and brand community.

e Activity Engagement: it refers to the volume of time, money, energy and resources customera spand o
related events like exchange of brand related information with others, recommendation to friends and relati
and membership in brand related clubs Ett. Following table summarize the components of customer based

brand equity.

Table 02: Components of Brand Equity.

Components Authors& Year Contributions

Farquahar (1990) Accessibility in terms of how quickly brand can be recalled from argm

Brand familiarity that help customer in purchase decision by minimizing

Hoyer and Brown (1990) and efforts

Brand

Awareness | Stephen J. S. Holden (1993) | Brand awareness acts as a signal to brand retrieval

David Aaker (1996) Brand recognition, brand recall, top of the mind test and brand docgina

Keller Parameswaran & Jacob

(2011) Depth of brand awareness and breadth of brand awareness

IJCRTICGTO73 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org 554


http://doi.one/10.1727/IJCRT.17193
http://www.ijcrt.org/

www.ijcrt.org © 2017 IJCRT | International Conference Proceeding ICGTETM Dec 2017 | ISSN: 2320-2882
IJCRT Publish Paper record is available at DOI: http://doi.one/10.1727/IJCRT.171 93

Brand association in terms of better product performance, strongel
reduction, and lower information costs

Brand association in terms of consistent perceived relevance of pr
attributes with consumer.

Farquahar (1989)

Farquahar (1990)

Brand association in terms of strength, favorability and uniquenessagiped

David Aaker (1996) attributes and benefits of products.

Brand Association: Brand Attributes (Product Performance) Benefitstidmal

Brand Kevin L. Keller (1993) benefits, experiential benefits and symbolic benefits) & Brand Attitude.

Association

Lassar, Mittal & Sharma (1995] Brand Performance

Rio, Vazquez & Iglesias (2001] Guarantee, personal identification, social identification and status

Brand Performance (Primary & Secondary Features, Reliability, Durak

Keller Parameswaran & Jacob Serviceability, Effectiveness, Efficiency & Price etc.) Brand Imagery (U

(2011) Profile, Purchase & Usage Situation, Personality, Values and Experience
Farquahar (1989) Positive Image in customer mind.
Farquahar (1990) Consumer’s belief that the brand has superior performance

Positive attitude about perceived quality among customer, retailers, distil
and other channel partners.

Overall Judgment of Customer about quality of product and its abilggttsfy

David Aaker (1992)

Brand | pavid Aaker (1996)

Attitude needs of customer.
Netemeyer et al. (2004) Perceived quality of product or brand.
Keller Parameswaran & Jacob Judgments: Brand Quality, Brand Credibility, Brand ConsiderationBaadd
Superiority & Feelings: Warmth, Fun, Excitement, Security, Social Approv
(2011)
Self Respect.
David Aaker (1991) Loyalty of customer towards brand.
Assael (1992) Consistent purchase of brand over a long period.of time with pregprice.
Brand
Resonance | Qliver (1999) Personal determinism and social bonding at the institutional and persaal
Keller, Parameswaran & Jacol Behavioral Loyalty, Cognitive Attachments, Sense of Community & Acti
(2011) Engagement
(Source: Compiled by Author from Various Sources)
Conclusion:

Research on branding is regarded as priority area in marketing field. The literabueand equity is significantly
contributed by researchers and academicians. The concept of brand equity has been dedimggenspectives.
Customer based brand equity is most important among the rest.

The analysis of above literature reveals that there is uniformity in the conception and compooestisnodér
based brand equity suggested by researchers. It is defined as favorable beliefs and behavior of tugstome
provide competitive advantage to the brand in maiketse beliefs and behavior are Brand Awareness, Brand

Association (Performance & Imagery), Brand Attitude (Judgments & feelings) and Brand Loyalty (Béhaviore
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Loyalty, Cognitive Attachments, Sense of Community and Activity Engagement). The customer laased br
equity pyramid suggested by Keller is a comprehensive model which systematically organizesailptireeats
discussed in literature review.

Customer based brand equity is the outcome of marketing efforts undertaken by business firms. It is a pas
concept which resides in customer mind and covers all mental nodes created in memory. Customer evalu
information of product systematically through these mental nodes and provides meanings to this informatic
Such passive concept can be tracked to measure the marketing performance of the business liietps This
business firms to achieve its financial goals i.e. wealth creation for shareholders. Current literaturegusaerec
the need to research how expenditure on brand building contributes to achieve supreme goals of business

1.e. shareholders’ wealth creation.

The nature of brand equity is holistic in nature and covers all kinds of customer needsdil@quggal needs,
physical needs, economical needs, social needs. The structure of brand equity contains four set of scales thr
which customer try to evaluate the ability of the product to satisfy all these kinds of f€estemer Based

Brand Equity is a set of four scales through which customer tend to measure the ability of the product to satisfy

his four kinds of needs. These four needs are Psychological Comfort, Physical Comfort, Economical Comfort

and Social Comfort he derives when he consume a product.”
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