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T

Brand Equ i ty  i s  a  wide ly  accepted concept .   But  i t  does not  lend i t se l f  to  a  s ing le  def in i t ion .

Resea rchers  have def ined i t  d i f fe ren t l y.    B rand equ i ty  i s  o f  pa ramount  impor tance due to

the cent ra l  and cr i t ica l  ro le  tha t  i t  p lays  in  max imiz ing the va lua t ion of  the f i rm.  The purpose

of  th i s  research paper  i s  to exp lore the d i f fe rent  perspect ives  on brand equ i ty  and present

a  s t rong case for  inc lud ing t rus t  as  one of  the components  of  brand equ i ty .  Ana lys i s  o f  t rus t

and i t s  impor tance in  the  deve lopment  o f  b rand equ i t y  cannot  be unders ta ted ,  g i ven  the

fact  tha t  t rus t  i s  v iewed as  the corner-s tone,  as  wel l  as  one of  the most  des i rab le  qua l i t ies

in  any  re la t ionsh ip .
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h e  b a s i c  i d e a  b e h i n d  b r a n d i n g  h a s  b e e n  t o

d is t ingu i sh  goods o f   one producer  f rom those

o f  o t h e r s .  T h e

word has been der ived

f r o m  a n d  O l d  N o r s e

w o r d  B r a n d r ,  w h i c h

m e a n s  ‘ t o  b u r n , ’  a s

b rands  were  and s t i l l

are the means through

wh ich  t he  owne r s  o f

l ivestock ident i fy  the i r

an ima ls .  According to

Fa r q u h a r  ( 1 9 8 9 ) ,  “A

b r a n d  i s  a  n a m e ,

s y m b o l ,  d e s i g n ,  o r

mark that enhances the

v a l u e  o f  a  p r o d u c t

beyond i t s  funct iona l

p u r p o s e . ”  B r a n d

Equ i t y  r ep re sen t s  a n

i m p o r t a n t  r e s e a r c h

a r e a  i n  t h e  f i e l d  o f

marke t ing .  The  concept  has  undergone a  se r ies  o f

e v o l u t i o n a r y  c h a n g e s  i n  i t s  u n d e r s t a n d i n g  a n d

const ruct .

O n e  o f  t h e  h o t t e s t

topics in market ing in

recent years has been

Brand equity.  A strong

a n d  p o w e r f u l  b r a n d

with af f i rmat ive brand

e q u i t y  h a s  s e v e r a l

rewards such as higher

marg ins ,b rand ex ten-

s i o n  o p p o r t u n i t i e s ,

m o r e  p o w e r f u l  a n d

e f f e c t i v e  c o m m u n i -

c a t i o n s  a n d  h i g h e r

consumer preferences

a n d  p u r c h a s e  i n t e n -

t i o n s  ( K e l l e r,  1 9 9 3 ;

R a n g a s w a m y  e t  a l . ,

1 9 9 3 ;  C o b b -Wa l g r e n

D r . B i l a l  M u s t a f a  K h a n , F a c u l t y , D e p a r t m e n t  o f  B u s i n e s s

A d m i n i s t r a t i o n , A l i g a r h  M u s l i m  U n i v e r s i t y  ( A M U ) , A l i g a r h

2 0 2 0 0 2 , U t t a r  P r a d e s h , E m a i l :  b i l a l m k h a n @ r e d i f f m a i l . c o m ;

k h a n b i l a l m u s t a f a @ g m a i l . c o m

M r . S y e d  A f r o z  S h a h i d , R e s e a r c h  S c h o l a r  -  B r a n d  E q u i t y

M a n a g e m e n t , D e p a r t m e n t  o f  B u s i n e s s  A d m i n i s t r a t i o n , A l i g a r h

M u s l i m  U n i v e r s i t y  ( A M U ) ,  A l i g a r h   2 0 2 0 0 2 ,  U t t a r  P r a d e s h ,  E m a i l :

a f r o z b i n s a l a m @ g m a i l . c o m
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et al., 1995). As a key asset (Ambler, 2003), much of the

research has focused on understanding how to create,

measure, and manage brand equity (Keller, 1993, 1998,

2007).

Since the late 1980s and the r ise of the value-based

management phi losophy, brand equity has developed

into one of  the key market ing concepts a l l  the way

through management theory and practice (Sr inivasan et

al . ,  2005). The need for convincing evidence of brand-

based equity creat ion has led to the growth of a wide

range of dif ferent brand equity models. To date in al l

p robab i l i t y  mo re  t h an  300  d i f f e r en t  mode l s  e x i s t

worldwide (Amirkhizi ,  2005).

Regardless of the sizeable body of brand equity models

(Leone et al., 2006) most brand equity models lack an

adequately precise theoretical basis (Raggio and Leone,

2006). In meticulous, mercantile approaches barely present

a conceptual framework for explaining the selection and

weight ing of thei r  deter minants .  However,  th is  bas ic

theoretical foundation is necessary in order to prevent

randomness. The projected approach towards trust-based

brand management represents such a theoretical basis for

the brand equity model presented in this paper.

Defining Brand Equity

A n  a t t e m p t  t o  d e f i n e  t h e  r e l a t i o n s h i p  b e t w e e n

cus tomer s  and  b rands  p roduced the  te rm  “b rand

equ i ty ”  in  the  marke t ing  l i te ra tu re .  The concept  o f

b r a n d  e q u i t y  h a s  b e e n  d e b a t e d  b o t h  f r o m  a n

a c c o u n t i n g  a n d  m a r k e t i n g  p e r s p e c t i v e ,  a n d  h a s

underscored the impor tance of  hav ing an endur ing

focus wi th in  brand management .  B rand Equi ty  i s  one

of  the most  popular  topics in  market ing ,  and bui ld ing

s t rong Brand Equ i ty  has  become essent ia l  for  many

organ iza t ions  s ince i t  y ie lds  a  number  of  market ing

advan tages  and  i nc reases  compan ies ’  compet i t i ve

st rength .  Before we t ry  to unders tand what  i s  brand

equi ty  le t  us  f i r s t  look in to the d i f fe rent  def in i t ions

proposed by the var ious scholars .  Some def in i t ions

o f  b r and  equ i t y  a s  found  i n  t he  l i t e r a tu res  a re  a s

fo l lows:

Table 1: Brands and their Dimensions

Sl. No.          Author                                                           Definition

1. Aaker (1991) A set of brand assets and l iabil it ies l inked to a brand, its name and symbol

that add to or subtract from the value provided by a product or service to a

firm and/or to that f irm’s customer.

2. Barwise (1993) A uti l ity not explained by measured attributes

3. Barwise (1993) A differentiated, clear image that goes beyond simple product preference

4. Broniarczyk & The value a brand name adds to a product

Alba (1994)

5. Farquhar (1990) The added value that a brand endows a product with

6. Keller (1993); The Differential effect that Brand knowledge has on the consumer response

Keller (1998) to the marketing of that brand

7. Moore (1993) The combination of brand awareness, l iking and perceptions

8. Park & Srinivasan The added value endowed by the brand to the product as perceived by the

(1994) customer

9. Keegan; Moriar ty & The value attached to a brand because of the powerful relationship that has

Duncan (1995) been developed between the brand and customers and other stakeholders

over time
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10. Keegan; Moriar ty & The incremental price that a customer wil l pay for a brand versus the price

Duncan (1995) for comparable product or service without a brand name on it

11. Keegan; Moriar ty & A long term relationship with those people who loyally buy the brand over

Duncan (1995) and over again

12. Duncan & Moriar ty The accumulated brand suppor t by al l stakeholders, not only by customers

(1997)

13. Duncan & Moriar ty A product of the total net brand suppor t of customers and stakeholders

(1998) that is determined by al l communication interactions of the company

14. Kerin & Sethuraman Off-balance sheet intangible brand proper ties embedded in a company ’s

(1998) brand

Brand Equity: Literature Review

The term came to light in 1980s and was defined as “The

added value with which a brand endows a product.”

(Farquhar,1989). This Definition looks rather simple at first

glance but it formed the basis for all the future studies.

Aaker  (1991) gave one of  the most  comprehens ive

definitions of Brand Equity as “A set of brand assets and

liabilities linked to a brand, its name and symbol that add

or subtract from the value provided to a firm and/or to that

firm’s customers.” The model given by him is as shown

below (See Figure 1).

Figure 1: Aaker’s Brand Equity Model
( S o u r c e :  A a k e r ,  D a v i d  A .  ( 1 9 9 1 ) .  M a n a g i n g  B r a n d  E q u i t y ,  N e w  Yo r k :  T h e  F r e e  P r e s s )

Name Awareness Pe rce i ved  Qua l i t y

B rand Loya l t y

Brand Associations

B r and  As se t s

Other Proprietary

Brand Equity

Provides value to firm by enhancing

• Ef f ic iency and ef fect iveness

of  market ing programmes

• Brand Loyal ty

• P r i ce /Ma rg i n s

• Brand Ex tens ion

• Trade Leverage

• Competi t ive Advantage

Provides value to the Consumer by

enhancing Consumers:

• Interpretat ion / processing of

informat ion

• Confidence in the purchase

decis ion

• User  sat i s fact ion
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Awareness

Brand awanress

The model incorporates five dimensions of brand loyalty,

name awareness, perceived quality, brand associations,

and other propr ietary brands assets (eg. dist r ibut ion

sy s tem) .  The  pe r fo rmance  o f  t he  b r and  on  t hese

dimensions determines the brand equity. The definitions

of  brand equ i ty  g iven by Fa rquhar  and Aaker  were

subsequently validated by the definitions of Keller (1993);

Simon and Suillivan (1993); Mahajan et al. (1994).  In 1996,

some scholars criticized the above mentioned definitions

on the ground of being too simplistic. Feldwick (1996)

argued that depending on the context brand equity can

assume three different meanings. At a given time brand

equity can be used to refer to brand narrative, brand

strength, and brand value. Thus Brand equity is a vague

concept and lacks measurabil ity and application in the

business environment.

Suppor ting  the conclusions of Farquhar and Aaker,  Kotler

et al. (1996)  defined  brand equity as “The value of a

brand, based on the extent to which it has high brand

loyalty, name awareness, perceived quality, strong brand

associations, and other assets such as patents, trademarks,

and channel  re la t ionsh ips.”  The concept got fur ther

strength from the works of Agarwal et al (1996), who tried

to validate the various measures of band equity. Aaker

(1996) came up with an upgraded model based on his

prev ious work on Brand equi ty and proposed a ten

dimensional brand equity model (See figure 2).

The lack of tangibility and clear definition for brand equity

as pointed out by Feldwick (1996) was fur ther suppor ted

by Ehrenberg (1997a). He was of the view that high brand

equity is the result of large sales and adver tising budget,

s ince consumers in h is  opin ion more often than not

preferred the larger brand names. However, his asser tion

was contradicted by Baldinger and Rubinson (1997), who

conducted a research which showed that  customer

attitudes can be measured with some level of validity and

that brands ( large or small ) do show a decrease of strength

when observed over  a long period of time.

According to Ehrenberg (1997b) who debated against

brand equity, it is very difficult to maintain differentiation

based on brand and that too in case of competitive brands

because in his views a unique brand as well as a successful

adver tising can and is imitated by the competition. Thus, it

Figure 2: Aaker’s Ten Brand Equity Dimensions

( S o u r c e :  A a k e r ,  D a v i d  A .  ( 1 9 9 6 ) .  M e a s u r i n g  B r a n d  E q u i t y

a c r o s s  P r o d u c t s  a n d  M a r k e t s ,  C a l i f o r n i a  M a n a g e m e n t  R e v i e w )

becomes very difficult for a brand to maintain sustainable

differentiation over a period of time. As per Cook (1997)

due to long-term product and company lifecycles there is

no substantial impact of adver tising on brand equity.

Adver tising campaigns add to the development of brand

equity over a period of time (Farr and Hollis, 1997).  The

attitude consumer ’s form regarding a brand leads to the

image the brand takes in their mind. The brand attitude

Association/

Differentiation

Perceived value Brand

Personality

Organizational

associations

Perceived quality/

Leadership

Perceived quality

Leadership

Market behaviour

Market Share

Price and distribution

indices

Loyalty

Price Premium

Satisfaction / Loyalty
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contributes to the brand image and would lead to brand

equity. Faircloth et al (2001) developed a stage model

suppor ting the argument. It was Chen (2001) who tried to

develop a model where he tried to identify the types of

association and the relationship between brand equity and

brand associations. He classif ied the brand association

into product association and organizational association.

The model developed by him is shown below (See Figure

3) .  He t r ied to bas ica l ly  s tudy the impact  of  brand

association on brand equity.

Figure 3: Chen Brand Association Model
( S o u r c e :  C h e n ,  A r t h u r  C h e n g - H s u i  ( 2 0 0 1 ) .  U s i n g  F r e e  A s s o c i a t i o n  t o  E x a m i n e  t h e  R e l a t i o n s h i p  b e t w e e n  t h e

C h a r a c t e r i s t i c s  o f  B r a n d  A s s o c i a t i o n s  a n d  B r a n d  E q u i t y ,  J o u r n a l  o f  P r o d u c t  a n d  B r a n d  M a n a g e m e n t )

Consumer Based Brand Equity

The chief proponent of Consumer based brand equity is

Keller (1993). Customer-based brand equity as defined by

him is the di f ferent ia l  ef fect of brand knowledge on

consumer response to the marketing of a brand. Keller

proposed an indirect approach to measure the level of

brand awareness using techniques such as aided and

unaided memory measures.  Next us ing branded and

unbranded products he tried to determine the effect of

brand knowledge on consumer response, thereby leading

to a measurement tool.

Park  and Sr in ivasan (1994) deve loped a survey-based

m e t h o d  o f  m e a s u r e m e n t .  T h i s  m e t h o d  c a l l s  f o r

gather ing consumer ’s  a t t i tudes and opin ions in  order

to come down to var ious factors  cont r ibut ing to the

brand equity.  Lassar et a l  (1995) developed a 17 point

sca le  wh ich  t r i e s  to  measu re  b rand  equ i t y  ac ros s

per for mance, va lue, socia l  image, t r ustwor th iness,  and

commitment .  Agarwal  and Rao (1996) came up wi th

an 11 point  sca le to measure consumer based brand

equi ty .  These measures of  brand equi ty  a re as  shown

in the f igure 4 .

Brand Associations

Organizational

Associations

Functional

Attribute

Associations

Product Associations

Non-Functional

Attribute

Associations

Corporate

Ability

Associations

Corporate

Social

Responsibility
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Figure 4: Eleven Measures of Customer-Based Brand Equity

(Source: Agarwal, Manoj K. and Rao, Vithala R. (1996). An Empirical Comparison of Consumer-Based Measures of Brand Equity, Marketing Letters)

F ina l l y,  Yoo and Donthu (2001)  deve loped a  mu l t i -

dimensional consumer based brand equity scale which

was based on the work of Aaker. The scale measures brand

equity across brand awareness, brand associations, brand

perceived quality and brand loyalty. The scale developed

by Yoo and Donthu (2001) was validated by Washburn and

Plank (2002) and suppor ted there scale to be a major step

towards development of a reliable scale to measure Brand

Equity.

Defining Trust

Trust has received a great deal of attention from scholars in

seve ra l  d i sc ip l i nes  such  as  psycho logy ,  soc io logy ,

economics, as wel l  as in more appl ied areas such as

management and marketing. This multidisciplinary interest

has added richness to the construct, but has also made it

difficult to integrate the various perspectives on trust and

to find a consensus on its nature. Never theless, a careful

rev iew of the extant l i terature reveals that conf ident

expectations and risk are critical components of a definition

of trust.

Rempel et.al. (1985) opine that development of trust is

based on past experiences and prior interaction. This idea

has also found suppor t from Ravald and Groonroos (1996)

who  fee l  t h a t  i t  o r i g i n a te s  and  deve lops  t h rough

experience, and Curran et.al (1998) who feels that it evolves

over a period of time.

Even though trust is a dynamic concept, one of the pre-

requ is i tes  of t rust  to ar ise is  the perceived r isk (e.g

Andaleeb, 1992; Mayer et. al. 1995; Rempel et.al. 1985).

This is inherently due to the fact that there could be

situat ions where the customer faces some degree of

uncer tainty or ambiguity in the  consumption expectations.

And t rus t  becomes operat iona l  when the indiv idua l

becomes vulnerable and when his decision outcomes are

based on uncer tainty and are impor tant to him/her (high

involvement purchase settings). In such a situation the

consumer looks for a trustwor thy brand which eliminates

all types of risk which may be inherent with the product

class. Table 1 represents cer tain types of risks which a

trustwor thy brand eliminates thereby reducing cognitive

dissonance.

Awareness

M1 – Recall

M2 – Familiarity

Preferences

M6 – Overall evaluation

M7 – Brand Index

M8 – Dollar metric measure

Perceptions/Attitude

M3 – Weighted attirbute score

M4 – Value for money

M5 – Quality of Brand name

Choice Intentions

M9 – Purchase intention

M10 – Brand specific coefficient

Actual Choice

M11 – Index of past

purchases
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Table 2: Brands, Risk and Risk Reduction

Sl.No        Type of Risk        Risk Reduction                                  Examples

1 Functional risk Will the product perform Brands such as airl iners (Boeing) reduce the

to expectations? immense risk involved.

Major reason why the fledgling Chinese aircrafts

manufacturers are finding the going uphill

2 Physical risk Does the product pose a Cosmetics, Medicines etc.

threat to the self and Reputed brands such as Dior, Ranbaxy, Pfizer

health? reduce such risk.

3 Financial risk Is the product wor th Brands with high emotional components or added

the price? values reduce financial risk as they justify the

premium price and thereby reducing dissonance.

(Rolls-Royce, BMW)

4 Social risk Will the product result Consumers prefer brands with self expressive

in embarrassment? benefits such as Harley Davidson and those which

are in sync with or enhance their social status. They

avoid brands which will cause embarrassment.

5 Time risk Will there be associated Usually with high-involvement products such

oppor tunity costs with a as purchase of an apar tment, laptop or a car.

product failure?Reduces If a wrong choice is made the buyer is stuck

search time. with the product.

Trust as a Component of Brand Equity

Inspired by the work of David Aaker (1991), we wish to

propose our own model for Brand Equity. The model tries

to  captu re  the  B rand equ i ty  d imens ions  re l a ted to

consumer perception. In addition to Brand Awareness,

Brand Association, Perceived quality and Brand Loyalty we

wish to incorporate the fif th dimension of Brand Trust in

the construct of Brand Equity.

 

Trust is viewed as the keystone and one of the most desired

traits in a relationship. It is the most impor tant attribute any

brand can own. It is also based on the consumer ’s belief

that the brand has speciûc qualities that make it consistent,

competent, honest, responsible and so on, which is in

line with the research on trust (eg Andaleeb, 1992; Doney

and Cannon, 1997; Larzelere and Huston, 1980).

Chaudhuri and Holbrook (2001) define Brand Trust as “The

willingness of the average consumer to rely on the ability

of the brand to perform its stated function.” Dawar and

Pillutla (2000), describe brand trust in terms of reliability

a n d  d e p e n d a b i l i t y .          

The most recent literature (Falkenberg , 1996; Hooley et

al., 2005; Srivastava et al., 1998, 2001) considers brand

equity as a relational market-based asset because it exists

outside the firm and resides in the relationships of final

users with brands. At the same time, the emergence of

re la t ionsh ip market ing as  a  dominant  focus of  both

marketing theorists and practitioners, suggests that trust is

the main factor on which a relationship is based.

The study of brand trust in the branding literature has not

flourished. Much of the interest in this issue has been

conceptual or theoretical in nature, and there has been

litt le empirical research into it. This lack of research is

pointed out by Chaudhuri and Holbrook (2001) who affirm

that the role of brand trust in the brand equity processes

has not been expl ic i t ly considered. Never theless,  i ts

impor tance has been theoret ica l ly  h ighl ighted in the

branding literature (Ambler, 1997; Sheth and Parvatiyar,
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1995) and in the current brand management practices

(Bainbridge, 1997; Kamp, 1999; Scott, 2000).

  

The Model attempts to capture the various facets of brand

equity from the perspective of the consumers.   Thus,

according to Bainbridge (1997) “A tr ustwor thy brand

places the consumer at the center of the world and relies

more on understanding real consumer needs and fulfi l l ing

them than the par ticular service or product. It is not merely

responsive, but responsible.” Realizing the impor tance of

brand trust in the construct of Brand Equity, we propose

the following model of brands equity as in Figure 5.

Conclusions

In spite of the agreement amongst researchers about the

value of brand equity, there is stil l no consensus regarding

its conceptualization and measurement. After an extensive

literature review, it can be said that there are various facets

of brand equity and no single definit ion captures the

essence of Brand Equity in its entirety. Rather, brand equity

should be thought of as a multi-dimensional concept that

depends on which knowledge structures are present in

the consumers’ minds and which actions a company can

take to capi ta l ize on the potent ia l  of fered by these

knowledge structures.

This study has several managerial implications as regards

to brand equity. First, in order to enjoy the substantial

competitive and economic advantages provided by brand

equity as a relational market-based asset, companies must

bui ld brand tr ust .  To that purpose a promise-centr ic

approach is needed when managing the brand.   It implies

to position the brand as a promise, as a set of expectations

that the brand offers a cer tain type and level of value.

Providing this value  on a consistent basis is at the hear t of

building strong relationships with consumers because they

develop a sense of trust that the brand will continue to

deliver that value.  When this happens, the brand can serve

as a catalyst for strengthening the relationship and for

forming a bond that competitors will find difficult to break.

This will be the foundation for the ongoing success and

sustained competitive advantage.

However,  compan ies  mus t  t a ke  ca re  not  to  assu re

everything for all people. They have to consider their own

Figure 5: Brand Equity Model

capabi l i t ies and the desi res of their  target consumer

segments before defining their promises of value. Once

they  a re  de fined  t hese  p rom i ses  have  to  be  kep t

consistently, especially when things change quickly and

buyers face great uncer tainty.

Second, since trust is built through experience, the more

positive experiences the consumer has with the brand,

the more trusting he or she is likely to become. As such,

investments in satisfaction programs, complaint handling

and in the design of communication and merchandising

strategies, that aid in creating and informing consumers

about the responsive att i tudes and behaviours of the

brands, are ways of building brand trust.

Third, history has proven that consumers will give second

chances to brands they trust (Harvin, 2000). Brands such

as Coca-Cola and Pepsi continue to thrive even after the

pesticide controversy.
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