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ABSTRACT


This research study investigates the brand identity and brand image of Wood Wood, and explores whether a gap 
 exists between the brand identity and brand image. A gap can lead to customer dissatisfaction and a low degree of 
 brand loyalty, therefore, bridging a brand identity and brand image gap is of particular importance.


This research study introduces a combination of research methods and concepts in order to investigates a potential 
 gap between brand identity and brand image. It explores Wood Wood’s brand identity by mapping the brand identity 
 traits through the brand identity prism. The consumer associations to Wood Wood that constitutes the brand image 
 is elicited through brand concept maps and examined through the dimensions of brand knowledge. Both the brand 
 identity and brand image is investigated using a mixed methodological approach in terms of quantitative and quali-
 tative research.


This research study concludes that a large gap exists between the Wood Wood brand identity and brand image. Align-
 ment only exists between the brand identity trait and core association Streetwear, as well as the brand identity trait 
 Understated and core association Minimalistic, which are considered synonymous. Moreover, two points of partial 
 alignment exists.


The research study explores a potential solution to bridge the brand identity and brand image gap by increasing 
customer-based brand equity through social media communication. This research study proposes that Wood Wood 
should focus on conveying their brand identity clearly, and establish brand salience, brand performance, brand im-
agery, brand judgments and brand feelings through social media communication. By achieving an increasingly active 
engagement from Wood Wood’s Facebook community through brand post vividness, interactivity, information and 
entertainment, Wood Wood are able to increase their customer-based brand equity.
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1. INTRODUCTION


In the field of brands and branding, a lot of literature focuses on how to establish strong brands among consumers. A 
 key element of strong brands is that the intangible product value exceeds the tangible value. The creative industries 
 are characterized by the value of products not being determined by its costs, but its intangible value and therefore, 
 the need for a strong brand is further emphasized in the creative industries (Lorenzen, Jones & Sapsed 2010). While 
 the literature on brand identity and brand image are both extensive, little research actually combines the two. Brand 
 identity should be understood as a manager constructed expression, which is differentiated from its competitors 
 (Kapferer 2012), while the brand image refers to consumers’ brand associations (Keller 1993). This research study 
 seeks to contribute to the academic discussion on how to measure these two topics in a comparative matter, in order 
 to identify a potential brand identity brand image gap. Bridging this gap is of particular importance, as the misalign-
 ment of brand identity and brand image can lead to decreased brand loyalty and customer dissatisfaction (Anisimova 


& Mavondo 2008). Moreover, there is no indication that prior literature combines the two conceptual frameworks; the 
 brand identity prism (Kapferer 2012) and Keller’s (1993) brand image concept, which examined through the brand con-
 cept mapping approach (John, Loken, Kim & Monga 2006). This means that currently no collective framework exists 
 for comparing the brand identity and brand image. Therefore, this study provides a key contribution to academia by 
 suggesting one way that these frameworks can be tested together. 


This problematization of the brand identity and brand image is of particular relevance, since this research study takes 
 place in the fashion industry, where intangible product value often are drivers of purchase. The research design is ap-
 plied to the case of Wood Wood, a Danish fashion brand established in 2002. Prior research has primarily focused on 
 investigating the brand image of well-known established brands. It is therefore, relevant to test the research design 
 and its applicability on a lesser-known brand such as Wood Wood. The degree of knowledge about the brand might 
 have an influence on the brand image (Böger, Kottemann, Meißner and Decker 2017), and thus also the size of the gap. 


Brands become obsolete if they do not use their ability to speak (Kapferer 2012) and it is therefore, relevant to ad-
 dress the brand identity and image gap in terms of communication. However, marketing communication has changed 
 dramatically the past decade, to also include the digital marketing environment in which, social media is the trendy 
 tool of communication. This new digital marketing environment can thus be utilized to bridge a potential brand iden-
 tity and image gap for Wood Wood. In this digital marketing environment, the need for strong brands are even further 
 emphasized, as the consumers’ loyalty are constantly tested, by competitors that are just a click away (Keller 2016). 


Having a strong brand therefore, becomes crucial in a digital marketing environment, where companies are able to 



(5)highlight and communicate their brand identity on social media. 


This leads to the following research question:


To what degree is the brand identity and brand image of Wood Wood aligned, and how can increasing the brand 
 strength through social media communication potentially bridge the gap?


The research study is divided into eight parts. First, a review of relevant literature is outlined, which will be utilized 
in relation to answering the research question. This literature can be divided into two sections, one that focuses on 
uncovering a potential brand identity brand image gap and the other, which contributes to bridging the identity and 
image gap through increasing the brand strength on social media. Second, a methodology section outlines the context 
of this research study and the research design including the data collection and processing. The third section is the 
analysis, which is split into two sections. The first section investigates the brand identity, the brand image separately 
to uncover whether a gap exists for Wood Wood. The second section investigates the current social media marketing 
communication of Wood Wood, and whether this contributes to building a strong brand. The analysis sections are 
followed up by a strategic advice, which includes specific recommendations for Wood Wood that can be utilized to 
build a stronger brand. Hereafter, a discussion of research design limitations follows. Finally, the conclusion outlines 
the results of the analysis sections and provides an answer to the research question.



(6)The literature review presents and outlines the 
 theoretical foundation of the research study. The 
 primary literature is concerned with four main topics: 


brand identity, brand image, strong brands and social 
 media. Each theoretical topic is presented as well as 
 outlined in terms of what it provides to this research 
 study. Moreover, relevant theory within the fields of the 
 theoretical topics is discussed to provide an overview of 
 the different fields of academic research. 



2. LITERATURE REVIEW



READER ’S GUIDE


BRAND IDENTITY


•  Brand identity prism


•  The six brand identity facets: 


Physique, Relationship, 
 Reflection, Self-Image, 
 Culture, Personality


•  Brand Personality Scale


BRAND KNOWLEDGE


•  Customer-based brand equity


•  Brand Awareness


•  Attributes


•  Benefits


BRAND MAPS


•  Brand Concept Maps


•  New Aggregation Rules


•  Advanced Brand Concept 
 Maps


BUILDING STRONG BRANDS


•  Customer-based Brand Equity 
 Model:


•  Brand Identity, Brand 
 Meaning, Brand Responses, 
 Brand Resonance


A NEW DIGITAL MARKETING 
 ENVIRONMENT


•  New opportunities for brands 


INTERACTIVE MARKETING 
 COMMUNICATION AND THE 
 CBBE MODEL


•  Impacts on CBBE Model: 


Identity, Brand Meaning, 
 Brand Responses, Brand 
 Resonance 


SOCIAL MEDIA’S ABILITY TO 
 BUILD STRONG BRANDS


•  Sequentially


•  Increases brand equity
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2.1 DEFINING A BRAND


Keller (1993) defines a brand as “a name, term, sign, symbol, or design, or combination of them which is intended to 
 identify the goods and services of one seller or group of sellers and to differentiate them from those of competitors” 


(Keller 1993:2). Moreover, the individual brand components make up the brand identity and the totality of the brand 
 (Keller 1993). Additionally, according to Kapferer (2012) brands only exist if utilize their ability to speak. If they 
 neglect this opportunity, brands end up becoming obsolete (Kapferer 2012). Brands are thus considered speech and 
 branding becomes a matter of communication. 



2.2 BRAND IDENTITY


In order to establish a potential gap between the brand identity and brand image, both of these components needs to 
 be defined. The following section describes the topic of brand identity, focusing on Kapferer’s (2012) brand identity 
 prism and Aaker’s (1997) brand personality scale. The brand identity prism is used as it provides a holistic approach, 
 which uncovers the entirety of the brand identity, while Aaker’s brand personality is substituted for the brand per-
 sonality facet. 



2.2.1 THE BRAND IDENTITY CONCEPT


According to Kapferer (2012) the topic of brand identity has been somewhat neglected, despite the extensive atten-
 tion on branding in literature. Kapferer (2012) suggests that there are several ways the word identity is used, and 
 therefore, describes three branding scenarios: identity of opinion, identity cards and identity crisis.


Identity of opinion refers to a shared belief among people. The branded communication indicates that the brand iden-
 tity is the common element of belief, which sends a unison message across products, actions and communications. 


This is particularly important for diverse product mixes, where consumers may believe that they are dealing with 
 several companies. An identity card is a personal, non-transferable document stating the name and unique features 
 so that they are instantly recognizable. When companies grow, some of the distinct features may change, while some 
 remain the same. Consequently, the identity is not necessarily fixed over time, which potentially can result in an 
 identity crisis, where the company is left with the question of ‘who am I?’ (Kapferer 2012). 


Brand identity is not a graphic identity charter nor is it a brand positioning. Kapferer (2012) argues that both are 
relevant, but they do not create the brand identity. Brands and agencies emphasize the graphic identity charter, but 
what is in fact important is the key message, that is derived from the identity. Brand positioning often functions as 



(8)a distinguishing element in relation to competitors. However, positioning arises based on products, which are by 
 definition comparative, and an identity is not, and does not account for the full potential and richness of the brand. 


Lastly, positioning does not say anything about the communication style or form (Kapferer 2012). 


Kapferer (2012) argues that the approach for establishing what brand identity is, has been too analytical, and often 
 leaves both companies and consumers in a mess. Therefore, a more theoretical approach must be adopted, one that 
 leaves the traditional approach of stimuli and response. A constructivist theorizing approach to communication is 
 necessary, meaning that when a brand communicates, then a representation of the sender and the recipient is con-
 structed as well as the specific relationship between the two. This theoretical approach to communication results in 
 the brand identity prism (Kapferer 2012). 



2.2.2 THE BRAND IDENTITY PRISM


In the following section an overview of the Brand Identity Prism will be provided.


The brand identity prism contains two dimensions and six facets. The first dimension distinguishes between the 
 picture of the sender and the recipient. The second dimension distinguishes between externalization and internaliza-
 tion. Externalization refers to going from picture of sender to picture of recipient and includes the facets: physique, 
 relationship and reflection. Internalization includes the facets: personality, culture and self-image (Kapferer 2012). 


Personality 


Kapferer (2012:158) 


EXTERNALIZATION INTERNALIZATION


PICTURE OF RECIPIENT
 PICTURE OF SENDER


Relationship 


Reflection
 Physique


Self-image 
 Culture


FIGURE 1: BRAND IDENTITY PRISM
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 identity prism. 


2.2.2.1 PHYSIQUE


Closest to the picture of the sender on the externalization side is the physique facet. Physique refers to all salient 
 objective features, both the existing and the emerging ones. Physique is product related and therefore, adds tangi-
 ble value to brands. Many brands experience issues with physique, as they do not provide sufficient functionality. 


Moreover, this facet includes the brand’s prototype, which is the product that represents the brand qualities to the 
 largest extent (Kapferer 2012). 


2.2.2.2 RELATIONSHIP


Brands are placed in the moment of exchange and therefore, engages in relationships with consumers. How brands 
 wants to be perceived by consumers can define a mode of conduct for the company, which translates into how they 
 act, deliver services, and in particular how they relate to consumers. The word ‘relate’ is closely connected to both 
 the words ‘relation’ and ‘relationship’. So when companies try to ‘relate’ to consumers, a relationship is established, 
 no matter if it is a one way or a two-way relationship (Kapferer 2012). 


2.2.2.3 REFLECTION


Reflection refers to the image of the buyer/user. Reflection describes how customers wish to be perceived by others 
 as a result of using the product. Reflection does therefore, not necessarily bear any resemblance to the target group 
 (Kapferer 2012). 


2.2.2.4 SELF-IMAGE


A consumer’s attitude towards a brand, creates an inner relationship within the consumer. This relationship pinpoints 
 a self-belief that fosters a sense of belonging but also result in consumers overspending on account of building 
 self-belief (Kapferer 2012). 


2.2.2.5 CULTURE


The cultural facet is the most important one in the identity prism, since “Strong brands are a vision for the world. 


They are much more than product benefits or a personality; they are an ideology too” (Kapferer 2012:159). There is a 
direct link between cult and culture, and people have a tendency to follow ideals, values, causes and ideas. There-
fore, brands must initially define what they stand for, through a sociological approach, rather than a psychological. 



(10)The sociological approach should be adopted because society is constantly changing, creating new societal clusters, 
 which in turn spawns new opportunities for companies. Consequently, brands must explicitly convey the ideological 
 foundation as an answer to what may be perceived as a social crisis by a consumers sub-group. In that sense brands 
 must thus become cultural champions in meeting consumers demand for meaningfulness. Thereby, brands can build 
 their own cults, which product attributes cannot do by themselves. Furthermore, the hyper consumption in advanced 
 countries creates a feeling of emptiness among consumers, which no accumulation of goods can address (Kapferer 
 2012). 


2.2.2.6 PERSONALITY


Brands build characters with a personality through communication. The personality is defined by how the brand 
 speaks of its products and indicates how it would be as a person. The brand personality is measured by human 
 personality traits that meet the psychological task of making the consumer able to identify with this personality or 
 project themselves onto it (Kapferer 2012). 



2.2.3 THE BRAND PERSONALITY SCALE


While the identity prism entails a personality facet of its own, the literature on brand personality is quite extensive. 


The predominant view on brand personality is however, derived by Aaker (1997) and will be covered in the following 
 section, discussing it as a potential substitute for the personality facet. 


Aaker (1997) defines brand personality as “the set of human characteristics associated with a brand” (Aaker 1997:347). 


Aaker (1997) argues that personality traits derived directly from psychology are not always applicable, since they are 
 not validated for brands. Aaker (1997) therefore, employs a grounded theory approach to create a validated personal-
 ity scale for brands that is generalizable across product categories. 


Aaker’s (1997) research study resulted in an item scale with 42 brand personality traits. The personality traits are split 
 into facets with representing traits, so that each facet is sufficiently broad and deep, while it implies the meaning 
 of the personality traits of that facet. There are five dimensions of brand personality with corresponding sub dimen-
 sions: sincerity (down-to-earth, honest, wholesome and cheerful), excitement (daring, spirited, imaginative and up-
 to-date), competence (reliable, intelligent and successful), sophistication (upper class and charming) and ruggedness 
 (outdoorsy and tough). 


The framework bears resemblance to the human personality model ‘the big five’, which is the dominating model with-
in human psychology (Aaker 1997). Furthermore, Kapferer’s (2012) personality facet in the identity prism is based on 
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2.2.4 CRITIQUE OF THE BRAND PERSONALITY SCALE


As a response to Aaker’s (1997) dominating position on the topic of brand personality, Kapferer posts a critique of the 
 brand personality framework. Kapferer (2012) argues that Aaker’s personality traits are wrongfully applied to brands, 
 since they are based too much on procedures of advertising agencies (Kapferer 2012). As a result of this, Azoulay & 


Kapferer (2003) claims that Aaker disregards the academic progression in the field of personality within psychology. 


Moreover, Aaker’s five dimensional brand personality scale only relates to three out of five dimensions of ‘the big 
 five’. Consequently, the brand personality, being only one of the facets in the brand identity prism, will overlap with 
 the other brand identity facets (Azoulay & Kapferer 2003). 


Azoulay & Kapferer (2003) criticize Aaker’s brand personality definition, deeming it insufficient. Moreover, this defini-
 tion’s contribution to many studies has resulted in them sharing the same flaw of being too loose in their definition. 


Therefore, Azoulay & Kapferer (2003) argue that a more concise definition should be adopted and suggests the new 
 definition “brand personality is the set of human personality traits that are both applicable to and relevant for brands.” 


(Azoulay & Kapferer 2003:153). 


Despite Azoulay & Kapferer’s (2003) critique, Aaker’s brand personality scale remains the most comprehensive per-
 sonality scale that is both applicable to and validated for brands. It is thus Aaker’s brand personality scale that will 
 be utilized to establish the brand personality facet. 


BRAND PERSONALITY


SOPHISTICATION


Upper class
 Charming


SINCERITY


Down-to-earth
 Honest
 Wholesome


Cheerful


EXCITEMENT


Daring
 Spirited
 Imaginative


Up-to-date


COMPETENCE


Reliable
 Intelligent
 Successful


Aaker (1997:352) 


RUGGEDNESS


Outdoorsy
 Tough


FIGURE 2: THE BRAND PERSONALITY FRAMEWORK
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2.3 BRAND KNOWLEDGE 


Following the definition of the brand identity, it is necessary to establish the brand image, in order to detect a 
 potential gap between the two. The brand image employs a consumer perspective of the brand and is related to cus-
 tomer-based brand equity. The following section will therefore, describe the topic of customer-based brand equity, 
 through the use of Keller (1993). Keller’s perspective on customer-based equity is utilized as it provides an extensive 
 framework for understanding brand image. 



2.3.1 CUSTOMER-BASED BRAND EQUITY


Keller (1993) defines customer-based brand equity as “the differential effect of brand knowledge on consumer response 
 to the marketing of the brand.” (Keller 1993:8). The differential effect describes the difference in consumer response 
 to the marketing of a brand, compared to the same marketing mix of an unnamed version of the product. Consumer 
 response to marketing is defined as “consumer perceptions, preferences, and behavior arising from marketing mix 
 activity (e.g., brand choice, comprehension of copy points from an ad, reactions to a coupon promotion, or evaluations 
 of a proposed brand extension).” (Keller 1993:8). High customer-based brand equity can result in enhanced revenue, 
 lower costs and greater profits (Keller 1993). 



2.3.2 UNDERSTANDING BRAND KNOWLEDGE


A company’s most valuable asset is the brand knowledge in the mind of consumers, meaning what comes to mind 
 when consumers think of the brand. The content and structure of brand knowledge is vital, as it influences consumer 
 response and decision-making as well as the effectiveness of marketing activities, which ultimately leads to high cus-
 tomer-based brand equity. Brand knowledge consists of brand nodes in consumer memory, that entail stored informa-
 tion connected by links that vary in strength. Moreover, spreading activation refers to when nodes become sources 
 of activation for other nodes. When the activation of other nodes exceeds some threshold level, information in those 
 nodes is recalled and the strength of the links between the nodes determines the extent of the spreading activation. 


Nodes become activated either through external information or internal information that is retrieved from long-term 
memory. Brand knowledge is distinguished through two dimensions: brand awareness and brand image (Keller 1993). 
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2.3.3 BRAND AWARENESS


Brand awareness refers to the brand node’s strength in memory and consumers ability to identify the brand under 
 different conditions. Brand awareness includes consumers’ ability to recognize and recall brands. Brand recognition 
 refers to consumers confirming their prior exposure to the brand, when given cues. Brand recall describes consumers’ 


ability to cognitively retrieve the brand when provided with specific product categories. Brand recognition and recall 
 depends on consumers purchasing behavior. Furthermore, brand awareness relates to brand familiarity, which is 
 defined as “the number of product-related experiences that have been accumulated by the consumer (through product 
 usage, advertising, etc.).” (Keller 1993:10). Greater familiarity leads to increased brand awareness.


Brand awareness influences the consumer decision-making process in three ways. First, it is important that consum-
 ers recall the brand when they consider a product category, thus making the brand a member of the consideration set 
 for purchase. Secondly, brand awareness influences decisions regarding brands in the consideration set, even if there 
 is a lack of brand associations. Consumers generally buy familiar, well-established brands and in low involvement 
 decision settings, a minimum level of brand awareness may be adequate for making purchase decisions. Low involve-
 ment settings occur from either a lack of consumer motivation “consumers do not care about the product or service” 


or a lack of consumer ability “consumers do not know anything else about the brands” (Keller 1993:3). Finally, brand 
 awareness is a precondition for creating brand image, meaning that if consumers are not aware of the brand, brand 
 nodes have not been established in memory (Keller 1993).


Brand
 Knowledge


Brand 
 Awareness


Brand 
 Image


Brand 
 Recall


Brand 
 Recognition


Types of Brand 
 Associations
 Favourability


Strength


Uniqueness


Attributes


Benefits


Attitudes


Non-Product-
 Related


Product-
 Related


Functional


Experimental


Symbolic


Price


Packaging


User Imagery


Usage Imagery


Keller (1993:7)


FIGURE 3: DIMENSIONS OF BRAND KNOWLEDGE
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2.3.4 BRAND IMAGE


Brand image is defined as “perceptions about a brand as reflected by the brand associations held in consumer memory” 


(Keller 1993:3). Brand associations are linked to brand nodes in memory and the information stored conveys the brand 
 meaning to consumers. The brand image consists of the favorability, strength and uniqueness of associations, which 
 determine consumers’ differential response to the brand, especially in high involvement decision settings. There are 
 three categories of brand associations, attributes, benefits and attitudes (Keller 1993). 


2.3.4.1 ATTRIBUTES


Attributes refer to the descriptive features that characterize a product and what consumers consider the product to 
 be and what is involved with the purchase or consumption. Attributes are distinguished according to how directly 
 they relate to the product performance, as being either product-related or non-product related. Product-related at-
 tributes refer to the physical composition of a product and the components necessary for performing the product 
 function sought by consumers. They are therefore, very context dependent in terms of product category. Non-prod-
 uct-related attributes refer to the external aspects related to purchase and consumption. There are four types of 
 non-product-related attributes: price information, packaging or product appearance information, user imagery and 
 usage imagery (Keller 1993). 


Product price is a necessary step in the purchasing process, but is typically not related directly to the product 
 performance. However, consumers often treat price as being synonymous with product value, and tend to organize 
 product category knowledge in terms of price tiers for different brands. Packaging or product appearance is part 
 of the purchase and consumption process, but is not directly related to product performance. User imagery is the 
 consumer perception of the type of person using the product, while usage imagery describes the types of situations 
 where the product is used. User imagery may be formed on the basis of demographic factors (sex, age and income) 
 and psychographic factors (career attitudes, possessions and the environment) among other factors. Usage imagery 
 relates to the time (day, week and year) or location, or the type of activity (inside or outside), among other aspects. 


User and usage imagery is either formed directly from consumers’ own product related experiences or indirectly 
 through company brand advertising or word-of-mouth (WOM). In addition, brand personality attributes, where brands 
 are described as ‘youthful’ and ‘colorful’ are often the result of the underlying user or usage imagery which can reflect 
 emotions or feelings evoked by the brand (Keller 1993). 


2.3.4.2 BENEFITS


Benefits refer to the value consumers attach to the attributes, meaning what consumers think the product can do 



(15)for them. There are three types of benefits: functional, experiential and symbolic. Functional benefits are linked to 
 consumers basic motivations for product consumption, such as psychological and safety needs or problem removal. 


Experiential benefits satisfy needs such as sensory pleasure, variety and cognitive stimulation and relates to how it 
 feels when using the product. The functional and experiential benefits serve more consumer intrinsic aspects and are 
 often linked to product-related attributes. Symbolic benefits, on the other hand, are more related to the extrinsic ad-
 vantages of using a product and usually correspond to the non-product-related attributes. Symbolic benefits revolve 
 around the needs for social approval, social expression and outer directed self-esteem that can be nurtured through 
 prestige or exclusivity products, which, relate to consumers self-concept. Symbolic benefits are therefore especially 
 relevant for socially visible ‘badge’ products (Keller 1993). 


2.3.4.3 ATTITUDES


Brand attitudes refer to consumers overall evaluation of a brand and are often the basis for brand choice. Consumers 
 salient associated brand attributes and benefits forms their attitudes towards the brand. In addition, brand attitudes 
 formed from consumers direct experiences are easily accessible compared to those based on indirect information or 
 behavior. Moreover, highly accessible attitudes are more easily activated spontaneously upon exposure to the brand 
 and can therefore, affect brand choices (Keller 1993). 


2.3.4.4 FAVORABILITY, STRENGTH AND UNIQUENESS


The presence of strong, favorable evaluated associations that are unique for the brand and imply superiority to other 
 brands, are critical to a brand’s success. Attributes, benefits and attitude associations can vary according to favora-
 bility, strength and uniqueness. 


Brand associations must be evaluated favorably so that consumers believe the brand has attributes and benefits 
 that satisfy their needs so that a positive brand attitude is formed. Moreover, consumers’ evaluative judgment only 
 applies if they deem an attribute or benefit to be important. Brand associations may be evaluated according to partic-
 ular contexts, purchase situations or to consumers’ particular goals in decision-making (Keller 1993).


The strength of information connected to the brand node can also characterize associations. The strength depends 
on encoding and storage of information. Encoding refers to how the information enters consumer memory and how 
much consumers think about the information. Storage describes how the information is maintained as part of the 
brand image and the manner of how consumers think about the information. Stronger associations are created when 
consumers actively think and elaborate on product information. Moreover, the strength enables information to be 
easily retrieved through spreading activation. In addition, associations come to mind depending on the context in 



(16)which the brand is considered (Keller 1993). 


The uniqueness of brand associations focuses on brands having a unique selling proposition that provides consumers 
 with a compelling reason to purchase that product, since the brand will likely share some associations with compet-
 itors. However, shared associations can help define the scope of competition and establish product category mem-
 bership. The unique aspect can be communicated both explicitly and implicitly, by either making direct comparisons 
 with competitors or without stating a competitive point of reference (Keller 1993). 


A set of associations can be tied to a product category, which includes overall attitudes towards all category mem-
 bers. Product category attitudes can be an important determinant for consumer response, since brand associations 
 are often shared among brands belonging to the same category. In addition, the strength of brand associations 
 with the product category influences brand awareness. User imagery or usage imagery associations, tend to be 
 unique, whereas benefits and particularly attitudes tend to be more evaluative. Benefit associations are often more 
 memorable than attribute information. However, attributes are necessary to create favorable benefit associations. 


Furthermore, benefits and attitudes are often more durable and accessible in memory, than the underlying attribute 
 information, due to the prominent evaluative aspect. Attitudes are therefore, stored and retrieved separately from 
 the underlying attribute information (Keller 1993). 


2.3.4.5 CONGRUENCE 


Other brand associations can influence the strength and favorability of existing brand associations in memory. Con-
gruence is defined “as the extent to which a brand association shares content and meaning with another brand as-
sociation.” (Keller 1993:7). Congruence determines the cohesiveness of the brand image through sets of associations 
with shared meaning. Congruence refers to how easily existing brand associations can be recalled and how easily 
additional associations can become linked to the brand. Furthermore, consistent information related to existing 
brand associations are more easily encoded and recalled than unrelated information. Consumers may expect brands 
to have some specific additional associations given that they have certain associations tied to them. Brands with a 
low level of congruence can experience a number of issues. Consumers can get confused about the brand meaning due 
to lack of information and therefore, experience trouble with relating additional information. This results in weaker 
and less favorable additional associations. In addition, brand associations can be more easily changed by competitive 
actions. Finally, consumers can overlook potentially relevant brand associations when making brand choices, due to 
their lower recall of additional information that lacks consistency (Keller 1993). 



(17)2.3.4.6 SECONDARY ASSOCIATIONS


Secondary associations can arise from consumers brand beliefs and inferred associations, which can be based on 
 information directly related to the product. Consumers may for instance, infer a high level of product Quality from 
 a high price as well as certain attributes or benefits such as prestige or social status. Inferred associations can also 
 occur when the brand association itself is linked to other information in memory that is unrelated to the product. The 
 brand can become identified with this other information and consumers may infer that the brand shares associations 
 with another entity, thus producing secondary associations. Secondary associations are often related to consumer 
 perceptions of attitude or credibility, such as expertise, trustworthiness and attractiveness, or more specific attri-
 butes and benefits related to the product meaning. Secondary associations can be based on another company, the 
 country of origin, the distribution channels, celebrity endorsers or events. A brand can be identified with a particular 
 company, meaning that the existing associations for that company may become secondary associations for the brand. 


Secondary associations can therefore, be leveraged in order to create favorable, strong and unique associations that 
 might not be present otherwise (Keller 1993).



2.3.5 THE IMPACT OF CUSTOMER-BASED BRAND EQUITY


High levels of brand knowledge increase the likelihood of brand choice, consumer and retailer loyalty and decrease 
 vulnerability to competitive marketing actions. In addition, brand loyalty “occurs when favourable beliefs and atti-
 tudes for the brand are manifested in repeat buying behaviour.” (Keller 1993:8). Brand knowledge leads to increased 
 effectiveness of marketing communication as well as increased support of licensing opportunities and brand exten-
 sions. Furthermore, brand image in particular, enables higher price margins and consumers exhibit more inelastic 
 responses to price increases. Of all the image aspects, brand attitude has the strongest effects on responses to prices 
 and consumers are more willing to pay premium prices for brands with a positive image. 


According to Keller (1993) no single number captures brand equity, it is a multi dimensional concept that depends on 


“what knowledge structures are present in the minds of consumers and what actions a firm can take to capitalize on 
 the potential offered by these knowledge structures.” (Keller 1993:14). Companies should therefore, define the knowl-
 edge structures that they hope to create in consumer memory, specifying the desired levels of awareness, favorabil-
 ity, strength and uniqueness in relation to the different types of associations (Keller 1993). 



2.4 BRAND IDENTITY PRISM & BRAND IMAGE


The two frameworks utilized to conceptualize both the brand identity and brand image clearly have different per-
spectives and advantages. Both Kapferer’s identity prism and Keller’s understanding of brand knowledge and custom-



(18)er-based brand equity are extensive holistic frameworks that have been theoretically developed; however, neither of 
 them has been empirically validated. 


Kapferer (2012) primarily employs an inside-out perspective, by addressing the brand identity as the primary force of 
 a company. The brand identity prism is a proactive tool for brands, since it focuses on the phase prior to companies 
 starting their operations. Therefore, it is harder to apply to already existing brands with established brand percep-
 tions, as these are unaccounted for. On the other hand, Keller (1993) focuses primarily on the consumer perceptions 
 of the brand, thus employing an outside-in perspective. Keller’s (1993) framework therefore, only becomes relevant 
 when companies have started their endeavors. Therefore, the operationalization of this framework is reactional, as it 
 focuses on which nuances of a brand that consumers respond to, which enables the brand to react. An inside-out and 
 outside-in approach in terms of research is therefore, necessary to address the alignment between the brand identity 
 and brand image.



2.5. BRAND MAPS


The key to create brand equity involves establishing the brand image, and thus entails identifying a network of asso-
 ciations in the mind of consumers. Mapping these associations therefore, becomes an effective tool as it “... not only 
 identifies important brand associations but also conveys how these associations are connected to the brand and to one 
 another” (John, Loken, Kim & Monga, 2006:549). The following section describes the topic of brand maps in relation to 
 eliciting salient consumer associations through three different methods.


According to John et al. (2006) there are two different sets of techniques, which can be utilized to construct brand 
 maps: consumer mapping and analytical mapping. Consumer mapping focuses on eliciting brand associations directly 
 through qualitative interviews, followed by consumers constructing the association networks. The Zaltman’s Met-
 aphor Elicitation Technique (ZMET) as an example of this method, which employs interviews to identify core brand 
 associations. Afterwards, in-depth interviews are utilized to establish the links between associations. However, this 
 method is time consuming and requires trained interviewers, which is uncommon in most marketing departments. 


Analytical mapping also relies on eliciting associations from consumers, but analytical methods are utilized to con-
struct brand association networks. John et al. (2006) argues that this can be done through network analysis. Network 
analysis employs network algorithms where consumers brand perceptions are utilized as subjects to create brand 
association networks. Analytical mapping is therefore, less labor intensive, but does require statistical techniques, 
which is uncommon for marketing researchers. John et al. (2006) suggests a simpler and more standardized approach 
to constructing brand maps, the consumer mapping technique referred to as brand concept maps (BCM). This method 



(19)does not require a wide variety of technical skills and is less time consuming (John et al. 2006). Due to its simplicity 
 and ease of application, the BCM approach developed by John et al. will be utilized in this research study to explor-
 atory discover consumers’ networks of associations, which jointly constitutes the brand image. The following section 
 outlines the BCM approach. 



2.5.1 BRAND CONCEPT MAPS


BCM is a consumer mapping process based on salient brand associations, which aims at identifying and establishing 
 consumer brand associations and interrelations. Individual consumer maps are constructed and are then aggregated 
 into one consensus map. The BCM process consists of three stages: elicitation, mapping and aggregation (John et al. 


2006). 


2.5.1.1 ELICITATION


The elicitation stage seeks to identify consumers salient associations. According to John et al. (2006) there are two 
 approaches: utilizing existing market research or conducting a survey.


John et al. (2006) develops four criteria that should be adhered to in the elicitation stage when salient associations 
 are uncovered. 1) The population utilized in the elicitation stage should be identical to the one in the mapping stage. 2) 
 The data should be based exclusively on open-ended questions, when gathering consumer responses, as open-ended 
 questions allows consumers to voice their specific opinions about the brand in their own words. 3) Only the most 
 frequently mentioned brand associations are included in the mapping stage, where John et al. (2006) employees a 
 frequency measure of 50%. 4) When phrasing the salient associations for the mapping stage, consumers own wording 
 should be retained (John et al. 2006). 


The first criteria contradicts the notion that utilizing existing market research is possible, since it would be highly 
 unlikely that the population utilized in the elicitation stage could also be utilized in the mapping. The two approaches, 
 utilizing existing market research and conducting a survey are deemed equally reliable. Therefore, there should be 
 fairness between the two, and a survey approach should not be obliged to follow this criteria, since utilizing existing 
 market research is unlikely to do so. Relying on existing market research is definitely less time consuming than the 
 survey approach. However, eliciting salient associations from the same population utilized in the mapping stage may 
 ensure that participants feel a stronger connection to the salient associations (John et al. 2006). 


John et al. (2006) deviates from their own method, by offering a company to add associations to the pool of salient 



(20)associations elicited from consumers. When utilising BCM as a representative of brand image in order to understand 
 customer-based brand equity, then it is only consumers’ associations that are relevant, not the brand’s own associa-
 tions to themselves. Consequently, John et al.’s (2006) deviation might interfere with the outcome of the method by 
 having the company associations included in the mapping stage.


2.5.1.2 MAPPING


The mapping stage focuses on constructing the individual consumer maps, and the first criteria of the elicitation 
 stage should be adhered to. Participants are asked about their associations to a given brand and handed cards with 
 the salient associations from the elicitation stage. Participants then pick the cards that reflect their perceptions 
 about the brand. Blank cards are also provided, in case any salient associations have been overlooked in the elicita-
 tion stage. Furthermore, participants are given another set of cards with single, double and triple lines that indicates 
 the strength between the brand and associations. Hereafter, participants are shown an example of a constructed BCM, 
 and are instructed on how to build one of their own, using the association cards and the strength cards (John et al. 


2006). 


2.5.1.3 ORIGINAL AGGREGATION RULES


The aggregation stage focuses on aggregating the individual consumer maps, constructed in the mapping stage, into 
 one representative consensus map, that reflects consumers core associations to the brand.


There are five rules that must be adhered to in the aggregation stage.


1) The core brand associations are identified measuring the frequency of mentions and the interconnections. Asso-
 ciations are added to the consensus map, if they fulfill the criteria of a) being included on a minimum of 50% of the 
 maps, or b) being included on 45-49% of the maps, if the association have the same amount of interconnections as the 
 brand associations that fulfill criteria a. This is based on the notion that a high degree of interconnectivity indicates 
 centrality in the maps. 


2) Associations directly linked to the brand, also known as first-order brand associations, are identified measuring 
 the frequency of first-order mentions, the ratio of first-order mentions and the type of interconnection. First order as-
 sociations are added to the consensus map if they have a first-order mention ratio of 50% in the individual maps and 
 have more superordinate connections than subordinate. Superordinate refers to an association being placed above 
 other associations, whereas subordinate refers to an association being placed below other associations. 


3) The core brand associations connected with the first-order associations are identified measuring the frequency of 



(21)links between particular core associations. Associations are added to the consensus map if they meet the inflection 
 point. The inflection point refers to the point in a frequency plot where a drastic increase of mentions occurs. 


4) The non-core brand association links are identified by measuring the frequency of association links. The non-core 
 association links are added to the consensus map if they are connected to a core brand association and if the connec-
 tion meets the inflection point. 


5) The strength between associations are identified by measuring the mean number of lines, single, double or triple, 
 that links each association in the individual maps, rounded to the nearest integer (John et al. 2006).



2.5.2 CRITICAL ISSUES REGARDING BRAND CONCEPT MAPS


Despite the BCM approach gaining a sound academic status, the method has been revised by Böger et al. (2017). 


Böger et al. (2017) acknowledge this method’s valuable contribution to understanding the brand image, but present a 
 number of drawbacks of the method. They address four critical issues related to the aggregation stage and provides 
 possible solutions to each of them, in order to create a new set of aggregation rules (Böger et al. 2017). The critique of 
 the original aggregation stage are of particular importance as John et al. (2006) describes that the aggregation stage 
 easily can be inflected by aggregation bias which negatively impacts the validity and reliability of the BCM method. 


The critical issues presented in the following section has therefore, been taken into consideration and Böger et al.’s 
 (2017) new aggregation rules are therefore, utilized as a substitute in this research study for the original aggregation 
 rules of John et al. (2006). In addition, the research study provides academic contribution in terms of the aggregation 
 rules; since it most likely is the first time that the aggregation rules of Böger et al.’s (2017) are tested empirically. 


The four critical issues presented relate to: the selection of first-order associations, the link between core associa-
 tions, the inflection point and the threshold to select core brand associations (Böger et al. 2017). 


1) The original BCM aggregation rules states that first-order associations must be core associations with a high fre-
 quency of first-order mentions in the individual maps, as well as more superordinate than subordinate connections. 


Böger et al. (2017) argues that this rule is not justified by John et al. (2006), and suggests that they sought to favor as-
sociations that triggered other associations. Böger et al. (2017) argues that some brand associations should be added 
to the consensus map despite not having any superordinate connections. A brand logo could have a 100% first-order 
mentions, but no superordinate connections, and would thus be ruled out of the consensus map following John et 
al.’s (2006) aggregation rules as it would not be frequently enough linked to other associations. This could potentially 
result in brand managers falsely believing that consumers do not consider the logo to be connected to the brand and 
therefore, they could change the logo as a result. Böger et al. (2017) argues that changing the rule to equal or greater 
amount of superordinate than subordinate connections would not be sufficient, because if just one participant uses 



(22)the brand logo as a second order mention, then it will not be added to the consensus map. Böger et al. (2017) there-
 fore, revise the rule to “connect associations with many first-order mentions directly to the brand regardless of how 
 many super- and subordinate connections these associations have” (Böger et al. 2017:92). 


2) Böger et al. (2017) argues that isolated core brand associations, meaning associations that are neither connected to 
 the brand nor to other associations, can occur in the consensus map. This is a result of core associations not being fre-
 quently enough linked to other core associations, following the inflection point criteria, across the individual maps. 


The isolated associations makes the consensus map hard to interpret, and therefore, Böger et al. (2017) suggests that 
 the new aggregation rules should ensure that all associations are connected, thus making the consensus map easier 
 to interpret (Böger et al. 2017). 


3) Böger et al. (2017) argues that the inflection point rule of looking for a radical increase in association mentions 
 is too vague, as there are no other factors to verify the results with. This results in too much uncertainty as the 
 BCM method becomes too subjective (Böger et al. 2017). Böger et al. (2017) states that this subjectivity should be 
 minimized or at best avoided. Therefore, a more objectivity should be utilized when establishing the links between 
 associations in the consensus map (Böger et al. 2017). 


4) John et al. (2006) require core brand associations to have a 50% frequency of mentions and first-order mentions 
 to have 50% of first-order mentions. According to John et al. (2006) these threshold levels are consistent with the 
 performed content analysis. However, Böger et al. (2017) argues that the applicability of thresholds actually depends 
 on consumers’ brand knowledge, and the thresholds are only suitable for brands with a high number of salient asso-
 ciations. Böger et al. (2017) therefore, suggests that thresholds should be flexible and based on the data and thereby, 
 not a fixed (Böger et al. 2017). 



2.5.3 A NEW SET OF AGGREGATION RULES 


The four critical issues raised by Böger et al. (2017) results in the creation of a new set of aggregation rules for BCM. 


The new aggregation rules involves three steps that are based on five calculated measures (Böger et al. 2017). 


2.5.3.1 STEP 1


First, the threshold for first-order links are identified, measured by the average of first-order links from the individ-
ual concept maps and rounded to the nearest integer. Hereafter, the most frequently mentioned first-order associa-
tions are added to the consensus map until the threshold is met. If a tie occurs, then the threshold can be exceeded 
(Böger et al. 2017).



(23)2.5.3.2 STEP 2


Secondly, the threshold for the remaining links are identified through calculating the average of total links in the indi-
 vidual concept maps and rounded to the nearest integer. The number of links added to the consensus map is measured 
 by taking the average of total links and subtracting this number by the number of first-order links already added in 
 step 1. Again, the most frequently mentioned links and their respective associations are added to the consensus map 
 until the threshold is met and if a tie occurs the threshold can then be exceeded. If an association meets the threshold 
 but is not connected to any other associations, it is not added to the consensus map (Böger et al. 2017).


2.5.3.3 STEP 3


Thirdly, the strength of associations present in the consensus map is measured by calculating the average link 
 strength for each of the selected links and respective associations on the individual maps, and rounded to the nearest 
 integer. This step is equal to John et al.’s (2006) fifth step of aggregation (Böger et al. 2017).



2.5.4 COMPARING TWO APPROACHES TO AGGREGATION


The new aggregation rules proposed by Böger et al. (2017) differs from John et al.’s (2006) original aggregation rules in 
 numerous ways. 1) The new aggregations rules do not account for the super- subordinate connections when selecting 
 the first-order associations for the consensus map. Böger et al. (2017) do acknowledge that a significant conceptual 
 nuance of the BCM approach is undermined. However, they focus on creating a more easily interpretable consensus 
 map that includes only the core associations, which makes it easier for managers to draw implications from it. 2) In 
 the new aggregation rules, the only deciding factor for associations added to the consensus map is the link frequen-
 cies, which eliminates the possibility of isolated core associations’ occurring in the consensus map. 3) The number of 
 links in the consensus map is determined by the average number of links in the individual maps, which increase the 
 likelihood that the consensus map represents the average brand perception among participants. Böger et al. (2017) 
 argues that there are three advantages to utilizing the average. Firstly, the inflection point becomes redundant and 
 an aggregation bias is thus avoided. Secondly, the threshold values are based solely on the dataset. Finally, only 
 salient brand associations with the most frequently mentioned interconnections are included in the consensus map. 


The consensus map is thus strictly derived from the individual maps, which decreases the complexity. In addition, the 
new aggregation rules only involve five measures instead of seven as in the original BCM, which makes them easier 
to apply (Böger et al. 2017). 
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2.5.5 ADVANCED BRAND CONCEPT MAPS


Another approach to eliciting salient consumer associations is advanced brand concept maps (ABCM), which is based 
 on the original BCM approach. Schnittka, Sattler & Zenker (2012) include the favorability of individual brand associ-
 ations, and derive a new metric called Brand Association Network Value (BANV), which quantifies the favorability of 
 the total network. Consequently, ABCM can compare brands based on their favorability (Schnittka et al. 2012). Includ-
 ing the valence of brand associations is particularly beneficial as it identifies the favorability of brand associations, 
 and thus provides better insights of customer-based brand equity. Furthermore, this is uncovered in the original BCM, 
 as it only maps the strength of the associations.


Schnittka et al. (2012) build upon the original BCM method by adding two evaluative extensions. Participants are asked 
 to 1) judge the favorability of each association on a 7-point Likert scale and 2) judge individual associations in relation 
 to purchase intention on a 7-point Likert scale. The second extension is added since according to Keller (1993) not all 
 brand associations have the same influence on purchase decision. ABCM calculates both the participants’ scores as 
 well as the strength of associations and the superordinate and subordinate relationships (Schnittka et al. 2012). The 
 ABCM method is highly efficient for comparing the customer-based brand equity in relation to several brands, but it 
 also contradicts the fundamental notion of John et al. (2006), that any marketing manager should be able utilize BCM. 


The ABCM requires a lot of technical skills in order to calculate the BANV (Schnittka et al. 2012). For the purpose of 
 this research, where the relationship between brand identity and brand image is investigated, it would be a highly 
 labor intensive and technical approach to employ, and it is therefore, out of scope for this particular research study. 



2.5.6 THE COHERENCY OF BRAND IMAGE AND BRAND CONCEPT MAPS


Following the literature outlined above, there is a great degree of consistency between Keller (1993) and John et al. 


(2006) and therefore, also Böger et al. (2017) and Schnittka (2012). The main factor is that the authors rely on each 
 other’s work and therefore, the prior literature is reflected in the new. Furthermore, a direct connection exists in 
 regards to Keller’s (1993) brand image definition and how brand concept maps are derived. John et. al (2006), Böger 
 et al. (2017) and Schnittka et al. (2012) all agrees on the notion, that to understand the brand equity, the network of 
 strong, favorable and unique brand associations must be uncovered (Keller 1993, John et al. 2006, Schnittka et al. 


2012, Böger et al. 2017). 


The individual approaches to create brand concept maps all seeks to comprehend these consumer associations by 
constructing individual brand concept maps where not only the associations are mapped, but also their intercon-
nections. The individual maps are in turn aggregated into one common consensus map, showing only the core as-



(25)sociations linked to the brand (Böger et al. 2017). As the brand concept maps are build upon Keller’s brand equity 
 definition, the associations appearing on the consensus map can therefore, be analyzed using Keller’s dimensions of 
 brand knowledge. The categories of brand associations that may occur in the BCMs may thus be attributes, benefits 
 or attitudes, which may employ different degrees of favorability, strength and uniqueness. 


Consumers must evaluate brand associations favorably so they believe the brand has attributes and benefits that 
 satisfy their needs in order to form positive brand attitude. Moreover, consumers’ evaluative judgment only applies 
 if they deem an attribute or a benefit association to be important (Keller 1993). The consensus map only includes 
 consumers core brand associations and therefore, the attribute and benefit associations’ occurring on the map are 
 deemed important by consumers. The favorability of associations could however, be cemented further by using the 
 ABCM approach, as this method also tests the valence of associations. 


The strength of associations depends on how information enters consumer memory and how much they think about 
 the information, the manner of how they think about the information and how the information is maintained as 
 part of the brand image. Strong associations enable information to be easily retrieved in memory through spreading 
 activation (Keller 1993). The BCM method employs a measure of strength between all association links (John et al. 


2006). Therefore, the strength of consumer associations as well as the strength between interconnections can be 
 determined through the consensus map. 


The uniqueness of brand associations refers to brands having unique selling propositions that provide consumers 
 with a compelling reason to purchase their products, since the brand will likely share some associations with compet-
 itors. However, shared associations can help define the scope of competition and establish product category member-
 ship (Keller 1993). The uniqueness of associations can be analyzed through the consensus map in terms of descriptive 
 or evaluative as well as generic or more context specific associations occurs in relation to the brand. The presence 
 of strong, favorable evaluated associations that are unique for the brand and imply superiority to other brands, are 
 critical to a brand’s success (Keller 1993).



2.6 BUILDING STRONG BRANDS


In order to understand the cause of a potential brand identity brand image gap, it is relevant to investigate how to 
build a strong brand that resonates with consumers. The following section therefore, describes how strong brands 
can be build through the use of the Customer-based brand equity model (CBBE). The CBBE model is utilized to assess 
whether Wood Wood’s current communication contributes to a high degree of customer-based brand equity and the 
required actions needed to build a strong brand. As the CBBE model is a continuation on Keller’s previous literature 
from 1993, only new terms and additions will be described in the following section. 
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2.6.1 THE CUSTOMER-BASED BRAND EQUITY MODEL


The CBBE model focuses on how to build strong brands and is based on the premise that the power of brands lies with 
 consumers. Companies therefore, face the challenge of ensuring that customers have the right type of experiences 
 with products and their marketing programs, so that the desired thoughts, feelings, images, beliefs and perceptions 
 become linked to the brand (Keller 2001). 


Keller (2001) includes four steps in the CBBE model to build strong brands: brand identity, brand meaning, brand re-
 sponses and brand relationships. To achieve the four steps, six brand building blocks must be in place: brand salience, 
 brand performance, brand imagery, brand judgments, brand feelings and brand resonance. The steps are sequential, 
 meaning that each step is contingent upon the successful completion of the previous one. All steps include accom-
 plishing certain objectives with customers, both existing and potential ones (Keller 2001).



2.6.2 BRAND IDENTITY


Establishing the right brand identity involves creating brand salience. Brand salience is related to the brand aware-
 ness among consumers, in terms of consumers’ ability to recall and recognize the brand. Brand awareness has already 
 been described in the literature review. However, Keller (2001) expands the term to include that consumers should un-
 derstand the product category in which the brand competes and be able to identify the needs that the brand seeks to 
 satisfy. Brand awareness is further distinguished according to two dimensions: the depth and the breath. Depth refers 
 to how easily consumers are able to recall or recognize the brand, whereas breadth refers to “the range of purchase 
 and consumption situations in which the brand comes to mind.” (Keller 2001:9). The brand must therefore, both be top-
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(27)of-mind and come to mind at the right times and in the right places. Breadth is often neglected, even for category 
 brand leaders, since consumers often are able to recall the brand, but ignore or forget the possible usage situations. 


Brand salience provides three important functions. Salience influences the formation and strength of brand associa-
 tions, which create the brand meaning, which includes the image. Secondly, a high level of brand salience in terms of 
 product category identification and needs satisfied strengthens the likelihood that a brand will be a member of the 
 consideration set. Third, brand salience is the only influencer of brand choices in low involvement settings (Keller 
 2001). In addition, it is worth noting that Keller’s (2001) brand identity step in the CBBE model is not synonymous to 
 Kapferer’s (2012) identity concept in the identity prism. 



2.6.3 BRAND MEANING


For brand meaning to occur, the brand image must be established. Brand image has been covered previously in the 
 literature review, but Keller (2001) expands the term to include functional performance-related considerations and 
 abstract imagery-related considerations. The functional performance-related considerations, known as brand perfor-
 mance, are related to products, since those are at the centre of brand equity. Creating and delivering a product that at 
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(28)least meet if not surpass consumers’ expectations and satisfies their needs is a prerequisite for successful marketing 
 (Keller 2001). 


2.6.3.1 BRAND PERFORMANCE


Brand performance relates to consumers functional needs and refers to the brand’s inherent product characteristics. 


Brand performance influences whether a brand is differentiated from competitors. Moreover, the strongest brand 
 position requires performance advantages and brands can struggle to overcome severe deficiencies in this area. 


Keller (2001) describes five types of attributes and benefits related to brand performance: primary characteristics & 


secondary features, product reliability, durability & serviceability, service effectiveness, efficiency & empathy, style 


& design and finally, price. 


The primary characteristics of a product refer to consumers’ beliefs about the levels of characteristics, meaning if a 
 product operates on a low level or a high level. Secondary features refer to consumers’ beliefs about special product 
 features or secondary elements that complement the primary characteristics. This type of brand performance is syn-
 onymous with Keller’s (1993) product-related attributes. The product reliability, durability and serviceability describe 
 consumers’ views on the product performance in a broad manner. Reliability refers to “the consistency of performance 
 over time and from purchase to purchase.” (Keller 2001:10). Durability refers to consumers’ expectations about the 
 lifecycle of the product, whereas serviceability refers to how easily the product can be repaired if needed. The prod-
 uct performance is therefore, influenced by factors such as speed, accuracy, product delivery and customer service. 


The service effectiveness, efficiency and empathy describe the service related interactions consumers experience 
 with the brand. Service effectiveness refers to whether consumers’ service requirements are satisfied by the brand. 


Service efficiency describes how services are delivered in terms of speed and responsiveness. Service empathy refers 
 to whether service providers are viewed as “trusting, caring, and having the customer’s interests in mind.” (Keller 
 2001:10).


The style and design of the products also impacts brand performance and consumers can have associations related 
 to the aesthetic aspects. This type of brand performance is also included in Keller’s (1993) product-related attributes. 


The final type of attributes and benefits related to brand performance is price. Price has previously been described 
 in the literature review, but the concept is expanded to include price volatility, meaning how often and how much 
 products are sold at a discount (Keller 2001). 


2.6.3.2 BRAND IMAGERY


Brand imagery refers to the extrinsic properties of products, including how the brand attempts to satisfy consumers’ 
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