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! Brand

2 Brand equity

® Consumer perceptions
* Consumer behaviour
® Brand value

® Norberg

" Differentiation

& Functionally

° Emotionally

% Farquhar

1 Kotler

12 Names/Trademarks
1% Brand creators
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! Berthon

2 0ld Smuggler

¥ Association

* Easy identification

> Previous experience

® Symbolism

’ Associations

8 Aaker

° Keller

19 Brand equity dimensions
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! Science Direct
2 Emerald

® Researchgate
* Name
®Term

® Sign

" Symbol

® Design

% Sokolowski
19 30nes

1 product

12 Kapferer

B Doyle
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! Branding

2 Marketing strategy
® Product

* Price

> place

® Promotions
"Walker

& channel

® Spokesperson

19 package

1 Marketing elements
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! Brand management

% Shared value

% Customer loyalty

* Modern marketing

> Brand differentiation
® Brand associations

" Product attributes

® Distribution strategies
° Branded products

19 euthesser
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! Brand‘s name or symbol
2 Brand knowledge

® Consumer response

* Keller

> Respect to the brand

® Market share

" Profitability

Yoo

® Consumer brand equity
1 Ambler
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! Sales promotions,

% Growing power of the retail trade
® Private labels

* Hermann

® Quality

® Consumer*s perception
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! Perceived quality*.

% Tangible

% intangible

* Actual or objective quality
® Product-based quality

® Manufacturing quality

"' Schouten and McAlexander
® Reliability and performance
® Price premiums

1% Added rate

! Price elasticities

12 Stock return.

3 Functional benefit

' Brand association

1> Association

18 product attributes

7 Intangibles

18 Customer benefits,
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! Use/Application

2 User/Customer

% Celebrity/Person

* Life-style/Personality

> Product class

® Competitors

" Country/Geographic area
® Yasin

° Brand loyalty

% Fyture profits

1 Awareness

12 Behavioral and attitudinal forms of customer loyalty
3 Brand awareness
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1 Bond connecting

12 Cognitive and emotional bond,
13 Social resources
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'® Time resources
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3 Fishbein,

* Affective

® Cogpnitive

® Behavioural intentions
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A review of the dimensions of brand equity

Elham Vaziriri Rad *!
Behrouz Bazirat 2

Abstract

The present study aims to investigate the dimensions of brand equity in the present era, which
is an applied research in terms of purpose and a scientific research of a review type in terms
of data collection. The subject of the study is library in nature in terms of method and relies
on library research findings from beginning to end. Building, maintaining and expanding a
brand is the key to marketing performance. Brand equity is created by an optimal
combination of market mix elements through intermediary variables, and brand equity
dimensions, as outcome variables, work to create brand equity. A lot of conceptual research
has been conducted on brand equity in the 1990s. With little research conducted in the 2000s
and currently with the rapid growth of digital, understanding the new technology needs to be
developed. The purpose of this article is to review the key literature on brand and brand
equity and to provide a discussion on the different structures and relationships. This article
can be useful for both brand managers in industry and brand researchers in universities.
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Brand, brand equity, brand value, brand model, marketing
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