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1 1 
Thee Inventory of Brand 
Representationn Attr ibutes (IBRA) 
Ass concluded from the introduction, consumer brand equity results from the col-
lectionn of information related to a brand in memory. Consumer brand equity refers 
too consumers' active behavior towards a brand and its competitors, which stems 
fromm the presence of the brand in the psyche of these consumers. In order to estab-
lishh consumer brand equity, we need to know what the representation of a brand 
inn memory consists of. In the literature on brands a number of authors, consumer 
researchh practitioners as well as academics, have provided their view on the differ-
entt types of associations one can have with a brand, and on the anatomy of brand 
representations.. Different models have been proposed for the representation of a 
brandd in memory. Some of these are based on the perspective of the consumer, 
otherss on the perspective of brand managers. In addition to these 'full ' models of 
brandd image, a great number of authors have addressed single, specific types of 
associationss with brands. Examples are country of origin (e.g. Li and Wyer jr. 1994), 
personalityy of a brand (e.g. J. L. Aaker 1996; Aaker 1997; Shank and Langmeyer 
1993;; Siracuse 1997), or image of the company (Brown 1998; Brown and Dacin 
1997;; Simonin and Ruth 1998). 

Thiss chapter starts with presenting an overview of some brand image models, from 
bothh a consumer perspective (table 1.1.a) and from a brand managerial perspec-
tivee (table 1.1.b). From this overview, supplemented by findings from authors 
researchingg specific brand image association types, the Inventory of Brand 
Representationn Attributes (IBRA) is composed. Each main component of the IBRA 
willl be elaborated upon in the forthcoming paragraphs. 

1.11 Authors on brand image components 
Insightss from a number of authors on product and brand image have been gath-
eredd and are displayed in table 1.1. Each author proposes a model, components or 
dimensionss of product and brand image, which are conceptualized in this para-
graphh as association types. Each view, classified as either the consumer's or the 
brandd manager's perspective, will be briefly discussed in the next paragraph. 

1.1.11 The consumer perspective 
Alexanderr Biel (1992, 1993) describes brand image as that cluster of attributes and 
associationss that consumers connect to the brand name. Associations can be hard, 
likee specific perceptions of tangible/functional attributes, or soft like, for instance, 
emotionall attributes. He distinguishes three components of brand image: Image of 
Maker,, Image of Product, and Image of User. The relative contribution of these 
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threee elements varies by product category and brand. For example, in the case of 
Marlboro,, the company reputation of Philip Morris plays hardly any role at all in 
formingg the brand's image. The product image itself contributes, but perhaps the 
strongestt contributor is the impression people have of the brand's user. 

Tablee 1.1.a: brand image models following a consumer perspective. 

Author(s) ) Mainn components of Brand Image Additional/detailed components 
Biell 1992, 1993 

Model:Model: 'Brand Image' 

Bruckss 1986 

Model:Model: 'Consumer Product 
Knowledge' Knowledge' 

Franzenn 1998; Franzen 
Bouwmann 1999; Franzen 
Hoogerbruggee 1996 

and d 
and d 

Model:Model: 'Brand Associative 
System' System' 

Kellerr 1993, 1998 

Model:Model: 'Brand Image' 

Marderr 1997 

Model:Model: 'Primary Brand Topics' 

Gordonn 1991; Restall 
Gordonn 1994 

Model:Model: 'Brand Works' 

and d 

Imagee of maker 
Imagee of user 
Imagee of product 

Terminology y 
Productt attributes 
Generall attribute evaluation 
Specificc attribute evaluation 
Generall product usage 
Personall product usage 
Brandd facts 
Purchasingg and decision 
procedures s 

Brandd saliency 
Cognitivee brand associations 
Brandd feelings 
Brandd positioning 
Brandd attitude 
Brandd behavioral intentions 
Brandd relation 

Brandd attitudes 
Brandd attributes 
Benefits s 

Product t 
Branding g 
Price e 
Familiarity y 

Brandd saliency 
Userr imagery 
Occasionn imagery 
Servicee imagery 
Product/functionall imagery 
Brandd personality 
'Tonall qualifiers' 
'Brandd fingerprint' 
Values s 

making g 

brandd personality, feelings, relations, brand mark, values, 
brandd image sources (direct-indirect comm., personal 
experience,, direct response, sales promotions, brand 
name,, corporate identity, public relations, staff), 
positioning/USP P 

brandd mark, maker origins, topographic origins, brand 
history,, authenticity, type of product, product variants, 
productt attributes, product applications, service, usage 
moment,, usage situation, user imagery, brand 
personality,, values, emotions, price, quality, presentation, 
advertising,, status, expressive/impressive functions 

product-relatedd attributes, non-product-related attributes 
(price,, packaging, user imagery, usage imagery), brand 
personality,, emotions, functional benefits, experiential 
benefits,, symbolic benefits, brand attitudes 

brandd relation, feelings, attitudes 

Tablee 1.1.b: brand image models following a brand managerial perspective. 

Author(s) ) Mainn components of Brand Image Additional/detailedd components 
D.. Aaker1991, 1996 

Model:Model: 'Brand Identity' 

BrandBrand as product 
Brandd as organization 
Brandd as personality 
Brandd as symbol 

Dee Chernatony 1993; De Functional capability 
Chernatonyy and Dall'Omo Riley Symbolic feature 
19988 Service 

Distinctivee name 
Model:Model: 'Double Vortex' Ownership 

Shorthandd notation 
Legall protection 
Riskk reducer 
Strategicc direction 

Kapfererr 1994 

Model:Model: 'Brand identity' 

Brandd physique 
Brandd personality 
Brandd culture 
Brandd relation 
Brandd user reflection 
Userr self-image 

productt scope, product attributes, quality/value, uses, 
users,, country of origin/ geographic area, organization 
attributes,, local vs. global, personality, brand relation, 
visuall imagery/metaphors, brand heritage, relative price, 
celebrity/person,, competitors 
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Merriee Brucks (1986) provides a typology of product knowledge wherein she dis-
tinguishess eight types of associations. 
1.. Terminology (referring to the meaning of terms used in a particular domain, 

too jargon); 
2.. Product attributes (refers to knowledge of which attributes are available for 

evaluatingg a brand); 
3.. General attribute evaluations (knowledge of the overall evaluation for an 

attribute:: 'I like cheap running shoes'); 
4.. Specific attribute evaluations (knowledge of specific criteria used to evaluate 

ann attribute: 'I like them to be less than $30'); 
5.. General product usage (knowledge on how a product can be used, character-

isticss of the usage situation which are relevant for purchase, and normative 
ruless for usage); 

6.. Personal product usage (memories of one's own experiences or those of one's 
acquaintances); ; 

7.. Brand facts (knowledge on how brands 'score' on an attribute, overall evalua-
tions,, and comparisons between brands on an attribute: 'I never wear 
Adidas'); ; 

8.. Purchasing and decision making procedures (knowledge and memories about 
thee purchasing process). 

Giepp Franzen (1996), together with associates Hoogerbrugge (1998) and Bouwman 
(1999),, distinguishes four stages in the consumer's response to advertising: firstly, 
psychologicall advertising responses; secondly, psychological brand response; 
thirdly,, brand behavioral response; and fourthly, market response. The psychologi-
call brand response moulds a set of associations, labeled as the 'Brand Associative 
Systemm (BAS)'. The BAS is comprised of seven components: brand saliency, cogni-
tivee brand associations, brand feelings, brand positioning, brand attitude, brand 
behaviorall intentions and brand relation. The 'cognitive brand associations' com-
ponentt includes nine categories of association types: brand mark, origin, func-
tionall brand associations, situational usage, symbolic brand associations, price, 
quality,, presentation and advertising. 

Kevinn Lane Keller (1993, 1998) focuses on brand knowledge, and conceptualizes 
brandd knowledge as comprised of brand awareness on the one hand, and brand 
imagee on the other hand. Brand awareness refers to the ease of brand recall and 
recognition.. Brand image is defined as perceptions about a brand as reflected by 
thee brand associations held in consumer memory, and is comprised of three types 
off brand associations: 

1.. attributes, both non product-related (price, user and usage imagery, brand 
personality,, feelings & experiences) and product-related; 

2.. benefits (functional, experiential, symbolic); 
3.. attitudes. 
Kellerr stresses that the strength, favorability and uniqueness of brand associations 
playy an important role in determining the differential response that makes up 
brandd equity. 
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Ericc Marder (1997) states tha t desires and beliefs are the prime motives for con-

sumerr behavior and these refer t o the attr ibutes of brands. He groups attr ibutes 

in too very broad headings that cut across product categories. These groups, 

addressedd by Marder as primary topics, include product, branding, price and fami l -

iarity.. Product at tr ibutes include attr ibutes the consumer can observe directly, as 

wel ll as those she accepts on trust based on statements made t o her. Branding 

referss t o collateral in format ion that has been attached to the brand by external 

symbols:: words, pictures, and music. Branding has t w o components: label (the 

brandd name together w i t h the package graphics), and fable (aspects attached t o 

thee brand by ways of communicat ion, like feelings and social meanings). 

Familiarityy describes the consumer's history w i t h respect to the brand. It refers to 

thee consumer's previous behavior in act ing upon or encountering the brand in 

(purchase)) situations, and the experiences they yielded. A consumer may become 

fami l iarr w i th a brand, and thereby develops a degree of trust or care w i th the 

brand. . 

Wendyy Gordon (1991), together wi th Christine Restall (1994), developed a brand 

imagee measurement instrument called 'Brand Works', which captures the facets 

mostt applicable in brand image analyses. Nine dimensions of brand image are dis-

t inguished: : 

1.. brand saliency (def ined as the relevance of the brand to the user and the dis-

tinctivenesss of his at t i tudes and feelings); 

2.. user imagery (the type of people assumed t o use the brand); 

3.. occasion imagery (the material context of usage, the experience of the usage 

occasion); ; 

4.. service imagery (degree of perceived service); 

5.. product/ funct ional imagery (the way the brand 'works'); 

6.. brand personality (the core characteristics of the brand, embodied, described 

andd experienced in terms of human personalities); 

7.. ' tonal qual i f iers' (the temper or mood of the brand, a personality aspect); 

8.. 'brand f ingerpr in t ' (the nature of the perceptual coding/storage of brand 

knowledge,, like for instance visual storage of brand mark images, auditory 

storagee of promot ional tunes, etcetera); 

9.. values. 

1.1.22 The b r a n d m a n a g e r p e r s p e c t i v e 

Davidd Aaker, in his book 'Bui lding Strong Brands' (1996), focuses on 'brand iden-

t i ty ' .. Brand ident i ty is an unique set of brand associations that the brand strategist 

aspiress t o create or mainta in. These associations represent what the brand stands 

forr and imply a promise t o customers f r o m the organizat ion (D. A. Aaker 1996). 

Aakerr indicates twelve dimensions of brand identity, organized around four per-

spectives:: the brand-as-product (product scope, product attr ibutes, quality/value, 

uses,, users, country of or igin), brand-as-organization (organizational attr ibutes, 

locall versus global), brand-as-person (brand personality, brand-customer relat ion-

ships),, and brand-as-symbol (visual imagery/metaphors and brand heritage). Aaker 

di f ferent iatess brand ident i ty f rom brand image, by stating that the latter is the 

percept ionn of the brand based on the communicat ion of brand identity. 

366 T H E I N V E N T O R Y OF B R A N D R E P R E S E N T A T I O N A T T R I B U T E S ( I B R A ) 



Nevertheless,, the brand identity model is included in the IBRA as it describes asso-
ciationn types that might be present in consumers' memory. 

Lesliee de Chernatony and Francesca Dall'Olmo Riley (1998) propose the 'double 
vortex'' brand model, a revision of the earlier proposed 'atomic model' (De 
Chernatonyy 1993), which is a model to help managers build and sustain their 
brands.. They conceptualize brands in terms of twelve elements: naming policy, 
functionall capability, service, risk reducer, crisp communicator, legal protection, 
personality,, corporate culture, heritage, values, mission, and vision. It is clearly a 
modell of brands from the brand manager's perspective. The authors indicate that 
brandss consist of two elements, being functional capabilities (relating to the 
brand'ss tangible, rationally assessed product performance), and symbolic features 
(intangible,, emotionally assessed, emotional values of the brand's personality). The 
co-existencee of these two brand elements needs to be agreed upon by brand con-
sultants.. When these elements are incorporated within a brand, the consumer's 
perceptionn of the brand can result in a degree of confidence in both the brand's 
rationall performance, and in the emotional/psycho-social match. 

Kapfererr (1994) distinguishes six elements in breaking down brand identity: 
1.. brand physique (a combination of independent and prominent characteristics 

whichh are easy to recall); 
2.. brand personality (the identification of a brand with a person, with a charac-

ter); ; 
3.. brand culture (a system of values which are the driving forces of a brand, usu-

allyy derived from the brand's origin); 
4.. brand relation; 
5.. brand user reflection (the brand's reflection of the user's image); 
6.. user self-image (the brand assets by which the user expresses himself). 
Kapferer'ss model intends to help brand managers understand and investigate the 
core-levell of their brand, and is thus proposed from the perspective of the brand 
manager. . 

1.22 Inventory of Brand Representation 
At t r ibutes s 

Thee overview in table 1.1 includes authors describing components they consider 
comprisingg brand image. It shows that there is quite some consensus between 
authorss on the types of associations that build a brand image, although each 
authorr uses his own terminology. In addition to these authors who describe 'full ' 
modelss of brand image, a great number of other authors have researched and pub-
lishedd on single, specific elements of brand images. In the next section, the litera-
turee on full brand image models and on the specific elements of brand image com-
ponentss has been combined. Each image element is conceptualized as a type of 
associationn a consumer might have with a brand. Following frame theory (the the-
oryory on memory which will be elaborated upon in paragraph 2.3), association types 
aree conceptualized as attributes. The combination of attributes mentioned in 
brandd image literature resulted in an inventory of product-, brand-, and consumer-
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relatedd attributes, and is referred to as the Inventory of Brand Representation 
Attributess (IBRA). The attributes included in the inventory are assumed to be the 
mostt probable constituents of a representation of a general brand in memory. 
'Mostt probable' refers to the fact than an inventory of models can never be an 
exactt representation of reality, but only an approximation of reality. Therefore, 
theree is a possibility that attributes underlying a specific brand are not included. 
However,, since this inventory is based on a wide collection of opinions from both 
academicss as well as practitioners and as such is quite extensive, the included 
attributess may be regarded as the most probable constituents of a brand represen-
tation.. It is important to stress here that the assumption that the included attrib-
utess are the most probable does not imply that they need to be part, nor are 
alwayss part of a brand image. 

Inn the IBRA, three general types of attributes are distinguished: product-related 
attributes,, brand-related attributes, and consumer-related attributes. Within each 
typee of attributes, a number of main attribute groups are distinguished, totaling 
tenn groups. There are two main product-related attribute groups (product charac-
teristicss and product usage) and six main brand-related attribute groups (brand 
identifiers,, price & quality, brand personification, market, organization character-
isticss and advertising). Lastly there are two consumer-related attribute groups 
(attitudess & purchase behavior and personal reference). Figure 1.1 provides a 
schematicc representation of the IBRA. In the forthcoming paragraphs, each 
attributee group is elaborated upon and the elements, or sub-attributes, of each 
groupp are described. 

Brand d 
Representation n 

Product-relatedd Attributes 

Brand-relatedd Attributes 

Productt Characteristics 

Productt Usage 

Brandd Identifiers 

Pricee / Quality 

Brandd Personification 

Market t 

Organization n 

Advertising g 

Consumer-related d 

^ ^ - ^ ^ 

Attitudess & Purchase 
Behavior r 

Personall Reference 

Figuree 1.1: schematic presentation of the Inventory of Brand Representation Attributes. 

1.2.11 Product-related attributes 
Brandss are first and foremost indicators of products or services. The consumer is a 
lifetimee user of products and services, and as such perceives and learns about them. 
Thiss knowledge on products is stored in memory. Two classes of knowledge are dis-
tinguishedd with respect to product-related attributes: knowledge on the charac-
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teristicss of the product (paragraph 1.2.1.1) and knowledge stemming from the 
usagee of the product (paragraph 1.2.1.2). 

1.2.1.11.2.1.1 Product characteristics 

11 product indication - class, type, variations 

22 product physique - shape, color, smell, tactual, sound, taste, ingredients/ 

composition,, product history 

Boxx 1.1: product characteristics attributes. 

Almostt all authors cited in table 1.1 indicate product attributes as components of 
brandd image. The term product attributes gathers several attributes related to all 
aspectss of the product. Product indication refers to the identification or classifica-
tionn of the product, by its product class (for example the product beer within the 
productt class of alcoholic beverages), by its type ('pilsener'), and by variations 
withinn the product type (light beer, regular beer, non-alcoholic beer). Most pur-
chasess start from a need for a certain product, and with the exact identification of 
thiss product in a purchase situation. With respect to market research situations 
whereinn brand comparison tasks are performed, the underlying product sets the 
pointt of reference explicitly or implicitly. 

Withh the indication of the product comes the product's physique, referring to the 
intrinsicc composition of the product, the way it is made, its extrinsic appearance, 
andd the sensory perceptions it yields. The product's physique can be regarded as 
thee defining characteristics of the product, the elements on which the product is 
classifiedd and identified. With respect to consumption goods like food and drinks, 
sensoryy perceptions like taste, smell and the product's appearance are all stored in 
memoryy and are important in comparing brands. Knowledge about the composi-
tionn of the product's ingredients and about the processes underlying the manufac-
turingg of the product can also be stored in memory. A distinction can be made 
betweenn subjective and objective product characteristics (Creusen 1998; Snelders 
1995).. Subjective product characteristics are open to interpretation, while objec-
tivee product characteristics will meet with more agreement among people. For 
example,, most people would agree that coffee is black and as such, the color char-
acteristicc of the product coffee is objective. In contrast, the taste of coffee is sub-
jectt to different interpretations: what some consider being bitter will not be bitter 
att all to others. 

'Services'' make up a particular type of products. Take for instance employment 
agencies.. Their product is the service to connect job seekers with employers. 
Servicee physiques are therefore omitted from most sensory perceptions, yet they 
havee their physics in service composition and completion. From the consumer's 
pointt of view it is the process of entering the agency and all the aspects and 
actionss involved in the subscription and treatment as job seeker (set apart from 
personall evaluations on these matters). 
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1.2.1.21.2.1.2 Product usage 

11 produc t usage 

22 momen t of usage 

33 social usage env i ronmen t 

44 extr insic physical s i t ua t i on 

55 int r ins ic physical s i t ua t ion 

66 usage purpose & effects 

77 f u n c t i o n a l (d is)advantages 

88 produc t user imagery 

-- usage procedures, opera t ion , app l i ca t ion , 

serviceabil i ty y 

-- season, t ime , day/week/weekend 

-- outdoor, indoor, locat ion 

-- cond i t ion , physical needs 

-- age, character, appearance, status, gender, 

l ife-style e 

Boxx 1.2: product usage attributes. 

Whateverr the product or service, consumers who have used it or have seen other 
peoplee use it will have stored perceptions on the physical and situational aspects of 
thee usage. In the first place users store knowledge on the physical product use: 
proceduress and operations necessary for usage, the application of the product and 
thee ease with which the product can be used (its serviceability). In addition to that, 
thee environment and situation in which it is used yields associations. The environ-
mentt provides the consumer with associations at the moment of usage. For exam-
plee when it is used (in winter, in weekends, at five o'clock, on holiday, et cetera), 
withh whom it is used (alone, with friends, family, colleagues et cetera, referred to 
ass social usage environment). Also, where it is used (inside own house, outside own 
house,, in a bar, referred to as extrinsic physical situation), how one feels if the 
productt is used (taking soft drinks when thirsty, taking medicine for headaches et 
cetera,, referred to as intrinsic physical situation), and what the effects are of using 
thee product (getting a headache from beer, clean clothes from using detergents et 
cetera,, referred to as usage effects). Effects of usage are also related to specific 
functionall (dis)advantages of the product. For instance, it is possible to buy gloves 
forr cleaning purposes whose fabric does not cause allergic reactions whereas oth-
erss do. Usage effects (of course mainly the positive effects) are probably the main 
purposee or reason for which most products are used in the first place. 

AA different kind of association with respect to products refers to the product user. 
AA specific type of person uses some products, and people can form an image in 
theirr mind of prototypical or 'average' users. For instance, one could form a picture 
off a mobile telephone user, or a picture of the kinds of persons buying leather san-
dals.. This image is referred to as product user image (which differs from brand user 
image,, see paragraph 1.2.2.3). 
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1.2.22 B r a n d - r e l a t e d a t t r i b u t e s 

7.2.2.77 Brand identifiers 

11 brand name 

22 brand mark/logo 

33 product packaging 

-- informant, metaphoric meaning, sound 

-- color, shape, typography 

-- shape, color, material, packaging variations, style of 

packaging g 

Boxx 1.3: brand identifiers attributes. 

Brandd identif iers are those assets of the brand tha t make it identi f iable amongst 

otherr brands. They also provide the consumer w i t h informat ion that is associated 

w i t hh the brand. Brand identif iers include the brand's name, its mark or logo, and 

thee packaging of the product(s) or services. 

Thee brand name is probably the most important asset of the representation of a 

brand.. It is the central t r igger to all in format ion stored w i th respect t o the brand. 

Davidd Aaker (1991, p. 187) states: 'The name is the basic core indicator of the 

brand,, the basis for both awareness and communicat ion efforts. Often even more 

importantt is the fact that it can generate associations that serve to describe the 

brand-- wha t it is and what it does. In other words, the name can actually form the 

essencee of the brand concept.' Brand names faci l i tate the identi f icat ion of prod-

ucts,, and through recall and recognit ion of brand names the consumer is provided 

w i t hh shortcuts in decision-making situations. Maheswaran, Mackie and Chaiken 

(1992)) conceptualize brand names as heuristic cues. According to the heuristic-sys-

tematicc model, people use heuristic cues in judgment tasks when mot ivat ion and 

abil i tyy to engage in issue relevant th ink ing are low. And in these situations, simple 

cuess like brand names are very likely t o influence judgments. A brand name can 

providee the consumer w i th an immediately recognizable symbol that allows for 

quickk (heuristic) judgments to be made on the product's quality, price, or perfor-

mance.. But apart f rom serving as a recognizable symbol, some brand names also 

yieldd in format ion via added descriptions w i th in the brand name and serve as an 

informant.. For example, the Sony product line HandyCam refers firstly t o the prod-

uctt video camera, and to one tha t is also 'handy', as can be judged by the brand's 

name.. Also, brand names might possess a metaphoric meaning (or ' fable ' as 

Marderr (1997) refers to it). For example, apart f rom being a label for sports wear, 

thee brand name Nike refers to the Greek goddess of victory (the goddess Nike car-

riedd a wreath t o award to the victor in a batt le or contest and wings enabled this 

youth fu ll goddess to f ly down to earth to guide the victorious side). Using this 

mythologyy as a basis for the brand name, the Nike corporat ion communicates to 

consumerss that the brand (and its products) stands for victory, and wi l l lead the 

consumerr towards victory. Aquafresh does not in first place refer t o fresh water, 

butt uses this name as a metaphor for the sensation of freshness derived f rom using 

thiss toothpaste. Brand names can also be designed to enhance recall and recogni-

t ion ,, using linguistic characteristics (Keller 1998). The sound of the brand name can 

becomee wel l stored in memory by applying linguistic features like al l i terat ion 

('Coca-Cola'),, consonance ('Weight Watchers'), or plosives (harsh sound: like in 
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'Kodak').. These kinds of names are easier to remember because of their natural fit 
inn human linguistics. And with the ease of remembrance comes the ease of recall 
andd recognition. 

Visuall brand elements like brand marks or logos also play an important role in 
brandd recall and brand recognition. Logos have a long history as a means to indi-
catee origin or ownership. Because of their visual nature, brand marks are often eas-
ilyy recognized and a valuable way to identify products (Keller 1998). Consumers 
storee these brand marks in memory and their brand knowledge includes form 
(Nike'ss swoosh), color (KLM's blue), and typology (Coca-Cola's flowing characters). 
Andd as is the case with brand names, consumers might also derive metaphoric 
meaningss from brand marks (Jaguar's jaguar as a symbol of elegance and power). 

Brandd names and brand marks probably play the most important role in order for 
thee consumer to recognize, identify, and recall a brand amongst competitors. In 
additionn to these, the style of packaging of the product or service is an important 
brandd identifier. Apart from the brand name and brand mark on the packaging, 
thee shape, colors, material, packaging variations and style of packaging are impor-
tantt identification marks for the consumer. For example, Douwe Egberts coffee 
productss are all recognizable by the same style of packaging, differentiated by dif-
ferentt colors. 

1.2.2.21.2.2.2 Price/Quality 

11 generic product quality 

22 branded product quality 

33 generic product price 

44 branded product price 

55 branded product price/qua ityy ratio 

Boxx 1.4: price/quality attributes. 

Pricee and quality are attributes that are of great importance, especially in situa-
tionss of evaluation and choice. Starting with quality, the consumer's perception of 
qualityy can be brand-independent (generic product quality) or brand-dependent 
(brandedd product quality). Consumers can have a sense of quality regarding the 
productt type in itself. For instance, one could feel that 'all mobile phones inter-
rupt',, which is a statement on the generic product quality of mobile phones. 
Brandedd product quality refers to the quality of a product of a specific brand 
('Nokiaa mobile phones sometimes interrupt')1. The second dimension is non-com-
parativee versus comparative. This dimension refers to the absence or presence of 
comparison.. A branded product can have a satisfying quality in an absolute sense 
(whenn considered in isolation: 'Nokia mobile phones sometimes interrupt'), 
whereass related to other brands its quality can be higher/lower ('Nokia mobile 
phoness interrupt less than Siemens mobile phones')2. Because we are dealing with 

11 Fictional example 

22 Fictional example 
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thee perceptions of consumers, quality is mainly framed as perceived quality in liter-
ature.. Perceived quality is defined as the consumer's judgment of a product's over-
alll excellence or superiority (Kirmani and Zeithaml 1993), or as the customer's per-
ceptionn of the overall quality or superiority of a product or service with respect to 
itss intended purpose, relative to alternatives (Aaker 1991; Keller 1998). Several 
kindss of quality can be distinguished (Aaker 1991; Keller 1998; Garvin 1987, as 
citedd in Kirmani and Zeithaml 1993): 

1.. performance or conformance quality (the extent to which the product or ser-
vicee fulfills its function, meets specifications and is free of defects); 

2.. features (the nature and quantity of ingredients, components, and service 
includedd in the product); 

3.. reliability (consistency of performance over time and from purchase to pur-
chase); ; 

4.. durability (the expected economic life of the product). 

Withh respect to services in particular, Parasuraman, Zeithaml, and Berry (1985, 
citedd in Kirmani and Zeithaml 1993) find consistent dimensions of perceived qual-
ityy across service industries, defined as reliability, responsiveness, assurance, empa-
thy,, and tangibles. According to Bowman, Tidwell and Horsfield (1997), the con-
sumerr derives the quality degree of a product from the brand name, brand adver-
tising,, price, product appearance, product retail reputation, store names, war-
rantiess or guaranties, alliances and personnel performance. When service quality is 
accessed,, tangibles, responsiveness, assurance, and empathy provide quality sig-
nals.. In addition to perceived quality, there is also objective quality: the objective 
assessmentt of how well a product is manufactured or meets set criteria. These cri-
teriaa may be set by consumer organizations and compared in consumer reports. 

Pricee is one of the most important attributes evaluated by consumers. In general, 
thee higher the price, the less likely a consumer is to purchase a particular product 
orr brand (Mowen and Minor 1997). Price follows two of the same dimensions as 
quality:: price perceptions can be product-based or brand-based, and comparative 
orr non-comparative. The objective-perceived dimension is not as such applicable to 
price,, but this dimension can be translated into the dichotomy exact versus indica-
tive.. Consumers might have associations with a exact price figure ('A bottle of 
Heinekenn costs f I 1,50') and/or with an indicator of the price level ('Heineken is 
expensive')) (Monroe and Lee 1999). Aaker (1991) indicates that in some product 
classess there are five well-developed price levels: prestige-, super-premium-, pre-
mium-,, economy-, and generic branded products. Without mentioning exact 
pricess consumers might know in what price category a specific brand operates. 
Tablee 1.2 provides some exemplary statements obtained by a fictional free 
responsee elicitation on Heineken beer, to illustrate the dimensions in price judg-
ments.. In some circumstances consumers develop expectations concerning the 
price/qualityy ratio. That is, within a certain price range for a product, they expect 
thatt higher prices indicate greater quality (Mowen and Minor 1997). 
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Tablee 1.2: exemplary price-related responses for Heineken beer (fictional). 

Product-based d 

Brand-based d 

Exactt Price 
Non-Comparative e 

Beerr costs f11,50 a bottle 

Heinekenn beer costs 

fii.so o 

Comparative e 
beerr costs fl0,25 more 
thann milk 

Heinekenn beer costs 
f11,50,, whereas Amstel 
beerr costs fl 1,45 

Indicativee Price 
Non-Comparative e 

beerr is cheap 

Heinekenn beer is 
expensive e 

Comparative e 
beerr is more expensive 
thann milk 

Heinekenn beer is more 
expensivee than Amstel 
beer r 

1,2.2.31,2.2.3 Brand personification 

11 b rand personal i ty 

22 values 

33 b rand ideo logy 

44 consumer -b rand re la t ionsh ip 

55 a f fec t i on 

66 self image: impressive f unc t i on 

77 self image: expressive f unc t i on 

88 b rand user image 

-age,, character, appearance, status, gender, 

l i fe-style e 

-- partner qual i ty , a f f ec t i on , int imacy, self concept 

connect ion,, nostalgic connect ion, personal 

commi tment ,, passionate a t tachment 

-- positive versus negat ive af fect , low versus high 

intensity y 

-- age, character, appearance, status, gender. 

l i fe-style e 

Boxx 1.5: brand personification attributes. 

AA brand can be associated with knowledge of a psychological and symbolic nature. 
Mostt of this stems from marketing controlled communication activities, like the 
establishmentt of a brand personality and the communication of the brand's ideol-
ogyy through advertising, but they also stem from the interaction of the consumer 
withh other human beings. Social interaction allows the consumer to express 
him/herselff towards others, to perceive/maintain/adjust life values, and to enhance 
aa self-image. Relationships, feelings and life values are intertwined with these 
sociall adjustment functions. In fact, the attributes listed in this group are all 
related,, since they concern the human consumer in her living environment. 

Consumerss derive personality characteristics for the brand, resulting in a brand 
personality.. Personality characteristics are derived directly from the people associ-
atedd with the brand (like typical users, endorsers, company employees, et cetera), 
butt also in an indirect way via product-related attributes, product category associ-
ations,, brand name, logo, advertising style, price and distribution channel 
(Fournierr 1995, cited in J. L. Aaker 1996). Academics as well as practitioners have 
directedd a lot of research on brand personality. From literature on consumer exper-
imentall psychology, Jennifer Aaker concludes that '[...] inanimate objects such as 
brandss can be associated with a set of human characteristics [...]. The basic argu-
mentt for this is that attitude objects, such as brands, can be associated with per-
sonalityy traits that provide self-expressive or symbolic benefits for the consumer' 
(Aakerr 1999). Brand personality can be defined as the set of human characteristics 
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associatedd with a given brand, which makes it unique, compared to other brands. 
Itt includes characteristics such as gender, age and socio-economic class, as well as 
classicc human personality traits as warmth, concern and sentimentality (J. L. Aaker 
1996).. Jennifer Aaker identified five dimensions of brand personality: Sincerity, 
Excitement,, Competence, Sophistication, and Ruggedness (J. L. Aaker 1996; Aaker 
1997).. She found that consumers are well able to rate brands from diverse product 
categoriess on these dimensions. A good example of brand personality is Marlboro, 
aa brand that is associated with ruggedness and masculinity through identification 
withh the famous Marlboro cowboy. 

Thee implication of promoting the brand as a person is that, alongside human 
appearancee and personality traits, the brand also gains more of the abstract char-
acteristicss of humans. These abstract characteristics are referred to as values. 
Peoplee create values in life that set goals or frames of reference for behavior. 
Valuess are set by culture, and can be defined as an enduring belief that a specific 
modee of conduct or end-state of existence is personally or socially preferable to an 
oppositee or converse mode of conduct or end-state of existence (Rocheach 1973, 
citedd in Van Raaij and Antonides 1997). A value is a kind of conviction about how 
too behave (like honesty and neatness), or what is worth striving after (like peace 
andd safety). Some brands adopt this notion of values and use them as the core ele-
mentt in promotional activities. For instance, Volvo stresses the importance of 
safety,, applying to the value 'life maintenance'. Consumers are able to derive the 
valuess promoted by brands, store them as associations with the brand, and relate 
themm to their own set of norms and values. In linee with the promotion of a person-
alityy for the brand and the adoption of values, a brand can also make a statement 
orr proclaim its vision on social or environmental issues. Over the years brands like 
Benetton,, The Body Shop and Greenpeace have addressed issues in the world, in 
whichh they, as a brand, take position and so create a brand ideology. Brand ideol-
ogyy is the extreme creation of a personality with a set of values for a brand, as if it 
iss the brand that, or rather 'who', takes a stand personally. 

AA lot of advertisers try to make brands communicate with consumers through all 
kindss of promotional activities. As communication is a feature of living beings, 
consumerss may perceive such communicating brands as if they are human. And 
withh the perception of and communication with brands as humans, consumers may 
createe personality profiles of them, develop relationships with them, evoke feel-
ingss for, and emotional reactions towards them, and use them as a means of 
expression,, to themselves and to others. Through the communication of brand per-
sonality,, consumers establish a personal relationship with a brand that can evoke 
emotionall responses (Siracuse 1997). The establishment of a consumer-brand rela-
tionshipp is an important aspect of present brand management. The consumer may 
experiencee a kind of bonding with a brand, which can have a fruitful effect on 
brandd loyalty. The relationship is the product of the consumer's interaction with a 
personifiedd brand. The consumer interacts with the brand through its product, and 
createss an image of the brand on this interaction (Bremer 1998). Fournier (1994) 
showss that people indeed experience human-like relations with brands and identi-
fiess seven aspects of a consumer-brand relation: 
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1.. partner quality (the evaluation of the brand as if it were a partner in a rela-
tionship); ; 

2.. love (the degree of affection a consumer has for the brand, and the experi-
encingg of positive feelings); 

3.. intimacy (the consumers knowledge of and trust in the brand); 
4.. self concept connection (the connection between the brand's image and the 

consumer'ss image); 
5.. nostalgic connection (a feeling of commitment based on nostalgia); 
6.. personal commitment (the consumer's willingness to conform to the brand); 
7.. passionate attachment (degree in which the brand is part of the consumer's 

everydayy life). 

AA relationship brings forth affection, being conceived herein as an umbrella term 
forr feelings and emotions. As Fournier indicated in identifying relationship aspects 
likee love, intimacy, nostalgic and passionate attachment, affection is an important 
partt of a relationship. Affections are assumed to be a significant aspect in con-
sumerr behavior, especially in judgment situations or consumer decision making 
wheree feelings and evaluations based on them are used as heuristic (Pham 1998). 
Inn consumer behavior literature, especially in psychological literature, a lot of mod-
elss on emotions and their dimensions have been proposed (see for an overview 
Bagozzii et al 1999). From these models, it seems that two basic dimensions reoccur: 
positivee versus negative affect, and low versus high intensity (Bagozzi et al 1999; 
Franzenn 1998; Van Raaij and Antonides 1997). Consumers may experience affective 
reactionss when encountering products and brands and store these in memory (see 
nextt chapter, paragraph 2.1.2 on emotion). As such, brands become associated 
withh specific positive or negative feelings of differing intensity. 

Consumerss use brands among other reasons to identify themselves. Brands are mir-
rorss to users themselves (impressive function) and to people perceiving the users 
(expressivee function). As Biel states:'[...] were I to reveal the brands I personally 
use,, and other brands that are adjacent to me, you would automatically begin to 
developp a mental picture of me; an idea of what I'm like and expectations of how I 
mightt behave. Brands not only furnish the environment in which I live, but they 
alsoo enrobe me, and by doing so, help define who I am. They help define who I am 
not:: if I were to tell you which brands I avoid, you would learn still more about me' 
(Biell 1992, p. RC-6). 

Withh this statement, Biel clearly illustrates the expressive and impressive function 
off brands. As each person has multiple roles (for example, a woman being a wife, 
mother,, writer, tennis player et cetera), different brands can have an expressive 
functionn for the same person (J. L. Aaker 1996). As people buy and use certain 
brandss in order to express themselves, other people form images of them. Brand 
userr image refers to the impression a consumer forms of a brand's users. People 
formm ideas on the average type of person using a specific brand. Imagine a typical 
Jaguarr owner. Or picture the image of an average Zeeman shopper. When we 
simultaneouslyy encounter people using a certain brand, we form an average 
'image'' of these people, a prototypical brand user. This image is referred to as user 
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image.. Based onn this user image, a consumer might be more or less inclined to buy 
aa certain brand. According to self-congruency theories and processes of self-
expression,, people like and buy certain brands because these brands either reflect 
themselvess through the personality of the brand, or the social groups they identify 
themselvess with (or wish to aspire to). 

7.2.2.44 Market 

11 competition 

22 uniqueness 

33 topicality / contemporarity 

44 availability 

55 market orientation 

-- leader/follower, market pressure 

-- outlet/store/establishment 

-- local / global 

Boxx 1.6: market attributes. 

AA particular brand is in most cases not the only one available: it has to compete with 
aa lot of other brands for market share, for customers. Consumers know this. They 
mayy have knowledge about different product and services markets, and know what 
thee major brands are, will know some of the smaller brands, and may also be able to 
indicatee the relative position of brands amongst their competitors. A brand's com-
petitorss are of essential concern to brand managers, but are also of interest to con-
sumers.. In some product categories, like 'cola', consumers may only perceive a small 
numberr of brands, in contrast to the product category 'cigarettes' where a lot of 
brandss are competing. By perceiving all different brands within a product market, 
consumerss obtain an idea of the market pressure under which each brand operates. 
Somee of the brands within a product market are seen as the leaders, the ones with 
thee biggest market shares, like Microsoft and Douwe Egberts. One of the things 
thatt differentiates the one brand from the other, is its perceived uniqueness. For 
example,, Apple is a unique computer manufacturer, differentiating from the other 
manufacturerss by developing and implementing its own hardware and software 
devices,, by aiming at user friendliness and by exclusive designs. Virgin is a non-con-
formistt airline brand and therewith unique in its field. A brand's topicality, or how 
contemporaryy a brand is, is a type of association a consumer might have with a 
brandd that discriminates it from competitors. Brands that are very active, new, or 
innovativee in a product or service market are perceived as topical or contemporary 
like,, for instance, Smart cars and RedBull soft drinks. Brands may also loose their 
topicalityy or contemporarity (due to decreasing market share, decreasing product 
demand,, et cetera), like for instance Odorex and Commodore computers. 

Consumerss may also have associations with the stores/establishments where they 
cann purchase a brand. This might be at specific brand-owned shops (like a 
Mercedess dealer, Timberland clothing stores, Swatch shop, Randstad employment 
agencies),, but for a lot of brands the outlets will be supermarkets (like Albert Heijn 
inn The Netherlands). Related to this kind of attributes is the perception of the 
degreee to which a certain brand is available, or can be obtained from shops or out-
lets,, addressed as the availability. With the knowledge about outlets and ease of 
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purchasee of the brand comes an idea about the market or ientat ion of the brand, in 

termss of its local or global operat ion. For instance, whereas Grolsch is perceived as 

aa beer brand tha t operates mainly on t h e local Dutch market, Heineken serves a 

moree global , internat ional market and is known for that . 

1.2.2.51.2.2.5 Organization 

11 geograph ic o r ig in 

22 o rgan i za t i on characterist ics 

33 o rgan i za t i on ab i l i ty 

44 o rgan i za t i on social respons ib i l i ty 

55 o rgan i za t i on al l iances 

-country,, reg ion , locat ion 

-h istory,, founders/personal i t ies , cu l tu re , 

repu ta t i on ,, consumer re la t i on , media 

exposure,, real estate 

-overa l ll success, service, competence. 

innovativeness,, expert ise, b rand-produc t 

re la t ionn re la t ion 

-v is ion,, ideology 

Boxx 1.7: organization attributes. 

Whenn consumers purchase products, they might know f rom where they or iginate. 

Forr example, wine may come f rom France, Spain and South Africa et cetera. When 

purchasingg a bot t le of w ine, most consumers wi l l inspect its or ig in. Research has 

beenn conducted on the inf luent ia l effect of the geographic or ig in of a product on 

itss evaluat ion (see Bannister and Saunders 1978; Li and Wyer jr. 1994; Min Han 

1989;; Morel lo 1983; Verlegh and Steenkamp 1999). Morel lo (1983, p. 8) concludes 

amongstt others tha t 'country images and product images are l inked in consumers' 

at t i tudes' .. However, products in general, classes of products, and specific products 

havee di f ferent images in relat ion to the i r country of or ig in ' . Leaving aside the 

quest ionn regarding how country of or ig in associations influence product and 

brandd evaluations, it is acknowledged that consumers store knowledge on the 

geographicall or ig in of a product or brand. 

Thee geographic or ig in can be seen as an organizat ion characteristic, being the 

placee of residence of the company which produces/delivers the product/service. As 

wel ll as knowledge on or ig in, consumers may have knowledge about the producer. 

Somee companies go back a long time and as such have a whole history attached. 

Forr example, the history of Coca-Cola can be recalled by some consumers, how it 

startedd out as a medicine (a cough mixture), which turned into a soft drink by 

add ingg soda water, and grew to become one of the world's biggest brands and a 

cul turall inheritance t o Americans. Some companies have distinct personalities 

associatedd w i t h them, like Freddie Heineken, Bill Gates, and the Mars family. Other 

organizat ionn characteristics known by consumers might be the company's culture, 

thee company's reputat ion (the business-like Abn-amro bank compared to the 

smal l - townn Rabobank), its relat ion wi th customers (the manner in which a com-

panyy treats them, is concerned about t hem or empathizes w i th them; see Brown 

andd Dacin 1997), media exposure (journal articles, news facts, et cetera), and real 

estatess owned or rented by the company. 
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Withh respect to organization associations, Brown and Dacin distinguish organiza-
tionn ability associations and organization social responsibility associations (Brown 
1998;; Brown and Dacin 1997). Organization ability associations are those associa-
tionss related to the company's expertise in producing and delivering its output. It 
iss the degree to which the company is perceived as possessing abilities that make it 
successful,, and thee degree to which the company is capable of developing, produc-
ingg and delivering product and/or services. Organization social responsibility asso-
ciationss reflect the organization's status and activities with respect to its perceived 
sociall obligations. Organization social responsibilities refer to issues like environ-
mentall friendliness, commitment to diversity in recruitment and promotion, com-
munityy involvement, sponsorship of cultural activities or organization philan-
thropy.. These associations are often unrelated to a company's abilities in produc-
ingg goods and services: although such activities may influence how consumers 
thinkk about a company (see Folkes and Kamins 1999; Sen and Bhattacharya 1999), 
theyy offer consumers little information that is directly associated with the product 
andd services it produces. 

Ass well as associations with the company itself, consumers might also hold associa-
tionss related to other companies, with which the company forms an alliance. 
Nowadayss more and more brands form alliances by making use of co-marketing, 
co-brandingg (in which two (or more) brands are presented simultaneously to con-
sumers,, like Philips' Alessi product line) or ingredient branding (like Intel micro-
processorss 'inside' Compaq personal computers). Allied company characteristics 
mayy contribute to the organization characteristics associated with a brand, or 
'spill-over'' on the brand producing company (Simonin and Ruth 1998). 

1.2.2.61.2.2.6 Advertising 

11 campaign 

22 pay-off/ slogan 

33 endorsement 

44 promotional actions/gadgets 

55 sponsoring 

66 advertising attitude 

Boxx 1.8: advertising attributes. 

Onee of the major contributors to brand equity is advertising (see Aaker and Biel 
1993;; Franzen 1998). Advertising can contribute to brand associations, affect the 
perceivedd quality of a brand and influence usage experiences. The consequences of 
encounteringg advertisements and other promotional actions from the brand-pro-
ducingg company are numerous in the creation of brand representation attributes. 
Leavingg aside the consequences of advertising (and effectiveness on purchase 
behavior),, the promotional actions themselves also lead to associations for the 
consumer.. For instance, the consumer might have associations with certain charac-
teristicss of the advertising campaign: with its style (humorous, informative, irritat-
ing,, et cetera), with media types used (television ads, radio commercials, Internet 

-style,, media type, time, content 

-celebrity,, expert, stereotype personality, 

character r 
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sites,, et cetera), times of broadcasting and of course with the content or script of 
thee commercial. Most advertisements incorporate slogans or a pronounced pay-
off,, a verbalization of the brand's distinctiveness and uniqueness from competi-
tors:: 'The Next Generation' (Pepsi), 'Making things better' (Philips). 

Onee specific advertising aspect is endorsement. Some brands use famous people, 
experts,, or stereotyped characters to endorse it. Linking a brand to people serving 
ass brand endorsers allows positive associations with the endorser to transfer to the 
brand.. By using the product themselves celebrities or experts assure potential cus-
tomerss of its quality. Brands that make use of typical endorsers to promote their 
brandd create associations with these people in the consumer's memory. Special 
typess of endorsers are brand characters. Brand characters are special kinds of brand 
logoss or symbols that take on human or real-life characteristics, like McDonalds' 
Ronaldd McDonald character, or Michelin's tyre-made man. Brand characters can 
alsoo act as an endorser, but are mainly intended as an identification mark. 

Inn addition to traditional advertising, most companies also use other forms of pro-
motionn in order to enhance the sales of their brand. For instance, special promo-
tionall actions like temporary price discounts or the supply of gadgets (getting a 
Snoopyy figure at McDonalds when buying a special meal). Similarly, sponsorship is 
aa major area of brand promotion. Sponsoring is mainly related to sports events 
(likee the Heineken sail regatta and the Grolsch Dutch open tennis championship), 
butt also to cultural events (like Robeco's summer concerts and Heineken's Night of 
thee Proms) and education (Grolsch's Horeca Academy). 

Throughh all the different instances of encountering brand advertising, people 
formm an opinion about these promotional activities of a brand. This opinion is 
referredd to as advertising attitude. One might like or dislike a specific brand's cam-
paignn or elements from it, or like/dislike advertisements for a product class in gen-
erall (the 'irritating' detergent advertisements). A positive advertising attitude 
(whichh might be mainly a result of merely liking an ad) has a positive impact on the 
effectivenesss of advertisements (Du Plessis 1994; Pieters et al 1999). 
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1.2.33 Consumer-related attr ibutes 

1.2.3.11.2.3.1 Attitude and Purchase behavior 

11 past product purchase behavior 

22 past brand purchase behavior 

33 overall product attitude 

44 overall brand attitude 

55 social norms towards the product 

66 social norms towards the brand 

77 product purchase potential 

88 brand purchase potential 

99 product purchase intention 

100 brand purchase intention 

111 brand preference / disapproval 

Boxx 1.9: attitude and purchase behavior attributes. 

Productss and brands are totally intertwined in our everyday life. They create a kind 
off wallpaper surrounding us, composing a 'brandscape', as Sherry calls it (as cited 
byy Biel 1992). Consequently, people form attitudes towards them, and react to 
them.. Reacting to products and brands implies creating an intention to purchase 
themm and, depending on one's personal purchase potential, purchasing the prod-
uctt and therewith its brand. The attribute group Attitudes & Purchase Behavior 
includess all the personal dispositions that exist at the initial evaluation stage and 
thosee that exist as a consequence of reacting to products and brands. 

Withh respect to attitudes, literature on attitude faces the same problem as litera-
turee on brand image: there is no unique definition. Van der Pligt and De Vries 
(1991)) gathered definitions of the term attitude, and found four basic underlying 
elements: : 
1.. an attitude focuses on an object, person, instance or event; 
2.. an attitude is evaluative: favorable or unfavorable, positive or negative; 
3.. an attitude is based on cognitive beliefs about the attitude-object, or, the 

weightingg of positive and negative characteristics of the object lead to an 
attitude; ; 

4.. an attitude has consequences on the behavior towards the object. 

Followingg these four elements, an attitude towards a product or brand would be 
ann evaluation of cognitive beliefs about the brand and its product, with conse-
quencess for purchase related behavior. The notion of attitudes serves a function in 
thee explanation or prediction of behavior. In relation to brands, attitudes deal with 
pastt purchase behavior (related to concepts like brand loyalty and habitual pur-
chase)) and present purchase behavior (related to concepts like purchase intention 
andd brand preference/disapproval). 

Partlyy based on their attitude, consumers show all kinds of behaviors towards 
productss and brands. They might for example ignore, consider or actually purchase 
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productss or brands. These different behaviors stem from an interaction of behav-
iorall determinants. These determinants are of interest for the IBRA as consumers 
mightt be aware of their own behavior-related thoughts in the evaluation of 
brands.. Van der Pligt and De Vries present a model of behavior determinants, 
basedd on the work of Fishbein and Ajzen. This model puts forward past behavior, 
overalll attitude, social norm and self-efficacy as indicators for behavior intention. 
'Selff efficacy' refers to perceived control over behavior, and is a result of four fac-
tors:: past experience with the behavior, observation of others, conviction by others 
andd perception of personal reactions (uncertainty, nervousness) (Bandura, in Van 
derr Pligt and De Vries 1991). Depending on barriers and skills, behavior intention 
mayy lead to actual behavior (Van der Pligt and De Vries 1991). Figure 1.2 illustrates 
thiss model. 

i i 

Pastt behaviour 

v. . 

'' Overall attitude 

Sociall norm 

Selff efficacy 

1 1 

[[ Barriers 

T T 
II W Behaviour intention 

I I kk A k. . 

1 1 
A A 

TT h 
kk ' 

Skills s 

ZD D 
i i r r 

Behaviour r 

1 1 J J 

Figuree 1.2: model of behavior determinants. 

Thiss model of behavior determinants may (theoretically) be applied to purchase 
behaviorr with respect to both brands and products as illustrated in figure 1.3. The 
originall determinant 'self efficacy' is therefore replaced by 'purchase potential'. 
Purchasee potential refers to the degree to which one is actually capable of pur-
chasingg the product or brand in question, capable meaning both financially and 
physically.. The purchase potential determinant is an individual and intrinsic factor, 
andd therefore unrelated to social norms. Thus, another change to the initial model 
off behavior determinants is the omission of the relation between social norms and 
thee fourth determinant brand purchase potential. 

Alll four determinants in figure 1.3 can be conceptualized as attributes in consumer 
memory.. Firstly, past purchase behavior of the product and/or the brand will set a 
framee of reference for the consumer in which he will be able to evaluate his own 
experiencess and, in particular, habitual purchase behavior. Past purchase behavior 
iss said to play major roles in actual brand purchase behavior (Leong 1993; 
Woodsidee and Trappey II 1992). Secondly, the overall brand attitude is, as stated 
above,, the evaluation of cognitive beliefs about the product/brand. Thirdly, social 
normss can be derived from personal reference to various social groups and, when 
relevant,, can affect the brand purchase intention. As described in the following 
paragraphh (paragraph 1.2.3.2: Personal Reference), personal interaction with cer-
tainn social reference groups may, among other things, result in the consumer 
adaptingg particular social norms which exist in a social community. Complying with 
thesee social norms has an effect on the formation of a brand purchase intention. 

52 2 T H EE I N V E N T O R Y OF B R A N D R E P R E S E N T A T I O N A T T R I B U T E S ( I B R A ) 



Pastt purchase 
behaviour r 

Overalll brand attitude 

Sociall norm ^ C C 

Barrierss / Facilitators 

Brandd purchase 
intention n ^r> > 

Brandd purchase 
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behaviour r 

[[ Ability / ] 

Figuree 1.3: model of brand purchase behavior determinants. 

Note:: The determinants of brand purchase behavior brands can also be applied to products. The sec 

determinantss of product purchase behavior are similar to those of brand purchase behavior, and can 

bee modeled as figure 1.3, by replacing 'brand' by 'product'. 

Fourthly,, brand purchase potent ia l refers to the possible f inancial and physical 

restraintss governing the purchase intent ion. These four determinants create a pur-

chasee intent ion for the brand. Actual purchase behavior can result f rom a purchase 

intent ionn influenced by abilit ies, (financial) means and external barriers ('not avail-

ablee at the moment ' ) or faci l i tators ( 'promotions, sales'). The presence and attrac-

tivenesss of alternatives also influence purchase behavior. Consumers also have an 

imagee of competing brands in their mind, and wi l l have an at t i tude towards these 

alternativee brands tha t are competing for purchase. These att i tudes wi l l play a role 

inn the degree of preference or disapproval experienced by the consumer towards 

thee brand under consideration. 

1.2.3.21.2.3.2 Personal reference 

11 social g roup reference 

22 self reference 

33 in fo rma t iona l sources 

-- par t i c ipa t ion- , au toma t ion - , an t ic ipa tory - and negat ive 

g roupp reference 

-persona ll experience, course of l i fe , specific moments 

off experience 

-consumerr reports, media 

Boxx 1.10: personal reference attributes. 

Thee consumer's interaction w i t h its social community is clearly important . Through 

directt and indirect communicat ion w i th family, friends, acquaintances and many 

otherr people f rom one's social community, associations between behavior, experi-

encess and opinions of these people and brands can be formed in consumer mem-

oryy by which the consumer might be led in his purchase decision. These interac-

tionss also lead to social norms w i th respect to the use of brands, which also might 

affectt the purchase decision. Norms refer to implicit rules of conduct or standards 

off behavior that groups expect f rom members. Associations of this type are 

referredd to as social group reference associations. Looking at the social interaction 

betweenn groups of people, a number of social groups can be indicated. A distinc-

t ionn in social groups can be made based on types of memberships: part icipat ion 

groups,, automatic groups, anticipatory groups and negative groups. A participa-

t ionn group is a social group in which the consumer actually takes part. Examples 
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aree family, circle of friends and a political party. Automatic groups are reference 
groupss to which the consumer automatically belongs, based on age, gender, race, 
educationn and so on. Membership in such groups may be loose and identification 
amongg members low, but one is aware of belonging to the group. Anticipatory 
groupss consist of members that the consumer admires. The consumer aspires to 
becomee or fantasizes about becoming a member of this kind of group. For exam-
ple,, 'the upper-class', the popular guys at school et cetera. Negative groups con-
trastt anticipatory groups in that the consumer explicitly does not aspire to mem-
bership,, and avoids being associated with those groups. For example, a consumer 
doess not want to be identified with certain politicians, criminals or life-style group 
(thinkk of our Dutch 'gabbers' or 'kakkers') (Walters and Bergiel 1989). 

Ass well as having associations with other people's behavior, opinions and experi-
ences,, a consumer can associate his own past experiences with a product or a 
brand.. These types of associations are called self-reference associations. Three 
typess of self-reference associations are included in the inventory: personal experi-
ence,, course of life and specific moments of experience. Personal experience refers 
too the everyday life interaction with and usage of the product and the brand that 
leadss to experiential knowledge. Apart from the usage associations, one might 
rememberr the occasion itself. Research has shown that personal experiences influ-
encee memory retrieval processes (Vallee-Tourangeau et al 1998), as well as the 
importancee of the retrieved knowledge (Huffman 1997). These associations may be 
product-- or brand-related, like usage or purchase experiences, but other types of 
associationss also exist. For instance, one's course of life can affect brand prefer-
ence.. For instance, if someone has lived an affluent life, he might be more inclined 
too purchase expensive car brands. Or if someone is raised near a specific brewery, 
hee will probably favor this beer over other brands, because this brand was most 
widelyy available and therefore drunk in his past, which leads to high brand aware-
ness.. Or it could be that purchasing this particular brand reminds him of a happy 
past.. Specific moments in which a brand was experienced may also influence brand 
behavior.. Drinking Coca-Cola on a white, sandy beach in Hawaii during a holiday 
mayy be such a pleasant experience that memory of this spills over into brand pur-
chasee in chilly Holland. This experience becomes a direct positive association to the 
brand.. Such an experience can also have an indirect link to the brand. For example, 
beingg able to buy Coca-Cola in Hawaii may act as a reminder of the worldwide 
availabilityy of the brand, consolidating the brand's 'market' associations. 

Informationn on the product or brand stemming from sources like Consumer 
Reportss and media outlets can also play a part in setting up a frame of reference. 
Consumerr Reports evaluating and rating products and brands provide the con-
sumerr with information that might be used as onset for product or brand trial. 
Articless in traditional media may also provide information for the consumer. The 
Internett serves primarily as a source of information, and consumers might actively 
usee the Internet to obtain information before purchasing a product and brand. All 
thesee information sources can be seen as attributes, since a consumer might store 
brand-relatedd experiences with them in memory. 
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1.33 Brand awareness 
Thee set of brand attributes that a person has stored in memory leads to a degree of 
brandd awareness. David Aaker (1991, p. 61) defines brand awareness as 'the ability 
off a potential buyer to recognize or recall that a brand is a member of a certain 
productt category'. According to Aaker, brand awareness involves a continuum rang-
ingg from an uncertain feeling that the brand is recognized, to a belief that it is the 
onlyy one in the product class. He distinguishes four phases in brand awareness, rang-
ingg from no awareness to high awareness: brand unawareness, brand recognition, 
brandd recall, and top of mind awareness. Awareness relates to the consumer's famil-
iarityy and knowledge of a product category, and of brands within this category. 
Brandd awareness measures are basically the prime measures in applied research. 
Awarenesss can be measured spontaneously or prompted, and can be seen as a mea-
suree of the brand's strength. Although one may find that a certain brand enjoys 
highh awareness levels, this does not imply that it is highly thought of. According to 
Feldwickk (1996), survey studies have shown this. It might be that levels of awareness 
resultt from a brand's size, ubiquity, and/or scale of promotional activities. 

Whenn a consumer evaluates a brand or a product, (s)he is influenced by his/her 
priorr knowledge and experience. Alba and Hutchinson (1987, as cited in Bickart 
1992)) state that consumer knowledge comprises both the actual experience that a 
personn has with a product ('familiarity'), and the ability to perform product-
relatedd tasks successfully ('expertise'). Increasing product (brand) knowledge 
resultss in: 
1.. an improved ability to remember product (brand) information; 
2.. more complete and refined cognitive structures about the product category 

(brand)) (see also Conover 1982); 
3.. a reduction in the amount of cognitive effort required to perform product 

(brand)-relatedd tasks. 

Besidess serving an informative role when retrieved from memory, prior knowledge 
orr product/brand familiarity may further direct (1) attention for new information, 
andd (2) the use of this information (Coupey et al 1998). Beattie (1981) found, for 
example,, that expert consumers could process and use information about both 
similaritiess and differences between a specific brand and a perceived ideal prod-
uct.. Novices on the other hand are restricted to processing only similarity informa-
tion.. Effects of these factors have been widely studied in situations like 
product/brandd evaluation (e.g. Bickart 1992; Sujan 1985), comparison (e.g. Beattie 
1981),, choice/preference (e.g. Bettman and Park 1980; Coupey et al 1998), and pur-
chasee intention (e.g. Laroche et al 1996). For example, a decision-maker will usually 
havee a mixture of prior knowledge and stimulus-based information that can be 
usedd to construct a preference. A consumer with extensive familiarity with a prod-
uctt category might be able simply to retrieve information about preferred brands, 
includingg what has been called 'affect referral' (the recollection of a favorable atti-
tudee toward a brand) on the basis of past evaluation. Consumers who are less 
familiarr with a product category, however, must to some extent construct prefer-
encess on the spot (Coupey et al 1998). 

55 5 



Regardingg the feedback of brand awareness into the processing of new information 
orr decision on brand preference, brand awareness is, in contemporary literature, 
oftenn intertwined with the notion of brand salience. Yet brand salience is distinct 
fromm brand awareness in that awareness is merely an indication of the readiness 
withh which a brand springs to mind or is acknowledged when prompted on a brand 
list.. Gordon (1991) defines salience as a degree of importance a consumer relates to 
aa brand. Salience can be seen as the degree to which the brand 'matters' to a con-
sumer.. To illustrate this point, a group of consumers may be equally aware of a cer-
tainn brand in the sense that they all know it, but this does not imply that the brand 
matterss equally to each individual. In situations of brand choice, this degree of 
saliencee might make the difference for consumers. Whereas a measure of brand 
awarenesss would only reveal the degree to which each consumer is familiar with the 
brand,, a salience measure would establish the 'emotional' impact of this familiarity. 

Alll components (or at least their sense) mentioned by authors are included in the 
IBRA,, except for one: brand salience. Brand salience, or brand awareness, refers to 
thee ease of brand recall and recognition. It is the degree to which a brand is actu-
allyy present in a consumer's memory. It is the result of the strength, uniqueness, 
andd favorability of all attributes representing a brand in memory, and as such, it is 
nott an attribute in itself. Therefore, brand salience is not included as an individual 
attributee in the IBRA. 

1.44 Summarizing 
Thiss first chapter provides an overview of the wealth of associations a consumer 
mayy have with a brand. Captured in ten main attribute groups, the IBRA covers 
product-,, brand-, and consumer-related attributes that have previously been 
exploredd in literature by several authors. This inventory is taken as the starting 
pointt for research into brand representations in memory. The IBRA contains a total 
off 57 attributes (as each main attribute group contains more than one attribute), 
whichh are assumed to be the building blocks of the representation of a brand in 
memory.. As stated previously, this does not imply that all the listed attributes nec-
essarilyessarily underlie each specific brand representation. In most cases, a subset of 
thesee 57 attributes comprises a specific brand representation. Which attributes 
makee up this subset, and what their relative contribution is within this subset, is 
onee of the main research questions in this thesis. 

Thee attributes listed throughout this chapter are assumed to be stored in memory. 
Iff we want to know what the subset of attributes is that underlies a specific brand, 
wee need to retrieve information on this from memory. In order to be able to 
retrievee relevant information from memory, further exploration is first needed on 
thee way memory works in general. The next chapter will discuss developments in 
researchh on memory by describing several memory models. From this discussion of 
memoryy models, a case is made for the application of frame theory on the memory 
representationn of brands. 
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Overvieww of the Inventory of Brand Representation Attr ibutes 
11 Product characteristics 
11 product indicat ion - class, type, variat ions 
22 product physique - shape, color, smell, tactual , sound, taste, ingredients/ 

composi t ion,, product history 

22 Product usage 
11 product usage 
22 moment of usage 
33 social usage envi ronment 
44 extrinsic physical s i tuat ion 
55 intrinsic physical s i tuat ion 
66 usage purpose & effects 
77 funct iona l (dis)advantages 
88 product user imagery 

usagee procedures, operat ion, appl icat ion, serviceabil ity 
season,, t ime , day/week/weekend 

outdoor,, indoor, locat ion 
cond i t ion,, physical needs 

age,, character, appearance, status, gender, life-style 

33 Brand identifiers 
11 brand name 
22 brand mark/ logo 
33 product packaging 

in formant ,, metaphoric meaning, sound 
color,, shape, typography 
shape,, color, mater ial , variations, style 

44 Price/Quality 
11 generic product qual i ty 
22 branded product qual i ty 
33 generic product price 
44 branded product price 
55 branded product price/quali ty rat io 
55 Brand personification 
11 brand personality 
22 values 
33 brand ideology 
44 consumer-brand relat ionship 

55 af fect ion 
66 self image: impressive funct ion 
77 self image: expressive funct ion 
88 brand user image 

age,, character, appearance, status, gender, l i fe-style 

partnerr quali ty, a f fect ion, intimacy, self concept connect ion, 
nostalgia,, personal commitment , passionate at tachment 
positivee versus negative affect, low versus high intensity 

age,, character, appearance, status, gender, l i fe-style 

66 Market 
11 compet i t ion 
22 uniqueness 
33 topical i ty / contemporar i ty 
44 avai labi l i ty 
55 market or ien ta t ion 

leader/ fol lower,, market pressure 

out let /store/establ ishment t 
locall / g lobal 

77 Organization 
11 geographic or ig in 
22 organizat ion characteristics 

33 organizat ion abi l i ty 

44 organizat ion social responsibility 
55 organizat ion alliances 

country,, region, locat ion 
history,, founders/personal i t ies, culture, repu ta t ion , consumer 
re la t ion,, media exposure, real estate 
overalll success, service, competence, innovativeness, 
expertise,, brand-product relat ion 
vision,, ideology 

Advertising g 
campaign n 
pay-off// slogan 
endorsement t 
promot ionall actions/ 
sponsoring g 
advert isingg at t i tude 

style,, media type, t ime, content 

celebrity,, expert, stereotype personality, character 

99 Attitude and Purchase behavior 
11 past product purchase behavior 
22 past brand purchase behavior 
33 overall product a t t i tude 
44 overall brand a t t i tude 
55 social norms towards the product 
66 social norms towards the brand 
77 product purchase potent ia l 
88 brand purchase potent ia l 
99 product purchase in tent ion 
100 brand purchase in tent ion 
111 brand preference / disapproval 

100 Personal reference 
11 social group reference 

selff reference 
in format ionall sources 

par t ic ipat ion- ,, automat ion- , ant ic ipatory- and negative group 
reference e 
personall experience, course of l i fe, moments of experience 
consumerr reports, media 
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