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Researchingg Brand Images: 
Thee Nature and Activation of Brand 
Representationss in Memory 

Tijss Timmerman 

Knowingg how consumers perceive and evaluate brands is crucial for 

successfull brand management. A wide range of brand image 

researchh methods is offered by market research agencies. In choosing 

thee most useful method, and to make the best use of obtained 

resultss from brand image measurements, advertisers should be 

awaree of the influential effects that research methods can have on 

respondents'' processes of knowledge activation. Firstly, this thesis 

presentss the exhaustive Inventory of Brand Representation Attributes 

(IBRA),, and fits the notion of brand image into contemporary 

memoryy theory. Secondly, the influence on respondents' association-

activationn process of providing different numbers of cues, and of an 

explicitt evaluation context are empirically explored. Findings were 

thatt different 'brand images' result from different methods, plus 

thatt product-related brands can differ in their associative structure. 

Thiss illustrates that brand image measurement methods yield 

method-- and context dependent results. Advertisers are advised to 

takee this into account when incorporating research results in their 

brandd management. 
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