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What is Brand Equity?
Brand Equity is a hot topic in the minds of the marketing research community these days. The Advertising Research Foundation (ARF) has 
held at least two conferences on the topic in the past year and there is a body of data that is being analyzed, as you read these lines, in an 
effort to further explain Brand Equity quantitatively. This article deals with the qualitative aspect of brand Equity, the brand’s Identity.

The definitions of Brand Equity illustrate the fact that many prominent speakers in the ARF conferences attempted to describe a brand’s 
Equity and yet most of them seemed to be referring to a brand’s Core Identity Some of the definitions given to Brand Equity are:

“The value added inherent in a brand”
“The reason consumers pay more for a brand”
“The durability of a brand”
“The power of a brand to maintain share of market, ROI, and cash flow”
“The brand’s franchise and the loyalty it commands”
“ The set of brand assets and liabilities that add or subtract form the value provided by a product or service to a firm and/or the 

firm’s customers”

Behavioral research claims that there are five logical levels that people use to organize the information they receive in general including 
information relative to a product or service.  These five levels are: Environment, Behaviors, Capabilities, Beliefs and Identity. There is a 
unique organization of information that takes place at each one of these levels for each individual.

When  some information at the Identity level is changed because of the intervention of Marketing Communications relative to the product, it 
changes the organization at  all other levels below it since this is the highest level. The converse is not true e.g. Liquid Soap has a different 
Identity from Bar Soap (Identity is not necessarily related to physical form) as a result all other levels are different.  When Arm & Hammer 
changed the Identity of Baking Soda to use it as a deodorizer all other levels changed also.  But when a “fire-ant” insecticide was no longer 
sold at the supermarkets and was only sold in the lawn and garden stores it did not change its Identity, it only changed its Environment.

Brand Related Environment
A brand, in a consumer’s mind, is a living entity that operates in a given Environment i.e. it is manufactured, sold and used in specific 
environments. It has a contextual space that it inhabits and it evokes a set of Behaviors in that space.

A laundry detergent, for instance is sold at the supermarket and used at the laundry room. This, may seem like mundane information initially 
but the descriptions of these environments are critical. Supermarkets may conjure up images of long lines, coupon filing, children dragging 
to one person whereas for someone else it is an enjoyable experience! Similarly, one person may see laundry as time-off  from other routines 
while someone else thinks of it as a pain!

Brand Related Behavior
A brand elicits purchase and usage Behaviors




