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BRAND IMAGE

• Brand image is the current view of the customers about a brand. It can be defined as a unique

bundle of associations within the minds of target customers. It signifies what the brand presently
stands for. It is a set of beliefs held about a specific brand. In short, it is nothing but the consumers’
perception about the product. It is the manner in which a specific brand is positioned in the market.
Brand image conveys emotional value and not just a mental image. Brand image is nothing but an
organization’s character. It is an accumulation of contact and observation by people external to an
organization. It should highlight an organization’s mission and vision to all. The main elements of
positive brand image are- unique logo reflecting organization’s image, slogan describing

organization’s business in brief and brand identifier supporting the key values.



• Brand image develops and conveys the product’s character in a unique manner different
from its competitor’s image. The brand image consists of various associations in
consumers’ mind - attributes, benefits and attributes. Brand attributes are the functional
and mental connections with the brand that the customers have. They can be specific or
conceptual. Benefits are the rationale for the purchase decision. There are three types of
benefits: Functional benefits - what do you do better (than others ),emotional benefits -
how do you make me feel better (than others), and rational benefits/support - why do I
believe you(more than others). Brand attributes are consumers overall assessment of a
bran



Brand Identity vs Brand Image
Brand Identity Brand Image

1 Brand identity develops from the source or 
the company.

Brand image is perceived by the receiver or 
the consumer.

2 Brand message is tied together in terms of 
brand identity.

Brand message is untied by the consumer in 
the form of brand image.

3 The general meaning of brand identity is 
“who you really are?”

The general meaning of brand image is “How 
market perceives you?”

4 It’s nature is that it is substance oriented or 
strategic.

It’s nature is that it is appearance oriented or 
tactical.

5 Brand identity symbolizes firms’ reality. Brand image symbolizes perception of 
consumers

6 Brand identity represents “your desire”. Brand image represents “others view”

7 It is enduring. It is superficial.

8 Identity is looking ahead. Image is looking back.

9 Identity is active. Image is passive.

10 It signifies “where you want to be”. It signifies “what you have got”.

11 It is total promise that a company makes to 
consumers.

It is total consumers’ perception about the 
brand.



What is Brand Personality ?

• Brand personality is the way a brand speaks and behaves. It means assigning human
personality traits/characteristics to a brand so as to achieve differentiation. These
characteristics signify brand behaviour through both individuals representing the brand
(i.e. it’s employees) as well as through advertising, packaging, etc. When brand image or
brand identity is expressed in terms of human traits, it is called brand personality. For
instance - Allen Solley brand speaks the personality and makes the individual who wears it
stand apart from the crowd. Infosys represents uniqueness, value, and intellectualism.



• Brand personality must be differentiated from brand image, in sense that, 
while brand image denote the tangible (physical and functional) benefits and 
attributes of a brand, brand personality indicates emotional associations of 
the brand. If brand image is comprehensive brand according to consumers’ 
opinion, brand personality is that aspect of comprehensive brand which 
generates it’s emotional character and associations in consumers’ mind.



• Brand personality develops brand equity. It sets the brand attitude. It is a key input into the look
and feel of any communication or marketing activity by the brand. It helps in gaining thorough
knowledge of customers feelings about the brand. Brand personality differentiates among brands
specifically when they are alike in many attributes. For instance - Sony versus Panasonic. Brand
personality is used to make the brand strategy lively, i.e, to implement brand strategy. Brand
personality indicates the kind of relationship a customer has with the brand. It is a means by which
a customer communicates his own identity.

• Brand personality and celebrity should supplement each other. Trustworthy celebrity ensures
immediate awareness, acceptability and optimism towards the brand. This will influence
consumers’ purchase decision and also create brand loyalty. For instance - Bollywood actress
Priyanka Chopra is brand ambassador for J.Hampstead, international line of premium shirts.

• Brand personality not only includes the personality features/characteristics, but also the
demographic features like age, gender or class and psychographic features. Personality traits are
what the brand exists for.



What is Brand Awareness ?

• Brand awareness is the probability that consumers are familiar about the life and availability of the product. It is the
degree to which consumers precisely associate the brand with the specific product. It is measured as ratio of niche
market that has former knowledge of brand. Brand awareness includes both brand recognition as well as brand recall.

• Brand recognition is the ability of consumer to recognize prior knowledge of brand when they are asked questions about
that brand or when they are shown that specific brand, i.e., the consumers can clearly differentiate the brand as having
being earlier noticed or heard. While brand recall is the potential of customer to recover a brand from his memory when
given the product class/category, needs satisfied by that category or buying scenario as a signal. In other words, it refers
that consumers should correctly recover brand from the memory when given a clue or he can recall the specific brand
when the product category is mentioned. It is generally easier to recognize a brand rather than recall it from the memory.

• Brand awareness is improved to the extent to which brand names are selected that is simple and easy to pronounce or
spell; known and expressive; and unique as well as distinct. For instance - Coca Cola has come to be known as Coke.



• There are two types of brand awareness:

1.Aided awareness- This means that on mentioning the product category, the 
customers recognize your brand from the lists of brands shown.

2.Top of mind awareness (Immediate brand recall)- This means that on 
mentioning the product category, the first brand that customer recalls from 
his mind is your brand.



• The relative importance of brand recall and recognition will rely on the degree to which consumers
make product-related decisions with the brand present or not. For instance - In a store, brand
recognition is more crucial as the brand will be physically present. In a scenario where brands are
not physically present, brand recall is more significant (as in case of services and online brands).

• Building brand awareness is essential for building brand equity. It includes use of various renowned
channels of promotion such as advertising, word of mouth publicity, social media like blogs,
sponsorships, launching events, etc. To create brand awareness, it is important to create reliable
brand image, slogans and taglines. The brand message to be communicated should also be
consistent. Strong brand awareness leads to high sales and high market share. Brand awareness
can be regarded as a means through which consumers become acquainted and familiar with a
brand and recognize that brand.



Brand Loyalty

• Brand Loyalty is a scenario where the consumer fears purchasing and consuming product from another brand which he does not trust. It is 
measured through methods like word of mouth publicity, repetitive buying, price sensitivity, commitment, brand trust, customer satisfaction, etc. 
Brand loyalty is the extent to which a consumer constantly buys the same brand within a product category. The consumers remain loyal to a 
specific brand as long as it is available. They do not buy from other suppliers within the product category. Brand loyalty exists when the consumer 
feels that the brand consists of right product characteristics and quality at right price. Even if the other brands are available at cheaper price or 
superior quality, the brand loyal consumer will stick to his brand.

• Brand loyal consumers are the foundation of an organization. Greater loyalty levels lead to less marketing expenditure because the brand loyal 
customers promote the brand positively. Also, it acts as a means of launching and introducing more products that are targeted at same customers 
at less expenditure. It also restrains new competitors in the market. Brand loyalty is a key component of brand equity.

• Brand loyalty can be developed through various measures such as quick service, ensuring quality products, continuous improvement, wide 
distribution network, etc. When consumers are brand loyal they love “you” for being “you”, and they will minutely consider any other alternative 
brand as a replacement. Examples of brand loyalty can be seen in US where true Apple customers have the brand's logo tattooed onto their 
bodies. Similarly in Finland, Nokia customers remained loyal to Nokia because they admired the design of the handsets or because of user-
friendly menu system used by Nokia phone



• Brand loyalty can be defined as relative possibility of customer shifting to another brand in
case there is a change in product’s features, price or quality. As brand loyalty increases,
customers will respond less to competitive moves and actions. Brand loyal customers
remain committed to the brand, are willing to pay higher price for that brand, and will
promote their brand always. A company having brand loyal customers will have greater
sales, less marketing and advertising costs, and best pricing. This is because the brand
loyal customers are less reluctant to shift to other brands, respond less to price changes
and self- promote the brand as they perceive that their brand have unique value which is
not provided by other competitive brands.

• Brand loyalty is always developed post purchase. To develop brand loyalty, an organization
should know their niche market, target them, support their product, ensure easy access of
their product, provide customer satisfaction, bring constant innovation in their product and
offer schemes on their product so as to ensure that customers repeatedly purchase the
product.



Brand Association

• Brand Associations are not benefits, but are images and symbols associated with a brand or a brand benefit. 
For example- The Nike Swoosh, Nokia sound, Film Stars as with “Lux”, signature tune Ting-ting-ta-ding with 
Britannia, Blue colour with Pepsi, etc. Associations are not “reasons-to-buy” but provide acquaintance and 
differentiation that’s not replicable. It is relating perceived qualities of a brand to a known entity. For 
instance- Hyatt Hotel is associated with luxury and comfort; BMW is associated with sophistication, fun 
driving, and superior engineering. Most popular brand associations are with the owners of brand, such as -
Bill Gates and Microsoft, Reliance and Dhirubhai Ambani.

• Brand association is anything which is deep seated in customer’s mind about the brand. Brand should be 
associated with something positive so that the customers relate your brand to being positive. Brand 
associations are the attributes of brand which come into consumers mind when the brand is talked about. It 
is related with the implicit and explicit meanings which a consumer relates/associates with a specific brand 
name. Brand association can also be defined as the degree to which a specific product/service is recognized 
within it’s product/service class/category. While choosing a brand name, it is essential that the name 
chosen should reinforce an important attribute or benefit association that forms it’s product positioning. For 
instance - Power book.



• Brand associations are formed on the following basis:

• Customers contact with the organization and it’s employees;

• Advertisements;

• Word of mouth publicity;

• Price at which the brand is sold;

• Celebrity/big entity association;

• Quality of the product;

• Products and schemes offered by competitors;

• Product class/category to which the brand belongs;

• POP ( Point of purchase) displays; etc

• Positive brand associations are developed if the product which the brand depicts is durable, marketable and desirable. 
The customers must be persuaded that the brand possess the features and attributes satisfying their needs. This will lead 
to customers having a positive impression about the product. Positive brand association helps an organization to gain 
goodwill, and obstructs the competitor’s entry into the market.
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