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Topic: Brand Equity 

• Learning objectives: 

• To make the students understand the concept of Brand 

Equity, its meaning  and components of brand equity. 

 















Drivers of Brand Equity 

Brand Elements 

Marketing Activities 

Meaning Transference 



Perceived quality of brands 

• Perceived quality can be defined as the customer's 
perception of the overall quality or superiority of a 
product or service with respect to its intended purpose, 
relative to alternatives.  

• Perceived quality is, first, a perception by customers. It 
thus differs from several related concepts, such as:  

– a) Actual or objective quality: the extent to which the product or 
service delivers superior service  

–  
b) Product-based quality: the nature and quantity of ingredients, 
features, or services included  

–  
c) Manufacturing quality: conformance to specification, the "zero 
defect" goal 

 



Brand Equity 

• IS BRAND EQUITY ALWAYS POSITIVE ??? 

 

 There are two schools of thought regarding the existence 
of negative brand equity.  

 

 One perspective states brand equity cannot be negative, 
hypothesizing only positive brand equity is created by 
marketing activities such as advertising, PR, and 
promotion.  

 

 A second perspective is that negative equity can exist, 
due to catastrophic events to the brand, such as a wide 
product recall or continued negative press attention 

 

 

 



Brand Equity 

EXAMPLES OF NEGATIVE BRAND EQUITY??? 

 

COKE – pesticide content 

AIR FRANCE – Unexpected Air Crash 

TATA INDICA/ NANO – Defects in manufacturing 

MARKS & SPENCER – Poor Innovation in Fashion 

Trends 

 

Impact on Brand Negative – but confined to short time Frame 
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