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O O O The Brand Equity ConceptMarketers now face a number of competitive challenges, and some critics feel
the response of many has been ineffective or, worse, has further aggravated the problem. In the rest of this book
we'll present theories, models, and frameworks that accommodate and reflect marketing's new challenges in order
to provide useful managerial guidelines and suggest promising new directions for future thought and research.
We'll introduce a "common denominator” or unified conceptual framework, based on the concept of brand
equity, as a tool to interpret the potential effects of various brand strategies.One of the most popular and potentially
important marketing concepts to arise in the 1980s was brand equity. Its emergence, however, has meant both good
news and bad news to marketers. The good news is that brand equity has elevated the importance of the brand in
marketing strategy and provided focus for managerial interest and research activity. The bad news is that,
confusingly, the concept has been defined a number of different ways for a number of different purposes. No
common viewpoint has emerged about how to conceptualize and measure brand equity.Fundamentally, branding
is all about endowing products and services with the power of brand equity. Despite the many different views, most
observers agree that brand equity consists of the marketing effects uniquely attributable to a brand. That is, brand
equity explains why different outcomes result from the marketing of a branded product or service than if it were not
branded. That is the view we take in this book. As a stark example of the transformational power of branding,
consider the following.
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