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Abstract Measuring and understanding brand image is crucial for both branding

research and practice. Empirical studies focusing on brand image reveal a large

number of techniques for measuring brand image, highlighting the need to organize

them. However, no comprehensive review of brand image measurement techniques

can be found in the existing literature. Therefore, this article seeks to contribute to

the extant knowledge of brand image by systematically reviewing the related lit-

erature, providing a comprehensive discussion and characterization of brand image

measurement techniques, offering recommendations for measuring brand image

through a roadmap, and suggesting directions for future research. Our systematic

literature review identified 224 high-quality scholarly articles published between

1991 and 2016 using 12 main techniques for measuring brand image. This article

may aid both researchers and brand managers in selecting and applying appropriate

brand image measurement techniques for their specific research context.
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1 Introduction

Exploring consumers’ brand perceptions is an important field of marketing and

consumer research (see e.g., Keller 2016). In this regard, brand image can be seen as

a key element indicating how consumers feel about a brand and whether a positive

relationship exists between the brand and consumers. By measuring brand image,

managers can identify both desirable and undesirable brand associations and address

these associations in their branding efforts. Thus, from a managerial point of view,

understanding how consumers perceive brands is essential for successful brand

management.

Over the last decades, a large body of research has focused on brand image. In

1990, Dobni and Zinkhan published their review of definitions, components, and

measurement techniques of brand image. Starting with Gardner and Levy’s (1955)

seminal article, their search encompassed a period of 35 years. Subsequent to the

publication of their work, the field of branding received considerable attention and

continued to grow. Aaker’s (1991) and Keller’s (1993) seminal works on brand

management became milestones that gave new impetus to research in the field.

These two authors proposed a similar definition of brand image, but differed

regarding its components and underlying mental representations of knowledge.

Aaker (1991) defined brand image as a set of associations that are usually organized

in a meaningful way. Brand associations may take the form of anything that can be

linked to the memory of a brand, such as product attributes, customer benefits, or

relative price. In contrast to Aaker’s perspective, Keller’s customer-based brand

equity (CBBE)-approach was derived from cognitive psychology and built on the

associative network memory model (see e.g., Anderson 1983). According to Keller

(1993), brand image consists of consumers’ perceptions about a brand that reflect

the brand’s meaning and are held in memory in the form of a network of

associations. These brand associations may take the form of attributes, benefits, or

attitudes.

Beside this theoretical development of brand image, various studies have

empirically examined the relationship between brand image and different marketing

constructs. It has been shown that brand image has a positive influence on, for

example, brand trust (see e.g., Esch et al. 2006), customer satisfaction (see e.g.,

Cretu and Brodie 2007), brand equity (see e.g., Faircloth et al. 2001), and

willingness to pay a price premium (see e.g., Anselmsson et al. 2014). These

findings supported the idea that brand image is essential for building and managing

brands and, therefore, it should be carefully monitored and targeted.

In research, a large number of techniques for measuring brand image have been

used. However, no comprehensive review of brand image measurement techniques

can be found in the extant literature. Most research has focused only on a selection

of techniques. Joyce (1963) concentrated on scaling and sorting techniques, while

John et al. (2006) focused on techniques that derive brand maps (i.e., networks of

brand associations). Driesener and Romaniuk (2006) provided an empirical

comparison of three commonly used techniques for measuring brand image, and

a study by Gensler et al. (2015) categorized several brand image measurement
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techniques according to their data source and ability to extract a brand association

network. To the best of our knowledge, no previous studies have either

systematically reviewed the different techniques used in the literature for measuring

brand image or provided practical guidance for selecting a brand image

measurement technique.

The aims of this paper are threefold: first, via a systematic literature review, we

identify high-quality scholarly articles published between 1991 and 2016 that

measure brand image. To provide an overview of the brand image measurement

techniques used most frequently in marketing research, 224 articles were identified

and analyzed. Second, we discuss the benefits and drawbacks of the reviewed

techniques and derive various features (i.e., association-specific, output-specific,

practical, knowledge-specific and context-specific) to characterize them. Further-

more, we develop a roadmap and present recommendations to help researchers

and brand managers select appropriate brand image measurement techniques.

Third, we identify existing research gaps and suggest directions for future

research.

Section 2 explains the search process of the systematic literature review. In

Sect. 3, we present the results of the review, including our identification of the

most frequently used brand image measurement techniques. Section 4 provides an

overview of the identified techniques. In Sect. 5, we discuss the techniques in

detail and critically compare them. In Sect. 6, we suggest future research

directions. The article ends with a conclusion and a brief discussion of the

article’s limitations.

2 Identification of brand image measurement techniques

We followed the three stages proposed by Tranfield et al. (2003) to conduct a

systematic, evidence-informed literature review identifying brand image measure-

ment techniques used in marketing research. These three stages are (1) planning, (2)

conducting, and (3) reporting and disseminating the review. In the first stage, we

explained the motivation for the systematic literature review, derived our research

question, and prepared a review protocol. In the second stage, we identified all

articles published between 1991 and 2016 through a multi-step approach (see

Fig. 1).

First, we searched journal abstracts for the term ‘‘brand image.’’ We relied on this

term because we wanted to narrow our search to those articles that explicitly

addressed brand image and used this term in their abstracts. We selected the year

1991 as the starting point for our search process for two reasons: first, Dobni and

Zinkhan (1990) have already provided a detailed overview of brand image research

in preceding years (i.e., 1955–1990). Thus, this article can be seen as a continuation

of Dobni and Zinkhan’s (1990) work. Second, Aaker (1991) and Keller (1993)

published their seminal works on brand image in the early 1990s, which provided a

new impetus for brand image research in following decades.

We focused on the most important, international peer-reviewed journals in the

field of marketing according to three different journal rankings. In line with Sageder
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et al. (2016), the journals were identified according to (1) the German Academic

Association for Business Research (VHB) ‘‘JOURQUAL 3,’’ with the cut-off of

CC; (2) the British Association of Business Schools’ (ABS) ‘‘Academic Journal

Quality Guide 2015,’’ with the cut-off of C2; and (3) the ‘‘ABDC Journal Quality

List 2016’’ of the Australian Business Deans Council, with the cut-off of CC. We

considered each journal that appeared in at least two of the three rankings, which

allowed us to overcome potential drawbacks from the use of only one journal

ranking and reduce subjectivity. In sum, we identified 50 journals, which we then

examined individually using electronic databases.

Fig. 1 Systematic search process
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To reduce the risk of overlooking relevant articles, we screened references of

already-identified publications, as suggested by Fink (2010).1 Overall, our search

procedure resulted in an initial sample of 392 publications using the term ‘‘brand

image’’ in their abstracts.

Next, we thoroughly screened full texts of the 392 articles to determine whether

each article explicitly reported on brand image measurement, which resulted in the

exclusion of 168 articles from further analysis. We thus identified 224 articles2 that

explicitly measured brand image. A full list of all journals considered and the

number of articles per journal can be found in the ‘‘Appendix’’ (see Table 4).

In the third stage, we synthesized findings featuring both descriptive and thematic

analyses of the field. We achieved this by using a set of categories (e.g., journal title,

definition of brand image, type of brand image measurement) with the use of

extraction forms (Tranfield et al. 2003; Booth et al. 2016). A team of three

independent researchers screened the articles according to these categories and,

while doing so, assessed the type of brand image measurement applied in each

article. Whenever two researchers disagreed on an applied technique, the third

researcher was consulted for the final decision.

3 An overview of measuring brand image in research

The work of Dobni and Zinkhan (1990) has already revealed that brand image

measurement has a long tradition in research. Although first approaches date back to

the late 1960s, our results show that interest in measuring brand image has increased

over time. Figure 2 shows the temporal development of the field from 1991 to 2016.

We found that only 23 articles were published between 1991 and 1999.

Subsequently, 79 articles were published in the following decade, from 2000 to

2009. From 2010 until the end of 2016, 122 articles were published. As can be seen

in Fig. 2, these years demonstrate the current attention given to brand image

measurement in research, except for the year 2013.

The results also reveal a broad variation among the selected journals. Whereas our

search covered a set of 51 scientific, peer-reviewed journals, the results derive from 36

journals. Figure 3 shows the journalswith the highest numbers of identifiedpublications

within our investigation. The journals with the most publications are the Journal of

Product & BrandManagement (12.9%), the Journal of Business Research (10.7%), the

Journal of Brand Management (8.0%), and Psychology & Marketing (7.1%).

Although this article focuses on brand image measurement techniques, we also

analyzed each publication’s definition of brand image and underlying theoretical

background. The publications were assigned a theoretical foundation of brand image

based on the author’s definition. Figure 4 shows the most frequently used definitions

1 This enabled us to identify another important, international peer-reviewed journal, the Journal of

Business Research, which met our quality criteria, except for its categorization in another research area

according to two of the three rankings. The Journal of Business Research is included in the subject area

‘‘General Management, Ethics and Social Responsibility’’ according to the ABS, and it can be found in

the area ‘‘General Business Administration’’ according to the VHB.
2 These articles are listed in the reference section of this paper, marked by an asterisk.
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of brand image and their respective frequencies. While some articles named more

than one source of their definition of brand image, many articles lacked a clear

definition. A possible explanation is that brand image was not these articles’

primary focus.

Two authors are of particular relevance when it comes to defining ‘‘brand

image.’’ The most frequently cited definition comes from the seminal work by

Keller (1993), which focuses on conceptualizing, measuring, and managing
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customer-based brand equity. Other publications by the same author (e.g., 2003)

were cited in seven articles for the definition of brand image. Aaker’s (1991, 1996a)

definitions of brand image are the second most cited. They appear in 21 (1991) and

15 (1996a) articles, respectively.

From the considered set of articles, our search revealed 12 different brand image

measurement techniques applied in at least two different articles. In alphabetical

order, they are brand concept maps, constant-sum method, dichotomous scaling,

focus group, free-association technique, free-choice technique, in-depth interview,

Likert scaling, projective techniques, ranking, repertory grid, and semantic

differential scaling. Figure 5 shows the techniques with their corresponding

frequency of use.

As seen in Fig. 5, Likert scaling was most widely used for brand image

measurement (50.9% of articles), and semantic differential scaling was the next

most widely used (14.3%). Although scaling techniques appeared predominant, a

combination of techniques was frequently observed, as well.3 Several studies

combined Likert scaling with techniques that directly elicit brand associations from

consumers, such as the free-association technique (e.g., Lange and Dahlén 2003;

Danes et al. 2012), in-depth interviews (e.g., Michel and Rieunier 2012; Cho et al.

2015), and focus groups (e.g., Power et al. 2008; Bian and Moutinho 2009).

Similarly, semantic differential scaling was used in combination with the free-

association technique (e.g., Low and Lichtenstein 1993; Batra and Homer 2004).

Eighteen other techniques were applied only once in the identified articles, and

therefore were not considered.4 The vast majority of articles (215) we analyzed
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3 Consequently, the numbers provided in Fig. 5 do not add up to 224.
4 These techniques include conjoint analysis, CoreBrand Power, laddering, network analysis, and the

Zaltman metaphor elicitation technique (ZMET), to name just a few.
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sourced primary data to measure brand image, and of these, 13 articles used panel

data. Only nine articles were found to have used secondary data.

We also identified the most influential article for each technique according to

citation counts.5 We gathered these counts manually via the citation database

Google Scholar, which has the best journal coverage (Meho and Yang 2007).

Citation counts were collected until the end of 2016. To account for the impact of

publication age on citation counts, we divided the citation counts by article age to

compute mean counts per year (Harzing 2010). Table 1 highlights the most

influential article for each technique.

4 Review of brand image measurement techniques

In the following section, we provide a short description of the 12 techniques that

were used at least twice in the identified articles. In addition, we present an

overview of the different (Likert) scales that were predominantly used in our

sample.
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Fig. 5 Number of applications per technique

5 Citation counts are the most objective and frequently used metric for measuring scientific impact (Nair

and Gibbert 2016) and are considered the ‘‘building block’’ of all indicators in bibliometric analyses

(Wildgaard et al. 2014, p. 127). Nevertheless, some researchers question what citation counts really

measure. The probability of being cited depends on many time-, field-, journal-, or article-dependent

factors beyond scientific impact (see Bornmann and Daniel 2008, for an overview). Moreover, using only

citation counts could be misleading, as it would favor older publications (Quental and Lourenço 2012).

To avoid this drawback, we considered the mean citation counts per year (i.e., citation counts divided by

the age of the publication).
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4.1 Likert scaling

Between 1991 and 2016, Likert’s method of summated ratings (1932), known as

Likert scaling, was most frequently applied to measure brand image. This technique

asks respondents to indicate the extent to which they agree or disagree with a series

of statements about the stimulus object, that is, the target brand or its associations.

Each statement usually has five or seven response categories in a forced-choice

format ranging from ‘‘strongly disagree’’ to ‘‘strongly agree.’’ After respondents

assess their statements, each statement is assigned a numerical score that enables a

total summated score or a mean score to be calculated for each respondent,

indicating his or her attitude towards the brand (Hair et al. 2009).

The results of our literature review revealed a lack of consensus in the application

of Likert scaling to measure brand image, as the majority of scales were applied in

one article only. Figure 6 shows the most frequently used Likert scales.

Table 1 The most influential article per technique

Technique References Citations Mean citations per year

Likert scaling Cretu and Brodie (2007) 572 57.2

Semantic differential scaling Hosany et al. (2006) 601 54.6

Free-association technique Batra and Homer (2004) 259 19.9

Focus group Bian and Moutinho (2011) 143 23.8

In-depth interview Thompson et al. (2006) 587 53.4

Free-choice technique Swait et al. (1993) 369 15.4

Dichotomous scaling Hsieh et al. (2004) 399 30.7

Projective techniques Hogg et al. (2000) 265 15.6

Repertory grid Hankinson (2005) 376 31.3

Brand concept maps John et al. (2006) 274 24.9

Constant-sum method Roth (1995a) 603 27.4

Ranking Driesener and Romaniuk (2006) 80 7.3
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Fig. 6 Number of articles per Likert scale
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Although relatively new, the scale by Martı́nez et al. (2009) was most frequently

applied to measure brand image. Their scale considers three dimensions that attempt

to assess tangible (i.e., functional image) and intangible (i.e., affective image)

attributes and benefits, as well as overall attitudes toward the brand (i.e., reputation).

It derives specific items from scales suggested in previous research (i.e., Martin and

Brown 1990; Aaker 1996b; Weiss et al. 1999). Aaker’s (1996b) scale was the

second most frequently applied Likert scale. For example, Martı́nez and de

Chernatony (2004) used it to measure general brand image (in contrast to product

brand image). An overview of the statements used in the scales listed above can be

found in the ‘‘Appendix’’ (see Table 5). Other Likert scales that were frequently

used to measure brand image were Aaker’s (1997) 42-item brand personality scale

and Davies et al.’s (2003) 49-item corporate character scale. The brand personality

scale involves five dimensions of brand personality (sincerity, excitement,

competence, sophistication, and ruggedness), while the corporate character scale

includes seven dimensions (agreeableness, competence, enterprise, chic, ruthless-

ness, machismo, and informality).

4.2 Semantic differential scaling

Semantic differential scaling, introduced by Osgood et al. (1957), was the second

most frequently used brand image measurement technique in marketing research.

This scaling technique uses bipolar adjectives or adverbs as endpoints of a

symmetric continuum. Typically, respondents rate the target brand on a number of

itemized scales, each bounded by one of two bipolar adjectives (Malhotra 2010) or

phrases (Aaker et al. 2011). Each response is quantified by a numerical score, and

thus, mean responses can be calculated.

We repeated our analysis of the articles that used semantic differential scaling to

provide an overview of most frequently used scales. However, we could not find any

consensus for this technique as no semantic differential scale was used more than

twice.

4.3 Free-association technique

Another frequently applied technique for investigating brand image and eliciting

brand associations was the free-association technique. Within this technique,

respondents receive a stimulus (e.g., a brand name) and must spontaneously name or

write down everything that comes to mind regarding it. The primary goal of the

free-association technique is to identify easily accessible verbal associations from

consumer memories (Deese 1965; Koll et al. 2010).

4.4 Focus groups

The focus group approach is a more or less open-ended, informal discussion about a

target (e.g., a brand) among a small group of respondents (i.e., 8–10) in a relaxed

atmosphere (Calder 1977). In general, focus group participants should be

homogeneous in demographic and socioeconomic characteristics and, hence, they
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must be screened carefully in advance. A key characteristic of focus groups is a

skilled moderator who guides the conversation and ensures that participants focus

on the topic of interest. The moderator has to stimulate the discussion and evoke

ideas, opinions, beliefs, feelings, or attitudes from the participants. After a

predetermined period (e.g., 45–90 min), the moderator ends the discussion,

summarizes the key findings, and, if possible, draws a conclusion in an additional

research report from what was said or left unsaid (Calder 1977).

4.5 In-depth interview

In-depth interviews in the branding context are used to elicit in-depth information

on brand associations. They involve a trained interviewer asking a respondent a set

of semi-structured, probing questions, typically in a face-to-face setting (Hair et al.

2009). According to Legard et al. (2003), in-depth interviews have several key

characteristics. First, the interview is intended to combine structure with flexibility

to uncover associations concerning the target brand. Second, the interview is

interactive in nature; that is, it relies on the interaction between the interviewer and

the respondent, with the interviewer encouraging the respondent to answer freely.

Third, the interviewer uses a range of probing questions to achieve deeper

understanding in terms of penetration, exploration, and explanation. Fourth, in-

depth interviews are generative in the sense that new knowledge or thoughts can be

created.

4.6 Free-choice technique

The free-choice or ‘‘pick any’’ technique can be technically described as a free-

choice affirmative binary (Dolnicar et al. 2012). The interviewer presents

respondents with an attribute and asks them which, if any, of the listed brands

they associate with that attribute (Barnard and Ehrenberg 1990). To avoid order and

priming effects, the attributes and the brand list should be randomized (Nenycz-

Thiel and Romaniuk 2014). The presentation order can be changed by first showing

respondents a brand and then asking them which, if any, of the listed attributes they

associate with the brand (e.g., Swait et al. 1993). Either way, the answers are saved

in binary form (Rungie et al. 2005).

4.7 Dichotomous scaling

Dichotomous scaling is characterized by having only two response categories (such

as ‘‘yes’’ vs. ‘‘no,’’ ‘‘agree’’ vs. ‘‘disagree’’), which can be accompanied by a neutral

response category reflecting the two categories’ inapplicability (Malhotra 2010). To

measure brand image, dichotomous questions can reveal whether a predefined

association is associated with the target brand and, concomitantly, whether the

target brand is characterized by any specific, predefined associations.
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4.8 Projective techniques

Projective techniques are unstructured, indirect forms of questioning that seek to

have respondents express their deepest motivations, beliefs, attitudes, or feelings

regarding a topic of interest (e.g., the brand). Respondents are encouraged to

‘‘project’’ their own unconscious thoughts onto someone or something and ‘‘respond

in ways in which they would otherwise not feel able to respond’’ (Boddy 2005,

p. 240). According to Helkkula and Pihlström (2010), projective techniques can be

divided into four different categories: (1) association tasks (e.g., brand personifi-

cation), (2) completion tasks (e.g., sentence or story completion tasks), (3)

construction tasks (e.g., bubble drawings/cartoon tests), and (4) expressive tasks

(e.g., role-play).

4.9 Repertory grid

The repertory grid technique can be used for eliciting personal constructs (i.e., what

people think about a given topic) and is based on Kelly’s (1955) personal construct

theory. According to this theory, people’s view of objects that they interact with is

made up of a collection of related similarity–difference dimensions. The repertory

grid technique utilizes the so-called triads consisting of three stimuli (i.e., brands).

In the first step, respondents have to name a dimension in which two of the three

brands are similar to each other (i.e., similarity or emergent pole) and, at the same

time, different from the third brand (i.e., contrast pole). This procedure is repeated

15–20 times to identify important image dimensions. In the second step,

respondents evaluate brands on the identified image dimensions using a bipolar

rating-scale. This allows researchers to assess the relevance of each image

dimension and to derive the connection strength between each image dimension and

the brands.

4.10 Brand concept maps

Based on the idea that consumers organize information in memory in the form of a

network (see e.g., Anderson and Bower 1973), John et al. introduced brand concept

maps (BCM) in 2006 for measuring brand images and underlying brand association

networks. The BCM approach consists of three stages. In the elicitation stage,

researchers identify a set of relevant brand associations. For this purpose,

researchers can either use the results of prior market research studies or conduct

a further study to elicit important associations. In the subsequent mapping stage,

respondents use these previously identified brand associations to map their

individual brand association networks. In the final aggregation stage, these

individually designed brand maps are aggregated based on a set of standardized

aggregation rules to obtain the consensus map, which depicts the whole sample’s

brand image and underlying brand association network. Very recently, Böger et al.

(2017) introduced an improved aggregation mechanism to enhance the applicability

of the BCM approach.

238 A. Plumeyer et al.

123



4.11 Constant-sum method

The constant-sum method is used in marketing research for identifying the relative

(i.e., comparative) importance of attributes. Respondents’ are required to allocate a

fixed number of points (e.g., 100) among a set of objects (e.g., pre-defined brand

associations) to express their relative preference for, or the importance of, each

object (Guilford 1954; Aaker et al. 2011). If an association is completely

unimportant, respondents assign zero points to it. The more important an association

is to respondents, the more points they assign to it (Malhotra 2010).

4.12 Ranking

Ranking is a comparative measure where brands are ranked in relation to

competitors according to their association with an attribute. For example, when a

brand is ranked first, this means that the corresponding attribute is associated more

with that brand than with the other brands (Driesener and Romaniuk 2006).

5 Discussion of brand image measurement techniques and practical
guidance

In this section, we summarize our previous findings by discussing the benefits and

drawbacks and providing a comprehensive characterization of each brand image

measurement technique. We derive a roadmap for both researchers and practitioners

based on these findings. Our recommendations may assist marketing researchers and

brand managers in choosing brand image measurement techniques according to

their specific research context.

5.1 Benefits and drawbacks of brand image measurement techniques

For the 12 techniques most used in brand image measurement since 1991, we

present their important benefits and drawbacks below (see Table 2).

In the following section, we present a comprehensive characterization of the 12

techniques for measuring brand image identified within our systematic literature

review. We explicitly refer to the benefits and drawbacks of each brand image

measurement technique and derive specific features that allow us to compare these

techniques.

5.2 Characterization of brand image measurement techniques

The brand image measurement techniques identified in our literature review can be

elaborated by describing their different features: association-specific, output-

specific, practical, knowledge-specific, and context-specific. Each feature is

discussed in more detail below.
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Table 2 Benefits and drawbacks of brand image measurement techniques

Technique Benefits Drawbacks

Likert scaling Easy to construct, administer, and

understand

Offers only limited information on brand

image as the scales are limited to

cognitive components of brand image

(Hair et al. 2009)

May provide insight into the strength of

predefined sets of brand associations

Dimensions of brand associations (e.g.,

favorability, uniqueness) are not part of

the investigation

Semantic

differential

scaling

Easy to construct, administer, and

understand

Needs a thoroughly implemented pre-

study to ensure that the scales cover

important aspects of the brand imageSuitable for measuring consumers’

positive and negative feelings toward an

object (Henerson et al. 1987)

Free-

association

technique

Easy to construct, administer, and

understand

Cannot delve deeper into nonverbal and/or

implicit brand knowledge as it seeks to

retrieve verbal and/or explicit brand

knowledge from memory (Koll et al.

2010)

Participants are able to voice whatever

associations are the most accessible to

them in their own words

Participants might be inhibited from

retrieving associations stored in memory

as the technique is often connected with

time restrictionsNo specially trained interviewer needed

Less time-consuming compared with other

qualitative techniques (e.g., in-depth

interviews)

Focus group Can uncover how participants

conceptualize a brand and enable

participants to compare and challenge

the experiences and perspectives of

others regarding the respective brand

(Keller 2013)

Due to time restrictions and costs (e.g., for

a skilled moderator), often carried out

with a small number of participants

Within the discussion, participants can

explain the meaning of their answers and

provide important background

knowledge

For the most part, generalizing the results

of the discussion process is not possible

Useful in research areas in which survey

planning is challenging due to a lack of

specific knowledge on the topic of

interest (Vaughn et al. 1996; Bian and

Moutinho 2009)

Possible lack of objectivity due to the role

of the moderator

Composition of people and group

dynamics might influence the outcomes
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Table 2 continued

Technique Benefits Drawbacks

In-depth

interview

Question-and-answer process offers the

flexibility to collect data on consumers’

individual brand associations (e.g.,

attitudes, motivations, and opinions)

(Hair et al. 2009)

Findings may lack generalizability,

reliability, and the ability to distinguish

small differences

Probing questions allow interviewers to

collect highly detailed data from

participants

Inaccurate findings may be caused by the

introduction of interviewer–participant

artifacts, participant bias, or interviewer

errors (Hair et al. 2009)

Participants may reveal their inner

thinking once a comfort zone has been

reached in the interviewer–participant

relationship (Hair et al. 2009; Aaker

et al. 2011)

Success strongly depends on the quality of

the interviewer

Costs of setup and completion, extensive

length of time required as well as

participants’ time scarcity and privacy

concerns (McCracken 1988)

Free-choice

technique

Easy to construct, administer, and

understand

Reducing questions to the presence or

absence of an association decreases

analytical sensitivity and limits the

analytical options (Hsieh et al. 2004;

Hsieh and Lindridge 2005)

Has been shown to discriminate better

between similar brands than forced-

choice scales because participants do not

have to provide an answer for unfamiliar

brands (Joyce 1963)

Brand image attributes measured with

free-choice questions are highly

unstable (Rungie et al. 2005; Dolnicar

and Rossiter 2008; Dolnicar et al. 2012)

and might even ‘‘contaminate’’ brand

image studies (Dolnicar et al. 2012)Free-choice questions are quicker and

easier to answer than forced-choice

scaling, allowing the collection of more

information in a shorter period while

producing similar results (Barnard and

Ehrenberg 1990; Driesener and

Romaniuk 2006)

Dichotomous

scaling

Easy to construct, administer, and

understand

Reducing questions to the presence or

absence of an association decreases

analytical sensitivity and limits the

analytical options (Hsieh et al. 2004;

Hsieh and Lindridge 2005)

Can be recommended when participants

are not knowledgeable enough to make

detailed judgments or are too impatient

to make fine judgments

Dichotomous questions typically do not

provide any information about the

strength of brand associations or existing

connections between them (Hsieh et al.

2004; Hsieh and Lindridge 2005)A long list of dichotomous questions can

be answered in a shorter time compared

with the same list of continuous

questions
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Table 2 continued

Technique Benefits Drawbacks

Projective

techniques

Able to uncover participants’ true

opinions, attitudes, and feelings,

especially when participants are

otherwise unwilling or unable to expose

them

Skilled and experienced researchers are

required to correctly interpret the

outcomes

Less cognitively demanding for

participants and not limited by individual

cognitive ability in comparison with

other research methods (Steinman 2009)

Comparably expensive and hard to

administer (Donoghue 2000; Boddy

2005)

Potentially low reliability of the technique

(Steinman 2009)

Repertory

grid

Able to determine the relationship between

brand images

Time-consuming and cost-intensive

Identifies important image dimensions

without researcher bias (Boyle 2005)

Results cannot be analyzed with respect to

validity and reliability criteria

Brand

concept

maps

Identifies brand associations, their

underlying network of linkages, their

strength, their favorability, and their

uniqueness (Schnittka et al. 2012)

Predefined list of brand associations is

used in the mapping procedure;

participants might only focus on these

associations and not consider additional

and individually important brand

associations

Shown to be valid and reliable (John et al.

2006)

Entails large effort to conduct personal

interviews

Provides a set of (improved) standardized

aggregation rules (Böger et al. 2017)

High costs (e.g., for test studios)

Approach is more accessible in

comparison with other network-

generating techniques (e.g., network

analysis)

Time constraints (e.g., comparatively long

field times)

Difficulties generating large sample sizes

Constant-sum

method

Able to indicate both the ranking and the

magnitude of relative importance

assigned to each association (Hair et al.

2011)

Participants might face problems when

having to assign points to more than a

few categories (Aaker et al. 2011)

Enables the researchers to distinguish

between several brands without

requiring too much time (Malhotra 2010)

With increased complexity, the

participants’ task might become too

taxing and lead participants to use only a

subset of the associations presented in

their decision process (Iacobucci and

Churchill 2010; Malhotra 2010; Aaker

et al. 2011)

Able to reduce the ‘‘halo effect’’ (i.e., the

tendency of participants to carry over

individual judgments from one

association to another) (Iacobucci and

Churchill 2010)

If participants do not perceive the

associations presented as being

completely independent, spurious

correlations might also be observed

(Kerlinger 1973)
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5.2.1 Association-specific features

Techniques for measuring brand image can be characterized according to their

ability to uncover brand associations. Several techniques elicit brand associations as

a starting point for measuring brand image. The free-association technique, focus

groups, and the repertory grid elicit brand-specific associations directly from

respondents. In contrast, in-depth interviews and projective techniques indirectly

elicit consumers’ (unconscious) thoughts and feelings about a brand (Zaltman 1997;

Supphellen 2000). These techniques, thus, offer detailed insights into perceptions of

a particular brand. Therefore, researchers can ensure that the full spectrum of brand

associations can be detected. However, the absence of a predefined set of brand

associations makes these techniques less suitable for comparing different brand

images. Other techniques (e.g., Likert scaling, the free-choice technique, or the

constant-sum method) make use of a predefined set of brand associations. When

applying those techniques, respondents are usually not asked to add further

associations. Moreover, techniques that rely on scales can make use of existing

items from prior studies. For example, Martı́nez and de Chernatony (2004) used

items adapted from Aaker (1996b) that can be used for a wide range of brands.

Although these techniques might face problems in eliciting brand specifics, brand

images can be compared more easily because they are based on the same scale.

5.2.2 Output-specific features

Techniques can be further categorized according to their outcomes. For example,

the free-association technique, focus groups, in-depth interviews, and projective

techniques provide qualitative (often textual) data that usually require further

analysis (see e.g., Michel and Rieunier 2012). In contrast, the free-choice technique

and dichotomous scaling provide binary data. As these techniques provide

information only regarding the existence of a connection between a brand and an

association, their informative content is limited. To derive further insights,

additional analyses must be conducted. Prior research, for example, has made use

of factor analysis (e.g., Loeffler 2002) or correspondence analysis (e.g., Dawes

2014) to extend the information retrieved from binary measures. The output of

Likert scaling, semantic differential scaling, repertory grid, and the constant-sum

Table 2 continued

Technique Benefits Drawbacks

Ranking Can be used when several brands are the

subject of investigation and the interest

lies in the performance (regarding brand

associations) of a brand relative to its

competitors

Participants might be forced to rank brands

by associations that are inappropriate for

describing the brand from their

perspective

Low ranks may be a reflection of

unfamiliarity rather than poor

performance of the association

(Driesener and Romaniuk 2006)
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method are often interpreted as interval data because mean values and standard

deviations are calculated (e.g., Hagtvedt and Patrick 2008; Allman et al. 2016). The

ranking technique provides ordinal data. In contrast, the BCM approach assesses

how a brand and its associations are interconnected and, therefore, results in

network data.

5.2.3 Practical features

Practical features provide a deeper understanding of the cost–benefit ratio of each

technique, such as the amount of time and effort required to conduct a brand image

study. Different techniques, such as Likert scaling and the free-association

technique, are characterized as easy to conduct and easy to administer. In contrast,

some techniques (e.g., in-depth interviews and projective techniques) require

extensive resources in terms of special expertise and time. That is, focus groups, in-

depth interviews, and projective techniques usually require trained interviewers to

moderate discussions or elicit respondents’ inner thinking. Additionally, the BCM

approach with its three steps—(a) elicitation, (b) mapping, and (c) aggregation—is

time consuming.

5.2.4 Knowledge-specific features

Techniques for measuring brand image also differ in terms of their requirements

regarding respondents’ knowledge of and familiarity with the brand. When

consumers are not knowledgeable enough to make detailed judgments, dichotomous

scaling or the free-choice technique, which are cognitively less demanding, can be

recommended (Hsieh et al. 2004). For highly familiar and knowledgeable

respondents, other techniques can be applied to provide deeper insights into brand

(image) perceptions.

5.2.5 Context-specific features

Finally, techniques can be distinguished according to their ability to measure brand

image(s) in a competitive environment. While most techniques evaluate brands in a

non-competitive environment, repertory grid and ranking evaluate the image of the

brand in the context of other brands. For example, the repertory grid uses triads of

brands (i.e., three brands) that respondents have to compare to build an emergent

and a contrast pole.

Table 3 summarizes the characterization of brand image measurement techniques

according to the discussed features.

5.3 Roadmap for researchers and practitioners

Based on the characterization of brand image measurement techniques, we are able

to derive a roadmap for both researchers and practitioners who are interested in

brand image measurement. This map is depicted in Fig. 7.
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At the outset, a decision has to be made on the approach to brand associations:

should they be elicited or should a predefined set of associations be used? If the user

is interested in eliciting brand associations to measure brand image, various

techniques may be applied (i.e., the free-association technique, focus groups, in-

depth interviews, projective techniques, repertory grid). The use of a repertory grid

is recommended when the user wants to identify conscious brand associations in the

context of more than one brand. If the user focuses only on one brand and ease of

use is the priority, then the free-association technique should be used. Focus groups

may be applied if the user examines only one brand and intends participants to

interact and compare their experiences with each other. In contrast, if the aim of the

user is to identify unconscious associations, then either in-depth interviews or

projective techniques can be used. If these unconscious associations are to be

identified through a guided conversation, then in-depth interviews can be applied. If

these unconscious associations are to be identified through respondents’ creativity,

projective techniques can be used. It is important to note that all the techniques

discussed above are often applied in pre-studies to identify a list of brand

associations (see e.g., Hogg et al. 2000, Bian and Moutinho 2011). In this way, these

techniques are combined with other techniques in the context of measuring brand

image.

If the aim of the user is to provide a predefined set of associations for measuring

brand image, then the focus may be on the strength of a connection between an

association and the brand or the existence of such connection(s). When focusing on

the existence of a connection between the brand and an association, the user can

either apply the free-choice technique or the forced-choice technique. In the free-

choice technique, respondents select the associations they associate with a brand as

opposed to explicitly marking associations that are not associated with the brand.

Forced-choice techniques (i.e., dichotomous scaling) require respondents to

explicitly decide whether an association is associated with the brand or not. When

focusing on both the strength of a connection between an association and the brand

and the interconnection between different associations within a network, brand

concept maps should be applied. Ranking should be applied if the focus is on the

relative strength of associations with a certain brand compared with other brands. If

the interest of the user is in evaluating the relative strength of associations in

comparison with other associations for a brand, then the constant-sum method

should be used. Finally, if each association must be evaluated independently, Likert

scaling or semantic differential scaling should be used. Likert scaling assesses the

strength of an association through the degree of respondents’ agreement to

statements, while semantic differential scaling evaluates the strength of an

association by the assignment in a symmetric continuum.

The set of recommendations presented above aims to guide researchers and brand

managers in choosing a suitable brand image measurement technique for their

specific research focus.
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6 Opportunities for future research

The preceding discussion showed that research on the measurement of brand image

is already well advanced. Nonetheless, we suggest four propositions that can guide

the scope of future research in the field: (1) rethinking the conceptual background of

brand image measurement techniques, (2) using new data sources for brand image

measurement techniques, (3) developing new brand image measurement techniques,

and finally, (4) comparing brand image measurement techniques empirically.

6.1 Rethink the conceptual background of brand image measurement
techniques

Our systematic analysis revealed that the majority of articles provided no definition

of brand image. While this might be because the primary goal of these articles was

not to explicitly measure brand image, the findings also cast doubt on dealings with

the theoretical background of brand image. Articles that did provide a definition

mainly used either Keller’s (1993) or Aaker’s (1991, 1996a) conceptualizations of

brand image. The impact of these articles on marketing theory and practice is

certain, and Keller’s (1993) definition of brand image might be timeless. However,

different global macro changes have affected the way brands should be managed in

today’s world. For example, Gürhan-Canli et al. (2016) viewed fast-paced

technological advances, digital (online) developments, and social as well as

environmental constraints as aspects of global macro changes. Hence, works that

account for these changes and rethink the conceptualization of brand image are

necessary. In this regard, Gürhan-Canli et al. (2016) outlined the growing

importance of innovativeness, responsiveness, and responsibility as components

of brand image. These crucial components could be emphasized during the process

of rethinking the conceptualization of brand image.

This research direction is in line with Yadav (2010) and MacInnis (2011), who

both called for more conceptual contributions to guide academic marketing

research. A conceptual rethinking of the theoretical background of brand image

might provide new ideas and insights and impact the way brand image is measured.

6.2 Use and evaluate new data sources for brand image measurement
techniques

The above-mentioned macro changes not only influence the way brands are

managed in today’s environment but also provide new opportunities for brand-

related marketing research. A large number of consumers make use of different

social media platforms such as Twitter, YouTube, and Facebook to express

themselves and communicate with others online (Boyd and Ellison 2008; Smith

et al. 2012). They are also able to engage and interact with brands online, for

example, by writing comments about a brand on its Facebook page. This has

become a new and rapidly growing source of data for brand image measurement,

namely brand-related user-generated content (UGC). Prior empirical research has
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already demonstrated that UGC is a valuable source of information as consumers

express their thoughts, opinions, and feelings about products and brands online (e.g.,

Decker and Trusov 2010). The growth of online channels and Internet platforms

now provides the opportunity to ‘‘track the hearts and minds of […] consumers’’

based on UGC (Swaminathan 2016, p. 37).

The most frequently applied techniques identified in this article reflect the

predominance of primary data for brand image measurement, as only nine articles

made use of secondary data. However, none of these articles made use of new

sources of data such as UGC or microblogging. Collecting primary data from

consumers can be costly and time consuming, and the corresponding results can

quickly become outdated. In contrast, brand-related UGC is easily accessible and

widely available in real time, allowing firms to gather information in a timely

manner (Gensler et al. 2015). Hence, there is a need for brand image measurement

techniques to include these new data sources. Some research has already used data

from Twitter (Culotta and Cutler 2016) or the bookmarking website Delicious (Nam

and Kannan 2014) to infer attribute-specific brand perception ratings.

Future research should further prove the value of UGC compared with traditional

sources regarding several concerns. These concerns include, for example, potential

difficulties in reaching consumers of interest. While an increasing number of

consumers already provide brand-related UGC, some consumers do not provide any

content online. Accordingly, future research should investigate whether the brand

perceptions of consumers who post online content differ from those who do not (i.e.,

whether a relevant self-selection bias exists; Gensler et al. 2015). Another question

concerning the value of new data sources is which types of brands are suited for

UGC-based analyses. Images of brands that are popular among consumers who tend

not to provide UGC are difficult to measure. Hence, future research should

investigate whether appropriate UGC is available for all types of brands. This leads

us to our next suggestion: that future applications of UGC for brand image

measurement should focus on whether the benefits outweigh the complexity of data

collection, preparation, and analysis and, finally, whether this approach can gain

acceptance as a brand image measurement technique.

6.3 Develop new brand image measurement techniques

For traditional data sources, our review also reveals that measuring brand image

involves at least two steps. First, brand associations must be identified. Second,

respondents must evaluate these associations. Although our review shows that

different brand image measurement techniques are frequently combined with each

other, only the BCM approach combines both steps within one technique.

Accordingly, future research might focus on providing more standardized proce-

dures that combine these two components of eliciting and evaluating brand

associations.

Future research might also consider measuring and evaluating the image of more

than one brand in a competitive context. While in marketing research relative

evaluations are often the standard (e.g., Olsen 2002), few studies examine the

importance of normative benchmarks on brand image (e.g., Romaniuk 2013).
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Therefore, researchers may use innovative forms of brand image measurement, for

example, measuring the image of more than one brand in a competitive research

setting. Within the techniques considered in this article, only repertory grids and

ranking enable the comparison of different brands.

With respect to the new data sources mentioned above, new techniques should be

developed. These techniques should be able to address at least three different

challenges: first, highly dynamic data sources, such as brand-related UGC, require

automatic data collection. Collecting data automatically enables researchers and

practitioners to observe brand image developments in a timely manner, which is

particularly useful for brand management. Second, new techniques for measuring

brand image that make use of new data sources should be able to handle large

amounts of data. Third, data collected from new sources should be condensed in an

appropriate way. For example, these new techniques might present collected data in

the form of associative networks.

Studies have already taken the first steps in this regard by converting product

reviews into brand image information through a combination of text mining and

(semantic) network analysis (Netzer et al. 2012; Gensler et al. 2015). We believe

that these examples are only initial attempts to provide new techniques for brand

image measurement.

6.4 Compare brand image measurement techniques empirically

Further research could also consider emphasizing empirical comparisons of brand

image measurement techniques. Although researchers have empirically compared

different techniques, they have tended to compare selected brand image measure-

ment techniques. For example, Dolnicar et al. (2012) compared the stability of

Likert scaling, dichotomous scaling, and the free-choice technique to examine the

extent to which these techniques would produce the same results in repeated

measurements on the individual level. Future research should build on these results

and include newly developed brand image measurement techniques based on data

sources such as brand-related UGC.

The techniques identified in our literature review have different association-

specific and outcome-specific features (see Table 3). New brand image measure-

ment techniques might reveal even stronger distinctiveness, and the outcomes of

different techniques may vary strongly in terms of these features. While the stability

of brand associations has been used as a criterion for comparing the outcomes of

brand image measurement techniques, future research should also examine other

criteria that might be suitable for a critical comparison (e.g., the sensitivity of image

profiles).

7 Conclusion

Building, measuring, and managing brand image have become important aspects of

strategic brand management, and they are increasingly emphasized in the academic

literature. The purpose of this article was to contribute to the extant knowledge on
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brand image by conducting a systematic review of the most frequently used brand

image measurement techniques, discussing benefits and drawbacks of these

techniques, providing a comprehensive categorization and roadmap for the profound

use of these brand image measurement techniques, and suggesting directions for

future research.

Our systematic literature review covered 224 articles that measured brand image.

We identified those techniques most frequently used for brand image measurement

since 1991 and discussed them in detail. To provide a synopsis of our findings, we

categorized these techniques according to their association-specific, output-specific,

practical, knowledge-specific, and context-specific features and derived a roadmap

as a decision-support tool for both researchers and practitioners. Finally, we

suggested four promising directions for future research to improve the knowledge

base of this important field of brand management.

As with every study, this too has a few limitations. First, we considered only

articles published in scientific journals with various ranking criteria (i.e., ‘‘CC’’,

‘‘C2’’) according to three selected journal rankings. Additional or different quality

criteria could have been considered, for example, the 5-year impact factor of

Thomson Reuters’ SSCI. Furthermore, the additional examination of books, book

excerpts, or proceedings might have yielded further insights. Second, the exclusion

of 168 articles in the first step of our systematic search exhibited a certain degree of

subjectivity. However, to keep this subjectivity as low as possible, we used the

multiple assessor method and had a team of three researchers categorize the articles.

Third, we deliberately focused on the search term ‘‘brand image’’ and did not

include other possible search terms, such as ‘‘brand equity’’ or ‘‘brand associations,’’

as we sought to identify articles explicitly addressing brand image in their research.

To conclude, we believe that this article portrays the most widely used techniques

for brand image measurement in the field of marketing, offers new insights for

measuring brand image, and provides impetus for future work on brand image

measurement.

Appendix

See Tables 4 and 5.
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Table 4 Number of articles per journal

Journal Ranked according to our criteria

by

Number of articles

ABDC,

ABS, and

VHB

ABDC

and

VHB

ABDC

and

ABS

‘‘Brand image’’ is

found in the

abstract

Brand

image is

measured

Advances in Consumer Research X 15 5

Academy of Marketing Science

Review

X 0 0

Advances in International

Marketing

X 0 0

Consumption Markets and

Culture

X 0 0

European Journal of Marketing X 35 13

Industrial Marketing

Management

X 7 5

International Journal of

Advertising

X 11 5

International Journal of

Consumer Studies

X 2 0

International Journal of Market

Research

X 14 11

International Journal of

Nonprofit and Voluntary

Sector Marketing

X 6 3

International Journal of Research

in Marketing

X 6 6

International Journal of Retail

and Distribution Management

X 8 4

International Marketing Review X 12 11

International Review of Retail,

Distribution and Consumer

Research

X 4 2

Journal of Advertising X 5 4

Journal of Advertising Research X 7 5

Journal of Brand Management X 41 18

Journal of Business and

Industrial Marketing

X 0 0

Journal of Business-to-Business

Marketing

X 0 0

Journal of Consumer Affairs X 1 0

Journal of Consumer Behavior X 6 3

Journal of Consumer Psychology X 3 2

Journal of Consumer Research X 1 1

Journal of Customer Behavior X 0 0

Journal of Global Marketing X 8 4

Journal of Interactive Marketing X 2 2
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Table 4 continued

Journal Ranked according to our criteria

by

Number of articles

ABDC,

ABS, and

VHB

ABDC

and

VHB

ABDC

and

ABS

‘‘Brand image’’ is

found in the

abstract

Brand

image is

measured

Journal of International

Marketing

X 6 4

Journal of Macromarketing X 2 0

Journal of Marketing X 7 6

Journal of Marketing

Management

X 16 6

Journal of Marketing Research X 6 3

Journal of Marketing Theory and

Practice

X 4 2

Journal of Personal Selling and

Sales Management

X 1 0

Journal of Product and Brand

Management

X 37 29

Journal of Public Policy and

Marketing

X 1 0

Journal of Relationship

Marketing

X 4 2

Journal of Retailing X 3 2

Journal of Retailing and

Consumer Services

X 14 8

Journal of Revenue and Pricing

Management

X 0 0

Journal of Service Research X 1 1

Journal of Services Marketing X 5 3

Journal of Strategic Marketing X 3 2

Journal of the Academy of

Marketing Science

X 3 2

Marketing Letters X 5 3

Marketing Science X 8 3

Marketing Theory X 4 0

Psychology and Marketing X 20 16

Qualitative Market Research: An

International Journal

X 8 4

Quantitative Marketing and

Economics

X 1 0

Review of Marketing Science X 1 0

Journal of Business Research 38 24

Total 36 10 4 392 224

254 A. Plumeyer et al.

123



References

Aaker DA (1991) Managing brand equity. Free Press, New York

Aaker DA (1996a) Building strong brands. Free Press, New York

Aaker DA (1996b) Measuring brand equity across products and markets. Calif Manag Rev 38(3):102–120

Aaker JL (1997) Dimensions of brand personality. J Mark Res 34(3):347–356

Aaker DA, Kumar V, Day GS, Leone RP (2011) Marketing research. Wiley, Hoboken

*Aghekyan-Simonian M, Forsythe S, Kwon WS, Chattaraman V (2012) The role of product brand image

and online store image on perceived risks and online purchase intentions for apparel. J Retail

Consum Serv 19(3):325–330

*Al-Hawari MA (2011) Do online services contribute to establishing brand equity within the retail

banking context? J Relatsh Mark 10(3):145–165

*Allman HF, Fenik AP, Hewett K, Morgan FN (2016) Brand image evaluations: the interactive roles of

country of manufacture, brand concept, and vertical line extension type. J Int Mark 24(2):40–60

*Almquist EL, Turvill IH, Roberts KJ (1998) Combining economic and image analysis for breakthrough

brand management. J Brand Manag 5(4):272–281

*Alpert FH, Kamins MA (1995) An empirical investigation of consumer memory, attitude, and

perceptions toward pioneer and follower brands. J Mark 59(4):34–44

*Alwi SFS, Kitchen PJ (2014) Projecting corporate brand image and behavioral response in business

schools: cognitive or affective brand attributes? J Bus Res 67(11):2324–2335

Anderson JR (1983) The architecture of cognition. Harvard University Press, Cambridge

Anderson JR, Bower GH (1973) Human associative memory. Winston & Sons, Washington

*Andrews M, Kim D (2007) Revitalising suffering multinational brands: an empirical study. Int Mark

Rev 24(3):350–371

*Anholt S (2005) Anholt nation brands index: How does the world see America? J Advert Res

45(3):296–303

Table 5 Most frequently used Likert scales

References Statements

Martı́nez et al. (2009) Functional image

The products have a high quality

The products have better characteristics than competitors’

The products of the competitors are usually cheaper

Affective image

The brand is nice

The brand has a personality that distinguish itself from

competitors’ brands

It’s a brand that doesn’t disappoint its customers

Reputation

It’s one of the best brands in the sector

The brand is very consolidated in the market

Aaker (1996b) and Martı́nez and de

Chernatony (2004)

The brand provides good value for money

There is a reason to buy the brand instead of others

The brand has personality

The brand is interesting

I have a clear impression of the type of people who

consume the brand

This brand is different from competing brands

Measuring brand image: a systematic review, practical… 255

123



*Anselmsson J, Bondesson NV, Johansson U (2014) Brand image and customers’ willingness to pay a

price premium for food brands. J Prod Brand Manag 23(2):90–101

*Ar AA, Kara A (2014) Emerging market consumers’ country of production image, trust and quality

perceptions of global brands made-in China. J Prod Brand Manag 23(7):491–502

*Arslan FM, Altuna OK (2010) The effect of brand extensions on product brand image. J Prod Brand

Manag 19(3):170–179
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*Woisetschläger DM, Hartleb V, Blut M (2008) How to make brand communities work: antecedents and

consequences of consumer participation. J Relatsh Mark 7(3):237–255

*Worm S, Srivastava RK (2014) Impact of component supplier branding on profitability. Int J Res Mark

31(4):409–423

*Wu CW (2015) Foreign tourists’ intentions in visiting leisure farms. J Bus Res 68(4):757–761

Yadav MS (2010) The decline of conceptual articles and implications for knowledge development.

J Mark 74(1):1–19

*Yagci MI, Biswas A, Dutta S (2009) Effects of comparative advertising format on consumer responses:

the moderating effects of brand image and attribute relevance. J Bus Res 62(8):768–773

*Yoganathan D, Jebarajakirthy C, Thaichon P (2015) The influence of relationship marketing orientation

on brand equity in banks. J Retail Consum Serv 26:14–21

*Yuan R, Liu MJ, Luo J, Yen DA (2016) Reciprocal transfer of brand identity and image associations

arising from higher education brand extensions. J Bus Res 69(8):3069–3075

Zaltman G (1997) Rethinking market research: putting people back in. J Mark Res 34(4):424–437

*Zenker S, Beckmann SC (2013) Measuring brand image effects of flagship projects for place brands: the

case of Hamburg. J Brand Manag 20(8):642–654

Measuring brand image: a systematic review, practical… 265

123


	Measuring brand image: a systematic review, practical guidance, and future research directions
	Abstract
	Introduction
	Identification of brand image measurement techniques
	An overview of measuring brand image in research
	Review of brand image measurement techniques
	Likert scaling
	Semantic differential scaling
	Free-association technique
	Focus groups
	In-depth interview
	Free-choice technique
	Dichotomous scaling
	Projective techniques
	Repertory grid
	Brand concept maps
	Constant-sum method
	Ranking

	Discussion of brand image measurement techniques and practical guidance
	Benefits and drawbacks of brand image measurement techniques
	Characterization of brand image measurement techniques
	Association-specific features
	Output-specific features
	Practical features
	Context-specific features

	Roadmap for researchers and practitioners

	Opportunities for future research
	Rethink the conceptual background of brand image measurement techniques
	Use and evaluate new data sources for brand image measurement techniques
	Develop new brand image measurement techniques
	Compare brand image measurement techniques empirically

	Conclusion
	Appendix
	References




