MOLIYAVIY

‘%3 ) TEXNOLOGIYALAR

ILMIY ELEKTRON JURNALI

ISSN: 2181-3965
VOLUME 5

TOSHKENT 2026




c
“MOLIYAVIY TEXNOLOGIYALAR” ILM1Y ELEKTRON

JURNALI TAHRIRIYAT KENGASHI RAISI

To‘lqin Zakirovich Teshabayev — tahririyat kengashi raisi. Toshkent davlat
igtisodiyot universiteti rektori, iqtisodiyot fanlari doktori, professor

TAHRIRIYAT KENGASHI

Mehmonov Sultonali Umaraliyevich — Toshkent davlat iqtisodiyot
universiteti, O‘quv ishlari bo‘yicha birinchi prorektori, igtisodiyot fanlari doktori,
professor

Abdurahmanova Gulnora Qalandarovna - Toshkent davlat iqtisodiyot
universiteti, Ilmiy ishlar va innovamuyalar bo‘yicha prorektor, iqtisodiyot fanlari
doktori, professor

Karimova Komila Daniyarovna - Toshkent davlat igtisodiyot universiteti,
Yoshlar masalalari va ma’naviy-marifiy ishlar bo‘yicha birinchi prorektori,
iqtisodiyot fanlari doktori, dotsent

Xudoyqulov Sadirdin Karimovich - Toshkent davlat iqtisodiyot
universiteti, Hududiy ta’lim masalalari va markazlar bo‘yicha prorektor, iqtisodiyot
fanlari doktori, professor

Sindarov Sherzod Egamberdiyevich — Toshkent davlat iqtisodiyot
universiteti, Infratuzilmalarni rivojlantirish va iqtisod ishlari bo‘yicha prorektori,
iqtisodiyot fanlari doktori, dotsent

Saparov Aktam Jo‘rayevich — bosh muharrir, filologiya fanlari doktori

Islamkulov Alimnazar Xudjamuratovich — iqtisodiyot fanlari doktori,
professor

Pardayev Abdunabi Xoliqovich — igtisodiyot fanlari doktori, professor

Kuziyev Islomjon Ne’matovich — igtisodiyot fanlari doktori, professor

Baymuratov Tursunbay Maxkambayevich — iqtisodiyot fanlari nomzodi,
professor

Omonov Akrom Abdinazarovich — igtisodiyot fanlari doktori, professor

Sharipov Qongratbay Avezimbetovich — texnika fanlari doktori, professor,
O‘zbekiston Respublikasi Oliy ta’lim, fan va innovatsiyalar vaziri

Jumayev Nodir Xosiyatovich — iqtisodiyot fanlari doktori, professor,
O‘zbekiston Respublikasi Oliy Kengashi deputati

Haydarov Nizomiddin Hamroyevich — iqtisodiyot fanlari doktori, professor

Raviprakash G. Dani — Xalgaro ta’lim konsultanti, professor (AQSH)

Bagautdinova Nailya Gumerovna — Qozon federal universiteti Boshqaruv,
iqtisodiyot va moliya instituti direktori, iqtisodiyot fanlari doktori, professor
(Rossiya Federatsiyasi)

Sharifzoda Mu’min Mashokir — Tojik davlat huquq, biznes va siyosat
instituti rektori, iqtisodiyot fanlari doktori, professor (Tojikiston Respublikasi)

Maley Elena Borisovna — Polotsk davlat universiteti rektori, iqtisodiyot
fanlari nomzodi, dotsent (Belarus Respublikasi)

Asif Mahbub Karim — Malayziya Menejment va tadbirkorlik universiteti
professori (Malayziya qirolligi)

“Moliyaviy texnologiyalar” ilmiy elektron jurnali 3-son 2026-yil




5 N
x4/
MOLIYAULIY
TEXNOLOGIVALAR “Moliyaviy texnologiyalar” ilmiy elektron jurnali At
.
Piter Xayk — Yevropa amaliy fanlar va menejment instituti ilmiy ishlar
bo‘yicha prorektori (Chexiya Respublikasi)
Yavuz Demirel — Kastamonu universiteti professori (Turkiya Respublikasi)
Jo‘rayev Abdug‘affor Safarovich — Termez agrotexnologiyalar va
Innovatsion rivojlanish instituti rektori, iqtisodiyot fanlari doktori, professor
Ismanov Ibroxim Nabiyevich — Farg‘ona politexnika instituti kafedra
mudiri, iqtisodiyot fanlari doktori, professor
Xayriddinov Azamat Botirovich — Qarshi muhandislik-igtisodiyot instituti
prorektori iqtisodiyot fanlari nomzodi, dotsent
Tashnazarov Samiddin Nizamovich — Samarqand iqtisodiyot va servis
instituti kafedra mudiri, iqtisodiyot fanlari doktori, professor
Nurmanov Ulug‘bek Anorbayevich - Bank-moliya akademiyasi
“Buxgalteriya hisobi va audit” kafedrasi professori, iqtisodiyot fanlari doktori
Yakubova Nargiz Tursunbayevna — iqtisodiyot fanlari bo‘yicha falsafa
doktori (PhD), dotsent
Mamatov Baxadir Safaraliyevich — iqtisodiyot fanlari doktori, professor
Qiyosov Sherzod Uralovich — igtisodiyot fanlari doktori, professor
Urazaliyev Kamoliddin Tajikulovich — iqtisodiyot fanlari doktori, dotsent

JURNAL TAHRIRIYATI

Saparov Aktam Jo‘rayevich — bosh mubharrir, filologiya fanlari doktori,
dotsent

Avlokulov Anvar Ziyadullayevich — ilmiy mubharrir, iqtisodiyot fanlari
doktori, professor

Aliqulov Mehmonali Salohiddin o‘g‘li — mas’ul muharrir, iqtisodiyot fanlari
doktori (DSc), dotsent

Buxorova Moxira Samandarovna — muharrir

O’zbekiston  Respublikasi OAK Rayosatining “Moliyaviy texnologiyalar” ilmiy
2023-yil 3-iyundagi 364-son qarori bilan “Moliyaviy elektron jurnali
texnologiyalar” ilmiy elektron jurnali iqtisodiyot 23.11.2022-yildan
fanlari bo’yicha falsafa doktori (PhD) va fan doktori O‘zbekiston Respublikasi Prezidenti
(DS¢) ilmiy darajasiga talabgorlarning Administratsiyasi huzuridagi Axborot va
dissertatsiyalari yuzasidan assosiy ilmiy natijalarini ommaviy kommunikatsiyalar agentligi
chop etish tavsiya etilgan ilmiy nashrlar ro’yxatiga tomonidan NeR-566966 reyestr raqami
kiritilgan. tartibi bo‘yicha ro‘yxatdan o‘tkazilgan.
Litsenziya raqami: Ne049864
4 4

“Moliyaviy texnologiyalar” ilmiy elektron jurnali 3-son 2026-yil




=%
47
MOLIVAUIV

TEXNOLOGIVALAR “Moliyaviy texnologiyalar” ilmiy elektron jurnali
|

MUNDARIJA
1 [MTancnamoBa Hapruza | TmwkopaT OaHKJIapy pHUCKIApPHHUA OaxoJaimiga CcTpecc- 7
* | Kabunosna TECT YCYJUAaH caMapain GporgaraHuIl
2. | Ashurova Nargiza Chori qizi 0 ;bek1§ ton _ turizm X{zmatlar% bozgorlc.la ga'stronomlk 19
turizmni rivojlantirishning asosiy yo‘nalishlari
3 Mamatqulov Avazbek | Oliy ta’lim muassasalarida ichki audit tizimini 24
" | Axmadaliyevich raqamlashtirish mexanizimini takomillashtirish
4. | Sobirov Otabek Olimjonovich | Boshgaruv hisobini tashkil etishning konseptual asoslari | 36
Rustamov Magsud
5. | Suvonqulovich, Boqiyeva | Iglim o‘zgarishining iqtisodiyotga ta’siri 41
Zuhra Soxibjon qizi
Xalimov Shaxboz Xalimovich le'hloq Joylar'lda turizm xizmatlarini rivojlantirishning 48
xorij tajribalari
7 Kenjayev Ikrom | Hududlarda investitsiya mexanizmlarini 53
" | Ergashboyevich takomillashtirishning institutsional va moliyaviy omillari
Rustamov Magsud
8. | Suvonqulovich, Normatov | Kredit riski 60
Muslimbek No’rbo’ta 0’g‘li
6. | e Comn Axpemm AKIII d)e‘:.nepaﬂ peseps Tusumu (PPT) Ba yHHHT 67
UKTUCOAMETTa TABCUPH
Bekmurodova Feruza Azamat . . .
.. Economic cooperation practices and development trends
10.| kizi, Kadambaeva Charos | . . . 73
. in Middle Eastern countries
Masharip kizi
11. Mardonova il Xavfsiz turizm tushunchasining nazariy-uslubiy asoslari | 80
Asatilloyevna
. . . Rivojlangan sug‘urta kompaniyalarining moliyaviy
12. Alimov Baxodir Batirovich | } 1241 va samaradorlik ko‘rsatkichlari tahlili 8
: . . Moliyaviy bozorlardagi volatillik dinamikasining
3| el AT BERIOOTEN | o sl ssich grsielc it 93
Xp!dorova Kamola Jamo} iddin O‘zbekistonda tijorat banklarini transformatsiya
14.| qizi, Murodova  Dilnoza | ... . . 106
. qilishning dolzarb masalalari
Choriyevna
OUHTEX-OPUEHTUPOBAHHAS ~ MOJENb  KOMIUICKCHON
15, Teymon Beeon K0sym s OLIEHKHU KPGIII/ITOCHOCO6HOCTI/I KOPTOPATHBHBIX | 1\
KJIMEHTOB U €€ BIMsHUE Ha 3((HEKTUBHOCTh OAHKOBCKUX
pEeLICHUI
Tambaesa Pano | Hudposas OLIEHKA KOHKYPEHTOCIIOCOOHOCTH
16.| l'aiidynnaesHa, Tamb6aes | mpennpusituii HoReCa Ha ocHoBe Open Data u onnaiin- | 120
Yayroek Bancurosuu mwiatdopm (Ha npumepe r. TalkeHTa)
V36eKiCTOHIa Ay AUTOPINK XU3MATIADP GO30PHHUHT
17.| Bapakaes Otabek OrakyaoBuu | 2020-2025 Wnmapra TaXJIMIN Ba yHu | 127
TaKOMWIIAIITHPUII MYHAIUILIAPU
Yevropa iqtisodiyotining yashil transformatsiyasida
18.| Muradov Botir Xayat iqlim o‘zgarishi bilan bog‘liq fizik va moliyaviy risklar | 140
tahlili
ooy Mimeet] Qasidon Household Consumption, Imports, and Gross Capital
19. } J J Formation in Uzbekistan: Evidence from an ARDL | 148
ugli
Model
Knaccuk UKTUCOJIUN Hazapusiiap acocua
20 Yopuesa Huruna | Tanbupkopnuk CyOBEKTIIApHHUHT IKCTOPT | 45
‘| KaxpamanoBna calloXuATHAaH  (oijanmaHum  camapaJopIUUTHHU
OLIMPHII XYCYCHUITIApH
“Moliyaviy texnologiyalar” ilmiy elektron jurnali 3-son 2026-yil ﬂ




=%
47
MOLIVAUIV

TEXNOLOGIVALAR “Moliyaviy texnologiyalar” ilmiy elektron jurnali
|

Chintemirova Diyora Shuxrat

Hududlar kesimida kichik biznes va xususiy tadbirkorlik

dolzarb masalalari

21. qizi faoliyatining rivojlanish tendensiyalari —
27 Artikov Ne’matulla | Soligli daromadlar oshishida sheringning iqtisodiy 166
‘| Abdusalamovich imkoniyatlari
Pl e e —— V30K MyaiaTiv aKkTHBJIApHU OaxoJyiall TapTHOWMHHU 173
TaKOMMJUIAIITUPHULIT
24 VYmapoa I'ymonaxon | Kuunk Ou3HeCHM MYKOOMJ MOJMMSUIAIITHPUIIHUHT 181
‘| KogupOexoBHa WJIFOP XOPIKUH TaKkpuOanapu
NMimyes Zaita Kol Tashgbbush budj.et‘ mablag‘larlm ijtimoiy e‘htlyoﬂay
25. i asosida manzilli tagsimlash mexanizmlarini | 187
4 takomillashtirish
Baytanov O‘ralboy Miraqul | Sanoat korxonalarida mahsulot sifatini boshqarishning
26.| . . . . 193
o‘gli zamonaviy metodologik yondashuvlari
27. lg/l(lgzliirdonov ARSITITOI IR The impact of fiscal policy on the national economy 201
78 Ostonaqulov Dilshod Ismatilla | O‘zbekiston respublikasining aholi hayot sifati va 206
|l o'g'li igtisodiy o°sish o‘rtasidagi bog‘liglikni statistik baholash
29 Babaxanova Nozima | Milliy fond bozorida aksiyalarni ommaviy joylashtirish 13
‘| Saidakbarovna mexanizmlarini transformatsiya qilish yo‘llari
30 Tilabov Nasrulla | O‘zbekistonda davlat qarz portfelini risk-diagnostika 290
‘| Tashmuratovich asosida boshqgarish metodologiyasini takomillashtirish
Rahmonova Durdona Hasan Eff?CthG management of }nvesj[m(?nt opportunities and
31, regional economic diversification: evidence from the | 226
kizi .
kashkadarya region
39 Xamdamov Omonullo | Kapital bozoridan moliyaviy resurslar jalb qilishning 233
‘| Ne’matullayevich xalgaro amaliyot tajribalari
33| Achilov Dilshod Marufovich Innovatglon faohyatnmg rpollya}/ly ta’minot manbalari 244
va ularni samarali boshqarish yo‘llari
Baratova Zumrat | Innovatsion faoliyat bilan bog‘liq moliyaviy risklarni
34. . . 253
Xalmetjanovna boshgarish
NMelsaiena Yulduzxon Mollyav'ly resurslarni samarah' boshqarlshdg ERP
35. b (Enterprise  Resource  Planning)  mexanizmidan | 261
Turg‘unovna C .
foydalanish istigbollari
36 Ishniyazov Otabek | Bank faoliyatida risklarning turlari, ularni samarali 268
‘| Baxodirovich boshqgarish
37 Baxriddinov Kamoliddin | Aksiyadorlik jamiyatlarida investitsiyaviy qaror gabul 275
‘| Baxriddin o‘g‘li qilish amaliyotining tahlili
R Feruza Financing decisions and value creation in an emerging
38. g economy: Evidence from the capital structure of Uzauto | 283
Nasriddinovna
Motors
39 Xasanov Komil | Chigindilarni boshqarishda yevropa ittifoqi tajribasi va 591
‘| Mutalibjanovich uni 0’zbekiston sharoitida qo’llash
Orzukulova Zumrad . . ,
40 bkl 16, Asmovs | STUSE M0 magsents o of kllers b |
Nozimakhon Alisher kizi quity ty sy
Davlat xususiy sheriklik rivojlanishining xorij tajribasi
41.| Ollokulova Feruza Mansurovna | va undan Of‘zbekiston amaliyotida foydalanish | 302
imkoniyatlari
42 Umurzakova Dildora | Ragamli iqtisodiyot sharoitida ayollar bandligiga doir 310
‘| Sultonmaxmudovna muammolarning asosiy yo’nalishlari
I SE Tijorat banklarida kredit xizmatlari amaliyotinining 317

“Moliyaviy texnologiyalar” ilmiy elektron jurnali

3-son 2026-yil




=%
47
MOLIVAUIV

TEXNOLOGIVALAR “Moliyaviy texnologiyalar” ilmiy elektron jurnali
|

. . Qoraqalpog‘iston Respublikasida mevachilik tarmog‘ini
A Ty AvbEl Albiprid klasterlashning igtisodiy samaradorligini baholash .
Mirzataey Salamat Ekologik. .muamfnelar sharoitida qishloq ‘xo‘jaligi
45. . barqarorligini ta’minlashda smart texnologiyalardan | 329
Muratbaevich . . .
foydalanishning ilmiy-uslubiy asoslari
Ragamlashtirilgan logistika  tizimlari asosida
46.| Komekova Gulzira Sharbacvna | sabzavotchilik mahsulotlari bozorining samaradorligini | 335
oshirish yo‘llari
Ot At Qore‘tqal‘pog‘iston‘ Respubli,l?asifia qurilish ‘sohas.ining
47. T rivojlanish holati va sun’iy intelkt asosida xizmat | 340
kursatishni rivojlantirish istigbollari
48.| Posmxos YKamur Kanonosua Bomnpocst peqzopMI/IpOBaHI/Ie OyXraJTepckoro ydyera B 346
CEJIbKOM XO3SIHCTBE
49 Karimov Eminjon | Sanoat korxonalarida moliyaviy tahlil axborot tizimini 351
‘| Gapardjonovich takomillashtirish masalalari
Qashgadaryo viloyatida turizm samaradorligi indeksi
50.| Toshev Nurbek Janon o‘g‘li (TEI) asosida mintaqaviy turizm rivojlanishi | 359
dinamikasini baholash
Kurbonova Malika Akhmad Comprehensive methedology for assessing the
51. Kizi effectiveness of  digital economy technology | 365
implementation in regional economic development
Xizmat ko‘rsatish korxonalarida turizmni rivojlantirish
52.| Isakova Naima Ikromjonovna | uchun strategik marketing dasturini ishlab chiqish va uni | 371
takomillashtirish yo‘llari
53 Sultanova Nigora Xikmatxo’ja | Xarajatlar hisobida ABC va BSC tizimlari integrativ 377
‘| qizi tahlili
A e e e tl;irélr(nill;r;?tli)rliﬁlyatlarl hisobi va ichki auditini 333
Abduraxmonova Munisa, | Ragamli iqtisodiyot sharoitida xizmat ko‘rsatish
55.| Alimov Ulug‘bek | korxonalarida biznesni rivojlantirish tamoyillari va 389
Baxodirovich bosgqichlari
Tijorat banklarida investitsiya loyihalarini
56. A‘xr‘rlledov Shoymurod Azamat moliyalashtirish ~ samaradorligini ~ takomillashtirish | 395
el yo‘llari
Xamdamov Shavkat Aholini ij‘Fir'neiy himoyalaeh moliyav‘iy mexanizrpi
57. Komilovich samara'dorhgml baholashning  nazariy-metodologik | 402
asoslari
Soliglar vositasida tadbirkorlikni rivojlantirish va
58.| Ruziyev G‘anisher Usarovich | bandlikni ta’minlash orqali daromadlarni oshirish hamda | 411
kambag‘allikni gisqartirish masalalari
59 Atamuratova Gulrux | Kichik biznes tizimlarining iqtisodiy mohiyati va ularni 419
‘| Muzafarovna modellashtirish bo‘yicha zamonaviy xorij tajribasi
Savdo va xorijiy investitsiyalarning iqtisodiy o‘sishdagi
60.| Mirzayeva Charos G’ayrat qizi | o‘rni: Janubiy Koreya va O‘zbekiston misolida qiyosiy | 424
ekonometrik tahlil
61 LieEhig iy LBEZC Islom moliyasida risklarni boshqarish 437
‘| Akromovich Y q
Moliyaviy hisobotning xalqgaro standartlariga muvofiq
62.| Amir Xudaykulov EBITda indikatorini hisobga olishning o°‘ziga xos | 451
xususiyatlari

“Moliyaviy texnologiyalar” ilmiy elektron jurnali

3-son 2026-yil




=%
>4/
MOLIVAUIV

TEXNOLOGIVALAR “Moliyaviy texnologiyalar” ilmiy elektron jurnali
|

STRATEGIC BRAND MANAGEMENT: REVIEW OF KELLER’S BRAND EQUITY
MODEL AND AAKER’S BRAND IDENTITY SYSTEM
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Annotation. This article provides a comprehensive review of two foundational frameworks
in strategic brand management: Keller s Brand Equity Model and Aaker s Brand Identity System.
It explores the components, importance, and applications of each model, highlighting their
relevance in modern marketing strategies. The discussion emphasizes the synergy between the two
models, suggesting that their integration can enhance brand value and identity. The findings are
valuable for academics and practitioners aiming to improve brand management strategies in
competitive markets.
Keywords: Brand equity, brand identity, Keller's model, Aaker's Model, strategic brand
management, consumer perception, brand loyalty, brand associations.
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Op3ykyaoBa 3ympag AGayXaauk KU3H
Kanouoam nayx, ooyenm xkagheopuol mesxicoyHapooHoco
OusHeca u KpeamugHol SKOHOMUKU,
MedwcoyHapoonblil yHUsepcumem mypusma u
KYIbmMypHO20 Hacaeous « nax iynuy
E-mail: zumradorzuqulova@gmail.com
ORCID ID: 0009-0004-5220-837X

A3umoBa Ho3uMaxon Ajuiiep Ku3u
Mazucmpanum kagheopvl MeicOyHApPOOHO20
OusHeca u KpeamugHol IKOHOMUKU,
Meswcoynapoonblil yHusepcumem mypusma u
KYIbmMypHO20 Hacaeous « Mnax iynuy
E-mail: nozimaazimova@gmail.com
ORCID ID: 0009-0004-5220-837X
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Cucmemvl udenmuunocmu 6penoa Aaxepa. Paccmampusaromcs KOMROHEHmMbl, 8AHCHOCMb U
npuUMeHenue Kaxcoo Mooenu, N0OYepKUBas ux 3HAYUMOCMb 8 COBPEMEHHbIX MAaPKeMUH208bIX
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Knroueevie cnoea: Openodoswviii kanuman, udenmuyHocms openoa, Mooenv Kennepa,
Mooenv Aaxepa, cmpamesuyeckoe ynpasienue OpeHOOM, HNOmMpeOdUmMenIbCKoe B0CNpusimue,
JIOSIIHOCMb K OpeHdy, accoyuayuu Openoa.

STRATEGIK BREND MENEJMENTI: KELLERNING BREND KAPITAL MODELI VA
AAKERNING BREND SHAXSIY TIZIMINI SHARHLASH

Orzukulova Zumrad Abduxalik qizi
PhD, Xalgaro biznes va ijodiy iqtisodiyot kafedrasi dotsenti,
“Ipak yo'li” Xalgaro turizm va madaniy meros universiteti
E-mail: zumradorzuqulova@gmail.com

ORCID ID: 0009-0004-5220-837X

Azimova Nozimaxon Alisher qizi
“Ipak yo'li” Xalqaro turizm va madaniy meros universiteti
Xalqaro biznes va ijodiy iqtisodiyot kafedrasi magistranti
E-mail: nozimaazimova@gmail.com
Annotatsiya. Ushbu maqola strategik brend boshqaruvidagi ikkita asosiy ramkalarni —
Kellerning Brend Kafolati Modeli va Aakerning Brend Identiteti Tizimini keng gamrovli qayd
etadi. Har bir modelning tarkibiy qismlari, ahamiyati va qo'llanmalari o'rganiladi, ularning
zamonaviy marketing strategiyalaridagi ahamiyati ta'kidlanadi. Muammo ikki model o'rtasidagi
sinergiyaga e'tibor qaratadi, ularning integratsiyasi brend qiymatini va identitetini oshirishga
yordam berishi mumkinligini taklif etadi. Olingan natijalar raqobatbardosh bozorlarida brend
boshqaruv strategiyalarini yaxshilashni magsad qilgan olimlar va amaliyotchilar uchun foydali
bo'ladi.

Kalit so'zlar: brend kafolati, brend qiyofasi, Keller modeli, Aaker modeli, Strategik brend

boshqaruvi, iste'molchilarni qabul qilishi, brendga sodiqlik, brend assotsiatsiyalari.

Introduction

In today’s competitive market, effective brand management is crucial for sustaining brand
equity and identity. Strategic brand management involves understanding how consumers perceive
brands and how these perceptions can be shaped. This article reviews Keller’s Brand Equity
Model, which emphasizes consumer perceptions, and Aaker’s Brand Identity System, focusing on
the elements that constitute brand identity. Together, these frameworks provide a holistic view of
brand management.

The landscape of strategic brand management has evolved significantly over the past few
decades, primarily due to the contributions of foundational theories such as Keller’s Brand Equity
Model and Aaker’s Brand Identity System. These models have provided marketers with essential
frameworks for understanding consumer perceptions and managing brand identity. This literature
review aims to synthesize the core concepts, historical development, and practical applications of
both models, highlighting their relevance in contemporary brand management.

Literature review.

Strategic brand management plays a crucial role in creating sustainable competitive
advantage and strengthening customer relationships. Keller’s Customer-Based Brand Equity
(CBBE) Model explains that brand value is built through brand awareness, performance, imagery,
judgments, feelings, and resonance, emphasizing the importance of consumer perceptions in
achieving long-term loyalty [1]. Recent studies confirm that higher brand equity positively
influences customer satisfaction and purchase intention [2].
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Aaker’s Brand Identity System focuses on developing a unique and consistent brand
identity through four dimensions: brand as a product, organization, person, and symbol. This
framework helps organizations establish differentiation and improve market positioning [3]. In the
digital era, researchers argue that integrating Aaker’s identity approach with Keller’s brand equity
model enhances branding effectiveness and customer engagement [4].
The rapid growth of social media and artificial intelligence has transformed strategic brand
management by enabling personalized communication and real-time consumer interaction. Studies
show that digital engagement and data-driven marketing strengthen brand associations, trust, and
loyalty [5]. Furthermore, sustainability and corporate social responsibility have become essential
elements of modern brand identity, significantly influencing consumer perceptions and brand
reputation [6].
Comparative research indicates that Keller’s model is primarily consumer-oriented, while
Aaker’s framework provides a strategic organizational perspective. The combination of these two
approaches offers a comprehensive foundation for building strong, competitive, and sustainable
brands in dynamic markets [7-9].

Methods

This review employs a qualitative analysis of the literature surrounding Keller’s and
Aaker’s models. Key academic articles, case studies, and industry reports were analyzed to assess
the frameworks' applicability and effectiveness in real-world scenarios. The analysis highlights the
strengths and weaknesses of each model, providing insights into their integration.

Analysis and results

By understanding and applying both Keller’s Brand Equity Model and Aaker’s Brand
Identity System, brands can develop robust strategies that enhance equity and establish a
compelling identity. The integration of these models allows for a more nuanced approach to brand
management, ultimately driving long-term success in competitive markets.

Table 1:
Components of Keller’s Brand Equity Model*
Component Description Importance

Brand awareness The extent to which consumers | Lays the foundation for loyalty
can recognize or recall the and influences consumer choice.
brand.

Brand associations Mental connections between the | Enhances brand image and
brand and specific attributes or | impacts purchasing decisions.
benefits.

Consumer perception of the Justifies higher pricing and

Perceived quality overa}ll quality of a brand’s fosters customer loyalty.
offerings compared to
competitors.

The commitment of consumers Reduces marketing costs and

Brand loyalty to repurchase or continue using | creates barriers for competitors.
the brand over time.

Brand Awareness: Keller asserts that brand awareness is the foundation for brand loyalty
and influences consumer choice [5]. High brand awareness can lead to increased consumer trust
and preference, establishing a competitive advantage.

Brand Associations: These are the mental connections consumers make between a brand
and its attributes or benefits. Strong, positive brand associations can enhance image and influence
purchasing decisions [8]. For instance, luxury brands like Rolex are associated with quality and
prestige, reinforcing their market position.

2 author's development
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Perceived Quality: This component measures consumers' perceptions of the overall quality
of a brand's products or services compared to competitors (Keller, 1998). A strong perceived
quality can justify premium pricing and foster customer loyalty.

Brand Loyalty: Keller highlights that loyalty leads to repeat purchases and reduces
marketing costs, creating a barrier for competitors [8]. Loyal customers often serve as brand
advocates, enhancing brand equity through word-of-mouth.

Recent research further demonstrates the applicability of Keller's model in digital
marketing contexts, where consumer engagement and brand perceptions can shift rapidly [13]. The
model has gained traction across numerous industries, guiding marketers in developing effective
branding strategies.

Table 2:
Components of Aaker’s Brand Identity System*"
Component Description Importance
F.OCHSGS on tangible attributes Addresses consumer needs and
Brand as a Product like quality, features, and )
expectations.
benefits.
Emphasizes organizational .
o : . . Influences external perception
Brand as an Organization attributes, including values and
of the brand.
culture.
Likens brands to personalities, Helps create emotional
Brand as a Person highlighting traits that resonate p

) connections with the audience.
with consumers.

Involves visual elements (logos, | Aids recognition and recall of
colors) that create brand identity | the brand.

Brand as a Product: This dimension focuses on the tangible attributes of the product,
including quality, features, and benefits. Aaker emphasizes that understanding what a brand offers
is crucial for meeting consumer needs [7].

Brand as an Organization: Aaker highlights the importance of organizational attributes,
such as values and culture, in shaping external perceptions of a brand [8]. This internal alignment
can significantly influence consumer trust and loyalty.

Brand as a Person: Aaker compares brands to individuals, suggesting they possess
personality traits that resonate with consumers. This understanding enables marketers to create
emotional connections with their audience [7].

Brand as a Symbol: This aspect includes visual elements like logos and taglines that
contribute to brand identity. Symbols serve as shorthand for a brand's values, aiding recognition
and recall [9].

Brand as a Symbol

Table 3:
Comparison of Keller’s and Aaker’s Models®!

Component Description Importance
Focus Consumer perception Brand identity
Components Awareness, Associations, Quality, Loyalty Is);cr)ggg{’ Organization, Person,
Importance Premium pricing, Loyalty, Competitive Differentiation, Cohesion,

edge Engagement
Application Brand performance measurement Brand dey elgp ment and
communication
Conclusion

Both Keller’s and Aaker’s models are instrumental in strategic brand management. Keller’s
focus on consumer perception aligns well with Aaker’s identity-centric approach. By integrating
these models, brands can achieve a comprehensive understanding of both consumer perceptions

30 author's development
31 author's development
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and brand identity. This synergy can lead to enhanced brand loyalty and sustained market presence.

The frameworks of Keller’s Brand Equity Model and Aaker’s Brand Identity System are
cornerstones in strategic brand management, each offering unique insights into how brands can
cultivate consumer loyalty and establish a strong market presence. Understanding the distinctions
and synergies between these two models is essential for marketers aiming to navigate today's
competitive landscape effectively.

Keller’s Brand Equity Model centers on consumer perception, emphasizing how consumer
awareness, associations, perceived quality, and loyalty collectively contribute to brand equity. It
posits that a brand's success is primarily determined by how consumers perceive it. This perception
influences their purchasing decisions, brand loyalty, and overall market performance. Keller’s
model is particularly relevant in a consumer-driven marketplace where brand equity translates to
tangible business outcomes, such as sales and market share.

In contrast, Aaker’s Brand Identity System focuses on brand identity, outlining how brands
can define and express themselves through multiple dimensions: as a product, an organization, a
person, and a symbol. This model emphasizes the importance of establishing a cohesive brand
identity that resonates with target audiences. Aaker's framework suggests that a well-defined brand
identity is crucial for differentiation in a crowded marketplace, allowing brands to communicate
their unique value propositions effectively.

In conclusion, Keller’s Brand Equity Model and Aaker’s Brand Identity System offer
valuable insights into effective strategic brand management. Brands that leverage both models can
enhance their equity and develop a strong identity, ultimately leading to greater market success.
Future research should explore the integration of these frameworks in different industries and
cultural contexts.

Both Keller’s Brand Equity Model and Aaker’s Brand Identity System have played
significant roles in shaping modern brand management practices. Their historical development
reflects a growing understanding of the importance of consumer perceptions and brand identity in
achieving business success. These frameworks continue to evolve, adapting to changes in
consumer behavior and market dynamics, and remain integral to strategic brand management
today.
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