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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.  

 

СТРАТЕГИЧЕСКОЕ УПРАВЛЕНИЕ БРЕНДОМ: ОБЗОР МОДЕЛИ ЦЕННОСТИ 

БРЕНДА КЕЛЛЕРА И СИСТЕМЫ ИДЕНТИЧНОСТИ БРЕНДА ААКЕРА 
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Аннотация.  В данной статье представлено всестороннее обозрение двух основных 

моделей в стратегическом управлении брендом: Модели брендового капитала Келлера и 

Системы идентичности бренда Аакера. Рассматриваются компоненты, важность и 

применение каждой модели, подчеркивая их значимость в современных маркетинговых 

стратегиях. Обсуждение акцентирует внимание на синергии между двумя моделями, 

предполагая, что их интеграция может повысить ценность и идентичность бренда. 
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Полученные результаты будут полезны как для ученых, так и для практиков, стремящихся 

улучшить стратегии управления брендом на конкурентных рынках. 

Ключевые слова: брендовый капитал,  идентичность бренда, Модель Келлера, 

Модель Аакера, стратегическое управление брендом, потребительское восприятие, 

лояльность к бренду, ассоциации бренда. 
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Annotatsiya. Ushbu maqola strategik brend boshqaruvidagi ikkita asosiy ramkalarni – 

Kellerning Brend Kafolati Modeli va Aakerning Brend Identiteti Tizimini keng qamrovli 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 maqsad 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]. 

mailto:zumradorzuqulova@gmail.com
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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 Model29 
Component Description Importance 

Brand awareness The extent to which consumers 

can recognize or recall the 

brand. 

Lays the foundation for loyalty 

and influences consumer choice. 

Brand associations Mental connections between the 

brand and specific attributes or 

benefits. 

Enhances brand image and 

impacts purchasing decisions. 

Perceived quality 

Consumer perception of the 

overall quality of a brand’s 

offerings compared to 

competitors. 

Justifies higher pricing and 

fosters customer loyalty. 

Brand loyalty 

The commitment of consumers 

to repurchase or continue using 

the brand over time. 

Reduces marketing costs and 

creates barriers for competitors. 

 

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. 

 
29 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 System30 
Component Description Importance 

Brand as a Product 

Focuses on tangible attributes 

like quality, features, and 

benefits. 

Addresses consumer needs and 

expectations. 

Brand as an Organization 

Emphasizes organizational 

attributes, including values and 

culture. 

Influences external perception 

of the brand. 

Brand as a Person 

Likens brands to personalities, 

highlighting traits that resonate 

with consumers. 

Helps create emotional 

connections with the audience. 

Brand as a Symbol 
Involves visual elements (logos, 

colors) that create brand identity 

Aids recognition and recall of 

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]. 

Table 3:  

Comparison of Keller’s and Aaker’s Models31 
Component Description Importance 

Focus Consumer perception Brand identity 

Components Awareness, Associations, Quality, Loyalty 
Product, Organization, Person, 

Symbol 

Importance 
Premium pricing, Loyalty, Competitive 

edge 

Differentiation, Cohesion, 

Engagement 

Application Brand performance measurement 
Brand development 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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