
involved and they are the major stakeholders.

The research can be related to gender diversity in adoption of CG practices. The study can be 

in respect of implementation of CG practices in developing countries or South Asian 

countries also. It was found during the course of study that a separate monitoring team can be 

there to protect the stakeholder's interest. It was observed that companies were following 

mandatory norms only in the initial years of the study and adoption of non-mandatory and 

other norms to protect society's interest as a whole gained importance recently. Further 

studies can be conducted in this area.

Another area of research can be use of technology and E-sources for governance practices 

which can be considered as an advantage for implementation of CG practices. It is seen that 

adoption of CG practices increases organisation effectiveness and is required for business 

sustainability so some set of rules or handbook for governance can be considered as an 

opportunity for further research. Another area can be governance norms for private 

companies and other set of business organisations.
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Branding is one of the fundamental decisions in the marketing of products in which an 

organization uses a name, phrase, symbols or combination of these to recognize its products 

and services and to separate them from those of rivals. A brand is a name, symbol, design or 

mark that enhances the value of a product beyond its functional value. A brand is a unique 

element that identifies and differentiates the product or service of one organization from 

those of competitors and contributes to enhancing the value of the offerings. Brand Equity 

denotes the added value endowed by the brand to the product. The concept of brand equity 

can be studied from the customer's as well as financial perspective.

Brand Equity, according to financial perspective, can be summarized as the net incremental 

cash inflows that accrue to a brand. The outflows are the brand investments which include 

expenditure on advertising, promotion, etc.. In terms of customers' perspective, brand equity 

is positive associations and behavior patterns in the minds of customers. Associations 

include both product and corporate associations which enable a firm to obtain extra revenue 

from the customers. In view of the topical area of research i.e., Customer based brand equity 

(CBBE), the present study adapts the customer perspective to brand equity perceptions. It 

measures brand equity perception as the summated score of three value perception viz. 

emotional, functional and social value.

Dimensions/sources provide the mechanism through which brand equity perceptions endow 

value to a customer and constitutes the starting point for brand equity perceptions to exist. 

The present study investigates various dimensions for their relationship with brand equity 

perception viz. brand awareness, brand image, brand image consistency, brand performance, 

brand imagery, perceived quality, brand credibility, corporate reputation, country of origin, 

organizational association, brand trust, brand loyalty, brand heuristics, sense of community, 

intergenerational influence and ad likability. The study investigates the mediation of brand 

equity perception between the relation of brand performance and brand loyalty; between 

brand trust and brand loyalty; between brand image and brand loyalty; between sense of 

1Assistant Professor, Satyawati College (Morning), Doctoral dissertation submitted at Department of Commerce, University of 
Delhi in 2015.

Abstract of Doctoral Dissertation

BRAND EQUITY PERCEPTION: A STUDY OF
 INDIAN COMPANIES

1Shveta Kalra

Journal of  Business Thought  Vol. 8  April 2017-March 2018 141



community and brand loyalty. The study also checked the indirect effect of (a) perceived risk 

reduction and information costs saved between the relation of brand credibility and brand 

equity perception; (b) corporate reputation between the relation of organizational 

associations and brand equity perception; (c) perceived quality and brand image between the 

relation of country of origin and brand equity perception. 

A structured non-disguised questionnaire was used for the purpose of collecting the primary 

data. Three sets of questionnaires were developed with each one covering fast moving 

consumer goods (FMCG), non-FMCG and service sector. The first questionnaire covered 

breakfast cereals; LCD TV's and Chain restaurants. Second questionnaire included athletic 

shoes, air conditioners and tele-communications. Jeans, cars and online shopping sites were 

covered in the third questionnaire. Each category of FMCG, non-FMCG and service sector 

covered four brands. A total of 1462 valid responses were collected.

The study found the brand image, image consistency, brand performance, brand imagery, 

perceived quality, brand credibility, brand trust, brand loyalty, brand heuristics, sense of 

community, advertisement likability to significantly impact brand equity perception. It 

found that except for perceived risk reduction, all other dimensions mediates only partially. 

No study is free from limitations. The present study measures brand equity in terms of 

customer perception only. There are several dimensions of brand equity perception which 

have not been explored in the present study like brand experience, brand passion, marketing 

communication, brand structure (brand assortment and brand variation). The impact of 

social media on brand equity is also not explored in the present study. Another limitation of 

the present study relates to generalizations of the research findings. Future, research studies 

can take care of the effect of social media on brand equity perception. With the help of more 

sophisticated analysis techniques like path analysis, future researches may investigate to 

find out the pattern of relationship between brand equity perception and its various 

dimensions.
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This book is likely to be useful to academicians, researchers and students for gaining 

information on special economic zones. It may also be beneficial for planners and policy 

makers in this field.

In this slim yet hardbound volume, the reader will find a plethora of information about the 

Special Economic Zones (SEZs). An academic from the Department of Commerce, 

Pondicherry University, Puducherry, the author Dr Nidheesh K.B. has provided a cost-

benefit analysis of a subject that has received so much attention from industrialists, farmers, 

wage-earners, activists, policy-makers, academics and economic journalists, especially 

after the SEZ Act of 2005 ( in force from February, 2006 ).

In the introductory chapter, the book traces the evolution of SEZs to1547, when in Leghorn 

in north-west Italy a 'Free Port' was set up where there were no customs duties. Emerging 

gradually in the next three centuries, SEZs came to be set up in 1979 by China, followed by 

Malaysia, Philippines, South Korea, Kazakhstan, Russia and UAE. The first Export 

Processing Zone in India was set up in Kandla in Gujarat in 1965. Subsequent such Zones 

were established in Cochin, Chennai, Visakhapatnam, Falta and Noida. 

After this historical background, the book, in its second chapter, discusses Social Cost 

Benefit Analysis as an investigative tool for evaluating SEZ, spanning studies ranging from 

those by UNIDO (1972) and Little and Mirrlees , unfortunately spelt Mirrless in p 23 (1974), 

to those by Jayanthakumaran (1997, 2003).

The third chapter is a round-up of the various types of SEZs in India - multi-product, sector-

specific, agro-based and so on. The fourth chapter details their administrative set-up. The 
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