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Measurement of Brand Image A Brand

Identity—Based Integrated M odel and Empirical Study
Fan Xiucheng Chen Jie
(International Business School, Nankai University, Tianjin 300071, China)

Summary: Brand image reflects consumers “perception toward brand, and is a key driver of brand equity. Measur—
ing brand image systematically is important for improving effectiveness of brand marketing efforts. This paper
summarizes previous research into brand image, and proposes an integrated model of brand image measurement by
using brand identity system as reference, then compares brand image of two toothpaste brands.
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