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Tracking consumer perceptions over time is a crucial 
component of brand success. Yet, many companies struggle  
to do so because continuous consumer surveying is costly  
and challenging. Building on established research about 
consumer-based brand equity, this article presents a practical 
approach to monitoring consumer perceptions continuously.

Lucas Nann, M.A., David Finken, M.Sc., Dr. Adnan Zogaj, Stefan Reiser,  
Prof. Dr. Reto Hofstetter

What Do 
Consumers Think 
About Your 
Brand? Just Ask!
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In 2022, Kinder chocolate was affected 
by a Salmonella scandal. Ferrero, Kind-
er’s manufacturing company, failed to 
respond in time, resulting in consumer 
brand distrust. Swiss media criticized 
Kinder’s strategy and predicted lasting 
damage to the brand and the chocolate 
industry (Michel, 2022). Did the scandal 
indeed impact brand perception and the 
entire industry?

Marketers survey consumers using 
brand-related questions to gain insights 
into what consumers think. Although 
individual surveying is an appropriate 
approach, it is costly, labor-intensive 
(Andreasen, 1983), and its interpretation 
could be subject to self-serving or confir-
mation biases (Curren et al., 1992; Kappes 
et al., 2020). Moreover, individual surveys 
are often conducted periodically (i.e., 
quarterly or yearly), making positive and 
negative short-term brand events harder 
to assess.

To address these challenges, the Univer-
sity of Lucerne and LINK introduced a 
new platform, the Swiss Brand Observer 
(SBO), which collects data on brand per-
ceptions and performance and additional 
management-relevant measures weekly. 
The SBO structures brand perception and 
performance according to the scientif-
ically proven brand equity model (Aaker, 
1991; Keller, 1993) and aims to improve 
the tracking and assessment of market-
ing and brand performance. 

This article first discusses recent ad-
vances in assessing marketing perfor-
mance. Then, a definition of consum-
er-based brand equity (CBBE), which 
serves as the basis for conceptualizing 
the SBO, is provided. Last, an empirical 

validation supporting the SBO is pre-
sented, and its limitations are discussed.

Brand Assessment: 
Critical Evaluation of 
the Status Quo
The KPI-driven business world strives to 
assess returns generated by marketing. 
Yet, Chief Marketing Officers (CMOs) 
often invest in several activities simul-
taneously, with little understanding of 
which investments lead to high social 
media engagement (e.g., Berger & Milk-
man, 2012; Moorman, 2020), impact brand 
perceptions, or ultimately increase sales. 
Consequently, less than half of all CMOs 
are able to use quantitative data to prove 
the impact of marketing investments 
(Monier et al., 2013; Moorman, 2021).

Gathering consumer data (i.e., click-
stream or behavioral data from A/B-test-
ing) is one way to assess the impact of 
marketing performance, allowing mar-
keters to determine the extent to which 
their activities are beneficial. 

Despite the endless opportunities for 
analyzing online click behavior and 
structuring data for customizing ad-
vertisements, a gap remains between 
what CMOs think and how consumers 
perceive a brand. Decision-makers 
oftentimes lack a comprehensive un-
derstanding of what consumers think 
about brands and how certain activities 
create or taint value, i.e., brand equity (BE). 
This is especially important since most 
consumer–brand interactions happen 
across various channels. For example, 
consumers still engage heavily with 
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This article does not intend to market any product or service. 
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some sort of physical press outlet (>80% 
in Switzerland read newspapers or mag-
azines; Schweizer Medien, 2022), produce 
word of mouth (e.g., >50% of consumers 
recommend their insurance; Finken et al. 
2021), or find billboard advertisements 
appealing (72% in Switzerland; Aussenw-
erbung Schweiz, 2022). These interactions 
are essential for branding, yet their effect 
has been hard to assess with regard to 
decision-relevant KPIs.

To track brand-related behavior, several 
firms provide consumer survey services 
(Intervista, GfK, LINK, etc.). However, 
surveying consumers is cumbersome for 
many reasons: When should the questions 
be asked (e.g., time of day, frequency)? 
What should be asked (validity)? What for-
mat is best (ease of answering)? And what 
benchmarks or brands should be used for 
comparison? The consensus is that an in-
ternally focused perspective, while often 
taken by consulting firms, leads to biased 
results and misleading implications (Cur-
ren et al., 1992; Kappes et al., 2020).

Third-party institutions offer novel ap-
proaches to independently collect data 
and, in doing so, overcome some of these 
drawbacks. Yet, this surveying is mostly 
conducted irregularly, making it harder 
to conclude whether certain marketing or 
PR activities affect brand perception (i.e., 
brand associations). CMOs, however, are 
particularly interested in brand-related 
KPIs, as their primary goals relate to 
increasing brand awareness or positive 

and time resources results in most assess-
ments only focusing on a few dimensions 
(Aaker, 1996).

An approach to overcome these chal-
lenges would be to continuously monitor 
consumer perceptions of various brands 
across all their characteristics, with the 
well-established CBBE models developed 
by Aaker (1991) and Keller (1993) repre-
senting a good starting point.

Conceptualizing 
Consumer-Based  
Brand Equity
In marketing research, the concept of BE 
is well established for measuring brand 
value. Brand equity is defined as the 
value that a brand adds to a product of 
a certain manufacturer (Farquhar, 1989). 
Research has shown that BE positively 
influences merger and acquisition deci-
sion-making (Mahajan et al., 1994), cus-
tomer acquisition, customer retention, 
and profit margins (Stahl et al., 2012), as 
well as the effectiveness of marketing 
(Slotegraaf & Pauwels, 2008).

Marketing research distinguishes be-
tween three approaches to measuring 
BE, namely: financial, product, and con-
sumer approaches (Keller & Lehmann, 
2003). The financial approach uses finan-
cial market measures to capture current 
and future brand potential (Simon & 

Management Summary

Brand perceptions affect the 
intentions and behavior that firms 
need to understand and anticipate 
when gaining insight into how 
consumers perceive their brand. 
Building upon consumer-based 
brand equity, this article presents 
the Swiss Brand Observer, a 
platform that continuously 
assesses brand perception in a 
competitive environment. Two use 
cases show how the SBO can be 
used to generate insights.

brand associations. Many third-party in-
stitutions assess measures of consumers’ 
brand perception. Most institutions eval-
uate brands internationally (e.g., EquiT-
rend, YouGov, or Brand Asset Valuator) 
and utilize selected brand dimensions for 
assessment (e.g., Datta et al., 2017). Table 1 
benchmarks third-party institutions that 
provide platforms, tools, or reports for 
brands in Switzerland.

Most consumer-based brand assessment 
happens infrequently rather than con-
tinuously and periodically. Additionally, 
since BE is multifaceted (see below), its 
assessment should be in accordance with 
the dimensions identified by ongoing 
research. Yet, instead of creating a more 
holistic perspective, a lack of financial 

Note: This artice compares platforms, tools, or reports designed for Switzerland. To guarantee comparability, this article solely focuses on direct consumer surveys  
(indirect evaluation methods are excluded.  Source: Own illustration.

Third-Party  
Institution

Name Goal of 
Study

Dimensions of 
Brand Equity

Frequency of  
Data collection

Various 
Segments

Bodin Consulting et al. Brand Indicator Switzerland Anticipating brand sucess Selected dimensions yearly ✓

Havas Switzerland / Intervista Havas Brand Predictor Identification of trends Selected dimensions yearly ✓

Brandirectory Brand Finance Estimating brand value n.a. yearly ✓

LINK Swiss Brand Observer Continous assessment Complete dimensions weekly ✓

Table 1: Market Overview of Third-Party Institutions Assessing Brands in Switzerland (Excerpt)
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These pillars have repeatedly been used 
in academic (e.g., Pappu et al., 2005) and 
practical market research approaches (e.g., 
BAV and Equitrend), thereby highlighting 
the current relevance of the Aaker (1996) 
and Keller (1993) models for measuring 
BE. However, most of these studies only 
measured BE once or annually, ergo not 
allowing for the continuous tracking of 
the effects of various events on BE. 

The Swiss Brand Observer

As strong brands contribute to business 
success (see above), firms must under-
stand how consumers perceive brands. 
However, firms often conduct consumer 
surveys on a sporadic basis, with insights 
only reflecting part of what happens 
in our fast-moving business world. To 
address knowledge gaps and shortcom-
ings of current methods in assessing 
consumer brands continuously, the SBO 
was conceptualized and operationalized. 
The SBO provides access to data collected 
daily and updated weekly that depict 
how local consumers assess consumer 
brands. Comprising eight distinct seg-
ments, the SBO covers 200 consumer 

Sullivan, 1993), whereas the product ap-
proach focuses on marketing activities 
(Kamakura & Russell, 1993). While both 
of these approaches have advantages (Ai-
lawadi et al., 2003), this article examines 
BE from a consumer viewpoint, allowing 
for the identification of brand strengths 
and weaknesses (Keller, 1993).

Consumer-based brand equity 

The logic behind viewing BE through 
the consumer’s eyes is that BE is initially 
created within the minds of consumers 
(Datta et al., 2017). Aaker (1991) and 
Keller (1993) were among the first to 
identify this perspective, ultimately in-
fluencing marketing strategies and KPIs. 
Both scholars developed comparable 
concepts that remain highly relevant for 
research in this domain (Buil et al., 2013). 
Aaker defines BE as a “set of brand assets 
and liabilities linked to a brand, its name, and 
symbol that add to or subtract from the value 
provided by a product or service to a firm and/
or to that firm’s consumers” (Aaker, 1991, p. 
22). Brand equity is a multidimensional 
construct creating and forming a brand 
value (i.e., brand awareness, perceived qual-
ity, brand associations, brand loyalty, and 
other proprietary assets (e.g., patents)). 

Similar dimensions show up in Keller’s 
conceptualization of BE, which high-
lights brand knowledge as its key driver. 
Keller defines BE as “the differential effect of 
brand knowledge on marketing of the brand” 
(Keller, 1993, p. 2). Brand knowledge 
has two components: brand awareness 
(brand recall and recognition) and brand 
image, which is defined as “perceptions 
about a brand as reflected by the brand asso-
ciations held in consumer memory” (Keller, 
1993, p. 3) or, in other words, what a 
brand means to a consumer. There are 
three types of brand-related associations: 
attributes, benefits, and attitudes, all of 
which can be further distinguished by 
their strength, favorability, and unique-
ness. For example, favorable brand as-
sociations are formed when consumers 

think that the attributes and benefits 
of a brand satisfy their needs. Conse-
quently, a brand has a more positive BE 
if consumers react more favorably to a 
marketing action of a brand compared 
to an identical action of an unnamed or 
fictive brand (Keller, 1993). For example, 
research shows that consumers are will-
ing to pay more for a product if the brand 
is perceived as global (Davvetas et al., 
2015), has a better social image, or stands 
for uniqueness (Anselmsson et al., 2014).

Recent studies exploring CBBE (see Table 
1) draw on Aaker’s (1991) and Keller’s 
(1993) models by conceptualizing BE 
along four distinct dimensions: brand 
awareness, perceived quality, brand 
associations, and brand loyalty (Buil 
et al., 2013). Research shows that BE is 
highly relevant for brands since a high 
CBBE lowers firm risk (Rego et al., 2009), 
is strongly related to other financial 
measures of BE, can explain additional 
customer–brand reactions (Datta et al., 
2017), and is helpful for analyzing mar-
keting success in modern contexts like 
social media (Algharabat et al., 2020).

Measuring CBBE

Several studies have attempted to meas-
ure BE but disagreements remain (Yoo 
& Donthu, 2001). Keller (1993) suggested 
a combination of indirect and direct ap-
proaches to measure brand knowledge. 
The indirect approach (as used in this ar-
ticle) focuses on measuring brand knowl-
edge and thus requires multiple measures 
of brand awareness and associations to 
capture the multidimensional construct. 
Contrastingly, the direct approach re-
quires experiments with all brands (the 
brand in question vs. fictive brands), in-
volving high cost and time investments.

Aaker (1996) argued for BE to be catego-
rized along four pillars: awareness, loy-
alty, perceived quality, and associations, 
each of which has been corroborated by 
other authors (e.g., Yoo & Donthu, 2001). 

Main Propositions

1	� Consumer-based brand equity 
is fundamental to how brands 
are perceived and evaluated.

2	� Firms use various methods 
to assess brand perceptions, 
often only measuring their 
own brand.

3	� The SBO continuously gathers 
consumer data on brands from 
multiple industries. 

4	� Two case studies and an 
empirical analysis of KPIs 
support its validity.
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brands selling products and services in 
Switzerland. Each segment encompasses 
25 brands (see overview in the online 
Appendix A).

Conceptually, the SBO links back to the 
four dimensions of the well-established 
CBBE (see above). The SBO includes 22 
brand equity KPIs based on 18 one-item 
choice-based measures (see the online 
Appendix B) and one additional meas-
ure, advertising and media perception, since 
companies need to assess their marketing 
and PR performance (Terui et al., 2011). 
This additional dimension encompasses 
the consumers’ perception of online 
advertising, offline advertising, media 
reports, and consolidated media (see 
Appendix B).

Choice-based questions seem most 
appropriate due to operational and 
monetary constraints. Choice not only 
reflects the agreeableness of a concept 
but allows for comparisons of brand 

unclear whether the scandal affected 
how consumers perceive the brand and 
its related associations (e.g., brand quality 
and attitude) and behaviors (e.g., brand 
consideration). Although the SBO can-
not yet track actual behavior (e.g., sales), 
various other KPIs stemming from BE 
serve as antecedents to behavior. Some 
of these KPIs are (questions originally 
in German):

(a)	� Perception of media articles: “Which 
of the following brands have you 
noticed in online or offline media 
reports during the past 7 days (i.e., 
articles, reports, interviews, etc.)?” 

(b)	 �Perception of brand quality: “Which of 
the following brands do you associ-
ate with particularly high quality?”

(c)	� Basic attitude toward the brand: “Which 
of the following brands do you have a 
particularly positive perception of?”

(d)	 �Intention to buy: “Which of the follow-
ing branded products could you im-
agine buying (again) in the future?” 

competitiveness. From a monetary per-
spective, answering choice questions is 
a quick undertaking; 2’000 respondents 
inform about their brand perceptions by 
selecting the appropriate brand(s) among 
a segment (i.e., selecting 0 to 25 brands) 
for the 18 measures. Answering one seg-
ment takes approximately five minutes 
with every participant responding to two 
segments weekly (a segment is locked 
for several months for that participant). 
The data are aggregated and presented 
representatively by age, sex, and region 
in the respective dashboard. 

In the following, we explore how the 
SBO can help brands continuously as-
sess events affecting brand perceptions 
by presenting two use cases. 

Use Case 1: The Kinder scandal

In April 2022, media outlets reported a 
salmonella scandal at Kinder. It remains 

Source: Own illustration, data – Swiss Brand Observer.
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During the survey period (calendar 
weeks 10–19) (figure 1), ~230 interviews 
were collected weekly. In total, ~2,300 
consumers evaluated Kinder and its 
competitive landscape. 

Most media reports about the Kinder 
scandal were published in calendar 
weeks 2022-14 and 2022-15 (figure 1). 
The SBO’s data reflects the perception of 
media coverage (red line) and, although 
negative, demonstrated that it rose from 
2% to 26%.

Simultaneously, perceived brand quality 
dropped from 12% (2022-13) to ~5% in 
the following week (green line). Con-
sequently, the proportion of people 
who had a positive attitude toward the 
Kinder brand dropped from 20% (2022-
13) to ~10% in the following weeks (blue 
line). This development is also reflected 
in brand consideration, as the proportion 
of respondents considering purchasing 
Kinder products dropped from 52% in 
2022-13 to 39% in 2022-14 (black line). 

do consumers perceive these additional 
marketing efforts? The following KPI is 
provided as an example:

Perception of offline advertising: “From 
which of the following health insurance 
providers and insurance companies did 
you notice offline advertising (e.g., TV, 
radio, newspaper advertisements, bill-
boards at the railway station, etc.) during 
the past 7 days?”

During the survey period (July−October 
2022), 932 to 1,167 interviews were col-
lected monthly for the insurance sector.

Solid lines in figure 2 show that offline 
advertising perception of the three 
largest health insurance companies in 
Switzerland (CSS, Helsana, Swica) in-
creased from July to October 2022. In 
comparison, dashed lines show that 
offline advertising perception of the 
largest private general insurance com-
panies in Switzerland (AXA, Helvetia, 
Swiss Life) did not increase or even 

However, as the consideration index for 
the industry (aggregated for the three 
largest chocolate producers in Switzer-
land: Cailler, Frey, Lindt-Sprüngli) indi-
cates, the Kinder scandal had little to no 
spillover effect on other chocolate pro-
ducers. Overall, the SBO indicates that 
the negative press reports led to a higher 
media perception of the Kinder brand, 
in turn affecting its perceived quality, 
consumer attitudes, and consideration 
but had little effect on how consumers 
consider the industry as a whole.

Use case 2:  
Health and private insurance

The SBO can also be used on a weekly 
basis. As the termination deadline for 
health insurance is November 30th, 
Swiss health insurers strive to retain 
existing customers and simultaneously 
attract new ones toward the end of 
the year. Accordingly, health insurers 
ramp up their marketing efforts. How 

Source: Own illustration, data – Swiss Brand Observer.
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decreased during these months. Thus, 
health insurance companies in Switzer-
land succeed in increasing advertising 
awareness among consumers. In a 
further step, SBO users could switch to 
weekly intervals to understand which 
specific campaigns had the most sub-
stantial impact on consumers. 

Empirical validation

To prove the SBO’s empirical validity, it 
first has to be ascertained whether per-
ceived brand quality influences brand 
consideration via brand attitudes. In-
deed, prior research has shown positive 
connections between some of these and 
related concepts (figure 3). For example, 
brand credibility and prestige improve 
brand purchase intention through per-
ceived brand quality (Baek et al., 2010), 
and brand credibility directly increases 
brand consideration and choice (Erdem 
& Swait, 2004).

To test our model, we examine the 
data for the Kinder brand and the en-
tire FMCG sweets and snacks segment 
consisting of 25 consumer brands for 
a 12-month period (weekly units; Sep-
tember 1, 2021 to August 31, 2022). In 

on an individual’s basic attitude toward 
the brand (a = .625; 95% CI [.606, .645]). In 
turn, the basic attitude toward the brand 
positively affects brand consideration 
(b = .801; 95% CI [.742, .861]). Thus, the 
indirect effect of perceived quality on 
brand consideration via basic attitude 
toward the brand was significant and 
positive (ω = .501; 95% CI [.465, .539]). 
After controlling for attitudes, the direct 
effect of brand quality on brand consid-
eration remained significant (c’ = 243; 
95% CI [.200, .286]). This corresponds to 
previous studies showing that perceived 
quality affects consumer reactions (Baek 
et al., 2010; Erdem & Swait, 2004). Over-
all, the variables explained 79.87% of the 
variance in brand consideration. Thus, 
the SBO data fit our proposed model, 
empirically supporting the SBO.

Limitations

The SBO is not without limitations. 
Firstly, as it was an important goal of 
the SBO to represent brands from dif-
ferent segments (e.g., retailing, banks, 
FMCG, etc.), the enumerated KPIs 
are standardized. Based on the SBO’s 
findings, brands can delve further into 
specific insights using tailored surveys. 
Secondly, filter variables such as gender, 

total, the dataset consists of 25 brands 
monitored for 53 weeks, including 12,640 
individual consumer interviews. The 
model estimates the effect of perceived 
brand quality (independent variable) on 
brand consideration (dependent varia-
ble) via basic attitude toward the brand 
(mediator) using the PROCESS model 4 
(10,000 bootstrapped samples and a 95% 
confidence interval [CI]) (Hayes, 2022). 
Results indicate that perceived brand 
quality (which can be influenced by me-
dia or advertising) has a positive impact 

Lessons Learned

1	� Managers may utilize the SBO to continuously track and assess how 
consumers perceive brands along the dimensions of consumer-based 
brand equity.

2	� Continuous data may help managers to strategically (re-)position their 
own brand within a competitive environment.

3	� Managers who use the SBO could combine it with other data that their 
company gathers to further improve the quality of the insights drawn 
from consumer perceptions.

4	� Occasional data collection is suitable for various issues but leads to 
knowledge gaps when evaluating marketing campaign performance.

Source: Own illustration.

Figure 3: Modelling simple coherences of the SBO

(ω, indirect effect) 
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income, education, etc., can also be 
found in the SBO. However, the 
weekly presentation of the data is 
only successful if the target group 
is not rigorously defined; adding 
more filter variables would reduce 
the sample size. To overcome this 
limitation, months or quarters can be 
considered instead of weeks. Lastly, 
the SBO so far only measures brand 
recognition but not brand recall. 
This is due to the technical limita-
tions of the platform.

Conclusions  
and Outlook
Data products such as the SBO or 
YouGov’s BrandIndex provide helpful 
insights to marketers and can reduce 
the financial burden associated with 
extracting information about brand 
perceptions. Based on BE literature, 
the SBO creates value for companies 
by continuously monitoring consum-
ers’ perceptions of their own brand 
and those of their direct competitors. 
However, it is imperative to interpret 
the figures correctly to draw the right 
conclusions and manage the market-
ing budget accordingly. 

A first empirical validation has 
demonstrated the legitimacy of 
the approach. However, further 
research should be conducted to 
validate the choice-based approach 
of the SBO against more traditional 
measures such as the Likert scale. It 
might be interesting to combine the 
insights of the SBO with real con-
sumer data (e.g., transactional data) 
to study the impact of behavioral 
intentions on consumer behavior 
effectively. The SBO will be contin-
ually developed by incorporating 
relevant feedback in order to pro-
vide valuable insights for marketers 
and the entire industry.�
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Appendix A: Segments of the Swiss  
Brand Observer

Appendix B: CBBE – Construct measures 
with choice-based items

What Do Consumers  
Think About Your Brand?  
Just Ask!

Online-Appendix  

Financial Services
(e.g., UBS, Credit Suisse,  

Raiffeisen)

Insurances
(e.g., AXA, SWICA,  

Helvetia)

Telecom & Entmt. 
(e.g., Netflix,  

Blue, Sky)

Online Retailers
(e.g., Amazon,  

Digitec, Galaxus)

Brick & Mortar 
(e.g., Migros,  
Ikea, Aldi)

FMCG Sweets 
(e.g., Kambly, Ricola,  

Toblerone)

FMCG General
(e.g., Rivella, Ben’s,  

Coca-Cola)

Other Services
(e.g., SBB, Swiss, Uber)

 

Source: Own illustration. Source: Own illustration.

Brand awareness
Aided brand awareness
Brand consideration
Customer status

Brand loyalty
Customer satisfaction
Willingness to recommend
Purchase intentions

Brand quality
Willingness to pay more
Perceived brand quality
Perceived value for money

Brand associations
Perceived Swissness
Perceived innovation
Environmental sustainablity
CSR
Basic attitude to the brand
Brand trust

Advertising & PR
Perception of advertising online
Perception of adverising offline
Perception of media reports

CBBE

Extra  
dimension

Schwerpunkt  Markenbewertung


