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Abstract 
 

Brand activation, a relatively novel concept in the field of marketing, consists of providing 

consumers with immersive brand experiences with a high level of brand-consumer 

interaction where the main point is to create brand-related associations that allow 

consumers to develop an emotional connection with the brand. Using the definition of Keller, 

customer-based brand equity as a brand’s brand equity from the consumers’ point-of-view, 

a bridge between brand activation and customer-based brand equity is built. This study’s 

primary focus is, then, to assess which of the dimensions of brand activation produces a 

greater impact on the formation and customer-based brand equity. Assuming a high level of 

consumer-brand interaction through the use of an online self-completed survey, the scale 

used to measure brand activation is a previously built one empirically proven useful. Then, 

its impact on the formation of customer-based brand equity is analysed as well as the 

indirect influence that brand activation has over the four dimensions of brand equity provided 

by Aaker – Brand Awareness, Brand Associations, Perceived Quality and Brand Loyalty. 

The results of this study allow to draw new and important conclusions, helpful for marketers 

developing brand activation initiatives. On the one hand, the Intellectual dimension of brand 

activation has the highest direct impact on customer-based brand equity and also the 

highest indirect impacts. On the other hand, the Behavioural element of brand activation 

proves to be the most insignificant of the four. By drawing these conclusions, this study 

suggests some managerial implications as well as some ideas for further research based, 

not only, on a number of limitations encountered along the way.  
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1 Introduction 

 
Brand Activation is gaining power in the field of marketing as an effective tool that one can 

use to market the brand. Put simply, brand activation consists of taking a big idea (the main 

values of a brand) and incorporate it in an immersive brand experience where the brand is 

deeply present, and a high level of consumer-brand interaction occurs. The main objective 

is that consumers associate the brand with its values and a strong emotional connection 

between brand-consumer is created. Nevertheless, Brand Activation still lacks a vast 

amount of theoretical and empirical research.  

 

This study aims to find the usefulness of brand activation when it comes to strengthening or 

developing a brand’s brand equity, using the customer-based brand equity perspective. The 

study attempts to achieve this by answering to the following Research Question: 

 

“Which dimension of Brand Activation in an event context has a greater impact on Customer-

Based Brand Equity?” 
 

Throughout this study it is assumed a high level of consumer-brand interaction and between 

consumers, and brand activation is seen as comprised by four dimensions – Sensory, 

Affective, Intellectual and Behavioural. The main point is, then, evaluate the impact that each 

of these dimensions have on the formation of customer-based brand equity, as defined by 

Aaker (1991). 

 

By shedding light in this matter, this study aims to make brand activation an even more 

powerful means of marketing and, additionally, to attempt to provide the concept of brand 

activation with its due importance. Moreover, it is meant to serve as a guideline that can be 

helpful for brands creating brand activation initiatives in knowing which dimensions have 

more weight in consumers’ minds for the creation of consumer-based brand equity. 
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1.1 Structure of the Study 

Firstly, an extensive review of existing literature about Brand Activation, Brand Equity and 

related issues is conducted.  

 

Then, based on the literature review, a conceptual framework and hypotheses of this 

study’s subject are developed. 

 

Thirdly, the methodology to achieve the final outcome is presented. Issues such as the 

Research Philosophy, Approach, Strategy, etc. are explicated so that the reader can 

comprehend more clearly the study. 

 

Then, a chapter of Data analysis is shown in order to 

clarify the reader with all the data gathered so that the 

confirmation (or rejection) of hypotheses and 

conclusions taken are clear. 

 

Afterwards, the results are discussed based on the 

data collected and followed by managerial 

implications that aim to provide empirical support to 

brands developing brand activation initiatives. 

 

Finally, some limitations encountered while 

conducting this study and some suggestions for 

further research are presented followed by a brief 

conclusion of this study. 

 

Figure 1 schematizes the main structure of this study. 
Figure 1 - Structural Framework of this Study 
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2 Literature Review 

 
In this chapter a thorough analysis of existing literature is conducted. Due to the subject of 

this study, the literature in scope regards, Brand Activation, Brand Equity and relevant 

related topics. 

 
2.1 Brand Activation 

As Mary Gendron (2017) describes, marketing and advertising initiatives have come a long 

way, passing through numerous stages and forms, since, for example, the propaganda in 

the Great Wars to nowadays online social media advertising. Morel et al. (2002) claim that 

one of the biggest changes in the way companies plan their marketing strategies is that they 

desire to build stronger and lasting relationships with their customers, rather than just trying 

to “hard sell” their products.  

 

Brand Activation, a relatively recent concept that originated in the domain of ‘Marketing and 

Communication’ is referred to as way of improving consumer experience (Liembawati, 

Dharmayanti, SE, M.SI., & Brahmana, 2014; Dissanayake & Gunawardane, 2018).  

However, since it is still a novel notion and there is not a vast amount of literature that 

explores its foundations, there is no consensus on how to view Brand Activation in 

dimensions such as its goal, how to measure its outcome, operational level, amongst others 

(Dissanayake & Gunawardane, 2018).  

 

Even though opposing theories agree that the main final goal of Brand Activation is the 

“activation” of a part in the interaction between brand and consumer, they disagree on which 

is the part to be activated. As for example, Saeed et al. (2015), claim that the interaction 

between brand and consumer has the main purpose of “activating” the brand which enables 

to create a link between both subjects and, ultimately, develop a bond. On the opposite side 

of the discussion, Mckay & Brown (2016) argue that Brand Activation is a means of 

activating the consumer – rather than the brand – and, ultimately, creating an active 

customer.  
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Moreover, Saeed et al. (2015) argue that Brand Activation outcomes can only be measured 

through awareness and visibility. This theory clashes with the one defended by Morel et al. 

(2002) that states that the metrics used should be sales support or effectiveness of new 

product development. Even though the above-mentioned authors might show divergences 

about some details and aspects regarding Brand Activation, they all share the same 

thoughts about the core idea brought by this concept which is to bring closer the brand and 

consumer, by creating an interaction - usually physical via shared experiences - between 

these two subjects to raise awareness and engagement in order to, ultimately, establish a 

lasting relationship that ideally can be translated as loyalty. 

 

Saeed et al. (2015) and Gendron (2017) claim an effective means of putting to practice this 

interaction is in the form of events that enable consumers to get involved with the brand 

through their senses. In fact, events can be used not only as an effective means to improve 

the relationship between brand and consumer, but they are also a main tool when talking 

about brand activation (Dissanayake & Gunawardane, 2018; Jackson, 2013; Marist, Yuliati, 

& Najib, 2014). Accordingly, Saeed et al. (2015) claim that Brand Activation is a way of 

stregthening the bond between consumer and brand that results in increasing the amount 

of repurchases by the consumers. In this sense, Kotler and Keller (2016) argue that for a 

brand to gain loyalty from its customers, it should interact closely with them.  

 

Furthermore, Mary Gendron (2017) lists experiential marketing as an effective way of 

executing Brand Activation initiatives. Experiential marketing views consumers as both 

rational and emotional and its goal is “to create holistic experiences that integrate individual 

experiences into a holistic Gestalt” (Schmitt, 1999, p. 53). In addition, Marist et al. (2014) 

identified brand experiences as a crucial part of brand activation claiming that it culminates 

in brand satisfaction and trust. Additionally, Saeed et al. (2015, p.94) also compare brand 

activation to experiential marketing claiming, metaphorically, that the former “is a road show 

where company’s personnel take a brand to the people so that they can experience the 

brand”. The same authors (2015) highlight the importance of Brand Activation nowadays 

claiming that additional features on products on their own are, usually, not enough to seduce 

consumers and that it is vital to “execute the brand” through non-traditional marketing 
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methods. Here, brand activation is gaining importance over traditional marketing methods 

due to its more emotional and practical approach (Saeed, Zameer, Tufail, & Ahmad, 2015). 

 

2.1.1 Brand Experience 

Bernd Schmitt (1999) proposed a framework to a new approach to marketing, Experiential 

Marketing. This new perspective, as mentioned above, viewed consumers as 

simultaneously rational and emotional beings who desire to achieve “pleasurable 

experiences” (Schmitt, 1999).  

 

Hence, this approach is founded over four key pillars, according to Schmitt (1999): 

o “The focus on customer experiences” 

o Viewing of consumption as a holistic gestalt 

o Consumers are simultaneously emotional and rational 

o Diverse and multi-faceted marketing tools 

 

For the author (1999), Experiential Marketing mainly revolves around to concepts Strategic 

Experience Modules (SEMs) and Experience Providers (ExPros). The former concept are 

modules that marketers can take advantage of to provide different kinds of experiences to 

consumers. Whereas the latter is related to the tools that can be used to implement the 

different types of modules (Schmitt, 1999). 

 

According to Schmitt (1999), the above-mentioned SEMs include five different types of 

modules: 

o Sense – related to experiences that affect senses; 

o Feel – connected to affective experiences, i.e. emotions and feelings; 

o Think – related to cognitive experiences that engage consumers in problem-solving; 

o Act – linked with physical, behavioural and lifestyle-related experiences; 

o Relate – a dimension that contains parts of all of the others but that adds the social 

and self-improvement components of human beings. 

 

Brakus et al. (2009) claim that when customers “consume brands” they are not only exposed 

to utilitarian product attributes but also to numerous brand-related stimuli, such as colours, 
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typefaces, mascots, slogans, amongst many other. Based on this, the same authors (2009, 

p.53) identify brand experience as “subjective, internal consumer responses (sensations, 

feelings, and cognitions) and behavioral responses evoked by brand-related stimuli that are 

part of a brand’s design and identity, packaging, communications, and environments”.  

 

Moreover, brand experience not only triggers brand awareness (Ding & Tseng, 2015), more 

specifically brand recall,  but it also has a positive effect on brand associations (Chang & 

Chieng, 2006), a concept to be more thoroughly explicated below. Furthermore, anything 

that draws a consumer to pay attention to a brand – such as experiences and events – has 

a positive effect in brand recognition which ultimately enhances brand awareness (Kotler, 

Keller, Goodman, & Hansen, 2016). 

 

A more holistic perspective to brand management views brands as experiences, highlighting 

the vitality of managing the touchpoints between brands and consumers and the numerous 

brand-related stimuli so that brands are capable of evoking strong emotional responses 

(Iglesias, Singh, & Batista-Foguet, 2011). Additionally, the same authors (2011) defend that 

stronger brand experiences can create stronger emotional responses.  

 

A study conducted by Tafesse (2016) identified a conceptualization of brand experience that 

relates more closely to the field of events and event marketing – a common form of 

marketing communication, according to Kotler et al. (2016) – and defines it “as consumers’ 

multifaceted interaction with brands enabled through four interrelated processes of 

multisensory stimulation, bodily performance, social interaction, and discovery/learning”. 

The first process – multisensory stimulation – marks the moment when an individual’s 

sensory qualities are activated simultaneously (Tafesse, 2016). The second stage – bodily 

performance – is the “use of the body to complete meaningful, physical gestalts” (Tafesse, 

2016, p.42). The third process – social interaction – represent the interactions between 

consumers and brand representatives (Tafesse, 2016). Finally, the fourth stage – 

discovery/learning – is the process through which consumers find out about factual and 

relevant information about the brand and the products, or services (Tafesse, 2016).  
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Additionally, the same author (2016) claims that the interaction between a consumer and a 

brand is not the only factor that influences a brand experience because the context in which 

this interaction takes place also has an impact on the brand experience i.e. the physical and 

social space. It is also important to highlight that, since a brand experience results of an 

interaction between a brand and a consumer (amongst other factors), it can be seen as a 

co-created experience therefore the role of a brand to present cues – such as products, 

space, etc. – is equally important as consumers’ motivation and engagement (Tafesse, 

2016). Hence, according to the same author (2016), it is vital that brands are able to provide 

“personalized brand experiences” so that they are capable of attracting consumers’ 

attention. 

 

2.2 Brand Equity 

 Aaker (1991, p.27) identifies Brand Equity 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 customers”. The same author (1991) groups 

these assets or liabilities into five main categories and considers them to be the foundations 

of Brand Equity: 

o Name Awareness; 

o Brand Loyalty; 

o Perceived Quality; 

o Brand Associations; 

o Other Proprietary Assets (which, for instance, includes patents and trademarks). 

 

It is important to highlight that for these components to underlie brand equity, “they must be 

linked to the name and/or symbol of the brand” (Aaker, 1991, p.27). Moreover, it is also 

relevant to underline that value creation is done for both the customer’s and the firm’s side. 

According to Aaker (1991), value creation to the consumer occurs by enhancing their 

interpretation and processing of information about brands, improving their confidence at the 

moment of purchase decision and, most importantly, by influencing the satisfaction felt by 

consumers via brand associations and perceived quality. On the other hand, as previously 

mentioned, brand equity also creates value for the brand and this value creation can be 

achieved through a vast number of ways, such as: enhancing the efficiency of programs 
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designed to attract new customers; by permitting higher margins via premium pricing; by 

providing a safe platform that enables growth through brand extensions; by giving higher 

leverage in distribution channels; by creating barriers to competitors through the above-

mentioned proprietary assets that can turn out as competitive advantage; and by enhancing 

brand loyalty (Aaker, 1991). It is of paramount importance to note that Brand Loyalty is a 

foundational pillar of brand equity – i.e. it has influence over brand equity – while it 

simultaneously is influenced by brand equity (Aaker, 1991).  

 

From the five factors mentioned above that concern to brand equity the first four are up to 

the consumer to evaluate and create. For this reason, they have been commonly used to 

assess and analyse customer-based brand equity. 

 

2.2.1 Customer-Based Brand Equity (CBBE) 

Kotler and Keller (2016, p. 324) define the concept Brand Equity as “the added value 

endowed to products and services with consumers”. Keller (1993, p.1) proposed an 

approach which views brand equity from the perspective of the customer – customer-based 

brand equity – and defined it as “the differential effect of brand knowledge on consumer to 

the marketing of the brand” (Keller, Conceptualizing, Measuring, and Managing Customer-

Based Brand Equity, 1993, p. 1) i.e. “a brand has positive customer-based brand equity 

when consumers react more favourably to a product and the way it is marketed when the 

brand is identified than when it is not identified” (Kotler & Keller, Marketing Management, 

2016, p. 324), and vice versa. The same authors (2016) identify customer-based brand 

equity as built upon three main pillars which are:  

1. the existence of differences in customer response, i.e. if there are no differences in 

customer response, then the “branded product” can be seen as a generic version of 

the product (Keller, 2013); 

2. these differences are an outcome of consumers’ brand knowledge (this includes, for 

instance, thoughts, beliefs and feelings that a consumer associates with a brand) 

which brands influence by creating brand associations via their marketing and 

branding activity;  
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3. finally, brand equity reflects itself in perceptions, behaviour and preferences that 

customers hold towards every component of a brand’s marketing (Kotler & Keller, 

Marketing Management, 2016). 

 

As mentioned above, brand equity relies on “the differential effect of brand knowledge on 

consumer to the marketing of the brand” (Keller, Conceptualizing, Measuring, and Managing 

Customer-Based Brand Equity, 1993, p. 324) which means that it is of vital importance that 

brands and marketers make sure that their customers have the correct type of experiences 

so that they can feel and make the desired brand associations (Kotler & Keller, Marketing 

Management, 2016). This is perfectly represented by the example given by Keller (2013) 

when the author describes the common situation of consumers comparing two identical 

products (one where the brand is identified and the other unidentified) and giving different 

opinions about the products. In sum, according to this perspective, consumer knowledge 

that leads the divergences which show themselves in terms of brand equity (Keller, 2013). 

It is, therefore, crucial that marketers take advantage of the brand knowledge they nourish 

over time because it is this factor that will guide the brand (Keller, 2013). 

 

2.2.1.1 Brand Knowledge 

Brand knowledge is the most vital element when it comes to the creation of brand equity 

(Keller, 2013), from the customer-based brand equity point-of-view. Therefore, it is of 

paramount importance that marketers know how to manage how brand knowledge is 

represented in consumers’ memory (Keller, 2013).  

 

There are many models that represent how memory is structured such as the encoding 

specificity model, the episodic memory, the multi-store model and the working versus 

reference memory model (Lee, Lockshin, & Greenacre, 2015). 

Probably the most widely accepted model is the Associative Network Memory Model (Keller, 

2013) (Lee, Lockshin, & Greenacre, 2015). This model views the human memory as a 

collection of interconnected nodes – a network – where the nodes are concepts and stored 

information and the links that form their connections how strongly (or weakly) the 

associations are (Keller, 2013). This invokes the concept of Spreading Activation which 

means that when a memory – in this specific case a node – is accessed (or activated), it 
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activates interlinked nodes depending on the strength of the link (Lee, Lockshin, & 

Greenacre, 2015; Keller, 1993; Collins & Loftus, 1975; Raiijmakers & Shiffrin, 1981; Ratcliff 

& McKoon, 1988). 

 
Figure 2 - Dimensions of Brand Knowledge (Keller,1993) 

 

In line with the above-mentioned theory of associative memory, brand knowledge can be 

viewed “as consisting of a brand node in memory to which a variety of associations are 

linked” (Keller, 1993, p. 3). The two main components that comprise brand knowledge are 

brand awareness and brand image. 

 

2.2.1.2 Brand Awareness 

Brand Awareness is directly related to how strong a brand node is present in the individual’s 

memory and is identified by the consumer’s capacity of identifying a brand under diverging 

circumstances (Keller, 1993). This component is, itself, comprised of two dimensions brand 

recognition and brand recall. According to the same author (1993), the former is a 

consumer’s ability to identify if previous exposure to a brand has occurred when presented 

the same brand as suggestion whereas the latter is the consumer’s ability to recall the brand 

when presented with this brand’s product category. Brand Awareness plays an essential 

role when it comes to the decision-making moment. Firstly, increasing brand awareness 

raises the chance that they incorporate the brand in their “consideration set” since 

consumers remember the brand when considering a product within a certain product 
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category (Keller, 1993). Second, it impacts the decision when selecting a brand form their 

“consideration set” because, according to Roselius (1971), individuals seem to favour well-

established brands. Finally, it influences “the formation and strength of brand associations 

in the brand image” (Keller, 1993, p.3).  

 

2.2.1.3 Brand Image (or Brand Associations) 

Brand Image is defined as “perceptions about a brand as reflected by the brand associations 

held in consumer memory” (Keller, 1993, p.3). These brand associations, presented above, 

are the elements that have an impact in the differential effect that creates brand equity and 

they vary in terms of type, favorability, strength and uniqueness. 

 

In terms of Types of Brand Associations, these can vary in terms of abstraction in the 

association – how much information is contained in the association (Keller, 1993). Adapting 

from Keller (1993), they can take the shape of: 

o Attributes – descriptive characteristics of products which can be: 

o Product-related – related to the composition of the product 

o Non-product-related – pricing; packaging; user imagery; usage imagery 

o Benefits – the value that consumers associate to particular products 

o Functional benefits – inherent advantages of products, commonly related to 

the needs of problem-solving 

o Experiential benefits – the feeling of using the product, commonly connected 

to sensory pleasures 

o Symbolic benefits – “the more extrinsic advantages” of using the product and 

that are usually linked with the need for social approval 

o Attitudes – usually seen as how consumers evaluate the brand 

 

Regarding the Favorability of Brand Associations, as the name suggests, associations can 

differ in terms of how favorable (or unfavorable) they are evaluated (Keller, 1993).  

The Strength of Brand Associations represents how strongly an association is connected to 

the brand node (Keller, 1993).  

Finally, associations also diverge in terms of Uniqueness in case they are shared or not with 

other brands competing in the same product category (Keller,1993).  
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2.2.1.4 Perceived Quality 

“Perceived quality can be defined as the customer’s perception of the overall quality or 

superiority of a product or service with respect to its intended purpose, relative to 

alternatives” (Aaker, 1991, p. 80).This component is another central dimension of brand 

equity and customer-based brand equity (Tong & Hawley, 2009). As the name suggests, it 

is not concerned with the attributes or the technical value of the product but the consumers’ 

perception of its general quality or superiority over its competing products (Tong & Hawley, 

2009). This is a very important component because products with high quality have a 

significant competitive advantage over their competitors and are able to charge increased 

prices whereas low quality products provide little reason to be bought besides their price 

(Aaker, 1991; Tong & Hawley, 2009).  

Perceived quality is created in relation to a desired objective in a set of alternatives, i.e. a 

low-cost brand cannot be judged or perceived by the same criteria as a luxury brand, 

consumers judge them according to different types of attributes (Aaker, 1991). 

Perceived quality is different of satisfaction i.e. a customer with low expectations can be 

easily satisfied, and high perceived quality is not able to coexist with low expectations 

(Aaker, 1991). 

According to Aaker (1991), perceived quality generates value in five ways, which are: 

o Reason to Buy – as previously mentioned, if a brand is perceived to be high quality, 

it is a valid reason to be included amongst the consideration set and also an 

advantage to be the selected brand. This is a vital characteristic because regularly 

consumers do not spend time gathering information about brands and it is their 

perception that is a decision factor (Aaker, 1991); 

o Differentiate/Position – set position on this dimension is one of the core activities of 

marketing i.e. is it low-cost, premium, luxury, etc.?; 

o Price Premium – when a brand has perceived quality advantage it can charge a 

higher price which enables for higher margins and profits; 

o Channel Member Interest – retailers’ image is affected by the quality of products that 

they are able to have in their shelves therefore, they try to sell brands that are highly 

perceived. Hence, being perceived as a high quality brand helps when it comes to 

distribution channels; 
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o Brand Extensions – when a brand is highly regarded, it can use the power in it to 

introduce new product categories and achieve success more likely than a brand 

whose name is “weaker”. 

 

2.2.1.5 Brand Loyalty 

“Successful marketers are those who carefully cultivate customer satisfaction and loyalty” 

(Kotler & Keller, Marketing Management, 2016, p. 149). Gary Hamel (1996) defined the term 

Loyalty in the field of marketing as “a deeply held commitment to rebuy or repatronize a 

preferred product or service in the future despite situational influences and marketing efforts 

having the potential to cause switching behavior”. In fact, many authors and managers have 

agreed that maintaining loyal customers has a drastic impact on reducing costs usually 

associated with attracting new ones (Kotler, Bowen, Makens, & Baloglu, 2016). 

 

Kotler and Keller (2016, p.163) presented a funnel-shaped model that is capable of 

identifying the “percentage of the potential target market in each decision stage”. This funnel 

ranges from consumers who are solely aware of the brand to loyal consumers and in order 

to reach this last stage, consumers must pass through every other stage (Kotler & Keller, 

Marketing Management, 2016). This model also highlights the importance of retaining 

current consumers – customer relationship capital – rather than just attracting new ones 

(Kotler & Keller, Marketing Management, 2016). The same authors (2016) propose a 

number of measures that are ought to improve consumer’s loyalty where maintaining a close 

interaction with consumers is included and advised.  

 

One way of improving consumers’ brand loyalty is to promote stronger brand experiences 

that are capable of evoking strong brand emotional responses (as previously mentioned) 

and that can ultimately mean the creation of a pathway towards brand loyalty, as defended 

by Iglesias et al. (2016) and Shim et al. (2013). Studying the consequences of brand 

experiences in consumer behaviour, Brakus et al. (2009) found that if a brand is able to elicit 

an experience, this single fact alone is capable of guiding towards loyalty. Moreover, the 

same authors (2009) claim that when a brand can provide an experience that is able to 

stimulate senses, evoke positive feelings and be engaging, it is only natural that a 

“stimulation-seeking organism” desires to experiment this stimulation again. 
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2.2.2 Brand Equity Models 

There are several models of brand equity that have some slight divergences. The two most 

common models – explained below – are the BrandAsset Value and the Brand Resonance 

Model. 

 

2.2.2.1 BrandAsset Value (BAV) 

This model was conceived by Young and Rubicam advertising agency and compares the 

brand equity of numerous brands in many different categories (Kotler & Keller, Marketing 

Management, 2016) in an empirical study that evaluates brand perceptions (BAVGroup, 

2018). 

According to this model there are four Brand Pillars of brand equity: 

o Energizing Differentiation – this the ability of a brand to attract attention in different 

cultures; 

o Relevance – the degree of appropriateness and meaningfulness that a brand 

represents to consumers; 

o Esteem – how a brand is seen and how well (or badly) it delivers its promises; 

o Knowledge – how deep a brand is understood or known (both positive and negative 

aspects) (BAVGroup, 2018). 

The combination of the first and second points 

determines brand strength which is an indicator of 

potential future growth of the brand. While the 

combination of the third and fourth points results in 

brand stature which tells the past form of the brand 

(Kotler & Keller, Marketing Management, 2016). The 

combination of these two dimensions results in the 

power grid which shows the stages in the cycle of brand 

development (Kotler & Keller, Marketing Management, 

2016)(see figure 3). 

  

 

Figure 3 - Power Grid (BAVGroup, 2018) 
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2.2.2.2 Brand Resonance Model 

This pyramid-shaped model views brand building as the result of a number of stages in 

which the creation of brand equity only occurs when the top of the pyramid is reached (Kotler 

& Keller, Marketing Management, 2016). This model also highlights the balance between 

the rational (present on the left column) and emotional (present on the right column) 

dimensions (Kotler & Keller, Marketing Management, 2016). 

 
Figure 4 - Brand Resonance Model (Kotler & Keller, 2016) 

 

 

According to the same authors (2016): 

o the first level is where consumers identify the brand and correctly link it within a 

specific product category; the brand salience is related to the amount of times that 

consumers think of the brand in many different purchase decisions; 

o the second level is where, by means of brand associations, a brand meaning is 

established inside consumers’ heads; this stage is comprised of two building blocks: 

o performance – the degree to which a certain product or service meets the 

functional demands of consumers; 

o imagery – related to “extrinsic properties”; 

o the third level is about evoking the right responses; it is composed by two blocks: 

o judgments – consumers’ opinions; 

o feelings – emotions that consumers display towards the brand; 
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o the fourth, and final, level is about making consumers loyal with the brand; brand 

resonance depicts the relation held between consumers and a brand and the degree 

to which both of these feel “in sync”. 
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3 Conceptual Framework 

 
In this chapter, based on the literature review presented, a clarification of assumptions, 

points-of-view and other relevant information is, firstly, presented. Then, a conceptual 

framework of this study is introduced, and the hypotheses are developed. 

 

3.1 Brand Activation & Brand Experience 

According to the examination of existing literature, models and theories made in the previous 

chapter, it is clear that Brand Activation is mainly characterized by the combination of two 

vital factors: experiential marketing i.e. providing holistic experiences to consumers 

(Gendron, 2017; Saeed, Zameer, Tufail, & Ahmad, 2015) and the close interaction between 

brand and consumer (Marist, Yuliati, & Najib, 2014).  

 

Therefore, brand activation initiatives throughout this paper are referred to as interactions 

between the brand and consumers through immersive experiences and that take place in 

events. 

 

In this study, the interaction between brand and consumer is assumed when collecting data. 

The collection of data is made through a survey that, through the use of a video, puts the 

respondent in the place of an attendant of Coachella engaging in a brand activation activity 

developed by a specific brand, in this case, Absolut Vodka. This brand activation initiative 

takes place in the music festival Coachella in 2019 and consisted of an environmentally 

friendly closed space – named Absolut Planet – that had acceptance messages for all 

minority communities. Additionally, the Absolut Planet had its own DJ, bars where 

attendants could drink Absolut Vodka cocktails and provided a “colourful” experience. Thus, 

a great level of interaction is assumed based on this immersive experience presented. 

Nevertheless, the method of data collection is more thoroughly explained in the following 

chapter, Methodology. Additionally, the link to the video used is display in Appendix A. 

 

A vast amount of literature regarding the main pillars of brand experience is already available 

and it is visible that specialists in the areas of philosophy, management and cognitive 
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sciences have somewhat reached consensus (Brakus, Schmitt, & Zarantonello, 2009) which 

is not different from the vision of Schmitt (1999). 

 

As mentioned above, Schmitt (1999) proposes five different kind of experiences - called the 

Strategic Experiential Modules (SEMs) – which were: Sense, Feel, Think, Act and Relate. 

According to the same author (1999), these are what managers are able to use in order to 

create different kinds of customer experiences for consumers. 

 

Based on the five dimensions presented by Schmitt (1999), Brakus et al. (2009) developed 

a scale that allows to measure Brand Experience based on the impact caused by its 

dimensions. At this point, Brakus et al. (2009) had a five-item scale which were the following: 

Affective, Intellectual, Sensory, Behavioural and Social. An exploratory factor analysis was 

conducted by Brakus et al. (2009) so that the number of items was reduced, and a more 

cohesive structure was built. The results indicated that “the socially worded items include 

strong emotional aspects” (Brakus, Schmitt, & Zarantonello, 2009, p. 58) i.e. there was a 

close relationship between the social dimension (Relate) and the affective/emotional 

dimension (Feel). After additional numerous exploratory and confirmatory tests, the author 

(2009) finalizes the scale which is constructed by four dimensions: Sensory, Affective, 

Behavioural and Intellectual (see figure 5). 

 

This study uses the scale proposed by Brakus et al. (2009) to examine the impact that the 

four dimensions that comprise Brand Activation have on Customer-Based Brand Equity. To 

achieve this, an online self-employed survey (Bryman, 2012) was conducted in which the 

first set of questions is specific to these dimensions. Additionally, the high-level of customer-

brand interaction assumed is added in order to achieve the smallest gap to Brand Activation. 
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Figure 5 - Formation of Brand Activation 

 

The main goal is to understand more clearly how the immersive brand experience with high 

customer-brand interaction in an event context (also known as, Brand Activation) is formed 

so that it is, then, possible to assess how each of the forming dimensions impacts customer-

based brand equity. 

 

3.2 Customer-Based Brand Equity 

As previously mentioned, Customer-Based Brand Equity is Brand Equity from the 

consumers’ perspective (Keller, 1993). Aaker (1991) separated Brand Equity into 5 main 

dimensions – Brand Awareness, Perceived Quality, Brand Associations, Brand Loyalty and 

Other Proprietary Assets. Amongst these, the first four are the ones directly related to 

customers’ perceptions and evaluation of brands which can be easily comprehended by 

consumers (Yoo & Donthu, 2001) and for this reason these have been the ones more 

commonly used in the vast number of studies conducted (Tong & Hawley, 2009). 

 

Accordingly, this study focuses on these four above-mentioned dimensions in order to adopt 

a scale that has already been successfully used by Yoo & Donthu (2001) and Washburn & 

Plank (2002), amongst other authors. 
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This study desires to analyse and assess which dimension of Brand Activation has a bigger 

impact on the formation of Customer-Based Brand Equity. For doing so, first, it analyses the 

formation of Brand Activation through the formation of Brand Experience added to the 

assumption of the existence of a high level of customer-brand interaction. Then, examine 

the impact of Brand Activation on Customer-Based Brand Equity. Finally, possible indirect 

effects of brand activation dimensions on customer-based brand equity dimensions. 

 

 
Figure 6 - Overall Conceptual Framework 

 

3.3 Formulation of Hypotheses 

3.3.1 H1: The Sensory dimension has a positive impact on Customer-Based 

Brand Equity 

Brand experiences create pleasurable emotions that consumers desire to repeat (Brakus, 

Schmitt, & Zarantonello, 2009). This suggests that a sensory-immersive experience is 

capable of placing the brand in a position where it is more likely to reach loyal customers. 

Given that loyalty is directly related to customer-based brand equity, since it is one of its 

main pillars, the first hypothesis formulated is that the Sensory dimension of brand activation 

positively impacts customer-based brand equity. In this case, via the possibility of indirectly 

influencing brand loyalty. 
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3.3.2 H2: The Affective dimension has a positive impact on Customer-Based 

Brand Equity 

When a brand has the ability of providing their customers with an experience that appeals 

to their emotions, it becomes much more likely to create loyalty from these customers 

(Iglesias, Singh, & Batista-Foguet, 2011; Shim, Kwon, & Forsythe, 2013; Brakus, Schmitt, & 

Zarantonello, 2009).  

For this reason, even though the identified relation is indirect, given that Brand Loyalty is 

one of the main dimensions that comprise customer-based brand equity, the second 

hypothesis developed in this study is that the Affective dimension of Brand Activation has a 

positive impact on customer-based brand equity. 

 

3.3.3 H3: The Intellectual dimension has a positive impact on Customer-Based 

Brand Equity 

Brands that promote events that stimulate consumers intellectually are taking advantage of 

an extremely effective tool when it comes to building customer-based brand equity 

(Zarantonello & Schmitt, 2013). When the authors (2013) suggest it to be “intellectually rich” 

they mean, for example, to attempt to make consumers view or think about an issue from a 

different perspective. 

Thus, the third hypothesis developed is that the Intellectual dimension of brand activation 

has a positive impact on brand equity.   

 

3.3.4 H4: The Behavioural dimension has a positive impact on Customer-Based 

Brand Equity 

The ability of consumers, while in an event, to access bodily experiences is vital in order to 

use brand experiences as a means of building customer-based brand equity (Zarantonello 

& Schmitt, 2013). The authors (2013) argue that this can be achieved, for example, using 

innovative technology. The importance of consumer interaction is also highlighted when 

talking about the relation between experience and brand equity (Zarantonello & Schmitt, 

2013). 

Thus, the fourth, and final, hypothesis is that the behavioural dimension has a positive 

impact on customer-based brand equity. 
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4 Methodology 

 
In this chapter the methodological structure of this study is presented. It follows the 

“Research Onion” model presented by Saunders et al. (2009). It is aimed to make the 

reader’s task easier by following a layer’s approach. 

 

4.1 Research Philosophy 

According to Saunders, Lewis and Thornhill (2009) research philosophy is related to the 

development of knowledge and the origin of this knowledge and that the assumptions in 

which each of the perspectives is built on underpin the research strategy and methods 

adopted. Additionally, Saunders et al. (2009) present an onion-shaped model, the Research 

Onion. The outer layers of “the onion” are seen as an individual’s basic assumptions 

regarding the world he lives in whereas the inner layers are the individual’s actions and 

attitudes. Hence, only by closely examining and testing one’s basic assumptions, it is 

possible to change one’s attitudes and actions, see figure 7. 

 

This study is “working with an observable social reality and that the end product of such 

research can be law-like generalisations similar to those produced by the physical and 

natural scientists” (Saunders, Lewis, & Thronhill, 2009, p.113) quoting (Remenyi, Williams, 

Money, & Swartz, 1998). This reflects the Positivist research philosophy perspective which 

is the approach taken in this study. This study creates generalisations and hypotheses 

based in the literature review on concepts, theories and models, such as brand equity 

models and brand experience perspectives.  

 

Moreover, by attempting to provide an answer to the research question this study main 

objective is to unearth an explanation to how brands, resorting to brand activation initiatives, 

can build brand equity in the context of an event, specifically a music festival. By using this 

ideological perspective can be included within the functionalist paradigm which, according 

to Burrel and Morgan (1982), defends that a problem that is rational has the solution residing 

within a rational explanation. 

 



 

  23 

 
Figure 7 - The Research Onion (Saunders et al., 2016) 

 

4.1.1 Epistemology  

Epistemology “concerns what constitutes acceptable knowledge in a field of study” 

(Saunders, Lewis, & Thornhill, 2009, p. 129). Burrell and Morgan (1982) add to this definition 

that epistemology also considers important how the above-mentioned knowledge is built 

and passed to others. This becomes particularly relevant in the moment of adopting a 

research method and examining its results (Saunders, Lewis, & Thornhill, 2009).  

 

From a positivist perspective, according to Saunders et al. (2009), the main objective is in 

finding measurable phenomena, determine its causes and develop “law-like 

generalisations”. According to Alan Bryman (2012), epistemological positivism is based on 

the following principles: 

o phenomenalism – only knowledge that can be proved via an individual’s senses can 

be seen as actual knowledge 

o deductivism – the theory’s objective is to generate hypotheses which can be put to 

test and that will, therefore enable explications of laws to be assessed 

o inductivism – by putting together facts that serve as bases for the laws, knowledge 

can be reached 

o objectivity – science should be done in such a way that is “value free” 

o scientific statements are “the true domain of the scientist” 
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These characteristics match the purpose of this study which, based on extant literature,  

attempts to provide relationships of cause generating hypotheses which, seen from a 

positivist perspective generate knowledge, have the hindmost objective of explain brand 

activation phenomena (Saunders, Lewis, & Thornhill, 2009).  

 

4.1.2 Axiology 

This branch of philosophy “studies judgments about value” (Saunders, Lewis, & Thornhill, 

2009, p. 116). This study gathers measurable and quantitative data resorting to a survey, 

thus being objective. Consequently, it is neutral during the whole process, which matches 

the positivist point of view mentioned. 

 

4.1.3 Ontology 

This branch of philosophy studies the nature of social entities (Bryman, 2012). There are 

two main perspectives objectivism and constructionism. This study can be associated with 

the former, Objectivism. This point of view defends that “social entities can and should be 

considered objective entities that have a reality external to social actors” (Bryman, 2012, p. 

32).  

 

4.2 Research Approach 

The second layer in the research onion is the Research Approach. This study’s approach 

identifies itself with the deductive approach in which theory and hypotheses are developed 

and a research strategy is designed in order to test these hypotheses (Saunders, Lewis, & 

Thornhill, 2009).  

Furthermore, according to Robson and McCartan (2016), deductive research passes 

through five sequential stages: 

1) hypotheses deduction from theory; 

2) identification of how variables shall be measured – i.e. “expressing the hypotheses 

in operational terms”; 

3) conducting the tests on the hypotheses; 

4) analyzing the result of the inquiry (confirm or point the need to modify the theory); 



 

  25 

5) and, if needed, modify the theory. 

 

 
Figure 8 - Deductive Process (Robson & McCartan, 2016) 

 

In this study, it is analyzed how the dimensions of Brand Activation in an event context – 

Sensory, Affective, Intellectual and Behavioural – impact the formation of customer-based 

brand equity – at this point, hypotheses regarding these impacts are developed. Additionally, 

the indirect impact that each of these dimensions have on the dimensions of customer-

based brand equity – Brand Awareness, Perceived Quality, Brand Associations and Brand 

Loyalty – is examined. These measurements are done resorting to an online survey and its 

results are analysed so that the hypotheses can either be confirmed or rejected.  

 

4.3 Research Strategy and Choice 

The third layer of the above-mentioned research onion is the Research Strategy. In this 

study a Survey is the strategy employed, a method better employed for exploratory research 

(Saunders, Lewis, & Thornhill, 2009). According to Saunders et al. (2009), this method is 

very commonly associated with the deductive approach and enables access to a large 

amount of quantitative data which can be quantitatively analysed via means of statistics. 

Moreover, the data collected can be used to infer possible reasons for relationships between 
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variables and, consequently, make law-like generalisations (Saunders, Lewis, & Thornhill, 

2009). In sum, this study uses Quantitative data via means of a Survey. 

 

Concerning the fourth layer of the research onion, this study adopts a mono-method 

research choice. This research choice is characterized by using only one data collection 

technique and the corresponding analysis procedures (Saunders, Lewis, & Thornhill, 2009). 

In this case, this study only resorts to a survey made online and the statistical analysis of its 

results.  

 

4.4 Time Horizon 

The fifth layer of the research onion is the Time Horizon. According to Saunders et al. (2009), 

the Time Horizon can either be seen as a “snapshot” or “diary” perspective i.e. either cross-

sectional or longitudinal. In the case of this study, the former is the perspective employed. 

The Cross-Sectional time horizon is commonly used for academic purposes that study a 

specific phenomenon and due to time constraints. Whereas the Longitudinal time horizon is 

more commonly used to study change and development (Saunders, Lewis, & Thornhill, 

2009). 

 

4.5 Data Collection 

4.5.1 Method 

The primary data is gathered in this study via an online self-completed survey (Bryman, 

2012) in which participants are able to complete using mobile devices – such as mobile 

smartphones or tablets – and computers (Saunders, Lewis, & Thornhill, 2009). The software 

chosen is Qualtrics, access provided by Copenhagen Business School. The survey is 

comprised by multiple choice questions in which some use a one to five Likert scale.  

 

This study aims to find how brand activation initiatives build brand equity in the context of 

an event. Therefore, the survey puts its respondents in a hypothetical situation of being in a 

music festival – in this case Coachella – and uses an actual brand activation initiative 

developed by Absolute Vodka in Coachella 2019 where eventgoers would enter a 

sustainable footprint space, Absolut Planet, with its own Dj, had multiple bars where they 
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could order drinks from, supporting minority communities. In order to make the respondents 

more aware of the space, a video is provided so that a higher level of closeness between 

the individuals who take the survey and the situation is obtained. The link to the video is 

provided in Appendix A. 

 

Since the survey is based on an alcoholic drink, the first question is “Are you legally 

authorized to drink alcoholic beverages?” so that maximum reliability is achieved and that 

answers are actually relevant people to the purpose. In case a respondent is not old enough 

to consume this kind of drinks, they are automatically directed to the end of the survey. The 

following question is as follows “Are you aware of the brand Absolut Vodka?” so that when 

gathering results, it is possible to differentiate how perceptions vary according to prior 

knowledge of the brand.  

 

Then, a series of questions that use a one to five Likert scales are employed to analyse the 

different variables on scope relevant to this study’s purpose. All the questions are adapted 

from Aaker (1991) and Tong & Hawley (2009) with slight adjustments that are meant to 

make the questions more easily readable to everyone. The whole survey is available to read 

on Appendix A. 

 

4.5.2 Sampling 

This study target respondents are eventgoers that have been in contact with some kind of 

brand activation initiative while in an event. Due to the inability of conducting this kind of 

research in an actual event, the survey puts the respondent in this situation and the brand 

activation initiative chosen is the Absolut Planet. Hence, the target is eventgoers who are 

legally allowed to consume alcoholic drinks. 

 

According to Bryman (2012), there are two types of samples – probability sample and non-

probability sample. The former occurs when the sample is selected via means of a random 

method and every individual of the population has a chance of being selected to be part of 

the study, whereas the latter occurs when the sample is achieved through a non-random 

method which means that some individuals have a higher probability of being selected than 

others (Bryman, 2012). 
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In this case, the survey was shared across many communities online, such as subreddit 

forums that are focused towards music festivals, marketing communities, etc. Hence, 

communities that were more prone to be active respondents were selected. Therefore, these 

respondents are more likely to be more interested in this thesis’ subject implying that the 

sample is more likely to be part of the nonprobability type because it is clear  that by being 

part of a group similar to the above-mentioned ones makes it more prone to be selected to 

the study. However, it is worthy to note that respondents only participated in the study by 

self-desire.  

 

4.5.3 Credibility of Findings 

4.5.3.1 Reliability 

“Reliability refers to the extent to which your data collection techniques or analysis 

procedures will yield consistent findings” (Saunders, Lewis, & Thornhill, 2009, p. 156). 

Another author, de Vaus (2001), identifies a reliable measure as one that provides similar 

results when used repeatedly. Additionally, when a measure is reliable it is implied that it is 

not affected by random error i.e. one that is not shown systematically (de Vaus, 2001).  

 

The main threats posed to reliability, according to Saunders et al. (2016) based on Robson 

(2002), are: 

o Participant error – related to momentary aspects that may have an impact on one’s 

answer, in this case to a survey; 

o Participant bias – momentary aspects that might influence one’s answer; 

o Observer error – e.g. badly writing a question that can be misinterpreted; 

o Observer bias – e.g. a misinterpretation of an answer by the one conducting the 

study. 

 

4.5.3.2 Validity 

“Validity is concerned with whether the findings are really about what they appear to be 

about” (Saunders, Lewis, & Thornhill, 2009, p. 157). This means that validity is concerned 

that the items being measured are, in fact, the ones that are desired to be measured. It is 
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more likely to be affected by systematic errors, which are situations where the same error is 

present in every case (de Vaus, 2001). 

 

The main threats posed to validity, according to Saunders et al. (2016) based on Robson 

(2002), are: 

o History – mainly concerns the timing of the study; 

o Testing – possibility of having purposely wrong answers; 

o Mortality – possibility of participants of the study dropping out it; 

o Maturation – the possibility of events changing the participants’ personality or way of 

acting (relevant in long studies); 

o Ambiguity about causal direction. 
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5 Data Analysis 

 
In this chapter the data gathered is analysed so that results can be inferred. By collecting 

the responses from the online self-completed survey, it is possible to obtain the relevant 

data and values used to test the hypotheses. 

 

There is a vast number of methods that can be used for the analysis of the data collected 

on the online surveys. The most often used are the first-generation techniques and the 

second-generation techniques (Hair, Hult, Ringle, & Starstedt, 2017). The first-generation 

techniques include regression-based approaches and are both confirmatory, when testing 

hypotheses, and exploratory, when searching for patterns. However, in the past two 

decades, second-generation techniques have been increasingly adopted. 

 

Given the considerable set of options, this study opted for a method located under the 

“second-generation techniques” umbrella, structural equation modelling (SEM). Not only do 

these methods allow to identify more easily measurement error in observable variables, 

according to Hair et al. (2017) based on Chin (1998), but they also “enable researchers to 

incorporate unobservable variables measured indirectly by indicator variables” (Hair, Hult, 

Ringle, & Starstedt, 2017, p. 31).  

 

There are two different kinds of Structural Equation Modeling: covariance-based SEM (CB-

SEM) and partial least squares SEM (PLS-SEM). The former is mainly used in the 

confirmation (or rejection) of theories whereas the latter is mainly used for the development 

of theories in exploratory research (Hair, Hult, Ringle, & Starstedt, 2017). This last one, 

Partial Least Squares SEM (PLS), is the chosen method due to the exploratory nature of 

this study and because it is more efficient to work with when handling small samples (Hair, 

Hult, Ringle, & Starstedt, 2017).  
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5.1 PLS Considerations 

5.1.1 Path Models 

Path Models are diagrams that display visually the hypotheses and the relationships 

between variables which are analysed when Structural Equation Modeling is applied (Hair, 

Hult, Ringle, & Starstedt, 2017). See figure 9 for an example. 

 

 
Figure 9 - Example of a simple path model. (Hair, Hult, Ringle, & Starstedt, 2017) 

Constructs are represented by circles (in the example above Y1-Y4) are the variables that 

are not directly measured (Hair, Hult, Ringle, & Starstedt, 2017). The indicators, or items, 

represented by rectangles (in the example above 𝜒1-	𝜒10) are the variables that are directly 

measured and that contain “raw data” (Hair, Hult, Ringle, & Starstedt, 2017). Relationships 

between constructs and between constructs and their items are represented by single-

headed arrows. This type of arrows is named as a predictive relationship and, in case there 

is considerable and relevant theory support, the arrows are viewed as causal relationships 

(Hair, Hult, Ringle, & Starstedt, 2017). 

 

Path models are comprised by two elements: structural model and measurement model 

(Hair, Hult, Ringle, & Starstedt, 2017). The structural model refers to the constructs and 

paths between constructs (Hair, Hult, Ringle, & Starstedt, 2017). Whereas the measurement 

models of the constructs show the paths between constructs and the indicator variables 

(Hair, Hult, Ringle, & Starstedt, 2017). Two types of measurement models exist, and these 

are shown in figure 9. Exogenous latent variables are explaining other constructs whereas 

endogenous latent variables are the constructs being explained (Hair, Hult, Ringle, & 

Starstedt, 2017). 
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5.1.2 Measurement Theory 

Measurement theory specifies how constructs are measured and there are two approaches, 

reflective and formative (Hair, Hult, Ringle, & Starstedt, 2017). Reflective indicators assume 

that the construct induces the measurement of the indicator variables (Hair, Hult, Ringle, & 

Starstedt, 2017). Formative indicators have a causal, or predictive, relationship on 

constructs (Hair, Hult, Ringle, & Starstedt, 2017). 

 

In this study, all the extant constructs are formed with reflective indicators. 

 

5.1.3 Structural Theory 

Structural theory is concerned about the constructs and the paths between them (Hair, Hult, 

Ringle, & Starstedt, 2017). Based on the conceptual framework previously introduced (see 

figure 6), the structural sequence commences on the Higher-Order Component on the left 

(Brand Activation), more specifically on the four Lower-Order Components on the left 

(Sensory, Affective, Intellectual and Behavioural) passing on to the Customer-Based Brand 

Equity construct. Then, from this construct the path finishes on the four items on the right – 

Brand Awareness, Brand Associations, Perceived Quality and Brand Loyalty. 

 

There are numerous types of constructs besides the simple ones illustrated in figure 9 (Hair, 

Hult, Ringle, & Starstedt, 2017). Such constructs are denominated as Hierarchical 

Component Models (HCM) and have two elements: Higher-Order Component (HOC) and 

Lower-Order Components (LOC). The former captures “the more abstract higher-order 

entity” (Hair, Hult, Ringle, & Starstedt, 2017, p. 276) whereas the latter “capture the 

subdimensions of the higher-order entity” (Hair, Hult, Ringle, & Starstedt, 2017, p. 276). 

According to Hair et al. (2017), there are three main reasons to include HCM in a path model: 

first, the employment of this type of components allows researchers to decrease the number 

of relationships in a structural model, enabling the relationship path to be more easily read; 

second, the use of HCMs is a valuable means when the first-order constructs are 

characterized by having a high level of correlation; finally, defining HCMs is also valuable 

when formative indicators are highly collinear (Hair, Hult, Ringle, & Starstedt, 2017). 
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In this study, based on the conceptual framework previously introduced (see figure 6), Brand 

Activation can be identified as a Higher-Order reflective Component (HOC) whereas the four 

dimensions (Sensory, Affective, Intellectual and Behavioural) are the Lower-Order 

Components. Again, it is important to highlight that Brand Activation, in this study, is seen 

as the aggregation of: 

o An immersive brand experience; 

o The assumed high level of interaction between the brand and the consumer that takes 

place in an event, specifically a music festival. 

 

Thus, being impossible to measure the interaction (as it will be more thoroughly explicated 

further in the “Limitations and Further Research” chapter) the only measurable items are the 

dimensions of Brand Experience. 

 

5.1.4 PLS Path Model Assessment 

5.1.4.1 Assessment of the Reflective Measurement Model 

According to Hair et al. (2017), before a structural model assessment is conducted, it is vital 

to assess the measurement model of the PLS path relationship according to its validity and 

reliability. Until these two elements are assured, there is no point in assessing the structural 

model of the PLS path model (Hair, Hult, Ringle, & Starstedt, 2017). 

 

Regarding Reliability, Indicator reliability is an individual measure specific to each of the 

indicators and these should be statistically relevant (Hair, Hult, Ringle, & Starstedt, 2017). 

According to Hair et al. (2017), by following a simple rule of thumb, the outer loadings should 

be at least equal to 0.708. This is true because the square of an indicator’s outer loading 

shows “how much of the variation in an item is explained by the construct” (Hair, Hult, Ringle, 

& Starstedt, 2017, p. 310). Additionally, another rule of thumb commonly accepted states 

that an indicator’s variance, usually 50% or higher, should be explained by a latent variable 

(Hair, Hult, Ringle, & Starstedt, 2017). Thus, an indicator’s outer loading should be at least 

0,708 because 0,708! equals 0,5 (Hair, Hult, Ringle, & Starstedt, 2017). 

 

Internal consistency reliability is another elements that should be measured and this 

measurement can be done through two alternate criteria: Cronbach’s alpha or Composite 
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Reliability (Hair, Hult, Ringle, & Starstedt, 2017). Cronbach’s alpha has the disadvantage of 

assuming that all the existing indicators have similar outer loadings i.e. they have the same 

level of reliability (Hair, Hult, Ringle, & Starstedt, 2017). Whereas Composite Reliability 

recognizes that different indicators possess different outer loadings (Hair, Hult, Ringle, & 

Starstedt, 2017). For this reason, Composite Reliability is usually more used nowadays 

instead of Cronbach’s alpha. The values oscillate between 0 and 1 where the higher the 

value, the more reliable it is (Hair et al., 2017). Additionally, the rule generally used is that 

in exploratory research, values that are below 0.6 are seen as unreliable whereas values 

above 0.7 are regarded as reliable (Hair, Hult, Ringle, & Starstedt, 2017). 

 

Regarding validity, the first element that should be measured is Convergent Validity which 

is “the extent to which a measure correlates positively with alternative measures of the same 

construct” (Hair, Hult, Ringle, & Starstedt, 2017, p. 137). The Convergent Validity is usually 

measured through the Average Variance Extracted (AVE) (Hair, Hult, Ringle, & Starstedt, 

2017). When AVE shows a value of 0,5 or higher, it means that, on average, at least 50% 

of the variance of the indicators is explained by the construct therefore this value should be 

at least 0,5 (Hair, Hult, Ringle, & Starstedt, 2017). 

 

Finally, Discriminant Validity – how different constructs are, between themselves – should 

be assessed (Hair, Hult, Ringle, & Starstedt, 2017). The usual method of assessing this is 

via the HTMT – Heterotrait-Monotrait ratio (Hair, Hult, Ringle, & Starstedt, 2017) i.e. “the 

ratio of the between-trait correlations to the within-trait correlations” (Hair, Hult, Ringle, & 

Starstedt, 2017, p. 140). Hence, if a construct shows a value of 0,9 or lower, it is considered 

valid in terms of discriminant validity (Hair, Hult, Ringle, & Starstedt, 2017). 

 

5.1.4.2 Assessment of the Structural Model 

Once reliability and validity are confirmed, the structural model can and should be evaluated 

(Hair, Hult, Ringle, & Starstedt, 2017). The first step is the collinearity assessment in which 

the existing collinearity among antecedents is evaluated (Hair, Hult, Ringle, & Starstedt, 

2017), which in this study Customer-Based Brand Equity has three antecedents. For this 

purpose, two measures are used: Variance Inflation Factor (VIF) and tolerance (TOL). 
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Tolerance (TOL) is viewed as “the amount of variance of one formative indicator not 

explained by the other indicators in the same block” (Hair et al., 2017, p. 164). Variance 

Inflation Factor i.e. “the reciprocal of the tolerance” (Hair, Hult, Ringle, & Starstedt, 2017, p. 

164) and it should be represented by values lower than 5 (Hair et al., 2017).  

 

The following step is to examine if path relationships are significant, in statistics terms. Here, 

the values shown are located between -1 (negative one) and +1 (positive one), where values 

that are closer to +1 are strong positive relations and vice-versa (Hair, Hult, Ringle, & 

Starstedt, 2017). Low values located near 0 (Zero) are usually considered to be insignificant 

i.e. highly weak relations (Hair et al., 2017). 

 

However, in order to confirm the significance (or insignificance) of coefficients, their standard 

error must be calculated through bootstrapping in which p-values and t-values are able to 

be discovered for different significance levels (Hair, Hult, Ringle, & Starstedt, 2017). In this 

case, the level of significance being used is 5% for which Hair et al. (2017) claim to 

correspond a t-value of 1.96. 

 

The third step in assessing the structural model is the calculation of the Coefficient of 

Determination (𝑅!) which is a “measure of the model’s predictive power” (Hair, Hult, Ringle, 

& Starstedt, 2017, p. 209). The values of the Coefficient of Determination oscillate between 

0 and 1, where higher levels mean that the predictive accuracy is likely to be higher (Hair et 

al., 2017).  

 

Finally, the effect size (𝑓!) is calculated and it is used in order to determine how much 𝑅! 

changes when an exogenous construct is excluded (Hair, Hult, Ringle, & Starstedt, 2017).  

 

5.1.5 Sample 

As mentioned above, one of the advantages of using PLS-SEM is its efficiency even with 

small samples. The sample used in this study was of 322 respondents of the survey. From 

these 322, 47 responses were excluded because the respondents were not old enough to 

drink alcoholic beverages and, therefore, not eligible to be part of the survey. Additionally, 
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another response was discarded due to being lowly credible as the respondent answered 

every question with the maximum value possible. 

Thus, the sample used in this survey was 274. 

 

5.2 Results 

First, regarding the sample, some questions were made in order to determine some 

demographic aspects of the respondents. It is important to emphasize that the survey was 

online for a period of about one week and 322 people submitted finished responses. 

The results below are presented according the 274 valid responses. 

 

Legally authorized to drink alcoholic drinks  

Yes 274 

No 47 

Are you aware of Absolut Vodka  

Yes 270 

No 4 

Gender  

Male 182 

Female 87 

Preferred not to specify 5 

Average age 26,8 
Table 1 - Demographic Statistics of Respondents 

 

As shown in the table above people who are legally allowed to drink and, therefore apt to 

respond to the survey, represent around 85% of the total respondents. From these 274 

around 99% of them already knew the brand Absolut Vodka which represents almost the 

totality of the respondents.  

Regarding gender, around 66% of the respondents are male, whereas around 32% were 

women and 2% chose not to specify their gender. In this case, there was another option, 

named “Other”, but no one opted for it. Finally, the average age of the respondent was of 

almost 27 years old. 
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5.2.1 Measurement Model Assessment 

In the assessment of the measurement model, the first element to be evaluated is the 

indicator reliability. Since all them show values higher than 0.7, the minimum value is 

surpassed implying that it is successful in this evaluation. 

 

Regarding the internal consistency reliability, since both Cronbach’s alpha and Composite 

Reliability show values superior than 0.7, it is deemed reliable. 

 

The model is also considered valid, regarding the convergent validity, because the AVE 

values are higher than 0.5, which means that more than 50% of indicators’ variance is 

explained by their corresponding construct (Hair, Hult, Ringle, & Starstedt, 2017). 

 

 Cronbach’s Alpha Composite Reliability AVE Mean (SD) 

Affective 0.705 0.826 0.613 
3.133 

(1.175) 

Behavioural 0.795 0.881 0.713 
2.550 

(1.186) 

Intellectual 0.744 0.854 0.661 
3.763 

(1.142) 

Sensory 0.809 0.886 0.722 
2.423 

(1.083) 

Customer-Based Brand Equity 

(CBBE) 
0.794 0.879 0.708 

3.637 
(1.153) 

Table 2 - Values for Measurement Model Assessment 

 

 

 

Regarding the discriminant validity, it is measured through the Heterotrait-Monotrait ration 

(Hair, Hult, Ringle, & Starstedt, 2017). As previously mentioned, this value should be lower 

than 0.9 in order to be deemed valid (Hair, Hult, Ringle, & Starstedt, 2017) which is the case 

in this study. 
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 Affective Behavioural CBBE Intellectual Sensory 
Affective      

Behavioural 0.529     

CBBE 0.706 0.400    

Intellectual 0.718 0.348 0.704   

Sensory 0.758 0.758 0.536 0.487  
Table 3 - Values for Discriminant Validity Assessment 

 

5.2.2 Structural Model Assessment 

The first step in assessing the structural model is the analysis of the first four elements – 

Affective, Behavioural, Intellectual and Sensory – in terms of their collinearity, resorting to 

Variance Influence Factor (VIF). Since all the values presented in Table 4 are below the 

maximum limit of 5, collinearity is valid. 

 

 VIF 
Affective 1.374 

Behavioural 2.032 

Intellectual 1.514 

Sensory 1,796 
Table 4 – Value Influence Factor values 

 

The second step in the evaluation of the structural model is identifying the strength of the 

path coefficients and determine if the relationships are significant, or not. The value of the 

coefficients is displayed in table 5. 

 

 Path Coefficient t value p value 
Affective >> CBBE 0.208 3.736 0.000 

Behavioural >> CBBE 0.077 1.468 0.142 

Intellectual >> CBBE 0.348 5.861 0.000 

Sensory >> CBBE 0.179 3.071 0.002 
Table 5 - Path Coefficient, t value & p value 
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As it is possible to see in table 5, all the antecedents have a positive relationship in 

Customer-Based Brand Equity. However, the Behavioural dimension is not considered 

significant as its p value is far above the 0.05 limit and its t value below the 1.96 value 

considered minimum. Additionally, the intellectual dimension is the one that holds a stronger 

relationship with Customer-Based Brand Equity, followed by the affective and sensory 

dimensions. These three dimensions revealed themselves statistically significant as their p 

values are situated below the maximum limit of 0.05 and their t values above 1.96. 

 

Finally, in order to evaluate the predictive power of the model, the 𝑅! element has to be 

calculated for Customer-Based Brand Equity. The value is considered high enough to claim 

that Customer-Based Brand Equity is reasonably predicted by the four dimensions that 

precede it. 

 

 𝑹𝟐 

Customer-Based Brand Equity 0.394 

Table 6 - Value to Assess Predictive Power 

 

5.3 Testing the Hypotheses 

Having gathered and examined all the data and after confirming that the PLS model is both 

reliable and valid, the previously formulated hypotheses should be put to test.  

 

5.3.1 H1: The Sensory dimension has a positive impact on Customer-Based Brand 

Equity 

The path coefficient for this relationship is 0.179, its t value is 3.0711 and its p value is 0.02. 

Therefore, since its path coefficient is positive and both t value and p value obey to the 

requirements, this hypothesis is confirmed. 
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5.3.2 H2: The Affective dimension has a positive impact on Customer-Based 

Brand Equity 

The path coefficient for this relationship is the second highest with a value of 0.208. Its t 

value is 3.736 and its p value is 0.000. Therefore, since its path coefficient is positive and 

both t value and p value obey to the requirements, this hypothesis is confirmed. 

 

5.3.3 H3: The Intellectual dimension has a positive impact on Customer-Based 

Brand Equity 

This relationship has the highest path coefficient amongst the ones studied with a value of 

0.348. Its t value is 5.861 and its p value is 0.000. Therefore, since its path coefficient is 

positive and both t value and p value obey to the requirements, this hypothesis is confirmed. 

 

5.3.4 H4: The Behavioural dimension has a positive impact on Customer-Based 

Brand Equity 

This relationship has the lowest path coefficient amongst the ones studied, with a value of 

0.077. Its t value is 1.468 and its p value is 0.142. Even though this relationship is positive, 

nor is it too weak, its t value and p value do not obey to the requirements. Therefore, this 

hypothesis is rejected. 

 

 Final Verdict 

The Sensory dimension has a positive impact on Customer-

Based Brand Equity 
Confirmed 

The Affective dimension has a positive impact on Customer-

Based Brand Equity 
Confirmed 

The Intellectual dimension has a positive impact on Customer-

Based Brand Equity 
Confirmed 

The Behavioural dimension has a positive impact on Customer-

Based Brand Equity 
Rejected 

Table 7 - Summary of Hypotheses Testing 
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5.4 Indirect effects 

Finally, the indirect effects of brand activation’s dimensions on customer-based brand 

equity’s dimensions can be also assessed in order to understand which of the brand 

activation’s dimensions have the most positive – and most negative, or insignificant – 

impact. 

 

 
Brand 

Awareness 
Brand 

Associations 
Perceived 

Quality 
Brand 

Loyalty 
Affective 0.070 (0.001) 0.129 (0.000) 0.107 (0.000) 0.160 (0.000) 

Behavioural 0.026 (0.172) 0.048 (0.148) 0.040 (0.157) 0.060 (0.142) 

Intellectual 0.117 (0.000) 0.216 (0.000) 0.179 (0.000) 0.268 (0.000) 

Sensory 0.060 (0.010) 0.111 (0.004) 0.092 (0.003) 0.138 (0.005) 
Table 8 - Values of Path Coefficients of Indirect Effects. (p value) 

 

As shown in table 8, the behavioural component cannot be taken into account due to the 

lack of significance shown by its p value far above the 5% threshold established. Whereas 

the intellectual element has a significant influence over the dimensions of customer-based 

brand equity.  
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6 Discussion of Results 

 
The impact of brand activation’s dimensions on customer-based brand equity showed very 

different outcomes. Since almost all of the respondents knew Absolut Vodka prior to the 

survey, the difference must be in their perceptions of the brand when it comes to the 

formation of customer-based brand equity (Keller, Strategic Brand Management: Global 

Edition, 2013). Additionally, it is evident that consumers value some of the aspects of an 

experience more than others. These results are according to van der Westhuizen (2018, 

p.174) who argues that “brands are experienced with different weights for each dimension 

of the brand experience”. 

 

Regarding the Sensory dimension of brand activation, according to the previously 

formulated hypothesis, it significantly and positively influences the construction of customer-

based brand equity. This dimension showed a coefficient of 0.179 with the customer-based 

brand equity. This, in turn, means that a variation in the value of 1 in the Sensory dimension 

has the consequence of a variation of 0.179 in customer-based brand equity. This positive 

relation confirms what Brakus, Schmitt and Zarantonello (2009) suggested, which states 

that when consumers are provided with a pleasurable sensory-immersive experience, they 

desire to repeat the experience i.e. they become loyal consumers to the brand. Regarding 

the survey conducted, there is no register of which of the senses is stimulated or which of 

the senses is preferred by the respondents. Sensory stimulation is primarily used so that 

consumers are not overloaded with information i.e. to reduce the amount of information and 

create a pleasurable experience by stimulating the senses (Riza & Wijayanti, 2018). 

Moreover, consumers thrive and desire for new sensory-stimulating experiences 

(Venkatraman & Price, 1990). This can explain the positive results registered for the Sensory 

dimension. 

Regarding the indirect effects produced by the Sensory dimension on the elements of 

customer-based brand equity, they are also all positive and significant. The highest indirect 

effect values identified were in the relationships between the Sensory dimension and Brand 

Associations and Brand Loyalty. The value identified for the relationship with Brand Loyalty 

can be explained by what was mentioned above regarding consumers desiring to repeat 
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brand experiences. Concerning the relation with Brand Associations the explanation, even 

though is not the same, might be related. Once consumers experience a pleasurable 

sensory-immersive brand experience, they shall remember it and store it in their memory as 

a positive brand-related association. Additionally, Keller (1993) identifies three types of 

Brand Associations in which one of them is denominated “Benefits”, as previously mentioned 

in the “Literature Review” chapter. One kind of benefit identified by Keller (1993) is the 

“Experiential Benefit” and it is related to sensory pleasures, which might explain this strong 

positive relation.  

 

The Affective dimension of brand activation, as previously hypothesized, positively and 

significantly influences the construction of customer-based brand equity. The value of the 

path coefficient between the Affective dimension and the customer-based brand equity 

construct proved to be even higher than the previous dimension, with a value of 0.208. This 

means that a variation in the Affective dimension in the value of 1 generates a variation on 

customer-based brand equity of 0.208. As it was suggested by Iglesias, Singh and Batista-

Foguet (2011), Brakus, Schmitt and Zarantonello (2009) and, Shim, Kwon and Forsythe 

(2013), if a brand has the ability of providing an experience that is able to appeal to one’s 

emotions to their customers, these will produce a desire to consume it repeatedly i.e. 

develop loyalty towards this brand. Concerning the survey conducted, not one question 

considered if the emotions felt towards the brand were positive or negative, it only concerned 

the existence (or not) of emotions. Therefore, it is only safe to assume that evoking positive 

emotions would be more effective when it comes to influencing the consumer. However, it 

is not as linear as that, since Huang (2001) argues that the existence of positive emotions 

does not imply the absence of negative emotions. For which, this subject is discussed in the 

following chapter, Limitations and Further Research. 

Regarding the indirect effects, the affective dimension produced significant and positive 

impacts on the four dimensions of customer-based brand equity. However, the two highest 

values registered amongst the indirect effects were those that relate the affective dimension 

with Brand Loyalty and Brand Associations. Firstly, the affective dimension is directly related 

to evoking emotions, as claimed by Schmitt (1999). As mentioned before, brand activation’s 

main objective – besides providing an immersive experience with a high level of interaction 

– is the creation of an emotional connection between brand and consumers who share the 
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same values. This emotional connection, in turn, is directly related to brand loyalty, as 

claimed by Iglesias et al. (2016) and Shim et al. (2013), who also claim that brand loyalty 

can be easily attained through the use of highly emotional brand experiences. Secondly, the 

link between the affective dimension of brand activation and brand associations might reside 

in the symbolic benefits, presented above, that are one type of the types of brand 

associations presented by Keller (1993). This connection is made based in past studies that 

suggest that symbolic benefits can serve as a basis that leads to the creation of brand-

consumer personalized relationship, as suggested by Pourazad et al. (2019), based on 

Chandon et al. (2000), Vlachos et al. (2010) and Park et al. (2006).  

 

The Intellectual dimension of brand activation had not only a significant but also a positive 

impact on the formation of customer-based brand equity, confirming what was previously 

hypothesized. Between the four dimensions of brand activation, the intellectual dimension 

proved to be the most influential when it comes to the construction of customer-based brand 

equity since the path coefficient that relates it with customer-based brand equity shows the 

highest value of 0.348. This means that a variation in the value of 1 produces the impact of 

a variation of 0.348 in the customer-based brand equity construct. This confirms the 

suggestions provided by Zarantonello and Schmitt (2013) who argue that brands should 

create experiences that contain a high level of an intellectual component in order to build 

customer-based brand equity more effectively. Additionally, Bapat and Thanigan (2016) 

argue that if a brand is able to make its consumers think or curious, the result is a brand 

experience cognitively more successful. One way of awakening or stimulating one’s curiosity 

might lie in the use of innovation (Nowotny, 2008). This confirms the study conduct by Lin 

(2015) which emphasizes the importance of innovative brand experience regarding its 

impact on brand equity. Moreover, consumers desire for “cognitive innovatiness” 

(Venkatraman & Price, 1990). Hence, the stimulation of the intellectual of consumers is seen 

as an important property of brand experience and, therefore, of brand activation initiatives. 

This can be achieved by providing new, innovative experiences that stimulate consumers 

into thinking (Venkatraman & Price, 1990). 

Regarding the indirect effects that the intellectual dimension of brand activation produced 

on the four dimensions of customer-based brand equity, these were all positive and 

significant and were the highest recorded amongst all the indirect effects. The two biggest 
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indirect effects registered were in the relations between the intellectual dimension and, once 

again, brand associations and brand loyalty. As Beig and Nika (2019) argue, the intellectual 

dimension of a brand experience aims primarily to strengthen consumers’ cognitive process 

so that attention is drawn and an interest towards the brand is unearthed. Not only does this 

serve as an explanation of the positive relation with brand awareness but also with brand 

loyalty and brand associations. An experience with high information processing is more likely 

to result in the creation of brand-related associations (Keller, Conceptualizing, Measuring, 

and Managing Customer-Based Brand Equity, 1993; Brakus, Schmitt, & Zarantonello, 

2009).  

 

Finally, the Behavioural dimension of brand activation produced a positive impact on the 

construction of customer-based brand equity allied to the fact that this impact was 

significant, its t value and p value did not obey the to the established requirements, which 

forced the previously formulated hypothesis to be rejected. Amongst the four dimensions of 

brand activation, the behavioural dimension produced the smallest impact on the formation 

of customer-based brand equity with a value of 0.077. This means that a variation in the 

value of a unit in the behavioural dimension of brand activation would, consequently, 

produce a variation of 0.077 in the development of customer-based brand equity, had its p 

value and t value met the required threshold. This rejects what was suggested by 

Zarantonello and Schmitt (2013) who claimed that bodily experiences would be a significant 

advancement when it comes to the process of building customer-based brand equity. One 

explanation for this finding might reside in the fact that an online self-based survey is not 

enough for respondents to weigh the real importance of bodily experiences, as the only thing 

they are working with is their memory of past events, as problematized by Brakus et al. 

(2013) – this is more thoroughly explicated in the Limitations and Further Research chapter.  

Regarding the indirect effects between the behavioural dimension and the elements of 

customer-based brand equity, the registered values were not considered significant – since 

all the p values registered are far above from the previously mentioned established 

threshold. These low values can be explained by the increasing importance of the online 

world of brands, as suggested by Devasagayam and VanDen Heuvel (2012). The same 

authors (2012) further explain that for brands physical engagement is vital during events, 

however this relationship tends to gradually deteriorate until another consumer-brand 
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interaction takes place in a following event. This deterioration can be minimized through the 

use of virtual engagement provided by online social media tools that are increasingly vital 

(Devasagayam & Van Den Heuvel, 2012). 
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7 Managerial Implications 

 
Given the results presented, some managerial implications can be suggested in order to 

maximize the outcomes of brand activation initiatives in terms of constructing customer-

based brand equity. In this case, it is not only dimensions that have a direct positive effect 

over customer-based brand equity but also dimensions which have high values over CBBE’s 

dimensions that will be taken into account. As previously mentioned, it is important to 

emphasize the vitality of the inclusion of the “brand-consumer” interaction, given that the 

subject in scope is Brand Activation. Additionally, there is not one stimulus that is solely 

directed to a single dimension i.e. the same stimulus might activate more than one 

dimension (Brakus, Schmitt, & Zarantonello, 2009). 

 

Firstly, given the high direct and indirect influence that the intellectual dimension has over 

customer-based brand equity, it should occupy a significant place in the moment of the 

creation of a brand activation initiative. In the case of Absolut Planet – the brand activation 

initiative presented in the survey – this component is immensely present through the 

environmental and minority communities’ messages spread around the space, which is also 

a good example of a stimulus that not only affects the Intellectual dimension but also the 

affective due to the emotions caused. Therefore, it is of paramount importance that brands 

take into account this dimension when developing an immersive brand activation activity. It 

is possible to successfully stimulate the Intellectual dimension through the use of conscious 

messages (as Absolut Planet did), provocative or intriguing messages (Schmitt, 1999), or 

anything that appeals to consumers’ creativity (Schmitt, 1999). Additionally, innovative 

technology is not only appropriate but also advised in order to appeal to consumers curiosity 

and provide them with an intellectually immersive experience. 

 

Secondly, the behavioural dimension, which showed a small impact on building customer-

based brand equity which means that it is not as vital of a component as the others to take 

into account when planning brand activation initiatives. However, even though its impact is 

not as evident as the impact produced by other dimensions, it is important that this 

dimension is present in order to provide a holistic experience. For instance, in Absolut Planet 

it was probably the most evident dimension present. The core of the space developed by 



 

  48 

Absolut Vodka was a club with its own DJ for people to dance. Nevertheless, given the 

online issue presented in the previous section, it is important that brands are able to maintain 

the relation created with consumer in-between events so that it does not deteriorate in the 

meantime. For this, it is important that brands invest in a strong online component, such as 

social media and creation of online brand communities, so that consumers who are loyal 

can stay in touch with the brand and new consumers are able to establish a more permanent 

relation with the brand. 

 

Additionally, the other two dimensions occupy a slightly similar space when it comes to the 

impact that they produce on the formation of customer-based brand equity. Both dimensions 

produce a significant positive impact which means that they should be taken into account 

when creating a brand activation initiative. In the case of Absolut Planet, the Sensory 

dimension was highly present in the music, lighting and drinks, for instance. Whereas the 

Affective was present not only in the above-mentioned example of the “environmentally 

conscious messages” but also in the high level of interaction between consumers 

themselves and between brand and consumers. It is very important that brands take into 

account both these dimensions as they also produce a significant positive impact on both 

Brand Loyalty and Brand Associations. 

 

Finally, there is enough empirical evidence that experiences should be as immersive as 

possible. Surely brands have to be careful not to overstimulate consumers, as defended by 

many theories such as Wiedmann et al. (2017). These managerial implications are ought to 

be seen as nothing but guidelines which marketers can use to aid them in planning brand 

activation initiatives.  

 

 

 

 

 

 

 

 



 

  49 

8 Limitations and Further Research 

 

Throughout the course of this study some limitations were encountered. One of this study’s 

main components is the “event context”. However, this study was conducted during the 

pandemic of COVID-19 in which most events, such as concerts, festivals, etc. were 

cancelled due to the risk of contagion and the possibility of new virus outbreaks. Placing an 

individual, in this case the survey respondents, in the context of an event solely by the 

means of a video is a complicated situation, far from the reality of being in an actual music 

festival. Hence, even though the attempt of trying to reduce the gap between the survey 

respondent and the actual brand activation initiative was made, instead of evaluating the 

dynamic feelings and emotions in the actual experience, the scale assesses “a lasting trace 

stored in long-term memory based on multiple exposures to brand-related stimuli” (Brakus, 

Schmitt, & Zarantonello, 2009, p. 5). This poses not only as a limitation but also as a 

suggestion for further research. A future study could be backed with an on-field survey which 

could capture more effectively the emotions that eventgoers feel in the peak of their hype. 

 

Additionally, the inexistence of an empirically proven relationship marketing scale made the 

process of analysing Brand Activation in its completion much more difficult. One of Brand 

Activation’s main components is the interaction brand-consumer and the collaboration that 

results from this interaction. Since it was not able to actually measure this interaction and 

the assumption was the only way available, it would be more relevant to develop a scale 

that measured this component so that Brand Activation could be more clearly measured. 

This might be done if a future study could include the social dimension introduced by Aaker 

(1991) and taken out by Brakus et al. (2009) due to the paramount importance that the level 

of interaction has on the construction of brand activation. 

Overall, the amount of extant literature that concerns Brand Activation is significantly low 

which by itself poses as a limitation to the development of this study. Even though some 

theoretical research is slowly starting to appear, practical studies are not being developed. 

Hence, not only is this a limitation by it is also an idea for further research to be conducted. 

 

Furthermore, a future study could take advantage of a more specific survey which regards 

what kind of emotions and sensory stimulation respondents are feeling and what they desire 
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to feel so that a comparation can be made and evaluated. When it comes to emotions, these 

are difficult to assess, which provides space for further research in order to create a tool that 

is able to reliably do it, maybe in the field of neuroscience. 

 

Finally, future studies could analyse more closely the low importance shown by the 

behavioural dimension and the high importance of the intellectual dimension in the 

construction of customer-based brand equity. By studying the nature of how each of these 

two dimensions influence the construction of customer-based brand equity, the differences 

found in this study might be better explained and, consequently, more managerial and 

theoretical contributions provided. 
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9 Conclusion 

 

This study’s main objective was to find how brand activation initiatives build brand equity, in 

an event context. Due to the impossibility of conducting an on-field study, the research was 

conducted online. Therefore, the high-interaction consumer-brand and between consumer 

themselves, usually present when in an event, was assumed with the help of an online self-

completed survey that placed respondents in the event context. Moreover, in order to obtain 

a clearer view, a brand experience scale, devised by Brakus et al. (2009), was employed, 

in which brand experience is seen as comprised mainly by four dimensions – Sensory, 

Affective, Intellectual and Behavioural. Thus, brand activation was viewed, throughout this 

study, as the combination of a holistic experience with high level of interaction.  Additionally, 

brand equity was viewed from the perspective of customers, customer-based brand equity, 

as presented by Keller (1993), having four major components – Brand Awareness, Brand 

Associations, Perceived Quality and Brand Loyalty. 

 

By developing the research question “Which dimension of brand activation in an event 

context has a greater impact on customer-based brand experience?”, this study proposed 

to find the most relevant dimension, amongst the four presented, when it comes to the 

creation of brand activation initiatives. Additionally, the indirect effect that the components 

of brand activation have on the four main dimensions of customer-based brand equity was 

in the scope for assessment.  

 

The findings revealed that the intellectual dimension of brand activation has a bigger weight 

in the construction of customer-based brand equity. This was true not only for its direct 

impact on customer-based brand equity but also for the indirect effect identified on its four 

main components. Whereas the behavioural dimension proved to be the least important in 

terms of influence on the construction of customer-based brand equity.  

 

Finally, by addressing Brand Activation, this study provides more insights on a novel 

understudied concept that has the potential to become one of the main tools of marketing 

due to its unquestionable ability of creating emotional bonds between brand and consumer. 
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10 Appendix 
 

10.1 Appendix A – Online Self-Completed Survey 
 
 

 

Start of Block: Default Question Block 

 
Q1  
Hello there,  
  
Welcome and thank you so much for taking a portion of your time to answer this survey. I 
am conducting this study as part of my Master's Thesis project at Copenhagen Business 
School, which concerns the effect of brand activation's initiatives in building brand equity, 
within an event context. 
 
 
It should take around 3-4 minutes to complete. Please answer all of the following 
questions with most sincerity because there are no right or wrong answers. 
  
Once again, thank you very much in advance! 
 
 

 
Q2 Are you legally authorized to drink alcoholic beverages? 

o Yes  (1)  

o No  (2)  
 
Skip To: End of Survey If Are you legally authorized to drink alcoholic beverages? = No 
 

 
Q3 Are you aware of the brand Absolut Vodka? 

o Yes  (1)  

o No  (2)  
 
 

 
Q4 Please watch the following short video. 
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Q5  
*Absolut Planet video embedded* 
Link to the video: 
https://vimeo.com/347399890 
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Q6 Based on the video you have just watched, put yourself in the place of an attendant of 
Coachella who visits the Absolut Planet space and answer the following questions.  
 
 
 
Please remember that there are no right or wrong answers! 
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Q7 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

Absolut 
Vodka makes 

a strong 
impression 

on my visual 
sense or 

other senses. 
(1)  

o  o  o  o  o  

I find that 
Absolut 
Vodka 

stimulates my 
senses 
(taste, 

hearing, 
smell, vision 
and touch). 

(2)  

o  o  o  o  o  

Absolut 
Vodka does 
not appeal to 
my senses. 

(3)  
o  o  o  o  o  
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Q9 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

Absolut 
Vodka 

induces 
feelings. (1)  

o  o  o  o  o  
I do not have 

strong 
emotions for 

Absolut 
Vodka. (2)  

o  o  o  o  o  
Absolut 

Vodka is an 
emotional 
brand. (3)  

o  o  o  o  o  
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Q10 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

I engage in 
physical 

actions and 
behaviors 
when I use 

Absolut 
Vodka (the 
context of 
use, for 
example 

going to clubs 
vs. staying at 

home). (1)  

o  o  o  o  o  

Absolut 
Vodka 
usually 

results in 
bodily 

experiences 
(again, the 
context of 

use for 
example 

dancing vs 
chilling). (2)  

o  o  o  o  o  

Absolut 
Vodka is not 

action 
oriented. (3)  

o  o  o  o  o  
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Q11 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

I engage in a 
lot of thinking 

when I 
encounter 
Absolut 

Vodka (think 
for example 

versus a 
brand of any 
other type of 
products). (1)  

o  o  o  o  o  

Absolut 
Vodka does 
not make me 

think. (2)  
o  o  o  o  o  

Absolut 
Vodka 

stimulates my 
curiosity and 

problem 
solving. (3)  

o  o  o  o  o  
 
 

 
Q12 Now assuming that you have left the festival and you are back on your daily routine.  
 
 
Given the experience you had inside the Absolut planet space. Please, answer the 
following the questions. 
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Q13 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

I trust the 
quality of 

products from 
Absolut 

Vodka. (1)  
o  o  o  o  o  

Products 
from Absolut 
Vodka would 

be of very 
good quality. 

(2)  

o  o  o  o  o  
Products 

from Absolut 
Vodka offer 

excellent 
features. (3)  

o  o  o  o  o  
  

Q14 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

Some 
characteristics 

of Absolut 
Vodka come 
to my mind 

quickly (such 
as taste, 
price, the 
bottle, the 

logo, etc). (1)  

o  o  o  o  o  

I can 
recognize 
Absolut 

Vodka quickly 
among other 
competing 
brands. (2)  

o  o  o  o  o  

I am familiar 
with Absolut 
Vodka brand. 

(3)  
o  o  o  o  o  
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Q15 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

Absolut 
Vodka has 
very unique 

brand image, 
compared to 
competing 
brands. (1)  

o  o  o  o  o  

I respect and 
admire 

people who 
drink Absolut 

Vodka(i.e. 
your 

perception of 
Absolut 
Vodka 

consumers). 
(2)  

o  o  o  o  o  

I like the 
brand image 
of Absolut 
Vodka. (3)  

o  o  o  o  o  
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Q16 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

I consider 
myself to be 

loyal to 
Absolut 

Vodka (if 
Absolut 
Vodka is 

always your 
first choice 

when buying 
vodka). (1)  

o  o  o  o  o  

When buying 
vodka, 
Absolut 

Vodka would 
be my first 
choice. (2)  

o  o  o  o  o  
I will keep on 

buying 
Absolut 
Vodka's 

vodka as long 
as it provides 
me satisfied 
products. (3)  

o  o  o  o  o  

I am still 
willing to buy 

Absolut 
Vodka even if 
its price is a 
little higher 
than that of 

its 
competitors. 

(4)  

o  o  o  o  o  

I would love 
to 

recommend 
Absolut 

Vodka to my 
friends. (5)  

o  o  o  o  o  
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Q17 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither agree 
nor disagree 

(3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

Even if 
another 

brand has the 
same 

features as 
Absolut 
Vodka, I 

would prefer 
to buy 

Absolut 
Vodka. (1)  

o  o  o  o  o  

If another 
brand is not 

different from 
Absolut 

Vodka in any 
way, it seems 

smarter to 
purchase 
Absolut 

Vodka. (2)  

o  o  o  o  o  

Absolut 
Vodka is 

more than a 
product to 

me. (3)  
o  o  o  o  o  

 
 
Q18 What is your gender? 

o Male  (1)  

o Female  (2)  

o Other  (3)  

o I prefer not to specify.  (4)  
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Q19 How old are you? 

 16 24 32 40 48 56 64 72 80 
 

Click to write Choice 1 () 
 

 
 
 

 
Q20 Thank you very much for finishing this survey. 
 
 
Always remember to drink responsibly! 
 
 
 
End of Block: Default Question Block 

 
 
 
 
 


