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Justifying Brand
Investments

The brand is an intangible but ever-changing asset
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enables premiom pricing and has a Brand Finance, London, in his open-
whole litany of ather values that are ing starement of the “Brand Finance
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' CONCEPTUAL/THEORETICAL PAPER

The evolving brand logic: a service-dominant

logic perspective

Michael A, Merz - Yi He + Stephen L. Vargo

Reccived: 24 July 2008 / Accepted: 30 March 2009 /Published online: 24 April 2009

© Academy of Marketing Science 2009

Abstract The meanings of brand and branding have been
evolving over the past several decades. This evolution is
converging on a new conceptual logic, which views brand
in terms of collaborative, value co-creation activities of
firms and all of their stakeholders and brand value in terms
of the stakeholders’ collectively perceived value-in-use.
The authors argue that this new logic parallels and reflects

stakeholders and a service-dominant firm philosophy built
around brand value co-creation.

Keywords Service-dominant logic - Goods-dominantlogic -
Branding - Brand creation - Brand evolution - Brand value -
Brand logic - Co-creation of brands - Co-creation of value
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The consumer psychology of brands™

Bemnd Schrtt
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A bestract

This article presents a comsumerpsyehology model of bmands that integmtes empirical studies and individual constructs (such as brand catego-
rization, brand affect, brand personality, brand svmbolism and brand attachment, among others) nto a comprehensive framework, The mode| dis-
tinguishes three levels of comsumer engagement (object-centersd, self-centered and social) and five processes (dentifving, experiencing,
integrating, signifiing and connectng). Pertiment psycholomeal constructs and empirical fimdings are presented for the constructs within each pro-
cess, The article concludes with resecarch ideas to test the model using both standard and consumer-neumscience methods,

i 2011 Sociaty for Consumer Psvchology, Published by Elseviar Inc. All nghts reserved.

Keapwords: Consumer psychology; Brand; Neuwrscience;, Brand extensions, Brand experience
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