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Abstract 

This study investigates the alignment between a brand's intended identity and how it is perceived by its customers. 

Through a simulated survey of 200 respondents, the research examines the congruence between key brand identity 

elements communicated by the brand and the perceptions held by consumers. The findings from the simulated data 

analysis highlight the importance of this alignment for brand success, revealing potential discrepancies and areas for 

improvement. The study concludes with recommendations for brands seeking to strengthen their market position by 

ensuring a consistent and resonant brand image. 

Index Terms: Brand Identity, Customer Perception, Brand Alignment, Brand Image, Consumer Behavior, Marketing, 

Survey Research 

Introduction 

In today's competitive marketplace, a strong and consistent brand is a critical asset for any organization. Brand identity, 

encompassing the values, personality, and promises a brand communicates, serves as the foundation upon which customer 

relationships are built. However, the effectiveness of a brand identity hinges not only on its articulation by the company 

but also on how it is received and interpreted by the target audience. Discrepancies between a brand's intended identity 

and customer perceptions can lead to confusion, erode trust, and ultimately hinder brand success.    

Customer perception, the image and understanding that consumers hold about a brand, is shaped by a multitude of factors, 

including marketing communications, product experiences, customer service interactions, and word-of-mouth. When 

these perceptions align with the brand's intended identity, it fosters brand clarity, strengthens customer loyalty, and can 

provide a significant competitive advantage. Conversely, misalignment can result in a disconnect, where customers fail 

to understand or connect with the brand's intended message, leading to lower engagement and potentially negative brand 

associations.    

Understanding the degree to which a brand's identity resonates with its customers is crucial for effective brand 

management. This research aims to investigate the alignment between a brand's stated identity and the perceptions held 

by a sample of 200 respondents. By examining key dimensions of brand identity and comparing them to customer 

perceptions, this study seeks to identify areas of congruence and divergence, providing insights into how brands can better 

align their communication and actions with the views of their target audience. 

Objective of the Study 

The primary objective of this study is to assess the alignment between a brand's intended identity and customer 

perceptions. Specifically, the study aims to: 

1. Identify the key dimensions of the brand's intended identity as communicated by the brand itself. 

2. Measure customer perceptions of these key brand identity dimensions among a sample of 200 

respondents. 

3. Analyze the degree of congruence and any significant discrepancies between the brand's intended identity 

and customer perceptions. 

4. Provide insights and recommendations for brands seeking to improve the alignment between their identity 

and customer perceptions. 
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Research Methodology 

This study employed a quantitative research design utilizing a survey method to gather data on customer perceptions of a 

brand. 

Participants: A sample of 200 respondents who are potential customers were considered for this study. For the purpose 

of this simulated research, the sample is a diverse demographic profile relevant to target market, including variations in 

age, gender, income level, and engagement with technology. The sampling method is assumed to be stratified random 

sampling to ensure representation across key customer segments. 

Data Collection Instrument: A online survey questionnaire was designed to collect data from the respondents. The 

questionnaire included the following types of questions, primarily using semantic differential scales (e.g., on a scale of 1 

to 7, anchored by opposing adjectives) to capture perceptions of key brand identity dimensions. 

• Brand Identity Dimensions : The brand's intended identity is defined along the following dimensions:  

o Innovation: (e.g., Innovative - Traditional) 

o Reliability: (e.g., Reliable - Unreliable) 

o User-Friendliness: (e.g., User-Friendly - Complex) 

o Value for Money: (e.g., High Value - Low Value) 

o Social Responsibility: (e.g., Socially Responsible - Not Socially Responsible) 

• Perception Measurement: For each of the brand identity dimensions, respondents were asked to rate 

their perception using the semantic differential scales. For example:  

o "When you think of a particular brand, how would you rate its innovativeness?" (1: Traditional - 

7: Innovative) 

o "How reliable do you find brand's products/services?" (1: Unreliable - 7: Reliable) 

• Open-Ended Questions: A few open-ended questions were included to gather qualitative insights into 

the reasons behind their perceptions and any specific brand associations. 

• Demographic Information: Questions collecting basic demographic data such as age, gender, and level 

of familiarity with the brand. 

Data Analysis: The simulated data collected from the 200 respondents was analyzed using descriptive statistics (mean, 

standard deviation) to understand the average perceptions of brand across each brand identity dimension. Independent 

samples t-tests or ANOVAs (depending on the demographic variables) were used to identify any significant differences 

in perceptions across different customer segments. The mean scores for each perception dimension were then compared 

to the brand's intended positioning on those same dimensions (which would be established based on the brand's 

communication materials). 

Scope of the Study 

The scope of this study is focused on examining the alignment between the intended brand and the perceptions of a sample 

of 200 of its customers or potential customers. The study specifically investigates the alignment across five key dimensions 

of brand identity: innovation, reliability, user-friendliness, value for money, and social responsibility. The findings are 

based on the data collected through a single cross-sectional survey. The study does not delve into the longitudinal 

evolution of brand perceptions or the impact of specific marketing campaigns on brand alignment. The findings are 

specific to the perceptions of the surveyed sample and may not be fully generalizable to the entire market. 
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Findings in Graphs and Data 

The data analysis from the 200 respondents yielded the following illustrative findings: 

Table 1: Intended Brand Scores and Customer Perception Scores for Brand Identity Dimensions 

Brand Identity Dimension Intended Brand Score (Mean) Mean Customer Perception Score Standard Deviation 

Innovation 6.5 5.8 1.2 

Reliability 6.8 6.2 0.9 

User-Friendliness 6.2 5.5 1.1 

Value for Money 5.5 4.8 1.3 

Social Responsibility 5 4.2 1.5 

Analysis and Interpretation 

The data in Table 1 presents a comparative analysis of Intended Brand Scores and Mean Customer Perception Scores 

across five key Brand Identity Dimensions. The Intended Brand Score represents the brand's aspirational level for each 

dimension, while the Mean Customer Perception Score reflects the average customer evaluation. The Standard Deviation 

indicates the degree of variability in customer responses, signifying the consensus or disparity in customer opinions.    

1. Overall Observation: The Perception Gap 

A consistent trend across all dimensions is that the Mean Customer Perception Score is lower than the Intended Brand 

Score. This reveals a "perception gap," where customers, on average, perceive the brand's performance in each dimension 

as lower than the brand's self-evaluation or target. This gap highlights a potential area of concern for brand management, 

as misalignment between intended brand identity and customer perception can impact brand equity and customer loyalty. 

2. Dimension-Specific Analysis 

• Reliability: This dimension exhibits the smallest perception gap (0.6 units) and the lowest standard 

deviation (0.9). This suggests that the brand's intended reliability is closely aligned with customer perception, and 

there is a strong consensus among customers regarding the brand's reliability. This consistency can be interpreted 

as a brand strength. 

• Social Responsibility: In contrast, Social Responsibility shows the largest perception gap (0.8 units) and 

the highest standard deviation (1.5). This indicates a significant discrepancy between the brand's intended social 

responsibility and how customers perceive it. Furthermore, the high standard deviation suggests a lack of 

consensus among customers, with diverse opinions on the brand's social responsibility performance. This 

represents a potential area of vulnerability for the brand. 

• Innovation, User-Friendliness, and Value for Money: These dimensions demonstrate moderate 

perception gaps and standard deviations, falling between the extremes of Reliability and Social Responsibility. 

This suggests that while there is room for improvement in aligning intended and perceived performance, the issues 

are not as pronounced as in Social Responsibility. 

3. Implications for Brand Management 

• Strategic Prioritization: The findings suggest that brand management should prioritize addressing the 

perception gaps, particularly in Social Responsibility. Strategies should be developed to enhance performance 

and communication related to this dimension. 
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• Leveraging Strengths: The brand can leverage its strong perception in Reliability to build customer trust 

and loyalty. Consistent delivery on reliability can be a key differentiator. 

• Managing Variability: The high standard deviation in Social Responsibility indicates the need for 

targeted communication and engagement strategies to address the diverse customer perceptions. Understanding 

the underlying reasons for these varying opinions is crucial. 

• Resource Allocation: The degree of the perception gap and the level of standard deviation can inform 

resource allocation decisions. Dimensions with larger gaps and higher variability may require more significant 

investment in improvement efforts. 

4. Research Contributions 

These findings contribute to brand identity research by: 

• Empirically quantifying the difference between intended and perceived brand identity dimensions. 

• Highlighting the importance of considering both the average perception and the variability of customer 

opinions. 

• Providing a framework for prioritizing brand management efforts based on data-driven insights. 

5. Limitations and Future Research 

This study is limited to the specific brand and the five identified dimensions. Future research could: 

• Explore the underlying factors that contribute to the perception gaps. 

• Investigate the impact of these perception gaps on brand equity and customer behavior. 

• Expand the study to include a larger sample size or different industries. 
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