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ABSTRACT
This article presents theoretical considerations regarding the concept of 'brand', identifying it as a value driver for customers and defining
how important a brand is in the value creation process. Brand-related constructs (brand strength, brand value, brand equity, brand
awareness, brand knowledge, brand reputation, brand image, and brand identity) found in the literature are defined, paying particular
attention to brand equity as a construct more closely related to the concept of perceived value. The article also discusses the various
levels of meaning of a brand and presents the concept of customer engagement (CE), identifying the relationships between a brand, the
concept of perceived value, and customer engagement. The conclusions highlight the strong relationships between brands and the
category of customer value. Additionally, the article presents the phenomenon of customer engagement as a theoretical perspective for
brand identification in the process of customer value creation.
Key words: brand equity, brand, customer perceived value, perceived value creation, customer engagement
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ABSTRAKT
Artykuł ma charakter teoretycznych rozważań, a jego głównym celem jest identyfikacja marki jako nośnika wartości dla klienta oraz określenie znaczenia marki w procesie tworzenia wartości. Zdefiniowano występujące w literaturze konstrukty powiązane z marką (siła marki,
wartość marki, kapitał marki, świadomość marki, znajomość marki, reputacja marki, wizerunek i tożsamość marki), zwracając szczególną
uwagę na kapitał marki jako konstrukt ściślej związany z koncepcją wartości dla klienta. W artykule omówiono również różne płaszczyzny
znaczeniowe marki oraz przedstawiono koncepcję customer engagement (CE), identyfikując relacje między marką, koncepcją wartością
dla klienta oraz CE. Wartością dodaną artykułu jest przedstawienie zjawiska customer engagement jako perspektywy teoretycznej identyfikacji marki w procesie tworzenia wartości dla klienta.
Słowa kluczowe: wartość marki, marka, wartość postrzegana przez klienta, tworzenie postrzeganej wartości,
zaangażowanie klienta
JEL: M31, M37, D16

Introduction
Although the brand management process is determined by a company's
business activity, the final image of a brand is formed in the mind of
a customer (Pitcher, 1985; Brozowska-Woś, 2020). Therefore, it is
important to link the category of 'brand' with the concept of customer
perceived value, which is a nodal marketing category. Contemporary
customers look for a dimension of value that will take into account more of
their expectations because they are increasingly better informed, know
their own needs and, most importantly, are aware of their growing
importance, and, at the same time, expect a partner-like, individualized
relationship from businesses (Drapińska, 2020). Therefore, they can be
described as engaged customers or value (co-)creators (Pluta-Olearnik,
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2019), who participate in various forms of non-transactional activity in
a relation with the enterprise. They act as prosumers.
The main goal of this article is to identify the brand as a value driver for
customer perceived value. The sub-goals are to define two relationships: (1)
between the brand and customer engagement, and (2) between customer
perceived value and customer engagement.
In the article, a value driver is understood as a product, process or any
other result of the company's business activity that satisfies identified or
unconscious customer needs. It is also worth noting that we are inclined to
a behavioral understanding of customer engagement, while perceiving
value as a customer perceived value, also referred to in the literature as
a customer value, perceived or expected (Sojkin, 2015). 'Identification' is
understood as a means of causing a certain cognitive effect, 'establishing
the identity of the phenomenon or object under investigation on the basis
of its most characteristic features' (Szarucki & Bugaj, 2016), while the
concept of relation is treated as 'a connection, relationship or dependence
between objects, concepts, phenomena and quantities' (New Dictionary of
Correct Polish, 1999).

Brand as a customer perceived value driver
There is no commonly accepted definition of the term 'brand' in the
literature on the subject. It has several levels of meaning. Firstly, a brand
may be a name, a term, a symbol, an inscription, a pattern, or any
combination thereof, a color composition, melody, or an aggregation of all
these elements, which are used to distinguish a specific product from
competing products (Altkorn, 2001). Secondly, a brand name is treated as
an element that makes it possible to recognize the company's product and
a certain level of quality (de Chernatony, McWilliam, 1989). In other words,
a brand is a form of guarantee statement, an assurance of consistent
quality of the product. Moreover, in the literature it is treated as a factor
that determines the perceived value (Barari et al., 2021). Finally, a brand
defines specific intangible assets, and, in this aspect, it is a value judgment,
so it has a specific personality, hence it goes beyond the dimension of
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functionality and usability (de Chernatony, McWilliam, 1989). As Kall
concludes (2001), in the United States, brands are limited to the added
values that exist beyond the physical form of the offer.
The values and emotions symbolized by an organization become
important elements in distinguishing a given company or its products
(Maciejewski, Mokrysz & Wróblewski, 2020). A brand gives individual
features to a specific product, generates trust, and reduces sensitivity to
business cycles (Rytel, 2008). When analyzing brand-related benefits, it is
worth adopting two perspectives, i.e., the company's and the customer's, as
presented below (Tab. 1).
An analysis of the table shows that the brand is a benefit not only for
the company, but also for customers. The brand of a given company is an
intangible resource and, at the same time, a component of a product.
Company brand creation is one of the main strategic investment decisions
that result in an increase in goodwill (Rytel, 2008; Howaniec, 2008) and
a competitive advantage (Pabian, 2020). The subjectively perceived value of
a company or product is a result of how that company's brand is perceived
by its customers (Dolińska-Weryńska, 2018). A brand can be defined as the
feelings and experiences of those who use it (Ogilvy, 1985).
When treating a brand as a perceived value driver, terms that are
involved in this topic should be defined: brand strength, brand value, brand
equity, consumer-based brand equity, brand awareness, brand reputation,
brand identity and brand image (Tab. 2). And in this area, there are no
clear definitions, as researchers often use different meanings (Polański,
2011).
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Table 1. Benefits Offered by a Brand: Customer Perspective and Company Perspective
Customer Perspective

Company Perspective

Simplification — message reduction; with this,
customers can be reached faster

Higher sales — products without a recognizable brand
generate lower sales volumes

Organizing — information reaching the customer
makes up a logical whole, which makes it easier
to evaluate and classify the offer

Price premium — a price-creating benefit, i.e.,
strong brands are usually 10–20% more expensive than
comparable offers with a less recognizable brand

Help in making a decision — shortening
the purchasing process

Lowering the price flexibility of demand — the demand
for a branded product decreases relatively less than
the increase in the price of this product

The so-called show effect and affiliation effect —
a brand allows the customer to stand out and
to assimilate with a specific social group

Identification — the brand makes a product distinct,
thus the product can be more quickly recognized
by a customer

Warranty benefit (risk minimization) — reducing
the risk of making a wrong decision

The offer can be diversified — a company can launch
many products that meet the same need

Reducing post-purchase dissonance — reducing
decreasing satisfaction after purchasing the product

Acceptance — customers' level of trust is greater
in well-known brands when launching a new product

Building trust — a brand is associated with a greater
likelihood of repeating the quality of a product
or service

Creating perception — rejection of negative
information by customers
Protection — a registered trademark is protection
against imitators
Creating loyalty — positive opinions about
a brand result in more repeat purchases
Positioning the offer — the brand is an important
component of product management in the market
environment
Segmentation benefit — the nature of a brand image
can be treated as a criterion for dividing buyers into
groups

Source: Witczak (2013).
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Table 2. Definitions of Selected Brand-Related Constructs
Term

Definition

Brand strength

The set of associations and buyer and participant behaviors in the distribution process that
determine the maintenance of a permanent competitive advantage. A strong brand
is the starting point for building a loyal group of buyers.

Brand value

The sale or replacement value of a brand. Brand value is impacted by brand equity
to the extent that brand equity contributes to more positive financial outcomes in favor
of the brand. Brand value represents what the brand means to a focal company. Patents,
trademarks, channel relationships, superior management, and creative talent are brand
assets that contribute to brand value, but since they are not derived from consumers,
they should not be considered a component of brand equity.

Brand equity

An intrapersonal construct that moderates the impact of marketing activities.
The perception or desire that a brand will meet a promise of benefits. Brand equity
is a moderator of the impact of marketing activities on consumer actions, and represents
what the brand means to the consumer. Brand equity dimensions: (1) brand loyalty; (2) brand
awareness; (3) brand quality; (4) brand associations, (5) other proprietary brand assets.

Customer-based
brand equity
(CBBE)

CBBE is a set of assets (liabilities) linked to a brand's name and symbol that adds to
(or subtracts from) the value provided by a product/service to the customer. It is a multifaceted
construct consisting of four primary or core associations, namely: (1) perceived quality;
(2) perceived value for the cost; (3) uniqueness; and (4) the willingness to pay a price premium
for a brand. The general utility that the consumer associates with brand consumption, and
these associations are both functional and symbolic in nature. Consumer-based brand equity
dimensions: (1) brand loyalty; (2) brand awareness; (3) perceived quality; (4) brand associations

Brand knowledge

All attributes, benefits, images, thoughts, feelings, attitudes, and experiences that are associated
with or caused by the brand. Descriptive and evaluative brand-related information that it is
an individualistic inference about a brand stored in the consumer's memory. It comprises
brand-related notions, brand awareness, and brand image that correlate diverse information
such as awareness, attributes, benefits, images, thoughts, feelings, attitudes, and experiences
to a brand, all of which constitute brand knowledge and directly affect consumer responses.

Brand awareness

The potential buyer's ability to recognize or recall which shows a brand's being a member
of a certain product category

Brand reputation

The cumulative effect of all current and previous marketing activities. It is created
by associating the perceived quality with the brand name

Brand identity

The set of features and benefits that products sold under a given brand should provide
to the consumer

Brand image

The perception of a brand created by marketers. The set of a person's beliefs, thoughts,
and impressions about an object

Source: Raggio, Leone (2007); Polański (2011); Urban (2004); Schivinski, Łukasik (2015); Christodoulides, de
Chernatony (2010); Brzozowska-Woś (2020); Kotler (1994); Kozłowska (2005); Netemeyer et al. (2004); Aaker
(1991, 1996); Keller (1993, 2003); Park et al. (1986).
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When analyzing all these research categories, it is worth paying more
attention to brand equity, i.e., the added value (and therefore customer
perceived value) obtained by a product through the use of a trademark
(Farquar, 1989). This value can be defined in three ways (Polański, 2011):
(1) from the point of view of an enterprise: it involves increasing the
competitiveness of an organization, which is related, inter alia, to
facilitating the launch of new products and licensing; (2) from the point of
view of distribution channels: brand equity results in a higher level of sales
compared to other products in a given category; (3) from the customer's
point of view: brand equity involves a positive attitude towards a specific
product. It aims, inter alia, to reduce the risk related to the purchase
decision and provide the customer with a positive experience when using
a product. This is related to how a brand is interpreted as a risk reducer.
A brand reduces the risk perceived by a customer and makes customers
aware that a specific product represents a value presumed for them (Jones
& Nonewac, 2013).
The concept of 'brand equity' is defined as the difference between
marketing effects and the effects that would accumulate if the product did
not have the same brand (Alnsour & Subbah, 2018). Five components
(dimensions) of brand equity are highlighted in the literature on the subject
(Aaker, 1991): (1) brand loyalty, (2) brand awareness, (3) perceived quality,
(4) brand association, (5) other proprietary brand assets (i.e., patents,
trademarks, relationships taking place in distribution channels).
Importantly, the first four components of brand equity create the so-called
consumer-based brand equity, while the last refers to the enterprise
(Schivinski & Łukasik, 2017).
It is extremely important to distinguish brand value from brand equity.
It should be assumed that brand equity is responsible for what a brand
means to customer, while brand value is related to what that brand means
to a specific organization. Many researchers do not distinguish these two,
which unfortunately does not help in understanding the scientific discourse
(Raggio & Leone, 2007). Brand value is mainly related to the financial
sphere. It can be discussed when trying to evaluate a brand: it is a financial
value that depends on the current and expected strength of the brand and
the financial effect of the management board's ability to use this strength
strategically (Kurzyk, 2014). On the other hand, brand equity should be

www.minib.pl

59

Brand as a Customer Value Driver: Relationships with Customer Engagement

placed in the marketing sphere of an enterprise (Dębski, 2009). As the
definition itself indicates, brand equity reduces or increases the value of the
product with this brand. It is also symptomatic that some researchers
(Leuthesser, Kohli & Harich, 1995) define brand equity as simply
a perceived value obtained in comparison to a non-branded product.
Customer associations with a brand involve psychological relationships
with a specific brand that are divided into three approaches in the
literature (Aaker, 1996): (1) brand as a product (value proposition); (2)
brand as a person (brand personality); (3) brand as an organization
(associations with the enterprise). The first approach mainly involves
functional benefits. The second perspective involves strictly emotional
benefits, while the third can be seen when the company's activity is seen in
the broader environment and may be related to CSR activities, for example.
This division is crucial in our opinion when analyzing individual
dimensions of value. Associations with the product involve the functional
dimension of the product (e.g., the location of the trade format), while the
approach to the brand personality is more related to the hedonistic
dimension, and the perspective of a brand as an organization involves the
perception of the company's activities in the field of the so-called corporate
brand.
The concept of customer perceived value was introduced into economics
by Drucker in the 1950s (Drucker, 2007), and was developed by Porter
(1985). As Khalifa (2004) claims, customer perceived value is a category
that is often misused in the social sciences, and in particular in the
economic sciences. This is due to the characteristics of the construct,
because customer perceived value is treated as personal (i.e., the perception
is different from customer to customer) and is truly situation-related in
that it depends on the situational context. The consequence of this is
a large number of construct definitions (Tab. 3).
The definitions of customer perceived value can be divided into four
groups. In the first, the attributes of a product and service are emphasized,
in the second, the relationship between the enterprise and the customer, in
the third, value is perceived as a result of benefits and costs perceived by
the recipient, whereas in the fourth, the value is recognized in the context
of the goals that the recipient achieves as a result of purchase or use of
a product.
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Table 3. Definitions of Customer Perceived Value Found in the Literature on the Subject
Author

Definition

Zeithaml (1998)

The consumer's overall assessment of the utility of a product based
on perceptions of what is received and what is given

monroe (1990)

Buyer perceptions of value that represent a trade-off between the quality
or benefits they perceive in the product relative to the sacrifice they perceive
by paying the price

Gale (1994)
product

Market-perceived quality adjusted for the relative price of (the seller's)

Butz, Goodstein (1996)

Customer value is the emotional bond established between a customer and
a producer after the customer has used a salient product or service produced
by that supplier and found the product to provide an added value

Ravald, Grönroos (1996)

A function of both episode value and relationship value, where there exists
a special relationship between the element in the function (total episode
value = episode benefits + relationship benefits / episode sacrifice +
relationship sacrifice)

Woodroof (1997)

A customer's perceived preference for an evaluation of those product
attributes, attribute performances, and consequences arising from use
that facilitate (or block) achieving the customer's goals and purposes in use
situations

Walter, Ritter, Gemünden (2001)

Trade-off between benefits and sacrifices

Kothandaraman, Wilson (2001)

Relationship of a firm's market offering and price weighed by the consumer
against its competitor's market offering and price

Szymura-Tyc (2006)

Surplus of benefits subjectively perceived by customer over subjectively
perceived costs related to buying and using a particular product

Łada, Kozarkiewicz (2010)

The value of economic, technical, and social benefits perceived by
the customer, obtained in return for the price paid for the product, taking
into account the product offer and prices available on the market

Doligalski (2013)

The sum of the partial values (benefits) provided to the client less the
price and the customer's non-financial costs

Source: Zeithaml (1988); Gale (1994); Butz, Goodstein (1996); Ravald, Grönroos, (1996); Woodroof (1997); Sinha,
Desarbo (1998); Walter, Ritter, Gemünden (2001); Kothandaraman, Wilson (2001); Szymura-Tyc (2006); Łada,
Kozarkiewicz (2010); Doligalski (2013).

Value creation with an enterprise improves brand image not only among
the cooperating process participants, but also among less engaged
customers. Therefore, the process of value creation is antecedent to brand

www.minib.pl

61

Brand as a Customer Value Driver: Relationships with Customer Engagement

image creation. It is also worth referring to the research by Ind, Iglesias
and Schulz (2013). According to these researchers, customers who
participate in value co-creation strongly associate with a specific brand.
Participants like these are often more are inclined to express positive
opinions about a particular company, thus promoting its brand (Dijk,
Antonides & Schillewaert, 2014). Therefore, customer engagement is an
inherent element of this process. Brands with a strong capital equity
generate greater commitment, which in turn influences the motivation for
customer engagement (van Doorn et al., 2010). In the literature on the
subject, statements can be found that brand equity is a collection of
judgments, attitudes, and customers' behaviors. Thus, this construct is
directly related to value creation by customers (Polański, 2010).

Relationships Between Customer
Engagement and a Brand
Customer engagement (CE) has become one of the most thoroughly
exploited categories in the theory of marketing management (Vohra
& Bhardwaj, 2019; Kucia, 2018; Krowicki, 2022). However, it is not
a homogeneous concept — its meaning is far from being unambiguous,
which raises controversy (Chan, Zheng, Cheung, Lee & Lee, 2014).
Researchers agree that the customer's power is growing. Customers are
increasingly interested in creating value both for theirselves and for others.
Free access to information and to the ways it is spread through virtual
customer communities have empowered the customer in relation to the
enterprise. The contemporary customer has become more educated, aware
of their role and, as a result, encounters the company's employees or other
stakeholders more frequently, which makes them more engaged. From
a passive recipient of marketing messages, the customer has transformed
into a co-creator of communication.
CE is defined in various ways (Tab. 4) and can be considered from three
perspectives: (1) three-dimensional, cognitive-emotional-behavioral
(Patterson, 2006; Gołąb-Andrzejak, 2021), (2) two-dimensional, cognitive-emotional (Bowden, 2009) and (3) one-dimensional, mainly behavioral
(Żyminkowska, 2018a; Maciejewski & Krowicki, 2021). The latter
perspective treats CE as customer behavior towards a brand or company
62
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that is not related to purchasing and results from motivational factors (van
Doorn et al., 2010). The authors of the present article stand for a narrow
behavioral approach to customer engagement. This behavioral interpretation of
CE does not overlap with the constructs of affective and cognitive commitment
or customer involvement (Harmeling, Moffett, Arnold, & Carlson, 2017).
Importantly, the narrow, non-transactional approach to CE does not overlap
with the behavioral loyalty approach — the non-transactional nature of the
customer engagement construct differs from purchasing regularity. In our view,
customers' transactional behavior should be eliminated from the conceptual
frames of the CEB concept. Then, this approach does not coincide with the
concept of relations with a customer and thus, it only applies to intangible
sources of customer value (Żyminkowska et al., 2018a).
Table 4. Definitions of CEB
Author

Definition

van Doorn et al. (2010)

Manifestations of customer behavior towards a brand or firm that focus on a brand
or firm beyond purchase, resulting from motivational drivers.

Verhoef et al. (2010)

Manifestation of behavior towards the brand or firm that goes beyond transactions.
Customer engagement consists of multiple behaviors such as word-of-mouth
(WOM) activity, blogging, providing customer ratings, and so on.

Kumar et al. (2010)

CE refers to the active interactions of a customer with a firm, with prospects and
with other customers, whether they are transactional or non-transactional in
nature

Jaakkola, Alexander (2014)

Behavior through which customers make voluntary resource contributions that
focus on the brand or firm but go beyond what is fundamental to transactions.

Harmeling et al. (2017)

Customers' voluntary resource contribution to a firm's marketing function, going
beyond financial patronage.

Beckers et al. (2018)

Customer engagement behavior is the same as van Doorn et al. 2010, including
customer-initiated and firm-initiated customer engagement.

Żyminkowska et al. (2019);
Żyminkowska (2019)

Manifestations of customer behavior focused on the brand or firm's offerings and
activities, occurring between customer-to-firm and customer-to-customer
interactions, and resulting from psychological factors (attitudinal, motivational,
and social). CE refers to the consumer activism of offering their resources during
interactions with the brand or company's offerings or activities, often involving
others in the social network created around the brand, offering or activity.

Source: van Doorn et al. (2010); Harmeling et al. (2017); Jaakkola, Alexander (2014); Verhoef et al., (2010);
Beckers (2018); Kumar et al. (2010); Żyminkowska (2019); Żyminkowska et al. (2019 ).
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Customer engagement is related to the concept of customer perceived
value. According to the theory of consumption values (Sheth, Newman,
& Gross, 1991; Grzegorczyk, 2019) and the concept of customer value
(Holbrook, 2006), the customer's motivation to engage depends on the
values they expect to obtain. This is confirmed by Vivek et al. (2012).
According to these researchers, value is both an antecedent and
a consequence of customer engagement (Vivek, Beatty, & Morgan, 2012).
Maslowska, Malthouse and Collinger (2016) show that engagement affects
customer perceived value, and this is also confirmed by Sobocińska (2015).
Hollebeek (2013) also notes that customer engagement generates customer
perceived value: therefore, CE is a perceived value driver. Interestingly,
Hollebeek analyzed brands with both a hedonistic and a utilitarian
orientation, and it turned out that in the case of both types of brands, CE
is a perceived value generator. After testing the model of customer
engagement/value interface, she showed that in the case of hedonistic
brands, customer engagement affects the customer perceived value more.
In Polish research, the analysis by Witczak (2013) is noteworthy. In his
view, user involvement in the brand profile can be used in building brand
identity and, as a result, it can increase its value.
The study by Dong, Evans, and Zou (2008) on customer participation in
the repair service showed that customer perceived value leads to customer
engagement, whereas a subsequent analysis by Carlson, Rahman, Taylor,
and Voola (2019) confirmed that value in the brand page experience (VIBE)
contributes to customer engagement and also confirmed that various forms
of CE are stimulated by this value. The research by Brzozowska-Woś (2020)
also indicated that the perceived value of a brand has a positive impact on
customer engagement, as did the analysis by Ngo, Nguyen and Kang (2019)
conducted in Vietnamese restaurants. It is also worth noting that,
according to Gupta and Pandey (2021), CPV (customer perceived value) is
a factor that precedes customer engagement in the retail area. Barari, Ross,
Thaichon, and Surachartkumtonkun (2021) see perceived value in a similar
way. The concept according to which value is the antecedent of customer
engagement is associated with the fact that customers are engaged by
a specific value (benefit) that they expect to get through that engagement.
Jaakkola and Alexander's offline research conducted in an offline real
environment is extremely interesting. It shows that customer engagement
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behavior can generate a wide range of benefits for a company, customer(s)
and other stakeholders. It is also worth observing that the researchers
noticed that the nature of the customer engagement process is cyclical.
According to these researchers, the motives, manifestations and
consequences of CE are repetitive, because the positive antecedents of
customer engagement motivate them to stay active, whereas the company
is motivated to support this kind of behavior. This is confirmed by the
analyses by Żyminkowska (2018b), who, based on means-ends models,
states that the benefits of CE (expected effects of customer engagement)
can be treated both as consequences and motivating factors of CE.
To sum up, it should be clearly stated that the concepts of customer
perceived value and customer engagement are closely related to each other.
In the literature on the subject, various formulations of CE are presented
where customer perceived value is treated as a motive of engagement or as
an effect.
When analyzing model views of customer engagement and brand, van
Doorn et al.'s (2010) concept is worth looking at, according to which brand
characteristics and company image are a prerequisite for CE, while brand
commitment is an important factor from the customer's perspective. The
issue of brand is also raised by Żyminkowska and Żyminkowski (2016). In
their model, the attitude towards the brand is treated as an antecedent of
customer engagement.
In the literature on the subject, the influence of brand equity on the
online customer engagement in relation to a brand has already been shown.
In other words, the more brand equity is perceived as higher, the more
actively the customer reads, comments, shares and creates brand-related
content (Schivinski & Łukasik, 2017). Research also shows that a high
brand reputation increases recipient interest in the marketing
communication of this brand and makes reception of such a message more
positive (Brzozowska-Woś, 2020).
When identifying the relationship between CE and brand, it is
impossible not to pay attention to the concept of customer engagement in
its relationship with the brand (CBE). Therefore, interactions with the
brand are subsumed in customer engagement. This category is precisely
defined by Martí et al. (2014), while defining CBE as the 'customer's mental
state shaped as a result of interaction with a specific brand'. According to
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Algesheimer, Borle, Dholakia, and Singh (2010), CBE is 'a mechanism that
lets you strengthen a customer's relationship with a brand', whereas
Hollebeek (2011) defines this construct as 'a level of customer engagement
triggered by a brand as well as the customer attitude and mood formed by
the customer's direct and indirect contacts with a brand.' These
relationships can have various dimensions: cognitive, affective and/or
behavioral (Kieżel & Wiechoczek, 2016). In our view, the behavioral
interpretation is also the most appropriate in the case of this construct.
CBE is nothing but a type of customer engagement, where the brand is the
subject of interest. The psychological approach to CBE will introduce chaos
in the interpretation. Brand engagement is influenced by brand activities,
brand quality and brand value, brand innovation, brand responsiveness
and delivering the brand promise (Hollebeek & Chen, 2014).
The brand helps customers to build their own identity, and the show
effect and the need to belong are crucial in this process. This is confirmed
by the research by Muntinga, Moorman, and Smit (2011). According to
these researchers, it is the personal identity that is the factor that
motivates customers to contribute content and create content in the online
environment. It is also worth paying attention to the research by
Bartkowiak and Michalak (2020), which showed that recognition and selfesteem are among the motives of customer engagement. Shah (2004) also
draws attention to how important it is to build and maintain an individual's
reputation and strengthen identity and self-image in the CE process.

Conclusions and recommendations
Brand is a value driver. Creating a specific customer perceived value is
closely related to the stage of its communication. With that, the brand
image is created. Furthermore, it can be said that a brand can have a
meaning like value because it speaks of values delivered to a customer.
Brand exists in the area of communication (Polański, 2010), hence it can
be assumed that communicating the value is the key stage in identifying
the relationship between the concept of customer perceived value and the
brand. This phase is one of the elements of the value creation process aimed
at positioning, and thus shaping the brand image.
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On the other hand, customer engagement is becoming progressively
more important in the effective and efficient management of this
communication. In the marketing value network, the customer becomes
the sender of messages, engaging in various forms of customer engagement,
i.e., word of mouth marketing (WOM), participation in marketing events,
reactions in social media, or content contributions in a virtual
environment. By co-creating value, positive customer engagement can
strengthen the brand's image.
An analysis of the literature on the subject allows us to state that in
some perspectives brand image is close to customer perceived value, while
brand identity is a construct related to the value proposition. Brand
identity refers to a set of features and benefits that the product is to provide
to the customer, while brand image is the result of the constructed identity.
Therefore, it is worth noting that this relationship resembles the
relationship presented in the literature on the subject between two
perspectives of value for the customer, i.e., customer value proposition and
customer perceived value. The customer perceived value is the actual result
a company developing a set of distinguishing attributes (Landroguez,
Castro, & Cepeda-Carrión, 2013).
Incorporation of brands into the process of building one's own identity
is also a specific feature of the contemporary customer. Brand
personalization allows a customer to emphasize their place in the social
hierarchy (Mazurek-Łopacińska, 2021). In the postmodern era,
consumption is more important than production, while value is not only a
feature of a product, but also becomes a feature of a created image
(Maciejewski, 2014). Brand is a condition of customer engagement. It is of
great importance in creating your own image. By engaging in contact with
a brand and its community, a desire to present one's individuality, unique
identity and one's own preferences is emphasized. This is also one
component in a customer society that glorifies self-creation.
The company's goal should be to manage the brand so that it confirms
the customer perceived value. This is related to the aspect of risk reduction,
which is extremely important in the context of a constantly increasing
number of brands on the market and the crisis of confidence. Customers,
who are an integral part of branding, should be part of brand management.
From this perspective, a brand can be treated as a risk reducer and
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customer perceived value. Therefore, to build a brand so that it encourages
various forms of engagement and thus creates customer perceived value is
a challenge.
We are aware of the limitations of this research. The conclusions of the
critical literature review should be treated as an incentive for further
discussion on the relationship between the brand and customer perceived
value as well as CE. In addition, it is worth looking at the issue of customer
value through the prism of the company. From this perspective, it is
necessary to link the issue of customer value with the construct of the value
of the company, which has been described by B. Dobiegała-Korona (2014;
2015). In other words, customer value should generate value for the
company. Undoubtedly, empirical research that analyses these
relationships would be of great theoretical and applied value.
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