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2- Measures based on long-term results
3- Combined Measures
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2- Market Price or Relative Price
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1- Profitability

2- Profit Margin

3- Financia Attractiveness

4- Profitability Share
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6- Brand Market Performance

7- Return on investment
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2- Customer-based Brand Equity
3- Consumer-based Brand Equity
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2- Brand Awareness

3- perceived Quality
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5- Other Proprietary Brand Assets
6- Brand-earnings multiplier
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1- Differential Effect

2- Brand Knowledge

3- Brand Image

4- Consumer Response to the marketing
5- Attribute-based Components

6- Non-attribute-based Components
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1- Presented Brand

2- External Brand Communications

3- Brand Meaning

4- Customer Experience with Company
5- Overall satisfaction with product and service
6- Return Intent

7- Price - value perception

8- Brand preference

9- perceived Quality (PQ)

10- Perceived value for the cost (PVC)
11- Brand uniqueness
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1- Willingnessto pay a price premium
2- Consumer Satisfaction

3- Reputation

4- Brand Satisfaction

5- Brand Salience

6- Brand Resonance

7- Quality

8- Knowledge
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1- Brand Salience

2- Perceptions of quality
3- Customer acquisition
4- Customer maintenance
5- Customer satisfaction
6- Brand rdationship
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1- Perception metrics

2- Familiarity and consideration
3- Performance metrics

4- Purchase decision

5- Financia metrics

6- Vaue creation

7- Information generation

8- Knowledge dissemination

9- Openness

10- ‘H’ factor or the ‘Human’ factor
11- Role clarity

12- Brand commitment

13- EBBE benefits
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1- Vauation based on formulary approaches
2- Interbrand Brand Valuation

3- Role of Brand

4- Brand Strength

5- Clarity

6- Commitment

7- Protection

8- Responsiveness

9- Authenticity

10- Relevance
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1- Differentiation

2- Consigtency

3- Presence

4- Understanding

5- Brand Asset Valuator
6- Young & Rubicam Group
7- WPP Group

8- Differentiation

9- Relevance

10- Esteem

11- Knowledge

12- Brand Vitality

13- Brand Stature

14- BrandZ Vauation
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1- Millward Brown

2- Branded Intangible Earnings
3- Brand Contribution

4- L oyalty Pyramid

5- Presence

6- Relevance

7- Performance

8- Advantage

9- Bonding

10- Brand Multiple

11- EquiTrend

12- Equity

13- Attitudes and Beli€efs
14- Familiarity

15- Quality

16- Purchase Consideration
17- Consumer Connection
18- Brand Momentum

19- Buzz
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1- Consumer Vaue Model

2- Global brand equity valuation
3- Brand’s net earnings

4- Brand multiple

5- Customer Base Potency

6- Competitive Potency

7- Global potency
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