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Calculating a monetary brand value

Market quality a

Situation-specific

Dominance of b

IR IBMAGE s Conversion into

{—— an aggregate
factor value

monetary basis Computation of
situation-specific

International c = monetary basis

orientation

weighting factor

Brand equity

Brand status d

2, b, c, d = weighting factors

2 10 PRINCIPLES OF BRAND STRENGTH,
http://www.interbrand.com/zh-CHT/best-global-brands/best-global-brands-methodology/Brand-
Strength.aspx

 Brand Equity Excellence,

http://www2.ifes.com.br/webifes/conhecimento/Filess ADMINISTRA%C7%C30%20FINANCE
IRA%20e%20CUSTOS/Avalia%E7%E30%20de%20Intang%EDveis%20e%20Marcas/Artigos
%?20Internacionais/BBD0O%20Review%20-%20Volume%2002.pdf
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