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Abstract: Problem statement: The study has been mainly attempted to find oatithpact of the
brand equity in overall success of the firm. Theesrch has primarily been created to present & stud
on the significance of brand equity and its releeaim affecting the financial performance of the
organization.Approach: The study has been conducted on the basis of dappmesources. The
researches of different authors and theorists ensthibject of brand equity and its relevance in
affecting the financial performance of the orgatiaahave been consulted and analysed to present a
research study through this repdesults. The study studies the various research activityiaxh out

on brand equity and its link with the financial fmemance of the organization. It has been accepted
that branding has significant contribution to irase the profitability and the shareholders value&kvh
directly leads to the success of the busin€mclusion: The study has provided with a detailed
understanding of brand equity. It also represent®réginal piece of work based on the studies and
researches conducted by different researchers madier and the information gathered have been
analysed to reach to a conclusion as well as opportunities for further studies and researches.
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INTRODUCTION of the brands has been significant in creating a
competitive edge over the rival and in fetching
The concept of branding is a popular techniquesubstantial financial values for the organizatigvag,
used by the marketing professionals across variou2010). Brand equity provides the leverage option fo
industries. The presence of the brand value tmdymt  the organizations which helps in the overall
helps in providing a good competition on the marketimprovement of the performance. The major
and the perception of the consumers towards theonstituents of the brand equity are the awareness
product changes leading to an overall rise inregarding the brand name, the level of brand lgyall
performance of the organizations. The concept aftr existing among the customers, the quality assatiate
equity deals with the results of the marketing effe with the brand and the various brand associations
of the branding and the comparison of the resuits o(Korkofingas and Ang, 2011). The concept of brand
the marketing effort of the same product withowt th equity is largely product oriented but at the sadime it
presence of the brand value. The study discusses tlnelps in the value creation among the customers
brand factor associated with the success of theegarding the products they associate with (Ra.,
business and various other aspects of the branding010; Peterson and Jeong, 2010; Chatzitheodogtdis

and its outcome. al., 2006). The brand valuation involves the cosebas
approach in which the cost of the brand creation is
MATERIALSAND METHODS taken into account along with the associated

replacement cost in launching of a fresh new brand.
The study has been conducted on the basis dBick, 2009) A lot of misconceptions can generate
secondary resources. Literature review and dissnossi among the customers regarding the origin of thedra
provide constructs in relation to brand equity andand would result in decrease performance by the
business performance. brands. It affects the purchase intentions of the
customers and leads to poorer evaluation of thadsra
Brand equity and success in business. Branding has (Balbanis and Diamantopoulus, 2011).
been more popular in recent times as organizatiane
found out that other than providing a value in theEmpirical study of brand equity: Brand equity deals
marketing aspect it has became one of the significa with the marketing activity of the product by stieg
intangible assets (Bick, 2009; Lanal., 2010). The role on the brand factor. In order to create a longirgst
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effect of the brand among the prospects and theractical meaning in reaching a concrete decision
customers, organizations have used various magketin(Peterson and Jeong, 2010).
techniqgues. Among the marketing techniques used, Another research has been conducted to find out
advertising has been one of the most popular msethodhe impact of the brand equity on the financial
(Wanget al., 2009; Madderet al., 2006). However it is performance by Kingt al. (2003). The research studied
noted that the initial effect of the advertising the  the financial performance of the 12 luxury brandel®
brand values disseminates within a period of tiiree The data collected from the research suggested that
fiteen months. In order to educate the customersarious components of the brand equity have a
regarding the brand knowledge advertising is thetmo significant impact on the overall financial perfance
efficient tool and it helps in creating and reimiog the  of the brand. The results were of the view thatenee
values attached with the brand of a product. Howeveof the brand factor creates a level of satisfactiomong
much debate has been raised the effectivenesseof tithe customers and creates an intention among them t
consumer based brand equity. In order to find bet t visit the hotel again and refer it to their friendsd
significance of the advertising of the brands ispect relatives, which in turn benefits the hotels. Othwan
of their outcomes various models have been devisedneasuring the financial performance of the orgditina
The models in practice studies the role played byesearches have also been carried out to measere th
advertising in changing the mindset of the custemer corporate social performance and the brand equity.
The advertisement of brand helps to increase teeatlv. Research on the secondary data comprising of global
competitiveness in the market and helps in targetie  brands was conducted by Wang (2010) to find out the
market segment (Burke, 2011). relation. The findings of the research were tharano
The importance of advertising helps in making theamount of social performance by the organizaticas h
brand familiar with the people which leads to easya positive impact only of the brand equity on large
recognition of the brand and also acts as a catalys firms but the effect is sub dude in smaller firntsvas
improving the effectiveness of the future advemisi also recommended that brand equity can be increased
programs (Ay et al., 2010). The effect of the by more and more social performance. In order to
advertisement also varies depending upon the bofnd strengthen the brand equity organizations also fook
the product used. The highly involved brand prosluctthe Information technology alignment and the
have more retained effect in comparison to theyectsd  integration of the overall supply chain management,
of low involvement. A research carried out by Waahg which will result in their better performance ofeth
al. (2009) finds another implication of advertising o organizations (Seggiet al., 2006). In order to find out
the brand is that advertisement has significanthe link between the shareholders value and thedobra
contribution to the brand equity. In order to fiodt the  equity a research was conducted by Madderal.
effect of the advertising and the amount of expemdi  (2006). Results showed that companies with higher
allocated for the research and development on cat@o focus on the brand values performed exceptionadf w
brand and also on the level of the firm’s perforoea  and have fetched better results in respect of thetimhy
research was conducted by Peterson and Jeong (201fgturns than the lesser brand concerned organimatio
The research conducted by them helps to critidally  The results of the research also showed that a
out the implication of the varying degree and theure  considerable amount of shareholders value creatam
of the advertising in contributing to the branduel possible as reflected through the regression aisalys
The help of an economic framework was taken in orde(Maddenet al., 2006).
to link the expenditures for the advertisement #edR Research conducted by Yeung and Ramasamy
and D expenditures to that of the brand value.ifeurda  (2008) also aimed at finding out a significant tielia of
link was also created between the brand value bad t brand value with that of the firm’'s performance.eTh
financial performance of the organization. The aller research was conducted on 50 companies from US
result which was interpreted from the research esigg during the period of 2000 and 2005. The price and
that the marketing related activities regardingabpect models used in the research revealed the result tha
of the brand value has a contribution on enhanttieg brand value also helps in predicting the futurersha
financial performance of the organization underprice of an organization. The result proved the
different conditions. However the limitation of the existence of the link between the brand value &med t
research was that no broad inferences could bearious profitability ratios and on the performarmfe
interpreted from the research as there was a gigntf  the stock market. The results showed that organizst
difference in the outputs. The findings of the seesh  using the brand factors have more consistent iatern
came out with average results and provided lesgrofit. However results found no impact of branduea
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on the market return of the organization (Yeung andime is the leveraging of the corporate brand. Crate
Ramasamy, 2008). Research by Srinivasan and Hansénand is most popular among the various information
(2009) also tried to link between the effects oftechnology companies where all products are solden
marketing and the value of the firm. In his resbarc market by the name of the organization itself.lfpls in
he analyzed the investor’s decisions in coming to aaining a lot of synergy and clarity from the besia
conclusion regarding the positive effect of thepoint of view (Aaker, 2004). The concept of bramdin
strategy of branding. has been so popular over the years that it hadexdsio

the product recall under some popular brand name.
Measuring brand equity: A research conducted by However it has negative effects on the already
Christodoulides and Chertatony (2010) derived vario established brands and it significantly hampers the
methods for the measurement of the brand equitychoice of the brand in future by the customers
According to the research they were of the view in(Korkofingas and Ang, 2011).
order to measure the performance of the brand yequit
several factors need to be considered. Various uness RESULTS
should be incorporated rather than sticking tormlsi
measure of the evaluation. During the measurement The study studies the importance of the brand
process the brand vision needs to be consideredl. Tlequity as marketing tool which leads to the finahci
contribution of the brand in the overall product empowerment of the organizations. The study studies
experience of the customers should be taken intthe various research activity carried out on breauity
account. Researchers were also of the view that thend its link with the financial performance of the
brand category is also significant in the measuréroé  organization. It has been accepted that brandirg ha
the brand equity as different category of brandeass  significant contribution to increase the profititigiland
varied result. In the measurement of the brandtgqui the shareholders value which directly leads to the
factors like performance and the emotional aspkttted  success of the business. The positive impact of
brands needs to be considered for a fair judgni¥ém.  branding has also been highlighted over here.
research also highlighted two main segment of the
brand equity measurement. Brand equity can be DISCUSSION
measured either directly or indirectly. The indirec

method of brand equity measurement involves  The research focuses on the study of the brand
measurement with the help of various demonstrablequity takes into consideration of the differenttinoels
dimensions of the brand or through the help offthee  of the evaluation of the brand equity and its dffec
premiums. Whereas the direct measures studieghe performance of the organization. The importasfce
different aspects like the importance of the brand  prand attitude and attachment of the brand has been
the overall perceived value of the brand. Pricenuen  sjgnificant in determining the overall brand eféioty
method involves the calculation of the prOflt drface (Parket al., 2010) Various researches were studied to
arising from the sale of a branded product and @ nojdentify that overall branding has a positive effiecthe
branded product. The research study conducted alqg:efformance of the company. The importance of the
suggests the use of neuroscience in determining theoncept of brand equity has been so significant tha
feelings of the brand customers which can beprganizations tend to use the brand equity in otder
significant in measuring the effectiveness of thenkds  increase the value of the shareholders with antaibe
(Christodoulides and Chertatony, 2010). more accountable towards them. Due to the stiff

business environment, many organizations are raguci
Further use of brand equity: In order to gain the the long term investment with an aim of focusingtios
maximum benefit of using the brand valuesshortterm goals. As result of this strategy tharigible
organizations often tend adopt the policy of brandassets in marketing are taking a major setback and
extension. Brand extension deals with facilitatthg  harming the value of the shareholders. Thus brand
use of the parent brand equity to another categbry equity helps the organization in building sharebold
extended product. The transfer of the brand valke h value. Some methods or steps are also suggestéukfor
higher effect when the relevancy of such extensisns organizations to increase their brand equity wtdcts
high. However the brand extension derives the besis an intangible asset gaining profitability in fbag
result when both the expectancy and the relevaficy aun. The brand equity should be more into pradtige
the transfer are at its highest (letial., 2010). Another the organization seeking maximum profitability imet
popular approach which has been noticed in thentece current business environment.
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