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The Concept of Brand Equity 
Part A: Web Discussion – Brand Equity 
	The concept of brand equity is the measurement of the value derived from consumer perception about the brand name of a product or a service (Washburn, Till, & Priluck, 2000). There are different formulas used to calculate brand equity for a specific product or service. Interbrand is one of the renowned approaches to estimating brand equity in its list of the Best 100 Global Brands. Interbrand rankings will be used to determine the performance of the brand equity for five global brands – Apple, Google, Microsoft, Coca-Cola, and Amazon. For the last four years, the brand equity for Apple, Google, Microsoft, and Amazon has been on the rise while Coca-Cola’s brand equity has declined from 2014-2017. 
	Interbrand explains the changes in the brand equity trends by assessing the social impact of the brands in the market. Specifically, Interbrand uses total page likes on Facebook, people talking about the brand on Facebook (mentions), and twitter followers. The increase or decrease in the following on Facebook and Twitter determines the brand equity for a company. Social media platforms have high traffic due to the high number of users. Thus, when a brand has a high number of followers or mentions on social media, it implies that that brand has a higher recognition from a wide customer base.  
	I agree with Interbrand's use of social impacts to assess company's brand equity. Social media brand communication and following increase a company's visibility to the rest of the world. Today, social media is a compelling asset that every business has to leverage. The more a company is being talked about on social media, it attracts huge following increasing the brand's equity significantly. Social media marketing has become a vital marketing strategy that is cheap and global. The basis used by Interbrand to assess brand equity resonates with my understanding of brand equity. In my view, brand equity in marketing describes the value of a renowned brand in the market. Since brand owners can generate more revenue from high brand recognition, the assessment reflects the possibility of the company’s generation of higher revenues by leveraging their brand recognition. Therefore, higher brand recognition translates to a high brand equity.  
	For a marketer, the lists on Interbrand can provide insightful marketing strategies. The lists emphasize the power of social media marketing in today's business world. The more traffic a marketer can generate or gain through social media, the more exposure a business product or service receives. Social media can help a marketer get the word out on a new or existing product to a wide range of potential customers. Social media has been identified as a marketing tool that creates and promotes brand equity for a product or service. Therefore, Interbrand presents social media marketing at work to produce brand equity, which confirms that social media can work for marketers who are aspiring to acquire high brand equity for their products and services. 
Part B: Customer Relationship Management  
	Customer relationship management (CRM) is a business concept whose aim is to manage the business relationships with its customers (Thompson, 2002). It is a 21st-century business approach that manages a business's interactions with potential and current customers. More importantly, the concept outlines principles, guidelines, and practices used by a firm to interact with the client base. It is a technology-based system that harnesses customer data from all business contacts and compiles it in the firm’s repository. CRM ride on the advances in technology that have found applications in business management and administration.   
	A CRM system is an important tool in the running of a business successfully by managing customer relations, which is the most significant asset for business (Bohling, Bowman, LaValle, Mittal, Narayandas, Ramani, & Varadarajan, 2006). The value of a CRM system can be explained in four points. First, a CRM system enables a business to register its business leads and contacts. Second, the CRM system enables a business to track customer interactions within the organization. Third, a CRM system reveals possibilities and prospects for business. Fourth, the CRM system protects the most valuable asset for the organization – customer data. In a nutshell, a CRM enables a business to establish lasting relationships with customers, creates customer loyalty, customer retention, and increases revenue.  
	A CRM system can be implemented in 5 steps; namely, selection of the right CRM, create an implementation plan, prepare the organization for CRM, ask feedback from employees, and measure what matters and make adjustments accordingly. Selection of the CRM entails choosing a CRM that is compatible with businesses goals, needs, and expectations. An implementation plan outlines the transition steps, budget, and timelines for each activity. A good deal of time should be designated to enable the organization learns and understand the CRM from experts. Employee's feedback should be collected as they are the people interacting the system. Finally, the system should be measured against business needs and expectations while adjustments are made to make it more efficient.
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