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Discuss the multidimensionality of brand equity and the importance of using multiple methods to measure it
Brand equity is defined as the measure of consumers'/customer's opinions, emotions, and attitudes, which are provoked by the brand. There are five dimensions of brand equity, which include brand loyalty, brand awareness, brand perceived quality, brand assets, and brand association.
Measuring brand equity using multiple methods benefits a company in several ways and aids in developing a reliable brand of a company. They help in a better understanding of the company's target demographics, to know how to personalize the company's marketing efforts, and be able to fully meet the needs of the consumers through all the sales stages. 
[bookmark: _GoBack]Provide an example using the Interbrand methodology.
. An example of using Interbrand methodology when measuring brand equity, whereby Interbrand begins by estimating both the current and yet to come revenue, is due to its products.  The operating costs are subtracted to get the branded operating profits. 

What are the main advantages and disadvantages of the Interbrand Methodology?
The main advantage of the inter-brand methodology is that it provides both insightful and rich analysis of a brand hence providing a clear picture of the way the brand is contributing to the current growth of a business or accompany as well the road map of all the activities, ensuring that it is delivering even more growth in future.  It also helps in measuring brand equity and brand value. On the other hand, the main disadvantage of Interbrand methodology is that there must be enough openly accessible data on its fiscal performance. Also, the brand must have a public profile and adequate awareness across the chief markets of the whole world. A real example of using Interbrand to measure brand equity is by forecasting the current and the future revenue that is due to the branded products minus the operating costs in order to get the branded operating profit. 
Article review
According to the article, the global companies are expected to lose more than $1 Trillion in brand value as a result of Covid-19. The article says that both fashion and luxury brands are going to lose $450-600 billion in sales in 2020 as a result of Corona Virus which is a bigger problem than 2008 recession. More companies are expected to lose more than just the sales. In the apparel industry, the companies such as Louis Vuitton, Nike, adidas, Gucci to Zara and H&M are experiencing a drop of 20% in their brand value. The 2020 global 500 ranking take in consideration the most valuable, sector’s strongest, fastest growing, valentine and Gap struggle and fast fashion is falling. 
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