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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. 
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. 


Work Cited
Gluhović, Nikola. "BRAND EQUITY MANAGEMENT: INTERBRAND METHOD." Нови Економист 13.25 (2019).
Hyun, Martin Yongho, and Hyeon-Cheol Kim. "Refinement and validation of a multidimensional destination brand equity scale for inbound and outbound Chinese travelers: a cross-national perspective." Journal of Travel Research 59.8 (2020): 1522-1552.
Terzić, Svetlana, and Irena Đalić. "ANALYSIS OF THE BRAND VALUATION BASED ON THE ASSESSMENT BY INTERBRAND, BRAND FINANCE, AND MILWARD BROWN OPTIMOR." Acta Economica 17.30 (2019): 59-82.
