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On the Definition of Brand Equity

LU Tai-hong, HUANG Shengbing, LUO Jining

Abstract: Brand equity is an important area in brand management. However, disagreements in the defi-

nition

of brand equity show misuses of the concept in managerial practices and confusions of measurement

of brand equity. This paper reviews the three patterns of definition of brand equity, namely, the finan-

cial-accounting pattern, market-based pattern and consumer-based pattern, clarifies the different purposes

of different patterns of definition, recommends a new, cmmon definition of brand equity based on brand

value,

ly.

and finally lays down a solid foundation for further solution of the method of assessing brand equi-

Keywords: brand equity; brand value



