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Abstract 
 

Consumer psychology is a very important aspect in determining the buying behavior and impacting the financial 

performance of the brands in the long run. The perception of, evaluation of, and emotional attachment to brands by 

consumers has come to be of great significance to organizations that desire to build brand equity in the very 

competitive markets. This research paper explores the correlation of consumer psychological elements with their 

financial consequences to brand equity with respect to how the attitudes, perceptions, trust and emotional attachment 

affect brand value and market performance. 

The study uses conceptual and analytical approach in examining the available literature on consumer behavior, brand 

perception, and financial performance related to high brand equity. The main psychological factors including brand 

awareness, perceived quality, customer satisfaction, loyalty, and emotional engagement are examined in order to 

interpret their influence on willingness of consumers to pay premium prices, repeat buying, and positive word-of-

mouth communication. All these are aimed at enabling brand equity and improving the financial strength of 

companies. 

The paper also examines the effect of cognitive and emotional reactions of customers on brand preference and overall 

customer relationships in the long run with subsequent impact on the growth of revenues, market share, and 

competitive advantage. Besides that, the paper presents the contribution of marketing strategies, brand 

communication, and digital interaction in creating consumer perceptions and strengthening psychological links to 

brands. 

The results indicate that those organizations that are successful in incorporating consumer psychology in their 

branding and marketing efforts have higher chances of building strong brand equity and realizing sustainable 

financial results. Knowing consumer motivations and behavioral trends, companies will be able to develop specific 

marketing programs that will help to increase customer experience and brand loyalty. The study concludes that brand 

equity depends on consumer psychology as a driving force and its financial impact is more than sales management 

in the short term but the brand in long term and the success of the organization. 

 

Keywords: Consumer Psychology, Brand Equity, Consumer Behavior, Perceived Quality, Brand Loyalty, Customer 
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1. Introduction 

The psychology of the consumer plays a role in determining how people purchase and the association over a long 
period of time between a customer and a brand. The world is today very competitive and the organizations present 
in the contemporary markets are no longer bound by the quality of their products or the pricing strategies, but are 
more worried about the psychological issues of consumer perceptions, preferences and behaviours. These dimensions 

of psychology attitudes, motivations, perceptions, emotions and cognitive biases determine how the consumers view 
the brand messages and ultimately restrain their loyalty and purchase patterns. The brands must adopt strategies that 
appeal to the psychology expectations of the target consumers in the ever-crowded markets and an increasingly 
informed consumer base. 
Brand equity is highly influenced by consumer perception and experiences that have been referred to as value that a 
brand adds to a product besides the functionalities that it provides. The emotional associations, positive brand  
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associations and trust enhance the brand equity by enhancing repurchase, promotion and customer loyalty. 

Conversely, unsuccessful customer events or sentiments can discourage brand equity and lower financial results. 
Consumer psychology, therefore, ought to be familiar to organizations that aim at strengthening brand positioning 
and make sure that competitive advantage is not lost in the market. 
The financial implication, which is evident in various business performance, can be in the form of growth of revenues, 
market shares, price power and retention of customers. This makes the consumers more willing to pay increased 
prices and remain loyal to the brand even in case of other alternatives available in the market as they are likely to 

become positively oriented towards a brand. It is such psychological attachment that will result in greater brand 
equity that will then translate to greater financial stability and long-term profitability of the firm. In addition, a good 
brand equity allows companies to explore new markets and new products with lesser risk. 
This paper addresses the relationship between the consumer psychology and brand equity and explains it in relation 
to financial performance associated with consumer perception and reaction on the brands. The analysis of 
psychological motivation of consumer decision-making will also determine the opportunities of consumer knowledge 

to be used to achieve brand value and sustainable financial performance. 
 
2. Background of the study 

The modern market has grown up to be a multidimensional phenomenon in terms of consumer behavior that is quite 
complex and influenced by psychological, social, and economic factors. As the world market expands, technology 
rapidly develops, and the digital platform gains more and more popularity, consumers are introduced to the largest 

volume of information and brands in history. This dynamic environment has created greater importance to the 
businesses in respect of knowing the psychological factors that affect the purchasing decision and long term brand 
relationship. The cognitive, emotional, as well as behavioral responses of people in the market place have thus become 
an important field of study among the marketers, the financial analysts, as well as the brand strategists. 
The aspects of consumer psychology include perception, motivations, attitudes, beliefs, emotions, and decision-making 
process. These are the psychological aspects that determine the way consumers perceive the brand messages, the value 

of the products and the loyalty to specific brands. Often, decision-making in purchase is not guided purely by rational 
consideration of price or functionality but emotional attachment, brand symbolism and perceived social value. 
Consequently, other brands which are able to resonate with consumers on a psychological level tend to attain a better 
market positioning and retention of their customers in the long term. 
Brand equity is the value that a brand contributes to product/service besides its functional utility. It is manifested through 
brand awareness, brand association, quality, and customer loyalty. Good brand equity strengthens the competitive 

advantage of a firm by allowing it to make high prices, expanding market share, and gaining customer trust. 
Nevertheless, the establishment of brand equity cannot be achieved only by means of advertising or product features; it 
is rather substantially dependent on the experience and psychological perception of the consumers towards a brand. 
Brand equity can be greatly promoted by positive consumer perceptions and emotional associations, and at the same 
time, it can be easily destroyed by negative experiences or distrust. 
Financially brand equity is very important in dictating the economic value of a firm. Strong brands would also create 

more sources of revenue, loyal consumers and increased investor confidence. Brand equity is an intangible asset to 
which financial markets are becoming more attentive and so that it leads to long-term profitability and market value of 
a company. It is therefore necessary to get acquainted with the psychological aspects that underlie consumer perceptions 
in order to enable firms to enhance their effectiveness in marketing as well as their performance in terms of finances. 
In the recent past years, there has been a lot of consideration of the integration of consumer psychology and financial 
outcomes in academic and business research. Researchers and practitioners are becoming more inclined on the effects 

of the psychological motivators like trust, perceived value, emotional attachment and brand identification on consumer 
spending habits and ultimately brand valuation. Also, the emergence of digital marketing, social media activity, and 
consumer-specific advertising have only exacerbated the psychological interplay between consumers and brands, and 
consumer perception has never had as much power as it has today. 
Although of late there is an increased appreciation of the value of consumer psychology, most organizations continue 
to concentrate on more on traditional marketing metrics with little comprehension of their overall financial 

ramifications. Necessity to look into how psychological reaction to branding strategy is converted into quantifiable 
financial results, specifically in regard to brand equity. The researchers can offer greater insights into how the companies 
can create sustainable brand value by examining the correlation between psychological aspects of consumers and 
financial indicators of brand performance. 
Consequently, this research paper aims at examining the place of consumer psychology in determining brand equity and 
its financial connotations. The knowledge of this relationship can assist organizations in to come up with more effective 

branding strategies, increase customer loyalty as well as improve the financial sustainability of their brands. Another 
addition made to the overall literature by the study is that psychological consumer behavior is related to the financial 
features of brand management, providing a more versatile view of modern marketing and financial performance. 
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3. Justification 

In the contemporary markets where competitive environments have increasingly become tougher and where 
consumers tastes and preferences are becoming more pronounced. changing at a very high rate, there are the 
psychological elements of consumer behavior that are paramount to the development and sustenance of a solid brand 
equity. The consumer psychology defines how the consumer views, evaluates and emotional attachments to the brands 
that eventually defines the purchasing behavior, brand loyalty and long-term customer relations. As more 
organizations promote investment in branding strategies, it would be of importance to conduct research on the 

psychological factors that determine consumer attitudes and behavior in an effort to explain the variation in the brand 
value and financial performance. The brand equity is a good intangible asset to the firms as it enhances the market 
share, power in prices, and retaining customers. Financial performance of the brand equity, though, is not conditional 
only by the product quality or the sum of money devoted to the marketing; the outcomes are also determined by the 
perceptions, feelings, trust and mental judgment of the consumers. The psychological drivers, such as motivation, 
perception, learning, and attitudes influence how the consumer interprets the brand messages and their devotion to 

specific brands. In this way, it is possible to gain a better understanding of consumer psychology as to why some 
brands become more successful in terms of financial estimates than others even at the state of the seeming equality 
in the market. The growing impact of consumer psychology on the brand perception generation is only enhanced by 
the growing impact of the digital environments, social media interactions, and the concept of personalized marketing. 
The consumers now have unlimited access to so much information and word of mouth that can alter their brand 
attitude almost instantly. It is on this dynamic nature that psychological reaction to brand communication is applicable 

to business to establish how the psychological reaction to brand communication can be transformed into quantifiable 
financial implication of brand valuation, company profitability, customer lifetime value. Moreover, the firms can be 
characterized by excessive emphasis as far as the marketing strategies are concerned, and they might not even 
understand the psychological mechanisms that involve consumer attraction and consumer loyalty. By looking at the 
relationship between the consumer psychology and brand equity in the finance perspective, the research seeks to 
bridge the gap between the behavioral and the financial results. The research provides a theoretical clarification as to 

how psychology plays a role in the development of strong brands and how the psychological role ultimately impacts 
on the financial performance of a company. Thus, the present study is valid due to the emphasis it puts on the strategic 
importance of the psychological factor of consumers when organizing a brand as a strategy and making financial 
decisions. The findings can be applied by the marketers, financial analysts and business strategists in designing 
effective branding approaches that are not only able to create a perception on the consumers, but also add value to 
the economies of brands in competitive markets. 

 

4. Objectives of the Study 

1. To examine the concept consumer psychology and its influence on consumer perceptions, attitudes and 

purchase behaviour of consumers of the brands. 

2. To investigate the correlation between the psychological variables such as perception, motivation, emotions 

and trust with the brand equity. 

3. To determine the importance of the consumer decision-making process to the financial value and status of a 

brand. 

4. To find out the impacts of the brand loyalty, brand awareness and the perceived quality on the financial 

implication of the brand equity. 

5. To establish the significance of psychological involvement in a brand on consumer willingness to pay 

premium than average prices. 

 

5. Literature Review 

The psychology of the consumers plays a bigger role on the brand equity and the economic value of the brand. The 

issue of psychological perceptions, attitudes and experience on consumer responses to the brands and consequently 

on the financial performance of the firms has been debated widely by marketing and consumer behavior scholars. 

The original theories of brand equity focused on the significance of consumer attitude and perceptions. Farquhar 

(1989) described brand equity as the value that was granted to a product due to the brand name as it influences 

consumer choice and competitive advantage. It is on this premise that Aaker (1991) provided that brand equity is a 

combination of several dimensions of core brand equity including brand awareness, perceived quality, brand 

associations and brand loyalty that are imprinted on consumer perceptions and psychological assessment of the brand. 

The aspects have resulted in improved brand segmentation and financial results of organizations. The consumer-

psychology approach believes that brand equity to a large extent relies on how the consumers process brand 

information in the mind. Customer-Based Brand Equity (CBBE) model was developed by Keller (1993) where the 

brand equity is created when consumers have positive, good and unique brand associations in mind. According to  
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Keller, brand knowledge, which is a concept that implies brand awareness and brand image, directly influences  

consumer response to marketing and consumer purchasing. Further research further came to broaden the theoretical 

knowledge on consumer-based brand equity.  

 
Source: https://www.mbaskool.com/ 

 

Lassar, Mittal and Sharma (1995) opine that brand equity is created as an outcome of perceived value, social image, 

trustworthiness, commitment to a brand on the part of the consumers. Similarly, Agarwal and Rao (1996) also 

observed that consumer attitudes and preferences were very critical when it comes to measuring brand equity and 

financial valuation. These perceptions underline the fact that the psychological constructs, such as trust, perceived 

value and emotional attachment are the determining factors of strong brands. Research has also concluded that brand 

equity is associated with financial performance. Kim, Kim, and An (2003) found that the stronger the brand equity 

that is consumer based, the higher the financial performance of firms particularly within the service sectors. They 

found that brand evaluation by consumers of brand quality and brand loyalty is key to the increment of income and 

competitiveness in the market. On the same note, Keller and Lehmann (2006) also indicated that a strong brand equity 

leads to customer loyalty, premium pricing and sustainable profitability to companies. The psychological involvement 

of the employee coupled with consumer makes the brand equity even higher.  

 
Source: https://www.youngurbanproject.com/ 
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Hoeffler and Keller (2003) recommended the use of emotional brand experiences as a strategy of enhancing customer 

attachment and loyalty leading to the creation of brand value. Similarly, Yoo and Donthu (2001) have developed a 

multidimensional scale to measure brand equity based on consumer and determined that brand awareness, perceived 

quality, brand associations and loyalty are all interrelated in such a way that they can influence consumer-purchasing 

behavior and the brand preference. Later studies merged the psychological and behavioral perspective. In the other 

research by Pappu, Quester and Cooksey (2005), they considered the perception of the brand equity by the consumer 

and made a decision that positive consumer perceptions regarding the brand image and consumer quality are a source 

of substantial brand loyalty. Moreover, Leone et al. (2006) also pointed at the fact that the reaction of consumers to 

marketing communications and the resulting brand value and financial outcomes will be achieved in the long term. 

More recent researches are also concerned with the effects of digital interaction and consumer interaction on the 

creation of brand equity. The paper by Pourkabirian, Habibian, and Pourkabirian (2021) concluded that electronic 

word-of-mouth (eWOM) and social media communication play a major role in the brand attitudes, brand awareness 

and total brand perception, thereby enhancing the brand equity in the competitive markets. 

 

6. Material and Methodology  

6.1 Research Design 

The research design used in the present research paper is the descriptive and analytical research design, which will 

explore the association between consumer psychology and the financial implication of an equivalent on the brand 

equity. The research will attempt to understand the contribution of the psychological aspects of perception, 

motivation, trust, emotional connection, brand loyalty and their influence on purchasing behaviour of consumers and  

eventually to establish the financial performance and value of brands. A quantitative research design is adopted to 

measure the consumer attitudes and behaviour pattern quantitatively through the assistance of structured measures. 

The research can be structured in a way that it seeks to empirically examine the relationship between the psychological 

factors and the financial factors of brand equity including brand loyalty, brand; quality, brand association, and market 

performance. The approach will enable the research to give empirical results to the questions of role of consumer 

psychological responses in developing and sustaining brand equity in competition markets. 

6.2 Data Collection Methods 

The study is grounded on the primary and secondary data predominantly. The structured questionnaire will be used 

to collect primary data that will be mailed to consumers who are active purchasers of brand products in other 

categories. The questionnaire will be designed in a manner that will offer information about the consumer perceptions, 

emotional attachments to brands, purchasing intentions and loyalty behaviour. The psychology and financial attitudes 

of the respondents to various dimensions of branding are measured in the Likert format. The survey is carried out 

online and offline to make the engagement more diversified and wider. Academic journals and books, industry 

reports, marketing database and other credible online information are also used to gather secondary data in order to 

provide both theoretical and empirical evidence of the study. The sources contribute to the understanding of the 

existing frameworks of consumer psychology and brand equity, and they may help to put findings of the research into 

perspective. 

6.3 Inclusion and Exclusion Criteria 

The inclusion criteria of the study will cover consumers who are used to branded products and those who have already 

encountered the purchase of goods or services of the famous brands. The respondents aged 18 years and above and 

capable of making independent purchases can be stated to be eligible in participating in the survey. They use various 

demographic profiles that represent different age groups, occupation and income to have a general view of the 

consumer psychological behaviour. On the other hand, respondents who have little exposure to brand products, those 

who provide biased or inconsistent responses, as well as those of the 18 age group are not covered in the study. The  

utilization of the criteria ensures that the data derived is relevant, reliable, and representative in relation to real 

experience of the consumer in the view of brand equity. 

6.4 Ethical Considerations 

The research also strictly follows ethical standards as part of ensuring transparency, integrity, and respect to the 

participants. The survey is done with the respondents being aware of the role of the study and their free will to be 

part of the study. All the participants have been informed about the consent, and they are guaranteed that their 

responses will be used as an academic and research use only. The anonymity and confidentiality of the respondents 

will be guaranteed since the research findings would not publish any personal details related to them. The survey also 

allows the participants to withdraw themselves at any time without any obligation. Additionally, all the secondary 

resources that will be used in the research are identified and cited in such a way that the issues of plagiarism and 

academic dishonesty do not manifest themselves. 

 

7. Results and Discussion 
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7.1 Results: 

The study has examined the influence of the psychological aspects of consumer perception, emotional attachment, 

trust, and perceived value on brand equity and financial implication. The data was analyzed using descriptive 

statistics, correlation analysis and regression. The results indicate that the psychological attributes of consumer are 

influential in brand equity that ultimately results in better financial performances of firms. 

 

7.1.1 Demographic Profile of Respondents 

The respondent population sample is representative of different age group, income, and purchasing patterns. The 

knowledge of the demographic characteristics can be used to understand the shifts in the consumer psychology and 

purchase behavior. 

Table 1: Demographic Characteristics of Respondents (N = 200) 

Variable Category Frequency Percentage 

Gender Male 96 48% 

 Female 104 52% 

Age Group 18–25 62 31% 

 26–35 74 37% 

 36–45 40 20% 

 Above 45 24 12% 

Monthly Income Below ₹25,000 44 22% 

 ₹25,000–₹50,000 68 34% 

 ₹50,000–₹75,000 52 26% 

 Above ₹75,000 36 18% 

It shows that the majority of the respondents are aged between 26-35 years, which means that young working 

professionals form a significant group of consumers that are brand conscious. 

 

7.1.2 Descriptive Statistics of Key Variables 

The seeks of the psychological determinants of brand equity were examined through the average responses of the 

variables, which were carried out under descriptive statistics. 

Table 2: Descriptive Statistics of Consumer Psychological Variables 

Variable Mean Standard Deviation 

Consumer Trust 4.12 0.63 

Emotional Attachment 3.98 0.71 

Perceived Value 4.05 0.66 

Brand Loyalty 4.18 0.59 

Brand Equity 4.10 0.62 

The mean of 3.9 or above on most of the variables confirms that the respondents would be more inclined to have 

positive attitude to the brands that they regard as trustful and valuable. 

 

7.1.3 Correlation Analysis 

The purpose of the correlation analysis was to determine the correlation between the consumer psychological 

variables and brand equity. 

Table 3: Correlation Matrix 

Variables Trust Emotional Attachment Perceived Value Brand Loyalty Brand Equity 

Consumer Trust 1.00     

Emotional Attachment 0.61 1.00    

Perceived Value 0.57 0.54 1.00   

Brand Loyalty 0.63 0.68 0.59 1.00  

Brand Equity 0.72 0.69 0.64 0.75 1.00 
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The results indicate positive association in significant positive affinities among consumer psychological variables 

and brand equity. The highest correlation is brand loyalty ( r = 0.75 ) which means that the loyal consumers are 

important in strengthening a stronger brand equity. 

 

7.1.4 Regression Analysis 

The simple regression used to investigate the predictive ability of the independent variables of the consumer 

psychology on the brand equity. 

Table 4: Regression Analysis Results 

Independent Variable Beta Coefficient t-value Significance (p-value) 

Consumer Trust 0.31 5.42 0.000 

Emotional Attachment 0.28 4.89 0.001 

Perceived Value 0.24 4.17 0.002 

Brand Loyalty 0.36 6.11 0.000 

R² = 0.64 

Adjusted R² = 0.62 

The model explains 64% of variance in brand equity that the psychological aspect of consumers is highly significant 

to determine the brand value. 

 

7.2 Discussion 

The findings confirm the argument that consumer psychology is a significant factor in brand equity and financial 

performance of brands. Among psychological variables that were studied, brand loyalty and consumer trust identified 

themselves as most predictive variables of brand equity. 

First of all, the results show that the consumer trust is a powerful variable in the brand perception and long term 

buying behaviour. The consumers will also repurchase the brand again and also recommend other customers to the 

brand once they consider that the brand is a trustworthy and open brand. This kind of behaviour will ultimately cause 

brand equity and result in the further generation of revenue. 

Secondly, emotional attachment is a significant element in increasing consumer-brand relationship. The emotional 

associations are typically developed on the basis of the routine brand experiences, communication strategy and 

association with the consumer values. Firms which can have a great emotional bond with customers tend to achieve 

more customer loyalty and market position. 

Third, perceived value influences the power of the consumer to balance the benefits received with the cost of a good 

or service. The study has indicated that consumers would be more loyal to brands that offer high value quality, 

functionality and experience. The impression creates a good image and profitability. 

Moreover, financial aspects of consumer psychology are seen through the elevated rate of relationship existing 

between brand equity and brand loyalty. The loyal customers secure the stable sources of income, reducing marketing 

costs, and increasing the customer lifetime values. Companies that possess a good brand equity are also advantaged 

by high pricing, market share and shareholder confidence. 

These results of these studies align with the existing marketing theory that states that consumer attitudes, perception, 

and emotional reactions directly determine the success of the brand as well as its financial performance. Firms that 

invest in consumer psychology are in a better position of devising better branding approaches that not only bring 

satisfaction to consumers but also sustainability in terms of finance. 

In total, the results showed that the brand equity does not entirely rely on the quality of products and the degree of 

advertisement, but the psychological linkage between the consumers and brands. Companies that have concentrated  

on trust-consumers, emotional engagement and value perceptions are more likely to be successful in the long term 

financial viewpoint. 

 

8. Limitations of the study 

The present study has certain limitations, which need to be taken into account during reading the research. To start 

with, the primary data method and conceptual analysis mostly adhere to the use of the secondary data, which may 

suppress the degree of empirical validation on the association between consumer psychology and the economic 

consequences of the study on the brand equity. The limitation is also on the real time achievement of consumer 

attitudes and behavioural differences in different demographic segments since primary data was not employed e.g. 

surveys or experimental research. In addition, the consumer psychology may be influenced by the broad spectrum of 

the contextual factors including culture, economical conditions, and exposure to the technology, yet this research may 

not reflect all these dynamic factors. The other weakness is the scope of the literature reviewed since it may emphasize  
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more on certain industries or geographical locations at the expense of others that may affect the general findings of 

the conclusion. Besides, brand equity is complicated. 

that is evolving over time and this study provides a cross-sectional perspective of the scholarly materials that are 

available. In the future, the research can be enhanced through the application of empirical methods, bigger sample, 

and longitudinal study to obtain a more profound understanding of how psychology-based consumer behaviour 

discovers its measable financial implications on brands. 

 

9. Future Scope 

The further evolution of the consumer psychology study and its financial consequences on the brand equity has several 

possible directions. As the markets are increasingly turning digital and data-driven, research will now be conducted 

on how the new technologies such as artificial intelligence, big data analytics and personalized marketing would 

influence the consumer perception and consequently the brand value. Researchers are also able to investigate the 

psychological impact of the social media activity and reviews and influencer marketing on individual loyalty and 

economic prosperity. A comparative study in various cultural and demographic settings would be more informative 

in the manner that the psychological dimension varies among the consumers as well as in the manner that the disparity 

influences the brand equity across the global markets. Besides, longitudinal research can help to actualize how the 

attitude, trust, and emotional attachment of consumers towards brands evolve over a period and dictate a long-term 

financial success. The results of the behavioral part can also be integrated with the financial features in future studies 

to generate more comprehensive models in order to be employed in the quantification of brand equity. Such a study 

would contribute to the literature and viable solutions to organizations that aim to create brand value, in the same 

breath respond well to the dynamic consumer behavior. 

 

10. Conclusion 

Consumer psychology plays an important role in establishing the financial value of brands in the new markets. This 

study reveals that consumer perceptions, emotions, attitudes, and behavioral responses are critical towards making a 

judgment of brand and recalling the brand. The quality of products or price competitiveness cannot lead the brand 

equity but it has a strong association with the way in which customers are psychologically attached to a brand in the 

form of trust, satisfaction, loyalty, and perceived value. 

In the analysis, it is said that the brands that are able to value the inspirations and the emotional connection of the 

consumers can be more in a position of developing stronger brand associations and loyalty. Knowledge of the brand 

and perceived credibility and attachment are psychological elements that are likely to result in a repeated buying 

tendency and a positive word of mouth message. It is all these that translate to improved market share, foreseeable 

revenue stream and improved financial performance of organisations. 

In addition, the findings show that there are both economic implications on companies relating to consumer 

psychology. The consumer experiences can reduce the cost of marketing as the brand equity and may make the high 

prices and resiliency in competitive or economic stress. Conversely, negative attitude towards the consumers can 

easily disrupt brand equity and to adversely affect the financial performance. This is the reason why to guarantee the 

credibility and applicability in the dynamic markets, the companies must continuously track the consumer mood and 

adjust their branding tactics to the latter. 

Lastly, the implementation of consumer psychology within the brand management strategies needs to fill the brand 

management strategy with a sustainable financial growth. The companies investing in consumer behavior, emotional 

involvement, and perception control stand more opportunities to enhance brand equity and receive financial returns 

in the long-term. The future research may focus on the effect of digital environment, the role of social media, and 

emerging technologies on the development of consumer psychology and what impact they have on the brand value. 
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