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Preface of the Series

As the global marketplace becomes increasingly competitive and
consumer behavior more complex, the need for structured and measurable
brand strategies has never been greater. While creativity remains at the
heart of branding, it is metrics that provide the clarity needed to guide,
assess, and refine brand-building efforts. This volume, focused on Brand
Management Metrics, seeks to bridge the gap between abstract brand

concepts and tangible business performance through data-driven insights.

Brand equity, loyalty, perception, awareness, and engagement are no
longer intangible ideals they are measurable dimensions that directly
influence a company's success. In editing this collection, our goal was to
present a comprehensive view of the metrics that matter most in today’s
branding landscape. Each contribution has been carefully selected to
highlight both foundational principles and emerging practices in brand
measurement, offering a well-rounded perspective for academics,

practitioners, and students alike.

The chapters in this work cover a wide spectrum from traditional
performance indicators like Net Promoter Score (NPS), Brand Recall, and
Customer Lifetime Value, to more contemporary approaches that leverage
digital data, sentiment analysis, and real-time tracking. What unites these
diverse viewpoints is a shared emphasis on accountability and strategic

insight.

We believe that this compilation will serve as a valuable resource for
anyone seeking to understand how strong brands are built and sustained
through the intelligent application of metrics. Whether you are developing a
brand, managing one, or studying the impact of branding on business
outcomes, the tools and perspectives offered here will help you see beyond

the logo and into the true value of a brand.



It has been an enriching experience to curate these contributions, and I
extend my sincere thanks to all the authors, researchers, and practitioners
who made this work possible. I trust that the ideas and insights presented

will inform and inspire the next generation of brand leaders.
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