INTERNATIONAL ISO
STANDARD 20671-1

First edition
2021-11

Brand evaluation —

Part 1:
Principles and fundamentals

Evaluation des marques —

Partie 1: Principes et fondamentaux

Reference number
1SO 20671-1:2021(E)

© IS0 2021


https://standardsiso.com/api/?name=d991fa9b936274ae14dce814997e6ac9

ISO 20671-1:2021(E)

COPYRIGHT PROTECTED DOCUMENT

© 1S0 2021

All rights reserved. Unless otherwise specified, or required in the context of its implementation, no part of this publication may
be reproduced or utilized otherwise in any form or by any means, electronic or mechanical, including photocopying, or posting on
the internet or an intranet, without prior written permission. Permission can be requested from either ISO at the address below
or ISO’s member body in the country of the requester.

ISO copyright office

CP 401  Ch. de Blandonnet 8

CH-1214 Vernier, Geneva

Phone: +41 22 749 01 11

Email: copyright@iso.org

Website: www.iso.org

Published in Switzerland

ii © IS0 2021 - All rights reserved


https://standardsiso.com/api/?name=d991fa9b936274ae14dce814997e6ac9

ISO 20671-1:2021(E)

Contents Page
20 T2 o iv
5 L0 o0 1 1 o ) TS \'4
1 SCOPI@ ... 1
2 NOIIMALIVE TEEGT@IICES ..........ooooooee e 1
3 Terms and definitIONS ... s 1
4 Prineiples-ofconducting-abrand-evaluation

41 General principles....n
4.2 Transparency

4.4 (00 =T 174 172
5 Brand evaluation fundamentals
5.1 General......ioicocin.
5.2 Elements.............
5.2.1 General.........
5.2.2 Tangible elements..
5.2.3 Quality elements......
5.2.4 Innovation elements............nd oo
5.2.5  Service elements. ... S
5.2.6 Intangible elements ...y
5.3 DIMENSIONS w.ooeooeeeeeeeeeeeeeeeeeeeeseeeeesespagee e
5.3.1 Legal dimension........
5.3.2 Customer/other stakeholder'dimension ..
5.3.3 Market dimension.........c.@s oo

5.3.5 Financial dimenSion™S s e
6 Brand evaluation considerations
6.1 Personnel ...l ).
6.2 Practices and progesses....
6.3 Brand evaluatiemraudit.......

6.4 Data sourcing..=7.......cc......
6.5 Brand evatuation results

Annex A (informatiye] Examples of indicators for elements and dimensions
s

4.3 COMSISTRIICY oo

5.3.4 Economic and political environment dimension .................

HOGIAPIY ... S e

© IS0 2021 - All rights reserved

iii


https://standardsiso.com/api/?name=d991fa9b936274ae14dce814997e6ac9

ISO 20671-1:2021(E)

Foreword

ISO (the International Organization for Standardization) is a worldwide federation of national standards
bodies (ISO member bodies). The work of preparing International Standards is normally carried out
through ISO technical committees. Each member body interested in a subject for which a technical
committee has been established has the right to be represented on that committee. International
organizations, governmental and non-governmental, in liaison with ISO, also take part in the work.
ISO collaborates closely with the International Electrotechnical Commission (IEC) on all matters of
electrotechnical standardization.

The proce@lures used to develop this document and those intended for its further maintenance
described In the ISO/IEC Directives, Part 1. In particular, the different approval criteria needed forj
different types of ISO documents should be noted. This document was drafted in accordance 'with
editorial ryles of the ISO/IEC Directives, Part 2 (see www.iso.org/directives).
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Introduction

0.1 General
Brands are one of the most valuable yet least understood assets.

A brand identifies an entity’s goods, services or the entity itself as distinct from what is offered by
another entity. A brand can thus be connected to an entity, a product/service, lines/portfolios of
products, a city, a region, etc. The offering entity can be commercial or not-for-profit. In all cases,
however the functlon of the brand is to estabhsh a dlstlnctlve 1dent1ty for the entlty in the market.

[ i 's goods or
is benefit(s)
idation with
ons. These
hgagement
nefits, and

with them. Brands ultimately exist in the minds of stakeholders as the impressions, be
experiences that they associate with a good or service.

who value
le primary

Brands have value to both, the entities that have rights to the brand.and to stakeholders
the[functional/emotional/social benefits and experiences they associate with the brand. T}
purposes of a brand are to increase the total business value of the-hrand-using entity, reduge risk, and
exténd the sustainable existence of the brand-owning entity. €ven though brands vary markedly in
termns of the benefits or experiences that define them, it is undisputable that a strong brand can bring
fingncial benefits. In practice, strong brands attract customers and add revenue througll increased
pride and/or volume premiums including repeat purchaserloyalty. More broadly it is also the case that
brapds can reduce costs and create a competitive advantage in the minds of stakeholders. A prand thus

has|an impact on revenue and profitability and can‘influence corporate value.
0.2| Brands as financial assets

Fro
of t

n an entity’s viewpoint, a strong brandis’a valuable asset. Its value ultimately depends ojn the value

ent
pro

a nq
a se
is imtended to serve as the\standard for the development and implementation of other st3

bra
wil

0.3

Bra
bra
Bra

whether it be internal or external (as with an investment, purchase, sale or licensing agreg

he brand to stakeholders. Therefore;there are two different vantage points from which
ty can assess the value of its brahds. One is through a financial valuation approach.
vides more details on approaches’for doing brand valuations. The second vantage point
n-financial evaluation approach. This document puts forth a rigorous framework for the
t of principles for conducting a brand evaluation from an input/output point of view.

hd evaluation and yaluation. Since it is a meta-standard, it is anticipated that further d¢
result in greater-precision in defining terms, measures, and processes.

Brand evaluation and brand valuation

nd evaluation refers to the measurement of the value of a brand using relevant indicatd
hd development elements and output dimensions that assess the impact of the brand on
d#raluation refers to the estimation of the monetary value of a brand to a company in a t

an offering
ISO 10668
is through
latter and
As such, it
ndards for
velopment

rs of input
onsumers.
ransaction

ment). It is

the financial equity the company has in the brand as a transferrable asset. Brand evaluation is broader
and includes non-monetary considerations.

Brand evaluation and brand valuation are related and synergetic with each other. Brand valuation is
defined from the entity’s point of view. Brand evaluation derives from the stakeholder’s point-of-view.

This document focuses on brand evaluation but considers this within a general framework that
recognizes the relationship between brand evaluation and brand valuation.

0.4

Brand evaluation framework

The complete brand evaluation and brand valuation framework is illustrated in Figure 1. The
framework has three parts. Each part calls for identifying the value of a brand in a particular way. Each
part builds on the prior part in moving from evaluating the brand from the stakeholder’s to the entity’s
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point-of-view. It identifies input elements used to develop brands and output dimensions that assess
brand strength, which leads to brand performance, financial results, and ultimately brand valuation.
Emphasis in this document is on the overall principle of analysing and reporting brand value and
on details of the input and output components of this framework. It should be noted it is possible to
consider each of the three parts of the framework separately.

BRAND EVALUATION BRAND VALUATION

Brand development Brand strength and brand performance Monetary value

Inputs ’ ‘ / Outputs \
f BRAND
L LEGAL )——{ STRENGTH } BRAND

BRAND VALUATION
SUPPORT CUSTOMER/ I
> STAKEHOLDERS ‘L — INCOME APPROACH
“=>"| | — COST APPROACH
BRAND f BRAND
ACTIVITIIES | MARKET ]— [PERF ORMAN CE] — MARKET APPROACH

ECONOMIC
POLITICAL \iz

_
FINANCIAL FINANCIAL
\L RESULTS /
T
- ,

CONTINUOUS IMPROVEMENT

Figure 1 — Brand evaluation framework

0.5 Brand development

Brand development is based on, the contribution of the five elements: tangible resources, quality,
service, infiovation (technology. et process), and intangible resources. These five elements underlie|the
success of any brand, and canbe (eventually) considered as causal determinants of the strength of|the
brand. Brajnd-operating éntities contribute necessary input or investment in the five elements, which
form the fpundation ofbrand value. Brand value is then delivered and communicated to the market
through taftical brand support and brand activities.

0.6 Brand stréngth and brand performance

Brand strength is the extent to which a brand is positive or negative in its potential to affect custonders
and other stakeholders. This can be measured in many ways. Different dimensions, such as the legal
strength of the brand or its strength as measured by consumer ratings, can be used. For any one
dimension there are multiple possible indicators.

Possible indicators of each dimension for assessing brand strength are detailed in this document. In
assessing the value of a particular brand, it is necessary to select indicators that are appropriate and
relevant to that brand. Different indicators and weights might be used, for example, for fast moving
consumer goods versus luxury services versus industrial goods versus destination cities.

Brand performance evaluates the brand’s impact in the market. For instance, a strong brand might have
a weak impact in a market category if other purchase factors are more important than the brand. A
weaker brand might have a greater impact if other purchase factors are not important. (The level of
competition would be an example of other purchase factors.)
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Evaluating brand performance requires an in-market comparison or simulated market test to estimate

the extent to which a selected measure of brand strength translates into a different level

of sales or

acceptance. The second part of the framework, the middle section of Figure 1, calls for determining
brand performance as a measure of the extent to which brand strength is correlated with or affects
brand performance in a market test appropriate to the brand. In other words, brand performance

provides an estimate of the extent to which brand strength affects market level customer/s
behaviour. This can also include measures of financial results.

0.7 Brand valuation

takeholder

Brand valuation reflects the process of assessing the monetary value of a brand. Brand strength and

performance can be applied to a financial cash flow metric such as sales velocity or maxg
ordpr to attribute a brand’s contribution to cash flow. This provides a final measure of mone
valge. Thus, a brand performance assessment naturally feeds into a monetary brand valuati

0.8| Continuous improvement

Conftinuous improvement is informed by changes in brand evaluation results between tv
Prepently brands are too often taken as incidental business expenses necessary for the sak
a nfme, a logo or a trademark. Brands can be proactively managed,and measured at lea
to ihcrease entity value. Therefore, brands shall be managed using this'brand evaluation d
incease entity value as established by improvements in brand strength and brand perfor

er returns on the brand asset to the entities which use and own the brand. This documen
Stitutes a basis or departure point for high-level corporate planning and governance, inc
ctices for brand management.

Thd
strgngth, brand performance, and financial results, targets can be defined not only for t
planning process but also for investors and lenders who realize the importance of brands
assets.

The
it c
rest
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the
Bra

three-part framework tecognizes that any brand evaluation is complex and multidimen|
pnstitutes information)for multiple uses. Moreover, brand evaluations for some purpo
ricted to brand stréngth. Improvements to brand strength can be identified through
isurement of the relationship between brand input elements and the dimensions that maK
ngth. In thig’framework, however, brand strength is a first step in evaluating brand pe
impact of the'brand in the market, where other variables such as competition can affect
nd perforgiance can in turn be used as part of a method for determining a monetary brangd

n levels in
tary brand
bn.

/o periods.
e of having
bt annually
cument to
mance and

ck loop for
investing
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t therefore
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principles of this framework also-apply to external investors and lenders. By evaluating brand

he internal
hs valuable

sional, and
es may be
continuous
e up brand
rformance,
outcomes.
| valuation.
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Brand evaluation —

Part 1:
Principles and fundamentals

1 [Scope

Thif document specifies the fundamentals and principles for brand evaluation, including an
framework for brand evaluation containing necessary brand input elements, output’dime
sanjple indicators.

Thip document can be used in internal and external brand evaluation.

2 |Normative references

Thdre are no normative references in this document.

3 |Terms and definitions
For|the purposes of this document, the following terms’and definitions apply.
[SOJand IEC maintain terminology databases foriise in standardization at the following add

— |ISO Online browsing platform: available.at'https://www.iso.org/obp

— |IEC Electropedia: available at https://fwww.electropedia.org/

3.1
brand
intgngible asset, including batynot limited to, names, terms, signs, symbols, logos and dg
conpbination of these, intended to identify goods, services or entities, or a combination of the{
disfinctive images and dssociations in the minds of stakeholders (3.1.2), thereby generatin
benjefit/values

3.11
entjty
ind{vidual ot group of people structured as a sole-trader, corporation, company, joint ve
for |profit ‘organization, firm, enterprise, authority, partnership, charity or institution,
conpbination thereof, whether incorporated or not, public or private, that owns and/or h4

integrated
nsions and

esses:

signs, or a
e, creating
b economic

nture, not-
or part or
s the legal

owiership or legally/contractually authorized rights to use and/or promote the brand

3.1) in the

category (3.1.3) for some economic or societal benefit

3.1.2
stakeholder(s)

person(s) or discernible group(s) of individuals that can affect, be affected by, or perceive itself

(themselves) to be affected by a brand strength (3.2)

3.1.3
category

segment of the market, economy or society where discernible goods or services associated with the

brand (3.1) are offered
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3.2

brand strength
non-monetary, point-in-time calculation of relevant dimensions (3.4) and indicators (3.6) of a brand (3.1),
which illustrates the perceived competitive strength, compared to its competitors amongst stakeholders

(3.1.2)

3.3
brand per

formance

evaluation of the brand’s (3.1) impact in the category (3.1.3) as established by a market test (3.3.1) of its
brand strength (3.2)

3.3.1

market te
research a
brand strer

3.4

dimensior
consistent
of brand st

3.5
elements
discernible
innovation|

3.6
indicator

5t
Ctivity conducted in a category (3.1.3) amongst stakeholders (3.1.2) to assess thé)jimpad
gth (3.2) on brand performance (3.3)

1S

rength (3.2)

components of a brand (3.1) comprised of tangible;\intangible, quality, service
components

validated metric that is measurable as part of the market test (3.3.1) and informs the brand stref

(3.2), bran

3.6.1
indicator
set of cons

3.6.2
measure
piece of in
numerical

3.7

brand eva
measurem
elements (3

3.8
brand val
worth of a

39

| performance (3.3) or brand valuation (3.9)-&xercise

category
stent and dependent indicators (3.6) that can be represented as a single dimension (3.4)

formation or data that_is regularly and reliably collectible and can be represented
metric

Jluation
bnt of brandistrength (3.2), brand performance (3.3) and financial results using reley
.5) and.dimensions (3.4)

e

t of

group of validated indicator categories (3.1.3) or indicators (3.6) thatunake up a component

and

gth

S a

rant

brand as an assetIor an entity

brand valuation

measurem

ent of monetary brand value at a point-in-time

4 Principles of conducting a brand evaluation

4.1 General principles

The evaluator assesses the brand on both elements and dimensions using the relevant indicators and

justifies th

eir inclusion and relevance to the brand.
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The internal or external evaluator conducts a brand evaluation using the framework and principles
contained in this document.

The evaluator has an obligation to justify the strength of the indicator, the sources of data that inform it,
the frequency of data accessibility and its limits in reflecting the contribution of the dimension toward
brand value.

When necessary, independent experts shall be drawn upon to aid in an objective audit of the indicators.

Fur

thermore, the evaluation shall reflect the following principles:

Tl £, il JdoCC

e different

4.2

qu

4.3

To
con

4.4
Thd

5

5.1

The
dim
det
the

Br;:\Ed evaluation processes shall be transparent. This requirement includes discl

L A | 1 + Lall L 1 £+l £ otal-alb o1 d L
1I1IC UIlI'dIlU CvVvdliudiUul olldIl UU LUIIOUIUUD Ul LUIIU 1Idll UlIdl UITITICTIIU OSULANRNUIIVIUCTT O lllCl_y I1IdV
importance, represented by relative weight, for the elements and dimensions, and hav|
representative indicators that are used for evaluating the specific stakeholder groap.

of differing perspectives. Different elements and dimensions may use different methods
the impact of the elements and dimensions with the relevant stakeholder,group. Qualitati
methods and quantitative analysis methods may both be used in the process of brand ev

Transparency

tification of evaluation inputs, outputs, assumptions and risks.

Consistency

hchieve comparable results in an evaluation, the methodology used for the evaluati

Objectivity

evaluation shall be performed free of partiality.

Brand evaluation fundamentals

General

fundamentals.of brand evaluation focus on evaluating brand value using both ele
ensions, thereby determining brand strength, brand performance, and financial resultj

external reactions to the brand.

b differing,

The brand evaluation shall be conducted using the multiple elements and dimensions andl conscious

Lo evaluate
ve analysis
aluation.

bsure and

n shall be

Kistent. If the methodology shall be changed;changes shall be noted and the ability o compare
restfilts explained.

ments and
. Elements

ermine theinput which the brand operating entities allocate to the brand, while dimensiofis measure

Apq

lieable indicators shall be determined, e.g. according to company size, particular typ

b of brand,

purpose of the brand evaluation, different external regulating environment. Each of them may require
a different type of analysis. They shall be compared with major competitors or alternative brands.

Lists of indicators for elements and dimensions for different types of brands are provided in Annex A.

5.2

5.2.

Elements

1 General

Elements refer to internal allocations to activities or resources influencing brand value, mainly in
perspectives of tangible, quality, service, innovation, and intangible elements.

©IS
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5.2.2 Tangible elements

Tangible elements refer to identifiable and directly measurable resources which are controlled by the
entity. Indicators of these elements include, e.g. material resources and financial resources.

5.2.3 Quality elements

Quality elements refer to resources allocated to quality commitment, quality management and perceived
quality. Indicators of these elements include, e.g. quality management system implementation, process

documentation and qualified quality managers.

5.2.4 anlovation elements

Innovation
include, e.g

5.2.5 Se

Service elg

elements refer to resources allocated to innovation activities. Indicators of theselelemd
. innovation capability, sustainability and effectiveness.

rvice elements

ments refer to activities which aim to satisfy the needs of customers and enhance b

bnts

and

perception| and engagement. Indicators of these elements include, e.g. serviecé capability and seryice
effectivengss.

5.2.6 Intangible elements

Intangible elements refer to intellectual, strategic and culturakresources. Indicators of these elemé¢nts
include, e.p. history, heritage/tradition, brand positioningzand personality, brand image, human
resources and knowledge management.

5.3 Dimjensions

5.3.1 Legal dimension

Legal dimgnsion refers notably to the brand’s status of protection and the scope of brand rights pnd
their owndrship. Indicators of this dimension include, e.g. assessments of trademarks, trade narpes,
copyrights| patents, Internet domairs,)Jand other intellectual property related aspects.

5.3.2 Cupstomer/other stakeholder dimension

Customer/pther stakeholder/dimension refers to both, the psychological and behavioural perception
and respopse. Other stakeholders also may play an important role in brand evaluation, such as
employees| trade/supply chain partners, investors, banks, government, media, community.

Indicators pf this,dimension include for example, how customers/stakeholders think and feel about{the

brand and
positive or

how the discuss it in positive or negative ways, customer/stakeholder actions that re
negative reactions.

f|lect

These indicators often require direct measurement with customers through market research regarding
the functional, emotional, and/or experiential qualities associated with the brand.

5.3.3 Market dimension

Market dimension refers to the actual status of the market and opportunities for the development of a
brand and the structural limitations that market conditions may impose.

Indicators of this dimension include for example, market size, number of competitors, strength
of competition, competitive innovation, distribution channels, the favourable or unfavourable
market forces or trends that affect a brand due to specific market conditions, market potential and
internationality.

4 © IS0 2021 - All rights reserved
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5.3.4 Economic and political environment dimension

Economic and political environment refers to the macro environment in which a brand is operating.
This dimension includes the indicators of favourable or unfavourable external forces or events outside
of the market itself. This includes for example, trade agreements and government monetary policies
that may positively or negatively affect the performance of the brand.

5.3.5 Financial dimension

Financial dimension refers to the financial status and the financial potential of a brand. This information
is oftenderived from prnfif andloss accountsandbalance sheetsorother financial reports of "ompanies'
citig¢s or regions. Indicators of this dimension include, e.g. profits, cost savings, margins, incpme, brand
invg¢stment, volatility, revenue, cash-flow, GDP, ROI and payback period, channel investmenfts and risk
ratgs.

6 |Brand evaluation considerations

6.1 Personnel

A period of relevant professional experience for a qualified brand evaluation manager and qualified
brapd evaluator is required before brand evaluators/managefs and brand valuators indgpendently
take responsibility as specified in this document.

6.2| Practices and processes

The brand evaluator is responsible to:
— |Identify the relevance of elements and diménsions, and monitor and measure their indidators.
— |Identify which indicators are valid and'which are not.
— |Disclose the rationale for the selection of/exclusion of measurable indicators and their assembly.

— | Disclose the calculation of any specific formula used to calculate an indicator, and when gdppropriate
a sensitivity analyses to theumain parameters used in the evaluation models.

— |Identify the nature and frequency of monitoring and reporting of the indicators.
— |Disclose the assumptions in case an indicator is prohibitive to measure.
— |Describe thescontext in which the evaluation is carried out.

The entity shall retain appropriate documented information as evidence of the results.

6.3| /Brand evaluation audit

A brand evaluation audit establishes or validates the minimum practices to conduct a brand evaluation
for a specific entity. The entity may conduct audits at planned intervals or as required.

A brand evaluation auditor confirms the integrity of the brand evaluation system, its compliance with
this document and/or reviews whether the brand evaluation practices of the entity are effectively
implemented and maintained.

6.4 Data sourcing

The evaluator shall make sure that the data required for the evaluation are available in an adequate
form and quality with a commercially reasonable effort and relating to competitors. The data shall
either be provided by the brand’s owner or by qualified external parties.

© IS0 2021 - All rights reserved 5
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In the course of the evaluation, all the input data and assumptions shall be checked for relevance,
consistency, accuracy and validity at the evaluation date.

If data are lacking or are of insufficient quality, the evaluator shall make estimates and assumptions
for individual categories in exceptional cases. At any rate, these estimates shall be clearly declared and
documented in the course of the evaluation.

6.5 Brand evaluation results

The results of the brand evaluation exercise can be referred to as a point-in-time representation of

brand stre

noth hased on annluving annraonriate and relevantindicators
=] PO S PP or

As indicatg
considered
either dire
strength in
using entit

d in the discussion of dimensions, it is recommended that brand evaluation reperting
within the context of the broader market and the competitive brands. This can begdon
Ct comparison of the data, normalizing the information against a simple scale, e.g. to a by
dicator, or another method that has been agreed upon between the evaluaterand the br
y reviewing and applying the findings.

Potential applications of this brand evaluation can take the form of an indicater‘scorecard, scen

analysis fr
brand valu
and the br4

The audiet
manageme

hmework, brand-tracking program, or as an input to an analysis_of-brand performance
ation. Additionally, it can be applied to any other purpose deemed useful by the evalu
ind using entity.

ces for a brand evaluation report can include, but aremot'limited to, brands using en
nt, employees, shareholders, investors, licensees, general public disclosure, etc.

F be
e by
and
and

hrio
and
htor

tity
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Examples of indicators for elements and dimensions

Tables A.1 to A.4 give examples of indicator categories to illustrate the elements and dimensions of

brapd-evaluation—Each-indicator-category-canbe-analysed-with-specificindicators—he-evaluator shall
decjde which indicators apply, e.g. for small and medium size enterprises (SME) vs. large.fompanies,
city] brands or any other types of brands. The examples are given for companies and cities‘and regions.
Table A.1 — Indicators for elements for companies
Elements Examples of indicator categories Examples.of specific indicators
Tangible Material resources Land, Yequipment, raw] materials
andnatural resources
Financial resources
Liquidity
Brand investments
Marketing budget
Legal protection
Legal costs
Long-term brand investinent
Qudlity Quality commitment Quality = management system
implementation
Quality managerent
Process documentation
Customer involvement
Qualified quality managers
Perceived quality
Price elasticity of demand
Price quality relationship
Serpice Service offerings Number of services
Service capability Number of qualified persons for
services
Service effectiveness
Service responsiveness
Customer service satisfgction
Innpvation Innovation capability R&D spending
Innovation effectiveness Numbers of patents/ney products/
new markets
Sustainahle r]oxrn]npmunf
Qualified research employees
Market research confirmed
customer need
Intangible Cultural resources Company history/heritage/
tradition

Intellectual resources

Strategic resources

Brand strategy (brand positioning
personality, image, campaign, etc.)

Human skills
Knowledge management

Reporting
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Table A.2 — Indicators for dimensions for companies

Dimensions

Examples of indicator categories

Examples of specific indicators

Legal

— Extent of protection
— Brand
international)

— Extent of use

registrations/trademarks
(in different levels: local, national,

Trademarks
non registered

registered/

Trademark classes
Ownership and limitations

Domain registrations/
Number of fnp-]pvp] domains

Registered patents

Number and type of regulations

Customer/Stakeholders

— Brand awareness

— Brand image

— Social media engagement
— Brand customer relations
— Brand preference

— Behavioural response

— Customer loyalty

— Social/ecologic
Sustainability

responsibility,

Aided awareness

Website hits, visits, search voluine/
downloads

Signups-for email permissions

Social media likes/
followers/subscribers

Customer satisfaction

Net promoter score
Number of conversions
Number of loyal customers
Number of new customers

Number of drop-out customers

Market — Market size Market size in volume/value
— Market'share Market growth
— Ehange of total market Market potential
=<~/ Segmentation Market/media exposure
— Competition/differentiation Distribution channels
Number of direct competitgrs/
peer group
Internationality
Economic/ —tegatenvironmernt Security
Political Environment
— Regulations Number of regulations
— Economic indicators Unemployment rate
— Governance Entry barriers
Labour shortages
Potential risks
Trade agreements
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— Margins
— Income

— Brand/marketing investment

Dimensions Examples of indicator categories Examples of specific indicators
Financial — Profits Revenue
— Costsavings Cash flow

Year-over-year cost per unit
Operating contribution

Earnings before interest and taxes

— Innovation effectiveness
— Intellectual property

— Sustainable development

(EBIT)
— Volatility
Channel investments
Cost of capitalrate
Return onyInvestment (ROI)
Risk rate
Table A.3 — Indicators for elements for citiés and regions
Elements Examples of indicator categories Examples of specific indicators
Tangible — Investment/financial resourcés Government spending
— Tourism infrastructure Number of inhabitants
— Healthcare infrastructure Number of  hospitpl  beds/
hotel rooms/schools/unjiversities
— Safety infrastructire L
Marketing and communication
— Education infrastructure spending
Cultural infrastructure
Reception capacity
Road/air/rail access and capacity
Quqlity =~ Quality of infrastructure Number of doctors/1 00[0
— Quality of services Police/1 000
College/university spot§/1 000
Primary education spacps/1 000
Quality of life
Serpice — Service offerings Customer service satisfgction
— Service capability Number of qualified persons
— Service effectiveness Service access
Innovation — Innovation capability Number of new companies

R&D spending

Number of
patents registered

trademarks/

Position in international rankings

Qualifiedresearch and development
employees
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