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Brand perception, cash flow stability, and financial policy
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7. Conclusion

This paper demonstrates that intangible assets have an
impact on corporate financial policy. I focus on character-
istics of brand, which accounts for a large portion of firms'
overall value and is relevant to firms across various
industries. To examine the role of intangible assets,
I employ a novel data set of consumer brand evaluation,
the Brand Asset Valuator, which summarizes individual
attitudes towards different brands using US household
surveys. The main measure of this paper, brand Stature,
captures the degree of familiarity and loyalty that con-
sumers feel towards a certain brand. I use the Stature
measure to test whether positive perception of a brand
affects cash flow stability. Marketing literature shows that
a strong brand generates a clientele of loyal consumers
who have a high subjective value for the firm's products
and are willing to stick with them over time. As a result,
firms with favorable brand perceptions should enjoy a
more stable stream of future profits and lower riskiness.
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