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For an effective prediction of firm’s value, it is essential to have 

information about customer equity. A firm’s actions at any time do 

not only affect the present customers, but also affect its ability to 

attract and retain potential customers in the future. In this paper,we 

assess the number of customers in future by considering present and 

potential customers through accurate prediction of customer equity. 

We propose a new formula for predicting customer numbers using, 

two indices of Purchase Index and Repurchase Index.Both indices 

are modeled by Markov Chains, in which customer equity is 

computedbyusing the interval estimation method of Huang [1]. The 

Markov chains’ results reveal that during the course of following 

years both indices are declining and hence both customer equity and 

company’s value will be in risk. New strategies such as better 

service quality and upgraded customer support system would help 

torecover both indices. 
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