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Issue

 In summer 2010, ANA CEO Bob Liodice informed MASB that the ANA 
board agrees there is a need to create “Generally Accepted Brand 
Valuation Standards”Valuation Standards

 As our ANA partners explored the subject further within their CMO 
roundtables, they found that marketers don’t see the need for a 
brand value metric (its relevance hasn’t been proven) nor its role in ( p )
improving operational /strategic performance…and if relevance is 
proven, it’s been poorly communicated and not yet believed by 
marketers. 
Thi ti t i t i l l k t th h This sentiment persists across senior level marketers even though 
the ANA annual survey ranks Accountability as perennial #1 
(Developing and measuring return on marketing investments) and 
Building strong brands often #2 (The challenge of long-term brand g g ( g g
building while being accountable for delivering short term quarterly 
results). 
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Pervasiveness of the Issue

 Further, other constituencies in both the marketing (ANA, 
ARF, 4As, MSI, AMA, IAB et al) and financial/Investment (CFA,ARF, 4As, MSI, AMA, IAB et al) and financial/Investment (CFA, 
SEC, FASB, IASB et al) communities have similar questions:
 Who needs this information? 
 Why do they need it?Why do they need it? 
 What will they do with it?
 How will it help them improve?  

 There is clearly a need to clarify and communicate the 
operational importance of the Brand Investment & Valuation 
Project to all constituenciesProject to all constituencies. 
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Objectives: BIV.MarCom Team

 Effectively Clarify & Communicate the Operational Importance of the 
Brand Investment & Valuation Project to all constituenciesj

 Success Criteria
1. Marketing Association members buy-in to MASB & BIV (May – Oct 2011)

Help recruit 3-5 leadership players (brands) to join Trials/Examples 
2. ANA et al Board of Directors Buy-in to MASB & BIV (Feb 2012 – Feb 2013)

Provide Chair (Liodice) + 3-6 Founding CMO Trustees
3. Marketers (CMOs & CFOs) begin using GABVS/methodology (Sept 2014+)
4 G i # CMO t b d l l B d M k ti C itt (2014 )4. Growing # CMOs to board-level: on Board or Marketing Committee (2014+) 
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BIV MarCom Team Overall Action Plan (March 2012) 

I. Framed-Up Project  & approved by MASB Directors (March 2011) 

II. Formed Project Team, designated leadership (March 2011 & Dec 2012) 

III. ANA Brand Valuation Summit (May 2011)( y )

IV. Commissioned Roger Sinclair to draft “Rationale & Principles”(June 2011)

V. Set Industry Association Schedules w/Boards & Constituencies (Team, Dec - May)

Help w/presentations (Meg, as they are scheduled/needed)

Record feedback for VI

VI. Craft the BIV.Marcom Plan (June - July 2012)

Based on Feedback from Dec – May

Include Links on IA websitesInclude Links on IA websites

VII. Execute Plan (August  2012 – August 2014)

VIII. Engage Investment Community (Improve Financial Reporting Team 2012)

IX. Full speed ahead w/BIV Project/Trials/Standards (BIV Team 2012 - 2014)

Generic model/methodology for BI &V will be primary output of  Trials

X. IA constituencies (inc CMOs & CFOs) say “we want it”, take it, begin using it (Sept 2014+) 

X. Take other Brand Valuators through MMAP Audit (MMAP Center, 2012+)
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VI B: Set IA Schedules w/Boards & Constituencies 

Target constituency by Industry Association (avoid overlap):

Boards Podiums

ANA (CMOs & CFOs): Feb 8 CMO/CFO RT (5/24/12)

4As (Ad Agencies): TBD March 27/28 LA

MSI (I i ht & EDU) A il 19/20 D 10 DCMSI (Insights & EDU): April 19/20 Dec 10 DC 

ARF (Insights?): TBD TBD

IAB (?): TBD TBD

AMA (EDU) TBD TBDAMA (EDU): TBD TBD
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ANA Feedback/Plan   

 ANA Board not interested in BIV being an ANA Board level Project (2/8/12)
 Don’t understand what they would do with it 
 Already have brand metrics 

Won’t be around long enough (self fulfilling prophesy?) Won’t be around long enough (self-fulfilling prophesy?)

 Generally, members of the ANA Board are not the CMOs
 Rather one or two levels down (sr marketing)

 And the CFO (sr finance) is likely an equally important target
 They both must buy-in to and agree with the standards They both must buy-in to, and agree with the standards

 Next steps: engage pairs (brand & finance) in roundtable…listen (5/24/12)
 Invitation letter (Michael 3/1) Suggestions
 Other suggestions (by next meeting)
 List of “couples” from team members (March): List of “couples” from team members (March):

 Kimberly Clark (Michael/Meg)
 Cisco (Jim)
 GE (Michael/Meg)
 Colgate (Earl/Michael/Meg) Colgate (Earl/Michael/Meg)
 AT&T (Michael/Earl)
 Amex (Michael/Earl)
 Don (will work w/several)

 Create Agenda & Questions for RT (April/May) Create Agenda & Questions for RT (April/May)
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MSI Feedback/Plan   

 Dave Stewart gave BIV presentation to MSI academics (12/9/11)
 “Preaching to the choir”

 Next step: Get in front of Trustees/Marketer Scientists (April 19/20)
 Earl ID MASB mbrs who will be attending (Hanssens/Reibstein/Stewart?)
 Meg to supply notes/slides for Academic recruited to cover    
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BIV.MarCom Team

Leads: Michael Palmer (ANA)
Don Sexton (Columbia)

Heroes: Mike Donahue (4As)
Earl Taylor (MSI)
Nancy Costopulos (AMA)
Sherrill Mane (IAB)
Jim Gregory (CoreBrand)
Dave Reibstein (Wharton)
ARF (recruit Bob Woodard Michael/Bob)ARF (recruit Bob Woodard…Michael/Bob)

Admin: Meg Blair (MAF/MASB)
Allan Kuse (MMAP Center)

Meet: 4th Friday Monthly, 10AM ET (w/others scheduled as needed)
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Thank you!Thank-you!

Marketing Accountability Standards Board
of  the Marketing Accountability Foundation


