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Meeting

Natalie Mizik “Valuing Marketing”
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Brand Valuation

There are three main brand consultancies 
producing annual brand rankings:

Interbrand “Best Global Brands”

Published in Business Week in September

Millward Brown “Top 100 Lists”

Published in the Financial Times in April

Brand Finance “The World’s 500 Most Valuable Brands”

Published on their website in April

Interbrand and Millward Brown use the earnings split approach; 
Brand Finance uses relief from royalty 

2010 Mizik



MASB March 2010 Board 

Meeting

Natalie Mizik “Valuing Marketing”

Highly Divergent Estimates of Brand Value
(Rank Order)

Source: Type 2 Consulting
4Apple                             ??
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No Agreement on the Direction of Change

Source: Type 2 Consulting
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Natalie Mizik “Valuing Marketing”
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Summary:

 What is known?

very little (Srinivasan and Hanssens, JMR2009)

 What needs to be done? 

 standardization of marketing metrics

 improvements to financial reporting of marketing 
activities (accounting practices)

 education on research methods

 research to establish long-term effects of mktg

 research to identify valuable Marketing Metrics, i.e., 
metrics with incremental value to existing set

2010 Mizik



Methods of Brand Valuation: 

What is Known   
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THERE IS A JUNGLE OF BRAND VALUATION MODELS, FOR EXAMPLE…

Interbrand-
Model

Historical
costs

Life duration 
approach

Semion-Model

PwC-Model

Price
premium

BBDO-Model Incremental
EPG

Theory of option 
valuation

Et al.



9Marc Fischer MASB Summer Board Meeting 2010

Seven brand valuation 
experts determined the 

brand value for a 
fictitious company based 

on the same data

…WHICH DO NOT CONVERGE AT ALL

Source: Special issue absatzwirtschaft 2004

958AC Nielsen

953Brand Rating

833PwC/GfK

463Interbrand

425 516KPMG

386BBDO

173Semion

+450%

BRAND VALUE 

EUR millions

2010 Fischer
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WE NEED STANDARDS FOR BRAND VALUATION

• Purchase price allocation in acquisitions, 
mergers, and sales of businesses

• Annual impairment tests for recognized 
brands

• Reporting to tax authorities

• Litigation and insolvency proceedings

• Communication to investors

• Securitized borrowing

MMAP 

characteristics of an 

ideal metric

Many external stakeholders only 
accept metrics that meet generally 

accepted accounting standards

Characteristics of an 

ideal accounting 

metric

Where are accounting qualities important?

2010 Fischer
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Source: Cayabyab (GE) 2/16/12

2012 

Cayabyab
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21%

25%

15%

% Mkt Cap

How to 

manage if  

not sure 

where it 

stands or    

if  it’s going 

up or down?

Source: Cayabyab (GE) 2/16/12



The percentage of market value represented by physical and financial assets versus intangible 

factors, some of which are explained within financial statements, but many of which are not.

Source: Laux (Microsoft) 2/16/12

2012 Laux



The percentage of market value represented by physical and financial assets versus intangible 

factors, some of which are explained within financial statements, but many of which are not.

How much 

the brand(s)?

Source: Laux (Microsoft) 2/16/12
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How much the Brand(s)?

 Brand Value is ultimate measure of  marketing’s contribution

 In financial terms

 GE example was 15% - 25% of  Market Cap the one year

 Seemed sizable & worth investigating further

 IFR Team did so this year

 And here’s More about What is Known…  

15
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IFR Team Study*

 All Public Corporate Brands that were:

 In Top 30 

 Valued by each of  4 different methods

 CoreBrand

 Brand Finance

 Millward Brand (Brand Z)

 Interbrand

 Across 3 Years (2010-2012)

 Total = GE plus 8 others (9)

16
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* Led by Jim Gregory (CoreBrand) and Michael Moore (LMU)



2010 - 2012
BV

AVG

Mkt

Cap %

Amazon 10.9 19.9 33.1 13.6 19.4 94.0 21

Apple 66.5 40.0 139.8 43.8 72.5 411.5 18

Coca-Cola 31.5 30.6 72.0 73.4 51.9 159.7 33

GE 36.4 31.9 47.1 43.1 39.6 221.8 18

Google 34.9 41.6 111.2 56.2 61.0 220.2 29

IBM 31.2 36.3 101.1 68.8 59.4 221.3 27

McDonalds 16.7 21.4 80.7 36.4 38.8 91.6 45

Microsoft 40.5 40.7 77.1 59.3 54.4 242.1 23

Toyota 22.6 26.0 22.6 28.1 24.8 142.4 18

AVG $32B $32B $76B $47B $47B $200B 26%

BV: 4 Methods, 9 Corp Brands, 3 Years  

While absolute values do differ by method…overall, the Corp Brand 

represents 26% of  the firm’s total Market Cap for these Top Brands. 

What other unaccounted for “intangible” could be quite that sizable?
17
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Implications

 Marketing’s overall contribution and performance can be 

measured in financial terms (Value of  the Brand)

 In a manner that is acceptable to marketing and finance 

 Once absolute level & direction of  change issues addressed

 Using MASB/MMAP standards & FASB/IASB principles:

 The MASB Brand Investment & Valuation Project (BIV)

 “generally accepted brand investment & valuation standards”

 The BIV Promise 

 The value of  marketing’s contribution will be quantified

 With measurement/valuation standards acceptable to all

 And shown to be quite sizable in relation to overall firm value

 And this will be a true “game changer”

 For the marketing, financial & investment communities
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