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How Should Brand Values be Reported?
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“Too few CEOs, and even fewer boards, have a clear and 

quantified view of the value of their brands. According to 

research conducted by the Marketing Accountability Standards 

Board, brand value on average represents a whopping 19% of 

enterprise value. 

…

For a consumer-driven company—like Victoria’s Secret—the 

brand can represent as much as 50% of enterprise value. 

‘Businesses that don’t measure brand value do so at their own 

peril,” according to MASB CEO Tony Pace. “The long-term 

value of the enterprise is tied to the value of its brands.’

…

(MASB stewarded the new ISO Brand Evaluation Standard 

(20671) through the development, review and approval 

process. Unanimously approved and adopted, the standard 

requires organizations to value their brands at least annually to 

be in compliance.)”

MASB in Forbes  8/06/2019
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Sara Desautels – Director, ANSI

“I’m particularly honored to open this meeting in 

light of the great productivity and success TC 289 

has had with the publication ISO 20671, a global 

standard for brand evaluation, earlier this year.

…

At the technical level, we accredit U.S. Technical 

Advisory Groups, or TAGS, to serve as U.S. mirror 

committees to ISO TCs. The Marketing 

Accountability Standards Board (MASB) 

represents the U.S. as the ANSI-accredited U.S. 

TAG to TC 289.”

ISO TC 289 Plenary Meeting

New York – June 25, 2019 
Opening remarks 
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MASB Position

BRAND VALUE IS MATERIAL AND 
SHOULD BE REPORTED
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Thank-you!


