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BIV Game Changer Phase I (completed)

Project 
Brand Investment &

Valuation (BIV)

(Stewart, K Richardson)

Project 

Objective

Expected

Outcome

Empirically proven model for 

valuing brands & guiding 

investment decisions

Issue

Addressed
Brand represents great Value 

(but how much)

Establish “generally

accepted brand investment & 

valuation standards” 

2013 - 2015When

Strategy

Build bridges from  

customer metrics to 

market metrics to 

financial metrics…  

empirically.
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BIV Game Changer Phase II (Near Completion)

Project 
Brand Investment & 

Valuation (BIV - Drivers)

(Stewart)

Project 

Objective

Expected

Outcome

Empirically proven drivers for 

increasing BP/C & 

Brand Value

Issue

Addressed

Brand Preference/ Choice     

Brand Value 

(but how to increase it)

Establish drivers of  

“generally accepted” BP/C 

standard metric 

2018When

Strategy

Identify drivers and 

practices to 

continuously improve  

the consumer brand 

preference metric, 

improving market 

impact & financial 

performance. 

Note: “drivers” refer to 

actions or decisions brand 

& finance teams can 

implement that will have a 

statistically significant & 

relevant effect on financial 

performance.
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Identified Cornerstone Metric: Brand Preference

Average Variance Explained in

Preference* 

(w/Price & Dist.)
Unit Share

Awareness –

Unaided
52% 48%

Brand Loyalty 50% 45%

Value 41% 32%

Purchase 

Intent
33% 27%

Brand 

Relevance
28% 19%

Awareness –

Aided
28% 18%

Advocacy 23% 15%Brand Preference*

*MSW Brand Preference

S
h

a
re

N=240

r= 0.92



©2019 MASB    5

And How Brand Preference Influences Market

U
n

it
 S

h
a

re

Price PremiumLow High

Brand Preference = X

Brand Preference = X+Y

Grow Share

Increase Price

Mix Grow Share

& Increase Price
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Established Brand Investment/Valuation Model

Brand 

Activities

Operating

Cash Flow**

2

Market 

Share

5

Category

Volume

Price

(Premium

& Absolute)

7

Margin

4

Velocity

3

Customer

Brand

Strength

(Brand

Preference/

Choice)

Brand Value 

1

Distribution

6

Real Options

(Leverage)

External 

Activities*

*Environmental/Social Media, etc. 

**Current & Future Cash Flows inc. volatility & risk
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Established Brand Value Mathematics
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Demonstrated How to Apply for Management
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Through BES Team/ISO Set Global Standard
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Yet Valuating Brands Still Not Common Practice!

◼ Briefing on ISO 20671 Standard

◼ Primarily focused on annual brand valuation requirement

◼ Seven major brands represented

◼ Confidentiality offered

◼ “Astonishing” learning

◼ None of the brands represented in the room currently attempt to 

value their brands

◼ Anecdotal evidence of Brand Preference also losing ground

To remedy this will require that we demonstrate importance of 

systemically and properly valuing and evaluating brands – even if 

that makes some uncomfortable
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IFR Game Changer – Updated Strategy

Project 
Improving  Financial

Reporting (IFR)

(Moore) 

Project 

Objective

Expected

Outcome

Brand Value as KPI, MD&A 

Notes or B/S… better info for 

capital providers 

Issue

Addressed

Intangibles >80%

of  Corp Value

(need better info) 

Marketing at table when 

reporting of  Brand Value is 

required for all brands

2018When

Strategy

Advocate for the inclusion 

of brand value in financial 

reporting.  Having failed 

to thus far engage with 

the accounting 

constituencies, we have 

to engage with other parts 

of  the financial/ 

investment community.  

So financial returns from 

corporations will 

ultimately be driven and 

measured by buyer 

behavior in markets.
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Brand Value Dataset & Case Studies

◼ Develop set of case studies demonstrating why valuing brands 

matters to:

◼ Investment Community – Investors & Analysts 

◼ CEOs/CFOs/CMOs

◼ Boards

◼ Government agencies (e.g. SEC)

◼ We will:

◼ Start with acquired brands that have reported brand related 

goodwill/values on their financials

◼ Include both positive examples and those with negative outcomes
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Example: Kraft-Heinz

◼ $15.5B Write Down in 

calendar 2018 Q4

◼ $6.9B Goodwill

◼ $8.6B Brands - Kraft $4.3B, 

Oscar Mayer $3.3B

◼ Remaining $36.5B Goodwill 

& $49.5B Brands

◼ Footnotes foreshadow 

future impairment



©2019 MASB    14

Example: Hostess

◼ Facing bankruptcy, brands 

and portion of plant 

acquired for $185M

leveraged investment 

($400M total)

◼ ~4 years later returns to 

stock market at $2.2B

market cap

◼ More than 10X return

◼ Twinkies were selling on 

eBay for thousands – good 

indication not a brand 

preference problem
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Example: Gillette

◼ $8.3B Write Down in Fiscal 2019 

Q4 (ended June 30)

◼ $6.8B Goodwill

◼ $1.5B Brand

◼ Original carrying value was 

established in 2005

◼ Question of what drove decline:

◼ Pricing strategy?

◼ Decline brand preference?

◼ Currency devaluation?

◼ All these are covered in brand 

evaluations
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Example: Disney Acquisition of Marvel

◼ $4.3B Acquisition in 2009

◼ ~30% Premium

◼ Added $2.2 Billion Goodwill to 

Disney’s Book

◼ Rights to 5,000 Character Brands 

incl. Iron Man, Captain America, 

The Incredible Hulk, Captain 

Marvel, and the Avengers 

◼ Transition of Marvel from ‘Comic 

Books’ to ‘Cinematic Universe’ 

(rare case of category realignment)

Credit: Marvel Studios
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Example: Disney Acquisition of Marvel (cont.)

“I think it was [Disney CEO] Bob Iger’s masterstroke,” says Tom DeSanto.

“The one thing that Disney was lacking was a big footprint in boys’ 

merchandising. They had girls with the Disney princesses, so this gave them 

the other half.”

DeSanto has been a writer and/or producer on the highly successful X-Men and 

Transformers movies, so he knows this end of the business well. He also thinks 

Disney’s purchase of Marvel has already paid off.

“They were able to, I think, almost get the company for free,” DeSanto says. 

“By that, I mean, they paid for the company, and with Avengers and all the box 

office and DVD and licensing and merchandising, their investment was 

basically paid back. They were in profit mode already. And now they own these 

characters in perpetuity.”

Source: Jim McLauchlin DISNEY's $4 Billion Marvel Buy: Was it Worth It?
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Next steps

◼ Find academic institution willing to devote resources (perhaps 

a post-doc) to:

◼ Systematically identify cases

◼ Database results in consistent form

◼ Generate compelling case studies

◼ MASB leverage findings to magnify message:

BRAND VALUE IS MATERIAL AND 
SHOULD BE REPORTED
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BIV Team Members

Team Leaders 

Team Heroes 

Tony Pace

MAF/MASB

Staff  

Erich Decker-Hoppen 

Communication

Frank Findley 

MASB ED

Sponsor

Dave Stewart 

LMU 

Jim Meier 

MillerCoors (ret)
Mike Donahue

ANA

Tim Gohmann

BSL

Sunny Garga

(m)PHASIZE

Vithala Rao 

SCJ/Cornell

Alex Haigh

Brand Finance
Stephen Diorio

Forbes-MASB

OPEN 

Mark McLaughlin Brian Hamilton

DoubleCheck Advert.
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IFR Team Members

Team Leaders 

Team Heroes 

Tony Pace

MAF/MASB

Staff  

Erich Decker-Hoppen 

Communication

Frank Findley 

MASB ED

Sponsor

Michael Moore 

LMU
Open

Neil Bendle

Ivey

Bryn Anderson

Brand Finance

Dave Stewart 

LMU 

Vithala Rao 

SCJ/Cornell

Alex Haigh

Brand Finance
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