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Corporate Value Skews Toward Intangible Assets
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Financial Value of Brands Survey (2019/20)

◼ ~ 80 responses from the 950 senior marketers invited

◼ ~ 26% reported having process to measure the value 

of brands in “economic/financial terms”

◼ Yet, in qualitative follow-ups with these respondents, 

only 1½ (generously) actually did have process

◼ Most ‘valued’ brands in non-financial terms

False Positive          Financial Value of Brands
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3%

11%

25%
29%

32%

No InterestLow InterestModerate InterestHigh InterestVery High Interest

Base: 63

Q: Going forward, how interested are you in having a process in place at your company to measure brand value?

61%

86%

Future Interest in Brand Value Measurement
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MASB Summit Quote
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MASB Summit Quote
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MASB Summit Quote
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MASB Position

Regular measurement of brand value 

and strength advantages the practice of 

marketing by demonstrating the material 

contribution of brands to the overall 

value of the enterprise
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Financial Value of Brands (FVB)

Project 
Financial Value of

Brands (FVB)

(Stewart & Moore) 

Project 

Objective

Expected

Outcome

Brand owners will systematically 

monitor changes in the financial value of  

their brands and determine the 

corresponding drivers

Issue

Addressed

Demand Intangibles are not well 

identified and reported & Marketing’s 

role in generating cash flows and 

enterprise value is not well understood 

by many managers

Generate practical guidance for 

financially valuing marketing outcomes 

and in so doing encourage adherence to 

ISO 20671 for periodic brand evaluation

2022When

Strategy
Continue to discuss and 

publish on this topic through 

illustrative case studies and 

proactively assist brand 

owners in developing their 

specific financial valuation 

approach.  Demonstrate the 

connection of  brand to 

outcomes specifically cash 

flows.  Establish the linkages 

between customer franchise, 

brand preference, and other 

marketing influenced factors 

to core sales, profits, and 

enterprise value.
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MASB Engaged in a 5-Prong Approach

1. Build Up Illustrative Case Studies

2. Fill gaps in academic and practitioner literature 

regarding measurement, models, and processes

3. Develop and improve global brand evaluation and 

valuation standards

4. Build marketer awareness of and confidence in 

measurement providers through profiles and 

certification

5. Communicate success stories and remove obstacles
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Example Case Study: Coach – Kate Spade

◼ Coach acquired Kate Spade in 

August 2017

◼ ~$2.4 Billion

◼ ~$1.3 Billion for brand

◼ 54% of enterprise value is the 

brand

◼ 28% premium to pre-acquisition 

market price
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Example Case Study: Michael Kors – Jimmy Choo

◼ Michael Kors acquired 

Jimmy Choo

◼ ~$1.5 Billion Ultimately

◼ $578 Million for Jimmy 

Choo Brand

◼ Brand represents ~40% of 

value
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Example Case Study: Kraft-Heinz

◼ Self-described ‘dusty’ 

brands issue not addressed

◼ $15.4B write-down in Q4-

2018

◼ Comprised of $6.8B 

Goodwill and $8.6B Brands 

- Kraft $4.3B, Oscar Mayer 

$3.3B

◼ Remaining $36.5B Goodwill 

& $49.5B Brands

◼ Maxwell House Value 

Lowered $213M Q4-2019
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Example Case Study: 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 Case Study: Disney Acquisition of  Marvel

◼ $4.2B Acquisition in 2009

◼ Included $2.9B of Intangible Assets 

relating to “character-based 

intellectual property” with 

estimated 40-year life

◼ 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 Case Study: 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?



©2022 MASB    18

MASB Engaged in a 5-Prong Approach

1. Build Up Illustrative Case Studies

2. Fill gaps in academic and practitioner literature 

regarding measurement, models, and processes

3. Develop and improve global brand evaluation and 

valuation standards

4. Build marketer awareness of and confidence in 

measurement providers through profiles and 

certification

5. Communicate success stories and remove obstacles
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The Gap in GAAP

Brand Value: Sometimes Disclosed, Sometimes Not

◼ Under current generally accepted accounting principles 

(GAAP), brands sometimes do and sometimes do not appear on 

the balance sheet

◼ Specific examples:

◼ P&G’s Tide or Crest brands              NO

◼ P&G’s Gillette                                        YES

◼ Disney’s Frozen                                    NO

◼ Disney’s Marvel                                    YES…but not itemized

◼ So, GAAP based reporting is not currently able to fully provide 

the valuable, actionable information for management teams or 

external parties such as investors
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Issues Even When Disclosed:

The Moribund Effect Biases Accounting Reports

Roger Sinclair, Ph.D., Kevin Lane Keller, Ph.D., 
examine ‘The Moribund Effect’ by which the value of  

an acquired brand added to the balance sheet 

remains unchanged no matter how well the brand 

might perform for the company over time.  (2017)
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MASB 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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MASB BIV Phase I Trials - Results

Across All Twelve Categories Within Each Category
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Additional Categories Validated

Credit Card Networks

Source: MSW•ARS Research MASB’s Game Changing Brand Investment and Valuation Project – Part IV  Nov. 2015

Search Engines Casual Dining Restaurants

RX Pharmaceuticals Auto Insurance

Note: Search Engines 

would have no price or 

distribution effects to 

bring the relationship 

closer…and the 

relationship between 

BP/C is nearly perfect.  
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BIV Application (most requested download)
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Financial Value of Brands Imperative

◼ The Financial Value of Brands 

Imperative Paper 

◼ Makes case for “Why brands must be 

valued in financial terms”

◼ 42 Pages, 42 Citations, 4 authors, 5 

providers, 24 thanked

◼ Analysis techniques and FVB 

Measurement Provider Profiles

◼ Now a mainstay in MBA courses and with marketers

◼ Available to members and summit requesters ($0) and non-

members ($995)
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Excerpt From the FVB Imperative Paper

“Brand-centric enterprises should develop 

an internal methodology to annually 

measure, explain and report the Financial 

Value of Brands to the executive level, even 

in the absence of any external regulatory or 

accounting requirements.”
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(Dollars in Millions

$5

$105

$60

Year 1 Volume- Volume- Cost of Marketing Year 2

Value Category Share Goods Costs Value

Brand C

$10

$40

$20
$20

Pricing

Analysis Techniques Ex: Brand Bridge Chart
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Summary of Organizational Relationships

ISO Technical 

Committee 289

Brand Evaluation

International  

Organization for  

Standardization

Member of  ANSI

U.S. Technical Advisory Group

(TAG P-Member) led by MASB

U.S. Member of  ISO
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TC289 Member Countries (10/5/2022)
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Global Standards on Brands

ISO 10668 Brand Valuation

Established processes for the estimation of the financial 

value of a brand currently under review

ISO 20671 Part 1: Brand evaluation - Part 1: Principles 

and fundamentals

Established framework for the regular (at least annual) 

assessment of brand development, brand strength, 

brand performance, and the financial value of brand
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Global Standards on Brands

ISO 20671 Part 2: Brand Evaluation Implementation 

and Reporting

Companion standard providing implementation 

guidance on brand evaluation framework  in final draft

ISO 20671 Part 3: Guidelines for brands related to 

geographical indications

Provides special considerations when applying 20671 

Part 1 & 2 to cultural/geographic brands in final draft
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Global Standards on Brands

ISO/AWI 11778: Tourism City

Joint standard being developed with ISO TC 228 

Tourism and Related Services.  It will cover brand 

related topics in reference to the marketing and 

development of city brands for increasing tourism.  just 
launched



©2022 MASB    34

EFRAG BIOI Position – Submitted 6/2/22

◼ MASB formally endorsed a position 

◼ Position covered only marketing intangibles (e.g., 

brands, customers) not all intangibles

◼ Stated strong encouragement for regular 

quantification of Financial Value of Brands for 

internal management & support for the option to 

be included in ancillary financial reports

◼ Cost methodologies viewed as a necessary but 

not sufficient

◼ Included appropriate use of CLV, brand 

preference, and marketing metrics in general

◼ Submitted via EFRAG online survey so could be 

included in searchable released comments
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Provider Profiles in The FVB Imperative Paper



©2022 MASB    37

MMAP Metric Catalog on theMASB.org

MMAP Metric Catalog

Comparing Marketing Metrics with Confidence

MASB’s Marketing Metric Audit Protocol (MMAP) is a formal process 
for connecting marketing activities to the financial performance of the 
firm. It includes the conceptual linking of marketing activities to 
intermediate marketing outcome metrics to cash drivers of the 
business, as well as an audit as to how the metrics meet the validation 
& causality characteristics of an ideal metric. The MMAP assessment 
has been used over the past five years with many marketers 
benefitting. MMAP ENDORSEMENTS

https://themasb.org/projects/underway/marketing-metric-audit-protocol/
https://themasb.org/mmap-metric-catalog/endorsements/
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MMAP Metric Catalog on theMASB.org
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MEASURE. DON’T 

GUESS.

Making and Saving Millions Through Brand Measurement
Learnings from implementing the ISO Brand Evaluation Standard

EDGAR BAUM

CEO, AVASTA INC

GRADUATE LECTURER, FINANCE OF BRAND MANAGEMENT, U OF T

CO-AUTHOR, ISO 20671: BRAND EVALUATION STANDARD 

April 7, 2022

Excerpt: MASB Spring 2022 Summit
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ST U D ENT T EST IMO NIAL *

Brand Manager, reporting to the CMO

“In taking the course and implementing what I’ve 

learned, I was able to build and utilize the Brand 

Evaluation Framework in my everyday role. To any 

Brand & Marketing Managers that may read this, I 

highly recommend considering applying the 

framework to your brand. It is a clear framework, 

with the flexibility to be adapted to many industries, 

and provides clear outputs that can be leveraged to 

explain brand value at the executive level. This 

exercise can complement other strategic reviews and 

workstreams and bring organizations together under 

common brand and organizational objectives.”

“

”

41

Since the original work, it has been 
implemented across all six brands in 
the portfolio

Originally implemented in a 
private equity owned retail 
brand

IMPLEMENTATION 
TESTIMONIAL

*Student’s name is hidden for confidentiality

Edgar Baum, CEO. Making and saving millions through Brand Measurement.  MASB Summit, April 7, 2022

Excerpt: MASB Spring 2022 Summit
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CL I ENT T EST IMONIAL *

C-Suite member, reporting to the board

[Implementing the Standard] helped us 
uncover the lies that we had been telling 
ourselves—about market opportunity, 
company preparedness, and our core 
audience—that had been the foundation on 
which we were trying to grow the business but 
couldn’t figure out why it wasn’t working. 

With [this implementation], we got to the 
truth to understand where we should be 
focusing our efforts to set ourselves up for 
success. If nothing else, it got us to a single 
source of truth rather than 10 different “expert 
opinions” of the leadership and the board.

“

”

42

Post-acquisition growth had stalled 
while most competitors were 
growing double digits.

Roll up of five different 
companies serving three 
different types of B2B 
customers

IMPLEMENTATION 
IMPACT

*Our client’s name is hidden for confidentiality

Edgar Baum, CEO. Making and saving millions through Brand Measurement.  MASB Summit, April 7, 2022

Excerpt: MASB Spring 2022 Summit
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Biggest challenges

• Less than 15% of participant-led 
recommendations were fully implemented

• Legal blocked over 20% of engagements

• Senior leadership didn’t believe the findings over 
40% of the time

• Remaining ~20% weren’t allowed access to the 
necessary data within the organization to 
compare customer-in measurement with internal 
metrics

“Specific to this project, it was also an ongoing 
conversation to define the project’s strategic direction 
independent of the investments already made.”

“I had several political challenges inside of the company. 
Most notably, personal attacks from colleagues who 
disagreed with the findings.”

“Our legal team wouldn’t allow us to talk to our 
customers about negative experiences for fear of 
lawsuits.”

“The executive leadership said the rebrand must happen 
immediately, even though my work showed that we’d 
likely lose more than 1/3rd of our customers within 6 
months.”

Excerpt: MASB Spring 2022 Summit
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Opportunities to Get Involved

◼ Distribute FVB and other MASB papers

◼ Conduct a FVB pilot (marketers)

◼ Conduct a benchmarking (marketers)

◼ Join FVB team (MASB members)

◼ Participate as expert on ISO TC289

◼ Contribute Video to Our FVB Video Series
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Finance in Marketing Library Site

https://themasb.org/finance-in-marketing-library/
https://themasb.org/finance-in-marketing-library/intangible-assets/
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Leveraging the MASB FME Video Library

76 videos

11,000+ views

287 subscribers
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FVB Team Members

Team Leaders 

Team Heroes 

Joanna Seddon

MAF/MASB

Staff  

Erich Decker-Hoppen 

MASB Director of 

Communications

Frank Findley 

MASB ED - Sponsor

Dave Stewart 

LMU 

Jim Meier 

MillerCoors (ret)
Mike Donahue

ANA

Vithala Rao 

SCJ/Cornell

Laurence Newell

Brand Finance

Brian Hamilton

DoubleCheck Advert.

Michael Moore 

At Large

Neil Bendle

Ivey

David Haigh

Brand Finance

Amandine Bavent

Kantar
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BES/ISO Team Members

Team Leaders 

Team Heroes 

Joanna Seddon

MAF/MASB

Staff  

Erich Decker-Hoppen 

TG1 Communications Lead

Frank Findley

MASB ED

Sponsor & TAG Admin

Dave Stewart 

LMU & TAG Chair

Edgar Baum

Strata Insights 

Bobby Calder

Northwestern 

TAG Vice-Chair

Brian Hamilton

DoubleCheck 

Advertising 

Larry Yu

The George 

Washington 

University
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