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Source: Adapted from Lindemann, J. in “Brands and branding”, the Economist, 2003, 27-45.

Brand valuation

Research-based brand equity evaluations

Purely financially driven approaches

Strategic brand management

Accounting

Financial transactions

Awareness
Knowledge
Familiarity
Relevance
Brand attributes
Considerations
Preference
Satisfaction
Recommendation
Market share
Price

Cost-based approach
Comparables
Premium price
Economic use

1. Market segmentation 2. Financial analysis 3. Demand analysis 4. Competitive 
benchmarking 5. Brand value calculations Business investments

ROI measurement
Brand investments
Licensing options
Allocating marketing expenses
Organising and optimising brand portfolios
Assess co-branding initiatives
Managing brand migrations
Establishing brand value scorecards
International marketing 

Assessing transfer prices of subsidiary brands
Determining brand royalty rates
Capitalising brand assets on balance sheet
Determining brand asset price in M&A
Determining contribution of brands to joint ventures
Using brands for securitisation of debt facilities

Linking brand to long-term financial value creation

Investments in brand management has not reached a level of sophistication 
comparable with other controlling measures

Lack of detail about contribution of brands in financial reporting
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