Brand valuation map: approaches, applications, process and challenges
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Approaches

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

Organising and optimising brand portfolios
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Strategic brand management

Applications

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

Financial transactions

Linking brand to long-term financial value creation
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