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Abstract

In recent years, financial brand values have begun to play an increasingly important role. Various
stakeholders of a company have a high interest in quantifying the value of a brand in monetary units and
since the 1990s, numerous brand valuation methods have been developed and applied to thousands of
brands. However, the estimated brand values differ significantly for the same brand as well as across brands
and time. Executives would like to know which firm conditions and strategies favor the growth of brand
value. To answer these questions, we compiled a unique database that includes more than 46,000 financial
brand values from 19 different brand-valuation methods covering commercial providers, academic methods
as well as real market transactions. The database includes the global financial value of more than 4,300
brands originating from more than 80 countries in the period 1990-2020. Our preliminary results based on a
meta-analytic approach reveal systematic differences between brand values with respect to product,
geography, time, and valuation method.

Keywords: Brand value; Brand valuation;, Marketing performance measurement

Track: Marketing Strategy & Theory



