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Grasping the intangible

The area of valuing brands £ to compare situations, such as
and other intangibles is a < the take-up of a new technology,
subjective affair. It is or the benefits of being first to
therefore essential to base market, or the popularity of

the valuation on solid certain products or type of brand.
research and using

appropriate benchmarks, Appropriate methodologies
writes Thayne Forbes Using a market-driven valuation

methodology is the key to
calculating brand value and
damage caused to a brand. There
are three main brand valuation
methodologies: the income,

When assessing losses where
they are significant to the value
of the whole business, it is worth
remembering that, for many
companies, a large part of market and cost approaches.
business value is driven by = 2 : The most frequently used
intangibles (including intellectual  Brands: on the balance sheet of any publicly quoted company  income approach methodology is

property). the relief-from-royalty approach,
The significance of intangibles is @ Direct loss of business: lost to, understand and believe, Four  which calculates how much a
illustrated by the fact that, for profits and lost business value ways in which this can be brand owner would be willing to
some leading companies, from non-performance under the  achieved are reviewed below. pay for the use of its own brand
intangibles account for 65-80% of  contract; if it did not already own it. This is

market capitalisation, in that there @ Lost apportunity: proper Internal research market driven because it uses a




