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Valuing intangibles
Finance Directors’ views

What percentage of your TOTAL MARKET CAPITALISATION s driven by...

Tangibles

Intangibles - Other

Intangibles -
Marketing, Brand
and Customer
Relationships

Intangibles -
Technology, Patents,
Research and
Development

Source: Marketing Forum and Shaw 2002



Trademark...

A distinguishing name, sign, symbol, or
design, or combination of them, intended to
identify the source of the goods or services
of one seller or group of sellers and to

differentiate them from those of competitors.




The world’s most valuable brands

Stock Net Intangibles as  Brand
Market Value Book Value %of market cap. value

$142 bn $10 bn 93%  $73 bn
$69 bn $10 bn 85%  $16 bn
$81 bn $44 bn 46% $34 bn
$194 bn $21 bn 89% $53 bn

$217 bn $44 bn 80% $3 bn



Brand...

A distinguishing name, sign, symbol, or
design, or combination of them, intended to
identify the source of a promise associated
with the goods or services of one seller or

group of sellers and to differentiate them
from those of competitors.




What I1s a Brand?

A promise...

...that the customer can
achieve a desired set of
outcomes




Two brand perspectives

Aspirations — Perceptions




Brand attitudes are not always equal
for all audiences

High

Customer
Brand
Reputation

Low

Low

Employee Brand Reputation High



Responses to brands
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Five measures of memory

Aural Aural
Recognition Recall

Visual Visual
Recognition Recall

Experiential
Recall




Involved

Uninvolved







Sex
Sport

Politics

Religion
Wine

Beer

Soap







Rational H Emotional
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Blind test 44% 51% 5%

Named test 65% 23% 12%



"In the factory, we make
cosmetics;

In the store we sell hope."

Charles Revson




HIGH INVOLVEMENT

« Life insurance

e Contact
Lens

* Economy
car

* Auto insurance « Console TV

* Sports car

¢ Family car
* 35 mm Camera * Stereo » Expensive watch
» Washer/dryer component * Eye glasses
y yeg « Wallpaper
* Portable TV
* Car battery _ .
« Exterior paint * Hair colouring
* Battery razor « Perfume
* Instamatic .
camera *Wine fOI’
« Credit card _ dinner
« Complexion/face soap parties
. » Ground coffee -
« Motor oil « Headache remedy * Family/steak restaurant
THINKING — *Toothpaste « Jeans -wine | FEELING
* Insecticide * Dry * Suntan . Chicken for self
bleach lotion . salad oil * Inexpensive | Low tar cigarette « Greetings
watch * Pizza card

* Insect repellent

* Regular
shampoo
* Liquid '
bleach * Non-disposab

razor

* Disposable
razor

* Paper

towels

» Deodorant » Peanut butter

« Fast food restaurant

soap cFruit Frozen
«Womens  baked « Imported beer
magazine ~ goods *Regular « Donut frozen
_ cigarettes
* Diet * Donut shop
» Barbecue soft « Light beer
sauce drinks « Regular beer
* Liquid * Regular « Salty snacks
hand soap soft drinks

LOW INVOLVEMENT




It’s not just about the logo.......

Name

Advertising Logo

Brand identity Products-services

Brand values Business process

Internal communications
Culture

Customer relations

Investor relations Training Quality Staff motivation

Knowledge management Recruitment policies

HR Policies & Processes Technology







Brand ldentity (Descriptors)

BRAND IDENTITY

Extended )
Brand as Brand as Brand as Brand as
Product Organisation Person Symbol
1.Product scope 7. Organisation 9. Personality (e.g. 11. Visual Imagery
2 Product attributes attributes rugged, energetic) and Metaphors
3.Quality/value 8.Local vs. global 10.Relationship 12. Heritage
4. Uses (e.g. friend,
adviser)
5.Users
6.Country of origin
VALUE PROPOSITION CREDIBILITY
Functional Emotional Self-expressive Support other brands
benefits benefits benefits




Brand as product



Brand as organisation
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Brand as (status) symbol



Four people perspectives

How clients see AXA How AXA aspires
to be seen

How they see themselves How they make customers

after choosing AXA feel about themselves













Case Study



IBM Repositioning

“Although IBM continues to rank first in revenue In
I/T related services, customers do not recognise
us as the leader. The brand plan for services
diagnoses and addresses this problem.”

IBM Services Brand Plan, 30/11/95



Branding issues

* People lived and breathed hardware and
software

« Management had lost touch with customer
values and beliefs

e Sub-brands had emerged as internal
territorial markers, but which had no
meaning or significance to customers



Market participants

((



Researching service brand selection

e Survey of 200 CEOs, 350 CFOs, 350 function
heads, 350 IT managers

Technologies change every 2 years
Decision taken every 5 years

EQEEGORY SEARCH EVALUATION™_ PURCHASIN ES?Z:'H ASE
AROUSAL
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WHEN e ——————-

WHY _—m




Buyer values

Most
Important

Important

Least
Important

Which factors drive brand choice?

Our superiority Andersen superiority ATT superiority

Teams with client staff
Understands client
industry

Solves client problems
Credible with senior
management

Understands client
industry

Credible with senior
management

Ongoing relationship
Technical expertise

Proven experience with
client

Makes management
comfortable

Solves problems quickly

Proven experience with
client

Global delivery
Partner with other
vendors

Leading edge technology

Not technology biased
Strong financial
background

Not technology biased




Brand recall issues

CATEGORY

Advice
ecutting costs

future technology dire
Help

edesign and configuration
sprocess reengineering
selectronic commerce/
sinternational network
sdisaster recovery

Andersen Consulting
Price Waterhouse
SRI Consulting

IBM Global Services
Lucent Technologies __
Microsoft

British Telecom
GEIS




Brand recognition issues

CATEGORY

Advice
cutting costs

future technology dire' ’
Help

edesign and configuration
eprocess reengineering ___
eelectronic Commerce/
einternational network
ecall centre

Andersen Consultirg
Price Waterhouse
SRI Consulting

IBM Global Services
Lucent Technologies
Microsoft

British Teleco
GEIS




Aligning customer and supplier
PErspectives  1os suneyof

1200 customers

SUPPLIER
VIEW
Fast PAD family
multimedia FRADs
PIX firewall

CUSTOMER
VIEW

Advice

scutting costs

future technology direction

Help

edesign and configuration

sprocess reengineering

selectronic commerce

\Run

sinternational network

sdisaster recovery

solutions
Gigabit Ethernet soutions
-—

High performance  /
LAN support



Influences on brand selection

Trustworthy

Senior management
credibility

Independent and unbiased
Leading edge IT expertise
Large complex projects
Financially secure
Foresight and insight

Offers senior level people

Wide range of services

Off-the-shelf solutions ]
Source: survey of 1,200 senior

executives in Europe, North and

Global presence . .
South America, Australia and Far East



Brand perceptions map

Business
Business
Save my Perfectionist
Budgets Radical
Thinkers
Business Profit
General Engineer
“Relief” “Reward”
(defender) . (achiever)
Radical
Save my Architect
Career |
Conservative Techn!cal
Technocrat |dealist

Technical



IBM on the map

Business
Business
Save my Perfectionist
Budgets Radical
Thinkers
Business Profit
General Engineer
“Relief” “Reward”
(defender) . (achiever)
Radical
Save my Architect
Career |
Conservative Techn!cal
Technocrat |dealist

Technical



Repositioning after the research

Business

Business
Perfectionis

Save my
Budgets Radical
Thinkers
Business Profit
General

Engineer

“Relief” “Reward”
(defender) , (achiever)
Radical
Save my Architect
Career
Conservative Technical
Technocrat |dealist

Technical












