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84%  

Source: Ocean Tomo LLC   

Intangible Assets account for c84% of 
the market capitalisation of the entire 
S&P 500.

A massive shift has occurred over the 
last four decades towards intellectual 
capital, which is now what drives the 
economy.

 



20%  

Source: Jonathan Knowles, Type 2 Consulting, analysis of data from the annual brand value league tables published by Brand Finance, Eurobrand, Interbrand and 
Millward Brown for the 6 years 2010 to 2015, providing 2,590 observations for 360 brands.   

Brand Value, a key component of 
intangible value, represents on 
average 20% of a business’s 
market capitalisation, according to 
a meta-analysis of data from the 
major brand valuation companies. 

 



124.9%  

Source: Kantar Millward Brown, BrandZ, 2017. 

Strong brands far out-perform the 
shareholder growth of the average 
company. The value of the BrandZ 
Strong Brands Portfolio increased 
124.9% between April 2006 and April 
2017, out-performing both the S&P 
500, which grew 82.1% and the MSCI 
World Index, which grew 34.9%.



3x vol sales  
High strength brands affect consumers’ 
predisposition to choose a brand, and so 
deliver far greater volume sales than 
medium or low strength brands. 
According to a study by Millward Brown, 
brands with high ‘power’ scores capture 
3x the volume sales of the average 
brand.

Source: The Meaningfully Different Framework, Millward Brown, 2013. Shopcom data mergaed with equity survey scores. Based on comparing Brand ‘Power’ scores to 
shopping habits of 1600 consumers. Analysis includes 65 brands in 4 categories. Low = bottom 25%, Medium =middle 50%, High = top 25%. 



13% price premium 
High strength brands can command an 
average price premium 13% higher than 
low strength brands, and 6% higher than 
medium strength brands.

Source: The Meaningfully Different Framework, Millward Brown, 2013. Shopcom data merged with equity survey scores. Based on comparing Brand ‘Premium’ scores to 
shopping habits of 1600 consumers. Analysis includes 65 brands in 4 categories. Low = bottom 25%, Medium =middle 50%, High = top 25%. 



4x chance of growth  
Strong brands are far more likely to grow 
value market share in the next 12 months. 
They have 4x greater odds than weak 
brands have of growing.

Source: The Meaningfully Different Framework, Millward Brown, 2013. 350 brands from diverse categories. Lose/Gain 0.2%pts of market share. Low = bottom 25%, 
Medium = middle 50%, High = Top 25%.



+1%pt brand consideration

On average a +1%pt improvement in 
brand health/brand consideration drives 
an uplift in total sales revenue of 
0.5-1.5%. Gain Theory have found that 
for 60% of their client base, 
consideration is the brand health metric 
with the strongest relationship with 
long-term commercial performance.

Source: Thinkbox, Ebiquity, Gain Theory, 'Profit Ability: The business case for advertising' 

https://www.thinkbox.tv/Research/Thinkbox-research/Profit-Ability-the-business-case-for-advertising


5+% decrease in price sensitivity

A 10% share of voice increase can deliver 
reductions in price sensitivity of 5-20% 
according to Gain Theory: people are 
willing to pay more for strong, familiar, 
visible brands.

Source: Thinkbox, Ebiquity, Gain Theory, 'Profit Ability: The business case for advertising' 

https://www.thinkbox.tv/Research/Thinkbox-research/Profit-Ability-the-business-case-for-advertising


6+ months

Source: Effectiveness in the digital era, 2016, Binet & Field, The IPA 

Investments in brand-building activity 
pay back much more strongly than 
short-term sales activation activity over 
periods of 6+ months, which can deliver 
sales uplifts in periods up to 6 months, 
but do not build base sales and help 
drive future growth.



60/40 
Brands should spend around 60% of their 
marketing budget on brand-building 
activity and 40% on activation for 
maximum effectiveness. Too little brand 
activity and the brand equity needed to 
drive sales in future will not accumulate. 
Too little activation and the brand will not 
be exploiting the sales potential of brand 
equity as it accumulates. 

Source: The IPA ‘The Long and Short of it’ 

Source: Binet & Field, The IPA 'The Long and the Short of It'

http://www.ipa.co.uk/page/The-Long-and-the-Short-of-It-publication#.WhgdLZOLTBI


58%pt
On average, of the total commercial 
impact marketing communications 
make, 58% will be seen in the 
long-term (6m+), 42% in the 
short-term (up to 6m) and only 18% in 
the immediate short-term (ie via 
attribution modelling).

Source: Thinkbox, Ebiquity, Gain Theory, 'Profit Ability: The business case for advertising' 

https://www.thinkbox.tv/Research/Thinkbox-research/Profit-Ability-the-business-case-for-advertising


£700m  

Source: Thinkbox, ‘TV Viewing Report 2017’ 

In 2017 online businesses invested 
£700m in TV advertising in the UK 
and are now the biggest investors in 
TV, the pre-eminent brand-building 
channel. (‘Online businesses’ 
includes online only brands and 
online services for predominantly 
bricks & mortar businesses). 



No.1 task is trust  

Source: Edelman Trust Barometer 2018. 

When asked, consumers say they expect 
CEO’s to take the lead on driving trust in 
their company, with 64% saying this 
should be a CEO’s top priority.


