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The Corporate Brand Census® is an instrument for the 
valuation and control of corporate brands. The special 
feature of a brand valuation using the Corporate 
Brand Census® is that it makes allowances for the 
importance of stakeholder groups to the corporate 
brand. The Corporate Brand Census® works exclu-
sively using survey data; it assesses not only one’s 
own corporate brand but the major competitors’ as 
well, thereby enabling system-internal benchmarking. 
 
The typical questions to which the Corporate Brand 
Census® is addressed are: 
 
• What is my corporate brand worth? 
• What stakeholder groups are particularly important 

for my corporate brand? 
• How do the individual stakeholder groups perceive 

the corporate brand? 
• What are the points of departure for improved 

brand positioning? 
• Which brand characteristics offer the greatest  

leverage for brand success?  
 
Each Corporate Brand Census® analysis begins by 
identifying the stakeholders relevant for the brand 
under study and by empirically determining the impor-
tance of the different stakeholder groups. 
 

 
Main Benefits: 
 
• Relevance of stakeholder groups 
• Direct derivation of measures, 

broken down according to the  
major stakeholder groups  

• Reveals corporate brand strengths 
and weaknesses in competition 

• Empirical demonstration of the 
current position 

• Generates recommended fields for 
future brand positioning 

 
Particularly Helpful for: 
 
• Top management for derivation of 

strategic business decisions 
• Marketing officials for control of 

the corporate brand 
• Due diligence processes 

 

Causal-analytical identification of levels 
of importance of stakeholders 
 

Individual stakeholder analysis of brand 
strength (e.g. customer perspective) 

Drivers:
Staff 34%
Shareholder 17%
Customers 31%
Public 18%

*) Correlations

Staff

Shareholder

Customers

Public

Brand Value

GFI = 0,979
AGFI = 0,954
NFI = 0,965
CFI = 0,986
RMR = 0,100
RMSEA = 0,040
Chi-Square = 40,595
p = 0,25
Degrees of freedom = 25
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Model Level 1: Relevance of Stakeholder Groups
(Results of an International Study)

 

Model Level 2: Brand Strength (Brand Decision Funnel Analysis)

Basis: 1,000 motorists, February 2006

Values in % Brand
Strength*

Prompted
Awareness Familiarity

Among
Finalists Buy Loyalty

Satis-
faction

5998 74 21 11 610

9599 88 47 33 2231

5593 80 21 7 67

Importance in % 15 8 17 17 1527

76 28 53 87 67

89 54 70 93 71

86 26 33 98 82

 



 
 
 

Brand Value and Strategic Brand Control 

 
The importance of the stakeholder groups to the 
brand is determined based on a causal analysis. 
 
This basic model calculation is followed by a 
measurement of brand strength levels for individ-
ual stakeholders. This measurement is based on 
analyses of brand decision funnels, combined 
with an empirically identified scoring model for 
each separate stakeholder group. 
 
Individual stakeholder analyses of brand drivers 
yield indications for corporate brand control. The 
levels of importance of brand drivers are also 
determined empirically and individually for each 
stakeholder group. 
 
A corporate brand’s monetary valuation is identi-
fied on the basis of a procedure to determine its 
earning rate.  

The Corporate Brand Census  
Methodology: 

• Survey of all relevant stakeholder 
groups 

• Model level 1: Calculation of stake-
holder importance levels (causal ana-
lysis) 

• Model level 2: Determination of brand 
success (individual brand decision 
funnel analyses) 

• Model level 3: Identification of drivers 
behind a brand and brand positioning 
(Brand Control System) 

• Model level 4: Determining a corporate 
brand’s monetary value 

Analysis of brand drivers (customer per-
spective) 

Determining financial value 
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Group is represented globally

Group is innovative
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clear brand image

Group has a sense of 
responsibility to 
society

Group offers
products of
constant quality

Group has a 
solid corporate culture,
in my view
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bodies a 

high value on
the stock exchange

Corporate group always
comes across in public

as very credible

An investment in the
group seems to pose 
a low level of risk

Group has
a clear
vision for
the future

Contribution to preference, in %

Image Assessment in the Strategic Action Portfolio 
(Customer Perspective – Driver for Familiarity)

Model Level 3: Analysis of Brand Drivers

 

45,4%

28,2%

26,4%

Model Level 4: Monetary Brand Value

Determining Brand Value, Step 2: Calculating the brand strength shares
Basis: Brand strength index

Determining Brand Value, Step 3: Evaluating brand profit potential
Basis: Market profitability plus brand-strength shares

Group Sales of the 
Brands Examined : € 58 bn

Average Profitability
Rate for the
Markets)*: 4%

Market Profit € 2.32 bn

*) EBIT

Profit
Potential

€ 612 m 

€ 654 m 

€ 1,053 m 

BMW Group

Basis: Brand decision funnels for every relevant brand

Determining Brand Value, Step 1: Calculating the brand strength index Determining Brand Value, Step 4: Transfer to an earning rate approach
Basis:  Low market risk, brand life 30 years, capital market interest 

rate = 5%

Brand
Values

€ 12.2 bn

€ 13.1 bn

€ 21.1 bn

Brand Value Formula:

Brand Value = P* x 100
i

*) P = Profit Potential
i  = Interest Rate

Profit
Potential

€ 612 m 

€ 654 m 

€ 1,053 m 

28,2%
45,4%
26,4%

BMW Group

Volkswagen

DaimlerChrysler

DaimlerChrysler

Volkswagen AG

45,4%

28,2%

26,4%BMW Group

DaimlerChrysler

Volkswagen AG
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Awareness Familiarity
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Uses:  
 

 

The Corporate Brand Census® delivers important 
bases for decision-making in matters relating to the 
control of corporate brands.  
 
 

• Brand value controlling 
• Purchase and sale of companies 
• Stakeholder-oriented brand control 

Contact: 

Konzept & Markt GmbH 
Dr. Ottmar Franzen 

www.konzept-und-markt.com 

 
 

Tel.: +49 (0)611 690 17 11 
 

 


