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THE BUSINESS CASE 
FOR BRANDS

Chapter 1: Engaging & Aligning with the c-suite
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The C-Suite have a limited 
understanding of brand
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Being ROI driven
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Brands and 
Recessions

Source: BrandZ Global, 2019
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Brands and Simplicity

Siegel+Gale Global Brand Simplicity Index (2019).



>wavelengthmarketing.co.uk> wavelengthmarketing.co.uk

SPACE 
FOR 
VIDEO

Brands & 
Intangible Value
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Brand drives share

Binet & Field, The Long and the Short of It, 2013
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Brand boosts profit

Binet & Field: Long and Short of It
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Brand and Pricing
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Brand and Pharmaceuticals

Braithwaite & Cooper (1981); British Medical Journal 
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Brand and 
company value

• Brands comprise 30% of all shareholder value for 
FTSE 100 companies
– Total value of £480bn a year (Echo Research and 

Bestra Brand Consultants). 
• Royal Dutch Shell’s corporate brand contributes 

52.1% to the company’s market capitalisation (#1)
• Unilever’s at 52% (#2)
• The top ten companies’ reputations contribute an 

average of 48% to value.
• Brand drives financial value….

Marketing Week, 7 April 2011, p4
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Brand & 
stock markets

If a person invested $1,000 in August 1994 in the top 111 
strong brand companies, by December 2000 their 
investment would have more than quadrupled to $4,525.

$1,000 invested in overall stock market would have 
yielded $3,195 over same time.

Madden, Fehle and Fournier (2006), 
Journal of Academy of Marketing Science



>wavelengthmarketing.co.uk> wavelengthmarketing.co.uk

SPACE 
FOR 
VIDEO

Brands. Why? 
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Brands and Balance Sheet Value

World’s Most Valuable Brands (Kantar Millward Brown, 2020)(7)
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Balanced Branding through 
brand response
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B2B Branding & Emotion
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The power of emotion in B2B
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B2B Branding & Emotion
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Empathetic B2B brands (i)
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Empathetic B2B brands (ii)
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Emotions in B2C vs. B2B
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If you’re in doubt….


