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The Issue

Lack of regular measurement of brand value

and strength of customer franchise

disadvantages the entire marketing sphere and 

fails to acknowledge the material effect 

they have on the 

overall value of any enterprise
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ISO - Global Authoritative Standard Setter  

International Organization  

for Standardization

◼ Founded in 1947, ISO’s scope covers any and all possible 

standardization subjects not addressed by IEC or ITU

◼ The ISO is a non-government organization and network of the 

national standards institutes of countries, one member per country, 

with the ISO Central Secretariat located in Geneva, Switzerland

◼ ISO has 164 member countries. The ISO member organization from 

each country is the organization that best represents that country’s 

national standards system.  In many cases, especially with 

developing countries, the ISO  member is a government agency
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ISO/TC 289 – 36 Countries Represented
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ISO/TC 289 – 36 Countries Represented
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ISO/TC 289 Scope

Standardization in the field of brand evaluation:

◼ Brand Evaluation (ISO 20671): the measurement of the value of 

a brand using relevant indicators of input brand development 

elements and output dimensions that assess the impact of the 

brand on consumers

◼ Brand Valuation (ISO 10668): refers to the estimation of the 

monetary value of a brand
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◼ May 2010: Approval of ISO 10668

◼ May 2016: MASB chosen to represent U.S.

◼ Apr 2018: Unanimous approval of ISO 20671

◼ Nov 2018: Review of ISO 10668

◼ Mar 2019: ISO 20671 released globally

◼ May 2019: Briefing for U.S. stakeholders  

◼ Jun 2019: U.S. hosts plenary meeting

◼ Now:  Expansion of 20671 – Implementation & Reporting (Nov.)

Expansion of 20671 - Geographical Indications (TBD)

China hosts plenary meeting (Sept.)

Milestones
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About Bobby Calder

◼ Kellstadt Professor of Marketing and Psychology

Kellogg School of Management,  Northwestern University

◼ Primary research: branding and marketing strategy, 

media, marketing research, and psychology of consumer 

behavior

◼ ISO/TC 289 Chair (2014 - 2021)

◼ Member of the MASB Brand Evaluation Standards and 

Finance in Marketing Course Projects
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‘Meta-Standard’ Framework
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Evaluation Steps
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Step 3 Brand Performance

Brand Strength should not necessarily imply the extent to which consumers will choose the 

brand in the marketplace. Consumers may be motivated favorably toward the brand but still 

select another product based on other considerations. Price and availability will typically 

affect consumer choices and, depending on the nature of the product, other factors may 

influence choice as well. The ultimate value of the brand to the organization will depend not 

only on the Brand Strength that has been created but also on the extent to which this affects 

customer/stakeholder purchase behavior. 

It is thus necessary to evaluate the extent to which consumer choices actually depend on the 

brand. This is the purpose of the validation exercise within the Brand Performance 

evaluation.
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Step 3 Brand Performance

The comparison is to an unbranded or a weakly branded product that is otherwise comparable 

(except for price) to the evaluated brand. The objective is to compare the brand to itself absent 

the branding. The comparison could be a private label generic version of the brand, a local 

brand, or a weak or copycat competitive brand. It is necessary that revenue information be 

available for the comparison product. Otherwise, the choice of a comparison product will vary 

depending on the kind of brand being evaluated.
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Continuous Improvement Process
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Next Plenary Being Held Remotely

◼ Next plenary meeting was to be held 

in China adjacent to “Chinese Brand 

Day”

◼ CBD is a high-profile event where 

Chinese companies “tell the stories 

of” and “raise recognition” for their 

brands

◼ ISO TC289 planned to sponsor a day 

to do same worldwide

◼ Standard expansion was to be 

released at that time

◼ COVID-19 has interrupted these 

plans
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◼ MASB is facilitating pilot implementations

◼ A Brand Valuator ‘Fact Sheet’ is nearing publication

◼ What else is needed for brand owners to act?

Discussion Points
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