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The Second Pillar: How Brands Create Company Value 

Strategic Value (Non-Monetary Benefits) 
• Bolstering Customer Demand: Makes offerings

more attractive, promotes greater usage, and 
inspires advocacy. 

• Ensuring Collaborator Support: Strong brands
secure better terms, enhanced distribution, and 
promotional backing from partners. 

• Attracting & Retaining Talent: A brand aligned with
employee values makes it easier to recruit, retain, 
and motivate top talent. 

• Amplifying Other Attributes: Branded products are
perceived as more reliable, effective, and desirable 
than unbranded counterparts. 

Monetary Value (Financial Benefits) 
• Generating Incremental Revenue & Profit: Drives

higher sales volume and enables premium pricing. 

• Lowering Labor Costs: Employees may accept a
lower salary to work for a respected and desirable 
brand. 

• Creating a Separable Asset: Brands can be sold for
significant financial windfall (e.g., P&G  sold 
Pringles for $2.8B and Duracell for $4.8B). 

• Increasing Company Valuation: The monetary
value of the brand (Brand Equity) directly increases 
the company's overall valuation. 
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