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Do Companies with Higher Brand Values Have Higher Stock
Values ?
Su-Li Chiou”, Pei-Hsuan Shen™, Wen-Chieh Hsueh™, Wen-Xuan Zha"™"

Abstract

Brand operation is a critical issue. However, there is insufficient research on the
relationship between the brand value and stock value of Taiwanese companies.
Therefore, we used a regression model to analyze the relationship between brand
value and stock value. In this regression model, we utilized the stock price to book
ratio as a proxy for stock value, and used the “Taiwan’s top ten international brands”
prize as a proxy for brand value. The results revealed that the brand value and price to
book ratio have a significant positive relationship. Generally, firms that are awarded
prizes for “Taiwan’s top ten international brands” have a higher stock price to book
ratio than those that are not; the winners’ stock price to book ratios were
approximately 11% higher than those of non-winners. This result can provide a
reference for brand investment decisions.

Keywords: brand value, price to book ratio, Interbrand
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