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Marketing assets in NA (now)

 Non-produced non-financial assets

Natural resources

Contracts, leases and licenses

Goodwill and marketing assets
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Marketing assets as fixed produced assets

Brand
names Logos

Web 
domains Slogans

Store of value, benefits for its owner, result of production
process

Used repeteadly in the production process
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Marketing assets as fixed produced assets

The major reason for not treating marketing assets as 
fixed assets is due to the difficulty of measuring their 
value  (SNA 2008, A4.53)
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SNA 2025



¿Marketing assets in SNA 2025/BPM7?

 Produced non-financial assets (IPPs)

R&D

Software

Mining exploration and evaluation

Originals for recreation, literary and 
artistic

Data

Marketing assets



Eurostat grant: SNA implementation tests
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Production/investment in marketing  

Own-account
production/invest
ment (P.12/P.51) 

Acquisitions of
marketing assets

(P.51) 



Methodologycal references

Marketing P/I = (1) + CF*(2)



Own-account marketing  

Sum of costs = CE+ IC + CFC + T/S

 Compensation of employees (CE): pivotal variable

 Other costs: CE proportional distribution



Own-account marketing  

CE = Workers x Average CE x Time

 Occupations (LFS):

 Sales, marketing and development managers (ISCO 
122)

 Sales, Marketing and PR Professionals (ISCO 243)

 Others (ISCO 2651, 3118, 352, 732)



Own-account marketing  

CE = Workers x Average CE x Time

 Average wage (Structure Earnings Survey)

 Calibration CE/Wages (NA data)



Own-account marketing  

CE = Workers x Average CE x Time

 Time in marketing (hypothesis):

 Sales, marketing and development managers (ISCO 
122) 

 Sales, Marketing and PR Professionals (ISCO 243)

 Others (ISCO 2651, 3118, 352, 732)



Purchases of marketing  

Capitalization factor (CF)
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Experimental results. Spain



Sensitivity analysis
SCENARIO DEFINITION BASE HIGH LOW
ISCO-122 % time 15% 15% 15%
ISCO-243 % time 50% 50% 50%
Other occupations % time 5% 15% 0%
Other occupations CNO 293 - 311 - 383 - 762 CNO 293 - 311 - 383 - 762 CNO 293 - 311 - 383 - 762
Occupational status Total Total Employee
Capitalization factor 60% 70% 50%
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Conclusions

Need to keep the SNA relevant

 Intangibles are critical for productivity and growth

Theoretical consensus: marketing as an asset .

Uncertainty requires practical guidelines



Next steps

 Accurate definition of marketing products

 Double counting with R&D

 Refining own-account value

 Calculation of series

 Deflators

 Stocks and CFC

 Compilation strategies



Thank you

Sixto Muriel de la Riva

Division Director
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