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Marketing assets in NA (now)
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v’ Natural resources

v’ Contracts, leases and licenses

K v Goodwill and marketing assets / —




Marketing assets as fixed produced assets
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v’ Store of value, benefits for its owner, result of production
process

v Used repeteadly in the production process
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Marketing assets as fixed produced assets
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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
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Updating the System of National Accounts (SNA)

The System of National Accounts Updating the 2008 SNA

The SNA represents a stage in the evolution of national accounting. To At its 51st session, the United Nations Statistical Commission requested the
continue that evolution and to ensure the continuing relevance of the SNA Intersecretariat Working Group on National Accounts (ISWGNA) to develop
for purposes of economic analysis and policymaking, further and constant a roadmap for the revision of the 2008 SNA for adoption by the
research need to be carried out. Commission in 2025,
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;. Marketing assets in SNA 2025/BPM77?
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Eurostat grant: SNA implementation tests
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2. Sources and methods
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Production/investment in marketing

Own-account Acquisitions of
production marketing assets
(P.12/ ) { )




Methodologycal references

Intangible capital and economic growth —

Carol Corrado, Charles Hulten, and Daniel Sichel
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Marketing P/l = (1) + CF*(2)
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Own-account marketing

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

1 Compensation of employees (CE): pivotal variable

4

O Other costs: CE proportional distribution
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Own-account marketing

CE = Workers x Average’CE x Time

& Occupations (LFS):

v Sales, marketing and development managers (ISCO
122)

v’ Sales, Marketing and PR Professionals (ISCO 243)

v’ Others (ISCO 2651, 3118, 352, 732)
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Own-account marketing

CE = Workers x Average’CE x Time

U Average wage (Structure Earnings Survey)

4 Calibration CE/\Wages (NA data)
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Own-account marketing

CE = Workers x Average’CE x Time

O Time in marketing (hypothesis):

v’ Sales, marketing and development managers (1ISCO

122) 15%
v’ Sales, Marketing and PR Professionals (ISCO 243) 50%

v Others (ISCO 2651, 3118, 352, 732) 9%
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Purchases of marketing

Annual Spanish National Accounts. 2019 Benchmark Revision

<< Table index

Table 2. Use table at purchaser's prices. Current prices.

Capitalization factor (CF)
06 06 03 06 06 0,6

Unit million euros
\ | and
dustries '”“Ug. . ﬂmhn&.’dural o Other profeszional Tran
;;E':;ies actisﬁiilgizgﬁgical Svierfificresearch  Adverigngand  scientficandtechnical  Rental andleasing  Emplovment  oper
’ ! anddevelopment  marketresearch aotiities; veterinany anfivities aclivities  seny
IEmnent tesfing and i
[tancy analysis S
Hies
Products
i 46 i 48 4 il Al
T VI IIIIPHI\.-\.I Plallld WMWY UUUHPI\.-\.I \.I'"'h.-IIIIIHuI
45. Legal and accounting senvices: services of head offices; management consulting senices 101822 809 3072 1429 w7 2798 224
46. Architectural and engineering senvices; technical testing and analysis senvices 1592 £.5512 163 420 590 1613 1357
47 Srientfic rasearch and development senicas 7145
43, Advertising and market research senices 3609 1041 U6 21287 6.2 76,6 137
49, Other professional scientfic and technical services; veterinary senices 1836 U4 1506 2314 14432 YAl 75
A0. Rental and leasing senices 1087 993 275 76.7 218 16738
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3. Experimental data
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Experimental results. Spain
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Sensitivity

analysis

SCENARIO DEFINITION

BASE

HIGH

LOW

ISCO-122 % time
ISCO-243 % time

Other occupations % time
Other occupations
Occupational status
Capitalization factor
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Sensitivity analysis

Share of GDP
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Current IPPs MK Base MK High MK Low
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Sensitivity analysis

Share of GFCF

Current IPPs MK Base

MK High

MK Low

INC



Index

4. Conclusions and next steps
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Conclusions

v'Need to keep the SNA relevant
v Intangibles are critical for productivity and growth
v’ Theoretical consensus: marketing as an asset .

v Uncertainty requires practical guidelines
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Next steps

:‘E v Compilation strategies

& @}“ 1, v S @f v’ Stocks and CFC

v' Deflators

v’ Calculation of series

v Refining own-account value

v Double counting with R&D

v" Accurate definition of marketing products INé



Thank you

Sixto Muriel de Ia Riva
Division Director
Large Cases Unit

INE-Spain

Sixto.Muriel.riva@ine.es
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