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What’s the Value of the  
“The Beach Boys” Brand? 

This summer “The Beach Boys” 
played a free concert in Bos-
ton. It was fun to see this clas-
sic Southern California band 

that holds the record for having the 
most top 40 hits of any American group, 
including “Surfin’ USA,” “California 
Girls,” and “Good Vibrations.” 

I found it interesting that of the five 
original Beach Boys members, only one 
(Mike Love, the band’s lead singer) was 
on stage fronting a large band. Two 
members are deceased but the other 
two—Brian Wilson and Al Jardine—
still play live concerts. 

Intrigued about the economics of “The 
Beach Boys,” I started digging for infor-
mation. Luckily, The Beach Boys are liti-
gious. There are several publicly available 
court documents containing a treasure 
trove of interesting information. Here’s 
what I found: “The Beach Boys” is a reg-
istered trademark of Brothers Record Inc 
(BRI), which is a corporate entity equal-
ly owned (25% shares) by Brian Wilson, 
the estate of Carl Wilson, Mike Love, 
and Al Jardine. 

In 1998, after the death of Carl Wilson 
and amidst dissension in the band, BRI 
met to decide how “The Beach Boys” 
trademark should be used. As a result of 
this meeting, Mike Love agreed to pay 
a royalty on all of his gross concert rev-
enues for the right to tour as “The Beach 
Boys.” 

Take a guess at how much the rate 
is … Mr. Love agreed to pay a 
20% royalty on the first $1 mil-
lion in gross receipts and a 17.5% 
royalty thereafter. WOW … 20% 
right off the top (before expenses). 
That’s a lot of money especially 
since concert touring expenses are 
so high: managers and agents take 
percentages; traveling with a large 
band is expensive; and sound/light 
systems are costly. Of course, since 
Mike Love owns 25% of BRI, the 
net royalty he pays is 15% ... but 
still, quite pricey. 

Love is a hard worker; at age 66 he per-
forms approximately 150 live concerts 
per year globally. As a result, both he 
and BRI have profited handsomely. 
Care to guess how much in total 
he has paid in royalties to tour as 
“The Beach Boys”? 

In a 2005 law suit, Mike contends 
that between 1998 and 2005, he 

paid over 11 million dollars in royal-
ties to BRI. This means he has received 
gross payments of over 55 million dol-
lars to sing “The Beach Boys” classic 
hits. It’s nice to be Mike Love. 

We all know that brands are valuable. 
But from a Value Decoder perspective, 
I’m always interested in understanding 
exactly how much a brand is worth. In 
this case, a heck of a lot. This value is il-
lustrated by a comment from a friend of 
mine who is mildly interested in music.

Amidst my shock over the 20% royalty, 
he commented “I know who ‘The Beach 
Boys’ are but I have no idea who Mike 
Love is.” He has a good point, and Mike 
Love obviously feels it is worth paying 

In these latest excerpts from his blog, 

Rafi Mohammed, the founder of 

Culture of Profit LLC, turns his 

sights on the music industry to show 

the importance of branding in pric-

ing. He examines how the former 

lead singer of The Beach Boys decided 

to tour under the band’s name rath-

er than his own; and why the Brit-

ish rock band Radiohead has opted 

to allow fans to order its CD at any 

price they choose. In both cases the 

performers understand the power of 

branding and use that knowledge to 

reap rich results. For more informa-

tion, you can contact Rafi at: rafi@

cultureofprofit.com or visit his web-

site: www.pricingforprofit.com.

How Rock Bands Can Teach 
Us about Branding
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$11 million dollars to tour as “The Beach 
Boys” as opposed to “Mike Love, former 
lead singer of ‘The Beach Boys.’” 

How Much is Radiohead’s 
New CD? You Get to Decide
Want to buy superstar British rock band 
Radiohead’s latest CD “In Rainbows”? 
Just download it from the band’s web-
site; and, when you get to the check-
out page, simply pay whatever price you 
want. Seriously. When it comes to price, 
the band literally says “It’s up to you.” 
An interesting pricing strategy, don’t you 
think? 

Just to be clear, the “pay what you want” 
pricing strategy is currently used by oth-
er entities. For example, we all are famil-
iar with the fundraising drives held by 
the Public Broadcasting Service (PBS) 
and National Public Radio (NPR). 

These media companies are using a “pay 
what you want” pricing model. In a sim-
ilar vein, tipping at U.S. restaurants is 
in essence “pay what you want.” In con-
trast, European restaurants tack on a 
mandatory service charge. 

While this pricing strategy is novel to 
the music industry, in reality Radiohead 

is taking little risk. In fact, this strategy 
could be extremely profitable for the fol-
lowing reasons:

Had its music been sold on digital music 
sites like iTunes, Radiohead would make 
at most a 25% royalty. Thus, the band 
nets $2.50 on a $10 retail download. By 
eliminating middlemen (music compa-

nies, retailers), Radiohead can reap high 
profits even accounting for the occasion-
al cheapskate that stiffs the band. 

A poll by United Kingdom music maga-
zine, NME, found the average fan would 
pay $10 for the download, resulting in 
much higher profits than if the music 
were sold through music companies/re-
tailers. 

The fact that music fans can pay what 
they want enables Radiohead to expand 

its fan base. Someone who decides to pay 
$4 may not have otherwise bought the 
CD; and they can be converted into a 
fan. 

For example, in 1982 a friend made me a 
Jimmy Buffett cassette tape. Today, Mr. 
Buffett is literally up tens of thousands 
of dollars (CDs, concerts, etc.) from me 

courtesy of this low-cost introduction! 

Radiohead has plenty of opportunities 
to profit further. The band plans to sell 
the CD version in retail stores as well 
as an 81-dollar, “chef ’s table” box set. 
The downloading process also hopefully 
starts a profitable relationship with fans 
through the band’s website. And finally, 
don’t forget the big money that comes 
from concert touring—as Mike Love of 
The Beach Boys knows well. 

Want to buy superstar British rock band Radiohead’s 
latest CD “In Rainbows”? Just download it from the 
band’s website; and, when you get to the checkout 
page, simply pay whatever price you want.

With the exponential increase in knowledge 
of pricing and its importance to the success 
of today’s corporation, the profession has 
been asking for a complete educational pro-
gram that certifies Pricers with the Certified 
Pricing Professional (CPP) designation. This 
need is not only to have a working under-
standing of pricing strategies and techniques, 
but also to have training in specific pricing is-
sues unique to their industry. 

The CPP is a new multi-staged program de-
signed to better support, educate and elevate 
the pricing professional. We will accomplish 

this with a broad curriculum taught by leaders 
in the pricing profession, followed by rigorous 
testing.

By earning your CPP designation, you will be 
a pricing expert who knows:
§ How to boost profitability through pricing, 

results through innovation. 

§ How to effectively and efficiently manage 
worldwide pricing in any industry. 

§ How to coordinate and integrate key activi-
ties that increase profits through effective 
pricing throughout your organization. 

The CPP program will help you advance your 
career while giving you the foundation to im-
prove your company’s competitive position 
and profitability.

For more details, please visit the Web site 
www.pricingsociety.com/cpp_training.asp.

Become a Certified Pricing Professional 




