


Definition
The technology category includes 
business-to-consumer and 
business-to-business providers 
of hardware, software, portals, 
consultation and social media 
platforms. The diversity of the 
technology category reflects the 
convergence occurring as brands 
develop integrated systems of 
products and services. 

Top 20 Technology  
Brand  
Value 

2014 $M
Brand 

Contribution

Brand Value 
% Change  

2014 vs 2013

1 Google  158,843 3 40%

2 Apple  147,880 4 -20%

3 IBM  107,541 4 -4%

4 Microsoft  90,185 4 29%

5 Tencent  53,615 4 97%

6 SAP  36,390 2 6%

7 Facebook  35,740 4 68%

8 Baidu  29,768 4 46%

9 Samsung  25,892 3 21%

10 Oracle  20,913 2 4%

11 HP  19,469 2 19%

12 Accenture  18,105 3 10%

13 Siemens  16,800 2 36%

14 Yahoo!  14,174 3 44%

15 Twitter  13,837 4 New

16 Cisco  13,710 2 16%

17 LinkedIn  12,407 4 New

18 Intel  11,667 2 -15%

19 Sony  7,718 3 -1%

20 Ericsson  6,827 2 New

Source: Valuations include data from BrandZ™ and Bloomberg. 
Note: Dell has been privatised and valuation is suspended this year. 
Brand contribution measures the influence of brand alone on earnings, on a scale of 1 to 5, 5 highest.

With a 40 percent increase in brand 
value, technology giant Google claimed 
the title world’s most valuable global 
brand, ranking number one in the 
BrandZ™ Top 100 Most Valuable Global 
Brands 2014.

Google’s rise symbolizes the strength of 
the technology category that by itself 
totals $827 billion, almost 30 percent of 
the value of the BrandZ™ Global Top 100. 
The technology category rose 16 percent 
overall in brand value.

The dominance of technology in the 
BrandZ™ Top 100 Most Valuable Global 
Brands reflects the ubiquity of 
technology in people’s lives and the 
strength and global nature of the 
category brand leaders, including:

BrandZ™ leaders Four of the top five 
BrandZ™ most valuable global leaders 
are technology brands. Apple, IBM 
and Microsoft follow Google. 
Microsoft claimed the spot in 2006. 
Google ranked number one from 2007 
to 2010. Apple was number one from 
2011 to 2013. 

Fastest risers The fastest rising 
brands across all categories include: 
China’s Internet portal Tencent, up 97 
percent, Facebook, (68 percent), 
Baidu, the Chinese search engine (46 
percent), and Yahoo!, which owns a 
stake in Alibaba, the Chinese 
ecommerce site (44 percent). 

Newcomers Two technology brands 
entered the BrandZ™ Top 100 Most 
Valuable Global Brands for the first 
time, Twitter, which launched a 
successful IPO in 2013, and LinkedIn, 
publicly traded since 2011.

The rapid rises in brand value – and  
the fluctuations, with Apple declining  
and Microsoft rebounding – point to  
the extraordinary rate of industry 
maturation and innovation  
happening simultaneously. 

Some of the brands assert a higher 
purpose summarized as “Smarter Planet” 
(IBM) or “Do no evil” (Google), which 
advances the interests of humanity and 
improves life for individuals, while 
building loyalty and driving profit. The 
most successful technology brands are 
those that constantly push the brand  
life cycle curve to the right. 

Searching for meaning

Both a brand and a verb that means “to 
search,” Google has become part of 
people’s lexicon and lives. Google 
launched Gmail 10 years ago. Today,  
over 425 million personal signatures end 
with @gmail.com. The brand has 
successfully monetized this stature with  
a value exchange that converts 
aggregated personal data into 
information that potentially helps 
marketers and consumers connect  
in more relevant ways. 

Alongside its core business, Google has 
built a culture of innovation. Some 
initiatives are market driven and have 
immediate impact. Google Glass places 
Google at the vanguard of technology 
and wearable devices. Google created an 
Android Wear Operating System for use 
with watches and other wearables.

Other more long-term initiatives include 
research into artificial intelligence, 
slowing aging, improving car safety and 
redesigning cities with driverless cars. 
Projects like these elevate the brand, so 
that it’s viewed as both a commercial and 
scientific enterprise, practical in its need 
to generate profit but also generous. And 
what Google doesn’t innovate, it 
acquires, such as its purchase of Nest,  
a home automation company. 

Refreshing and building 	
a young brand

Facebook, which didn’t enter the 
BrandZ™ Global Top 100 until 2011, now 
ranks 21. The company’s $19 billion 
acquisition of WhatsApp illustrates both 
the financial power of Facebook and the 
need to refresh a brand only 10 years 
after its establishment in 2004, at 
Harvard. Facebook claims about 1.2 
billion members. As they age, the 
WhatsApp messaging service reaches  
a younger audience.

Not all Facebook’s initiatives were  
about coping with maturation. Within  
a week after purchasing WhatsApp, 
Facebook staked its claim to the future  
of virtual technology with the  
acquisition of Oculus, a producer of  
virtual reality goggles. 

Facebook also announced that it was 
experimenting with the drones, satellites 
and other technology to connect even 
the most remote parts of the earth. The 
rise in brand value reflects investor 
confidence in this vision and a rebound 
from weak share movement immediately 
after the 2012 IPO.

16%

Technology – Consumer
Youthful but maturing  
brands compete to  
innovate and grow
Chinese technology leaders head West
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Having anticipated the 
future, Apple tries to 
catch it

The decline in Apple’s brand value 
reflects softening of the share price 
because of investor concern about  
the future of the company after  
founder Steve Jobs, and the recent  
lack of breakthrough products that 
differentiate Apple. 

That said, Apple’s share price 
performance over time suggests that 
confidence remains strong in a 
technology brand that makes products, 
retails them around the world, provides 
content and is renowned for combining 
technology prowess, design and service. 
In BrandZ™ research, consumers rate the 
Apple brand extremely high on being 
different, innovative and meaningful.  
This may be the year that Apple 
introduces another major innovation – 
iPhone 6 or Apple TV. The company 
entered talks with Comcast, the largest 
cable company in the US. 

To drive volume, Apple introduced a new 
line of more popularly priced phones and 
it signed an agreement with China 
Mobile, the world’s largest telecom 
provider with over 750 million customers. 
Like a luxury brand, Apple faces the 
dilemma of balancing exclusivity to 
protect the brand and command a price 
premium, while expanding to mass to 
gain volume at the risk of brand dilution. 

Samsung challenged Apple with its 
Galaxy smartphones. Operating on the 
Android platform, the phones have a 
larger screen than the iPhone and other 
features that Samsung successfully 
promotes. The company preempted 
Apple with the launch of wearable 
technology, the Samsung Galaxy Gear 
smartwatch that coordinates with 
Samsung phones and tablets.

Chinese brand leaders

Along with Google, Facebook and Apple, 
Amazon also created an ecosystem of 
products and services that have become 
fundamental to how people live their 
lives. (Please see Amazon in the retail 
category on page 72). And at the same 
time these Western brands developed,  
a separate group of brands served the 
enormous Chinese market of 1.3  
billion people.

Some of the market dynamics mirrored 
those in the West as various Chinese 
brands initially occupied particular 
market niches: Baidu in search, similar to 
Google; and Tencent in social media like 
Facebook. As in the West, those initially 
discrete designations converged. Driven 
by consumer interaction and 
determination to secure a competitive 
edge, the brands developed ecosystems 
of products and services.

Baidu strengthened its mobile presence 
through acquisitions and other activities, 
including expanding in China’s rapid 
growth gaming business. It purchased 91 
Wireless, a mobile app store and it 
acquired Nuomi, a location-based group 
buying service. Baidu’s revenue increased 
43 percent in 2013. 

Tencent, with just over 800 million 
monthly active users (MAUs) on its social 
network at the end of 2013, is somewhat 
smaller as a social network than 
Facebook, which reported 1.2 billion 
MAUs. With its messaging app, WeChat, 
included in the member count, Tencent 
had been larger overall until Facebook 
acquired WhatsApp.

Like Facebook, Tencent is adding 
members and looking ahead for the next 
opportunity. Tencent purchased a stake 
in JD.com, China’s second largest 
ecommerce mall, which positions it to 
compete with Alibaba, the ecommerce 
giant. Its strategic partnership with the 
search engine Sogou puts Tencent 
head-to-head with Baidu. 

Tencent strengthened its mobile payment 
ability and developed online gaming, with 
its popular mobile messaging app, 
WeChat, which has about 355 active 
monthly users. Facebook’s WhatsApp 
claims about 450 million users. Both 
Tencent and Alibaba introduced mobile 
payment and financial services options 
that compete with traditional banks.

Twitter, LinkedIn and 
global competition

The Western and Chinese technology 
brands, which have for the most part 
developed separately, are about to face 
each other competitively. This 
development is best symbolized by the 
pending IPO of Alibaba, which is 24 
percent owned by Yahoo!. In addition, 
LinkedIn, the professional social 
networking site, introduced a Chinese 
language version of its website.

LinkedIn currently has four million 
members in China. The Chinese language 
site is part of the brand’s stated strategic 
mission to become a global network 
creating economic opportunity for a 
worldwide workforce of three billion 
people. The integration with leading 
Chinese portals, including Tencent and 
Sina, into its Chinese language platform 
enables users to access their contacts.

LinkedIn intends to map all workers, 
companies and available jobs and also 
establish a digital presence for the 
institutions that offer the education and 
skills necessary for career success. 
LinkedIn currently has almost 280 million 
members, about two-thirds located 
outside of the US.

Founded in 2006, Twitter launched a 
successful IPO in late 2013. The funds are 
intended to accelerate the growth of the 
site, which describes itself as the only 
online platform that’s both public and 
real time, democratizing content creation 
and distribution. 

It regularly receives attention as the 
venue for global conversations that take 
place around political events in text 
bursts of 140 characters. The brand is 
working to improve the organization of 
the conversations, making Twitter more 
useful by organizing conversations 
topically and not simply chronologically.

Insight 

The valuable brands 
attempt to solve big 
human problems

Some companies/brands create 
products to sell to people; others 
try to solve consumers’ problems 
or big problems that people face. 
For example, Google announced 
that it wants to explore ways to 
slow aging, something cosmetics 
companies have been trying to 
do for years. Facebook is creating 
a global community through 
allowing people to connect. If 
you look at how Google and 
Facebook operate, they start with 
a digital platform and then build 
a business around consumers’ 
needs and interactions.

Obi Ike
Vice President, ecommerce 
Rockfish 
obi.ike@rockfishinteractive.com

Insight 

Consumers treat 
tech brands like 
friends, up to a point

You take a technology that fulfills 
a basic human need, you build 
an ecosystem around it, and that 
becomes the environment where 
the brand is built, where the 
money is made. Our relationship 
with the brand grows into 
something like friendship and 
we have loyalty enough to see 
them through the occasional hard 
time. However, with a brand, if 
something fundamentally better 
comes along we don’t feel guilty 
about moving on. That said, our 
loyalty, or at least our inertia, may 
increase with age.

Gabe Dorosz
VP, Strategy 
Blast Radius  
Gabe.Dorosz@blastradius.com

Insight 

With high mobile 
penetration, 	
Asia is the future 	
of the market

Asia is now the center of gravity 
of the mobile market, and its 
future. Around 60 percent of the 
world’s consumers live in Asia, 
and half of all new connections 
globally now come from 
Asia. The fact that a Chinese 
company now owns Motorola 
is an interesting sign of the way 
things are changing. I expect 
Asian companies, whether 
Chinese, Japanese, South 
Korean, or Indian, to prosper by 
understanding Asian consumers 
best and being more responsive 
to them.

Andrew Curry
Director 
The Futures Company 
andrew.curry@thefuturescompany.com
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Meaningfully different 
brands drive financial 
success

Technology brands dominate the Top 100 
by value. On average they’re worth nearly 
double the other brands in the ranking. 
The Top 10 technology brands are 
particularly strong in meeting consumer 
and business needs. They’re more 
differentiated and generate more affinity 
because of their brand power (ability to 
drive market share).

Action Points for Brand Building

1. Be flexible 

Change happens quickly in technology. 
The most elegantly designed boardroom 
strategy will not work unless it allows 
the company to be nimble and make 
decisions quickly. 

2. Exhibit thought leadership 

With transformation happening in many 
industries, it’s important to demonstrate 
knowledge and to provide the 
technological solutions your clients need 
to navigate though disruption.

3. Nurture innovation 

Technology companies are distinguished 
by their people. Build a culture of 
innovation. Throughout the organization 
incentivize people to seek out new ideas 
and take risks. 

4. Celebrate success and move on

Success should signal urgency to change. 
You can’t stop, especially in technology. 
Success requires conviction, being all in. 
Make the business obsolete before the 
competition does.

Insights: BrandZ™ BigData 

Source: BrandZ™ database 
All brands average = 100

Brand Power

Top 10 Technology brands 
(average) 348

Top 100 Brands (average) 202

Spotlight 

US consumers lead 
in smartphone, 
tablet ownership

With the rise of mobility and 
multiple screens, consumers 
increasingly shop or watch 
entertainment or an 
advertisement on one screen 
while engaging with a social 
network on another screen.  
This phenomenon is more 
prevalent in developed markets 
where over half of adults own a 
smartphone and many have 
tablets. In the US, over half of 
adults own a smartphone, one 
quarter own a tablet and 13 
percent own both devices.

Mobile device ownership

US

UK

Europe

China

Latam

Source: TGI 2013 / Base: All adults 18+ 
Percent answering: Do you own a smartphone, 
tablet? Latam includes Argentina, Brazil, 
Chile, Colombia, Ecuador, Mexico, Peru and 
Venezuela.

Own Smartphone

Own Tablet

Own Both

53
25

13

53
14

11

55
18

11

32
13

7

14
2
1

Technology – Business
Brands see through the Cloud 
and turn planning into action
Businesses adjust and reinvent 

Business-to-business technology brands 
adjusted to new computing realities, 
especially the Cloud. And they advanced 
initiatives for corporate clients that 
invested again in IT and sought ways to 
organize and analyze big data.

If one development summarizes this 
movement it’s the announcement by 
Microsoft that the company is changing 
leadership, with founder and technology 
visionary Bill Gates returning in an active 
advisory role.

The brand continues to thrive based on 
the Gates legacy of products, including 
Microsoft Office, the suite of computer 
software installed on the majority of 
devices for personal and enterprise use. 
The company enjoyed some success with 
the launch of Windows 8. And the Xbox 
business remains strong. 

These legacy achievements drove 
revenue and profit, which pushed up 
brand value 29 percent, lifting Microsoft 
several places to number four, after IBM, 
in the BrandZ™ Top 100 Most Valuable 
Global Brands 2014.

But Microsoft hasn’t developed other 
breakthrough products and the advent  
of the Cloud threatens the ubiquity of its 
Office suite. Microsoft is not alone in 
struggling to remain relevant in a world 
based on Cloud and mobile computing, 
where people switch constantly and 
seamlessly between their work and 
private lives.

The Cloud pay-as-you-go model 
disrupted the business of some of the 
most respected technology brands, 
which built businesses around long-term 
contracts and client relationships. With 
pay-as-you-go, costs are reduced from 
major capital expenditures to running 
costs. And unlike with an investment in 
mainframes, need always matches 
capacity. Other related trends and 
developments include:

Brand strength Brand is critical during 
a period of transformation. The 
strength of the IBM brand, its 
association with solving big global 
problems, provides flexibility even 
during periods of business transition 
and flat financial results.

Going private Facing the challenge of 
being a leading PC maker at a time of 
declining PC sales, Dell founder 
Michael Dell took the company private 
to make the necessary fixes without 
the scrutiny of Wall Street and the 
pressure of quarterly results, and to 
take control of the brand story.

Amazon One of the largest 
competitors for enterprise Cloud 
business is a retailer named Amazon.

Investing in Cloud

Every technology leader invested in 
Cloud in ways that are most relevant to 
its core brand proposition. Cisco, known 
for building and maintaining switches and 
routers that run the Internet, announced 
in early 2014 that it plans to invest $1 
billion over two years to enter the Cloud 
computing service business, linking the 
mainframes that together form the Cloud. 
Cisco calls this work the Intercloud.

IBM continues to develop its Cloud 
capabilities. It’s also building its big data 
and analytics teams, looking to expand 
into various industries, including marketing 
consultation. Siemens, an industrial 
technology company, continues to undergo 
restructuring and organizes its business into 
four sectors: energy, healthcare, industry 
and infrastructure and cities. 

Strengthening the core

SAP and Oracle accelerated their shift to 
the Cloud, even as they strengthened 
existing business. SAP continued to 
record sales growth and experience 
success with Hana, its in-memory system 
for analyzing big data quickly in ways 
that make it accessible and relevant 
throughout an organization. 

At the same time, the company shifted 
rapidly toward Cloud computing, which 
changes the business model from the 
software license business where payment 
is received up front. 

Oracle’s Cloud business improved 
significantly, but the brand still faces 
competition, much of it from pure online 
businesses. As Oracle adjusts its business 
for the changing technology, it’s helping 
its enterprise customers do the same 
thing, by providing Cloud applications, 
like Oracle’s Exalytic in-memory and 
software. Oracle says one of its key 
benefits is simplification. 

Recovering from 	
the PC focus

HP turned a modest profit and its stock 
price rebounded as a turnaround seemed 
to gain traction with a revised strategy 
that includes providing complex 
technology systems to corporate clients 
and selling PCs and printers to 
consumers. The company has streamlined 
and added efficiencies with Internet-
based programs, such as Salesforce.

By combining its computing hardware 
expertise with the Cloud capabilities of 
Clouderia, Intel worked to evolve from a 
business associated with memory chips 
for PCs into a brand with a Cloud platform 
for enterprise solutions. With the growth 
of wearable technology, Intel investigated 
acquisitions for entering that business. 
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Definition
The telecom provider category 
includes brands that primarily 
develop, maintain and 
market hardwire or wireless 
infrastructure networks for voice 
and data transmission.

Top 10 Telecom Providers  
Brand  
Value  

2014 $M
Brand 

Contribution

Brand Value 
% Change  

2014 vs 2013

1 AT&T  77,883 3 3%

2 Verizon  63,460 3 20%

3 China Mobile  49,899 3 -10%

4 Vodafone  36,277 3 -9%

5 Deutsche Telekom  28,756 2 20%

6 Movistar  20,809 2 56%

7 Orange  15,580 3 13%

8 BT  15,367 2 61%

9 MTS  12,175 3 14%

10 MTN  10,221 3 -11%

Source: Valuations include data from BrandZ™ and Bloomberg. 
Brand contribution measures the influence of brand alone on earnings, on a scale of 1 to 5, 5 highest.

Telecom Providers 
Economic recovery drives 
market consolidation  
and disruption
Brands focus on differentiation

European and North American telecom 
providers faced consolidation and 
disruption as the markets recovered 
economically and major players  
sought to strengthen their networks, 
advance convergence and improve 
customer experience. 

Flush with cash following the sale of its 
stake in America’s Verizon Wireless, 
UK-based Vodafone agreed to purchase 
Spain’s Ono. The transaction, along with 
the earlier acquisition of Kabel 
Deutschland, a German cable operator, 
strengthened Vodafone as a provider  
of high-speed broadband. These deals 
cooled speculation about a major 
trans-Atlantic hook up in which the 
American telecom AT&T would  
acquire Vodafone. 

Meanwhile, challenger strategies 
disrupted the pricing model of the 
telecom category in the US, which is 
dominated by Verizon and AT&T. Not 
long after US regulators rejected the 
merger of T-Mobile and AT&T, T-Mobile 
introduced pay as-you-go pricing in  
a market where providers traditionally 
lock in customers to multi-year contracts 
sweetened with deep discounts on 
smartphones. 

T-Mobile, the fourth largest US telecom, 
also offered early phone upgrades and 
free international roaming. The brand, 
which is majority-owned by Deutsche 
Telekom, added about two million 
customers in 2013, reversing a decline. 
Japan’s Softbank, which acquired Sprint, 
the number three US telecom brand, 
announced its desire to purchase 
T-Mobile. Combining Sprint with T-Mobile 
would create a telecom with over 100 
million customers, roughly the size of the 
market leaders AT&T and Verizon. Other 
potential category disruptors include:

Virtual operators Chinese regulators 
approved the applications of two 
electronics retailers, Suning and 
Gome, to offer telecom services.  
They have joined other non-telecom 
brands, such as Virgin, Tesco, and 
Falabella, the Latin American 
department store. These brands serve 
as Mobile Virtual Network Operators 
(MVNOs), renting capacity from 
telecoms and branding a service to 
gain a greater customer share of life.

Over-the-top Facebook’s acquisition 
of WhatsApp may shift more voice 
and text to free, over-the-top Internet 
alternatives. Data, more than  
voice and text, produces revenue  
for the carriers. In addition, the 
increased availability of free Wi-Fi  
in public places may divert more  
data transmission.

On-demand streaming Recent 
developments threaten the pay-for-
view model that drives revenue  
for telecoms. Comcast, America’s 
largest cable network closed a deal 
with Netflix and entered talks with 
Apple. These arrangements 
potentially offer content less 
expensively, with subscriptions, and 
without the delivery problems that 
impact streaming quality during 
high-use periods.

Building capacity 

Brands addressed the key and ongoing 
challenges of the category: providing 
enough bandwidth to smoothly handle 
rising data consumption; and becoming 
more than a commodity delivery system 
ignored by consumers – until something 
goes wrong.

Both challenges continued to become 
more difficult for telecoms worldwide. 
Data usage increased with improvements 
in mobile device processing power  
and the option of multi-tasking on  
a single screen. 

Vodafone planned to spend some of its 
Verizon proceeds on capital investment 
to strengthen its European network. 
Telecoms sought advantage of scale, 
investing in 4G infrastructure and 
amortizing the costs over large  
customer bases.

The high costs of these investments 
resulted in more infrastructure 
cooperation among carriers. With 
pressure on revenues because of 
Europe’s economic slowdown, telecoms 
requested an easing of rules to permit 
more consolidation and 4G rollout. 
Regulators have prevented further 
consolidation in the US.

8%
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Differentiating brands

To strengthen differentiation, BT added 
content. The UK-based telecom 
purchased the rights to English Premier 
Football, adding over two million new 
subscribers and driving up revenue.  
The added value helped justify  
premium pricing.

Vodafone offered customers a pricing 
package with content that included either 
Sky Sports or Spotify. Vodafone’s 
balance sheet strengthened with the 
$130 billion sale of its 45 percent stake  
in Verizon.

In a category noisy with competitive 
claims, the challenge to differentiate is 
compounded because consumers can be 
skeptical about what they hear. In the US, 
Verizon promoted its technical expertise 
in a series of full-page newspaper ads 
extolling its first place finish on a variety 
of technical metrics. 

AT&T made similar points in an 
approachable style with a TV campaign 
titled “It’s not complicated,” in which a 
man in a suit sits at a low table with 
school children and listens to their 
humorous, but logical, explanations of 
why “big is better” or “now is better.”

Fast growing markets

European brands, looking to diversify out 
of the commodity constraints in their 
home markets, looked for profitable 
volume growth in fast growing markets. 
By purchasing the stake of its local 
minority partner, Vodafone took control 
of its business in India. It continued to 
develop business in Africa through 
Vodacom, a subsidiary.

Meanwhile, South Africa’s MTN continued 
to expand in the Middle East and in 
Africa. The Indian telecom Bharti Airtel is 
among the competitors also providing 
mobile services in Africa, an area with 
over a billion people underserved by 
fixed-line infrastructure and Internet.

Movistar benefited from the improvement 
in Spain’s economy and the brands 
extensive presence in Latin America. A 
combination of financial performance 
and brand strength drove its 56 percent 
increase in brand value.

China Mobile remained the world’s 
largest telecom by far, with over 750 
million subscribers. After launching 4G, it 
rapidly expanded its network and 
introduced the iPhone. It also offered two 
low-price handsets under its own brand 
to increase its share of the 3G market, 
where it competes with China Unicom 
and China Telecom, which also are 
building 4G networks.

Competition heated up in Russia, with the 
merger of state-owned Rostelekom and 
Sweden’s Tele2 to create a fourth 
telecom in a market dominated by MTS 
along with Megafon and VimpelCom. 
MTS continued to leverage its brand and 
network to develop a bank offering 
extensive financial services. 

Action Points for Brand Building

1. Be clear 

Communicate a clear proposition about 
the brand’s technical competence, 
but deliver it in a memorable way that 
explains the benefits of the network to 
the consumer.

2. Tailor the message 

Market the brand to a range of customers 
from technically savvy trendsetters to 
high-value customers who simply want 
something that works reliably. 

3. Focus on households 

A major question for telecoms is who’s 
going to own the household. Gaining 
a family with 10 devices is more of an 
acquisition than a user switch.

4. Think global 

For the major telecom providers that are 
now local, regional or even international, 
the next move is to become global, one 
brand serving customers worldwide.

Spotlight

Fast growing market 
consumers select pay-
as-you-go options

Consumers in developed 
markets usually pay for mobile 
phone service with contract 
arrangements that may include 
subsidies covering the price of 
the phone. With less predictable 
income, consumers in fast 
growing markets are more likely 
to buy an affordable phone 
and pay for telecom service as 
they use it. India has the highest 
percent of mobile pay-as-you go 
customers. The US has the lowest, 
but the market is experiencing 
a period of disruption with 
challenger brands offering pay-
as-you-go options.

India

Brazil

Russia

Germany

UK

Europe

Spain

US

Insight 

Contract-free pricing 
disrupts US market, 
pressuring brands

This year’s challenge, at least 
in the US, is the availability 
of telecom service without a 
contract. It will resonate with 
consumers who, as a general 
rule, dislike being locked into 
anything. You hate it, but you 
do it. Once a brand breaks that 
paradigm and says, you can get 
good connection without signing 
your life away, the consumer will 
pay attention. The big players will 
feel enormous pressure. They’ve 
become comfortable with the 
category’s stability. Contracts 
were seen as normal. But in the 
future, more consumers will ask, 
“If I can’t see the difference, why 
pay the difference?”

Allen Adamson
Chairman, North America 
Landor 
allen.adamson@landor.com

Powerful brands risk	
Seeming too arrogant

The Top 10 telecoms are some of 
the world’s most powerful brands. 
Consumers rate them high as being 
extremely successful and “in control.” 
However, this status comes with a 
warning because consumers also see 
the brands as “arrogant” (only second in 
degree to the banks).

Insights: BrandZ™ BigData 

Success 
118

In Control 
118

Arrogant 
112

Source: BrandZ™ database 
All brands average = 100 

Source: TGI 2013 / Base: All adults 18+ 
Percentages don’t total 100 because of other 
responses or no response. Europe includes the 
UK, Spain, Germany and France.

Prepaid/Pay-as-you-go
Contract – Monthly/Annual/Multi-year
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5
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28
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122  BrandZ™  Top 100 Most Valuable Global Brands 2014 123

Technology | Telecom ProvidersSection 03  |  The Categories



Founded in 1997, Mindshare was set up to pioneer and innovate 
in order to give our clients a competitive advantage. In the 
intervening decade, we have been the world’s fastest-growing 
media agency – and we have witnessed a true communications 
revolution. Traditional notions of what marketing agencies can do 
have been ripped up and the lines between digital, creative, media, 
direct and consultancy have blurred. For right now and for the 
future our ambition is to lead the definition of what a media agency 
can do and should do.

Further information can be found at:  
http://www.mindshare.co.uk/ 

Figure 1: The Brand Life Cycle: years to move 
between quadrants. The transitions are estimated 
based on the moving brands (41% of brands 
included in the analysis)

Mindshare’s BrandZ™ brand transition analysis has 
identified the life cycle of a typical brand (Figure 1). 
We’ve estimated the average growth rates of 
growing brands and calculated journey times 
between quadrants. 

Brands begin life in the bottom left quadrant, with 
low Presence and low Voltage*. It takes at least five 
years to travel up to the top left quadrant, during 
which time brands begin to develop a following.  
To grow to a strong dominant position in the top 
right quadrant, with high Presence and high Voltage 
takes a further 12+ years. For those with momentum, 
the full brand lifecycle is on average approximately 
50+ years.

But this is just the movers. Of the brands we looked 
at, 59 percent don’t move significantly over the 
15-year period studied, either in terms of Voltage or 
Presence. They remain in either healthy or frail stasis, 
or else crawl along imperceptibly slowly.

The standard story of diminishing returns to 
advertising suggests that smaller brands with 
momentum should grow faster than their larger 
counterparts. Conversely larger brands may be able 
to leverage their scale to protect themselves from 
decline. If we split the journey into two phases of 
growth and shrinkage we can see that the growth 
phase takes around 17+ years, whereas the  
shrinkage phase around 33+ years. This apparent 
asymmetry between rise and fall lends support to 
this hypothesis. 

Figure 2 illustrates how growth rates vary by the 
sector for Voltage and Presence. Across both 
metrics we see the highest growth rates are in 
Electronics & IT**, which may reflect wider shifts  
in technological progress.

The brand life cycle also varies by continent (Figure 
3). Average growth rates in Asia are significantly*** 
higher than in Europe for example, which may be 
driven by wider economic and social changes. If this 
is the case we may expect to see brand growth rates 
in Africa increase over the coming decade. While 
South America has the highest average growth  
rate this figure has been in slow decline over the  
last decade.

This is a preliminary analysis of BrandZ™ data.  
We have identified a typical brand lifecycle in which 
brands rise and fall over a period of a half a century. 
Clearly there are many outliers and the dynamics of 
this cycle will vary considerably by market. Most 
brands remain stationary, at least over the period 
we’re looking at. We’ve found an asymmetry 
between the growth and shrinkage phases, implying 
dominance is to some extent self-reinforcing, which 
fits with what we see elsewhere e.g. PIMS database. 
Smaller brands that are growing tend to move  
faster than their larger counterparts, implying 
convergence, however many will fall out along  
the way and become sedentary. 

What is yet to be fully determined is what impact 
digital and social media marketing will have on the 
typical brand life cycle. It’s reasonable to speculate 
that newer brands may reach the top left quadrant 
in less than five years, their trajectory being 
propelled by the disruptive forces of connected 
consumers and the transcendence of geographic 
boundaries. However, unlike brands that have 
strategically invested in the development and 
nurturing of their values and consumer relevance, 
those that rely on the fickleness of consumer favour 
may find they fall further, faster.

*Brand Voltage is a one-number summary of the growth potential of 
a brand. It takes into account how many people are very loyal to the 
brand (the brand’s bonding score) and claimed purchasing data for 
the category to produce a single Brand Voltage number. 

** The category covers IT Hardware and Software, Gaming, Mobile 
devices and Televisions.

*** We have rejected the hypothesis that there is no significant 
difference between the growth rates by different continent at 
probability level lower than 5%. It is worth mentioning that voltage is 
a slowly moving metric, therefore even 0.1% difference in growth may 
be significant.

RISE AND FALL: 
EXPLORING     
         THE  
          BRAND  
           LIFE 
            CYCLE

Google ‘brand life cycle’ and you’ll get: some charts, 
a dusty academic article, many assertive blog posts 
and a set of lecture notes. From each emerges a 
common theme of rise, maturity and stagnation or 
decline. Innovations and changing consumer tastes 
bring into being new contenders with new stories to 
tell; the old adapt or else fade away.

But how much motion is there in the brand space? 
What does a successful brand look like, and how 
long does it take to grow one? Do brands die out,  
or is dominance self-perpetuating? How do these 
elements vary across markets? 

It is with these questions in mind that we set about 
analyzing the BrandZ™ study database. Our core 
hypotheses are that:

– There exists a typical brand life cycle.

– �It takes a long time to grow a brand and new 
brands tend to grow faster than established 
brands.

– �Those that do grow are able to retain their superior 
position more easily than others.

– �The causes of motion, namely technological  
and social disruptions, imply varying degrees  
of dynamism across markets (geographical  
and product).

Aleksandra Iljina	
Senior Analyst Developer  
Mindshare 
Aleksandra.Iljina@mindshareworld.com

Duncan Stoddard 	
Account Manager 
Mindshare 
Duncan.Stoddard@mindshareworld.com
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The brands that appear in this report are 
the most valuable in the world. They were 
selected for inclusion in the BrandZ™ 
Most Valuable Global Brands Top 100 and 
category rankings based on the unique 
and objective BrandZ™ brand valuation 
methodology that combines extensive 
and on-going consumer research with 
rigorous financial analysis. 

The BrandZ™ valuation methodology  
can be uniquely distinguished from its 
competitors by the way we obtain 
consumer viewpoints. We conduct 
worldwide, on-going, in-depth 
quantitative consumer research, and 
build up a global picture of brands on  
a category-by-category and country-by-
country basis.

Our research covers two million 
consumers and more than 10,000 
different brands in over 30 countries.  
This intensive, in-market consumer 
research differentiates the BrandZ™ 
methodology from competitors that rely 
only on a panel of “experts” or purely 
financial and market desk research.

Before reviewing the details of this 
methodology, consider these three 
fundamental questions: why is brand 
important; why is brand valuation 
important; and what makes BrandZ™  
the definitive brand valuation tool?

Importance of brand 

Brands embody a core promise of values 
and benefits consistently delivered. 
Brands provide clarity and guidance  
for choices made by companies, 
consumers, investors and others 
stakeholders. Brands provide the 
signposts we need to navigate the 
consumer and B2B landscapes.

At the heart of a brand’s value is its 
ability to appeal to relevant customers 
and potential customers. BrandZ™ 
uniquely measures this appeal and 
validates it against actual sales 
performance. Brands that succeed in 
creating the greatest attraction power 
are those that are:

Meaningful 

In any category, these brands appeal 
more, generate greater “love” and meet 
the individual’s expectations and needs.

Different

These brands are unique in a positive way 
and “set the trends,” staying ahead of the 
curve for the benefit of the consumer.

Salient 

They come spontaneously to mind as the 
brand of choice for key needs.

Importance of brand valuation 

Brand valuation is a metric that quantifies 
the worth of these powerful but 
intangible corporate assets. It enables 
brand owners, the investment community 
and others to evaluate and compare 
brands and make faster and better-
informed decisions.

Distinction of BrandZ™

BrandZ™ is the only brand valuation tool 
that peels away all of the financial and 
other components of brand value and 
gets to the core – how much brand alone 
contributes to corporate value. This core, 
what we call Brand Contribution, 
differentiates BrandZ™. 

The valuation process

Step 1: Calculating 
Financial Value

Part A We start with the corporation. In 
some cases, a corporation owns only one 
brand. All Corporate Earnings come from 
that brand. In other cases, a corporation 
owns many brands. And we need to 
apportion the earnings of the corporation 
across a portfolio of brands.

To make sure we attribute the correct 
portion of Corporate Earnings to each 
brand, we analyze financial information 
from annual reports and other sources, 
such as Kantar Worldpanel and Kantar 
Retail. This analysis yields a metric we call 
the Attribution Rate.

We multiply Corporate Earnings by the 
Attribution Rate to arrive at Branded 
Earnings, the amount of Corporate 
Earnings attributed to a particular brand. 
If the Attribution Rate of a brand is 50 
percent, for example, then half the 
Corporate Earnings are identified as 
coming from that brand.

Part B What happened in the past or 
even what’s happening today is less 
important than the prospects for future 
earnings. Predicting future earnings 
requires adding another component to 
our BrandZ™ formula. This component 
assesses future earnings prospects as a 
multiple of current earnings. We call this 
component the Brand Multiple. It’s similar 
to the calculation used by financial 
analysts to determine the market value of 
stocks (Example: 6X earnings or 12X 
earnings). Information supplied by 
Bloomberg data helps us calculate a 
Brand Multiple. We take the Branded 
Earnings and multiply that number by the 
Brand Multiple to arrive at what we call 
Financial Value.

Step 2: Calculating 	
Brand Contribution

We now have the value of the branded 
business as a proportion of the total 
value of the corporation. But this 
branded business value is still not quite 
the core that we are after. To arrive at 
Brand Value, we need to peel away a few 
more layers, such as the rational factors 
that influence the value of the branded 
business, for example: price, convenience, 
availability and distribution.

Because a brand exists in the mind of the 
consumer, we have to assess the brand’s 
uniqueness and its ability to stand out 
from the crowd, generate desire and 
cultivate loyalty. We call this unique role 
played by brand, Brand Contribution.

Here’s what makes BrandZ™ so unique 
and important. BrandZ™ is the only brand 
valuation methodology that obtains this 
customer viewpoint by conducting 
worldwide on-going, in-depth 
quantitative consumer research, online 
and face-to-face, building up a global 
picture of brands on a category-by-
category and country-by-country basis. 
Our research now covers over two million 
consumers and more than 10,000 
different brands in over 30 countries. 

Step 3: Calculating 	
Brand Value

Now we take the Financial Value and 
multiply it by Brand Contribution, which 
is expressed as a percentage of Financial 
Value. The result is Brand Value. Brand 
Value is the dollar amount a brand 
contributes to the overall value of a 
corporation. Isolating and measuring this 
intangible asset reveals an additional 
source of shareholder value that 
otherwise would not exist.

Why BrandZ™ is the 
definitive Brand  
valuation methodology
All brand valuation methodologies are similar –  
up to a point. 

All methodologies use financial research and 
sophisticated mathematical formulas to calculate 
current and future earnings that can be attributed 
directly to a brand rather than to the corporation. This 
exercise produces an important but incomplete picture.

What’s missing? The picture of the brand at this point 
lacks input from the people whose opinions are most 
important – the consumer. This is where the BrandZ™ 
methodology and the methodologies of our competitors 
part company.

How does the competition 
determine the consumer view? 

Interbrand derives the consumer point of view from 
panels of experts who contribute their opinions. The 
Brand Finance methodology employees a complicated 
accounting method called Royalty Relief Valuation. 

Why is the BrandZ™ 	
methodology superior? 

BrandZ™ goes much further. Once we have the 
important, but incomplete, financial picture of the 
brand, we communicate with consumers – constantly. 
Our on-going, in-depth quantitative research includes 
two million consumers and more than 10,000 brands in 
over 30 countries. 

What’s the BrandZ™ benefit?

The BrandZ™ methodology produces important benefits 
for two broad audiences.

– �Members of the financial community – including 
analysts, shareholders, investors and CEOs – depend 
on BrandZ™ for the most reliable and accurate brand 
value information available.

– �Brand owners turn to BrandZ™ to more deeply 
understand the causal links between brand strength, 
sales and profits and to translate those insights into 
strategies for building brand equity.

BrandZ™ Brand Valuation 
Methodology
Consumer research and financial rigor make BrandZ™ 
the definitive valuation tool
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Get the BrandZ™ Top 100 Most Valuable 
Global Brands, the Latin America Top 
50, the China Top 100 and many more 
insightful reports on your smartphone  
or tablet. 

To download the apps for the BrandZ™ 
rankings go to www.brandz.com/
mobile (for iPhone and Android). The 
iPad interactive magazine BrandZ™ Top 
100, packed with exclusive content, 
is available from the Apple App store 
(search for BrandZ™ 100).

BrandZ™ is the world’s largest and most 
reliable customer-focused source of 
brand equity knowledge and insight. 
To learn more about BrandZ™ data or 
studies, please visit www.brandz.com,  
or contact any WPP Group company.

BrandZ™ is the definitive resource for 
brand equity knowledge and insight
Reports, apps and iPad magazines powered by BrandZ™ 

BrandZ™ Top 50 Most 
Valuable Latin American 
Brands 2013

The report profiles the most valuable 
brands of Argentina, Brazil, Chile, 
Colombia and Mexico and explores 
the socio-economic context for brand 
growth in the region. For the iPad 
magazine search BrandZ™ Latin  
America on iTunes.

BrandZ™ Top 100 	
Most Valuable Chinese 
Brands 2014

The report profiles Chinese brands, 
outlines major trends driving brand 
growth and includes commentary on  
the growing influence of Chinese brands 
at home and abroad. Go to www.brandz.
com/mobile.

Beyond Trust: Engaging 
Consumers in the Post-
Recession World 

An Index based on BrandZ™, TrustR 
measures the extent to which consumers 
trust and are willing to recommend 
individual brands. High TrustR correlates 
with bonding, sales and brand value. 
Complete information is available from 
WPP companies. 

ValueD: Balancing 	
Desire and Price for 
Brand Success

An index based on BrandZ™, ValueD 
measures the gap between the 
consumer’s desire for a brand and 
perception of the brand’s price. It 
helps brands optimize sales, profit and 
positioning. Complete information is 
available from WPP companies. 

The Chinese Golden 
Weeks in Fast 	
Growth Cities

With research and case studies the 
report examines the shopping attitudes 
and habits of China’s rising middle class 
and explores opportunities for brands in 
many categories. For the iPad magazine 
search Golden Weeks on iTunes.

The Chinese New Year 	
in Next Growth Cities

The report explores how Chinese 
families celebrate this ancient festival 
and describes how the holiday unlocks 
year-round opportunities for brands and 
retailers, especially in China’s Lower Tier 
cities. For the iPad magazine search for 
Chinese New Year on iTunes.

The Power and Potential 
of the Chinese Dream

The Power and Potential of the Chinese 
Dream is rich with knowledge and insight 
and forms part of a growing library of 
WPP reports about China. It explores the 
meaning and significance of the Chinese 
Dream for Chinese consumers and its 
potential impact on brands.

BrandZ™ Reports, Apps and iPad Magazines
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Acceleration crafts digital marketing 
capability for global brands and industry 
leaders. We are digital natives who 
understood the radical impact that 
technology would have on the future of 
brands. A rare breed of individuals with 
comprehensive experience of building 
marketing capability, driving best 
practice and implementing marketing 
technology. Operating at the intersection 
of technology and strategy, insights 
and consumer engagement to build the 
specific capabilities needed to grow 
market share and expand global reach. 
Part of WPP Digital, and with 15 years’ 
experience, we employ over 150 strategic 
marketing technologists globally.

www.acceleration.biz

Juliet Hazell 
Marketing Director 
jhazell@acceleration.biz

	
	
	
Added Value is a leading global strategic 
marketing consultancy providing 
brand strategy, innovation, insight 
and communications services. Added 
Value has 17 offices in 11 countries 
across Europe, North America and 
Asia-Pacific, and is accredited among 
“Best Companies to Work For 2014”. 
Added Value is part of Kantar, the data 
investment management division of 
WPP, the world leader in marketing 
communications services.

www.added-value.com

Kate McDougle 
Head of Global Marketing 
k.mcdougle@added-value.com 

	
	
	
AKQA is an ideas and innovation 
company. We collaborate with our  
clients to create the future.

www.akqa.com

Sam Kelly 
Head of Business Development and 
Marketing 
sam.kelly@akqa.com

	
	
	
Barrows has been operating in 
global retail for over 20 years in both 
developing and developed markets. In 
this time we have understood what it 
takes to win in this ever-evolving and 
dynamic retail media space. Our range 
of services encompass everything from 
insights, retail media planning, design, 
production, procurement, and ultimately 
through to in-store execution. These 
are flexed and applied according to our 
clients’ retail objectives. Working across 
teams within our clients’ organizations, 
we align the marketing objectives with 
customer and key account teams to 
ultimately develop the best possible  
in-store experience for shoppers.

www.barrowsonline.com

Lucien D’Avice 
Chief Executive Officer 
Lucien@barrowsonline.com

	
	
	
Blast Radius is a strategic digital 
agency that helps connect brands and 
consumers to tackle the complex issues 
of growing brands and revenue in a 
highly connected world. With offices 
in Chicago, Toronto, Vancouver, New 
York, Seattle, Portland, and Europe, its 
client roster includes Starbucks, Nike, 
Microsoft, Bacardi, Nokia, and NIVEA. 
Blast Radius is part of Wunderman,  
a member of WPP (NASDAQ: WPPGY) 
and part of Young & Rubicam Group.

www.blastradius.com 

Danielle John 
VP Marketing 
danielle.john@blastradius.com

	
	
	
BrandAnalytics, a Division of Millward 
Brown Optimor in South America, 
provides expert analytical support 
for branding programs. It focuses on 
developing frameworks for established 
client/consumer oriented organizations, 
from Segmentation, Brand Strategy, 
Brand Implementation, Brand 
Valuation and ROI. BrandAnalytics 
provides evidenced-based branding 
recommendations that are linked to 
shareholder value generation.

www.brandanalytics.com.br

Eduardo Tomiya 
Managing Director 
eduardo.tomiya@brandanalytics.com.br

	
	
	
Cohn & Wolfe, a global communications 
agency, builds brands and corporate 
reputations through an uncompromising 
commitment to creativity. The 
agency’s strategic approach unearths 
fresh, relevant insights leading to 
communications solutions that deliver 
measurable business success. Over its 
40-year history, Cohn & Wolfe’s brand 
marketing work and world-class digital 
media campaigns have attracted top 
brands around the world. Cohn & Wolfe 
was named PRWeek Agency of the Year 
and a Best Place to Work by PRWeek, 
Crain’s NY, Advertising Age and PR 
News. The agency has more than 1,100 
employees in over 50 offices across 
North America, EMEA and Asia. 

www.cohnwolfe.com

Jill Tannenbaum 
Chief Executive Officer 
jill.tannenbaum@cohnwolfe.com

	
	
	
Digit is a design company that has 
spent the last 15 years at the forefront 
of technology. All of our work is 
underpinned by our philosophy called 
Simple Human Interaction. It’s all about 
making technology invisible, and using 
it to enable people and brands to 
communicate better.

www.digitlondon.com

Laura Simon 
Managing Director 
laura.simon@digitlondon.com

	
	
	
Designing the future. FITCH transforms 
consumer experience and accelerates 
business success. We deliver seamless 
solutions by combining the physical, 
human and digital elements of a brand 
to create unique experience signatures. 
FITCH is a leading global retail and brand 
consultancy with an integrated offer of 
strategy, design and implementation, 
which enables us to deliver across all 
touchpoints. We do this for clients that 
include adidas, B&Q, Brown-Forman, 
Dell, H&M, Philips, Sberbank, and Target.

www.fitch.com

Gavin Clark 
Global Business Development Director 
gavin.clark@fitch.com

	
	
	
Geometry Global is the largest and most 
geographically complete activation 
agency of its kind, providing brand 
marketers with a unique solution: 
Precision Activation. This proprietary 
approach focuses on the exact blend 
of context and content that influence 
consumer behavior, transforming 
big creative ideas into effective and 
profitable business growth drivers. With 
a team of 4000 experts in 56 markets, 
the network develops award-winning 
marketing programs, informed by data 
and insights. Geometry Global delivers 
creativity across a range of disciplines 
including Shopper, Relationship, 
Promotional and Experiential, Trade and 
Digital Marketing. 

www.geometry.com

Richard Labot 
Global Director of Network Engagement 
Richard.labot@geometry.com

	
	
	
Hill+Knowlton Strategies is a leading 
global strategic communications 
consultancy, providing services to local 
and multinational clients worldwide. The 
firm is globally headquartered in New 
York City, with 88 offices in 49 countries 
– including 13 offices in the US. Led by 
Global Chairman and CEO Jack Martin, 
Hill+Knowlton Strategies serves as a 
trusted advisor to clients, developing and 
executing communications campaigns 
and business strategies to manage the 
impact of the public on an organization’s 
reputation, brand and bottom line.

www.hillandknowlton.com

Jack Martin 
Global Chairman & CEO 
jack.martin@hkstrategies.com 

	
	
	
JWT is the world’s best-known marketing 
communications brand that has been 
inventing pioneering ideas for the past 
150 years. Headquartered in New York, 
JWT is a true global network with more 
than 200 offices in over 90 countries, 
employing nearly 10,000 marketing 
professionals. JWT consistently ranks 
among the top agency networks in 
the world and continues a dominant 
presence in the industry by staying 
on the leading edge – from producing 
the first-ever TV commercial in 1939 
to developing award-winning branded 
content today. 

www.jwt.com

Anaka Kobzev 
Director of Communications 
anaka.kobzev@jwt.com

WPP Company Contributors
These companies contributed knowledge, expertise and 
perspective to the report.

134  BrandZ™  Top 100 Most Valuable Global Brands 2014 135

Company ContributorsSection 04  |  Resources



	
	
	
Kantar Retail is the world’s leading retail 
and shopper insights and consulting 
business and is part of Kantar, the data 
investment management division of 
WPP. The company works with leading 
branded manufacturers and retailers 
to transform the purchase behaviour of 
consumers and shoppers through the use 
of retail and shopper insights, purchase 
data analytics, consulting, organizational 
development and retail virtual reality 
services. Kantar Retail tracks and 
forecasts over 1000 retailers globally, has 
purchase data on over 200m shoppers 
and among its market leading reports 
are the annual PoweRanking survey (USA 
and China), and Industry Shopper Study 
Across Retailers. Kantar Retail works with 
over 400 clients and has 20 offices in  
15 markets around the globe.

www.kantarretail.com

Steve Pattinson 
CEO Americas 
steve.pattinson@kantarretail.com

	
	
	
Kantar Worldpanel is the leading provider 
of consumer panels worldwide and has 
been specializing in the U.S. beverage 
market for over thirty years. We provide 
ongoing tracking of 40,000 individuals 
who report their actual beverage 
consumption behavior over the course of 
a week. Using this wealth of data and our 
category and market expertise, we can 
provide beverage market information 
from an end consumer perspective.  
The ability to understand the who, what, 
where, why and how for all brands, all 
categories and all consumers allows us  
to provide actionable and potentially 
game-changing insight relevant to  
your business.

www.kantarworldpanel.com

Lauren Masotti 
Client Executive 
Lauren.Masotti@Kantarworldpanel.com

	
	
	
KBM Group transforms customer 
experience by providing data-driven 
insights, personalization and relevance 
to create mutual value for brands 
and their customers. Expert in offline 
and online data, KBM Group owns 
behavioral, demographic, lifestyle 
and transactional data and has the 
largest data management capability 
of any agency holding company. KBM 
Group helps companies assess, collect, 
manage, connect and interpret data to 
create continuous, resonant consumer 
interactions throughout the customer 
journey. The company’s data-driven 
Consumer Engagement Platform drives 
informed interactions across channels in 
real-time, allowing marketers to adapt 
and refine marketing in the moment  
to reach an audience of one. 

www.kbmg.com

Gary S. Laben 
CEO 
gary.laben@kbmg.com

	
	
	
Lambie-Nairn is an international branding 
agency with over 38 years’ experience 
and nine offices across Europe, the 
Middle East and Latin America. With 
specialist knowledge in broadcast, 
sport, travel and entertainment, and 
technology, Lambie-Nairn employs  
a cross-functional team of strategists, 
creatives, client services and producers, 
enabling it to build flexible and 
nimble teams to meet their clients’ 
needs. Our particular experience in brand 
guardianship allows us to develop brands 
that can evolve and develop in fresh, 
consistent and engaging ways.

www.lambie-nairn.com

Lisa Hill 
Managing Director London 
l.hill@lambie-nairn.com

	
	
	
Landor Associates is one of the world’s 
leading strategic brand consulting 
and design firms. Landor’s holistic 
approach to branding balances rigorous, 
business-driven thinking and exceptional 
creativity. Its work spans the breadth of 
branding services, including research, 
positioning, strategy, architecture, 
naming and writing, corporate identity, 
consumer package design, environments, 
equity management, engagement, and 
digital branding. With 26 offices in 20 
countries, Landor’s current and past 
clients include: Barclays, the Council on 
Foreign Relations, Diageo, FedEx, Hilton 
Worldwide, Kraft Foods, Microsoft, 
MillerCoors, Procter & Gamble, Singapore 
Airlines, and Taj Hotels Resorts and 
Palaces. Landor is a member of the Young 
& Rubicam Group network within WPP.

www.landor.com

Allen Adamson 
Managing Director, New York 
allen.adamson@landor.com

	
	
	
Millward Brown is a leading global 
research agency specializing in 
advertising effectiveness, strategic 
communication, media and brand 
equity research. Millward Brown helps 
clients grow great brands through 
comprehensive research-based 
qualitative and quantitative solutions. 
Specialist global practices include 
Millward Brown Digital (a leader in digital 
effectiveness and intelligence), Firefly 
Millward Brown (our global qualitative 
network), a Neuroscience Practice (using 
neuroscience to optimize the value of 
traditional research techniques), and 
Millward Brown Optimor (a strategy 
consultancy helping companies maximize 
financial returns on brand and marketing 
investments). Millward Brown operates 
in more than 55 countries and is part 
of Kantar, WPP’s data investment 
management division

www.millwardbrown.com. 

Travyn Rhall 
CEO 
travyn.rhall@millwardbrown.com

	
	
	
Millward Brown Optimor is the brand 
and business consultancy of Millward 
Brown, dedicated to igniting business 
growth through transformative brand 
and market strategies. Millward Brown 
Optimor provides strategic corporate and 
brand consulting, rooting its approach 
in consumer research, stakeholder 
understanding and financial analysis.

www.millwardbrown.com/mboptimor

Nick Cooper 
Managing Director 
nick.cooper@millwardbrown.com

	
	
	
Mindshare is a global media agency 
network with billings in excess of US$31.4 
billion (source: RECMA). The network 
consists of more than 7,000 employees, 
in 116 offices across 86 countries spread 
throughout North America, Latin 
America, Europe, Middle East, Africa and 
Asia Pacific. Each office is dedicated to 
forging competitive marketing advantage 
for businesses and their brands based 
on the values of speed, teamwork 
and provocation. Mindshare is part of 
GroupM, which oversees the media 
investment management sector for WPP, 
the world’s leading communications 
services group. 

www.mindshareworld.com

Greg Brooks 
Global Marketing Director 
greg.brooks@mindshareworld.com

	
	
	
Ogilvy & Mather is one of the largest 
marketing communications companies in 
the world. It was named both the Cannes 
Lions Network of the Year and the 
EFFIEs World’s Most Effective Agency 
Network for two consecutive years, 2012 
and 2013. The company is comprised of 
industry leading units in the following 
disciplines: advertising; public relations 
and public affairs; branding and identity; 
shopper and retail marketing; health 
care communications; direct, digital, 
promotion and relationship marketing; 
consulting, research and analytics; 
branded content and entertainment; and 
specialist communications. O&M services 
Fortune Global 500 companies as well as 
local businesses through its network of 
more than 500 offices in 126 countries.

www.ogilvy.com

Miles Young 
Global CEO 
miles.young@ogilvy.com

	
	
	
PeclersParis is a unique worldwide  
trend forecasting, brand strategy  
and innovation agency that is expert in 
fashion, beauty and cosmetics, home  
and consumer electronics products.  
Our unique expertise is to decrypt 
socio-cultural and aesthetic trends  
and translate them not only into 
innovative brand strategies but also  
into new products’ concepts and design. 
Founded in 1970. A WPP company since 
2003. Based in Paris, New York, Los 
Angeles, Shanghai, Munich and in 15 
other countries. 

www.peclersparis.com

Eric DuChamp 
CEO 
Chief Executive Officer

	
	
	
POSSIBLE is a creative agency that cares 
about results. We back up every idea 
with real-world insights to create work 
that makes a difference, and makes a 
measurable impact. On paper, POSSIBLE 
is 25 offices spanning five continents. In 
practice, we are 1,100+ people offering 
local expertise to some of the world’s 
most dynamic brands. These include 
Microsoft, P & G, Starwood Hotels and 
Resorts Worldwide, The Bill & Melinda 
Gates Foundation, AT&T and Coca-Cola.

www.POSSIBLE.com

Lauren Lieberman 
Corporate Communications Manager 
laure.lieberman@possible.com

	
	
	
Rockfish is a full-service digital 
innovation partner that drives business 
for some of the world’s largest brands. 
We build groundbreaking digital 
solutions through expert integration 
of strategy, creative and technology. 
Founded in 2006, Rockfish has offices 
in Dallas, Austin, Cincinnati, Atlanta, 
Northwest Arkansas, New York, Portland 
and Chicago. Rockfish is part of WPP, the 
world leader in communications services 
with 170,000 employees in 110 countries. 

www.rockfishdigital.com

Kari Wethington 
Associate Director, Marketing & PR 
kari.wethington@rockfishdigital.com
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Salmon is a highly innovative eCommerce 
digital agency whose commitment to 
on-time, on-budget project delivery 
is increasingly embraced by the 
leading names in retail, wholesale and 
manufacturing. Major brands turn to 
Salmon for its ability to define, deliver 
and exploit enterprise scale eCommerce, 
multichannel operations and digital 
marketing solutions. Salmon quickly 
understands the business vision, creates 
realistic project plans and efficiently 
delivers solutions to plan; based around 
a management process that removes 
risk from successful project roll-outs. 
Customers include Akzo Nobel, Argos, 
Audi, DFS, Game, Halfords, Kiddicare, 
Premier Farnell and Selfridges. Salmon is 
headquartered in the UK and has offices 
in the US, China and Australia. 

www.salmon.com

Sue Pratt 
Head of Marketing 
spratt@salmon.com

	
	
	
Team Detroit brings together five of 
WPP’s largest marketing agencies in one 
location, Dearborn, Michigan, to provide 
its clients access to best practises and 
talent. Team Detroit is the 21st century 
equivalent to the full-service agency, 
acting as a portal to provide a single 
point of contact and accountability.

www.teamdetroit.com

Geri Donahoe 
Business Planning Director 
business.development@teamdetroit.com

	
	
	
The Kantar Media TGI studies sit at the 
forefront of the media and marketing 
industries, providing comprehensive 
insight into the online and offline 
behaviour of consumers: who they are, 
why they behave and make choices 
the way they do and how best to reach 
them. Used by communications and 
digital agencies, media and advertisers, 
TGI measures brand consumption, 
reasons behind behaviours and media 
usage, including passively-collected 
online browsing behaviour. Drawing vital 
information from 70 countries worldwide, 
TGI is the most trusted source of national 
and international planning insights. 
TGI fulfils a wide range of strategic 
and tactical purposes, including the 
identification of target audiences, digital 
and traditional communication planning 
and buying, consumer profiling and 
brand positioning. TGI is integrated  
with many other studies specific to 
particular markets, driving even deeper 
consumer insights.

www.globaltgi.com

Geoff Wicken 
Head of TGI International 
Geoff.Wicken@kantarmedia.com

	
	
	
The Brand Union is a global brand 
agency with over 500 people in 23 
offices in 16 countries. As the leaders’ 
choice for brand-related insight, advice 
and activation, The Brand Union delivers 
knowledge, inspiration and expertise 
from across the globe to build brands 
that thrive in the real world, using  
a balance of brand strategy, creativity 
and execution.

www.thebrandunion.com

Tim Hill 
Worldwide Development Director 
tim.hill@brandunion.com

	
	
	
The Futures Company is a unique 
strategic insight and innovation 
consultancy, dedicated to a mission of 
unlocking new sources of growth for 
our clients. We bring a unique forward-
looking, outward-looking and people-
centric perspective to everything we 
do, helping businesses and brands drive 
more powerful connections with people 
and culture with our expertise in human 
and cultural insight, and unlocking 
opportunities that can drive a step-
change in your business through more 
foresight-driven growth and innovation 
strategy. Our work combines our unique 
proprietary knowledge assets alongside 
a range of research methodologies and 
consultancy tools and techniques.

www.thefuturescompany.com

Lloyd Burdett  
Head of Global Clients and Strategy  
lloyd.burdett@thefuturescompany.com

	
	
	
TNS advises clients on specific growth 
strategies around new market entry, 
innovation, brand switching and 
customer and employee relationships, 
based on long-established expertise 
and market-leading solutions. With a 
presence in over 80 countries, TNS 
has more conversations with the 
world’s consumers than anyone else 
and understands individual human 
behaviours and attitudes across every 
cultural, economic and political region of 
the world. TNS is part of Kantar, the data 
investment management division of WPP 
and one of the world’s largest insight, 
information and consultancy groups.

www.tnsglobal.com

Tim Isaac 
Global Marketing Director 
tim.isaac@tnsglobal.com

	
	
	
VML is a global marketing agency 
that delivers forward-thinking ideas 
and solutions for the world’s most 
influential brands, including: MillerCoors 
brands Coors and Coors Light, Charter 
Communications, Colgate-Palmolive, 
COBRA PUMA GOLF, Dell, Gatorade, 
the Kellogg Company, Microsoft, NAPA 
AUTO PARTS, PepsiCo, Southwest 
Airlines, U.S. Soccer, Tennessee Tourism, 
Wendy’s and Xerox. Founded in 1992 
and headquartered in Kansas City, 
Mo., VML joined the world’s largest 
communications services group WPP 
in 2001. VML has more than 1,900 
employees with principal offices in 24 
locations across six continents.

www.vml.com

Lynsay Montour 
Communications Manager 
lmontour@vml.com

	
	
	
Y&R is one of the leading global 
marketing communications companies, 
comprising the iconic Y&R Advertising 
agency; VML, one of the world’s most 
highly regarded and fastest-growing 
digital agencies; as well as premier 
mobile marketing company iconmobile. 
Y&R Advertising has 186 offices in 90 
countries around the world. Its clients 
include Campbell’s Soup Company, 
Colgate-Palmolive, Danone, Dell, Virgin 
Atlantic, Xerox, Revlon, GAP, Land Rover, 
LG and Telefónica.

www.yr.com

David M Sable 
CEO 

david.sable@yr.com	
	
	

WPP is the world’s largest 
communications services group 
with billings of US$72.3 billion 
and revenues of US$17.3 billion. 
Through its operating companies, 
the Group provides a comprehensive 
range of advertising and marketing 
services including advertising & 
media investment management; 
data investment management; 
public relations & public affairs; 
branding & identity; healthcare 
communications; direct, digital, 
promotion & relationship marketing 
and specialist communications. The 
company employs nearly 175,000 
people (including associates) in over 
3,000 offices across 110 countries. 
For more information, visit www.
wpp.com. WPP was named Holding 
Company of the Year at the 2013 
Cannes Lions International Festival of 
Creativity for the third year running. 
WPP was also named, for the second 
consecutive year, the World’s Most 
Effective Holding Company in the 
2013 Effie Effectiveness Index, which 
recognizes the effectiveness of 
marketing communications.

www.wpp.com

WPP is the world’s largest 
communications services group 
with billings of US$72.3 billion 
and revenues of US$17.3 billion. 
Through its operating companies, 
the Group provides a comprehensive 
range of advertising and marketing 
services including advertising & 
media investment management; 
data investment management; 
public relations & public affairs; 
branding & identity; healthcare 
communications; direct, digital, 
promotion & relationship marketing 
and specialist communications. The 
company employs nearly 175,000 
people (including associates) 
in over 3,000 offices across 110 
countries. For more information, 
visit www.wpp.com. WPP was 
named Holding Company of the 
Year at the 2013 Cannes Lions 
International Festival of Creativity 
for the third year running. WPP 
was also named, for the second 
consecutive year, the World’s Most 
Effective Holding Company in the 
2013 Effie Effectiveness Index, which 
recognizes the effectiveness of 
marketing communications.

www.wpp.com
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Brand experts who  
contributed to the report 
These individuals, from WPP companies, 
provide additional thought leadership, 
research, analysis and insight to the report.

Alasdair Lennox

Fitch

Lauren Smith 

Digit

Eleanor Sellar 

Added Value

Ali Rana 

Millward Brown Digital

Obi Ike 

Rockfish Interactive

Jamie Jones 

Millward Brown

Albert Sim

Milward Brown

Lloyd Burdett 

The Futures Company

Charles Duncan  

VML

Robin Sherk 

Kantar Retail

Gabe Dorosz 

Blast Radius

Shane Atchison 

Possible

Aleksandra Iljina 

Mindshare

Anna Manago 

Added Value

Parnika Mehta 

Millward Brown

Spencer Osborn 

Ogilvy

Allen Adamson

Landor

Mayank Agarwal 

Millward Brown

Chris Gidez 

H&K Strategies

Ron Caroll 

Y&R

Geoff Beattie 

Cohn & Wolfe

Muralidhar Salvateeswaran 

Millward Brown

Duncan Stoddard 

Mindshare

Anna Shaw 

Mindshare

Philip Herr 

Millward Brown

Diane Epstein  

Brand Union

Surekha Poddar 

Millward Brown

Anastasia Kourovskaia

Milward Brown Optimor

Mike Raleigh 

Geometry

Chris Pratt  

H&K Strategies
Sana Carlton 

Millward Brown

Scott Symonds 

AKQA

Doug Poad 

JWT

Vatsala Rathore 

TNS

Amy Li

TGI

Saurabh Sharma 

Ogilvy

Hayes Roth 

Landor

Nigel Hollis 

Millward Brown

Sue Pratt 

Salmon

Anne Zybowski 

Kantar Retail

Ray Gaul 

Kantar Retail

Eduardo Tomiya 

Brand Analytics

Andrew Curry 

The Futures Company

Nicole Prefer  

Brand Union

Clark Wooten 

KBM Group

Shelley Diamond 

Y&R

Haze He 

Millward Brown

Stephan Pretorius 

Acceleration 

Aurora Yasuda 

Millward Brown

Rob McCave 

Mindshare

Elaine Quirke 

Mindshare Luxury

Mark Edwards

TGI

Eric Duchamp 

PeclersParis

Ian Gourley 

Barrows

Jessica Swinton 
Brand Union

Jim Joseph 

Cohn & Wolfe

Karen Imbrogno 

KBM Group

Joanna Seddon 

Ogilvy

Jason Burby 

Possible

Jonathan Dodd 

Geometry

Hugh McGilligan

Millward Brown Optimor

Jeremy Nathan 

WPP

Brand Experts
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BrandZ™ Global Top 100 Team
These individuals created the report, providing valuations, 
research, analysis and insight, editorial, photography, 
production, marketing and communications. 

Elspeth Cheung

Elspeth Cheung is Head of BrandZ™ 
Valuation for Millward Brown Optimor. 
She is responsible for valuation, analysis, 
client management and external 
communication for the BrandZ™ rankings 
and other brand valuation engagements.

Nick Cooper

Nick Cooper is Managing Director of 
Millward Brown Optimor. He leads the 
overall practice in Europe and the 
development of brand strategy, portfolio 
optimization and brand planning.

Amanda Harrison

Amanda Harrison serves as Project and 
Events Manager for The Store WPP and 
Project Manager for the BrandZ™ Top 
100 Most Valuable Chinese Brands, The 
BrandZ™ Latin American studies as well 
as the Chinese New Year, Golden Weeks 
and Chinese Dream reports. 

Natasha Perera

Natasha Perera is a Financial Analyst at 
Millward Brown Optimor. She is involved 
in brand valuation, applying the BrandZ™ 
valuation methodology to analyze 
brands, determine the brand value and to 
generate the information that appears in 
the BrandZ™ ranking studies.

Meenakshi Rawat

Meenakshi Rawat is a Consultant at 
Millward Brown Optimor. She is part of 
the BrandZ™ team which is responsible 
for BrandZ™ rankings. Her work involves 
conducting financial analysis, researching 
brands and performing valuations. 

David Roth

David Roth is the CEO of the Store WPP 
for Europe, the Middle East, Africa and 
Asia, and leads the BrandZ™ worldwide 
project. Prior to joining WPP David was 
main board Director of the international 
retailer, B&Q.

Ben Marshall

Ben Marshall is Global Communications 
and Marketing Assistant at Millward 
Brown and assists with the marketing and 
communications of the BrandZ™ projects. 

Cecilie Østergren

Cecilie Østergren is a professional 
photographer, based in Shanghai, who 
has worked closely with WPP agencies 
since 2009. Cecilie specializes in 
documentary, consumer insight and 
portraits. She’s travelled extensively  
in China, Brazil and other locations  
to photograph images for the  
BrandZ™ reports. 

Katie Pearce

Katie Pearce is Global Communications 
and Marketing Manager at Millward 
Brown, and works as Project Manager for 
the BrandZ™ Top 100 report as well as on 
the marketing and communications of 
BrandZ™ projects.

Ken Schept

Ken Schept is a professional writer 
specializing in articles and reports about 
brands, marketing and retailing. For the 
past several years he’s helped develop 
the BrandZ™ library of reports. He spent 
much of his career as an editor with a 
leading US business media publisher.

Baljit Thandi

Baljit Thandi is Director, Global  
Corporate Marketing at Millward Brown. 
She is responsible for overseeing the 
marketing and communications for the 
Top 100 ranking.

Peter Walshe

Peter Walshe, Global Director of 
BrandZ™, was involved in the creation  
of this brand equity and insight tool 15 
years ago, and has contributed to  
many valuation studies and developed 
BrandZ™ metrics, including CharacterZ, 
TrustR and ValueD.

The BrandZ™ brand 
valuation contact details

The brand valuations in the BrandZ™ 
Top 100 Most Valuable Global Brands 
are produced by Millward Brown 
Optimor using financial data from Kantar 
Worldpanel and Kantar Retail, along with 
Bloomberg.

The consumer viewpoint is derived from 
the BrandZ™ database. Established 
in 1998 and constantly updated, this 
database of brand analytics and equity is 
the world’s largest, containing over two 
million consumer interviews about more 
than 10,000 different brands in over 30 
countries.

For further information about BrandZ™ 
contact any WPP Group company or:

Peter Walshe

Global BrandZ™ Director 
+44 (0) 1926 826 213 
peter.walshe@millwardbrown.com

Martin Guerrieria 

Senior Client Director 
+44 (0) 207 126 5073 
Martin.Guerrieria@millwardbrown.com

Elspeth Cheung

Head of BrandZ™ Valuation 
+44 (0) 20 7126 5174 
Elspeth.cheung@millwardbrown.com

Bloomberg

The Bloomberg Professional service is 
the source of real-time and historical 
financial news and information for 
central banks, investment institutions, 
commercial banks, government offices 
and agencies, law firms, corporations and 
news organizations in over 150 countries. 
(For more information, please visit www.
bloomberg.com)
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