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| am delighted to share with you the BrandZ™
Top 100 Most Valuable Global Brands 2019.

Each year when | come to write this letter | am struck by the variety of brands that make up the landscapes
of our day-to-day lives. While there are always common themes and lessons to be taken from the world's top
brands, in 2019 the ways in which businesses are growing their brands is increasingly diverse, as technology

empowers consumers to demand solutions tailored to their specific needs.

As the world’s largest brand equity
platform, we are proud to be only brand
valuation ranking to combine validated
financial and market data with 3.7 million
interviews with consumers from over

50 markets. This depth and breadth of
insight uniquely positions BrandZ™ to not
just identify brand growth but the drivers
behind it.

Regardless of fluctuations in the global
economy, the value strong brands bring
to business is clear. Over the past year
the value of the Top 100 has grown by 7
percent to $4.7 trillion—this is equivalent
to the combined GDP of Spain, South
Korea and Russia. Need more proof?
Over the past 13 years, the BrandZ™
Strong Brands Portfolio has increased
in value by 196 percent. In contrast the
MSCI World Index, a weighted index of
global stocks, has appreciated by only
59 percent. Put simply, $100 invested in
the BrandZ™ portfolio 13 years ago would
be worth $296 today compared to $159
if invested in the MSCI. | know where |
would want to put my money.

So, what can we learn from 2019’s most
valuable brands?

Providing excellent consumer service
and harnessing an ability to stay ahead
of its competitors, Amazon leap-frogged
Apple and Google to be crowned

2019’s most valuable brand, breaking
the brands’ 12-year duopoly on the top
spot. For ecosystem brands like Amazon
and Alibaba, it’s about solution-need

fit. This means knowing your customers
and their current needs, anticipating
their future needs, and exceeding their
expectations around fulfilling needs at
any point in time. This results in solutions
that serve rather than products to push,
and business that no longer fit within one
category definition. BrandZ™ analysis
shows that brands are growing 10 times
faster than others.

For 2019 we are welcoming nine
newcomers to the Top 100 including
Xiaomi, Xbox and LIC. What these brands
have in common is a strong sense of
purpose, delivered to consumers using
modern channels and disruptive business
models. To find out more about this year’s
dynamic newcomers turn to page 42 of
the report.

However, growth does not hinge on your
brand offering a service ecosystem or
market disruption. This year’s fastest
risers come from a range of sectors

with growth from a variety of factors,
including brands like Instagram, Dior
and Chipotle who have successfully
refreshed and reminded consumers of
their product offering, and Lululemon,
Adobe and Shiseido who have innovated

or extended their business. To see the full
list of 2019’s Top 20 fastest rising brands
go to page 38.

BrandZ™ is an annual study conducted by
Kantar and WPP that combines extensive
and ongoing consumer research with
rigorous financial analysis. This reportis a
great representation of the range of skills
and experience from across the group
and | hope that you find it an interesting
read. We also conduct a range of in-depth
local rankings that expands each year—I|
look forward to learning the latest brand
building insights for brands in Canada
and Japan when our new rankings launch
later this year. For the full list of BrandZ™
rankings and reports please turn to page
360.

Feel free to contact me directly if you
would like to discuss any of the issues

or opportunities raised in this report or
see the contacts section on page 376 for
details of experts from across our group.

Warmest regards,

Richard Ingleton

Chief Executive Officer,
Kantar, Insights Division
Richard.Ingleton@kantar.com



TOP 14 Ceably 15T

1amazon > @ 3Google 4B Moot 5 VISA 6facebook 7,57 8 M 9/ meoonaes 10 = 11verizon’ 12 @) 13

100 Tencent
3 Top 10 B2B Brands
2 WELCOME TO THE... Bk
- #=Top 100 Rank  $ =Brand Value US$ Mil.
g
%!:‘ #1 #2 #3 #4 #5
S Valuable _
-~ | [ KV H = WELLS
. Microsoft £ @
g : EEE S SAP( S
& Technology Technology Technology Logistics Regional Banks

$251,244 $86,005 $57,528 $54,899 $46,468

g
g

>
o]
2
g
2
H
]
S

~

o

SERVICES

I’a néS 6 7 8 9 10
> - .
Total Value of The Top 100 accenture (l@ 'éllls'('_.lo" '4‘ Adobe

Most Valuable Global Brands

Technology Technology Technology Technology Technology

[ J

BrandZ" Portfolios vs. the S&P and MSCI World Index
Two Brandz" Portfolos of

Top 10 Risers

$ = Brand Value US$ Mil.
% = Brand Value Change
2019 vs. 2018

Q‘
LrA

Technology
Top 10 Most Valuable Global Brands $28,205
$ = Brand Value US$ Mil. e
% = Brand Value Change 2019 vs. 2018 Apparel
(D lululemon 6,921
+77*

Entertainment

NETFLIX 34,290

Technology
’
+58%*

WAY 87 XXBOX 88EmmEa 89 Haier 90@ 91 comammestici (92 SIEMENS 93 () 94 My 95bank 96 [

3
E 5 2 3 z ”4 +22° ' ‘ Technology
2 y z 3 +25% o5 Adobe s27,930
® ”‘amaz.on . Go g\e H Mlcrosoft V’ SA A 15T
8 ~—"
E, Personal Care
s da oo | [Aeois
N %
+56
% 1$315,505 _  $309,527 .  .$309,000 $251,244 = %177,918 _ amazon . Retail
3 ) 315,505
E +52%
8 -27* * B Transport
© 8 27 9 5 #10 +2
. 3% o S
Tenceni B MCDOn g = AT&T Uber 21;106

RS 355

‘ . Technology
a e Linked[T]] 22,816
= asT
.%58,968. .%131,246 . .%130,862. .*130,368 .  .%108,375 . CHIPOTLE Vi
° Technology ~ °  Retail ° ° Technology * ° FastFood ¢ Telecom - MEXICAN GRILL %6,201
o . o . o o o o « Providers - +40%

80 ExonMobil 81 DéLLTechnologies 82 (§)

79 ounprs 78E=E 77l T6MmER 75 M movstar 74| 739voren 72[[B] 71 Oypin 70@ 69Fedix. 68EILC 67cHASES 66  Smm 65D 6411 63psian

1657 17 B 18 19F5] 20xfinity 216 22 Y/ 23f

Top 10 in Brand Contribution

$ = Brand Value US$ Mil.
Brand Contribution measures the influence of brand alone and is measured
on a scale of 1to 5, with 5 the highest. All of these brands scored 5.

““““““

Pampers & %‘%ﬁl*" Cealsl; csteeaunir  SKRL

8%

Baby Care Beer Beverages Personal Care Beer
$18,664 $3,270 $68,613 $6,103 $7,253
5 5! 5 5 5
N HERMES
CHANEL aronQ HEINEKEN GucCCl PARIS
Luxury Beer Beer Luxury Luxury
$37,006 $7,529 $11,554 $25,274 $30,966
5 5 5 5 5
Download /
the Mobile app
Year-on-Year Category Changes (/i i, &
% = Brand Value Change 2019 vs. 2018 @Q Boor
$ = Total Category Value US$ Bil. W Ener
nergy $78.0
Fast Food $101.0 _ -6%
N $253.9 +4% |
Insurance f} 9 Pl Gars | Cars
+5% s
$125.2 Apparel : $127.4 3 139.7
0, $ ) . -7%
Ly +1§A 118.0 +2 % | o T
51712 i +6% ‘ (<Q’) 0 Regional
. : ! : Banks
- : Ep : % Telecom 3 $245.6
: 3 Beverages | Technology Providers : 70/'
; 3 $175.0 $1,651.9 3 ; ® ‘/é
| : o : B
1 : e : | Global
! ! . Banks
| | - %1214

Newcomer Brands #=Top100Rank $=Brand Value US$ Mil.

39 *esm LIC ™ S m
CHANEL e D DiDi :

Y

7&XBOX

g9 97 TATA

o CONSULTANCY
Haier

"‘l =@

Meituan

MLTeChnoiog,es SERVICES

L

\“ ——— ———

METHODOLOGY AND VALUATION BY

www.brandz.com KANTAR

62€ostco 61 /\A\ 60 |__| 59 m_c 58 Linked [ 57. 56 €XpHsac 55@ 54 @ s53Uber 52G U C C| 51 22a@@ 50 ORACLE 49 () vodafone

IR T

Mercedes Ben:

3 24% 2502 « = 26 PayPal 27D EEP 28 accenture 291cBC @ mrmmi 30 Spectrum

yewjepmeze TANVHOTE

L€ @92 @99 XIT7413Nve Ese

S1dvd
INYIH
i

oy oqnnoA@Mse ONNSINUSse ©

NVONId
skEdh

v

A

%w aqopy \Y/sv @vv IvILOEY .?l?.s,'l?.zv VLOAOL ™D

8y IIMVNH 7§ LY

(5¢)



Contents
8 WELCOME
David Roth,

Introduction

CEO The Store WPP, EMEA &
Asia, Chairman, BrandZ™ and
BAV Group

The BrandZ‘"

14 Overview GIObQI Top 100

18 BrandZ™ Stock Portfolios 32 THE TOP 100 RANKING

20 Key Results 36 BRANDZ" ANALYSIS
Results in Context

22 Cross Category Trends Top 20 Risers
Newcomers

28 Takeaways Brand Contribution

rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr

rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrcrcrrrrrrcrcrcrrrorcrcrCrCrCrOrr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrcrcrrrrrrcrcrcrrrorcrcrCrCrCrOrr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr
rrrcrcrrrrrrcrcrcrrrorcrcrCrCrCrOrr
rrrrrrrrrrrrerrrrrrerrrrrrrrrrrerrrrrrrnr

Thought Leadership

50 Generations of Brands
by Martin Guerrieria
Kantar

Brand Building
Observations

58 Building Meaning
in a Volatile World

66 Meaningful Disruption
and Scalable Relevance

Disruption and Change

76

84

88

102

106

110

120

124

126

132

136

140

144

148

BUSINESS-TO-BUSINESS

Thought Leadership
B2B

by James Caig
Wavemaker

DISRUPTION

Thought Leadership
Disruption

by James Hidden
Ogilvy

Trust
by Wendy Swiggett
Kantar

THE FUTURE OF BRANDS

Thought Leadership
Circularity

by Claire Holden
Hill+Knowlton Strategies

Purpose
by Simon Law
Possible

CHINESE BRANDS GO GLOBAL

The Next Step
by Chris Reitermann
Ogilvy

Communications
by Simon Shaw
Hill+Knowlton Strategies

Technology and Data
by Mark Heap
MediaCom

Up the Value Chain
by Jackson Ng
Hill+Knowlton Strategies

Thought Leadership
Chinese Brands Go Global
by Doreen Wang

Kantar

The Categories

154

170

224

228

232

236

238

266

BRANDZ" ANALYSIS
Category Overview
Categories At-A-Glance
Chart: Category Changes

THE CONSUMER CATEGORIES

Apparel

Cars

Luxury
Personal Care
Retail

Thought Leadership
Digital Native Brands
by Eric Heller

Wunderman Thompson Commerce

Cars
by Guillaume Saint
Kantar

Luxury
by Anu Lingala
Kantar

Personal Care
by Avra Lorrimer
Hill+Knowlton Strategies

THE FOOD AND
DRINK CATEGORIES
Beer

Beverages

Fast Food

Thought Leadership
Time

by Wayne Pan
Kantar

270

290

294

298

306

308

312

336

342

346

THE FINANCIAL CATEGORIES

Global Banks
Regional Banks
Insurance

Thought Leadership
Fintechs

by Matt Woodhams
Kantar

Trust
by Jane Ostler
Kantar

THE COMMODITY CATEGORIES

Energy

Thought Leadership
Transition

by Chris Pratt
Hill+Knowlton Strategies

Consumption
by Laura Tarbox
Kantar

THE TECHNOLOGY
CATEGORIES
Technology
Telecom Providers

Thought Leadership
Ecosystems

by Victoria Sakal
Kantar

B2B

by Erik Haroldson

and Alexandre Momma
Kantar

5G
by Winnie Cheng
Kantar

BrandZ™ Top 100 Most Valuable Global Brands 2019

rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrcrcrrrrrccrocrrrrorrrrcrrCrrCoCCrC T

-
-

rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrcrcrrrrrccrocrrrrorrrrcrrCrrCoCCrC T
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr
rrrrcrrcrrrrrrrcrrcrcrrrerrccrrcrcrrrCrCCCrC O
rrrrrcrrrrerrrcrrrerrrrrrrrecrrrrrrrrrrrrrrOrrr

—

Resources

350

356

358

368

378

382

384

385

BrandZ™ Brand
Valuation Methodology

BrandZ™ Genome Mapping

Reports and Apps
powered by BrandZ™

WPP Company Contributors

WPP Company Brand
Building Experts

BrandZ™ Global
Top 100 Team

BrandZ™ Brand Valuation
Contact Details

BrandZ™ Online And Mobile



Welcome

Amazon
becomes

world's most
valuable brand

Global Top 100 adds $328 billion
as brands navigate disruptions

BrandZ™ Top 100 Most Valuable Global Brands 2019

It was not a surprise, but it was not inevitable. Amazon this year
surpassed Apple and Google to reach the No. 1 rank in the BrandZ™
Top 100 Most Valuable Global Brands. With a 52 percent year-on-year
increase, Amazon achieved a brand value of $315.5 billion.

To put that accomplishment in perspective,
consider that this triumvirate of disruptive
ecosystem brands together total almost $1
trillion in brand value and comprise about
20 percent of the value generated by the
BrandZ™ Top 100.

I've never seen any indelible images of
Amazon launching its website in the summer
of 1994. It wasn’t a moon landing. But as an
agency planner at the time, | do recall that a
few of us with retail clients took notice and
speculated about this original way of selling
books online.

It’s doubtful that any of us predicted that this
company would sell so much more online,
transforming retail—and other categories—in
just a couple of decades. I'm sure that none
of us imagined that the founder would create
other businesses, including one to launch
tourists into space.

With its devotion to removing friction from
every part of the customer experience,
Amazon has changed what consumers expect
from brands. With its pioneering efforts in

cloud computing, Amazon has changed
what businesses expect from their suppliers
and partners.

These feats, neither inevitable nor
predicable, yield important brand-building
lessons. Amazon is a serial disruptor. Most
important, Amazon is not alone. In a world
with customer expectations shaped by
Amazon and other disruptors, many of them
from China, having a strong brand becomes
even more critical. It is why the 2019
BrandZ™ Global Top 100 increased 7 percent
in brand value, a significant rise given the
manifold market disruptions.

The 7 percent increase was more than twice
the growth rate of global GDP. The ranking
added $328 billion in value year-over-year.
And during the turbulent period since

2006, the BrandZ™ Top 10 Most Powerful
Brands Portfolio of stocks grew two-and-a-
half times faster than the S&P, proving that
investment to create and sustain strong
brands delivers superior shareholder
returns. Brand building is an investment, not
a cost.
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Welcome

BrandZ™ analysis
and insights

Today, a key challenge for building and
sustaining valuable brands is learning
how to disrupt and how to survive
disruption. These are among the related
topics we examine in the 2019 BrandZ™
Global Top 100 report:

L L How ecosystems brands ignore

- traditional category borders,
integrating data from multiple
businesses to create a customer
experience that is more

personalized and seamless;

L L The disruptive implications of nine
brands, a relatively high number,
joining the ranking for the first time,
among them four Chinese brands,
including massive ecosystems that
provide seamless online-offline
customer experience with rapid
delivery and cashless payment; and

t t The intensifying imperative
for brands to act ethically and
responsibly throughout their supply
chain, and especially regarding the
environment.

10

The influence of Millennials and
Centennials drove many of these cultural
shifts and trends, which touched all
categories, most overtly apparel, beer,
beverages, cars, and personal care.
Consumer disappointment with privacy
breaches affected the brand value growth
of consumer technology brands.

We expanded and revised this

BrandZ™ Global Top 100 report to

more comprehensively examine these
developments. For a deep dive into what
all it all means, we produced over 380
pages of insights and analysis, organized
into these six readable and accessible
parts:

PART 1 INTRODUCTION

Here you will find the key results and
other top-line details, along with a
summary of the cross-category trends
driving disruption and change.

PART 2 THE TOP 100

This is the heart of the report where we
detail the value changes of the Top 100
brands and summarize the successful
initiatives of the Top Risers and
Newcomers.

PART 3 BRAND OBSERVATIONS

A two-section analysis explores the
ways to drive brand growth and build
meaningful disruption in a volatile,
complex environment.

PART 4 DISRUPTION AND CHANGE

We divided this part into four sections
that probe business-to-business brand
building, varieties of disruption, the future
of brands, and the impact of Chinese
brands going global.

PART 5 THE CATEGORIES

We look in depth at cultural changes
and trends impacting 14 categories,
and we examine the factors driving the
performance of winning brands.

PART 6 RESOURCES

This is where we introduce the ways we
at WPP can address all of the challenges
described in this report, and help you
build and sustain valuable brands.

How we can help

At WPP, we create the transformative
ideas and outcomes that help our

clients succeed in today’s complex and
disruptive world. To accomplish this
objective, we bring together remarkably
talented thinkers and doers from around
the world. They provide expertise

in advertising; insight; branding and
identity, direct, digital, promotion and
relationship marketing; media investment
management, retail and shopper
marketing; and public relations and public
affairs.

One of our key WPP strengths—and a
benefit for our clients—is that when we
say we cover the world of brands, that’s
exactly what we mean. WPP’s proprietary
BrandZ™ database includes information
from over 3.7 million consumers about
their attitudes about (and relationships
with) 166,000 brands in 454 categories
across 51 country markets. All that
produces more than 5.2 billion data
points.
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BrandZ™ Top 100 Most Valuable Global Brands 2019

We have assembled an extensive library
of BrandZ™ reports and | invite to you
access them with our compliments at
BrandZ.com. Here are just some of the
reports you will find there: The BrandZ™
Top 100 Most Valuable Chinese Brands;
BrandZ™ Top 100 Most Valuable US
Brands; BrandZ™ Top 75 Most Valuable
Indian Brands; BrandZ™ Top 50 Most
Valuable Latin American Brands; BrandZ™
Top 75 Most Valuable UK Brands;
BrandZ™ Top 50 Most Valuable French
Brands; BrandZ™ Top 50 Most Valuable
German Brands; BrandZ™ Top 50 Most
Valuable Indonesian Brands; BrandZ™
Top 40 Most Valuable Australian Brands;
BrandZ™ Top 30 Most Valuable Italian
Brands; BrandZ™ Top 30 Most Valuable
Dutch Brands; BrandZ™ Top 30 Most
Valuable South African Brands; the
BrandZ™ Top 30 Most Valuable Spanish
Brands; and the BrandZ™ Top 75 Most
Valuable Retail Brands. Gain access to all
these reports at www.brandz.com.

We have the data, knowledge,
experience, insight, determination, and
single-minded purpose to help you create
the transformative ideas and outcomes
necessary for building valuable brands.
To learn more about how to harness our
passion to work for your brand, please
contact any of the WPP companies that
contributed expertise to this report. Turn
to the resource section at the end of this
report for summaries of each company
and the contact details of key executives.
Or feel free to contact me directly.

Sincerely,

#

David Roth, CEO

The Store WPP, EMEA & Asia
Chairman, BrandZ™ and BAV Group
David.Roth@wpp.com

Twitter: davidrothlondon

Blog: www.davidroth.com
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Global Top 100
rises to $4.7

trillion in value

BrandZ™ Top 100 Most Valuable Global Brands 2019

In a year marked by rising consumer expectations, the erosion

of category boundaries, and geopolitical disruptions, the 2019
BrandZ™ Top 100 Most Valuable Global Brands increased 7
percentin value. This hard-won gain outperformed the global
GDP growth rate and added $328 billion to the BrandZ™ Top 100,
bringing its total value to $4.7 trillion.

Consumers expected superior customer

experience, including rapid delivery. More

mindful about the health and wellness
of themselves and the planet, they also
demanded a high level of responsibility
and ethical behavior from brands.

To meet consumer expectations,
brands become more sophisticated
about gathering and analyzing data,
increasingly applying the insights
across multiple businesses and ignoring
category borders to create integrated
brand ecosystems. In this context:

L
L

Amazon, a pioneer in creating
friction-free customer journeys,
become the world’s most valuable
brand, surpassing Apple and
Google for the first time.

Data-driven improvements

in customer experience and
personalization helped drive the
value growth of the three fastest-
rising categories: luxury, up 29
percent; retail, up 25 percent, and
insurance, up 15 percent.

Positive customer experience also
fueled the growth of Instagram,
which almost doubled in value,
rising 95 percent year-on-year to
become the fastest rising brand in
the BrandZ™ Global Top 100.

The desire for improved customer
experience and the counter desire for
privacy protection created a tension that
impacted technology brands, particularly
the corporate parent of Instagram,
Facebook, which declined slightly in
value.
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3 | Brand Building Observations |

Overview

In a reversal of fortune, following years of
reorganizing for the cloud, the business-
to-business technology brands exceeded
the value increase of consumer-facing
technology brands. Salesforce and
Adobe led that development, rising 58
percent and 57 percent, respectively.

Both global and regional banks declined
in value because of the ability of fintech
competitors to effectively attract
Millennials and Centennials, and because
of geopolitical developments, particularly
the trade tension between China and the
us.

Real change

After years of incremental responses

to some of these cultural shifts and
disruptions, several large valuable brands
advanced major initiatives, leveraging
their scale and brand power to reinforce
market leadership.

McDonald’s began the rollout of a
program intended to fundamentally
reshape the fast food experience. Called
“Experience of the Future,” the program
gives customers the option of ordering
at the counter, at a kiosk, or on an app,
and picking the order up at a window

or having it delivered to their table.
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With 37,000 stores worldwide, mostly
franchises, the rollout faced challenges.
With around 11,300 stores worldwide,
Walmart pivoted away from its physical
footprint to its online presence,
leveraging expertise gained from its
ownership of Jet in the US and its
partnership with JD in China. Walmart
sold its operation in Brazil and attempted
to sell its Asda stores in the UK but was
denied regulatory approval.

Following a decade of declining
carbonated soft drink consumption, both
Coca-Cola Co. and PepsiCo Inc. made
acquisitions that added new drinking
occasions, customer experiences, and
direct-to-consumer engagements.
Coca-Cola Co. purchased the UK café
chain Costa Coffee and PepsiCo. Inc.
purchased SodaStream, the countertop
appliance for making customized
carbonated drinks.

To accelerate its transition away from
fossil fuels, Shell, the Energy Top 10
leader, acquired several alternative
energy companies. It also announced
plans for its non-fuel businesses to soon
generate half of the company’s profits.
Shell controls 45,000 retail locations
worldwide, a substantially greater
presence than McDonald’s.

Major car brands expected to stake their
claim in electric vehicles this year. In

a category hit by changes in attitudes
about ownership and mobility, brands
need to shift their production cycles away

from combustion engines.

The personal care category was
especially “woke,” expanding the notion
of inclusivity and introducing new
packaging that was less environmentally
impactful. Leaders, including Procter &
Gamble Co. and Unilever Plc, became
partners in a global initiative run by
TerraCycle, a recycling company.

BrandZ™ renamed the soft drinks
category beverages to reflect the
expanded range of drinks introduced in
response to consumer health concerns.
Similarly, to better reflect the transition
from fossil fuels to cleaner energy
alternatives, BrandZ™ renamed the oil and
gas category energy.

Influence of the East

Although brands from North America
continued to dominate the ranking in
number and value contribution, the
presence of brands from Asia increased.

Among the nine brands entering the
ranking for the first time this year are four
brands from China and two from India.
Chinese Newcomer Xiaomi is a leading
smartphone brand in China, No. 1in India,
and is rapidly gaining market share in

European counties, especially Spain.
The Chinese home appliance brand
Haier is also well-represented in
Europe and North America, where it
is expanding GE appliances, which it
acquired several years ago. Haier has
reorganized itself into an ecosystem
of solutions to serve changing
customer needs and compete more
effectively as the market moves
toward the Internet of Things.

The two other Chinese newcomers
to the Global Top 100, Meituan and
Didi Chuxing, are massive ecosystem
of services that demonstrate China’s
leadership in providing online-offline
customer experience, including rapid
delivery and cashless payment. While
these brands are not competing

in the Western markets yet, their
business models and operations
skills are influencing change.

In addition, Chinese dairy brands Yili
and Mengniu appear for the first time
in the renamed BrandZ™ beverages
category. Yili and Mengniu are
expected to increase their global
growth as a demonstration of China’s
soft power. The most obvious, and
controversial Chinese competitor in
this respect is No. 47 in the BrandZ™
Global Top 100, the technology brand
Huawei.

Ultimately, the provenance of
brands seems to matter less to
consumers who are looking for the
best combination of price, quality,
and experience. The most ambitious
start-ups attempted to transcend
their region of origin to become seen
as global brands.

Steady growth brings BrandZ™ Global Top 100 to $4.7 trillion

The 2019 BrandZ™ Global Top 100 grew 7 percent year-on-year, adding $328 billion in value
and bringing the total value of the Global Top 100 to $4.7 trillion, a 226 percent increase
since 2006.

2013 2012
$2.6 Tril. $2.4 Tril.

2014

$2.9 Tril. R

$2.4 Tril.

+17%

2010
2015 $2.0 Tril.
$3.3 Tril.

2009
$2.0 Tril.

2008

$1.6Til. } 1.0 Tiil

2016
$3.4 Tril.

+226%
Since 2006

2017
$3.6 Tril.

2019
2018 $4.7 Tl'i I .

$4.4 Tril.

+7%
+$328 Bil.

Source: BrandZ™/Kantar
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BrandZ™ Stock Portfolios

BrandZ™ Portfolios
outperform S&P 500
and MSCI Index

Valuable brands deliver
superior shareholder returns

Two BrandZ™ Portfolios of The value of the BrandZ™ Top 10 Most Powerful

valuable brands consistently Bra?ds Portfolio inc.reased 317 percent between

. April 2006 and April 2019. The value of the BrandZ™
OUtperformed two Ieadmg Strong Brands Portfolio increased 196 percent
stock marketindexes, affirming  over the same period. Both Brandz” indexes
that valuable brands deliver outperformed the S&P 500, which grew 128 percent
superior returns over time and the MSCI World Index, which grew 59 percent.

and regardless of market In concrete terms, $100 invested in 2006 would

disruptions. be worth $159 today based on the MSCI World
Index growth rate, and $228 based on the S&P
500 growth rate. That $100 invested in the BrandZ™
Strong Brands Portfolio would be worth almost
$300. And invested in the BrandZ™ Top 10 Most
powerful Brands Portfolio, that $100 would have
more than tripled in value to $417.

These results demonstrate the positive return on
money invested to build valuable brands. The key
takeaways for brand owners and brand marketers
are: companies that invest in building valuable
brands grow their topline faster; and organic top-
line growth is the greatest determinant of total
shareholder return.
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BrandZ™ Top 100 Most Valuable Global Brands 2019
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BrandZ™ Portfolios vs. the S&P and MSCI World Index

Two BrandZ™ Portfolios of valuable brands consistently outperformed two leading stock market indexes, affirming that valuable brands
deliver superior returns over time and regardless of market disruptions.

350%
I The BrandZ" Top 10 Most Powerful Brands Portfolio
The BrandZ™ Strong Brands Portfolio

M s&P 500 317%

300% B MSCIWorld Index
(o}

128%

59%

-50%
2006 2007 2008 2009 2010 20m 2012 2013 2014 2015 2016 2017 2018 2019

The BrandZ™ Top 10 Most Powerful Brands Portfolio is made up of Top 100 brands with the highest scores in Power, a BrandZ™ metric correlated with current demand and market share.
The BrandZ™ Strong Brands Portfolio is made up of Top 100 Brands with the highest scores in Brand Contribution, a BrandZ™ metric of how much brand alone predisposes consumers to
choose a brand and pay more for it.

Source: BrandZ™/Kantar (with data from Bloomberg)
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Key Results

No.1

Amazon captures

the lead position

Amazon rose to the No. 1rank in the BrandZ™ Global Top 100, surpassing Google and

ending a Google-Apple duopoly that began in 2007, when Google surpassed Microsoft
to capture the No. 1rank.

Amazon Ranks No. 1

BEE $6208il.

2006

V() $66.48Bil.

2007

V(Y $86.1BIl.

2008

VGYG) $100.08BiL.

2009

VGG sma3 il

2010

OB $153.3Bil.

BB M. $183.08il.

- M- $185.1Bil.

N

20m

g

2012

A3

2013

YO QOGO s158.88il.

2014

‘B AR B R-A 524708i.

2015

YQQQQ GG 229251

2016

YQQOQQ GG 52456 Bil.

2017

YQQQOGOGQGIQY $3021 8.

2018

Qmmmmmm $315.5 Bil.

2019

Source: BrandZ™"/Kantar (with data from Bloomberg)
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Top
Riser

Instagram
value
increases 95%

Instagram, the photo sharing site
owned by Facebook, almost doubled
in value, rising 95 percent year-on-
year to become the fastest-rising
brand in the BrandZ™ Global Top 100.
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Top Category

Luxury outpaces all categories

With greater accessibility, improved use of technology, and continued strong

demand from Chinese consumers, luxury outpaced all other categories, increasing
29 percent in value. Retail followed, increasing 25 percent.

Newcomers

9 brands join ranking

BrandZ™ Top 100 Most Valuable Global Brands 2019
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Nine brands, the most in recent years, joined the BrandZ™ Global Top
100. Four of the newcomers came from the technology category. The
large number of newcomers reflected the year’s volatility.

Shift East

Ranking welcomes
more Asian brands

LLLL L
Ll The newcomers included four Chinese brands and two Indian brands,
t t t t t increasing the presence of Asian brands in the BrandZ™ Global Top 100
Ll L L L and bring the total of Chinese brands to 15, including the newcomers:

[E S Didi Chuxing, a car sharing platform; Meituan, an online-to-offline
Ll . . . . . .
LLLLL services provider; the smartphone Xiaomi; and Haier a home appliance
[ B ecosystem brand. The Indian brands are the state-owned insurer LIC,

and Tata Consultancy Services, the global technology consultancy.

Volatility

More brands shift ranks

Reflecting the year’s volatility, brands shifted an average of 9.6 ranks
up or down, around double the number from just two year ago, almost
equaling the shift in 2012, when brands still were recovering from the
global financial crisis.
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Cultural

changes, trends,

geopolitics

impact brands
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Health and Wellness

Cultural shift touches
leading global markets

Greater mindfulness about health and wellness, a
global cultural shift, shaped the development of
products and services in both mature markets and
fast-growth markets like China and India. The trend
was clearest in the apparel category where the
athleisure brands, aligned with the cultural shift,
rose in value, including: Nike, adidas, Under Armour,
and Lululemon, the second-fastest riser in the Top
20 Risers list. In the beverages category, Coca-Cola
Co. and PepsiCo Inc. introduced healthier drinks.
Responding to changing drinking preferences of
Millennials and Centennials, beer brands introduced
new products, including no- and low-alcohol beers.
Personal care brands eliminated chemical ingredients
and introduced more products for enhancing natural
beauty rather than masking perceived flaws.

Inclusion, Values,
Taking a Stand

Brand actions
align with
customer values

Personal care brands continued to expand the

ideal of beauty, extending product ranges with
myriad variations of skin and hair types. They also
included transgender models and influencers

among their brand ambassadors. An apparel store
called The Phluid Project, without traditional gender
departments, opened in New York. Gillette entered
the conversation about changing ideas of masculinity,
revising its strapline from “The best a man can get,”
to “The best a man can be.” lllustrating the risks of
taking a stand, the campaign received criticism both
from people opposed to the progressive message
and those who agreed with the message but not its
implementation. Nike took its “Just Do It” slogan to
another level with an ad campaign featuring Colin
Kaepernick, the NFL quarterback who kneeled during
the national anthem to protest racism. Nike’s embrace
of Kaepernick aligned with the values of Nike’s core
customers, but alienated customers who believed the
quarterback was acting disrespectfully. In a glancing
reference to debates about immigration, The North
Face celebrated Global Climbing Day by announcing,
“Walls are meant for climbing.”

BrandZ™ Top 100 Most Valuable Global Brands 2019
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Sustainability

Packaging
changes receive
high priority

Brands treated sustainability as a primary issue for
several reasons, including the political import of the
Paris Agreement and the influence of Millennials and
Centennials. Attention to the health and wellness of
the earth needed to be genuine and addressing the
challenge with greenwashing was almost worse than
ignoring it. In personal care and other categories,
Proctor & Gamble Co., Unilever Plc, and other major
consumer products companies participated in a
project with TerraCycle, a recycling company, to
reduce single-use packing with a plan for delivering
products in containers that could be delivered,
picked-up, and reused.

The major beer brands attempted to conserve
the main ingredients of beer—water and grains.
Budweiser promised to use renewable energy in
its beer production. And beers experimented with
ways to eliminate the plastic yokes that ring beers
together in six-packs. PepsiCo Inc. marketed its
Drinkfinity line of waters that includes a reusable
bottle and disposable flavor pods. Its SodaStream
device also helps PepsiCo Inc. drive volume with
less packaging. Adidas, which is a sponsor of
Manchester United and a partner of Parley for the
Oceans, an environmental organization, created the
UK football team’s uniforms from recycled ocean
plastic.

At the luxury end of the market, Aston Martin
announced development of a car with its Lagonda
badge that will produce zero emissions and have
interiors decorated with materials not derived
from animals. Notably, the energy brand leaders,
particularly Shell and BP, advanced sustainability
initiatives.
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Cross Category Trends

Ecosystems

More
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touchpoints
improve
experience

Amazon and Alibaba are prototypical
ecosystem brands, having created multiple
businesses by anticipating consumer needs
and transgressing category boundaries to
meet those needs, usually empowered by
technology to integrate multiple touchpoints
and improve customer experience. The
leading consumer technology brands—Apple,
Google, and Facebook—derive their strength
in part from being ecosystems. Having
created a world of mobile devices, Apple is
shifting its business model to drive revenue
from the services it provides to those devices.

Ecosystems are particularly advanced in
China because of heightened consumer
expectations for radical convenience, and
market-specific factors enabling brands to
fulfill that expectation. These factors include:
more complete personal profiles because of
less resistance to providing personal data,
and faster delivery because of lower labor
costs. Three Chinese ecosystem brands are
among the newcomer brands to the BrandZ™
Global Top 100. Didi Chuxing and Meituan,
are online-to-offline service providers.

Haier recently redefined its home appliance
business as an ecosystem, adapting to a
market in which an increasing number of
consumers are looking for smart systems
rather than individual products.
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Category Changes

New businesses
outpace traditional
categories

Categories are like rules. They serve a necessary
purpose, keeping order until the order they keep makes
less sense. Having a circumscribed boundary can be
empowering because it provides useful focus until

the focus becomes too narrow. Ultimately, product
categories are defined by consumer behavior and

are as temporary as that behavior. Visionary brands
anticipate the changes in consumer behavior and ignore
categories when necessary.

The BrandZ™ names for two categories changed this
year to more accurately reflect their dynamism. Soft
drinks became beverages because consumption of the
carbonated soft drinks has steadily declined for health
reasons. At the same time, consumption of coffee, juices,
and other beverages have increased. In renaming the
category, two Chinese dairy brands joined the BrandZ™
Beverage Top 15: Yili and Mengniu. Similarly, the energy
category replaces the oil and gas category. Based on
the Paris Agreement and the activities of the BrandZ™
Energy Top 10, the long-term viability of these brands
depends on a steady transition away from fossil fuels.

Although the category is still called telecom providers,
the activities of the brands in the category are crossing
borders. All the brand leaders are preparing for 5G,
the technology that will form the infrastructure for the
Internet of Things. At the same time, brands are adding
content. Most notably, US courts approved the AT&T’s
acquisition of Time Warner, which moves AT&T directly
into entertainment and competition with brands like
Netflix and Disney.
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Direct-to-Consumer

Initiatives yield datq,
improve experience

The rise of e-commerce has
disintermediated suppliers from their
customers at a time when the quality of
customer experience and personalization
are critical differentiators. In part to
rectify that problem, more brands

are developing direct-to-consumer
opportunities. Coca-Cola Co. will have
more direct contact with its customers
through the retail outlets of Costa Coffee,
its recently acquired chain of UK-based
cafés. PepsiCo Inc. will learn about the
individual drinking habits from customers
who order refills for their SodaStream
devices. Similarly, AB InBev is partnering
with Keurig Dr Pepper to offer beer pods.
Both AB InBev and Heineken collect
information about customer preferences
from their beer subscription services and
related sites for social commerce.

Banks are closing branches and using the
savings to invest in their online presence

where they can collect and analyze
data about customer financial needs.
Closing branches means reducing the
number of physical touchpoints, which
have been important for building trust,
however. The digitization of cars enables
manufacturers to gather more data
and provide customized services, such
as maintenance programs, potentially
changing the role of the dealer and the
physical location.

Meanwhile, some of the original
subscription businesses are expanding
into physical locations, with Birchbox
and Harry’s partnering with Walgreens.
The initiatives by these two personal
care brands reverses the traditional
brand progression, which was to first
build scale through retailers. In a related
development, a department store for
online brands opened in New York’s Soho
neighborhood. It is called Showfields.
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Cross Category Trends

Premiumization

Difference drives

Premiumization

The importance of brands to sustain and
grow a business becomes especially
evident in times like these when cultural
changes, trends, and geopolitics impact
growth. The importance of brand is best
illustrated by Lululemon. The yoga apparel
maker rose 77 percent in value year-on-
year, to lead the apparel category in value
growth and become the second-fastest
rising brand across all categories measured
by BrandZ™. According to BrandZ™ analysis,
Lululemon accomplished this feat on the
strength of being well differentiated, which
enabled Lululemon to command premium
prices when lower prices were widely
available, especially online.
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Endurance

Valuable brands
refresh, revive

The luxury heritage brand Gucci continued to

rise in value because the brand has effectively
refreshed a nearly century-old heritage and made
the brand more accessible to a wider audience,
while at the same time sustaining its exclusivity and
premium pricing. Because of brand strength, Coke
and Pepsi were able to sustain business while
re-building their product portfolios with healthier
beverages over the past decade of declining
carbonated beverage consumption. Last year, both
took bold initiatives with acquisitions: Coca-Cola
Co. buying Costa Coffee, and PepsiCo Inc. buying
SodaStream. Similarly, Levi’s, returned to the
ranking having been sustained by heritage brand
strength during a period when the comfort of yoga
pants eclipsed the popularity of denim jeans.

Permission

Brand stretch, flex
accompanies power

Brand also confers permission to take risks, as
when Nike, No. 1in the apparel category, took a
stand against racism in support of quarterback
Colin Kaepernick who took a knee. Shell, No. 1in
the energy category, is shifting toward renewables
while also leveraging its consumer-facing brand.
The agreement by Apple and Goldman-Sachs to
introduce a co-branded credit card suggests the
possibilities of risk-taking in partnership.

BRAND IMPORTANCE
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SHIFTTO
THE EAST

Global Top 100

More Asian brands
appear in ranking

Six of the nine newcomer brands to the BrandZ™ Global Top 100 are
from Asia—four from China and two from India. Samsung of South
Korea is the world’s leading smartphone brand. The total number
of Chinese brands in the Top 100 has increased from just one,
China Mobile, in 2006, to 15, plus six other Chinese brands appear
in the category rankings: two in insurance, two in energy, and two
in beverages. Xiaomi, a leading smartphone brand in China, is the
market leader in India and rapidly expanding in Europe. The center
of gravity of the car category—the region driving most sales—has
shifted East. Although no Chinese car brands appear yet in the
BrandZ™ Cars Top 10, several Chinese carmakers, including Geely,
plan to launch brands in the West in the next several years.
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5 ACTION POINTS
FOR BUILDING AND
SUSTAINING VALUABLE

“
<T

BE PURPOSEFUL

The notion of purpose has moved on. Higher purpose is fine when it is
relevant to the brand and feels genuine to the consumer, not bolted on. But
people do not expect all brands to save the world. What people do expect
is for a brand to do what it does well, and to do it responsibly and ethically.
That means conducting all aspects of the business—production, supply
chain, relationships with employees and customers—ethically and honestly.

e e e

CHANGE THE MINDSET

Short-term thinking is easily justified. The financial system rewards it. The problem
with short-term thinking is that it often produces short-term creativity, the ideas
that drive revenue to meet budget for the next quarter or two. Meanwhile,
entrepreneurs not tethered to stock market expectations are pitching creative,
long-term—maybe too long-term—ideas to venture capitalists. Paradoxically, big
companies are filled with talent to germinate big ideas and resources to fund them.

RETHINK THE CATEGORY

A product category can form a cocoon, creating comfort and protection—but only for
so long. This year the BrandZ™ names for two categories changed: soft drinks became
beverages and oil and gas became energy. The new names simply ratify changes that
have happened over time. The name for telecom providers will likely change soon, too,
as those brands become engaged in the Internet of Things and move more decisively
into the entertainment business. Assume that the name of every category increasingly
will be misaligned with the activities of its constituent brands. Look for ideas that are
animating change across categories. Be aware of the cultural changes motivating how
people behave. How they think. What they believe. As well as how they shop and what
they buy. Anticipate a category name change and do not be shocked when it happens.

CULTIVATE FRICTION

Creating a company that is diverse is not simply about social inclusion.
Diversity in an organization is about success. A business that serves a narrow,
homogenous market can perhaps get by with a workforce that is narrow

and homogenous. A business attempting to build brands with broad appeal
depends on a workforce that is as diverse, in every way, as its customers. A
mixture of people results in multiple points of view. It produces unexpected
new ideas that help differentiate. It produces products and services that can be
more personalized, meaningful, and relevant. And, paradoxically, it cultivates
the creative friction need to produce frictionless customer experience.

LOOK BOTH WAYS

It is a simple instruction for crossing a street in heavy traffic and it applies to
brands from the West and the East. Western brands need to look to the East,
particularly to China, to learn how artificial intelligence and other cutting-
edge technologies are raising consumer expectations for personalization,
ease of online ordering, and rapid delivery. As more Chinese brands go
global, they need to understand that privacy concerns moderate the customer
experience expectations of Western consumers. Western and Eastern brands
need to study each other. Binary outcomes—winning or losing—may be part
of trade brinkmanship but they are not the best way to build brands.
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BrandZ™ Top 100 Most Valuable

BrandZ™ Top 100 Most Valuable Global Brands 2019

Global Brands 2019

1 amazon Retail 315,505 +52% I 26 [P PayPal Payments 44,166 5 425% s £
’
> @ Technology 309,527 +3% o £ 27 @ TEED Telecom Providers 39,322 4 15% 6 @
3 Google Technology 309,000 2% 2 & 28 accen?ure Technology 39184 3 +16% 4 E=
4 == Microsoft Technology 251,244 +25% 0 g 29 ICBC @ FEIFRT Regional Banks 38,432 2 -16% 7 o
s VISA Payments 177918 +22% 2 £ 30 Spectrum» Telecom providers 38,423 2 2% 3 &
6 facebook Technology 158,968 2% o & 21 CHANEL Luxury 37,006 5 NEW )
7 E2LPEERatw Retail 131,246 +16% 2 @ 32 Walmart Retail 36,801 2 +8% 1 &
8 Tencent iR Technology 130,862 27% 3 ® 33 % Payments 35,071 4 7% 2 E=
9 McDonald's Fast Food 130,368 +3% A & sa NETFLIX Entertainment 34,290 3 +65% 27 &=
- \ PN
10 = AT&T Telecom Providers 108,375 +2% 0 —— B QY Alcohol 33,924 4 +6% -1 -
1 verizon’ Telecom Providers 94,598 1% 1 & 36 (intel‘) Technology 31,880 2 +13% 2 =
12 @ Mastercard Payments 91,929 +30% 3 &= 37 ol Luxury 30,966 5 +10% 2 0
13 = Technology 86,005 A% 2 & 32 SAMSUNG Technology 30,369 4 -6% -5 o}
ST \
14 (Wf Beverages 80,825 +1% 0 & 29 (23 YouTube Entertainment 29,613 4 +29% 12 &=
15 —M . Tobacco 71,958 2% 2 &= 40 g:I'EG:'/:\ﬁ Insurance 29,470 3 +13% 3 ®
16 w Technology 57,528 +4% 1 - 1 (D TOYOTA Cars 29,151 4 -3% -5 O
%” . o afan]en o ~
17 ISNEp Entertainment 57,007 +6% 2 & a2 Ll Technology 28,861 2 +35% 15 &=
18 . Logistics 54,899 -9% -2 g 43 UOPBJEAL Personal Care 28,376 4 +9% 1 {)
19 Retail 53,507 +13% 1 g 44 Instagram Technology 28,205 4 +95% 47 %
20 )(fl nity Telecom Providers 48,889 +14% 4 & 45 4\ Adobe Technology 27,930 2 +57% 30 &=
21 g™ Apparel 47,360 +23% 8 L= 46 Technology 26,917 3 +58% 32 &=
22 xz Luxury 47,214 +15% 4 ] 47 4 HUAWEI Technology 26,908 3 +8% 1 @
23 Regional Banks 46,468 -15% -5 g 48 Conglomerate 26,700 2 -32% -20 %
p‘,t,“ . 4
24 Fast Food 45,884 +3% -1 % 49 0 vodafone Telecom Providers 26,499 3 -8% 12 *
25 T " w Telecom Providers 44,219 +7% 0 e 50 ORACLE Technology 26,488 2 +3% -5 %

Source: BrandZ™ / Kantar (including data from Bloomberg) The Brand Value of Coca-Cola includes Diet Coke, Coca-Cola Light and Coca-Cola Zero

Brand contribution measures the influence of brand alone on financial value, on a scale of 1to 5, 5 highest
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51 W Beer 26,317 3% 1 &€
s2 GUCCI Luxury 25,274 +13% 2 ]
53 Uber Transport 24,206 +51% 28 g
54 @ Mercedes-Benz Cars 23,355 9% s @
55 @ Cars 23,326 9% -8 *
s6 X P HsBC Global Banks 23169 2% 6 &
57 Regional Banks 22,845 0% -5 ‘f)
sz Linked[T}] Technology 22,816 +46% 25 &
50 G MERBET Regional Banks 22,709 4% 10 @
I} HDFC BANK | Regional Banks 22,705 +9% 0 «n
s /NR\ Apparel 22,581 16% 9 O
62 €COSTCO Retail 21,282 7% 10 &
63 BailtNEE Technology 20,879 -22% -22 ®
64 Telecom Providers 20,728 +6% 1 O
65 @ Energy 20,669 2% 2 ¥
66 /S EafE UD Retail 20,609 2% 7 @
67 CHASE S Regional Banks 20,514 +6% 0 %
68 mﬂ_!-,!g Insurance 20,314 NEW @
o FedEx. Logistics 20,176 -9% 13 £
70 @ NTT Telecom Providers 20,070 -10% 15 (@
7 D DiDi Transport 20,041 NEW ®
72 E Regional Banks 19,958 2% -6 @
73 JPMorgan Global Banks 19,827 +9% o £
74 m Xiaomi Technology 19,805 NEW Q
75 M movistar Telecom Providers 19,361 -15% -22 (:‘

Source: BrandZ™ / Kantar (including data from Bloomberg)

Brand contribution measures the influence of brand alone on financial value, on a scale of 1to 5, 5 highest
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Global Brands 2019

76 [amERY Retail 18,949 3 +8% o &
PanS
77 citl Global Banks 18,878 3 1% 19 &=
78 % Meituan Lifestyle Platform 18,760 5 NEW ’
79 Qampers Baby Care 18,664 5 -8% 15 &=
go Ex¢onMobil Energy 18,604 1 2% 6 &=
81 DeLLTechnologies Technology 18,486 3 NEW =
g2 () HERLRLT Regional Banks 18,199 2 -5% 13 @
83  BankofAmerica Regional Banks 17,983 2 +3% -6 g
84 Personal Care 17,567 4 -5% 3 &
ss5 IKFC Fast Food 17,205 4 +14% 2 &
86 way Fast Food 17124 4 -9% 16 =
87 POXBOX Technology 16,690 2 NEW =
ss Lamess Logistics 16,644 4 9% 26 [
so Haier loT Ecosystem 16,272 5 NEW ®
20 @ Insurance 16,145 3 7% -4 (%)
91  ConmonwealthBank Regional Banks 15,795 3 -18% 23 @
92 SIEMENS Conglomerate 15,308 2 -4% 10 @
93 @ Technology 15,202 3 +3% 4 &
CYON | s | Retail 14,964 2 14% 1 &=
o5 [Ebank Regional Banks 14,851 3 -9% 15 &=
26 E Retail 14,692 3 7% 3 -
97 TATA CONSULTANCY SERVICES Technology 14,282 2 NEW @
98 Gille"é Personal Care 14,150 5 -8% -13 g
99 BCA Regional Banks 13,437 4 +6% o =
100 aﬁ%\as' Apparel 13,355 4 +7% 0 e
The Brand Value of Budweiser includes Bud Light
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The 2019 BrandZ™ Global Top 100 year-on-year value growth of 7

[ J
r percent is consistent with Top 100 results over the past 13 years, and
vq u e I se close to the compounded annual growth rate of 9.5 percent.

The growth rate is well under the 21
percent increase a year ago, which was The 7% value increase matches 13-year results...
an exceptional performance, when every

) ] : The 2019 year-on-year value change was consistent with results over the past
category in the ranking grew in value. 13 years, and close to the compounded annual growth rate of 9.5 percent.
. Many factors produced a more typical i
X % growth rate over time
pattern of growth, varying by category. compounded

annual

The cars and banks categories were 21 21  growth

negatively impacted by trade tension rate

O,
between China and the US, for example. 7 9.5%
14
12

In absolute terms, 2019 the Global Top 7 LS T e B B
100 added $328.5 billion in value— 7 8 7
around one-third of a trillion dollars— 4
increasing the ranking total value to $4.7 1 . 3
trillion. — 0 -

2007 2008 2009 2010 201 2012 2013 2014 2015 2016 2017 2018 2019

... It adds $328.5 billion to the Global Top 100

annual g rowth

In absolute terms, the Global Top 100 added $328.5
billion in value—around one-third of a trillion dollars.

$338.5 $347.9 $404.8
. - $328.5
$309.6 $275.2
$153.3 $160.9
$85.0 $90.7
[] M | $o.4 . I
2007 2008 2009 2010 201 2012 2013 2014 2015 2016 2017 2018 2019

Source: BrandZ"/Kantar
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Led by tech,
Top 20 Risers

includes brands
in 10 categories
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The Top 20 Risers, the brands that increased most in value year-
on-year, came from 10 categories, indicating the possibility of
strong brand appreciation in just about any sector of the economy.

Technology was the most represented
category, with six brands, and technology
influenced the rise of brand value in most
of the categories. Based on its popularity
compared with other social media
platforms, including its parent brand,
Facebook, Instagram led in year-on-year
value increase, with a rise of 95 percent.

In an unusual reversal of fortune
reflecting the privacy issues facing
consumer technology brands, four of

the other five technology Top Risers—
Salesforce, Adobe, Cisco, and Microsoft—
came from the business-to-business
sector.

Salesforce and Adobe score high in
BrandZ™ measurements of innovation
and rose in value 58 percent and 57
percent, respectively. Each brand has
created a cloud-based business in which
it dominates, Salesforce in Consumer
Relationship Management, and Adobe in
graphics and digital solutions.

Having refreshed its corporate culture,
Cisco took advantage of being in a
business sweet spot as a component
supplier for some of the technologies
that are transforming the world, including
5G telecommunications, the Internet of
Things, and autonomous vehicles.

Microsoft, which grew 25 percent in
value, continued to expand its Azure
cloud business and invested in its
masterbrand as it focused additional
attention on consumer business.
LinkedIn, with a value increase of 46
percent, has a strong reputation among
users and has grown rapidly in value
since its acquisition by Microsoft in 2016.

Technology helped produce increases
in value in other categories, such as the
increasingly crowded entertainment
category, where technology combined
with brand building helped drive a 65
percent increase in value for Netflix.
YouTube rose 29 percent.
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Top 20 Risers

Technology for developing comfortable
athleisure clothing influenced the two
apparel Top Risers, Lululemon, which
increased 77 percent, and Under Armour,
up 25 percent.

Two retail brands, Amazon and its
subsidiary, Whole Foods, rose 52 percent
and 28 percent, respectively, in value.
Amazon has caused disruption across
categories by perpetually expanding its
offering and improving the technology
it uses online, in physical stores, and
distribution centers. Consumers view
Amazon as Meaningfully Different,
Purposeful, and Innovative, according to
BrandZ™ analysis.

Recovering from food safety issues, fast
food brand Chipotle increased 40 percent
in value. Digital sales rose over 40
percent and accounted for 10.9 percent of
sales in 2018. Having turned around the
brand several years ago on the strength
of digital and artificial intelligence,
Domino’s Pizza introduced a promotional
use of Al for its loyalty program. The
brand rose 29 percent in value.

r
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In the payments category, Mastercard
tried to future-proof for a time when
financial transactions might be possible
without a mediator facilitating the
payment. Mastercard removed its name
from its logo, leaving the intersecting red
and gold discs to represent the brand,
along with an audio identity. PayPal
acquired iZettle, the Swedish company
whose technology enables small

business to accept contactless payments.

Luxury’s fastest rising brand Dior
established strong brand equity in China,
particularly among millennials. The
personal care brand Shiseido, based in
Japan, also developed a strong following
in China, and in the West.

With its clever advertising, the insurance
brand Geico built Salience and
Meaningfulness based on a perception
of fair pricing, according to BrandZ™
analysis. Uber, which entered the
BrandZ™ Global Top 100 at rank No. 81
last year, rose to rank No. 53 on a brand
value increase of 51 percent.
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Category

Technology

Apparel

Entertainment

Technology

Technology

Personal Care

Retail

Transport

Technology

Fast Food

Technology

Payments

Insurance

Entertainment

Luxury

Fast Food

Retail

Technology

Payments

Apparel

Source: BrandZ™ / Kantar (including data from Bloomberg)

Brand Value
2019 $Mil.

28,205

6,921

34,290

26,917

27,930

5,986

315,505

24,206

22,816

6,201

28,861

91,929

9,261

29,613

4,658

9,570

9,101

251,244

4466

3,938
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Brand Value
2018 $Mil.

14,496

3,912

20,819

17,026

17,831

3,827

207,594

16,045

15,657

4,422

21,331

70,872

7164

22,958

3,612

7,446

7,088

200,987

35,440

3,160

YOY%

+95%

+77%

+65%

+58%

+57%

+56%

+52%

+51%

+46%

40%

+35%

+30%

+29%

+29%

+29%

+29%

28%

+25%

+25%

+25%

Country
of Origin

M M @ a@m @ <
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Volatile market
shakes ranking,

Q brands enter
Global Top 100
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lllustrating the volatility of the global brand
landscape, nine brands entered the BrandZ™
Global Top 100 as newcomers this year, the
greatest number of newcomers since 2015.

The make-up of the newcomers also
demonstrates some of the drivers of
volatility. Six of the nine newcomer
brands come from Asia, including

four Chinese brands. Six brands are

in technology or technology-related
categories, and several brands operate
as ecosystems.

Two of the Chinese brands, Didi Chuxing
and Meituan, are online-to-offline service
providers. In the transport category, Didi
Chuxing is a ride-sharing app, similar to
Uber and Lyft, with a broader strategy

to diversify across automobile services,
including lease and rental, car sharing,
fueling stations, and aftercare.

Meituan, a lifestyle platform, is China’s
largest online booking site for services,
which include reserving a restaurant,
renting a bike, buying movie tickets,
ordering food for delivery, or making

travel arrangements. Both Didi

Chuxing and Meituan are ecosystem
brands, meaning they operate diverse,
interdependent, synergistic businesses.

The Chinese newcomer Haier recently
redefined its home appliance business
as an ecosystem, adapting to a market

in which an increasing number of
consumers are looking for smart systems
rather than individual products. To
strengthen its position in Europe, where
it has long been active, Haier purchased
the Italian brand Candy. Haier also is
investing in the GE appliances business in
the US, which it acquired in 2016

The fourth Chinese brand, Xiaomi,
makes smart phones that offer relatively
affordable function and style. Xiaomi is
the market leader in India and is rapidly
expanding throughout Europe.
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Newcomers

The two Indian newcomers are the
state-owned insurance group LIC,

a highly trusted brand in India, and

Tata Consultancy Services, a global
technology consultancy. The other
technology newcomers are Xbox, the
gaming platform owned by Microsoft,
which is investing into developing more
gaming content to strengthen its Xbox
business, and Dell Technologies.

Dell Technologies had been in the Global
Top 100 until 2010, and in the technology
category ranking until the company

went private in 2013. Although it remains
private, Dell Technologies’ financials

are publicly available, which makes the
brand eligible for inclusion in the Global
Top 100. Similarly, Chanel, which has
appeared in the BrandZ™ luxury ranking,
now also ranks in the BrandZ™ Global Top
100 because the company has revealed
its complete financial statements.
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BrandZ™ Newcomers

Top 100 Brand Value Country of
Rank Brand Category 2019 $Mil. Origin
31 CHANEL Luxury 37,006 (1)
68 Insurance 20,314 @
7 UDlDl Transport 20,041 ®
74 m Xiaomi Technology 19,805 °
78 [#2) Z[7 Meituan  Lifestyle Platform 18,760 -]
81 D%.LTechnologies  Technology 18,486 &=
87 25 XBOX Technology 16,690 &=

L]

go  Haler loT Ecosystem 16,272 ®
97 TATA CONSULTANCY SERVICES  Technology 14,282 @

Source: BrandZ™ / Kantar (including data from Bloomberg)
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Newcomers outperform
ranking on key metrics

It is becoming more difficult for
brands to rise into the BrandZ™
Global Top 100, as the global brand
landscape becomes more volatile
and competitive.

In 2006, the brand value threshold
for ranking in the Global Top 100
was $4.2 billion. In the 2019 BrandZ™
Global Top 100, the brand ranking
No. 100 has a value of $13.4 billion, a
219 percent increase over 2006.

In many drivers of value—the key
BrandZ™ metrics of brand strength—
the average scores for newcomers
are higher than the average scores
for the rest of the Top 100 brands.

In Salience (coming to mind at the
time of consideration), for example,
newcomers score 146 compared with
a score of 124 for the rest of the Top
100. An average score is 100.

Similarly, newcomers score higher on
the question “Interested to see what
they do next,” a measurement of
potential that informs a key challenge
for brands now entering the
ranking—remaining in the ranking.

The brand value for Top 100 eligibility is rising...

The value of the brand ranking No. 100 has increased 219 percent since 2006.

Threshold Brand Value for Top 100

Value of the No. 100 ranked brand

+219%

Since 2006
Y
$14,000 Mil. \ e
$12,000 Mil Scofiabank
$10, 000 Mil. Godman
$8,000 Mil. e

Standard ==
Chartered &9 -

$6,000 Mil. ﬂ
I|(‘y]iiw
ROLEX

$4,000 Mil.

$2,000 Mil.

$0
2006 2007 2008 2009 2010 20M

2013 2014 2015

2017

2018 2019

Source: BrandZ"/Kantar

... And newcomers outperform Top 100 in key BrandZ™ metrics

The average scores for newcomers are higher than the average scores for the rest of
the BrandZ™ Global Top 100 brands in many key BrandZ™ metrics of brand strength.

Newcomers vs. Top 100

Rest of Global Top 100 Rest of
Newcomers Top 100

Salience 146 +22 124
Social Presence 123 +13 110
Purpose 18 +8 10
Brand Experience "7 +8 109
Creativity 15 +10 105
Interested to see what they do next 120 +10 10
Reputation: Success 122 +9 13
Fair Pricing 119 +12 107

Source: BrandZ"/Kantar
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Brand Contribution

Eleven of the Brand Contribution Top 15
are beer, luxury, or beverages brands.
These are categories that especially
depend on the perceived value of the
product. Brand plays an important

role in sustaining that perception with
consistency through normal market
fluctuations.

Represented by five brands in the

Brand Contribution Top 15, the beer
category declined 6 percent in

value because it is under pressure

from declining consumption and the
changing preferences of Millennials and
Centennials. The beer Brand Contribution
leaders are: Modelo, Skol, Corona,
Heineken, and Stella Artois.

Four of Brand Contribution Top 15 are in
the luxury category, which increased 29
percent in value, more than any other in
the BrandZ™ category rankings, in part
because brands became more accessible
to a wider audience, including young
people. The luxury Brand Contribution
leaders are: Chanel, Gucci, Hermes, and
Burberry.

The beverages category, represented

by two brands, has been under pressure
for a decade because health concerns
have reduced consumption of carbonated
beverages. The category is represented
by two brands, including Coca-Cola,

48

which has been able to leverage the
power of its heritage brand to sustain

its business, enabling the company to
transition to a healthier product offering.
The other beverages category Brand
Contribution leader, the Chinese dairy
brand Mengniu, joined the BrandZ™
Beverages Top 15 ranking this year, when
the scope of the ranking changed from
soft drinks to beverages.

The other four categories represented,
with one brand apiece, are baby care,
personal care, payments, and logistics.
For the baby care brand Pampers, which
is No. 1in Brand Contribution, brand
strength is a critical differentiator in a
category that depends on high levels

of trust and also has been subjected to
intense online competition.

Similarly, brand is a vital differentiator

for personal care brand Estée Lauder,
which operates in a category filled with
online price-driven competitors. Both the
payments brand PayPal and the logistics
brand Fedex depend on high levels of
trust and name recognition.

(Brand Contribution is expressed on a
scale of one to five, five being highest.
For complete details, please see the
BrandZ™ Valuation Methodology in the
Resources section.)
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Generations of Brands

Analysis of brands
by generation

yields lessons
about relevance

GenZ brands dominate Global 100
in value and recent growth

a

=
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BrandZ™ Top 100 Most Valuable Global Brands 2019

If Ihave seen further itis by
standing on the shoulders of giants.

Isaac Newton

J )0
/)

Newton'’s famous quote rightly suggests there is much to be learned
from using the past as a springboard for future success. However,
given the inexorable march of technology and its impact on consumer
needs and expectations; in the world of brands there is also much

the old can learn from the new in the quest to adapt, modernize, and

sustain success.

BrandZ™ has been gathering consumer data
for over 20 years and during that period

an entirely new generation of person has
emerged. GenZ, whose members are also
known as Centennials, first appeared in
1996. Applying the commonly recognized
generational designations to brands in the
2019 BrandZ™ Global Top 100, we find that
brands are fairly evenly distributed by age
among GenZ (1996-to-present), Millennials
(1977-t0-1995), GenX (1965-t0-1976), Boomers
(1946-t0-1964), and Traditionalists (pre-1946).

Analysis revealed that brands—like people—
are shaped by generational characteristics.
For example, they differ in personality traits,
brand equity, and ability to build and sustain
trust. Understanding brands in the context of
their generational influences can yield useful
insights about about how to establish and
retain consumer relevance.

GenZ brands dominate

When considering the distribution of Top
100 value by generation we see the greatest
proportions at the two chronological

extremes. Traditionalist brands account

for an impressive 25 percent of the total
value, suggesting they retain a great deal

of influence today despite an average age

of a more-than-elderly 127. However, at the
other end of the scale there is an even more
dominant group, the GenZ brands. These
brands were founded on average only 16
years ago, but they comprise almost a quarter
of all brands in the ranking and account for a
sizeable 34 percent of the total value. Quite an
achievement for a group of teenagers!

The progress and potential of GenZ brands

is even more striking, however, when
considering recent rates of brand value
growth. In the last year alone, these brands
have grown in brand value by a colossal 21
percent, outstripping the next highest group
(Millennials) by a factor of nearly three. In
contrast, the growth rate of Traditionalists is
beginning to wane, and these brands are the
only group whose brand value declined over
the last 12 months. So, what defines these
generations of brands and how do consumers
perceive them to be different from each other?
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Martin Guerrieria

Global BrandZ™ Research Director
Kantar
Martin.Guerrieria@kantar.com

KANTAR

Kantar is the world’s leading data,
insights and consulting company.
Combining our expertise in
human understanding with
advanced technologies, we help
the world’s leading organizations
succeed and grow.

www.kantar.com
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Generations of Brands

Personality

Interestingly the personality of each
group is different and even seems to
match some of the human personality
traits we may naturally associate with
each generation. Where Traditionalist
and Baby Boomer brands are particularly
trustworthy, wise, straightforward and
friendly, GenX and Millennial brands are
defined by their creativity, a trait they
share with GenZ brands—also defined
by the dash of adventure and rebellion,
which we often associate with youth.

Brand Equity

Digging deeper into the specifics of
brand equity, two groups set themselves
apart—GenZ and Baby Boomer brands.
Though all five generation groups are
strong in equity terms versus typical
brands (they are in the Global Top

100 after all), Baby Boomer and GenZ
members excel in all three of the key
building blocks of brand equity: Meaning
(meeting needs in a relevant way),

52

Difference (standing apart and leading),
and Salience (coming to mind easily at the
time of need). In particular they have the
ability to meet rational needs and make
an emotional connection with consumers,
and they have high levels of Salience.
Both groups have clear potential to grow
further in the future.

Building Meaning
and Relevance

Interestingly, the way these groups
derive such strong meaning to
consumers seems to follow two different
paths. Whereas Boomer brands have
established strong trust credentials over
a long period of time, insulating them
from more recent competitive disruptions,
GenZ brands bring innovation, dynamism,
excitement, and immediacy to cater for

a new generation of consumer needs.
Interestingly, both generations of brands
are the next best performers in the other
group’s main areas of strength.

L L

Compared with Millennial, GenX
and Traditionalist brands, Boomer
brands are more dynamic,
innovative, and disruptive. Walmart
(founded in 1962) is a good example
of a modernizing Boomer. It
continues to grow brand value and
defend against the threat of Amazon
by investing at scale in technology.

On the flip side, the most successful
GenZ brands have built strong

trust credentials very quickly with
reliability of service and seamless
experience delivery. GenZ brands
like PayPal (founded 1998), Netflix
(founded 1997) and Google (founded
1998) are among the most trusted
brands in the BrandZ™ Global Top
100. (Jack Ma, founder of Alibaba,
certainly understands the need

for emerging brands to establish
their trust credentials quickly: “For
e-commerce, the most important
thing is trust. Put the customers
first, the employees second, and the
shareholders third.”)

BrandZ™ Top 100 Most Valuable Global Brands 2019

This analysis indicates that to establish and retain relevance,
brands should consider two elements. These elements are: The
need to build a solid foundation of trust and reliability, plus an
ability to meet emerging needs via the flexibility of mindset
required to adapt, innovate, and ultimately embrace change.

So, what can your brand learn from predecessors, peers, and
newcomers to maintain relevance for generations to come?
Whose metaphorical shoulders is your brand standing on?
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BrandZ™ Global Top 100 can be
classified by social generations...

Our BrandZ™ analysis of the Global
Top 100 revealed that brands—like
people—are shaped by generational
characteristics.

Social Generations

Generation Born
GenZ (Centennials) 1996-present

GenY (Millennials) 1977-1995
GenX 1965-1976
Boomers 1946-1964

Source: BrandZ"/Kantar

... GenZ brands dominate in value generated...

GenZ brands were founded on average only 16 years ago, but
they comprise almost a quarter of all brands in the ranking and
account for a sizeable 34 percent of the total value.

Brands by Social Generation
% of Top 100 Value

Brands in Top 100 35
Average Age 127

5%
(o]
Brands in Top 100 11
Average Age 64

23%

Brands in Top 100 23
Average Age

Brands in Top 100 18

16

Brands in Top 100 13 Average Age 33
Average Age 48
Source: BrandZ"/Kantar
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Generations of Brands

... And GenZ brands are currently
growing fastest year-on-year

GenZ brands grew in brand value by a
colossal 21 percent in the past 12 months,
outstripping the next highest group
(Millennials) by a factor of nearly three.

Value Growth

% brand value growth 2019 vs. 2018

GenZ (Centennials)
GenY (Millennials)

Brand personalities vary by generation...

Where Traditionalist and Baby Boomer brands are particularly trustworthy, wise,
straightforward and friendly, GenX and Millennial brands are defined by their
creativity, a trait they share with GenZ brands

21%

Generation and Personality

STENGTHS AND UNIQUE STRENGTHS

GenX
Boomers

GenZ (Centennials) Creative | Adventurous | Rebellious
22?:;?;22 7777777 6% éenY (Millennials) Creative | Assertive | InControl

éenX Creative | Trustworthy | Desirable
7777777777777777 éoomers Trustworthy | Straightforward | Friendl;

Same 91Brands featured in 2018 and 2019 BrandZ™
Top 100 Most Valuable Global Brands

Assertive | Trustworthy | Wise

Source: BrandZ"/Kantar

Source: BrandZ"/Kantar

... Boomer and GenZ brands lead in BrandZ™ brand equity metrics....

Two generations of groups set themselves apart—GenZ and Baby Boomers. Baby Boomer and GenZ
brands excel in all three of the key building blocks of brand equity: Meaning, Difference, and Salience.

Boomer and GenZ | Brand Equity

l Different
B salient

Global Top 100
Average Brand

141 138

129
124 123

19

Boomers Millenials

Source: BrandZ"/Kantar
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... And Boomers, GenZ build and retain consumer relevance

Boomer brands have established strong trust credentials over a long period of
time, insulating them from more recent competitive disruptions. GenZ brands
bring innovation, dynamism, excitement, and immediacy to cater for a new
generation of consumer needs. And both groups stand out in building and
retaining consumer relevance.

Boomers and GenZ | Strengths

B Meets Needs

M Affinity
127
115
14 12
106 106

Global Top 100

AverageBrand | NS NN 0 BN BN

Boomers / GenZ Others

Source: BrandZ"/Kantar
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Meaningful
associations

drive brand
value growth

BrandZ™ Top 100 Most Valuable Global Brands 2019

Brands are operating in anincreasingly volatile and complex environment.
The development of brand ecosystems and the blurring of categories—
even the distinction between products for business or personal use—is
stressing value growth and the organization of brands by category, as
many brands no longer fit into only one, narrowly-defined space.

This volatility sits in the wider context of
global insecurity and uncertainty produced
by multiple factors, including troubling
geopolitics, the threat of climate change,
and evolving social values, with change
accelerated by technology. Borrowing an
acronym that described conditions after the
Cold War, brands are in a period termed
VUCA: Volatile, Uncertain, Complex, and
Ambiguous.

The impact is clear in the BrandZ™ Global Top
100 results. This year, nine new brands joined
the ranking, the highest number since 2015.
And reflecting geopolitical changes, six of the
newcomers were Asian brands—four from
China and two from India.
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Volatility in the ranking is also evident in the
average number of ranks brands that have
moved up or down. In the 2019 BrandZ™
Global Top 100, brands shifted an average of
9.6 ranks, around double the number from
just two year ago, almost equaling the shift in
2012, when brands still were recovering from
the global financial crisis.

The North Star for navigating through this
volatile period is Meaning. BrandZ™ analysis
revealed that being Meaningful is the most
discriminating characteristic of brands that
are growing. Meaningful (filling functional,
emotional, or social needs in relevant ways)

is one of the three components of brand
equity, along with Difference (being unlike
competitors, setting trends) and Salience
(coming quickly to mind during consideration).
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3 | Brand Building Observations |

Brand Meaning in a Volatile World

Instant recognition
sustains current brand value

All brands ranked in the BrandZ™ Global
Top 100 are super Salient, scoring an
average of 129 in Salience on an index
where 100 is average. Overall, the Top
100 score higher in Salience than in
Meaningful or Difference.

Similarly, the Global Top 50 score
significantly higher in Salience than
brands in the bottom half of the ranking.
Being seen as Different is also vital.
Brands in the bottom half of the Top

100 ranking attain a strong average
Difference score of 118. But brands in the
top half of the ranking average an even
stronger 129 in Difference.

When brands are able to effectively
combine strong Salience and Difference,
they trigger a virtuous circle. Their large
size enables the most valuable brands
to remind people why they are Different
and to sustain their Salience with

retail presence and media investment.
Difference with Salience leads to

instant recognition by consumers. That
recognition reminds people why they
choose these brands, which sustains their
market penetration and sales, increasing
the brand’s Salience and closing the
virtuous circle.

60

Itis a circle, rather than a spiral, which
would illustrate value growth, because
in a volatile market, with so many

new brands appearing, Salience and
Difference go only so far. Salience is
important to sustain current brand value
but will not necessarily produce faster
brand value growth.

Being Meaningful
drives value growth

Salience alone would be fine if the

world were not changing. Because of
volatility, the determinative factor for
increasing value is ensuring the brand
has the widest possible set of positive
brand associations that are Meaningful
to consumers. Brands that are growing in
value are seen as more Meaningful than

brands where value is stable or declining.

The car category, for example, is under
pressure because of factors like climate
change and technology (the shift to
electric cars) and changing social values
(the shift to sharing vs. ownership). In this
context, some brands with long heritage
continue to be Salient. But Salience does
not stop them from declining in value as
they struggle to be Meaningful today.

The key questions for brands are: what
is meaning, and how is it created in
today’s volatile marketplace? Meaning

is having a broad and deep set of
mental associations for the brand. The
associations relate to innate consumer
needs. Brand value is created as these
associations are activated. Each source
of meaning can trigger a short-hand
reminder for consumers, enabling them
to make fast and easy brand choices. A
consumer who wants to find something
with minimum effort may make the
simplest choice because it “meets my
needs.” Or the shopper may select a
product because it is the easiest to buy
and has the best user experience.

Each association interlocks the consumer
with the brand. Other associations could
be choosing a brand because of affection
for it or because it makes purchasers

feel good about themselves. This list of
associations is not exhaustive. But more
is better. The ability of the association to
trigger a brand choice varies by person
and even by occasion for the same
person. These associations cumulatively
build meaning for the brand.

Among the trigger points that most
characterize the faster growing brands
are offering great value or something
new. Most relevant in volatile times,
newcomer brands scored the highestin
each of these dimensions. Newcomers
are tapping into the market volatility—and
pushing established brands to do more.
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To sustain value brands needs to achieve
Salience and instant recognition. The
BrandZ™ Global Top 100 brands excel
because their scale enables them to
expand their retail presence and invest in
media exposure. But the world of brands
is becoming more volatile. With more
newcomers entering the Global Top 100,
just sustaining value will not be sufficient.
In the 2019 BrandZ™ Global Top 100, the
brand ranking No. 100 has a value of $13.4
billion, 219 percent greater than in 2006.
Established brands that do not grow value
will drop in the ranking or drop out of the
ranking.

Already enjoying the advantage of
consumer recognition, established brands
need to build on that recognition by
continuously making themselves relevant
and Meaningful. Meaningful brands are
those that anticipate evolving consumer
needs, that reset expectations of what a
brand can deliver in a category, and that
redefine themselves as their categories
change around them. Brands are networks
of mental associations: so, the brands that
have associations rooted in a category

are typically constrained, while those
whose associations are broader and whose
business operates in an ecosystem, win the
battle for consumer relevance and affinity.
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Brand Meaning in a Volatile World

Volatility of the Global Top 100 ranking increases...

0 SEJuil Meituan
The number of newcomer brands joining the ranking annually L Didi Chuxing
has averaged eight over the past four years. Nine newcomers o U Dibi
entered the 2019 Global Top 100. o m Xiaomi
No. of new entries o Haie‘ Haier
7 7 8 9 ) CHANEL Chanel
) Buc LiC
o o o o o o o o DA LTechnologies Dell Technologies
000 000 000 000 O 3xBOX Xbox
o o o o o 0 o 0 0 o o o 0 TATA CONSULTANCY SERVICES - Tata Consultancy

— Services

Source: BrandZ"/Kantar

... Volatility almost doubles in three years

In the 2019 BrandZ™ Global Top 100, brands shifted an average of 9.6 ranks, around double the number from just
two year ago, almost equaling the shift in 2012, when brands still were recovering from the global financial crisis.

2012 2013 2104 2015 2016 2017 2018 2019

Volatility

Volatility: average size of (positive or negative) place changes

Source: BrandZ"/Kantar
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BrandZ™ Top 100 Most Valuable Global Brands 2019

Salience is vital for driving current
brand value...

All brands ranked in the BrandZ™ Global
Top 100 are super Salient, scoring an
average of 129 in Salience on an index
where 100 is average. Consumers instantly
recognize these brands. Overall, the

Top 100 score higher in Salience than in
Meaningful or Difference. Significantly,

the BrandZ™ Global Top 10 score 176 in

Salience.
176

Salience | Current Value

129

Global Top 10
Top 100
average Brand Average =100

... Difference is also a driver

of current brand value...
Being seen as Different is also vital. Brands
in the bottom half of the Top 100 ranking
attain a strong average Difference score of
118. But brands in the top half of the ranking
average 129 in Difference.

Difference | Current Value

Difference Salience
+12
135
+11
’% 129
18

Bottom 50 Top 50 Bottom 50 Top 50

... Salience and Difference
lead to instant recognition

When brands are able to effectively
combine strong Salience and Difference,
they trigger a virtuous circle. Their large size
enables valuable brands to remind people
why they are Different and to sustain their
Salience with retail presence and media
investment. Difference with Salience leads
to instant recognition by consumers.

Virtuous Circle

SalienCe

Source: BrandZ™/Kantar

Source: BrandZ™/Kantar

Source: BrandZ"/Kantar
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Brand Meaning in a Volatile World
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Among the trigger points that most characterize the faster growing brands are Fair Prices
and Innovation. Most relevant in volatile times, newcomer brands scored even higher in

each of these dimensions than established brands growing in value.

Because of volatility, the determinative factor for growing in value is whether or not the

brand continues to be seen as Meaningful. Brands that are growing in value are seen as

more Meaningful and Different than brands where value is stable or declining.

Fair Prices and Innovation
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Global 100

iIncreases
in disruptive
power
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The disruptive power of the BrandZ™ Global Top 100 has increased
significantly over the past five years, driving the overall volatility of
the market and underscoring the necessity for brands to be able to
disrupt and to defend against disruption.

Brands in the BrandZ™ 2019 Global Top
100 scored 112 in their ability to disrupt, a
step-change increase from a score of 107
in 2015. An average score is 100 in this
BrandZ™ measurement of the extent to
which consumers see a brand as “shaking
things up.”

One of the benefits of being disruptive is
accelerated value growth. Between 2015
and 2019, brands that appear in the rankings
of both years increased an average of 40
percent in value. In contrast, the Top 10
disruptor brands in 2015 more than doubled
in value by 2019, increasing 110 percent.

This value appreciation happened not
simply because these brands were
disruptive, however, but because they

were Meaningfully disruptive. Consumers
felt connected to these brands because
they fulfilled their needs in ways that were
functionally and emotionally relevant.

Meaningful is a component of brand equity,
along with Difference (standing apart from
competitors) and Salience (coming quickly
to mind during consideration). In 2015,

the Global Top 100 scored 117 in being
Meaningful, a strong score on a scale where
100 is average.

However, the Top 10 disruptor brands in
2015 scored 155 in being Meaningful. Their

disruptive power was anchored in meaning.
Simply put, Meaningful disruption meets
evolving consumer needs and expectations.
It is the key to scalable relevance.

BrandZ™ Top 100 Most Valuable Global Brands 2019

How disruptive brands meet

or anticipate consumer needs,

and even re-define consumer

expectations, can vary. But

brands usually adopt one of

these four approaches:

rr

rr

[
[

Introducing an original
product or service (Netflix,
the streaming service);

Introducing a radical new
business model (Jio, the
Indian telecom provider);

Renewing a purpose or
target audience (Gucci, the
luxury brand); or

Using technology to
achieve scale and diversity
of offer (Meituan, the
Chinese online-to-offline
services platform).

67



rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr
rrrrrrrrrrrrerrrrnr

3 | Brand Building Observations |

Disruption and Value Growth

Global Top 100 increases
disruptive power...

Brands in the 2019 Global Top 100 scored
112 in their ability to disrupt, a step-change
increase from a score of 107 in 2015.

Disruption | Global Top 100

12

[ 2015
| 2019

Average
brand =100

Shaking Things Up

Source: BrandZ™/Kantar
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... Disruption drives brand growth...

One of the benefits of being disruptive

is accelerated value growth. Between
2015 and 2019, brands that appear in

the rankings of both years increased an
average of 40 percent in value. In contrast,
the Top 10 most disruptive brands in 2015
more than doubled in value by 2019,
increasing 110 percent.

Disruption | Brand Value Growth
Top 100 MOST VALUABLE brands

Brand value growth to 2019 vs. 2015
(same 77 brands)

+41%

Top 100 MOST DISRUPTIVE brands
Brand value growth to 2019 vs. 2015
(same 10 brands)

+ I I 0 o Source: BrandZ"/Kantar

Source: BrandZ"/Kantar

... Meaningful disruption is
key to scalable relevance

In 2015, the Global Top 100 scored 117

in being Meaningful, a strong score on a
scale where 100 is average. However, the
Top 10 disruptor brands in 2015 scored
155 in being Meaningful. Their disruptive
power was anchored in meaning.

Disruption | Meaning

155

[ Top100 2015
M Top 10 Disruptors 2015

Average

L L
L L
L L
L L
L L
L L
L L
L L
L L

Original Products and Services:
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Netflix

Netflix disrupted the market for
viewing video in 1997. At a time
when people went to physical
stores to rent video tapes or DVDs,
Netflix sent DVDs through the mail
in iconic red envelops. Ten years
later, Netflix again disrupted the
market—and itself—by introducing
streaming service, and then
original content. The Brand Power
score of Netflix has increased
dramatically from 113 in 2010 to 144
in 2018. A score of 100 is average.
Its value has almost tripled over the
past three years, and Netflix has
moved up from rank No. 92 in the
BrandZ™ Global Top 100, in 2017, to
rank No 34 today.

ETFLIX

DISRUPTION

BRAND POWER

2010 | 13

GLOBAL BRAND VALUE

207 | US$121Billion
2018 | Us$2088ilion

2ot [ uss3assition

GLOBAL RANK

20 | Now2
2o R .+ |

200 [ Noss
100

Average brand =100

Source: BrandZ"/Kantar
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Disruption and Value Growth

Radical New Business Model

Jio

Jio disrupted the Indian telecom
provider category with its

deep discount prices for data
consumption. It forced competitors
to lower their prices and drove
category consolidation. All telecom
consumers, not only Jio customers,
benefited from Jio’s action. Although
launched in 2016, Indian consumers
see Jio as Meaningfully Different

as Airtel, which entered the market
in 1995. Having attracted almost
300 million customers in just three
years, Jio could potentially leverage
this audience with the sales of
advertising and content.
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DISRUPTION

2018 122

MEANINGFUL DIFFERENCE

‘C ,airte[ Launched 1995

QO vodafone  Launched 2007
@ Launched 2016
BRAND VALUE

US $4.1 Billion

Will enter the Top 100 within three years at current growth rate

Average brand =100

+68%

Source:

VS. 201%

BrandZ"/Kantar
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Renewed Purpose and Audience:

Gucci

rrrrrrrrr
rrrrrrrrr
rrrrrrrrr
rrrrrrrrr
rrrrrreorr
rrrrrrrrr
rrrrrreorr
rrrrrrrrr
rrrrrrrrr
rrrrrrrrr
rrrrrrrrr

A legacy luxury brand

established almost 100 years

ago, Gucci renewed the brand

by democratizing its appeal with
bold designs that attracted a new,
younger audience, and with an
inclusive ethos that invited people
to experience the brand even if
they could not afford its products.
Gucci’s brand value rose from No.
80 in the BrandZ™ Global Top 100
in 2017, to No. 52 in 2019.

GUCCI

DISRUPTION

2018 | 105 +7vs.2017

BRAND EQUITY

creativity [ 123 szus 200
Purpose - 10 +7vs. 2017
Meaningful Difference - 17  +8vs.2017

GLOBAL BRAND VALUE

207 | US$13.58illion
2018 | US$224Billion
2019 US$253Billion

GLOBAL RANK

200 [ Nos
zot8 [ Nosa
200 [ o2

100

Average brand =100

Source: BrandZ"/Kantar
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3 | Brand Building Observations |

Disruption and Value Growth

Technology to Achieve Scale
and Diversity of Offer:

)£

FOUNDED 2010

Meituan

Less than 10 years old, the lifestyle
platform Meituan, began as a group
buying site and today is China’s
largest booking site for services,
such as reserving a restaurant Disruption
or renting a bike. Investing in
technology to achieve scale and
diversity of offer, Meituan helped
create China’s convenience
phenomenon and the seamless
integration of online and offline
purchasing and delivery. Itis a
newcomer to the BrandZ™ Global Top
100, ranking No. 78. Its rapid success
demonstrates the power of a brand
ecosystem.

Excited for Next Steps

Recommend

BRAND EQUITY

Meaningful Difference _ 139
Purpose | 1o
Innovation _ 129
Communication _ 137
Brand Experience _ 142

Love

2019 GLOBAL BRAND VALUE AND RANK

US $18.8 Billion
ppa—T

100
Fifth highest-ranking newcomer brand

S Y

Average brand =100 Source: BrandZ"/Kantar
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The Varieties of

A disruptive brand
has a radical impact
on the value of a
category, usually in
one of three ways:

Redistributing value within an existing category:
When the Indian telecom provider Jio launched with
its free data offer it did not increase the value of the
category but made a play to consolidate the value.

Adding value to an existing category: Apple’s
introduction of the iPhone opened a new space within
a category where other brands, if they were nimble or
innovative enough, also had an opportunity to win.

Adding value and creating an entirely new
category: Brands like Uber or Airbnb invented
new categories based on cultural changes,
technology, and anticipated human needs.
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B2B brands
emulate

B2C-style
marketing

Consumer brands have

raised the bar on business-to-
business marketing. Although
targeted, data-rich Business-
to-Consumer-style marketing
can help increase sales and
reduce the cost-per-sale,

it can seem like too high an
investment and too challenging,
partly because B2B purchasing
is complicated and varies by
category and company size.

B2B brands include a wide range of
categories, as illustrated by the BrandZ™
B2B Top 20. Led by Microsoft, IBM, and
SAP, the ranking includes 11 technology
brands, four banks, two logistics and two
energy brands, and one conglomerate.
What these disparate brands, across
five categories, share in common is

the complicated nature of selling their
products and services and the potential
benefit afforded by a powerful brand.

The B2B purchasing process can be
especially difficult when targeting large
companies where decision-making

can involve a multitude of executives
scattered throughout the world. For
reaching smaller companies the
challenge seems more manageable. In
those organizations, which can consist of
a few people or even only one individual,
decision-making is more streamlined.

BrandZ™ Top 100 Most Valuable Global Brands 2019

BrandZ™ B2B Top 20
Brand Value Brand Value

Brand Category 2019 $Mil. 2018 $Mil. YOY%
1 B® Microsoft Technology 251,244 200987  +25%
2 Technology 86,005 96,269 -11%
3 Technology 57,528 55,366 +4%
4 Logistics 54,899 60,412 -9%
5 Regional Banks 46,468 54,952 -15%
6 accenTure Technology 39,184 33,723 +16%
7 intel. Technology 31,880 28,316 +13%
s ' ;:'I's'é';j Technology 28,861 21,331 +35%
o J\\ Adobe Technology 27,930 17,831 +57%
10 @ Technology 26,917 17026  +58%
1" §"é HUAWEI Technology 26,908 24,922 +8%
12 Conglomerate 26,700 39,041 -32%
132 ORACLE Technology 26,488 25,802 +3%
11 4P Hsec Global Banks 23169 23,633 2%
15 . Energy 20,669 20,264 +2%
1t FedEx. Logistics 20,176 22,218 9%
17 JPMorgan  ciobal Banks 19,827 18251 +9%
18 Cfﬁ Global Banks 18,878 21,258 1%
12 ExtonMobil Energy 18,604 18,222 +2%
20 DeLTechnologies  Technology 18,486 NEW

Source: BrandZ™ / Kantar (including data from Bloomberg)
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4 | Disruption and Change |

Business-to-Business

In some categories, like energy, that are
heavily regulated and depend on licenses
to operate, a narrow focus on key
influencers and cultivation of personal
relationships have traditionally been used
over broader marketing campaigns.

But even in these instances, where the
audience seems limited, it is important
to tailor messages for the many sub-
audiences, including, for example,
lobbyists, regulators, financial investors,
academics, journalists, political leaders,
C-suite executives, media, and think
tanks.

Similarly, an airplane manufacturer

may need to constantly burnish its
reputation to a select audience of
customers, including airline companies
and governments, and to its supply
chain. Hoping to influence the buying
decision of those customers, the airplane
manufacturer might run a campaign
aimed at consumers.

In all these instances, a strong B2B brand
adds benefits that include:

78

INSIGHT | Expansion

Brands stories
help expansioninto
new spaces

B2B is a marketing channel that
crosses a lot of categories. Within
categories there are brands that
are primarily consumer-facing but
may have a B2B aspect. There

are other brands that are primarily
B2B. Focusing on the brands that
are primarily B2B, the challenge

is primarily about understanding
the buying journey and how to
better cross-sell portfolios that are
getting into different spaces. Some
of those brands—if they don’t have
a strong halo brand like Amazon or
Microsoft—are only known for one
thing. That makes it harder to move
into new spaces. These brands
need to equip their sales people
with stories to show that the brand
can move into new spaces.

Alex Creed

VP, Client Development
Kantar
Alex.Creed@kantar.com

ICANTAR

INSIGHT | Opportunity

Small business
growth raises
opportunities

With around 32 million small
businesses in the US alone, there
is an enormous opportunity for
B2B brands to open new channels
of communication and revenue.
Research has shown that while
small business owners are
entrepreneurial by nature, they
often demand higher levels of
assistance when it comes to their
consumer journey. They expect
the buying and service process

to be fluid, omnichannel and
personalized. They have been
dubbed “commercial consumers”—
the small business owners,
entrepreneurs and freelancers who
shop with a consumer mindset due
to their size. Recognizing these
trends, some legacy technology
companies are pivoting their CX
and communication strategies to
focus on premium experiences and
speaking to small business owners’
growth aspirations.

Stephanie Rickards

Strategy Director

VMLY&R
Stephanie.Rickards@y&r.com

Y& VMLYSR

INSIGHT | Audience

Target audience
influences B2B
sales approach

Among our clients are a large
energy company and a large
defense and security company.
Despite being big companies,
their primary influencer universe

is actually very small, and

these niches influence how the
companies do their selling. Energy
companies are researching the
one thousand policy influencers

in and around Washington, DC.

It’s a massively over-researched
group and hard to get. But it is
vitally important in terms of the
value for the client in protecting its
reputation. For the energy sector,
the digital marketing investment
isn’t always as important as
developing personal relationships.
That will not change for certain
B2B companies because of how
small their influencer universe is.

Ruth Walker-Grice
Senior Director

PSB
RWalkerGrice@ps-b.com

¢PSB

BrandZ™ Top 100 Most Valuable Global Brands 2019

INSIGHT | New Normal

Era of change
makes brand
more critical

Change is the new normal for

B2B brands. Easy to say, harder to
accept—and even harder to address.
It’s also a new reality for B2B brands
that had felt immune to disruption
because of their scale or ultra-
specialist proposition. Many large
B2B brands struggle with facing up
to external drivers of change. But
everything from the escalating global
rivalry for the right talent, to staying
relevant in a 24/7-attention economy,
are issues caused by a fragmenting
world that truly hinders enterprise
success. Those challenges have
solutions rooted in strengthening
the meaning of your brand. Because
a brand is there to help all your
audiences navigate complexity of
choice. What does a strong B2B
brand add to your bottom line? It’s
more than just pricing premium.

It’s also reduced cost-per-sale,
deeper investor confidence, more
productive employees. and better
hires—the true value of a strong B2B
brand is multi-dimensional.

Katherine Sheen
Planning Director,
Business to Business, Ogilvy
Katherine.Sheen@ogilvy.com

Odilvy
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Brand
importance

grows as tech
category
fragments
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Brand is especially important in technology as the category
becomes more heterogeneous. It is rare today for a company
to work exclusively with one B2B company, such as IBM or
SAP. With so many entry points, companies are more likely to
work with a group of B2B providers to service different needs,
such as cloud, desktop, or data centers.

Because so many of the solutions are
virtual and require minimal long-term
investment, it is relatively easy to make

a change. However, since new solutions
are appearing at a rapid pace it is difficult
to keep up and feel confident about being
up-to-date. The speed of innovation and
opportunity is in tension with the ability of
organizations to cope.

A price war is emerging among cloud
providers because offerings are similar
and being commoditized. Although
Amazon AWS leads in cloud, Microsoft
Azure is growing quickly, and Google
is coming with a somewhat differing
approach, leveraging its consumer-side
expertise in data analytics, which adds
value. With products launched at the
end of 2018, IBM is becoming more
aggressive. Globally, Alibaba is also
among the top-tier providers of cloud
power.

After these top-tier, multi-solution
cloud providers the market becomes
fragmented. The leading providers of

cloud computing power face competition
from brands that offer a specialty based
in the cloud. For example, Salesforce
was a pioneer in Customer Relationship
Management software and is known

for the ease of adoption. Adobe, with

its acquisition of Magento, has a suite

of tools to help companies create more
customized campaigns.

The power of brand

The shift to cloud is a disruptive
punctuation point for businesses when
they need to decide whether to buy,
build, or rent cloud service and, if
choosing a cloud partner, whether to
align with one of the majors or with a
series of specialists that together form a
customized service.

Since the cloud is evolving so quickly,
clients look for reassurance that the cloud
provider they choose will continue to
evolve rapidly and remain on the cutting-
edge of cloud capability in ways that can
help the client succeed.

INSIGHT | Consistency

Consistency
key across
B2B,B2C

The brands that cross B2B

and B2C are working on the
consistency of what they deliver,
both as an experience and as

a brand. Amazon makes things
easy and almost omnipresent,
everything goes to your door. AWS,
Amazon’s cloud provider, seems

to have a similar approach. You

can find a plethora of services and
set it up quickly. Google is about
search and intelligence. It needs

to always provide that experience.
This consistency of experience

is important to individual users.

A person’s brain doesn’t keep
switching to say this is the business
side, this is the consumer side. The
question is, what does the umbrella
brand mean and deliver?

Alexandre Momma

VP, Client Leadership

Kantar
Alexandre.Momma@kantar.com

IKANTAR
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Business-to-Business

INSIGHT | Specialists

Brand experience
becomes more
one-to-one

Some brands, like Google and
Amazon, have always had a direct
relationship with their customer.
Other brands, like Microsoft

and IBM, are evolving in that
direction. Those two companies
used to sell through channels. As
they increasingly sell software

as a service, they have a direct
relationship with their customer.
The brand experience now is
becoming very one-to-one. That
changes a lot of things. When you
sign up for Azure, you're signing up
for the cloud, but you’re connected
to the mothership, Microsoft.
Similarly, when you sign up for
Microsoft 365 licenses, you’re now
directly connected to Microsoft.

Erik Haroldson

SVP, Client Leadership
Kantar
Erik.Haroldson@kantar.com

IKANTAR
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The keys for winning amid this cloud
competition are security and trust. When
companies stored data in their own data
centers, they had a sense of security,
justified or not. Putting all that information
in the cloud is a leap of trust. Each of the
leading competitors for cloud leadership

tries to leverage its particular advantages.

Entering the cloud early with AWS

and the idea of infrastructure as a
service, Amazon created a low-friction
experience. IBM brings its reputation
in full-service client engagement and
artificial intelligence, which, along with
data analysis, is also an advantage for
Google. Microsoft has a legacy physical
presence in many businesses that it
leverages as it attempts to transition
clients to the cloud.

Historically, Microsoft had separate
campaigns for each of its products,

such as Windows, Surface, and Azure,
its cloud service. Audiences would

see simultaneous campaigns that did
not necessarily stitch together. Now,
Microsoft is focusing on its masterbrand,
trying to come to audiences as a unified
solutions provider and partner.

A masterbrand halo can add strength

or illuminate problems. Some retailer
business customers resist supporting
Amazon AWS, the cloud provider, if
Amazon, the e-commerce giant, is hurting
their business. Some young people resist
Microsoft because of a legacy that to
them is about being temperamentally
aggressive and closed in execution.

"

INSIGHT | "Wastage’

Wider reach
touches more
influencers

One of the things I've found
interesting, having worked on many
consumer brands and now working
with B2B brands, is reconciling

the case for “wastage,” the brand
aircover that positively influences
the buying decision when it comes
around. In advertising to consumers
it'’s generally accepted that
“wastage” isn’t bad. Talking to as
many people as possible as often
as possible means you’re reaching
your light buyers, and that’s

where your money is. What makes
advertising work in that instance—
along with right message, right
time, right place—is the social
meaning. How do you attach social
meaning if your market is one
thousand people spread around
the world who never meet? One
possibility is that while the decision-
makers may be found in the C-suite,
all the potential influencers—the
journalists, academics, analysts—
are much more scattered.

James Caig

Consultant Strategist
Wavemaker
James.Caig@wmglobal.com

WM
WAVEMAKER

MEDIA. CONTENT. TECHNOLOGY

BUILDING

ACTION POINTS

BUILD EQUITY

Building brand equity for a B2B brand can be difficult. Difficulty should
not be an excuse for inaction, however. Product-specific communications
are necessary and linking them with a masterbrand can be useful.

SUSTAIN RELATIONSHIPS

Personal relationships between executives at the B2B company and the
customer company are critical. To the customer, those executives are the
B2B brand. Brand health is intertwined with people-to-people relationships.

GO BEYOND THE RFP

People in procurement roles are trying to make rational decisions about the products
and business partners they choose. But few decisions are totally rational. Beyond the
detailed response to a Request for Proposal, it is important to build an attachment
based on trust and reliability, what in the B2C world would be called Brand Love.

REACH MORE INFLUENCERS

All of the purchasing influencers are not sitting in the C-Suite. Academics,
journalists, and sometimes the public can have an important voice. And within the
C-Suite, it is important to communicate to the individual stakeholders, such as the
technology head and the CEO, in ways that meet their specific interests.
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Lessons of B2C
advertising can

improve results
for B2B brands

Strong emotions, not only rational
considerations, drive B2B decisions

BrandZ™ Top 100 Most Valuable Global Brands 2019

Atits best, B2C advertising is a form of alchemy. We transmute
emotion and creativity into the hard logic of sales, profit, and price
elasticity. We generate tangible value for our clients from the
intangible value we create in the minds of prospective buyers. It
shouldn’t really work, yetit does. As aresult, practitioners understand
the combined power of best practice and the counter-intuitive. So, we
know that reach and fame are better long-term drivers of acquisition
than acquisition activity is on its own. We know the essential nature of

what we ironically call "wastage.”

We understand this alchemy thanks largely to
marketing experts Les Binet and Peter Field
and their analysis of the IPA Effectiveness
databank, a UK advertising industry repository
of campaign details. We know why this
alchemy works thanks to neuroscience and
psychology. People are not, as we would

have ourselves believe, rational. We develop
emotional connections we can’t control and
take decisions we don’t understand.

Despite this, our practitioner instincts
disappear like office stationery when we apply
our skills to B2B. Too often we stereotype

our audience as rational decision-makers,
impervious to emotion, context or mood.
Especially if they work in procurement. This
may make us laugh, but it also makes us

look dumb. It blinds us to, for example, the
motivating power of minimizing risk. A bad call
in procurement can lead to an unprofitable
relationship, colleague disapproval, or a poor
performance review. The prospect of getting it
wrong can be scary.

This example also reveals a universal truth
about the choices people make. In business,
as in life, people are wired not to make the
best decision but to avoid the consequences
of a bad one. Advertising, and the emotional
connection it allows us to make between
people and relevant products, is most
effective when it delivers against this. It's
why we trust the brands we see most often
and buy the products that come most easily
to mind.

Marketing to businesses

Were we to combine the counter-intuitive
and observable in B2B, we’d notice how
strong emotions like ambition, status, trust
and fear already ask searching questions

of our industry. Right now, sadly, our most
frequent answer to these questions seems
to be “case study.” But if we imagined for

a moment that we marketed to businesses
as if they really were made of people—then
what kind of work might we create? Perhaps
we’d be less obsessed with the buying cycle
and focus more on the long-term.
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James Caig

Consultant Strategist

Wavemaker

James.Caig@wmglobal.com

WM
WAVEMAKER

Wavemaker is a next-generation
agency that sits at the
intersection of media, content
and technology.

www.wavemakerglobal.com
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We’d build brands as we know they
are built, reinforcing core emotional
values that resonate with buyers
whose motivations we genuinely
understood. We’'d have more
insight, fewer infographics.

We’'d rely less on lead generation
channels, which make the

sales team happy, and instead

use advertising for what only
advertising can do: reach as many
category buyers as possible to
create shared meaning around the
brand.

We’'d make more effort to make
brands distinctive. Too many play it
safe, and therefore fade from view.
Categories are pretty homogenous,
as is B2B generally.

And yes, we’d make fewer case studies,
putting more effort into “costly signals”
like broadcast advertising. Advertising

is expensive, which means it delivers
exactly what B2B brands need: a
demonstration of a company'’s faith in its
own product that can inspire customers
and prospects alike. This might seem

a stretch, but ask Adobe, Intel, or Shell
about the power of TV for B2B. Broadcast
is also the quickest way to achieve
“excess Share of Voice,” one of Binet and
Field’s tenets, which describes the effect
generated by spending more than the
equivalent of your market share to drive
share growth: each 10 percent eSOV
garners 0.5 percent market share.

Until recently, eSOV, along with Binet and
Field’s other effectiveness principles, has
been observed mainly in B2C. Now the

duo has tested them with a pool of B2B
case studies and observed that, while
categories vary, broadly the principles
hold. Long-term thinking generates
bigger business effects. Brand and direct
response work together. Fame, emotion
and creativity are the base materials for
B2B alchemy, not just B2C.

We can now articulate B2B best
practices. If as an industry we want to
create the equivalent value for B2B as we
do for B2C, we need to re-discover our
counter-intuitive instincts too.
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IN business, as in life,
oeople are wired

Nnot to make the best
decision but to avoid
the conseguences

of abad one.
Advertising, and the
emotional connection
it allows us to make
between people ano
relevant products, is
Most effective when it
delivers against this.
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Ancestry.com appeared in 1996 with original online tools to help people explore

their family’s past, sometimes stretching back generations. A new insight

propelled the launch of 23andMe 10 years later. Along with their interest in the

past, people want to learn about the present and future, and how their genetic

markers can help them better maintain and predict their health and wellness.

This development underscores the Defining Disruption

state of business life today—perpetual

' disruption. Categories are blending, But first, it is important to understand disruption. Based on
and consumer are resetting standards, research and observations across categories, WPP brand
expecting brands to operate responsibly experts assembled characteristics of a disruptor brand,
. . and deliver flawless customer experience.  which form this general definition:

Many of the most disruptive trends seem

connected to a major cultural shift—our A dlSI"UptOl‘ brand beglns witha

ever—mcrea5|.ng concern about health and cleqr proposition or purpose thdt

wellness, which encompasses both the . .

condition of ourselves as individuals and IS SCQIGbIe- The brand IS anchored

. the planet we all share. These concerns in the culturalmoment and
relate to consumerism: what we buy, how | tt |t timi
we buy it, and how we dispose of it. relevant to consumers. Its Immg
isimpeccable. It executes with
Accelerating the pace of disruption . .
ingthep ISruptt speed and communicates with

are the ease of market entry and the N )

possibility of scaling quickly. The most consistency across touchpoints. A

disruptive brands impact markets in disruptor brqnd impqcts an entire

ways that address or anticipate cultural

shifts and trends and meet the resulting category or at IeGSt the category

consumer needs in meaningful ways. brand leaders, and it creates new
o S behaviors among consumers. And

In facing inevitable disruption, brands

have two options: lapse into denial, or when abrand gets all of this rlght, it

acknO\.NIedge that the branfi landscape is needs one more element to become

changing, and prepare to disrupt and be .

disrupted. Brands that choose to engage a succeSSfUI dlsrUPtor—|UCk-

need to understand what is required

to disrupt a market and, in anticipation
of that disruption, how to disrupt
themselves.
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INSIGHT | Leadership

Leadership, vision
drive real disruption

A lot of disruption depends on who

the CEO is and that person’s vision.

Disruption depends on someone
who sees things differently and
has a passion about taking their
company down that path. These
CEOs are different than most
people. This is a commonality
across disruptor brands, at least in
technology. But how many people
like Steve Jobs and Jeff Bezos
exist in the world?

Michael Cohen

VP, Client Services

Kantar
Michael.Cohen@kantar.com

IKANTAR
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The most extreme disruptors, brands

that change the world, include Amazon,
Apple, and Google, the BrandZ™ Top

3 Most Valuable Global Brands. Other
major disruptors would include Facebook,
ranked No. 6, and Uber, No. 53.

Disruption comes in many guises. It can
be about an original product or service,
like the iPhone. Or the disruption can

be a new business model. For example,
Jio entered the Indian telecom provider
category with discounted prices on data,
forcing competitors to lower prices.
Having driven category consolidation
and organized a large audience of around
300 million subscribers, Jio potentially
could add revenue-generating content
and advertising.

Disruption also can be operational as with
Alibaba scaling technology to provide
radical convenience and delivery. Brand
renewal, as illustrated by Gucci, can
produce disruption. Other factors, like
communication, can be disruptive, too.
Examples include Kylie Jenner leveraging
social media influencers to build a
personal care brand.

The newest generation of disruptors

are able to assemble ecosystems to
accelerate growth. Once they have
traction, these brands are not afraid

to press the accelerator. And, when
privately-owned, they are less pressured
than public companies to show a profit.
Venture capitalists typically are more
concerned with future potential than
quarterly results.

INSIGHT | Scale

Scale brings
challenges to
disruptors

Itis easy to be disruptive when
you're early in the market because
you're building off a low base

and scaling fast. Nobody, other
than a few investors, is looking
closely at your financials. You may
face problems when you reach a
certain size, however. Tesla has
disrupted the car category and
forced other brands to enter the
electric car space, for example.
But Tesla hasn’t produced much
profit. You could argue that Tesla is
proceeding somewhat chaotically.

Alex Creed

VP, Client Development
Kantar
Alex.Creed@kantar.com

ICANTAR

INSIGHT | Scale

Big-company
disruptionis
less apparent

Multi-brand companies with a clear
purpose, like Unilever, struggle to
be seen as disruptors. It’s not that
consumers don’t associate the
disruption with Unilever, but that
they are more likely to associate it
primarily with the product brand.
It’s the combined perception of
all the Unilever brands they come
in contact with that forms their
perception of Unilever, so the
parent brand suffers from dilution
due to clutter.

Kristanne Roberts

Global Development Director
Kantar
Kristanne.Roberts@kantar.com

IKANTAR
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The cultural shift toward concern with
health and wellness—our own and the
planet’s—has caused disruption across
categories. Our avoidance of sugar
precipitated the decline of carbonated
soft drink consumption over the

past decade. Category leaders have
rebalanced their product portfolios to
include healthier options and they have
realigned their brands.

In recent bold moves, Coca-Cola Co.
bought the UK coffee chain Costa Coffee
and PepsiCo Inc. acquired SodaStream,
an in-home soda-making device.
Similarly, beer consumption has declined
because of the health-related drinking
habits of Millennials and Centennials. And
the major brewers have introduced no-
and low-alcohol beers.

To reduce carbon emission, car brands
are preparing for a future of electric
vehicles and other mobility alternatives,
while struggling to drive revenue from
combustion engines today. Their efforts
are complicated by the societal values
shift from ownership to sharing, enabled
by the technology that produced Uber,
Lyft, and Didi Chuxing.

Having spent decades perfecting the art
of packaging, major consumer products
companies, including P&G, Unilever,

and Nestlé are advancing a global
recycling initiative. Fast fashion brands
lost value partly because they were out
of sync with an ethos that questions
disposability and the environmental

INSIGHT | Needs

Disruptors
canidentify
shifting needs

Technology firms lead much of
the disruption we see across
categories. But brands that aren’t
heavily digitized can be disruptors,
too. They just need to tap into a
consumer need. For example,
Fever-Tree, the UK producer of
drink mixers, has grown because
it picked up on the growth in
premium gin and supplied a
premium mixer. In addition,
consumers have changed. They
want to embrace innovation.

Helen Rowe

Brand Consultant

Kantar
Helen.Rowe@kantar.com

IKCANTAR
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INSIGHT | Impact

True disruption
benefits all
consumers

True “disruption” to me is where a
new brand or proposition enters a
market and impacts or re-defines

a particular category in a way that
benefits all consumers, whether
they are a customer of that
particular brand, or not. Jio, the
Indian telecom provider, is a good
example. At launch, Jio provided
free data for the first six months and
only then introduced comparatively
modest pricing. Jio immediately
built a lot of volume. Customers of
market leaders Airtel and Vodafone
also felt the benefit of the “Jio
effect” as they were forced to drop
their data prices to compete and
retain customers.

Martin Guerrieria

Global BrandZ Research Director
Kantar
Martin.Guerrieria@kantar.com

IKANTAR

impact of manufacturing and transporting
merchandise.

Given today’s pressures, it may not be
possible to prevent disruption, but it is
possible to anticipate and prepare for it.
That requires sometimes looking over
the parapet to see the world outside the
fortress of a well-protected category or
brand.

From that vantage, the bracing vision

of changing realities can prompt some
new questions. For example, if consumer
eating habits are changing, and more
people are choosing to be vegetarian,
should a meat producer be asking how to
make a more marbleized sirloin, or how to
be in the protein category?

Power of brand

Brand helps protect against one of the
inevitable consequences of successful
disruption—imitation. After the iPhone
launched, a new category soon filled with
a wide range of smartphone options. It
was possible to copy phone technology,
even design, but not the love generated
by the Apple brand. When Lululemon
created the yoga wear trend, it quickly
faced competition from national brands
including Amazon. With many options for
purchasing yoga wear, consumers still
were willing to pay a price premium for
the Lululemon brand, which scores high
in being seen as Different, a BrandZ™
metric of brand equity,

INSIGHT | Behavior

Behavioral insights
key to disruption

Many leading tech companies,
like Google, Microsoft, and Intel
are increasing the number of
anthropologists on their teams.
Anthropologists help shape the
future of these companies by
uncovering how culture impacts
habits, behaviors, and interactions
with technology. Currently, we are
working with an anthropologist at
a global tech company to study
how people in different countries
interact with money and how they
make payments.

Lydia Avramenko

Senior Research Associate
Kantar
Lydia.Avramenko@kantar.com

IKANTAR
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Craft beer Brew Dog illustrates the
power of brand as a protector. Brew
Dog disrupted the beer category in the
UK when it launched over 10 years ago.
As the category filled with other craft
options, Brew Dog opened bars, invited
its customers to become shareholders,
planned to open a hotel, and in other
ways created a community around the
brand. It remains among the UK’s leading
craft beers.

Ultimately, the key to being disruption-
proof is willingness to be self-disruptive.
This is a major challenge for large
companies with the means to place

big bets. They also face the great risk

of the bet failing and the share price
plummeting. Even when large companies
recognize the merit of a potential
opportunity, they may reject it as too
small to be of interest, given the scale of
the company, or too much of a distraction
from the core money-making businesses.

At the same time, big companies are
vulnerable to being seen as too lethargic
by younger consumers attracted to
more energetic brands. It is possible for
big companies to change. But it usually
takes an unmistakable wake-up call or
a leadership change. At Coca-Cola, for
example, it took more than a decade

of steadily declining volume sales of
carbonated soft drinks before the bold
acquisition of Costa Coffee.
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Operational changes brands can make to
anticipate disruption or cause disruption,
include:

Ironically, large companies potentially
may be the greatest engine of disruption.
They employ and train smart people, give
these employees the tools to create new
products and services, but sometimes
deny them the possibility of launching a
good idea that seems inconsequential
relative the revenue of the core business.

Some of those frustrated employees stay
with the company anyway. Some of them
leave to join different organizations. And
others—because they are driven, self-
confident, quirky, ambitious, tone-deaf, or
justincredibly stubborn—start businesses
that disrupt markets, or at least create

a lot of new headaches for their former
employer.

1

INSIGHT | Vision

Short-term
focus clouds
future growth

Companies may start out with a
long-term vision. The founders
have an original idea and they

can see how their business will
compete effectively within the
current market context. But as
they go along that path, they
increasingly get drawn into
short-term performance and
management. Incremental thinking
replaces innovation as they worry
about making the next quarter’s
numbers. Companies become
more risk adverse. By the time the
company matures—if it gets there—
the company doesn’t have the
vision for something completely
different that will drive it forward
to the next 10 years. That’s why it’s
the “small company’” mentality you
need in any business or brand to
give you a vision of future growth.

Graham Staplehurst

Global Strategy Director

Kantar
Graham.Staplehurst@kantar.com

ICANTAR

BrandZ™ Top 100 Most Valuable Global Brands 2019

INSIGHT | Spectrum

All categories
are susceptible
to disruption

Five of the BrandZ™ Global Top 10
brands—Apple, Google, Amazon,
Microsoft, and Facebook—are
technology-driven giants based

on the West Coast. In the past

10 years, they’ve changed how

we transact, how we commute,
how we buy things, and how we
communicate with each other.
Every facet of our life has been
disrupted. Disruption has become
the norm. Every category is
susceptible. Look at Ancestry.

com, for example, which seems

like an entirely new category of
DNA testing, although it’'s been

in existence for a decade. But

it’s being disrupted by 23andMe,
which adds genetic health and
wellness reports. Suddenly, people
want to know not only about their
ancestry, but also about their
health markers. It’s important to
look at a category with spectrum to
understand what disruption means.

Priti Mehra

Managing Director, San Francisco
Kantar

Priti.Mehra@kantar.com

IKANTAR

INSIGHT | Technology

Tech enables
us to fill needs
in new ways

Regardless of the type of
disruption, it is important to note
that the core needs of the end-
users do not change. Technology
allows companies to accelerate
their ability to provide something
that allows us to disrupt within
those needs. We need to keep
our eyes on technology because
new developments can be
applied in different ways at a
moment’s notice. For example,

if you think about the core
convenience or accessibility
needs—whether it’s avatars for
doctors or home delivery for
consumers—disruption for those

needs are enabled by technology.

Jen Hanson

SVP, Client Leadership
Kantar
Jen.Hanson@kantar.com

ICANTAR
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Kantar report examines Centennials
and brand growth opportunities

Centennials are like Millennials—but

more so. They look for new experiences,

like brands that stand for something.
Purpose-driven expectations

% who agree “| like brands that have a point
of view and stand for something” (top-2 box)

53%

Centennials M Middle Aged
Millennials Aging

Source: Kantar / Centennials at 21

The oldest members of Generation Z, which
began in 1997, recently turned 21. Different in
many ways from Generation Y, the Millennials
that preceded them, Kantar calls these
Centennials “the next wave of influencers,
disruptors, and consumers.” A recent Kantar
report, called Centennials at 21, explains how
Centennials are different and what the impact
of that difference is likely to be for brands.

Centennials are concentrated in the dynamic
markets of Africa, the Middle East, Southeast
Asia, and Latin America. They are mobile
natives. Being children during the global
economic crisis of 2008-t0-2009, their earliest
memories were shaped during a period of
slow growth, disruption, resource scarcity, and
connectivity. This background formed a view of
the world that is vigilant, resourceful, and open.

It is useful for brands to understand that in
many ways Centennials are like Millennials—
but more so. They look for new experiences,
like brands that stand for something, and they
get most of their news and entertainment
online. The best place to reach Centennials is
on a mobile device, but communications must
offer some value because this generation is
pragmatic. Almost two-thirds say they have an
ad blocker on their phone.

Centennials are more likely to use social media
than other generations, but they are concerned
about privacy. Social shopping is an important
aspect of shopping, especially in China. As

the social shopping trend expands in other
regions, brands have an opportunity to create
a seamless social shopping journey. China, and
the other markets with the largest populations
of Centennials, are the places for brands to find
the latest trends in many categories, including
personal care, fashion, and technology.

(For more details about Kantar’s Centennials at 21 report,

please contact kantar@axicom.com)

INSIGHT | Needs

Radical shifts in
behavior drive
disruption

Disruption, these days, is constant,

a product of fundamental shifts in
consumer needs. The explosion

of alternative proteins in CPG, for
example, is being driven by a growing
understanding of the impact of
producing meat on the environment
and the desire to eat more healthily;
in fact, 83 percent of Americans say
they want to add more plants to their
diet. Because of the seismic size of
changes like these, companies need
to take steps to protect against a
future where they don’t exist. The
paradox is that when we talk about
disruption, we think about small
challenger brands, whereas the big
fish—the Unilevers and P&Gs, the
Krafts and Con Agras—are the ones
with the distribution and operating
models to be disruptive at scale.

But too often that doesn’t happen,
invariably because the short-term
financials aren’t there. Businesses
need to rethink that; to institutionalize
disruption and make responsibility
for breakthrough innovation part

of their core operations, not the
underfunded, neglected silo it often
seems to be.

James Hidden

Managing Director

Ogilvy
James.Hidden@ogilvy.com

Ogilvy
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INSIGHT | Culture

Leaders must
facilitate new,
creative ideas

Along with the right proposition
and right time, another prerequisite
for disruption is the right culture.
The organization’s culture needs

to facilitate doing things that are
disruptive. Often, the established
brands are risk adverse and
suppress creativity. The leaders of
those companies are like football
managers. They need to deliver the
results in that season, in that year,
or they won’t be around. Successful
companies will have an internal
mechanism to fund new ideas to

do something different, better, and
quickly. For the disruptors this culture
cuts across the entire business.

Simon Atherley

Senior Client Director
Kantar
Simon.Atherley@kantar.com

IKANTAR

INSIGHT | Scale

Big companies
find niche ideas
difficult to fund

There’s a huge issue that
established companies grapple
with, which is that a disruptive
idea is never going to seem

that profitable to them. With a
disruptor brand like Halo Top

ice cream, itis very likely that a
major multi-brand company had

a similar recipe tucked away

in an archive someplace. After
doing the financials, the company
probably decided it wasn’t

worth developing the product
because, in comparison to all their
established brands, it wasn’t. A
disruptive idea will never seem
like a great opportunity to multi-
brand companies because they’re
judging it by a far higher standard.
Whereas the entrepreneur coming
up with the idea sees only upside
potential.

Nigel Hollis

Chief Vice President,

Chief Global Analyst

Kantar
Nigel.Hollis@kantarmillwardbrown.com

IKANTAR
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INSIGHT | Irrelevance

Ignoring change
will lead brands to
irrelevance

Given the level of disruption

we’re seeing, our clients cannot
conduct business as usual. The
message to clients is best summed
up by a quote from four-star US
general Eric Shinseki that I'm
going to paraphrase: If you don’t
like change, you're going to hate
irrelevance. We have enough

data points—media impressions,
technology’s acceleration of
change—to assert that if you're not
sitting uncomfortably, you should
be. I'm sure leaders like Jeff Bezos

and Elon Musk don’t sit comfortably.

They are constantly disrupting
themselves. The answer is clear.
Our own massive, evidence-based
database—BrandZ™, shows that the
drivers of brand value are purpose,
innovation, customer experience,
and love.

Erik Overby

VP, Innovation Growth and Strategy
Kantar

Erik.Overby@kantar.com

ICANTAR

INSIGHT | Scale

Big companies
are capable
of disruption

Disruption may most often come
from smaller brands. Big companies
are more focused on mitigating risk.
They need to generate profit and
show that their margins are strong
to deliver shareholder value. It is
possible for a large organization

to be disruptive. It often starts

with a change of leadership and
studying data. The data enables
big companies to look at some of
the categories they operate in and
where their revenues are dropping.
When revenue demand drops,
organizations like Coca-Cola or
Walmart will use data to try to pivot
and look at new business models
and diversify their product. Disney
was basically a content producer.
Disney lost the relationship with
the customer through changes in
consumer media consumption.
Today, Disney acquired several
content providers and platforms to
create its own distribution networks
in order to gain control of the data
through ownership of the interface
with the consumer.

Rod Anthony

Senior Consultant

Wunderman Thompson Commerce
RAnthony@
wundermancommerce.com

WUNDERMAN
THOMPSON

INSIGHT | Needs

Human insights
yield effective
sales strategies

Best Buy is a good example of a
traditional brick and mortar retailer
responding to the disruptive power
of tech companies, a challenge that
brands across categories face. While
Best Buy faced and addressed a
number of issues and strategically
addressed those issues in its
rebounding strategy, one of the
fundamental issues they needed to
address was related to the customer
journey. One of the problems for
Best Buy was “showrooming.”
Consumers came into its stores to
see, touch, and smell the products,
and then they’d leave to purchase
from online retailers because they
could find cheaper prices online.
Best Buy found a way to keep
customers in the store and also
match the online prices. Best Buy
looked for the human insight—
what truth existed about what the
customer wanted or needed before
the purchase; combined that insight
with solutions to address it; and
found ways to close the sale in-
store. Essentially, Best Buy added
more consultation, customer and
other services to shift the customer
journey and capture the sale.

Kristin Hooper

SVP, Branding and Insights
BCW
Kristin.Hooper@bcw-global.com

OCW

BrandZ™ Top 100 Most Valuable Global Brands 2019

EE

The newest generation
of disruptors are able to
assemble ecosystems
to accelerate growth.
Once they have
traction, these brands
are not afraid to press

the accelerator.
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THINKLONG-TERM

Large organizations need to find the right balance between short-term thinking
(satisfying shareholders quarter-by-quarter) and long-term thinking (placing bets
on ideas that reassure shareholders that the company has a future). The long-

term thinking requires risk. It means valuing and rewarding both the people in the
organization who reliably make their quarterly sales quotas, and those whose ideas

that are less easily quantified because the outcome is more long-term and uncertain.

100

INSTITUTIONALIZE
DISRUPTION

Empower a multi-discipline group to think
long-term. The group needs to be more
than an incubator bolted on more for
appearance than impact. Its existence—
and, ultimately, its ideas—will need buy-in
from the top and from throughout the
organization. A mechanism for thinking
and acting on disruption needs to be a
core part of any business.

REMOVE THE BLINDERS

When companies look at the world through
blinders of category framing, they are more
likely to be disrupted by something outside
their peripheral vision. It is necessary to
disregard category borders and focus on the
consumer and how the consumer’s needs
and behaviors are changing. Standard
solutions—adding another variant to the
shelf—will not work as well when a lot of
shopping is done online by consumers

who are more mindful about their personal
health and the impact of packaging on the
environment.

SELF-DISRUPT

Disruption is inevitable. The only question
is whether to wait to be disrupted or to
preempt a disruptor with self-disruption.
Two-day delivery for Prime members
seemed unassailable when Amazon
introduced it. Amazon is rolling out one-
day delivery, raising operating challenges
and costs for its competitors. Facebook
was popular and could have remained in its
comfort zone when it acquired WhatsApp
and Instagram, which is the fastest-rising
brand in the 2019 BrandZ™ Global Top
100. Disruptors disrupt markets—and
themselves.

BrandZ™ Top 100 Most Valuable Global Brands 2019

SEEK DIVERSITY

It may not be helpful to employ a company
full of disruptors. But it is necessary to
employ people who understand and are
excited what they are doing. Creativity,

a prerequisite for disruption, requires
diversity of thought. In an organization
where everyone comes from the same
background ideas are more likely to be
ratified than challenged, and less likely to
drive disruptive change.

TAKE RISKS

Companies cannot avoid risk. Choose
which risk is greater: not doing anything
and continuing to think and operate
short-term; or investing in new ideas,
with the likelihood that more will

fail than succeed. Choose between
comfort—feeling good about the
business and making decisions to keep
it healthy as consumer needs change—
and complacency. Choose between
leadership—defining purpose and
direction and the need for disruption—
and management.

BUILD ABRAND

Disruptors attract other disruptors. If an
idea is good enough to disrupt a category
another organization will want to make
money from it. A larger organization will
figure out how to make a product cheaper
and faster and distribute it more widely.
To be sustainable, the disruption needs to
be about more than a product. It needs to
be about a brand, and the meaning and
distinctiveness that the brand conveys.

101



4 | ThoughtLeadership |

Disruption

Disruptionis
inevitable: brand

disappearance
is avoidable

Innovation needs to be integrated
into the business, not marginalized

BrandZ™ Top 100 Most Valuable Global Brands 2019

Disruption is happening. Brand marketers understand that. But too
often the focus on disruption is assigned to small, isolated skunkworks.
For big brands to more effectively anticipate and drive change,
disruption needs to be institutionalized and integrated into the
business as a core day-to-day concern.

A lot has been written about the explosion of
new Digital-to-Consumer brands disrupting
traditional categories, be it Dollar Shave Club
in razors or Casper in mattresses, as well as
the stratospheric growth of challenger brands,
like Halo Top low-calorie ice cream and Rxbar
protein snacks in food. Disruption, it is said,

is threatening existing models of brand-
building. Big companies are dying on the vine,
apparently. The slow-moving oil tankers of
the last-century can’t turn quick enough to
deliver the type of disruptive thinking that is
so engrained in the new breed of start-ups.

The irony, however, is that in reality there

is no new magic sauce here, no paradigm
shift in the way products are developed or
fundamental pivot in the way consumers
behave. As the founder of a poster-child

for disruption, Justin’s, maker of natural

nut spreads, famously said, he just put an
existing product (peanut butter) in a new form
(sachets).

Furthermore, for every headline about the
death of big brands or radical changes driven

by trends like e-commerce, subscription
services and increasing consumer demands
for transparency and better quality, there’s a
counter-argument: take Dollar Shave Club’s
ongoing lack of profitability and Gillette’s
continued two-thirds market share; or Blue
Apron’s abject failure to scale despite it being
trumpeted as the future of cooking; and even
the reality of the failures of much-hyped start-
ups like Juicero, a juice-making device, or
Sprig, a meal-delivery service. Despite some
standout examples, like the woes at Kraft
Heinz, the reports of Big Co’s death seem
greatly exaggerated.

It’s just that the most striking types of
innovation seems to be happening outside

of the traditional engines of growth, the big
legacy CPG giants. What’s surprising is that
these business behemoths should hold all the
cards; they are big for a reason, and therefore
have sizeable existing R&D capabilities to
launch category-redefining innovation, the
distribution footprint to scale a new brand fast,
and the deep pockets to invest in media to
drive awareness and sales.

[
[
[
[
[
[
[
[
[
[
[
[
[
[
[
[
[

rrrroorrorrrrrrrorrr
rrrrrrrrrrrrrrrrrrnr
rrrroorrorrrrrrrorrr
rrrrrrrrrrrrrrrrrrnr
rrrrrrrrrrrrrrrrrrnr
rrrrrrrrrrrrrrrrrrnr
rrrrrrrrrrrrrrrrrrnr
rrrroorrorrrrrrrorrr
rrrrrrrrrrrrrrrrrrnr
rrrroorrorrrrrrrorrr
rrrrrrrrrrrrrrrrrrnr
rrrrrrrrrrrrrrrrrrnr

James Hidden
Managing Director
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Odilvy

Ogilvy is a creative network,

re-founded to make brands

matter in a complex, noisy,
hyper-connected world.

www.ogilvy.com
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Disruption

Disruptive thinking
is not a hobby

It’s not to say that big companies can’t
do it. Of course they can. P&G built a

$3 billion-plus business around Tide
Pods in just a few years. Danone did the
same with Oikos yogurt in the face of
increasing threat from premium start-ups
like Chobani. Green Giant anticipated
consumers increasingly shifting out

of carbs and into perceived healthier
options with its hugely successful Riced
Veggies line extension. Most of these,
however, are incremental innovations,
rather than game-changing innovation.
So how should big brands be thinking

and acting differently to deliver genuine
disruption?

The reality is companies spend too much
time looking inward, rather than outward.
Too much time delivering what a retail
customer wants today, not what they’ll
need tomorrow. Too much time focused
on margins on their current business,

not the profit-drivers of the future. And
when they do that, disruptive thinking
becomes a hobby, not a business
mandate. Disruption cannot be the

remit of the mad scientists in the wacky
Innovation Lab, occasionally paraded out
as proof of forward-thinking for earnings
calls, but in reality, underfunded and
underappreciated.

Actions to Cultivate
Disruptive Thinking

1

PLACE INNOVATION
AT THE TOP TABLE

Too many brands underfund and isolate
the people responsible for disruptive
thinking. Even the lingua franca of
skunkworks, labs and far out innovation
create a perception that this is not
business critical. This is dangerous.
Ensure adequate resources and C-suite
engagement, to drive systemic change
that has business impact.

2

BROADEN YOUR
FRAME OF REFERENCE

What category are you really
competing in? Casper is not a
mattress producer, it’s a sleep
lifestyle brand. Halo Top doesn’t sell
ice cream, it’s a purveyor of delicious
healthy treats. How would this
expanded worldview change how you
might think about innovation?

Disruption, ironically, needs to be
institutionalized. However, traditional
organizational structures like “Core,”
“Adjacent™ and “Far Out” create systemic
bias that kills disruptive thinking through
inherent nominative determinism; when
belt-tightening happens, as it inevitably
does, guess which budget disappears...?

Disruptive thinking must be given as
much importance as your day-to-day
topline drivers. Put at the heart of
business strategy and growth planning.
Treated as a budgetary non-negotiable.
Category-redefining provocative thinking
given a real voice at the top table.
Because without it, status as the “new
Nokia” awaits.

3

IMAGINE A WORLD
WHERE YOUR BRAND
DOESN'T EXIST

What happened? Why did it die?
What existential threats are already
out there, be it regulatory control,
competitive threat or consumer
behavior? Doomsday scenario
planning may seem far-fetched, but it
encourages a way of thinking that will
foster genuine Disruption, not short-
term incrementality.
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People prefer
brands they can

dependon todo
the right thing

Across generations, consumers will
abandon brands that betray trust

BrandZ™ Top 100 Most Valuable Global Brands 2019

With rising consumer concern about privacy and misuse of personal
data, brands need to be more transparent and they need insight into
the changing value equation. Itis clear that brands are penalized for
misbehaving. How do they build and sustain trust, and whatis the ROI

for trust?

In the past number of years, there has

been a distressingly long list of examples

of companies behaving badly, and in the
process abusing and losing public trust.
Examples include cryptic or misleading
explanations for how personal data would

be used, irresponsible distribution of harmful
fake news, failure to protect against or
transparently report data theft or database
breaches, serial personal misconduct by
those in power which is condoned or covered
over, and in small but still depressingly
significant number of cases, outright fraud.
The consequences have equally run the
gamut from shaming on social media,
consumer defection, negative impact on sales
and share price, millions spent on apology
communication campaigns and in some cases
large fines from industry or governmental
organizations.

So, itis clear there are consequences to
corporate misbehavior and betrayal of trust.
But is it enough to just not behave badly?

Can the case be made that prioritizing and
investing in actions that build and sustain trust
can result in sustainable long-term return on
trust?

CASEINPOINT 1

In a world in which consumers are
bombarded with choices, they give their
loyalty to brands that act authentically and
demonstrate a commitment to a purpose
that goes beyond profit.

The up-and-coming generation of
consumers, born just before, or soon after,
the turn of the century (and hence named
Centennials), have been raised to believe
they have the power to change the world,
and they expect brands to which they give
their loyalty to be working to do the same.
According to Kantar’'s US MONITOR survey
(US Centennial population, ages 12-to-20),

a full 72 percent believe that brands play an
important role in society and are responsible
for making it better. Edelman Research’s
2018 Earned Brand Global Report found that
1-in-2 people chose, switch, avoid, or boycott

a brand based on its stand on societal issues.

Nike offered perhaps the most publicized
example of brands taking a stand in
recent times, with its “Dream Crazy” spot,
which featured controversial athlete Colin
Kaepernick, and the tagline “Believe in
something, even if it means sacrificing
everything.” While the ad sparked online
protests and boycotts, it was a bold move
targeted at their Centennial customers,
which was rewarded with valuable earned
media. Nike business resurged in the period
following the release of the ad.
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Wendy Swiggett

Managing Director

Kantar

Wendy.Swiggett@kantar.com

KANTAR

Kantar is the world’s leading data,
insights and consulting company.
Combining our expertise in
human understanding with
advanced technologies, we help
the world’s leading organizations
succeed and grow.

www.kantar.com
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Centennials expect brands
to act responsibly

“l only buy from companies that are clear
about what values they stand for”.

53% 51%

I I ]

Centennials  Millenials GenX Boomers

Source: Kantar 2018 US Monitor

Ask yourself what does your brand
stand for, and what risks are you willing
to take to demonstrate your commitment
and sincerity? What does your brand risk
if you are not willing to take a stand?

CASEINPOINT 2

Easy sources of growth are gone. In
the future, growth for brands will come
from expanding into new, and possibly
uncomfortable, places that will require
consumer trust and permission to
succeed.

In certain competitive categories, brands
are succeeding by focusing on developing
products that complement their core
range. This activity is in addition to,

or instead of, focusing on incremental
improvement to their core range. For
example, even as growth for iPhone is
losing ground, Apple is increasing its
service businesses, including financial
services and its first credit card. Amazon,
which famously makes little money on

its core e-commerce business, leads

the market in Cloud computing (where
security is a significant concern) and home

hardware (Amazon Alexa), which may
eventually become a major new channel
for commerce. Neither Apple nor Amazon
were well known or experienced in these
spaces before they entered, but they had
built large reservoirs of credibility and
trust by relentlessly focusing on seamless
and frictionless customer experience and
by being good and careful stewards of
the data with which consumers entrusted
them (worthy of consumers’ opening their
personal finances and lives).

As Brands consider strategies to
drive growth, they need to keep in
mind, breaching trust can have lasting
consequences.

All generations will abandon
brands they do not trust

“Even if a company makes a product |
love, I'll stop supporting them if | don’t
feel like | can trust them”.

79% g1 _83%

I 73% I I

Centennials Millenials GenX Boomers

Source: Kantar 2018 US Monitor

Ask yourself what new categories might
be open to your brand if consumer trust is
strong and sustained? How might short-
term-profit-oriented behavior put your
brand at risk of losing consumer trust, or
block future opportunities?

CASEINPOINT 3

As illustrated by the BrandZ™ metric
“TrustR” (Trust fortified with willingness
to Recommend), trusted brands are
more likely to be financially successful.

One of the most important and useful
findings from BrandZ™ is that brands with
the highest financial value also are likely
to be highly trusted and recommended.
When we calculated the TrustR scores of
the Top 100 Most Valuable Global Brands,
the positive correlation between a high
TrustR score and brand value represents
a compelling financial validation for the
sentiments expressed in the above two
cases.

Trusted brands grow value faster

The points on this chart represent the
BrandZ™ Top 100 Most Valuable Global
Brands arranged in groups of five and
plotted according to their financial value. As
TrustR scores increase (moving right on the
horizontal axis), average brand value grows
(moving up the vertical axis). The curved line
illustrates positive correlation between high
TrustR and financial value.

Greater
$ Value

Higher TrustR

Ask yourself how many consumers trust
your brand sufficiently to proactively
recommend it? How much business are you
leaving on the table by not developing a
sustained, trusted relationship?
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Future growth
depends

on being
responsible
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Global changes in consumer attitudes about consumption,
climate change, privacy, health, and other issues have impacted
many categories, including beer, beverages, cars, energy, even
technology. These concerns, which reflect the rise of Millennials
and Centennials, can slow growth, even in developing markets,
and are acutely relevant to the future of brands.

Sometimes these attitudes are bundled
with other social issues into a generalized
public grievance blaming brands for
creating many of planet’s problems and
governments for being ineffective in
finding solutions. Paradoxically, brands
that make the greatest impact on
consumers in the future may be those
that leave the smallest footprint.

This development is intertwined with
the notion of brand purpose, or higher
purpose. Some brands—Ilike some
individuals—may make enormous, even
historic, contributions to saving the
world. More likely, most brands—like
most people—will do what they do. And
the considerable challenge is to do it
ethically, day after day.

Simultaneously, brands also face the
challenge of keeping younger, more
sophisticated consumers engaged. As
change becomes more iterative, even
in categories like smartphones, the
possibility of differentiating in a way

that is fundamentally different from the
competition becomes more difficult.

Ecosystems brands may have enough
gravitational pull to sustain loyalty. But a
counterforce is gathering strength in the
East, particularly in China, in the form of
quality, well-designed, less expensive
products.

Why now?

The reason that these challenges are
roiling now is in part generational.
Members of the Millennial generation
are rising to responsible positions in
organizations, even into the C-Suite.
Older members of the next generation,
Centennials, are entering the workforce.

And the impact of these generations
across categories is clear. The Millennials
drove the craft beer phenomenon.
Because Centennials are likely to drink
less alcohol, beer brands are developing
new, no- and low-alcohol drinks.
Carmakers will continue to forge metal
into vehicles, but those vehicles will

be hybrid or electric and they will exist
alongside other mobility options.

111



4]

The Future of Brands

112

Disruption and Change |

N
I

INSIGHT | Taking a Stand

Purposeful
brands willing
to pay the price

A brand only has purpose if it’s
willing to make less money as
a result. Most brands should
not worry about higher-order
purpose. They should be like
Amazon and figure out their
purpose, small “p” and do it. Do
it well. Do it ethically. Don’t get
called out on it.

Nigel Hollis

Chief Vice President,
Chief Global Analyst
Kantar
Nigel.Hollis@kantar.com

IKANTAR

With the increased concern for health
and wellness, consumption of carbonated
soft drinks declined, and Coke and Pepsi
introduced less sugary products. In
Coca-Cola Co.’s acquisition of the Costa
Coffee, the UK-based café chain, and
PepsiCo Inc.’s acquisition of SodaStream,
the carbonating device, the brands also
found clever ways to deliver a drinking
experience suited to new generations of
drinkers.

The oil and gas brands are shifting

to energy alternatives at a gradual

but accelerating pace. Because their
impact on the environment is obvious,
these brands have received substantial
reproach. Going forward, well defined
and expressed brand purpose could help
these brands navigate the transition to
alternative energy.

In addition, the experience of the energy
brands is cautionary for brands across
categories. More mindful consumers

will be less tolerant of the impact that
manufacturing and distribution have

on the environment. While the energy
brands may remain in the bullseye,
other categories and brands also will be
targeted.

i
INSIGHT | Circularity

Brands must take
small steps that
leave no footprint

People are looking to brands to
be activists, make changes, and
engage with some of the issues that
governments are not adequately
addressing. Companies will need to
be responsible enough to correct
some of the problems they’ve
created. In the apparel category,
for example, over the years a
certain amount of waste has been
produced. Now, companies need
to look at how they can be part of
the solution. The idea of circularity
was a major discussion point at
this year’s London Fashion Week.
Ultimately, companies in the future
would look to have no (negative)
footprint on the world and instead
build truly net-positive brands.
That’s a grand ambition. But
realistically, the question is: what
small steps can companies take
towards leaving no footprint?

Claire Holden

Chief Innovation Officer
Hill+Knowlton Strategies
Claire.Holden@hkstrategies.com

m+: B Hill+Knowlton
Strategies

INSIGHT | Allies

Brands are dllies,
they help us live
our best lives

Purpose is important, but it has to
make sense. It’s easy to jump on
the bandwagon of a social cause
because it is relevant to your core
buyer. But brands need to choose
causes wisely and execute on
them wisely or they appear
inauthentic. Brands also need to
be first-movers, otherwise risk
looking like a me-too. Consider,
also, that a brand doesn’t have

to have a higher purpose. Most
people are probably OK with the
idea that for a telecom provider,
the purpose is to enable them to
reliably make a phone to call their
mom. And that’s enough. Brands
can be our allies and support us
simply by enabling our lives... and
helping us live our best lives.

Marisa McMahon

Senior VP, Business Development,
Strategic Client Partner

Kantar
Marisa.McMahon@kantar.com

ICANTAR
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The need to respond with purpose to
changing consumer values is driving
innovation. Beer brands developed
alternatives for the plastic rings that yoke
six packs together. Adidas introduced

a sneaker made from recycled ocean
plastic.

In partnership with TerraCycle, a recycling
operation, companies, including Proctor
& Gamble, Nestlé, Unilever, and UPS

are developing Loop, a back-to-the-
future method of distributing product in
reusable containers that are picked up
from the consumer when empty to be
refilled and redelivered.

Aside from accommodating the changing
values of consumers, particularly young
people, there is another reason for
brands to be responsive—competition.
Related to the generational shift is the
rise of new, agile competition, sometimes
led by young entrepreneurs attuned

to changing attitudes about issues,
including personal health and the
environment.

In soft drinks, brands like La Croix filled
the need for a non-sugary, but tasty,
carbonated drink. Tesla challenged

the combustion engine mentality by
demonstrating that a market existed for
electric cars and that traditional dealer
networks were not the only distribution
model.

INSIGHT | Responsibility

New products
show increased
responsibility

There’s a mainstreaming of
responsibility happening across the
globe. Investment firms are looking
to put their funds with companies
that stand for something, that not
only articulate a purpose, but are
acting responsibly. The change
driver will not just be consumer
led, such as shoppers saying they
want less plastic, but from large
companies taking positive action,
and investment funding flowing

to companies acting responsibly.
Brands will need to respond by
both getting rid of the negatives
and doing positives things that are
relevant to the brand. Probably
most, but not all, responses are
product-related. Adidas making

a shoe out of plastics recycled
from the ocean is about product.
Nike naming Colin Kaepernick as
spokesman to take a stand against
racism is not. Unilever removed
plastics from its facewashes. P&G
has invested in DS3, a soap with
no packaging. It’s a positive, low
risk step, and there are many more
examples of positive action which
will help the greater good.

Matthew Botham

Strategic Insight Director
Kantar
Matthew.Botham@kantar.com

IKANTAR

113



4 | Disruption and Change |

The Future of Brands

INSIGHT | Purpose

Brands must elevate
purpose to meet
rising expectations

It is apparent that our lives no
longer neatly fit into one lane;
they are complex. So, it becomes
necessary for brands to plug

into what is happening on a
technological, environmental,
and, to some extent, political
level. But if brands fail to deliver
value, then engagement is limited
to a transaction and opportunity
becomes limited. Consumers

are more discerning than ever,
choosing to align with companies
that share their values, are
personally relevant, and contribute
to some kind of collective
consciousness. It is this final point
that has become a consumer
expectation, so it becomes
imperative for brands to elevate
their purpose.

Stacey Neumann

Senior Strategist

Wunderman Thompson
Stacey.Neumann@wunderman.com

+WUNDERMAN
THOMPSON
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And there is also the possibility of
regulations, although that varies
regionally. Sugar taxes in Europe are
influencing the formulation of soft drinks,
while in the US, Coke, Pepsi and Dr
Pepper Snapple have collaborated to
advertise healthier choice and preempt
regulatory pressure. Similarly, the EU
promulgated the General Data Protection
Regulations in response to privacy
infractions by technology brands. No
national regulations have been imposed
in the US, but California passed the Data
Privacy Protection Act.

There is an additional complication—
people—and a dissonance between
what we as consumers say they believe
and how we act. We may choose to

buy brands from small, purposeful,
start-up brands that are “woke” about
sustainability and other social issues. But
we also may be fine with ordering these
products from Amazon and accepting
the carbon footprint required to transport
the products half way across the world.
We may say we are concerned about
climate change and want carmakers to
build electric vehicles, but we mostly buy
SUVs.

How this dilemma will be resolved is not
clear. One option is that we become more
mindful, less obsessed with convenience,
and decide that it is impossible to have
our cake and eat it too. The other option
is that the magic of technology will
produce more solutions that enable us to
sustain our consumption habits. Eating
Halo Top ice cream, for example, we
indulge a dessert passion while limiting
calories and feeling good about adding
protein to our diet.

N4

INSIGHT | Purpose

People relate
to brands as part
of the community

Brands need to return to the
basics. The transparency and viral
sharing enabled by social media
and connected tribes means that
brands must once again offer up a
clearly articulated, focused value
proposition—but one that engages
customers and employees equally.
It must be consistently lived by

the brand every day, lest brands
appear insincere and risk having
their cheerleaders replaced by
detractors. At the heart of this

is a shift in how we view brands
and the role they play in our lives.
We have more direct contact

with them and they with us. They
have a voice—on Alexa or social
media—and a personality. They can
feel like a friend or foe or frenemy.
They are essentially like a person
that we are consciously letting

into our community. And when

we let them in, we expect them to
be invested; to protect us and to
provide support; to help us signal
our identity to the rest of the world.
This is a fundamentally different
reason for being than standing

for quality or consistency; brands
today must also clearly add value
to our lives and communities. In
light of this higher bar, brands must
re-formulate their value proposition
and how they deliver against it—to
be clear about the role they want
to play in our communities, and to
consistently fulfill that role.

Wayne Pan

Senior Consultant

Kantar, Consulting Division
Wayne.Pan@kantar.com
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INSIGHT | Circularity

Problem vexes
consumers, but
who fixes it?

The idea of circularity is gaining
traction within grocery, particularly
in soft drinks and snacking. In our
research, when we ask people if
they’re worried about waste, they
say, yes, they are worried. But
people also say they don’t want to
pay anything extra for the solution.
They want the manufacturers to take
ownership of the problem, which
means that the brands have to take
responsibility in helping consumers
do the right thing. Of course, we
consumers pay for it in the end, but
it needs to be presented in a way
that we don’t feel like we'’re charged
for it, and, crucially, is as easy

as possible.

Fraser McKevitt

Head of Retail and Consumer Insight
Kantar

Fraser.McKevitt@kantar.com

IKANTAR
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All of these trends are politicized.
How they are perceived, and their
interrelationship depends on the
ideological lens of the viewer.
Consequently, the safest response
for brands has been to tread lightly or
skirt around the issues. The problem
for brands is that avoidance or excess
caution is no longer a viable strategy
because consumers, especially young
consumers, expect more.

But taking a stand is fraught with
unintended consequences. Naming as
its spokesman Colin Kaepernick, the

NFL quarterback who protested racism
by kneeling during the National Anthem,
worked well for Nike. The brand and its
core customers shared similar values,
and Nike became a high-profile advocate
for progressive social change.

Gillette experienced less success with its
attempt to promote an evolved version of
manhood in ads that showed “The best

a man can be,” an updated version of the
earlier strapline, “The best a man can
get.” The campaign drew criticism both
from customers who disagreed with the
message and those who applauded the
message but deemed the execution too
didactic or heavy-handed.

It is possible to argue that we privileged
consumers, in pursuit of our own comfort
and convenience, accepted narrow
views of beauty and gender, bought
more stuff than we needed, and had no
qualms about dumping plastics and other
packaging into landfills and the ocean.
That argument may have merit, but it will
not help brands if we decide to hold them
responsible for all the problems we have
helped create. Young people, especially,
expect brands to close the loop, to be
responsible and provide solutions.

INSIGHT | Taking a Stand

Taking a stand
puts brands into
the conversation

Some brands are moving in

a socially purposeful way.

Nike, for example, launched a
campaign supporting women,
and prior to that it supported the
protests against racism by NFL
quarterback Colin Kaepernick.
Similarly, the Gillette campaign
promoted a more progressive
view of manhood. Presumably
brands like these are looking at
data that shows enough people
support their viewpoints. At the
very least, the brand is taking a
stand and putting itself into the
social conversation in a way that
ultimately benefits the brand and
boosts its visibility.

Meagan Malzberg

Senior Director, Media & Content
Kantar
Meagan.Malzberg@kantar.com

IKANTAR
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Institute for
Real Growth
Key Findings

Leaders pursue

purposeful,
human-centric
growth strategies
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During the postwar boom of the last six decades, many businesses
relied on scale and efficiency tactics to sustain their growth, but
these patented processes are starting to fail as companies run out
of new markets to enter and superfluous expenditures to cut.

Moreover, an increasingly knowledgeable
and conscientious customer base is
challenging licenses to operate, and
disruptors are tearing down barriers to
entry and bypassing well-established
niches and intermediaries. No source of
growth is guaranteed anymore.

However, growth still exists—albeit in
uncomfortable places. By exploring
unexpected partnerships, embracing
specialty brands, and implementing
new business models, forward-thinking
marketers have already sketched out a
new growth trajectory. But this is only
the beginning: to continue delivering
sustained top-line growth, companies
must reject the tired formulas of the past
and develop an architecture for “Real
Growth.”

These are among the key findings of the
Institute for Real Growth, a global thought
leadership initiative of WPP, Kantar,

and partners from leading businesses
across categories and academic
institutions. Based on interviews with
over 500 business leaders, a survey

of 1,500 respondents, and an analysis

of hundreds of topical studies, IRG’s
recent study revealed that companies
already delivering “Real Growth’ act very
differently than underperformers. Top-
line results indicate:

Growth leaders reimagine what
they offer and what markets

they sitin. They assess market
developments and take a wide-
angle lens that leaves no growth
source unexplored. They optimize
what works while identifying and
embracing new business models.
They build in-house innovation labs
and explore unexpected acquisition
possibilities. They then use these
perspectives and capabilities

to deliver unique, ever-evolving
experiences, embracing the fact that
customers are always beautifully,

L L
L L

wonderfully dissatisfied rather
than chasing ephemeral customer
satisfaction.

Overperformers rethink how they
organize themselves. They rewrite
cultural scripts, loosening the bonds
of procedure and structure in favor
of innovation, entrepreneurship,
connectivity and diversity among
decision-makers. They then

carry these cultures into their
organizational structure. And, they
foster whole-brain teams to produce
whole-brain insights, combining
creativity, data, and technology

to innovate where others are
complacent.
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Leaders challenge assumptions
about why they do what they do.
Rather than prioritizing profit, they
accept that real growth stems from
a human-centric approach: they
focus on tangibly benefitting their
customers, their colleagues, and
their communities. They recognize
that a market definition, consumer
experience, or organizational
culture or structure, no matter how
innovative, can and will be adopted
by competitors after it demonstrates
success. To stand out in an
authentic and inspiring way, growth
leaders go a step beyond and tie
their ambitions to something truly
meaningful.
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While these principles form a strong
base for future growth, they are not
enough on their own. The IRG study has
shown that real change will not happen
in an organization that only sees these
principles as feel-good slogans or
temporary solutions—to make sure they
become more, leaders across functions
must take a stand, demonstrating
humility, passion, courage, and a
willingness to empower their teams.

¥ y
INSIGHT | Growth

Growth depends
on seeing beyond
the category

Brands enjoying growth are

small not big. Opportunities have
evolved and shifted outside the
comfort zone of business-as-usual,
and growth formulas that proved
steadfast and reliable in past are
now failing. Big companies find

it harder to recognize growth. In
our Initiative for Real Growth, we
compared over-performing versus
under-performing companies

and brands worldwide. Those
growing are distinguished first and
foremost by an abundant market
view. They use a wide-angle

lens to define their categories

and are unafraid to adopt new
business models. For example,
Coca-Cola buying Costa Coffee,

a UK chain of cafés, or PepsiCo
buying SodaStream, a home
water-carbonization device. So,
the big question becomes can you
mold an abundant market view
into your purpose? In so doing, are
you putting the consumer, not your
product, at the center, and then
rethinking your brand proposition
in these terms? And based on

this, do you have the courage to
fundamentally change how

you operate?

Pandora Lycouri

Partner, Client Services
Kantar, Consulting Division
Pandora.Lycouri@kantar.com

ICANTAR

(For more information about IRG, please
visit www.instituteforrealgrowth.com.)
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The Future of Brands

BEETHICAL

Do not bolt on a purpose, which would look artificial to the consumer. Do what
the brand does well but do it responsibly and ethically. That means conducting all
aspects of the business—production, supply chain, relationships with employees
and customers—with a moral compass and honesty.
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BE CLEAR

Make it simple and easy for consumers
to know exactly why the brand exists.
That helps the brand feel Meaningful
to consumers (relevant in meeting their
needs) and Salient (coming to mind
when they consider a purchase), which
are two components of brand equity.

LOOK GLOBALLY

Not too many years ago, retailers looking
for cutting-edge ideas in store formats or
technology made a pilgrimage to North
America. Today, they head for China

to learn how to develop the rapid and
responsive systems that serve people with
products and services they want—when
and where they want them—with just a
click and cashless payment. Regardless of
national provenance, brands should look
worldwide for inspiration.

CUSTOMIZE

A new level of mass customization
should emerge from the convergence of
sustainability (the distribution of product
in reusable containers) and technology
(the ability of the consumer to select the
particular mix of ingredients to go in the
container) with data (the possibility of
determining which ingredient mixes are
most popular).

BrandZ™ Top 100 Most Valuable Global Brands 2019

LOOK OUTSIDE

It is easy to get caught up in the
daily pressures and routine of
running a business. It is vital to step
away for a fresh vantage to perhaps
see the business the way some
young entrepreneur sees it. Look
outside the category and beyond
the usual competitive set. Look not
only for potential competitors but
also for the next big idea.

REFINE BRAND
EXPERIENCE

The experience starts with product
itself and includes how it is
packaged, and how it is sold and
recycled. Customers judge the brand
experience at every touchpoint, and
touchpoints will change. As banking
shifts online, there will be fewer
branches. As cars are sold online,
the role of the dealer will evolve.
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Circularity

Brands attempt
to make a profit

without making
excessive waste

Across categories, businesses must fix
environmental problems they created

BrandZ™ Top 100 Most Valuable Global Brands 2019

The pressure on companies to "right the wrongs” has never been

so great. As governments are increasing seen as failing, people

are looking to businesses to act as forces for good in society. Social
media’s spotlight shines ever brighter, loudly applauding the winners
and quickly turning against the perceived losers. And workers of anew
generation are not only demanding responsible, ethical employers, but
are working their way higher in the business to create the change.

It’s now no longer enough to have a positive

CSR or “social good” addition to the business.

Companies will have to look at how they can
actually change their business for the world’s
good. Leading companies are recognizing
the impact they are having on our planet, its
people and resources, and are developing
innovation strategies to address it.

From operations and supply chain, to product
and its distribution, how can all aspects of

a business be re-thought to have a better
impact on the world... or indeed, no impact.
The notion of the “circular economy” has
been talked about for a while, but we’re now
seeing it fast becoming a reality as big brands
publicly take on this ambition. The race really
is on to find effective—and, importantly,
profitable—business models that leave no
trace.

Naturally the apparel sector has (had to) take
a lot of initiative in this space, with many
companies looking at ways to reduce their
footprint and the impact of fast fashion.

We’ve seen the H&M Group roll out a large-
scale recycling scheme across its portfolio,
Patagonia’s continued commitment to a
“repair more, buy less” philosophy with its
“Worn Wear” program, Reebok presenting
a biodegradable sneaker made with new
materials.

adidas’ partnership with Parley—the network
set up to protect the world’s oceans—helped
take “waste responsibility,” particularly

in plastics, into the mainstream. The
collaboration focused on the positive use

of waste; taking plastic from the ocean and
turning it into athletic shoes on the feet of
trendsetters around the globe and shirts

on the backs of footballing megastars. And
the sports brand’s commitment to circularity
and a better future has just been further
reiterated, through its recent announcement
of FutureCraft.Loop, a performance shoe that
has been made to be remade. Created from a
100 percent recyclable plastic, this is adidas’
first running shoe that will never be thrown
away, an innovation they hope will be the start
of the end of waste.
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Claire Holden

Chief Innovation Officer
Hill+Knowlton Strategies
Claire.Holden@hkstrategies.com

H:+: H Hill+Knowlton
Strategies

Hill+Knowlton Strategies

is a global public relations
integrated communications
agency; offering senior counsel,
insightful research and strategic
communications.

www.hkstrategies.com
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Circularity

And it’s not just in apparel. Earlier this
year we saw P&G become the first
consumer products company to align with
Loop, a circular e-commerce platform
developed by international recycling
leader TerraCycle. The new shopping
model will see consumers rent dedicated
luxury packaging for their favorite
household brands—be it Pantene, Tide or
Oral-B—and refills will come to their door.
The elimination of single-use packaging
will yield a significant reduction in waste.
This ground-breaking shopping solution
will enable circularity at scale and will
strengthen the realism of this mindset.
And by also offering convenience and
more stylish packaging people can be
proud of in their home, this solution
further boosts the sustainable option’s
chance of success.

The notion of a rental lifestyle is due

to hit many aspects of our lives. After
famously—and bravely—declaring we
are reaching “peak stuff,” IKEA has just
unveiled plans to rent its products to
consumers for the first time. The world’s
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largest furniture manufacture will trial a
leasing system across it Swedish stores
as it strives to become a “net-positive”
business by 2030. Under the new
approach, customers would rent their
furniture for a set period before it’s taken
back for either refurbishment, upcycling,
resale or recycling... and the customer
gets to pick something new. Perfect for
keeping up with ever-changing trends,
desires or life demands.

So, while the notion of sustainability and
circularity isn’t new, it’s now no longer

a nice consideration or an add-on.
Customers, employees, and indeed the
planet, are demanding fundamental
changes. Companies that are rethinking
and reshaping through this lens are
painting a positive future for their
business, and society at large. Successful
future brands will not strive to plaster
over the cracks created by business, they

will not create the cracks in the first place.

And from here consider how they can
then truly add to the world to build net-
positive brands of the future.
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Purpose

Brand purpose
too often adds

a thin veneer
of respectability

Product purpose is a more intrinsic
way to impact customer experience

BrandZ™ Top 100 Most Valuable Global Brands 2019

This year, it feels like the debate around brands lies in the very essence
of what abrand is and does, what a brand delivers today and how
that's delivered in a way that connects with people. Maybe this is
overly dramatic, but there's a sense that the very meaning of brands

is being questioned and challenged. And a big part of that stems from
the rush to "brand purpose” that became such a driving force for

brands in the past.

When it works, brand purpose signals a brand
with beliefs that go beyond making a great
product and creates a greater message. Nike
has genuine purpose... believing that athletes
can have opinions, that athletes are experts
and not just Olympians. Nike expanded what
athleticism means. It’s the great beliefs that
emanate from the core of the brand, that drive
communications, that inspire investment,

that influence decision-making, and are
reflected in Nike’s product range. That’s a
single example, but the point is simple—brand
purpose can be a potent force for good.

However, things aren’t always so pure and
good. Brand Purpose, sadly, has been grossly
abused as a strategy because it isn’t always

a reflection of true beliefs. At worst, brand
purpose is a blatantly thin veneer that people
ignore, mock or contest. Think Pepsi and
Gillette, as recent examples of brands that
stumbled in their efforts to connect their
brands with progressive social change.

These brands may have been sincere in intent,
but they were faulty in execution. However,
the worst offenders are the myriad brands that
we've all ignored because the message is so
pointless that it doesn’t even spark debate
within the industry. Brands that talk meaning
when they have zero connection to the cause
for which they’re “advocating.”

The world today hides very little, and
brands need to expect that every aspect

of production will be exposed by the

press, advocacy groups, and even
consumers. Packaging can be made more
environmentally-friendly, but that doesn’t
warrant an eco-purpose if you're busy
decimating palm trees to obtain ingredients
for the product you wrap so conscientiously.

If we recognize that brands are built on
experiences—consistent, reliable, honest
experiences—then we need to look beyond
a workshop to define brand purpose and
uncover the truths of our products and the
reality of what people expect from them.

Would it be better if we sought out “product
purpose” instead? A product purpose will
drive your brand because it’s based in the
thing that you make and so you have more
chance of impacting experiences rather than
adding a veneer. Plus, you're guaranteed to
be closer to what your customers/consumers/
users are connecting with in the first place.

It doesn’t mean we’re ignoring brand, just

because we start from a product point of view.

At the same time, remember that “purpose”
isn’t the only way to build your brand. And

just because you aren’t marketing purpose,
doesn’'t mean you'll be forgiven for failing to
improve the impact you have on our planet.
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Chief Strategy Officer

Possible

Simon.Law@possible.com
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POSSIBLE creates experiences
that keep brand promises so
that every interaction is an
opportunity to build trust and

loyalty.

www.possible.com

rrrrrrroreoreorrernrrnr

rrrrrrrrrrrorreorrrrrrornr

rrrrrrroreoreorernrrnr

rrrrrrrrrrrorreorrrrrrornr

rrrrrrroreoreorrernrrnr

rrrrrrroreoreorrernrrnr

rrrrrrroreoreorrernrrnr

rrrrrrroreoreorrernrrnr

rrrrrrrrrrrorreorrrrrrornr

rrrrrrroreoreorrernrrnr

rrrrrrrrrrrorreorrrrrrornr

rrrrrrroreoreorrernrrnr

rrrrrrroreoreorrernrrnr

rrrrrrroreoreorrernrrnr
rrrrrrroreoreorrernrrnr

125



15 Chinese
brands rank

in the Globadl
Top 100

BrandZ™ Top 100 Most Valuable Global Brands 2019

Fifteen Chinese brands rank in the
2019's BrandZ™ Global Top 100 Most
Valuable Brands, compared with only
one Chinese brand, 13 years ago, the
telecom provider China Mobile.

Indicating the diversity of Chinese
enterprise, the 15 brands come from
nine categories. Technology is the most
represented category with four brands,
followed by regional banks with three
brands, and retail with two brands.

The other categories, represented with
one brand apiece, are: telecom providers,
alcohol, insurance, transport, lifestyle
platform, and loT ecosystem.
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Chinese Brands Go Globadl

Two of the Chinese brands, both online
ecosystems, rank in the BrandZ™
Global Top 10: Alibaba, China’s most
valuable brand and a pioneerin
online-offline retail; and Tencent,
which operates the ubiquitous social
media platform WeChat.

Four of the 15 Chinese brands are
among the nine newcomers to the
BrandZ™ Global Top 100. Didi Chuxing
and Meituan, are online-to-offline
service providers. Haier recently
redefined its home appliance business
as an ecosystem, serving consumers
looking for smart systems rather than
individual products. The smartphone
leader in India, Xiaomi is rapidly
expanding in Europe.
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Chinese brands in the BrandZ™ Global Top 100

Fifteen Chinese brands rank in the 2019 BrandZ™ Global Top

100, compared with only one Chinese brand, 13 years ago.

Brand Value Year

Brand % Change Entered

Rank Value 2019 vs. Top
2019 Brand Category 2019 $Mil. 2018 100
7 E2LNEERACTOW Retail 131,246 +16% 2015
8  Tencent iR Technology 130,862 27% 201
27 @ 2:}'“3%52 Telecom Providers 39,322 -15% 2006
29 ICBC @ PEI®MRT Regional Banks 38,432 -16% 2007

£
35 QY Alcohol 33,924 +6% 2012
a0 DEFE Insurance 29,470 3% 20
a7 YL HUAWEI Technology 26,908 +8% 2015
so G PERBRIT  Regional Banks 22,709 -4% 2007
00
63 PBaiNEE Technology 20,879 -22% 2010
66 4 537 D Retail 20,609 2% 2016
71 DiDi Transport 20,041 NEW 2019
74 m Xiaomi Technology 19,805 NEW 2019
78 =E[71] Meituan  Lifestyle Platform 18,760 NEW 2019
1

82 EARWBET  pegional Banks 18,199 5% 201
89 HQief loT Ecosystem 16,272 NEW 2019

Source: BrandZ™ / Kantar (including data from Bloomberg)

In addition to the 15 Chinese brands that
rank in the BrandZ™ Global Top 100, six other
Chinese brands appear in the category
rankings. Two Chinese brands rank in the
Insurance Top 10: China Life and CPIC. And

two Chinese brands rank in the Energy Top 10:

Sinopec and Petrochina. With the expanded
definition of the BrandZ™ soft drinks category,
now called beverages, China’s leading

dairy brands, Yili and Mengniu, entered the
BrandZ™ Beverages Top 15.
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Chinese brands in the BrandZ™ Category Rankings

In addition to the 15 Chinese brands that rank in the BrandZ™ Global
Top 100, six other Chinese brands appear in the category rankings.

Brand Value

% Change
Brand Value 2019 vs.
Brand Category 2019 $Mil. 2018
REAF 999,
ey Insurance 12,780 22%
kY Y 1a
'@ zfl'é#ﬁw”‘ Insurance 4,524 -26%
) PEAK _49
-l sinopec Energy 10,760 4%
@ PEGH Petrochina Energy 9,517 7%
17ifl) Yili Beverages 8,661 NEW
o

ﬁ* Mengniu Beverages 6,491 NEW

Source: BrandZ™ / Kantar (including data from Bloomberg)
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The recently launched BrandZ™ Top 50

Chinese brq nd Chinese Global Brand Builders 2019

report shows that brands from sectors as
varied as fast fashion and online games

g e n e rqte are fast becoming international hits.

Many of these Chinese Global Brand Chinese Global Brand Builders also

Builders rank in the BrandZ™ Global Top 100 include brands like ByteDance, the
includi technol lead H iand internet company with social media
Including technology leaders Huawei an platforms like TikTok.
Xiaomi, along with the giant retailer Alibaba.

These export brands are increasing

their Brand Power, a BrandZ™ metric
of the consumer predisposition to

choose a brand. Brand Power drives
sales volume, which many of the
Chinese Global Brand Builders are

increasing at double-digit figures
year-on year.

BrandZ™ spoke with four WPP China-
watchers about the rise of Chinese
brands, how “Brand China” affects
their fortunes, where they excel, and
the lessons being learned.
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Sales-driven

approaches
evolve to

brand building
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Chris Reitermann

Chief Executive for Asia and
Greater China, Ogilvy
Chris.Reitermann@ogilvy.com

Odilvy

Ogilvy is a creative network,
re-founded to make brands
matter in a complex, noisy, hyper-
connected world.

www.ogilvy.com
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Chris Reitermann, Ogilvy
Chief Executive for Asia
and Greater Chinaq, says...

"Chinese brands are pursuing overseas opportunities out of
necessity, as domestic growth slows, and Beijing encourages
many State Owned Enterprises to expand, rather than
search for the prestige in becoming a household name.”

While Chinese brands are driven by
keen business acumen, using data in
smart ways to identify the hottest areas
of opportunity, often building a brand
takes an initial backseat.

“Most of the brands, as a first step
outside China, have a very sales-driven
approach. It’s a very natural thing to do,
and Western companies have done it
the same way,” he says.

“When you enter a new market, you first
think about how you get distribution,
the right retail set-up, the right people
in those markets, and often a later step
is to think about your brand, and that
usually happens when you reach a
certain scale. It’s an evolution.”

How quickly that evolution happens
depends on the category a brand is
in; FMCG clients tend to think about
brand and marketing much earlier

in the process than automotive and
technology brands might. And once it
starts, it is a long process.
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The Next Step

“Building a brand doesn’t take a year or
two,” Reitermann says. “You can make it a
priority, but many of the most successful
companies in the world have built their
brand over 50 or 100 years. | wouldn’t say
there’s a Chinese brand that’s achieved
that—even Huawei’s just at the beginning
of doing that. Many of our Chinese clients
mistake doing advertising for building a
brand, but it’'s much more complex than
that. A brand is an intangible value built
over time and includes much more than
just advertising. It’s the product itself, the
customer experience, the retail design
and so on, all amounting to a clear brand
purpose.

From vision to execution

“To do it well is a challenge. We often
see a great deal of care for the brand ata
senior level, but it’s a challenge for them
to take that ambition and strategy into
execution across 50 or 100 countries.

It requires a strong global marketing
operation, process, and most of all global
talent.”

Some of the best communications
Reitermann has seen from Chinese
brands include smartphone brand Vivo’s
work in India, and Huawei’s European
campaigns.

Generally, he says the idea that “Brand
China” is holding back Chinese brands
internationally is overstated.

“Obviously, country of origin matters

to some extent, but we did lots of
research on how country of origin affects
consumers brand choice, and in most
categories the correlation is minimal.
Actually, political sentiment towards

a country can often be negative, but

the perception about brands from that
country remain completely unaffected.

Obviously given the case with Huawei,
political sentiment matters a lot overall,
but in fact doesn’t trickle down to

a consumer level. People largely

buy products and brands for their
performance, innovation and price.

The international brand landscape will
gradually include more and more Chinese
giants, Reitermann says. He predicts that
a decade from now, there will be one

or two big Chinese global automotive
brands, Huawei will become the number
one handset maker in the world, many
global technology brands will be from
China, and we’ll see lots of FMCG brands.
Dairy brands like Yili and Mengniu
already have a global vision. Energy
companies are also going global.

“It will be different, for sure. I'm pretty
sure that in most categories, you'll see a
very strong Chinese player.”
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Communications

Simon Shaw, H+K's Globadl
Chief Creative Strategy and
Innovation Officer, says...

o o
Simon Shaw "Many Chinese brands have reached a point in their
Chief Creative Officer international expansion where they have to think beyond
Hill+Knowlton Strategies . .
product; they have to focus on their purpose; ask questions
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Simon.Shaw@hkstrategies.com
like what is the social contract they are willing the make

with the world, and move from shareholder value to shared
H:+: B Hill+Knowlton | dh t icate that | Iv."
Strategies value—and how to communicate that more clearly.

Hill+Knowlton Strategies is a
global public relations integrated “To date, many brands have focused very
com.munlcatloné agency; offering much on product rather than purpose,
senior coun.sel, |n5|ghtful r‘esearch and have relied very much on product
and strategic communications. . . -

innovation, product ubiquity and value as
the three pillars of success,” he says.

storytelling
from product
to purpose

www.hkstrategies.com

That’s been reflected in communications,
with a general focus on the speed or
performance of a product, or why itis a
great value choice.

“Chinese brands often use their financial
muscle to create awareness when a

new product launches—they buy large
amounts of media space and you become
very aware that something’s launched.

“The challenge with this approach

is you forget it very quickly because

the communication only talks about

a product, not the brand. You are

not building long-term brand love or
loyalty. You might be buying short-term
awareness, but not necessarily telling a
story that will resonate in the longer term.
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Communications

“What you’re seeing now is a challenge,
especially in more mature markets
outside China. It is not enough to focus
on being everywhere, value or purely
innovation when there isn’t another great
technological leap to make. It becomes
important to have to brand focus and
build a brand through purpose, and that’s
where purpose-driven storytelling has to
come in—to build a story in an interesting
and innovative way. That’s the challenge
moving forward.”

Around a quarter of entries at Cannes
in 2018 were from China, but there were
only nine winners, underlining the point
that a “my product is cheaper” message
lacks creativity and resonance.

Story time

Having a clear and compelling story

to tell is easier for some brands than
others; Envision, a Chinese smart energy
company, for instance, was built on its
founder’s mission “to heal the wounds of
the world, one step at a time starting with
energy”. This is a compelling brand story.
But the bigger Chinese conglomerates,
and the SOEs that have expanded into
diverse sectors in line with areas of
government focus, have a harder time
succinctly explaining their mission to an
audience beyond China.

They also have to overcome often-
negative (though changing) perceptions
of the quality that’s expected from a
“Made in China” product.

“l often say that the challenge is people
like me, who grew up with plastic toys
with “Made in China” written on the
bottom that broke. You're trying to
convince me not to buy an iPhone but
to buy a product ‘Made in China’,” Shaw
says. “Obviously if you’ve not grown

up with toys that all broke, but Huawei
phones and other amazing technology,
then you don’t have that issue.”

One way Chinese brands can quickly
establish their quality credentials is
through smart partnerships. Huawei has
Leica lenses in its smartphones, and Lynk
& Co is a car brand formed by Geely and
Volvo, which Geely now owns.

“I know Huawei’s partnership with Leica
has been incredibly successful, because
we all know who Leica is and there’s an
element of thinking ‘well, if Leica is in
partnership with Huawei, it must be a
good product.” You’ll see collaborations
like this more and more.”

Shaw says perceptions are gradually
evolving, “moving away from the
challenge of it being “Made in China”

to a positive view that something is
“Created in China”; a place of innovation,
technology and agility, which is much
truer reflection of the China | see”.
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Technology
and Data

Mark Heap, CEO of
MediaCom APAC, says...
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Brand expans