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THE 100
TOP BRANDS

Here’s how we calculate the power in a name

o rank the world’s 100 most valu-
able global brands, we set three
hurdles that all contenders have
te meet to merit consideration.
First, they must have brand val-
ues greater than $1 billion. They also
have te be glebal in nature, meaning
they must derive at least a third of their
sales from outside their home countries
and have signifieant distribution through-
out the Americas, Europe, and Asia. Fi-
nally, they must have publicly available
marketing and financial data. That ex-
cluded some big brands, such as Visa
International, the BEC, and Mars.

How do you place a value on a
brand? Soeme attempts rely on little
more than opinien polls or ad spending.
BusinessWeek selected Interbrand’s
methed because it values brands the
same way analysts value other assets:
on the basis of how much theyre likely
to earn in the future. Those projected

profits are then disecounted to a present
value based on how risky the projected
earnings are—that is, the likelihood that
they will, in fact, materialize.

To start the process, Interbrand firet
figures out what the brands overall
sales are. (The brand may be almost
the enbire company, as in the case of
McDonald’s Corp. For others, such as
Marlboro, it may be just a portion.)
Next, with the help of analysts from
J.F. Morgan Chase & Co., Citigroup,
and Morgan Stanley, Inberbrand pro-
jects net earnings for the brand. It then
deducts a charge for the cost of owning
the tangible assets, on the theory that
whatever income is generated heyond
that cost is due to intangible factors.
This is the econemic value added by
things like patents, customer lists, and,
of course, the brand.

The next step is to winnow the earn-
ings generated by the brand from the

earnings generated by other intangi-
bles. For example, are people buying
Shell gasoline because of the brand
name or becaunse the gas atation is con-
veniently located? Interbrand uses mar-
ket research and interviews with indus-
try executives to sift through those
variables.

The final phase is to analyze the
strength of the brand to figure out how
risky those future brand earnings are.
To calenlate the brand®s strength, In-
terbrand locks at seven factors, includ-
ing the brands market leadership, its
stability, and its ability te cress geo-
graphic and cultural borders. The risk
analysis produces a discount rate that is
applied to the brand earnings to come
up with a net present value. Bus#ess-
Week and Interbrand believe this fig-
ure comes closest te representing the
true economic value of that complex ar-
ray of forces that make up a brand.



As seen in Business Week, August 2003

Special Report

THE 100

TOP BRANDS

Here’s how we calculate the power in a name

o rank the worlds 100 most valu-
able global brands, we set three
hurdles that all contenders have
te meet to merit consideration.
First, they must have brand val-
ues greater than $1 billion. They alse
have to be global in nature, meaning
they must derive at least a third of their
sales from outside their home countries
and have significant distribution through-
out the Americas, Europe, and Asia. Fi-
nally, they must have publicly available
marketing and financial data. That ex-
cluded some big brands, such as Visa
International, the BEC, and Mars.

How do you place a value on a
brand? Some attempts rely on little
maore than opinion pells or ad spending.
BuginessWeek selected Interbrand’s
method because it values brands the
same way analysts value other asseta:
on the basis of how much they're likely
to earn in the future. Those projected

profits are then discounted te a present
value based on how risky the projected
earnings are—that is, the likelihood that
they will, in fact, materialize.

To start the process, Interbrand first
figures out what the brand’s overall
sales are. (The brand may be almost
the entire company, as in the case of
MeDonald’s Corp. For others, such as
Marlbore, it may be just a portion.)
Next, with the help of analysts from
J.P. Mergan Chase & Co., Citigroup,
and Morgan Stanley, Interbrand pro-
jects net earnings for the brand. It then
deducts a charge for the cosfb of owning
the tangible assets, on the theory that
whatever income i8 generated bevond
that cost iz due te intangible factors.
This is the economiec value added by
things like patents, customer lists, and,
of course, the brand.

The next step i3 to winnow the earn-
ings generated by the brand from the

earnings generated by other intangi-
hles. For example, are people buying
Shell gasoline because of the brand
name or because the gas station is con-
veniently located? Interbrand vses mar-
ket regearch and interviews with indus-
try executives to sift through those
variables.

The final phase is to analyze the
strength of the brand to figure out how
risky those future brand earnings are.
To caleulate the brand’s strength, In-
terbrand looks at seven factors, inelud-
ing the brands market leadership, its
stability, and its ability te cross geo-
graphie and culbural borders. The risk
analysis produces a discount rate that is
applied to the brand earnings to come
up with a net present value. Busiess-
Week and Interbrand believe this fig-
ure comes closest te representing the
true economic value of that complex ar-
ray of forees that make up a brand.

The Global Brand Scoreboard

RANK 2003 2002 PERCENT COUNTRY DESCRIPTION
BRAND VALUE EBRAND VALUE CHANGE OF
$BILLIONS $RILLIONS OWNERSHIP
Mew variations such as Vanilla Coke and a lemon-flavored dist drink
1 COCA-GOLA 745 e il U helped the soft-drink icon remain bubbly.
The software giant shifted its advertising to build the brand, not just sell
2 MIGROSOFT E5.17 L 2 us. products, at a timewhan most rivals were suffering.
Big Blue gained recognition in new markets, partly thanks to an $300
3 IBM e et # U= million marketing campaign pushing e-business on demand.
Getting double-digit growth is harder, but in tough times, the brand that
4 GE 4288 A1 2 us. Edison built held its own.
S [NTEL 2790 56 7 Us With Intel Inside and Wi-Fi out to take over the world, the chipmaker's
: : + = Cantring wireless notebook package deliverad a powerful punch.
) Still the world's leading mobile-phone maker, Mokia faced stiff challenges
6 NOKIA 2944 22.97 -2 Finland from fast-riser Samsung and a growing crop of operator-branded phones.
Mot the Happiest Place on Earth as Disney Stores were up for sale, ABC
7 DISNEY 2B 228 =4 us. overhauled prime time, and travel woes sapped thame parks.
f Mixed-up orders and dirty restaurants hurt the brand. Mow business is re-
8 MCDONALD'S 24.70 26.38 -6 Us. covering somewhat behind a renewed focus on service and salads.
Under siege from smoking bans and lawsuits, the Marlbore Man was
9 MARLBORD 22 18 2415 -8 us. LT R USTHE.
The luxury aute maker crafts the sumptuous sedansthe rich and famous
10 MERCEDES 2137 Zion w2 Germany [ ove to bly—and ordinary consumers dream of owning.
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The Global Brand Sc

RANK 2003 2002 PERCENT  COUNTRY  DESCRIPTION

ERAND ¥ALUE BRAND VALUE CHANGE OF

$EILLIONS FEILLIONS OWNERSHIP
11 10101 o7 | 1 [ o [ mm | o noti e
2HMETPICORD | 1sss | ners | s | us | M eret T e o v
13 CiTea e | o | | s e et v o
1arom o | om0 | e | us | o
ISMERCMEPRESS| 1630 | 1620 | w0 | us |y ok oo g s a2
16 GILLETTE IEER 1486 e us Igr;taghizir(;ftzaIg;ygpigr;nsitr:negﬁggss, the King of Blades still managed to
17 ciseo i | ez | o | us | e
18 HONDA 1563 1506 +4 Iepar ;E‘jigaggrs sdaészr;gai;Teh;:gjchizénese market have yet to dent its renown for
19 8w s | aess [ s o [ e g g
205081 I N e e b
21 NESCAFE 1224 19 5 a S '(I;:;e\p;o(zlr(ij:k;ar:?rite instart coffee advertised heavily to attract younger
i e e I I e
23rers wre | | ve | us | e Y e 0 s e s
2408401 nes [ mm | 2 | us e
25 s om | on | | e | e st e
26 MORGAN STANLEY 155 19 91 = s Once a seemingly invincible white-shoe firm, it struggled to rise above

Wall Street's scandals invelving analysts' investment-banking conflicts.

Merrill sought to escape the tarnish of scandals, while its retail business

27 MERRILL LYNCH oz 1lzz £ vs tried to move beyond its rep as a thundering herd of brokers.

28 PFIZER i | s | [ us e e
29 L
30MERCK sa | sae [ [ us | Caemenes s o e ot
31 PHORGAY R N e
32NINTEND0 T e T T
33N M s T
34 KODAK 783 567 19 us. ;t:f?é?d;il‘lsmrﬁ;mniaéi z;)r;gsij.puttering digital strategy could mean
3558
36 AP 769 741 +4 us. SB‘,:Og:r:.colors and a fresh new ad campaign helped |ift it out of a sales
37 e
38 KELLOGE'S e | v [ | us [ ted e e T
39 CANON 592 — - Japan Already the world's top copier and laser-printer company, it emerged as a

major force in digital cameras, too.

*Pepsi's 2002 brand-value data was mvised upward due to new data.
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RANK 2003 2002 PERCENT  COUNTRY  DESCRIPTION
BRAND VALUE ERAND VALUE CHANGE OF
FEILLIONS TEILLONS OWNERSHIP
40HENZ ol I N I e e
a1COmN SRS | 7o | aas | = | us B e e
azwusmen | eon | oo | | e | e e e ey
43 IKEA o ez - — The ghairj made flat-packed furn?ture poth affordable a.nd fashionable,
bringing its concept of democratic design to 31 countries.

e I I N I e e R
45 LOUIS YUITTON — = 65 = I ,:ngr:;vgr:;%%igdt;;g:rgnsdloa\piic;st:oi;ea:esome profit machine fusled by
a6 I R N
47 L'OREAL 566 568 o I r:go;f;y;osttr:]r;%;rasrgir Ii\lnottr:r;eul’.nglions of wormnen who made L'Oreal
48 XEROX - . = us \;\zxpr;i\;\:lSfi?rﬁr;;ien‘;gv::g:trhaengneezzhot color progucts, the troubled copier
a¥re s | s | e | us e e e
sosrE s | 5 | 0 | 05 | st e e e
51 pIzzA HUT s | s |z | us e e e e e
SZMCCENURE | so0 | =i | @ | us | Deim mieeen b smmine oo ki onsoic
53 GUCC 598 536 i Ity \?::Ef;iﬁigzzgom Fgrd was still a hit on the catw_alks of F’gris and Mew

, i's profits were shredded by economic stagnation and SARS.
54 KLEENEX = = . us E)ro[;’r;l:arooL:’rt]astohrﬁrj%ye;ihssiLézzst.o 3-D holiday boxes, this leader still managed
S5 WRIGLEY'S 08 | am | @ || Ue | it o0 v s Aroa e s S
56 COLGATE £ £ > us ,;\Seirt r:i?;egmtir:z:nd of its second century, the brand continued to win
57 AVON 460 | 480 | 45 | US| iteu teugh anine saes and n epanding deckto-coor nwork.
SBSUNMICROSISTENS | 47 | 477 | -6 | us | obedho sppen osess mn et -
59 PHILIPS ass | ass | 2| wetneranas | 2o dte N pareial tough competton fom Asa.
60 NESTLE A4E ALE o ST ;;Tqrtnrycr;t()o(;c);:(tf to baby formula, the Swiss food giant keeps the world's
61 CHANEL 432 427 ol France ,;\ii%ﬁ;lﬁoﬂi:Tﬂrsii:gysooLﬁjnhgizti(;altsi::mf:rr;nom's generation, but Chanel had
2 DANONE Ag AGE - I grgeorga:rire?;r?ga?:rr;gtosgurt, already a powerhouse in Europe, was betting
B3 KRAFT 417 | 408 | 42 | US| i poatets but st share on e chasta businessto prate abels
64401 36 | 438 | -5 | US| i loung subscibws 2 ey gradusted to raseband commocins.
65 YAH0O! 556 5 0 U Eg(i Lr:ltlzrrnstai;;?gzjéﬁs again but will have to watch out for the Met's
66 TINE w0 | 3m || @ || U |Gt up g Sl e s
67 ADIDAS ae | 365 |0 | Gemany | Gilo ot akad o poyng mre than $100 for o par of sankete
63 ROLEX 367 369 0 e T »T;;Ltjir;et;r."nes failed to put a dent in the popularity of the signature Swiss
69 BP - 55 e R ﬂohn Browne was or]ce agairj front and center with h.is controversial

Beyond Petroleum " campaign. & megadeal in Russia also helped.
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The Global Brand Sc

RANK 2003 2002 PERCENT COUNTRY DESCRIPTION
BRAND VALUE ERAND YALUE CHANGE OF
TRILLIONS SRILLIOHG OWNERSHIP

70 TIFFANY 54 4z 3 & ?;r; gagrndairrneeililutl)ir;'.t dim the luster of Tiffany's extravagant baubles in

71 00RAcEL s | oa | a | us | ety e e ey s

728808801 s | s | o | e [ amapnie

73 HERES s | | wa | e |

74 0N COM s | 318 | o | s | e ereomine samire e

75 CATERPILLIR s | om [ » |[ws | S e e

76 REUTERS 330 | a1 | o0 | ontan | mencrimeen svanagn 2 o Ao

7716vrs s | o || o [ wo [ e iy, e

7 8 HERT?Z 55 556 > e ftaddl_ed with a difficult trave\ ma_rket, H_ertz Rent—A-C_ar had a tough time
anding out asthe premium cheice. This company will have to try harder.

79 PANASONIG 326 | a6 | 4 | Jpan | dood r syie, ity nd fncton packed products.

8O ERICSSON 315 | 359 | 12 | Sweden | riva Twn yentof st ana crang have takana tot

81 MOTOROLA 310 | 342 | -5 | US| sk daman whieproduct doays pt euttomars n bold.

8 2 HENNESSY 0 -— _— e Hip-hoppers and other celebs made this top-of-the-line cognac relevant to

a new generation of drinkers.

CEQ Phil Watts drove a money machine fueled by $30 oil prices and

83 SHELL 2.38 2.81 +6 | Brit/Nether | pard-rosed cost-cutting.

84 BOENG 286 | 297 | 4 | us |t aiiners. anyto ol betind dirous in that crucial market
85 SHIRNOFF 21 | 22 | o | e | e
BOIMSINLIOMSON | 271 | zm | o | us | Lt e b e e
87 PRaDA i || o || e || e BRSO
88 MOET & CHANDON 259 245 +3 France With sales up 145 last year, it kept the bubbly flowing at parsnt company

LYMH Moet Hennessy Louis Yuitton.

89 NISSAN Cn a roll under new management from Renault, but the brand's reputation
250 M/A /A Japan had yet to catch Up to MNissan's crowd-pleasing new models.

Young people were drinking less, but if they spend more for quality, the
90 HEINEKEN 2.43 2.40 +1 | Nethenlands| oy ion_made premium beer could prosper.

91 MOBIL Success of its reformulated Mobil 1 motor oil, racing sponsorships, and its
241 236 +2 U.s. status as MNASCAR's official [ubricant reinvigorated this BcwonMobil franchise

Hamburg-based parert comparty Beiersdorf kept the skin cream growing

92NIVEA 2.22 2.08 +8 Germary | py spreading it into categories such as sun protection and deodorants
93 STARBUCKS %74 66 .8 Us ;iht|i;%s’;—g;oggg%&rﬂa:sdoi(;rggau;d to corner the U.S. market, although it
94 BURGER KING 213 || e | A | WS | Gt hamieeis Solnos S ami S e
9SPOLORMPHLAUREN | 205 | 190 | +6 | US| {inchedm 1967 s limoof tamboyant tion, o

96 FEDEX 200 | 1o2 | s6 | US| Coidy e steding mariet e ham teadr Untod Pcl Sendos inc.
97 BARBIE 187 | 196 | 8 | US| {nGn Loke ik shes Sipping aganst heh now compettor e Broz
98 WALL ST. JOURNAL 196 lEE e 0& ;Bsﬂ?ﬂo;\lfz;utrr?eiE:ﬁ\tﬂgzisnfglégessrﬁi?ially fur business publications,
SOIMNEWAIER | 172 | 1es | e | mn | et o
100 JACK DANIELS i1 | am | 2 | us | AR i matecna e e e

The trand valuations draw upon publicly available information, which has not been independently investigated by Interbrand. Yaluations do not represent a guarartee of future performance of the brands orcompanies.

Data: Interbrand Corp., JP rMorgan Chase & Co, Citigmup, Morgan Stanley, BusinessWeek
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Founded in 1974, Interbrand serves the world with

34 offices in 22 countries. Working in close partnership
with our clients we combine the rigorous strategy and
analysis of brand consulting with world-class design
and creativity.

We offer a range of services including research, strategy,
naming and verbal identity, corporate identity, package
design, retail design, internal brand communications,
corporate reporting, digital branding tools, integrated
marketing services, and brand valuation.

We enable our clients to achieve greater success by
helping them to create and manage brand value.
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