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	United States
	Beverages
	70,452
	2%
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	United States
	Business Services
	64,727
	7%
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	United States
	Computer Software
	60,895
	7%
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	United States
	Internet Services
	43,557
	36%
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	United States
	Diversified
	42,808
	-10%
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	United States
	Restaurants
	33,578
	4%
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	United States
	Electronics
	32,015
	4%
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	Finland
	Electronics
	29,495
	-15%
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	United States
	Media
	28,731
	1%
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	United States
	Electronics
	26,867
	12%
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	Japan
	Automotive
	26,192
	-16%

	[image: image24.wmf]
	12
	12
	[image: image25.png]



	Germany
	Automotive
	25,179
	6%
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	United States
	FMCG
	23,298
	2%
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	United States
	Business Services
	23,219
	5%
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	Germany
	Automotive
	22,322
	3%
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	France
	Luxury
	21,860
	4%
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	United States
	Electronics
	21,143
	37%
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	United States
	Tobacco
	19,961
	5%
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	South Korea
	Electronics
	19,491
	11%
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	Japan
	Automotive
	18,506
	4%
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	Sweden
	Apparel
	16,136
	5%
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	United States
	Business Services
	14,881
	9%
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	United States
	Beverages
	14,061
	3%
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	United States
	Financial Services
	13,944
	-7%
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	United States
	Sporting Goods
	13,706
	4%
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	Germany
	Business Services
	12,756
	5%
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	Switzerland
	Beverages
	12,753
	-4%
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	Sweden
	Home Furnishings
	12,487
	4%
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	United States
	Financial Services
	12,314
	29%
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	United States
	Alcohol
	12,252
	4%
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	United States
	Transportation
	11,826
	2%
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	United Kingdom
	Financial Services
	11,561
	10%
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	Japan
	Electronics
	11,485
	10%
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	Japan
	Electronics
	11,356
	-5%
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	United States
	FMCG
	11,041
	6%
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	United States
	Internet Services
	9,665
	23%
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	United States
	Financial Services
	9,372
	1%
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	Japan
	Electronics
	8,990
	-2%
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	Canada
	Media
	8,976
	6%
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	United States
	Financial Services
	8,887
	-13%
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	United States
	Electronics
	8,880
	-14%
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	Netherlands
	Electronics
	8,696
	7%
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	United States
	Internet Services
	8,453
	15%
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	Italy
	Luxury
	8,346
	2%
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	France
	FMCG
	7,981
	3%
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	United States
	FMCG
	7,534
	4%
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	United States
	Business Services
	7,481
	-3%
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	Spain
	Apparel
	7,468
	10%
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	Germany
	Diversified
	7,315
	0%
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	United States
	Automotive
	7,195
	3%
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	United States
	FMCG
	6,919
	6%
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	United States
	Financial Services
	6,911
	8%
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	Germany
	Automotive
	6,892
	6%
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	Canada
	Electronics
	6,762
	32%
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	United States
	Media
	6,719
	3%
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	France
	Financial Services
	6,694
	3%
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	Switzerland
	FMCG
	6,548
	4%
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	France
	FMCG
	6,363
	7%
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	United States
	Electronics
	6,109
	-5%
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	United States
	Restaurants
	5,844
	2%
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	United States
	Beverages
	5,777
	N/A
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	Germany
	Sporting Goods
	5,495
	2%
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	Germany
	Automotive
	5,461
	9%
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	United States
	FMCG
	5,072
	3%
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	South Korea
	Automotive
	5,033
	9%
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	United States
	Internet Services
	4,958
	-3%
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	Germany
	Financial Services
	4,904
	28%
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	Spain
	Financial Services
	4,846
	N/A
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	France
	Luxury
	4,782
	4%
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	United States
	Diversified
	4,704
	-6%
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	United States
	FMCG
	4,536
	3%
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	Germany
	Automotive
	4,404
	4%
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	Japan
	Electronics
	4,351
	3%
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	United Kingdom
	Financial Services
	4,218
	N/A
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	United States
	FMCG
	4,155
	8%
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	United States
	Luxury
	4,127
	3%

	[image: image154.wmf]
	77
	77
	[image: image155.png]



	France
	Luxury
	4,052
	2%
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	United States
	Alcohol
	4,036
	N/A
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	France
	Alcohol
	4,021
	7%
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	Switzerland
	Financial Services
	4,010
	N/A
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	Netherlands
	Energy
	4,003
	24%
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	United States
	Financial Services
	3,998
	26%
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	United States
	Restaurants
	3,973
	2%
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	United States
	Apparel
	3,961
	1%
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	Mexico
	Alcohol
	3,847
	N/A
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	Switzerland
	Financial Services
	3,812
	-13%
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	Germany
	FMCG
	3,734
	5%
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	United States
	Computer Software
	3,626
	15%
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	United Kingdom
	Alcohol
	3,624
	-2%
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	United States
	Diversified
	3,586
	N/A
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	Italy
	Automotive
	3,562
	1%
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	United Kingdom
	Alcohol
	3,557
	N/A
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	Netherlands
	Alcohol
	3,516
	N/A
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	Switzerland
	Financial Services
	3,496
	N/A
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	Italy
	Luxury
	3,443
	4%
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	France
	FMCG
	3,403
	5%
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	United States
	Restaurants
	3,339
	2%
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	United States
	Automotive
	3,281
	-24%
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	United States
	FMCG
	3,241
	5%
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	United Kingdom
	Luxury
	3,110
	0%


Methodology

Interbrand’s method looks at the ongoing investment and management of the brand as a business asset. This means that our method takes into account all of the many ways in which a brand touches and benefits its organization – from attracting and retaining talent to delivering on customer expectation. The final value can then be used to guide brand management, so businesses can make better, more informed decisions.
There are three key aspects that contribute to the assessment: the financial performance of the branded products or services, the role of brand in the purchase decision process and the strength of the brand.
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Financial
performance 

Financial performance measures an organization’s raw financial return to the investors. For this reason, it is analyzed as economic profit, a concept akin to Economic Value Added (EVA). 

To determine economic profit, we remove taxes from net operating profit to get to net operating profit after tax (NOPAT).  From NOPAT, a capital charge is subtracted to account for the capital used to generate the brand’s revenues; this provides the economic profit for each analyzed year. 

For purposes of the rankings, the capital charge rate is set by the industry weighted average cost of capital (WACC). The financial performance is analyzed for a five-year forecast and for a terminal value. 

The terminal value represents the brand’s expected performance beyond the forecast period. The economic profit that is calculated is then multiplied against the role of brand to determine the branded earnings that contribute to the valuation total as noted earlier.

Role of brand 

Role of brand measures the portion of the decision to purchase that is attributable to brand – this is exclusive of other aspects of the offer like price or feature. Conceptually, role of brand reflects the portion of demand for a branded product or service that exceeds what the demand would be for the same product or service if it were unbranded. 

Role of brand determinations for this study derive, depending on the brand, from one of three methods: primary research, a review of historical roles of brand for companies in that industry, or expert panel assessment. The percentage for the role of brand is multiplied by the economic profit of the branded products or services to determine the amount of branded earnings that contribute to the valuation total.

Brand strength 

Brand strength measures the ability of the brand to secure the delivery of expected future earnings. Brand strength is reported on a 0 to 100 scale, where 100 is perfect, based on an evaluation across 10 dimensions of brand activation. Performance in these dimensions is judged relative to other brands in the industry, and in the case of exceptional brands, relative to other world-class brands.

The brand strength inversely determines, through a proprietary algorithm, a discount rate. That rate is used to discount branded earnings back to a present value based on the likelihood that the brand will be able to withstand challenges and deliver the expected earnings. (Read about brand strength and Interbrand’s 10 brand strength components.)
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BRAND VALUE RESULTS
The parts come together so that forecast financial performance projects economic profits that are multiplied by the role of brand to reveal branded earnings, which, based on the brand strength, are discounted back to a present value and totaled to arrive at a brand value.

CRITERIA FOR INCLUSION
There are several additional criteria considered when valuing the brands for the Best Global Brand rankings.  

· The brand is truly global and has successfully transcended geographic and cultural differences. It has expanded across the established economic centers of the world and is entering the major markets of the future. In measurable terms, this requires that: 

· At least 30 percent of revenues must come from outside the home country, and no more than 50 percent of revenues should come from any one continent.

· It must have a presence on at least three major continents, and must have broad geographic coverage in growing and emerging markets.

· There must be substantial, publicly available data on the brand’s financial performance.

· Economic profit must be positive, showing a return above the operating and financing costs.

· The brand must have a public profile and awareness above and beyond its own marketplace.

These requirements that a brand be global, visible and relatively transparent in financial results lead to the exclusion of some well-known brands that might otherwise be expected to appear in the rankings. The Mars and BBC brands, for example, are privately held and do not have the financial data publicly available.  Wal-Mart, although it does business in international markets, often does so under a variety of brands, and is not sufficiently global. 

Likewise, several industries have been excluded for similar reasons, such as telecommunications, which tend to be strongly oriented to national markets and face awareness challenges outside of home markets. Major pharmaceutical companies, while very valuable businesses, are also omitted. This is because consumers tend to build a relationship with the product brands rather than the corporate brand, but there is not enough publicly disclosed financial data on pharmaceutical product brands to meet our criteria.

What is the basis of the financial assessments?
Interbrand’s financial assessments are derived from published annual reports, which allow us to examine brands’ revenues, earnings and balance sheets. For those brands without formal SEC’s, we look to any additional publicly available data.  In recent years, we’ve been able to include more brands in our report due to increased transparency regarding financials.

For example, while Coca-Cola does not break out sales for all of its sub-brands, Sprite debuts on the ranking this year because Coca-Cola publicly released Sprite’s relative case shipment volume. As a result of Coca-Cola’s move to be more transparent, we were able to deduce Sprite’s contribution to Coca-Cola’s sales. 

What is the basis of Interbrand’s brand strength assessments?
Interbrand’s brand strength assessments rely on our wealth of historic knowledge and our pool of global experts from over 40 offices.  What differentiates our study from others is our profound knowledge about brands, cultivated through 26 years of brand valuation, and our diverse and international expertise.

When assessing brand strength, experts from each of our offices rate all brands that qualify for our ranking based on 10 brand strength components, which you can read more about here. The results are then aggregated to create an informed and accurate final brand strength score. Because no single individual’s score is weighted more than any other, our results reflect a truly fair and accurate assessment of brand strength.
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