— BRANDZ BEST COUNTRIES —

SSSSS

BRAND VALUATION SERIES

TOP

MOST
VALUABLE
GLOBAL
BRANDS
2018

21% increase adds record
S748 billion in new value

Brand building powers rise in every category

METHODOLOGY AND VALUATION BY

IKANTAR




Photograph by Paul Reiffer

Ll ¥
-y '-.- iHIL‘I Il' . 2 iy 1 sa,
""r-'--_-'-.-llr & s i w .
| ——
= .'...;q:_-‘-'-': ’ P ; o BE | W .
-l;"_'_‘I - - iy & s g pE W@ ]
'-_" e -.__ 3 = ;_ l-.-l-_-—l_:l' :-‘:"---‘. o - - :"l'. LI [T
I.lllll Em as .—..-..—-Il—lh-: i 3 = "1 o - o B W i W . I'|||“1_
R, —— - . =~ e o EEN LTI
e e il L T ST T - e g
EEO W 2t . PRI RN L IREINT =
= o

s S | WE R
ot :::::: : WE=o— iT G0k o N D 4 1
e, T = e o e — BRI LRI TTAE T
B A T T e S 5o " - O T
T AR AR T i e o i i | LU
L L L R ] - [ o = -
L L
- i
AT ----H-.
CEE TR T SEE—-— : 2 ] i N i -
e e T g . — L ,.__-_-4 o
Ii- i l:l o —— h-- il - S - P— ' ¥ iy " el .- - - -
- i =il - 2 J " .
i w5 L i et T s o o : : -
N w e ey 2 T

: -.L--igl. ":I-l_

= = A

T TT L L

T LI TIE R o 1
A | e e e
T AT T R Tt dnal et
R L BT Tl

(o]




10P

100

\.

@ sy s« Y HONDA % @pepsi U &)BCA M O

G 2rm sB wer

)

(

m@ 1 Q=mxzn 80 [Sbank 8 UBER 82 SIEMENS 8 Linkedf] # @ Y244 45 Gifletle 8 5> 5 §1 KFC 8§ ebay as(@ %0

11 BankofAmerica %>

1Google 1 ¢ 3aMAZON 4 58 vicrosoft  § Tencenr#in  § facebook 1 VISA ¢

Welcome tqthe...

BRAND?
TOP

Total Value of The T""I o
\Tlglllu?hl:eM[?I:thal Bramls$4-4

BrandZ™ Portfolio outperforms the S&P 500 Index
and the MSCI World Index 172.1%

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
The BrandZ™ Strong Brands Portfolio is a subset of the
BrandZ™ Top 100 Most Valuable Global Brands
@ SBrandZ™ Strong Brands Portfolio

S&P 500
@ MSCI

Aprit April
2006 2007 2008 2009 2000 201 2012 2013 2004 2015 2006 2017 2018

Top 10 in Brand Contribution

McDonald's

Google

g

amazon
A% Microsoft
Tencent iR

facebook

VISA

McDonald's
EZAIibaba Group
IEEE

= AT&T

1 20t

Technology

Technology

Retail

Technology

Technology

Technology

Payments

Fast Food

Retail

S TS izon’ o)
0 =AT&T 1 :i==E 12 verizon 13 Mariboro

Top 10 Most Valuable Global Brands

$ = Brand Value US SMIL. % = Brand Value Change 2018 vs. 2017

302,063
300,595
207,594
200,987
178,990
162,106
145,611

126,044
13,401

Telecom Providers S"]ﬁ 698
y

9 Newcomer Brands

# = Top 100 Rank $ = Brand Value US SMil.

Spectrum»

Telecom Providers 539,372

~ JD.COM

Retail

UBE

Transport

/

Technology

20,933

R

16,045

4,791

Pampers,‘ SKQL v GUCCI_ 'HEINEKEN

Beer Luxury

1

ESTEE LAUDER

Baby Care I
—

Ceatoly

Soft Drinks

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.

Personal Care

|

Beer

|

(@) SF Express

Logistics

Instagram

Technology

BCA

Regional Banks SIZ,BM

cﬁ%\cé

Apparel

14,531

514,496

512,456

Pt
HERMES

PARIS

Luxury

1

(lorona

Beer

q

Retail

Methodology and Valuation by

KANTAR MillWARDBROWN

75 1A\ Adobe 74 Ex¢onMobil 13 JPMorgan bil 70

(A<D 1 Ceosree

way 63 @hErLE

68 commonweaitniani

§1 CHASEO 6 ] 6 8 M

64 Pampers

w Ceaili

15 . mastercard

ups|

Top10B28 Brands

$ = Brand Value USS Mil.
# = Top 100 Rank

ps

Logistics

0412 *18

Technology

§96,269 *11

Conglomerate

$39,041 #28

Regional Banks

G495 18

Technology

$28316  #38

ORACLE"

Technology

§25802 #45

Year-on-Year Category Changes

% = Brand Value Change 2018 vs. 2017
$ = Total Category Value US $Bil.

Insurance

+34%
108

Retail

+35%
3578_[]Bi|.

Technology

+28%
1,592,301

www.brandz.com

62 LaPazz= 6 NETFLIX 60 GEEZXZIT 5 °Sio.com 9 cifi

LISAPZIN'Y <

1 Dy u 15

=. Microsoft

Technology

5200987 #4

SADd

Technology

$95,366  #17

>
accenture
Technology

§33123 #32

&2 HUAWEI

Technology

§24922 *48

Global Banks

+24%

i | i 5]3[83".
- %

e 5% FedEx. 5% @NTT

) ED;}E‘IJ

nicBC @ #EIMBE 13 % uxfinity 53 --

Top 10 Risers

$ = Brand Value USS Mil.

= JD.COM Fetl
E2Pksbn oo
L

@

P paypal
NETFLIX

GucCCcCl

Retail
Alcohol
Payments

Entertainment

20,819
22,442
178,990
9415
%3612
17,831

Download \Q/

the Mobile app

_ www.brandz.com/mobile

Luxury

Tenceni i&ifl Technology

T=5Lnm
Dior

F\\ Adobe

Cars

Luxury

Technology

Pe(r:sonal
Luxury +;E/° Apparel
'|;28N/° N NETTY +5% Bee: %il &
1331 SR +3% is%
Regional ﬁ @ 826" -s:" BBl
e | Banks = Fast | @ @
+16% Food° a
g +13% Soft
$942 281 Carz Drinks
+7/° +4% Telecom Providers
W oqgop 2%
$455,6°1-

4GUCCI 5 O movistar 51 @3 YouTube

% = Brand Value Change 2018 vs. 2017

20933
13,401
32,113
35,440

50 HSBC<»

26 xz 21 Spectrum»

+94%

+92%

uewep |§  1odAcd f 0§ 9 67 @nz

+89%
+85%
+73%
+66”
+65”*
+60*
+54%

+53%

[PIUD) gg suoPOA) [f VIOAOLTD 8 o @vs INNSIYS g SINUSE 7¢

Sivd
WWHIH 6¢
VS

W)W SIOVRIO & wHNon it Yamat VA VZy HIE@edy  Smgy g sf



CONTENTS

WELCOME

David Roth, CEQO,

The Store WPP, EMEA & Asia
Chairman, BAV Group

Introduction

14 OVERVIEW

18 BRANDZ™ STOCK
PORTFOLIOS

20 KEY RESULTS

24 CROSS CATEGORY TRENDS

30 TAKEAWAYS

The BrandZ™
Global Top 100

34 THETOP 100 RANKING

38 BRANDZ™ ANALYSIS
Top Risers
Newcomers
Brand Contribution
Brand Imprint

Disruption
and Change

58 BUSINESS-TO-BUSINESS
64 DISRUPTION

THOUGHT LEADERSHIP
70  Disruption
by Uri Baruchin,
Strategy Partner, Superunion

74 Blockchain
by Bediz Eker
Group Strategy Director, Y&R

78 THE FUTURE OF BRANDS

THOUGHT LEADERSHIP
86 Paradox of Digital

by J. Walker Smith

Chief Knowledge Officer,

Brand & Marketing,

Kantar Consulting

90 Experience
by Doreen Wang
Global Head of BrandZ™
Kantar Millward Brown

[
~

BrandZ™ Top 100 Most Valuable Global Brands 2018

Regions and
Countries

96 REGIONS AND COUNTRIES
Overview
North America
Asia
Continental Europe
UK
Latin America

THOUGHT LEADERSHIP

110 Consumer Revolution
by Nihar Das, Global Account
Director and Archana Ram,
Product Lead (Team P&QG),
MediaCom

114 BEST COUNTRIES
Overview
Methodology

-/
The Categories

126

174

178

198

202

218

222

228

232

250

BRANDZ™ ANALYSIS
Category Changes

THE CONSUMER CATEGORIES
Apparel

Cars

Luxury

Personal Care

Retail

THOUGHT LEADERSHIP

Value, Values, And Vogue

by Anusha Couttigane, Senior Fashion
Analyst, Kantar Consulting, Retail &
Shopper Practice

THE FOOD AND DRINK CATEGORIES
Beer

Fast Food

Soft Drinks

THOUGHT LEADERSHIP
E-commerce Innovation
by Eric Heller, CEQ,
Marketplace Ignition

THE FINANCIAL CATEGORIES
Global Banks

Regional Banks

Insurance

THOUGHT LEADERSHIP

Women & Finance

by Rosi McMurray, Planning Director,
UK Financial Services & Technology,
Kantar TNS

THE COMMODITY CATEGORIES
Oil & Gas

THOUGHT LEADERSHIP
Premium Redefined

by Dayoan Daumont, Consulting
Partner, Innovation & Digital
Transformation, OgilvyRED

THE TECHNOLOGY CATEGORIES
Technology
Telecom Providers

THOUGHT LEADERSHIP

Voice

by Whitney Fishman Zember,
Managing Partner, Innovation and
Consumer Technology, Wavemaker

Resources

256

260

264

270

284

288

290

291

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

BrandZ™ Top 100 Most Valuable Global Brands 2018

David Roth

CEO, The Store WPP, EMEA & Asia and Chairman, BAV Group
David.Roth@wpp.com
Twitter: davidrothlondon
Blog: www.davidroth.com

Record Increase In value
touches every category

Brands more necessary
IN complex market

The WPP BrandZ™ Top 100 Most
Valuable Global Brands 2018 set a
record this year, increasing 21 percent,
the highest year-on-year percentage
increase in a decade and the greatest
addition of value ever—$748 billion.
The surge rippled across every
category without exception.

This stellar achievement followed

12 years of steady growth, despite
buffeting by the global economic crisis
and by ongoing—ever increasing—
disruption from e-commerce, radically
changed shopping habits, and new
technologies, including artificial
intelligence and fintech.

Although this year’s stronger global
economy influenced the value
increase, it was only one factor.
Arising tide floats all ships, but a
growing economy does not float all
brands, at least not equally. Strong

brands do better—usually much better.

The best evidence is the stock market.

Over the past 12 years, when the
S&P 500 increased 102 percent, the
BrandZ™ Strong Brand Portfolio
(brands in the Global Top 100 with
the strongest brand equity) increased
172.1 percent. That growth gap is
worth a lot of shareholder money.

And the gap is getting even wider.
Brands that are different and
innovative—themselves disruptive—
grow value faster than even the
strongest brands. Over the past

12 years, our BrandZ™ Strong and
Innovative Brands Portfolio increased
226.7 percent in value, more than
twice the rate of the S&P 500.

Here's the key insight: Brands that
depend on the economic tide alone
may be caught in the turbulence.
Growth—even survival—depends on
being innovative and different—and
communicating those advantages in
innovative and different ways.

Greater challenge for brands
We created this report to help
brands understand how to grow and
sustain value in today'’s disruptive
marketplace. Our analysis finds that
brands grow value by anticipating
and fulfilling the needs and wants

of consumers in relevant ways that
are innovative, create an emotional
connection, and distinguish the brand
from its competition.

That's easier said than done, especially
in these times when shopping hardly
resembles how people purchased
products and services even 10 years

ago. Brands need to be present online,

especially on mobile, and offline in
traditional stores and any other pop-
up or experiential venue. Because the
consumer could be in any of these
places, or in more than one of these
places—simultaneously.

Or, the consumer could be at home,
cooking dinner while talking to Alexa or
Google Home, creating shopping lists
of items that will likely be fulfilled by
algorithm or paid search—unless brands
speak to the consumer in a louder
voice, with a Meaningfully Different
proposition urging, “Choose me.”

This is why, in a year of record-
breaking value growth, it is important
to acknowledge that it's not just

the economy. It's brand and brand-
building that makes the difference. As
the marketplace becomes ever more
complex, brands will only become
more important. And that's why | urge
you to read through this report closely.




Welcome

Invaluable brand-building
intelligence

This comprehensive and invaluable
report is only an indicator of the many
ways we at WPP can help you build
and sustain high-value brands. As you
look through it, here are some of the
highlights that deserve your attention:

CRITICAL TRENDS

In Part 1 Introduction, in Cross
Category Trends, we identify the

key influences affecting multiple
categories, stretching them into new
areas, even collapsing the category
walls, and we analyze the implications
for brands.

BRAND STRENGTHS

In Part 2 The BrandZ™ Global Top
100 we examine the brands that rose
fastest in value year-on-year and the
brands that entered the Global Top
100 for the first time, and we identify
the strengths these brands share in
common.

DISRUPTION

In Part 3 Disruption and Change we
explore in depth the forces disrupting
brand-building today and connect that
knowledge with our assessment of the
future of brands.

GLOBAL GROWTH

In Part 4 Regions and Countries we
combine the WPP branding expertise
of BrandZ™ and BAV to explore how
the perceived brand qualities of a
country can influence the international
growth of its brands.

CATEGORY INSIGHTS

In Part 5 Categories we look closely
at developments in 14 product
categories, adding insights and brand
building takeaways from WPP brands
experts.

In addition, we've included Thought
Leadership articles written by WPP
company brand experts from 38

of our WPP operating companies
across the world. These articles offer
analysis and points of view on many
of the topics examined elsewhere

in the report, including disruption,
brand experience, and the changing
consumer.

How we can help

The BrandZ™ Global Top 100 report
demonstrates a key WPP strength—
and a benefit for our clients—when
we say we cover the world of
brands, that's exactly what we mean.
We operate over 3,000 offices in

112 countries. WPP's proprietary
BrandZ™ brand building platform
includes information from 3.6 million
consumers about their attitudes
about (and relationships with) 122,000
brands in 418 categories across 51
country markets. All that produces
more than 5.1 billion data points.

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 50 Most Valuable
Indian Brands; BrandZ™ Top 50 Most
Valuable Latin American Brands;
BrandZ™ Top 50 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 30
Most Valuable Spanish Brands; and
BrandZ™ Top 20 Most Valuable Saudi
Arabian Brands.

We have the data, knowledge,
experience, insight, determination,
and single-minded purpose to help
you create and build 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,

g

David Roth

WPP
David.Roth@wpp.com
Twitter: davidrothlondon
Blog: www.davidroth.com

10

FRANCE

Total Value of French Brands in the BrandZ™ Global Top 200

$115.0 Bil.
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Overview

BrandZ™ Top 100 Most Valuable Global Brands 2018

The BrandZ™ Top
100 Most Valuable
Global Brands rose
217% in value to
S$4.4 trillion, adding

$748 billion, the

largest one-year
value increase in the
12 years of publishing

the global report.

14

217% increase drives record
S748 billion in added value

Brand building powers rise in all categories

The record growth touched
both consumer and business
brands and followed years of
value fluctuations as brands
contended with economic and
technological disruptions. It
confirmed the positive effect of
building brands over the long-
term and the importance of
delivering consistent customer
experience. Strong brands
caught the tailwind of a sound
economy.

Retail was the bellwether category.
Having been battered and thoroughly
transformed by e-commerce, retail led
category value growth for the second
consecutive year, with a rise of 35
percent. Two Chinese e-commerce
giants drove the retail surge. JD.com
increased 94 percent in value, and
Alibaba, 92 percent.

These two Chinese brands also led the
Top 20 Risers, the list of brands that
increased most in value year-to-year,
followed by another Chinese brand,
Moutai. A premium baijiu, China’s
traditional white alcoholic drink, Moutai
increased 89 percent in value.

Although North America, principally
the US, continued to dominate the
Global 100 in number of brands (57)
and percent of value (71 percent),
other developments also reflected the
growing presence of Chinese brands in
the BrandZ™ Global Top 100, and the
ranking'’s increasing diversity:

Tencent, China’s giant internet
portal and most valuable brand,
entered the BrandZ™ Global
Top 5. And SF Express, a Chinese
logistics brand joined the Top
100, with the addition of the
logistics category to the report
this year.

Chinese brands increased 49
percent in value year-on-year
and 1,445 percent over the past
12 years. Fourteen Chinese
brands rank in the 2018 BrandZ™
Global Top 100, compared with
one Chinese brand 12 years ago.

An Indonesian brand entered the
BrandZ™ Global Top 100 for the
first time, the regional bank BCA.
And in another breakthrough,

an Indian brand, Maruti Suzuki,
entered the BrandZ™ Cars Top
10. In addition, the Chilean
department store Falabella
returned to the Retail Top 20,
and a Mexican brand, Modelo,
entered the Beer Top 10.

15
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Overview

In another demonstration of the
connection between strong brands
and superior return to shareholders,
the BrandZ™ Strong Brands Portfolio
increased 172.1 percent between April
2006 and April 2018, outperforming
both the S&P 500, which grew

102.0 percent, and the MSCI World
Index, which grew 50.3 percent. And
indicating the importance of brand
innovation during disruptive times, the
BrandZ™ Strong and Innovative Brands
Portfolio increased 226.7 percent in
value, more than twice the rate of the
S&P 500.

Technology and disruption

Although the retail category led the
ranking in percentage value growth,
the technology category led in actual
value contribution. Technology added
$348 billion in value to the BrandZ™
Global Top 100, while the retail Top 20
increase by $149 billion.

Technology brands comprise over one-
third of BrandZ™ Global Top 100 value.
With the addition of e-commerce
giants and telecom providers,
technology-related brands account for
56 percent of the Global Top 100 value.

Each of the BrandZ™ Global Top 5—
Google, Apple, Amazon, Microsoft,
and Tencent—are technology or
technology-related brands and all but
one, China's Tencent, are from the US,
as is brand No. 6 Facebook.

These brands expanded their
ecosystems—networks of interrelated
products and services that meet
diverse consumer needs and capture a
growing portion of customer spending.
The power of ecosystem brands
crossed categories, adding both new
capabilities and disruptions.

With augmented reality software
increasingly embedded smartphones,
many brands, especially retailers,

added apps to enhance the customer
experience. Artificial intelligence (Al),
in the form of personal assistants,

like Amazon's Alexa, added more
convenience to consumers' lives but
also challenged brands in new ways.

Voice emerged as an opportunity and
threat. Brands needed to develop their
own voice as a critical brand asset.
They also needed to find ways to avoid
the threat of disintermediation by voice.
Disintermediation happens when Al
personal assistants narrow choice,
responding to consumer product
requests with offerings of house brands
or brands selected by algorithms or
search results.

In financial services, bank and
insurance brands attempted to counter
the disintermediation threat of start-up
fintechs and blockchain technology,
able to provide transactional services
at lower cost, and appeal especially

to a younger generation of potential
customers.

BrandZ™ Top 100 Most Valuable Global Brands 2018

Brand building and the
consumer mood

Facing ongoing disruption, categories
continued to adjust and sometimes
substantially transform. To improve
customer experience with the

right balance of online and offline
coordination, retail moved to a new
level.

Amazon acquired Whole Foods, the US
grocery chain of physical stores, and
Chinese e-commerce leaders, Alibaba
and JD.com, also linked with physical
store operators. Alibaba CEO Jack Ma
termed this data-powered integration
of products and logistics from sourcing
to last-mile delivery, the New Retail.

Brands responded to the consumer
mood. Seeking convenience and
comfort, consumers became more
accepting of their own inconsistent
behavior, articulating a desire to live
healthier lives, for example, but at the

same time enjoying the indulgence of a
hamburger or carbonated soft drink.

McDonald'’s and Burger King
rebounded, having improved their
restaurants and menus and matched
the consumer desire for healthier,
better tasting food. Coke and Pepsi
leveraged consumer love for their
master brands to gain time and enlarge
their drinks portfolios with healthier
options.

In apparel and luxury, brands
introduced products with bolder
designs and colors that fulfilled the
consumer desire for escape and
personal expression. With its vibrant
patterns and colors, Gucci led the
BrandZ™ Luxury Top 10 in value
growth, increasing 66 percent, making
it one of the Top 20 Risers.

Car brands made SUVs of all sizes
to satisfy the consumer preference
for convenient vehicles that felt

powerful and safe. At the same time,
anticipating more carbon restrictions,
car makers prepared for a future of
mobility alternatives. On the strength
of its strong brand equity, Volkswagen
rebounded back into the BrandZ™
Cars Top 10, having dropped from the
ranking after its emissions scandal.

Consumer-facing, downstream
businesses gained more attention
in the oil and gas category. And
exploration, especially in the US,
took place closer to home, making
consumers potential influencers on
relevant legislation and licenses to
operate.

Shell, which operates the most retail
service stations worldwide, surpassed
ExxonMobil as No. 1 in the oil and gas
category. As more brands focused on
the future of gas and sustainable fuels,
long-term brand building became
more important.

RECORD VALUE RISE PUSHES BRANDZ™ GLOBAL TOP 100 TO $4.4 TRILLION

With an increase of 21 percent, the BrandZ™ Global Top 100 Brands added a record $748
billion in value, to reach $4.4 trillion in total value, an increase of $2.9 trillion since 2006.

2009 2010 2011

+0% 7

2012 2013

+12% +14%

2014 2015

+3% e

2016 2017

+21%

2018

2006 2007 2008
$1.4 Tril. $1.6 Tril. $1.9 Tril. $2.0 Tril. $2.0 Tril. $2.4 Tril. $2.4 Tril. $2.6 Tril. $2.9 Tril. $3.3 Tril. $3.4 Tril. $3.6 Tril. S$4.4 Tril.
Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
16 17
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BrandZ™ Stock Portfolios

BrandZ™ Top 100 Most Valuable Global Brands 2018

Dynamic brands accelerate
superior shareholder returns

BrandZ™ Portfolios outperform
the S&P 500 Index and the MSCI

BrandZ™ portfolios significantly
outperformed the stock market
during the past 12 years. Between
April 2006 and April 2018, the value of
the BrandZ™ Strong Brands Portfolio
increased 172.1 percent, and the
BrandZ™ Strong & Innovative Brands
Top 20 Portfolio increased 226.7. The
S&P 500 and MSCI World Index grew
only 102.0 percent and 50.3 percent,
respectively.

The exceptional performance of the
BrandZ™ Portfolios relative to two
well-regarded indexes affirms that
valuable, Meaningfully Different brands
deliver superior returns over time.

The performance also shows how
Innovative and Different brands build
value despite market disruptions. (For
more about the impact of Innovation
on brand value, please see Disruption,
on page 68).

In concrete terms, $100 invested in
2006 would be worth $150 today
based on the MSCI World Index growth
rate, and $202 based on the S&P 500
growth rate. That $100 invested in

the BrandZ™ Strong Brand Portfolio
would have almost tripled in value to
§272. Invested in the BrandZ™ Strong
and Innovative Brands Portfolio, $100
would be worth $327 today.

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.

BRANDZ™ PORTFOLIOS vs. THE S&P and MSCI WORLD INDEX

The value of the BrandZ™ Strong Brands Portfolio increased 172.1 percent between
April 2006 and April 2018, outperforming both the S&P 500 and the MSCI World Index.
The Strong and Innovative Brands Portfolio increased 226.7 percent.

BrandZ™ Strong and Innovative Brands Top 20
® BrandZ™ Strong Brands Portfolio
® S5P 500
® MSCI

April 2007 2008 2009 2010 2011 2012 2013 2014
2006

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

The BrandZ™ Strong Brands Portfolio is a subset of the BrandZ™ Top 100 Most Valuable Global Brands.
The BrandZ™ Strong & Innovative Brands Top 20 is a subset of the BrandZ™ Strong Brands Portfolio—
brands that score high in being Dynamic and Different.

18
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Summary of changes

during a record year

Value rise
sets record

In its greatest one-year
increase in value, the

Retail rises most

Retail increased 35 percent in value,

Asia leads regions

Primarily driven by Chinese

Indonesian
brand enters

TECHNOLOGY DOMINATES IN PROPORTION OF VALUE...

Over the past 12 years, technology-related brands increased in proportion of
value of the Global Top 100, from 37 percent in 2006 to 56 percent in 2018.
The commodities and consumer and retail proportions decreased.

Proportion of Value

BrandZ™ Top 100 Most making it the fastest-rising category brands, Asia led the regions in 2006
for the second consecutive year, as rate of growth, rising 42 percent, An Indonesian brand entered the BrandZ™ 12-Year Value Change
Valuable Global Brands o o
o o e-commerce brands spiked in value double the rate of the 2018 Global Top 100 for the first time, the Jakarta- Commodities
added $748 billion, rising and the category adjusted to disruption. BrandZ™ Global 100 overall. based bank brand BCA, established in 1957.
21 percent to $4.4 trillion. + 95%
- I
— China’s Newcomers add
j’i H . . . . . Food & Drink
= “~ JID.COM influence rises regional diversity .
%
o
\/e ry J D com leads Chinese brands in the BrandZ™ Along with BCA, the other Newcomers to the +240
Cate O r " Global Top 100 increased 49 BrandZ™ Global Top 100 include two Chinese Financial
percent. The value of Chinese brands, JD.com in retail, and the logistics
g y brand Value grOWth brands increased 1,445 percent brand SF Express; and one German brand, o
. ] since the first Chinese brand Adidas, in the apparel category. Four US brands +219/3
I n C rea SeS JD.com, the Chinese e-commerce entered the ranking 12 years also entered the Global Top 100: Spectrum, a
giant was the fastest rising brand, ago. Now, 14 Chinese brands telecom provider; Uber, in transportation; and Consumer
: increasing 94 percent, followed by rank in the Global Top 100. two technology brands, HP and Instagram.
Every category increased Alibaba, China's e-commerce leader, o
in value, with some with an increase of 92 percent. +38A

rebounding sharply,
including insurance, which
rose 34 percent after
declining 1 percent a year
ago, and global banks,
which rose 24 percent
after a one percent decline
in the previous year.

Tencent il
Tencent enters
Top S

Tencent, China’s leading internet portal
and its most valuable brand, rose to
No. 5 in the BrandZ™ Global Top 100.

North America
(US) dominates

Brands from North America,
primarily the US, rose 23 percent
in value. North America continued
to dominate the ranking in
number of brands (57) and
proportion of value (71 percent).
All but two of the brands are US.

20

B2B strengthens

The business-to-business Top 20 rose 26
percent, more than the Top 100 overall, a
substantial gain over the 11 percent increase
ayear ago and a 5 percent decline a year
earlier. Half the brands in the B2B Top 20 are
in technology. The strong growth indicates
progress in the shift from traditional to cloud-
based businesses.

Source: BrandZ™ / Kantar Millward Brown

Technology

+353”

® Commodities
® Food & Drink
® Financial

® Consumer

® Technology
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Key Results

uUsS

Total Value of US Brands in the BrandZ™ Global Top 100

$3.1 Tril. ©

...THE TOP 10 ILLUSTRATE TECHNOLOGY'S RISE...
The rise of technology is most apparent in the 12-year change of the Top 10 ranking. All
but two brands are technology-related in 2018, compared with only four brands in 2006.
...AND THE RISE RESULTED
FROM STRONG BRAND

2006 2018 EQUITY
HE H G The eight new brands in the BrandZ™
: [ MlcrOSOft o gle Global Top 10 have higher Power,
’ Premium, and Potential than the

Premium pertains to a brand'’s ability
to charge more than its competitors;

2 ' brands they replaced. These BrandZ™ e

metrics are aspects of brand equity: ’

3 amazon Power measures current demand; "W, i
N | .-

4 @ ai;%g,l}g =. Microsoft Z\r/wjanc;ter]atri]zli:nldoizates future demand. il‘ 'a:.-_
5 Tencent iR 2006 2018

8inTop10 8inTop 10

6 chebook (Dropped) (New)

1
’ Pw| 199 252
8 POWER
2
9 KLAH;S;% Group Pp 106 108
10 = AT&T 3
- Pt 106 107

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

22




1 < Introduction > BrandZ™ Top 100 Most Valuable Global Brands 2018

Cross Category Trends

Sharing personal data

DISRUPTION
Y 4 Ambivalent consumers invited personal assistants

into their homes, while they also became more Emerglng tech portends

skeptical about trusting brands to protect their data. category transformation
Consumers seemed willing to accept the quid pro
Y 4 quo exchange of personal data Financial services categories, both banks and

for convenience and the useful, insurance, enjoyed healthy increases in value this year
A N D D I F F E R E N T I AT I O N Privacy seemingly indispensable, products because the brands did many things right and also
and services of social media, benefited from a strong global economy and growth in
a nd Tru St e-commerce, and search brands. Asia. Fintechs competed for payment processing and
The Facebook privacy breach transactional functions usually performed by traditional
captured their attention, however, banks. They carved
because of the size of the breach, away transactional
with the data of over 90 million people affected, business and diverted |
and also because it seemed as if the fundamental young people, potential FI nteCh a nd
transaction—personal data for free products and customers of the large '
Brands encounter services—was flawed or at least needed more explicit financial brands. In B lOCkCha In
new challengers rules. Search and social media brands faced criticism for certain markets, like the
. not sufficiently managing data and algorithms, which UK, online aggregators
New brands, or non-brands, often from Asia, Al moves from idea resulted in ads run adjacent to questionable content. offered insurance products, mostly with price-driven
challenged established brands. Depending on to everyday reality messages. And portending great potential change
the category—usually apparel, was blockchain technology—systems of elaborate
luxury, or personal care—these Brands increasingly used artificial intelligence (Al) to networks of transactions that promised to ensure trust
brands offered good quality, improve products, service, and differentiation. IBM with total transparency rather than mediation.
Amazon EﬁeCt on-trend style or ingredients, exsandeg its use of
and competitive prices. They Watson in healthcare
often appeared on Amazon and and other industries. N
benefited from the “Amazon Effect,” low cost- Car and technology Art' ﬁ Cla l .
of-entry, wide reach, and instant credibility brands relied on Al Intelli Brand experience
because of peer reviews and the strength of in their development nte |g ence builds difference
the Amazon brand. At the same time, Amazon of autonomous BRAN_MMELIQAIIQNS
leveraged its credibility, introducing its own- cars. Using Al, Leading brands, such as Apple and Amazon
brand apparel and extending its reach deeper Amazon refined its Dash program for automatic continued to raise the bar on expectations for Disintermediation threatened brands, but also
into grocery and other categories. replenishment. When launched two years ago, Dash customer experience at every customer touch made them potentially more important. The
enabled customers to reorder certain commodity point—both online and offline—from trial to disintermediation by Amazon replenishment
items with the touch of a button. More recently, pick-up or delivery. And brands used more tools, requires brands to find new—or old—ways
certain manufacturers produced products, such such as augmented to build awareness so that consumers, not
as ink cartridges, that anticipate the need for reality(AR), to improve algorithms, make important choices. When
Convenience grows replenishment and order automatically. Automatic the experience. AR consumers are online choosing among
. replenishment also shifted to a new level with voice. software contained CUStomer many similar brands, as sometimes happens
but choice narrows on smart phones . in insurance, the most well-known or
made it easier for ExpeHe nce a ﬂd AR differentiated brands have an advantage. The
Home assistants powered by Al became household brands to develop rise of online brands, such as personal care
names: Siri (Apple), Alexa (Amazon), Bigsby (Samsung), relevant AR apps and products, often from Asia, presents a threat,
Cortana (Microsoft), and Google Assistant. In the most for consumers to use them. People could shop but also an opportunity for major brands to
benevolent interpretation of this phenomenon, at a Home Depot, Lowe's, or Ikea and view better understand consumer needs, based
these disembodied voices made life easier, how a particular item of furniture would look on the products they are selecting and the
\/O|Ce creating shopping lists, providing weather in an actual room in their house. Customer conversations they are having. With these
reports, and answering miscellaneous questions. experience become an even more important insights, brands can appeal to consumers
In the more dystopic view, these assistants are driver of differentiation. The challenge for brands with a promise quality and trustworthiness. It
the gateway drug to a deeper, dictatorial role was not just to use tools like AR, but to find new, can be useful to partner with upstart brands,
in people’s lives. Voice compounded the challenge for creative, and different ways to use them. ' rather than acquire them, and learn from their
brands to be in the consideration set, so that choice is not ' entrepreneurial cultures.

based on an algorithm or paid search. And brands became
more aware of the need to develop voice as a brand asset.
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Cross Category Trends

COMFORT,
CONVENIENCE,
AND COMPROMISE

CATEGORY
TRANSFORMATION

Ideal meets real
aCross categories
People reconciled the ideal individual they

aspired to be (eating healthy foods and being
environmentally conscious) and

the person they lived everyday

Brands capture
Consumer mood

Boldness and color characterized apparel and

From telecom providers
to content brands

Standing still was not an option for telecom

providers. A business model depending

on voice and data transmission became
increasingly unsustainable, as Over-

the-Top (OTT) providers sent voice
and data over the internet, driving

(mostly eating healthy and

AUthenUClty usually being environmentally

conscious). They accepted

Telecom down prices, commoditizing the

. business, and eroding profits. The
PFOVId ers telecom providers continued efforts

luxury products, as consumers indulged a need
for escape and fun
because the news

authenticity—over perfection—
in themselves and their brands. The fast
food category rebounded. McDonald's and
Burger King rose in value, in part because
of their menu and operational changes, but
also because of the changed mentality of the
customers. Healthy eating wasn't just about
higher intake of vegetables and salad. It was
possible to enjoy a burger—probably made
from fresh, even locally-sourced beef.

was incessantly
depressing. They
shared this ethos
on social media,
with photos of

Comfort and
Convenience

to become branded providers of

comfort food and

comfortable streetwear. Delivery with Uber Eats,
Grubhub, Amazon Delivery, and other brands
enabled a further indulgence—convenience.
Anticipating the demise of the combustion
engine, carmakers continued to develop mobility
options that included subscription programs,
and they invested in electric and autonomous
vehicles. But consumers chose the comfort and
convenience of cars, especially big cars, making
SUVs the best-selling vehicles worldwide.

BRAND IMPLICATIONS

Burgers and big cars were back, but in a back-to-

consumption. Rather, consumers and brands

the-future way, no longer as symbols of conspicuous

content. Following on its acquisition
of DirecTV, AT&T attempted to
acquire Time Warner, which would make it

the owner of content leaders such as HBO,
CNN, and Warner Brothers. Verizon pursued
leadership in Smart Cities. For these brands the
solution to being squeezed in a slow-growth
category was to tear down the category walls.

BRAND IMPLICATIONS

accepted the gap between individual need and desire,
and what was best for personal or societal wellbeing.
Brands understood this tension and, judging by social
media posts of fast food photos, some consumers
accepted it with self-conscious irony.

Tearing down the walls of the category expands the
competitive set and exposes brands to new threats
and opportunities. Moving into content brings
telecom providers into head-to-head competition
with brands like Disney or Netflix, No. 19 and No. 61,
respectively in the BrandZ™ Global Top 100. AT&T

is No. 10 in the BrandZ™ Global Top 100. Verizon is
No. 12. As they develop loT businesses, these brands
increasingly will face the BrandZ™ Global Top 4
brands: Google, Apple, Amazon, and Microsoft, and
No. 11 IBM. Plus, being in a highly regulated industry,
the fate of the telecom provider brands is not entirely
in their hands. The US government is challenging
ATET's plans to acquire Time Warner.
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Cross Category Trends

CATEGORY TRANSFORMATION

From retail to “New Retail”

From oil and gas cos. brand ecosystems...

to energy brands The term New Retail, devised by Alibaba CEO

Jack Ma, describes how the interaction of

buyer and seller has evolved into a complex

integration of data-enriched online and offline
networks linked with sophisticated

The oil and gas category struggled against
time. The world's consumption of carbon fuel
is expected to peak in around
2035 and then decline. That is a

; ; ; ; : logistics that together form an
short pe_nod time for industrial Oll 8 Gas - . ecosystem in which the retailer can
cormpanies that regularly place From cola drinks Retall anticipate the customer’s needs
it:?e?]zi?/gciglnbe-té?rg Zs(::t-.water to soft drinks brands and fulfill them quickly, accurately,
drilling p’rojec?(s The majgr integrated companies and consistently with pick-up or
shifted their focus to gas, to serve the world's Cok_e and P(_apsi share the same challenge. . dellvgry options. The large.st mass
immediate energy needs with a cleaner energy Their established fans love the soda but retailers best illustrated this integration. The

; ; ; ; : ink i [ e-commerce giants Alibaba, JD.com, and
option, and they investigated alternative energies. g”nk it le;s. ﬁ‘:}w fans are Q?Vd t‘; acquire Amazon ac u?red Chains of physical stores
Ultimately, these brands will continue to shift from ecause health concerns dissuade young g =S
oil and gas companies to energy brands. people from sampling the drinks. Both Coca- Walmart, with over 11,000 stores worldwide,

Cola and PepsiCo are pursing variations on acquired an e-commerce retailer and
From carmakers a similar strategy: promote and leverage dropped the word stores from its name.
HF the master brand as an
to mOblllty brands umbrella protecting new
brand shoots. Coca- .
The end of carbon and the _ Cola promises a drink for Soft Drinks
define the future for carmakers. offeri, drirl1ks and sgack
D t o er-facing retail business immediate consumer needs but they are stretching it, particularly with and offline, retailers have greater insight
%V\éns ream. consumer Ing retart busi . while breparing for a future healthier alternatives like waters and teas. into the shopping behavior anywhere

WId (eZC)Z(Emel g rYtW_OVG ﬂtelCGSSté};ytLeVEr;U\eNT“Otirlfe, Ca rs that wzs r?ot bﬁ]qar —cars or Similar to the car brands, the soft drink along the circuitous path to purchase. This

ana, xptoration, at (eas €U, axe v y brands face the challenge of understanding phenomenon challenges product brands

place closer to consumers who will have a mobility—but rather some L ) . "

loud icei ing licenses to operate still-unknown combination and satisfying the contradictory sentiments of that usually have less detailed shopper data.

oudervoice In approving P ’ Adding to the combplexity. was ’ human beings. We profess to want healthier Opportunities to engage with customers
the disgconnect betSveenyéhe cars ingredients, but often drink beverages with should appear as retail evolves and stores
consumers desired. SUVs and sugar or artificial ingredients, similar to the become smaller, more experiential, and
lower-emission car’s neec'ied to way we want a healthier environment, but sometimes pop-ups. Brands need to
protect the planet often drive carbon-burning SUVs. find these opportunities for face-to-face
' consumer engagement.

BRANMMELIQAIIQN_S The soft drinks market is moving to healthier

consumption, primarily for two reasons:
Most car brands deliver a combination the preferences and concerns of younger
of benefits: utility (Getting from Point A people; and the rapidly changing regulatory
to Point B) and experience (enjoying the environment promulgated by their parents’
driving journey from Point A to Point B). generation. As cola consumption continues
Prospective mobility solutions will need to decline, the brands have one major
to deliver combinations of both benefits. strength—their powerful brand equity. The

consumer's predisposition to select the

brand provides time to evolve the business.
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Takeaways

Broaden communication

Brand building spans every consumer touch point
from initial awareness to engagement, transaction,
and ongoing conversation. Advertising remains a
critical part of this consumer-brand relationship.
But today, communication needs to match the
needs of a more complex relationship. Brands—
especially those with vast ecosystems—are
engaging in social media with live streaming

and other brand expressions that connect the
consumer to the brand anywhere—before, after,
and along the winding path to purchase.

S action points for
building and sustaining
valuable brands

Develop the

Look East for inspiration brand ecosystem

Build Meaningful
A brand ecosystem is the industrial Difference
conglomerate updated for the

digital age. It is a network in which

Traditional test markets may not best
capture the needs and expectations of

today's consumer. The place to stress test In a world where consumers will

Invest in long-term
brand growth

This year's record rise in the value of
the BrandZ™ Top 100 Most Valuable
Global Brands validated this key
point. Brands that deliver consistent
Meaningfully Different products
and experiences, and effectively

communicate about them, grow faster

in value, provide greater return to
shareholders, and are better able to
navigate the inevitable marketplace
disruptions. The list of disruptors is
long and often technology-related.
It includes the disintermediation of
brands by voice assistants as well as
challenges from the proliferation of
new brands on the internet.

products is Shanghai and other Chinese
cities where consumer expectations

are high because brand ecosystems

are so much more developed. Chinese
consumers expect to shop, pay bills, order
taxis, view entertainment, and engage in
myriad other activities, seamlessly and with
minimal friction, using their smartphones.
Brand builders looking to the West to
understand the future of consumer
behavior and customer experience are
looking in the wrong direction.

a brand connects with multiple
aspects of peoples’ lives. Each
interaction adds data that informs
subsequent interactions. In the
industrial age, the effect would be
called synergistic. In the digital age,
every action adds data and insight
to the brand’s understanding of

its individual customer. Ultimately,
individuals rather than demographic
segments, populate the ecosystem.
Scale is great. But the possibility

of interacting with customers at
multiple points and serving multiple
needs does not require vast scale.

have many purchase decisions

made for them by algorithms, it is
important to give consumers reasons
to proactively consider and choose a
brand. The brand needs to stand out,
but it needs to be salient for a reason.
It needs to have a purpose that meets
consumer needs in relevant ways
that go beyond a functional benefit
to form an emotional connection.
And it needs to be distinctive.

These qualities do not guarantee

that consumer will ultimately select
the brand—a lot of competitive
promotional activity happens on

the way to the sale. But Meaningful
Difference makes it much more likely
that a brand will be considered.
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BrandZ™ Top 100 Most

Brand Value

Brand Value Brand % Change Rank Country

Brand Category 2018 $Mil. Contribution 2018 vs. 2017 Change of Origin

1 Go gle Technology 302,063 4 +23% 0 e
2 " Technology 300,595 4 +28% 0 &=
s amazon Retail 207,594 4 +49% R =
4 =. Microsoft Technology 200,987 4 +40% -1 &=
5 Tencentiim Technology 178,990 5 +65% 3 ®
6 facebook Technology 162,106 4 +25% -1 &=
7 VISA Payments 145,611 5 +31% o &
8 McDonald's Fast Food 126,044 4 +29% 2 &
9 E28REERRC Retail 113,401 3 +92% 5 @
10 Telecom Providers 106,698 3 7% -4 %
11 ' Technology 96,269 4 -6% -2 §
12 verizon\/ Telecom Providers 84,897 3 -5% -1 %
13 m Tobacco 81,914 3 -6% S —
1 (beotzly Soft Drinks 79,964 5 % 1 &
15 Payments 70,872 4 +42% 5 &
16 Logistics 60,412 5 +4% 0 %
17 Technology 55,366 3 +23% 4 e
18 Regional Banks 54,952 3 -6% 3 &
19 Entertainment 53,833 5 +3% -1 %
20 By Retail 47,229 3 +17% N
21 G LEED Telecom Providers 46,349 4 18% -4 @
22 ICBC @ $EIFRT Regional Banks 45,853 2 +45% 6 @
23 % Fast Food 44,503 4 +1% 1 &
24 xfinrty Telecom Providers 43,056 3 +3% S
25 T = Telecom Providers 41,499 3 +8% 0 e

Source: BrandZ™ / Kantar Millward Brown (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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Valuable Global Brands 2018

Brand Value

Brand Value Brand % Change Rank Country

Brand Category 2018 $Mil. Contribution 2018 vs. 2017 Change of Origin

26 E Luxury 41,138 5 +41% 3 0
27 Spectrum» Telecom Providers 39,372 2 NEW %
28 Conglomerate 39,041 2 -22% -9 é
29 b Apparel 38,479 4 +13% 3 &
30 P PayPal Payments 35,440 5 +85% 22 &
31 Walmart Retail 34,002 2 +22% o &
32 aecenture Technology 33,723 3 +24% 0o &
33 SAMSUNG Technology 32,191 4 +34% 4 (&
34 % Alcohol 32,113 4 +89% 30 @
35 % Payments 30,046 4 +24% 1 §
36 (O TOYOTA Cars 29,987 4 +5% -6 0
37 o vodqfone Telecom Providers 28,860 3 -9% -10 %I,%
38 @ Technology 28,316 2 +29% 6 &£
39 Hg'ﬁﬁgs Luxury 28,063 5 +20% 2 0
a0 L Beer 27,031 4 0% 7 &
41 BaiNEE Technology 26,861 5 4% 2 @
2 ZARA Apparel 26,860 3 +7% 8 Q
43 g:l'r?é'/z\% Insurance 26,141 3 +51% 18 °
a2 LOREAL Personal Care 26,107 4 9% 6 ()
45 ORACLE Technology 25,802 2 +21% I —
46 @ Mercedes-Ben? Cars 25,684 5 +9% 6 @
47 @ Cars 25,624 4 +4%  -12
a8 VL HUAWEI Technology 24,922 3 +22% 1 @
20 G DEBBERGT Regional Banks 23,747 2 +27% 5 @
50 HSBC <> Global Banks 23,633 3 +15% 2 g

The Brand Value of Coca-Cola includes Lights, Diets and Zero

The Brand Value of Budweiser includes Bud Light
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BrandZ™ Top 100 Most

Brand Value

Brand Value Brand % Change Rank Country

Brand Category 2018 $Mil. Contribution 2018 vs. 2017 Change of Origin

st (20 YouTube Technology 22,958 4 +37% 14 &
52 N8 Regional Banks 22,924 4 8% 5 @
53 M movistar Telecom Providers 22,824 3 +4% -10 (:
s2a GUCCI Luxury 22,442 5 +66% 26 ()
55 @ NTT Telecom Providers 22,377 3 +11% -5 (o
s« FadEx. Logistics 22,218 5 14y 5 &
57 "c||'s' élc;f Technology 21,331 2 +28% 9 e
58 Cﬁ\l Global Banks 21,258 2 +21% 1 &
59 %5 D.COM Retail 20,933 3 +94% NEW (-]
[V} HDFC BANK | Regional Banks 20,874 4 +22% 3 wn
61 NETFLIX Entertainment 20,819 3 73% 31 &
62 —mEEsS Logistics 20,568 4 +30% 8 o
63 @ Oil & Gas 20,264 1 +10% -6 &
64 Dampers Baby Care 20,183 5 -10%  -22 =
65 Telecom Providers 19,647 3 +14% -3 (}
G D Regional Banks 19,628 3 +6% 10 ()
67 CHASE Regional Banks 19,324 3 +35% 6 &=
68 CommonwealthBark < p Regional Banks 19,286 3 1% -8 @
6o (§) HERMRE Regional Banks 19,141 2 +28% 3 @
70 WAy Fast Food 18,766 4 14%  -25 &=
71 Personal Care 18,516 5 w45 13 &
72 COSTCO Retail 18,265 3 2% -4 &
73 JPMorgan Global Banks 18,251 3 +29% 1 &
74  Ex¢onMobil Oil & Gas 18,222 1 3% 19 &
75 J\\ Adobe Technology 17,831 3 +53% 23 &

Source: BrandZ™ / Kantar Millward Brown (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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Valuable Global Brands 2018

Brand Value

Brand Value Brand % Change Rank Country

Brand Category 2018 $Mil. Contribution 2018 vs. 2017 Change of Origin

76 [imERy Retail 17,481 3 8% 23 (B
77 BankofAmerica"\/\/ Regional Banks 17,439 2 +42% 10 %
78 Technology 17,026 3 +39% 2 &
79 REA S Insurance 16,429 3 +18% -1 ®
80 EEbanko Regional Banks 16,278 3 +7% -9 =
s1 UBER Transport 16,045 3 NEW &
s2 SIEMENS Conglomerate 15,965 2 +14% -5 o
83 Linked[T}] Technology 15,657 5 +15% 4 &
sa (@) Y2iktr Regional Banks 15,607 2 30% 10 @
85 Gi’leh Personal Care 15,358 5 -6% -18 5
86 Q{}E B Insurance 15,131 3 +29% 1 @
87 KFC Fast Food 15,131 4 2% 6 &
88 ebay Retail 14,829 3 +20% 2 &
89 @ Technology 14,797 3 NEW =
90 (i) SF Express Logistics 14,537 4 NEW (-]
91 Instagram Technology 14,496 5 NEW g
92 m Regional Banks 14,465 3 +3% -17 @
93 E Retail 13,785 3 +12% 4 M
94 BTQ Telecom Providers 13,604 3 -15% -25 %I%
95 m Retail 13,111 3 2% 13 &
96 Cars 12,742 3 2% 13 &
97 HONDA Cars 12,695 4 +4% 6 (o
98 @ OeEsi Soft Drinks 12,685 4 0% -14 &
99 BCA Regional Banks 12,674 4 NEW -
100 aa\d\as. Apparel 12,456 4 +50% NEW )

The Brand Value of Pepsiincludes Diets
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BrandZ™ Analysis

TOP 20 RISERS

Chinese brands lead

BrandZ™ Top 100 Most Valuable Global Brands 2018

DEES
PING AN @)

ICBC
Tencent Bifi, warass
‘@ KEERR

€l

CPIC Alibaba Group

sharp growth in value

All brands demonstrate strategic use of tech

One word—China—sums up the stellar
performance of the Top 20 Risers, the
brands that appreciated most in value
year-on-year. Chinese retailers JD.com
and Alibaba led the ranking with
increases of 94 percent and 92 percent,
respectively, followed by Moutai, the
Chinese baijiu, a traditional white
alcohol, which rose 89 percent. Around
a third of the Top Risers were Chinese,
and all the brands demonstrated
similar brand-building characteristics—
anticipating consumer needs and
strategically adopting technology to
meet them. Every Top Riser brand
increased at least 40 percent in value. A
year ago, the threshold was 20 percent.

JD.com and Alibaba reinvented the
retail category, transforming it into a
phenomenon Alibaba CEO Jack Ma
calls New Retail. The term describes
elaborate ecosystems that rapidly
provide wide ranges of goods and
services by combining extensive use
of customer data with e-commerce
and physical shopping sites, mobile
payment options, and seamless supply
channel and delivery logistics.
JD.com and Alibaba invested heavily

in developing these ecosystems.

Most significantly, both brands made
acquisitions to expand in the physical
world and complement their presence
online, where both brands originated.
JD.com has a partnership with Walmart
and the Chinese supermarket chain
Yonghui. Alibaba acquired a recently-
launched grocery chain named Hema
Xiansheng. Alibaba also purchased a
major stake in Sun Art Retail Group, a
hypermarket company that operates
Auchan and RT-mark stores in China.
And Alibaba has an association with
Suning the home electronics and
general merchandise chain.

Along with enhancing the customer
experience, these partnerships yield
data to increase understanding of the
consumer'’s shopping behavior. In
addition, JD.com enhanced its trove of
consumer data through partnerships
with several leading Chinese online
brands, including Tencent, the online
portal and China’s most valuable
brand. JD.com and Tencent bought a
major stake in a Chinese website called
Vipshop.com, primarily to challenge
Alibaba.

Alibaba has been growing its diverse
business, which include cloud
computing as well as retail, at around
50 percent annually. It is a unique
phenomenon, whose impact is best
demonstrated by the results of Singles
Day, a Chinese fall holiday that Alibaba
expanded into a one-day shopping
event that, in 2017, generated $25.3
billion, a 39 percent rise over the prior
year. The annual active consumers on
Alibaba’s retail marketplaces, including
Tmall, reached 515 million at the end
of 2017.

Chinese brands dominate

Tencent entered retail with a pop-
up, self-service store in Shanghai,
where no employees are present,
and all transactions take place using
mobile devices. Although this pop-
up experiment is not at the heart of
Tencent's strategy, it illustrates the
brand’s innovative culture and ability
to keep pace with—and even lead—the
rapid changes in Chinese consumer
life. Tencent added more content,
including video and gaming, to its
platform.

38

It invested in artificial Intelligence to
enhance its ability to analyze the vast
amount of data it harvests from all

its products, especially WeChat, the
ubiquitous social media platform that
reached 1 billion monthly active users.
Used for texting, entertainment, and
other functions, WeChat is center of
Tencent's digital ecosystem. Tencent's
ad business increased almost 50
percent. To increase its influence
outside of China, Tencent purchased
significant financial stakes in Western
brands, including Snap and Tesla.

In a similar way, the steep value
increase of Moutai, the baijiu brand,
demonstrates the brand'’s ability to
understand and meet the needs of
Chinese consumers. After several
difficult years because of government
limits on official entertaining and
gifting, sales of baijiu surged, and
Moutai was well positioned because
of the brand’s premium stature and
efforts to broaden its reach. Revenue
of Kweichow Moutai Company Ltd.
increased almost 60 percent during
the first three quarters of 2017, and its
share price reached a record high. That
increase elevated Kweichow Moutai

PR

Company Ltd. to the world's highest-
valued liquor company, ahead of
Diageo, the UK-based maker of brands
such as Johnny Walker.

ICBC, Industrial and Commercial Bank
of China, reported strong profits,
driven primarily by higher net interest
income resulting from improved
margins and strong economic growth.
The bank financed infrastructure
construction, poverty reduction, and
small businesses. Strong product
sales and improved investment

results boosted the profits of China’s
publicly-listed insurance companies.
A recent investment in HSBC made
Ping An the global bank’s second-
largest shareholder. CPIC announced
that it would alter its investment
strategy to serve the national agenda
by channeling funds to utilities and
infrastructure projects.

Luxury and apparel

Strength in China helped drive brand
value across several categories,
including luxury and personal care.
Especially active in China, Dior
promoted its fine jewelry collection

*+ JD.COM

with a design point of view, an example
of expressing the trend toward
playfulness, even at the high end.
Shiseido, the Japanese personal care
brand, focused on developing its digital
strength and prestige image in China.

With its vibrant patterns and colors,
Gucci continued to capture the
moment and influence both the
luxury and apparel categories with a
sensibility that fused exclusivity with
streetwear. Louis Vuitton attempted
to marry timelessness and trendiness.
It partnered with artist Jeff Koons,
who created a limited collection of
paintings—reproductions of some of
the great masters—that were printed
on Louis Vuitton handbags. The brand
continued its association with the
street brand Supreme. Adidas exactly
captured the streetwear trend in its
apparel and also connected with a
consumer desire for higher purpose,
selling around a million pairs of
shoes made from plastic reclaimed
from the ocean. Adidas continued to
excel at mass personalization. Tesla
combined environmentally responsible
technology with performance and
luxury.

39



2 < The Global Top 100 >

BrandZ™ Analysis

TOP 20 RISERS

Entertainment,
technology, and retail

Being on-trend extended into other
categories like entertainment, where
the ability of Netflix to offer desirable
entertainment, like its series The
Crown, drove an increase in the
number of subscribers, even as
subscription prices increased. Netflix
stock price appreciated almost 60
percent.

Amazon, which won several awards
for its original content, continued to
enter more businesses—most recently
it investigated banking—and influence
how people shop and live their lives.
In acquiring Whole Foods, Amazon
shook up the grocery industry and
gained a physical store presence

to complement its e-commerce
business. It opened is first Amazon

Go store, in Seattle, a grocery outlet
that changes the shopping experience
with all transactions recorded on the
customers smartphone, eliminating the
checkout, one of retail’s pain points.

With Alexa, Amazon maintained
leadership in personal assistants, and it
advanced its Dash button technology
for replenishing commodity products
by embedding a “Dash” chip in the

packaging of certain products.
Amazon expanded its range of
private-label products into furniture. It
entered healthcare in partnership with
Berkshire Hathaway and JP Morgan
Chase, and continued to expand
membership in Prime its subscription
loyalty program. Almost two-thirds of
US households are Prime members,
according to some estimates.
Amazon's web services, AWS,
dominated the B2B cloud business.

Adobe, which recognized the shift

to cloud computing early, continued

to benefit from its prescience, with

84 percent of revenue coming from
subscriptions to its cloud services, even
as some of its competitors struggled
with the shift from their traditional
business models to the cloud.

Financial services

PayPal added more services in an
effort to provide traditional banking
products and services The volume of
its Venmo peer-to-peer payment app
doubled, with $35 billion in payments
made. PayPal has extended or added
partnerships with credit card networks
and other tech firms. The stock more
than doubled during the past year.

PayPal extended its partnership

with Mastercard to global, making

it easier for Mastercard to be the
default payment option with PayPal.
Mastercard completed its acquisition
of Vocalink, a fintech company that
will enable Mastercard to expand into
areas of payment other than payment-
to-merchant, including peer-to-peer.

Bank of America, achieved a profit
level that matched the bank’s
performance prior to the global
financial crisis, in 2008, after which
financial penalties for regulatory
problems diminished profit. The banks
stock rose 60 percent, reaching its
highest level since the financial crisis.

With operations in 70 countries, Allianz
offered a wide portfolio of insurance
products, including property and
casualty, life, and health, as well as
corporate services. Along with buying
a stake in the fintech insurance brand
Lemonade, the company also acquired
businesses in North Africa, Nigeria,
and Saudi Arabia, and divested some
underperforming assets. These moves,
and strong business results, helped lift
market capitalization and brand value.

BrandZ™ Top 100 Most Valuable Global Brands 2018

TOP 20 RISERS

Brand Brand Brand Value Country

Value 2018 Value 2017 % Change of

Rank Brand Category $ Million S Million 2018 vs. 2017 Origin
1 = JD.COM Retail 20,933 10,768 +94% @
2 £ /ibaba Group Retail 113,401 59,127 +92% @
3 @ Alcohol 32,113 16,983 +89% @
4 P PayPal Payments 35,440 19,156 +85% &
5 N ETFLIX Entertainment 20,819 12,057 +73% &
6 GucCcCl Luxury 22,442 13,548 +66% ()
7 Tencent iR Technology 178,990 108,292 +65% @
8 T=5Lnrm Cars 9,415 5,876 +60% £
9 Dior Luxury 3,612 2,352 +54% ()
10 J4\ Adobe Technology 17831 11,649 +53% &
n  hEws Insurance 26,141 17,260 +51% @
12 aﬁ%\qg Apparel 12,456 8,296 +50% @@
13~ amazon Retail 207,594 139,286 +49% &
14 Allianz @ Insurance 9,424 6,356 +48% ‘/
15 ICBC @ PETIERIT Regional Banks 45,853 31,570 +45% @
16 ‘@ Zﬁ%ﬁﬁ%ﬂﬁ Insurance 6,134 4,247 +44% 0
17 JHIJEIDO Personal Care 3,827 2,691 +42% (@
18 Bankof America 2% Regional Banks 17,439 12,286 +42% &
19 @  moastercard Payments 70,872 49,928 +42% &
20 E Luxury 41,138 29,242 +41% ()

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
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JD.COM OUTSCORES OTHER BRANDS ON BRANDZ™ METRICS...

The Global Top 100 scored 120 in being Meaningfully Different. The Top 20 Risers scored 127,
and the Top 10 Risers scored 135. The No. 1 Top Riser, JD.com, scored 168. The same progression
follows for the other metrics, with JD.com scoring highest.

JD.com Qutscores Top Brands

.
) } = JD.COM Top 10 Top 20 All Top 100
Meanir Ingl Difference
7 Average Brand = 100
MEANINGFULLY DIFFERENT 168 135 127 120
D - - E - SHAKING THINGS UP 135 122 116 111
ISru p IOI l, Xperlel Ice BRAND EXPERIENCE 136 117 114 11

Source: BrandZ™ / Kantar Millward Brown

... AND STRONG BRANDZ™ SCORES CORRELATE WITH GROWING MARKET SHARE

In just three years, JD.com increased 42 points in Brand Power, which correlates with market share today, and it
increased 38 points in Potential, which signals strong future growth.

drive brand value rise

Brands that increase rapidly

On an index where 100 is average,

These initiatives have had measurable

in value are Meaningfully the BrandZ™ Top 100 scored 120 in impact. Over the past three years, BRAND 2015 2018 Change Top 100
Different, disruptive, Meaningfully Different, the Top 20 JD.com has.increased its scores in VALUE $7.649 Mil. $20,933 Mil. +174% +34%
d t tB d Risers scored 127, and JD.com scored BrandZ™ drivers of Brand Power,
an cr:ea €agreat bran 168. The same progression follows for or equity, including: Meaningful
Experience. These the other metrics, Shaking Things up (meeting needs in relevant ways), !
characteristics distinguish and Brand Experience, with JD.com Different (being distinctive from the PW 132 174 +42 -3
the Top 20 Risers, brands that scoring highest—by a wide margin. competition), and Salient (coming to POWER
increased most in value year- mind quickly). 2
. JD.com owns most of its logistics,
on-year, and they especiall 0
y lled th y esp fthy which gives it better control of the Consequently, JD.com increased 42 Pp 107 107 O
propetie . €success o € quality and authenticity of its product points in Brand Power score, which PRICE PREVILM
No. 1 Top Riser, JD.com. offering, making it Meaningfully correlates with current market share; 3
Different from its competitors. It is and it increased 38 points in Potential, Pt 106 144 +38 +2
moving into bricks and mortar retail which signals strong future growth. POTENTIAL
through partnerships with Walmart
and the supermarket chain Yonghui The key brand-building takeaways
and expanding rapidly and effectively from JD.com are: 5
into new markets in rural China— Me 114 175 +61 +1
Shaking Things Up. (1) strengthening the key BrandZ™ MEANINGFUL
metrics drives brand value 6
JD.com’s pioneering use of drones and positively impacts brand =
for delivery is particularly important performance in the marketplace; DI 132 160 +28 +2
to reaching lower tier markets, DIFFERENT
- where JD.com has also established a (2) exceptional brands can accomplish 7
' financing program. And in a unique these results quickly. Sa 03 151 +58 13
expression of Brand Experience, -
\ ; JD.com and can deliver luxury
products with white-gloved couriers. Source: BrandZ™ / Kantar Millward Brown
i
A
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NEWCOMERS

Eight brands from seven
categories enter Top 100

High brand value is matched by strong brand equity

Eight brands, from seven categories,
entered the BrandZ™ Global Top 100.
Half of the brands were from the US,
two were from China, and Germany
and Indonesia each had one brand
represented. Each of the brands was
technology-related or proficient in the
use of technology to differentiate the
brand. Brands rose in value because
of their individual circumstances

and initiatives. They shared in
common high scores in BrandZ™
measurements of brand equity. Here is
a summary of each Newcomer in the
order the brand ranks in the BrandZ™
Global Top 100.

Spectrum, a telecom provider, entered
the Top 100 at rank 27. It offered no-
contract packages of voice and data, a
competitive stance in the US. JD.com,
a leading Chinese retailer, and the
fastest-rising brand in the BrandZ™
Global 100, developed a large

and online and offline ecosystem,
differentiated from its many
competitors. Uber created car sharing,
disrupting the cars category and
influencing society’'s idea of mobility.
Despite sluggishness of the market

for laptops, a key company product,
HP emerged successfully from the
Hewlett Packard split into two entities.

The rapid rise of e-commerce in
China rationalized the logistics
business, and SF Express emerged

as the leader in size, with ambitious
global plans. Instagram became a
preferred social media platform for
sharing photos and messages. The
Indonesian Bank BCA served a wide
customer base with innovations like
its mobile app, called eBranch, and
social media communications. Adidas
perfectly caught the streetwear

trend that influenced the apparel and
luxury categories, and it succeeded in
generating excitement for the brand,
even in the US, which had been a
challenging market.

Strong brand equity

A key factor shared by all eight
newcomers is strong brand equity

in all its BrandZ™ components:
Power, a brand’s share of current
demand; Premium, a brand’s ability

to charge more than the competition;
and Potential, a prediction of future
demand. In Power, for example
brands that dropped from the Top 100
ranking scored 141, and brands that
remained scored 172. The Newcomers
scored 238. An average score is 100.

Meaningful Difference scores also
were significant. Being Meaningfully
Different (meeting consumer needs
in relevant and distinctive ways)
builds strong brand equity (Power,
Premium, and Potential). Meaningful
Different scores are increasing. In
2006, the BrandZ™ Global Top 100
scored 110 in being Meaningful
Different. That score has increased
to 120. Newcomers scored 120.
Dropout brands scored only 107. An
average score is 100.

There is a positive correlation
between high brand value and brand
equity. Achieving both high value
and strong equity requires brands

to be Meaningfully Different, which
becomes even more important in a
world where brands need to impress
consumers enough to circumvent
automatic algorithmic choices. The
Newcomer brands achieved strong
Meaningful Difference. Brands that
dropped from the BrandZ™ Global
Top 100 achieved strong Meaningful
Difference, too, but not strong
enough for today’s marketplace.

BrandZ™ Top 100 Most Valuable Global Brands 2018

NEWCOMERS ARE STRONG IN BRAND EQUITY...

The key factor all eight newcomers share in common is strong brand equity, in all
its aspects: Power, a brand’s share of current demand; Premium, a brand’s ability
to charge more than the competition; and Potential, prediction of future demand.

Brand Equity 2018 P 1 P 5 P 3
Average Brand = 100 POWER PRICE PREpMIUM POTENTIAL
NEW 238 113 127
REMAIN 172 105 110
DROPPED 141 102 98

Source: BrandZ™ / Kantar Millward Brown

...AND NEWCOMERS ARE MEANINGFULLY DIFFERENT

Newcomers also scored high in being Meaningfully Different, which builds strong
brand equity by meeting consumer needs in relevant and distinctive ways. Being
Meaningful Different has become more important for competing successfully,
and the threshold Meaningful Different score of Global Top 100 brands has
steadily increased.

Meaningful Difference

DROPPED REMAIN NEW

2006 Threshold

120
2018 Threshold

NEWCOMERS

# - Top 100 Rank

Spectrum»

Brand Value $39,372 Mil.
§ #27 Telecom Providers

=

"= JD.COM

Brand Value $20,933 Mil.
@59 Retail

UBER

Brand Value $16,045 Mil.
£ +g1 Transport

/

Brand Value $14,797 Mil.
€39 Technology

SF Express (i)

Brand Value $14,537 Mil.
® 90 Logistics

Brand Value $14,496 Mil.
€9 Technology

* BCA

Brand Value $12,674 Mil.
& +99 Regional Banks

a‘d%\c@

Brand Value $12,456 Mil.
= #100 Apparel

Instagram

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

Source: BrandZ™ / Kantar Millward Brown
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BRAND CONTRIBUTION

High Brand Contribution
drives volume, premium

And it adds stability in disruptive markets

Brand Contribution is the BrandZ™
metric that assesses the extent to
which brand alone, independent of
financial or market factors, drives
purchasing volume and enables a
brand to command a price premium.
Brands that score well in Brand
Contribution are viewed positively by
consumers.

High Brand Contribution can take time
to build, but it is a sustaining force.
Of this year's Brand Contribution Top
15, all but four appeared in the Brand
Contribution ranking a year ago. The
newcomers are Falabella, a Chile-
based Latin American department
store chain that entered the Retail
Top 20; Guinness, the global beer,
returning to the Brand Contribution
Top Risers after a brief absence;
PayPal, the payments brand; and the
logistics brand FedEx.

The No. 1 and No. 2 Brand
Contribution leaders—Pampers and
Coca-Cola—illustrate the impact

of strong Brand Contribution. Both
brands are experiencing ongoing
category pressure. In some markets,

including China, Pampers faces fierce
online competition from challengers
commoaditizing the diaper category.
Consumer health concerns continue
to impact Coca-Cola and the soft
drinks category. With strong Brand
Contribution, both brands gain time
to implement the long-term strategies
needed to confront these challenges.

Similar to last year, the beer and luxury
categories are well represented in the
Brand Contribution ranking, with six
brands and three brands, respectively.
Brands in both categories rely heavily
on the consumers’ perception of
value. And brands in both categories
invest in brand building and
communication. In addition to beer
and luxury, six other categories are
represented with one brand apiece:
baby care, soft drinks, personal care,
payments, logistics, and retail.

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.)

TOP 15 IN BRAND CONTRIBUTION

Brand Brand Brand Brand Value Country
Contribution  Value 2018  Value 2017 % Change of
Rank Brand Category Index $ Million $ Million 2018 vs. 2017 Origin
1 Qampers Baby Care 5 20183 22,312 10% &
2 (eatrly Soft Drinks 5 68,042 66,489 YA -
3 SKQL Beer 5 8263 8146 +1% @
4 ESTEE LAUDER Personal Care 5 5,436 4,215 +29% é
s GuUCCI Luxury 5 22,442 13,548 166% ()
R GRAHVA Beer 5 4,478 4385 +2% @
7 YHEINEKEN Beer 5 11,884 10,878 +9% (-
8 Retail 5 5373  NEW NEW -
9 HE‘&EES Luxury 5 28,063 23416 +20% ()
10 (orona Beer 5 8292 8119 2% )
11 BURBERRY Luxury 5 4,483 4,285 +5% &k
12 Beer 5 10928 9949 +10% ()
13\ J GUINNESS Beer 5 4144 4,080 +2% ()
12 | payPal Payments 5 35440 19156 +85% &
15 FedEx. Logistics 5 22,218 19,441 +14% &

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
Brand contribution measures the influence of brand alone on financial value, on a scale of 1 to 5, 5 highest
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BRAND IMPRINT
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Martin Guerrieria

Global BrandZ™ Research Director

Kantar Millward Brown
Martin.Guerrieria@kantarmillwardbrown.com

New metric helps brands

build equity and value

Brand Imprint Index measures collective
impact of brand assets on consumers

We should count ourselves
fortunate to live in an age of plenty
where we are presented with such

a plethora of choice in all aspects

of our daily lives. Our opportunities
to pick, choose and “personalize”
these choices are seemingly
proceeding forever skyward—there's
truly never been a better time to

be a consumer! That said, however
plentiful “consumerland” may be,
these are challenging times for
brand building for the same reasons.

Brands must work ever harder
against the competition to truly
stand apart and be noticed, while
ideally conveying why they are the
right choice at a given moment.
The language of instant recognition
and meaning is vital for brands of all
categories and ages to understand,
embrace, and mobilize to their
advantage.

So how can brands gain an edge and
maximize their “mental availability”—
their ability to come readily to mind
at the point at which a purchase
decision is being made? One way is

to provide consumers with simple
mental shortcuts to cue the brand

and activate associated memories that
relate to brand experience.

These “brand assets” that help brands
come readily to mind include, but are
not limited to: slogans, colors, logos,
fonts, physical cues (packaging, shape
of product), characters, celebrity
associations, and other imagery.

Kantar Millward Brown and BrandZ™
have developed a methodology and
framework for quantifying the strength
of these assets, to understand which

48

are most evocative of their brand and
how this compares to competitors.
We call the collective strength of

these assets the brand’s Brand Imprint,

with the best acting as a seamless
echo chamber of instant branding
and message reinforcement, exerting
influence at key moments of decision
making.

Building equity and value

The best Brand Imprints rely on cueing
the brand via our inbuilt “System 1" of
instant and intuitive recognition, which
involves fast, habitual decision making,
rather than invoking slower and more

reflective thought via “System 2,
where the additional time needed for
consideration may ultimately lead to

a different decision. Incoherent and
incongruous Brand Imprints may serve
to confuse consumers or simply miss
out on this increasingly important
opportunity.

Our extensive study comprised a total
of 10,565 consumer interviews across
28 categories and eight markets,
covering 228 brands and 1,390
de-branded assets. The approach
deployed a unique neuroscience-
based methodology to gather data
on asset performance, but also to

collect equity data in parallel, in line
with BrandZ™'s long-established
and proven framework. Brand assets
were tested in the relevant home
market of each brand versus relevant
competitors.

A key outcome is a one-number
summary of the overall strength of
each brand’s Brand Imprint, the Brand
Imprint Index (BIl), in which an Imprint
of average strength scores 100. And
here’s the critical takeaway: The
stronger a brand’s Bll, the stronger its
Power score (the strength of a brand’s
equity in the mind of the consumer)
and the more likely it is to grow in value.

49



2 < The Global Top 100 >

BrandZ™ Analysis

BRAND IMPRINT

So how is a brand’s equity boosted by
strong brand assets? BrandZ™'s equity
framework includes three elements:
Meaningful (meeting consumer

needs in ways that are relevant to
cultivate emotional attachment),
Difference (being distinctive from the
competition) and Salience (coming to
mind easily at the time of purchase).

Strong brand assets exert a clear
influence on Salience, amplifying a
brand’s Meaningful Difference and
increasing the likelihood to grow
value. Brands with a High Bll have on
average a 52 percent higher Salience
score.

Investing in assets

One mechanism for achieving high
Salience is boosting the strength of
the brand’s advertising. Brands with

a High BIl more than double their
advertising strength versus those with
a low score.

Kantar Millward Brown data proves
that the single best predictor of an
ad’s in-market sales effect is branding.
A highly-engaging creative with poor
branding will not boost the ease with

which a brand comes to mind and
will not improve consumer motivation
enough to deliver value growth.

Consumers will often only partially
engage with a TV or digital narrative,
meaning there is a clear need to brand
before disengagement occurs. Easily
recognizable brand assets, which
require little or no effort to register
with consumers, offer an incredibly
powerful and effective way to do this.

However, this Salience boost is not
limited to advertising impact alone;
rather those brands able to build a
varied suite of assets through their
advertising, packaging, and brand
experience will be best placed to
activate them at various touchpoints
as part of a virtuous circle of increased
salience.

Overall, it seems clear that investing
the time and budgets needed to
establish intuitive brand assets can
prove to be a very worthwhile exercise
as a way to maximize a brand'’s

impact on decision making. In the
increasingly important language of
instant recognition and meaning, how
eloquent is your Brand Imprint?
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BRAND IMPRINT

The 3Cs
of a Strong
Brand Imprint

Clarity

Clarity requires simple, clean,
uncomplicated, connected use
of color, design, and phrasing.
Strong Brand Imprints often
employ a distinctive color
palette to connect, amplify,
and build a unique and
instantly recognizable identity.

Consistency

Consistently deploy brand assets
over time, across channels and
products—drawing on heritage
where relevant. Think exposure,
exposure, exposure at all touch
points and opportunities to
embed assets and reinforce
recognition.

Communication

Reinforce relevant brand
purpose, principles and
messaging. Think of your assets
as potential mini opportunities
to invoke reminders of key
messages to maximize influence
at points of decision making.

STRONGER BRAND IMPRINT EQUATES
WITH HIGHER VALUE...

There is a positive correlation between a brand’s Brand Imprint Index
score and its value, indicating that improving a brand’s Bll is likely to
contribute to increasing its value.

Brand Imprint/Brand Value

Average Brand Imprint Score = 100

Brand Imprint

Value

Middle Third

Brand Imprint

89

Value

$881 Bil.

Bottom Third

Top Third
(99 brands with Brand Imprint and Brand Valuation data)

Source: BrandZ™ / Kantar Millward Brown

...AND STRONGER BRAND IMPRINT EQUATES
WITH FASTER VALUE GROWTH

Brands with high Brand Imprint Index scores grow value faster. Based
on the performance of a group of BrandZ™ Global Top 100 brands over
twelve years, brands with high Bll scores increased 213 percent in value,
while low-scoring brands increased 99 percent.

Brand Imprint /Value Growth
Top Half

Bottom Half

Brand Imprint

93

12-Year Brand
Value Change

+99%

The same 58 brands with Brand Imprint and Brand Valuation data in both 2006 and 2018
Source: BrandZ™ / Kantar Millward Brown

52

BrandZ™ Top 100 Most Valuable Global Brands 2018

IMPRINT SCORES VARY BY CATEGORY..

Generally, categories associated with short-term decision making were more likely
to contain brands with stronger assets than those involving longer-term decisions.

Category/Brand Imprint

©

[

i )

—J

LR
o — | ]

@

Fast Food Soft Drinks Leisure Online Sharing/ Consumer Tobacco Sports Goods
Attractions News & Search Electronics
144 132 118 111 107 107 106
2 9O @
= i
Electrical Telecom Grocery Stores Beauty Banking Info & Search Beer
Retailers Providers

104 100 97

96

96 926

95

= &N W

Couriers Filling Payment
Stations Networks

92 o1 91

Source: BrandZ™ / Kantar Millward Brown

- (—
(oJumm )
=1 O U
Digital TV Cars

87 86

S R

Technology Durables
Providers
73 71

éﬁ%

Luxury Cars

71

...AND IMPACT VARIES BY ASSET TYPE

Typically, shapes and patterns, logos and packaging cues were much more
evocative of a brand than slogans, celebrity endorsements, or sponsorships.

Asset Genre Average Asset Score

Asset Genre

Average Asset Score

Shapes and patterns 124 Interface o8
Logos 123 Colors 92
Founders 111 Stores 92
Fonts 110 Advertising elements 88
Packaging 109 Celebrities 87
Characters 102 Slogans 85
Product cues 100 Sponsorship 77

Source: BrandZ™ / Kantar Millward Brown
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CHINA

Total Value of Chinese Brands in the BrandZ™ Global Top 100

BRANDZ™ TOP 10 BRAND IMPRINTS $605 O Bll

These BrandZ™ Global Top 50 brands score highest in the BrandZ™ Brand Imprint Index (BIl), which combines all
brand assets into one summary score. The range of sectors—technology, services, FMCG, and retail—demonstrates that
establishing strong assets is possible and advantageous in any category. A Brand Imprint of average strength scores 100.

Brand Country
Rank  Brand Category Imprint Score  of Origin
1 Samsung Consumer Electronics 140 (o}
2 Disney Leisure Attractions 128 &€
3 Google Information, News & Search 122 L=
4 Facebook Online Sharing & Networking 121 %
5 Budweiser Beer 120 “=
6 Ping An Insurance 119 @
7 Marlboro Tobacco 119 €
8 American Express Payment Networks 117 %
9 Amazon Electrical Retailers 111 &
10 Walmart Electrical Retailers 111 L=
Source: BrandZ™ / Kantar Millward Brown
BRANDZ™ TOP 10 ASSETS

These BrandZ™ Global Top 50 brands had the highest scoring individual assets. The assets reflects that patterns, logos
and shapes, combined with distinctive colors tend to be most immediately linked to brands. The famous Apple logo
leads the way with its unique and stylized direct cue to the brand name. An asset of average strength scores 100.

Brand Country

Asset of
Rank Brand Asset Brand Category Score Origin
1 C/S Apple Consumer Electronics 164 &=
2 fé‘ Maotai Alcohol 161 ®
3 ' Samsung Consumer Electronics 159 o}
~~ Information,
4 < Google News & Search 158 é
5 @ Mercedes-Benz Cars 156 -
6 V Nike Sports Goods 156 €
7 Xfinity Telecom Providers 155 &€
Industrial & Commercial .
8 Eg Bank of China Banking 155 @
9 . Deutsche Telekom Telecom Providers 154 -
>
10 S ATST Telecom Providers 153 =

Source: BrandZ™ / Kantar Millward Brown

54




Disruption
and Change

BUSINESS-TO-BUSINESS

DISRUPTION

THOUGHT LEADERSHIP

Disruption
by Uri Baruchin
Strategy Partner
Superunion

Blockchain

by Bediz Eker

Group Strategy Director
Y&R

THE FUTURE OF BRANDS

THOUGHT LEADERSHIP

Paradox of Digital
by J. Walker Smith
Chief Knowledge Officer, Brand & Marketing
Kantar Consulting

Experience

by Doreen Wang

Global Head of BrandZ™
Kantar Millward Brown




3 < Disruption and Change > BrandZ™ Top 100 Most Valuable Global Brands 2018

TOP 20 B2B
Brand Brand Brand Value Country
Value 2018 Value 2017 % Change of
INSIGHT Rank  Brand Category $ Million $ Million 2018 vs. 2017 Origin
Emotion .
B Microsoft Technology 200,987 143,222 =
T=E Technology 96,269 102,088 &
. . . @ Logistics 60,412 58,275 %
Brand transformations gain traction SARg -
It is important for the B2B 4 Technology 55,366 45194 ot
E’ga”ds o ”t”hderSta”d tt?.at Regional Banks 54,952 58,424 &
Many of the B2B technology brands boeurgel’?tsics):'t oef)t/e?ﬂr?/v%eat Itr;\gey
have substantially transformed their e Conglomerate 39,041 50,208
business models to cloud-based sell, because thats fairly ’ %
: . : interchangeable with the other >
operations. The increasing number brands, it's who they are and accenture Technology 33,723 27,243 %
of partnerships between B2B and how they operate that will set /_7
business-to-consumer technology them apart. That's because (intel Technology 28,316 21,919 %
brands has increased expertise and B2B buying is emotional as well
customer access on both sides of the as rational. It can be divided ORACLE Technology 25,802 21,359 g
increasingly porous B2B-B2C divide. into four steps. You identify h
the need, short-list suppliers, g'é HUAWEI Technology 24,922 20,388 @
A decade after the financial crisis, compare quotes, and make a
global banks have emerged, finally, dect|t5|on.t.|denlt|.fy|ng rleecti Ls HSBC <» Global Banks 25,633 20,536 é‘%
: retty rational, in contrast to
fromlt:'e OVirha”g o;ﬁ?es a”dl - B2C. But a lot of emotional FedEx. Logistics 22,218 19,441 €=
regulatory ¢ angeg . ro”g globa values come in when you create
ecorlomy and proﬁtgblg pu5|nesses a short list and decide on the 'é:llls'élc;. Technology 21,331 16,725 %
serving h|gh—wealth |Ind|V|(.juals ranking. You consider your o
helped drive strong financial results, experience with the brands and citi Global Banks 21,258 17,580 &
as brands also built awareness among how the brands communicate in
The B2B ranking includes the highest- g ngw generation o.f customers.morg their marketing and advert.lsmg. _EIENS Logistics 20,568 15,844 e
) inclined to turn to fintechs for financial And when you get to the final
value brands in the BrandZ™ Global . . o . )
service needs. decision, it's very emotional— Oil & Gas 20,264 18,346 *
Top 100 that generate over half of you are putting your reputation
theirrevenues from business clients. The rise of the logistics brands was on the line with your decision. JPMorgan Global Banks 18,251 14,129 &
Half of the B2B Top 20 are technology .,
brands, four are banks, and three one more example of the "Amazon E’k Mobil =
' ' " whi oniviobl Oil & Gas 18,222 18,727
brands added to the BrandZ™ global E::e(;t’or\izgli:ljce:ﬁjsae'sdarzzgﬁenging Robert Swartz =
Ki thi in the logisti . Strategy Director
Lzrt]emc?r Ilzézzri:;;il:woeBzglfrfszo and disruptive force. In contrast, the MediaCom . h‘ Adobe Technology 17851 11,649 %
gory- i L P logistics category benefited from the Robert Swartz@mediacom.com
brands are in the oil and gas category Technology 17.026 12,234 &=

and one is a conglomerate.

increase in package delivery driven

by e-commerce. Amazon'’s test of its
own delivery system portends future
logistics category disruption, however.

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
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INSIGHT
B2C

The B2B brands have a harder
time reaping the benefits of
dashboard type digital solutions
because they don't have one
particular user in mind. The
user is a company with multiple
individuals using the product.
Consequently, the brands move
in a cycle where they move
toward more digital solutions
and dashboard-type behavior,
and then shift back to B2B
model, which is based on long-
term relationships and trust.

Valeria Balaro

UK Marketing Director
Kantar
Valeria.Balaro@kantar.com

KANTAR

After three years of cost cutting by

oil and gas brands, profits flowed at

a lower price-per-barrel of oil and
profits increased for some brands
when oil prices rebounded from
historic lows. The shift from oil to gas,
and the challenge of hydraulic fracking
in the US, created new disruptions and
costs, and a need to strengthen the
image of these B2B brands among
consumers.

Adjusting to change has been
challenging for B2B brands, which
operate in a more complex world than
B2C brands, often selling solutions
rather than products. In oil and gas,
smaller and more agile companies
provided cheaper exploration and
production services. Technology
leaders with businesses based on
extensive, long-term customer
relationships, encountered smaller
disruptive brands able to provide
narrow, cloud-based, lower-cost
solutions.

Microsoft illustrated the ability to
successfully navigate these changes,
having opened the company to
collaboration with other brands and
developed a cloud storage business,
now second in size only to Amazon’s.
Microsoft was among the fastest-rising
B2B brands, with value increasing

40 percent. Adobe led in B2B value

INSIGHT
Branding

B2B marketing increasingly
looks to B2C for inspiration

and that is the best thing that
can happen to it. So much

B2B marketing, even from
leaders in their sectors, is so
dull and generic. Why? This is
the gravitational pull of B2B's
marketing—business people
talking to business people.

The paradigmatic difference
between B2C and B2B
marketing is the relationship

of brand and audience. In B2C
marketing, the customers are

a mystery to be solved. In B2B
marketing, the customer needs
are in a request for proposal
(RFP). Often, at top of the sector
are those who learned to “tick
the boxes” best. Their entire
evolution is a training program
in being similar. No wonder B2B
leader-sets are often both rigid
and nearly indistinguishable.

| call this trope, “"the leader’s
lament.” What gets you to

the top, stops differentiating
you at the top. You may try to
differentiate, but your entire
organization has evolved to tick
boxes, so stakeholders dilute

it to death. The gravitational
pull is too hard. This powerful
pattern is the most common
challenge faced by marketing
leaders in B2B organizations.
Identifying the pattern is a start.
Never give up.

Uri Baruchin

Strategy Partner

Superunion
Uri.Baruchin@superunion.com

supernion
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increase, rising 53 percent, with cloud
subscription services producing the
vast majority of revenue. Salesforce
rose 39 percent, as it continued to
expand its cloud-based services and
partnered with Google.

Change has been especially
challenging for the large scale,
heritage B2B brands, such as IBM in
technology and ExxonMobil in oil and
gas, both of which have progressed
through category disruption. GE, a
126-year-old brand, and the only
conglomerate ranked in the BrandZ™
Global Top 20, was in the midst of a
major restructuring.

Over the past 12 years, B2C
technology brands increased 568
percent in value, compared with a
healthy but much lower 163 percent
increase for B2B technology brands.
However, the growth rate gap is
narrowing. And over the past year,
B2C technology brands increased
22 percentin value, and B2B brands
almost matched them, with a 19
percent increase.

The decision-making process
has changed as more millennial

generation workers move into
executive positions and bring different
values. To appeal to younger workers,
the requests for proposal (RFPs)
increasingly ask not only about
product and functional capabilities,
but also about purpose-related criteria
like sustainability and inclusion.

Responding to pressure from
customers, consumers, and
government regulators, B2B brands
have focused beyond the immediate
concerns of providing products

and solutions. They have adopted a
values-based approach to run their
businesses with policies governing
sustainability, supply chain ethics, and
other issues.

The B2B businesses have been
skilled at the rational part of the
sale—presenting what they do—

but sometimes less effective at
differentiating—explaining how they
operate. The B2C brands are better
at emotional communication, which
can be an advantage for brands like
Apple and Google as they move
deeper into the B2B space. Amazon's
AWS is already the No. 1 business
cloud service, followed by Microsoft
and Google. But building brand and

reputation are vital for B2B companies.

INSIGHT
Buying Decisions

There are some classic
differences between B2B and
B2C. First is the complexity

of heritage B2B where,
increasingly, brands are selling
solutions rather than products.
And those solutions can't always
be compared like-for-like.

So, we are seeing the path to
purchase become much more
buyer driven. We are seeing
more people involved in the
decision, which adds to the
complexity both from buying
and selling perspectives. Here's
where it's possible to say that
B2B is moving toward B2C;
because you're selling to human
beings, and those human beings
are different from 10-to-20
years ago in that millennials

are moving into positions of
stronger influence. They bring
values to the decision making
process that are different from
how B2B has been sold in the
past. And as human beings
making big decisions in full view
of colleagues, they need to get
it right, so the trust and emotion
invested in a partnership are
often as important as rational
selection.

Julian Green

Head of Corporate Practice

Kantar Millward Brown
Julian.Green@kantarmillwardbrown.com

KANTAR

MillWARD
BROWN
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BRAND BUILDING
ACTION POINTS

X\ 4

Ilt

Ask the right
questions .
, Customize

Consider how to transform the brand as a I*

service. The provocative question to ask is: if the the message

brand divested all of its products today, what

would be left? What is the brand’s purpose? Be more adventurous with the

How can the brand build on the answers? brand’'s communication style,
which can be done in a targeted
way, and will have the positive

- effect of resonating more

Keep Cha nglng effectively with the younger
managers who are increasingly

What gets a brand to the top sometimes deciding what B2B brand to

stops differentiating the brand when it arrives.
Leading brands need to set themselves apart
from their peers and from new competitors.
Change is hard and risky. But change is

purchase—or not.

>
E

necessary, and too often happens too late. l-) Communlcate tO
L]

young people
Coua borate Connecting with younger decision

makers, and recruiting younger
Finding partners, especially across the people to work in the organization,
increasingly porous B2B-B2C divide, can requires genuinely aligning with the
leverage current capabilities, develop values that they espouse, such as
new ones, and expose the brand to new sustainability and inclusion.

customers—all while growing revenue.
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They alter society while building scalable businesses

The transformative power of disruptor
brands starts with their ability to
identify unmet needs and create
something new—a solution—to meet
the needs. Disruptor brands make

the solution profitable and scalable in
ways that alter consumer behavior and
expectations, and the market share of
existing brands, forcing the brands to
change the way they do business.

Disruptor brands disregard category
boundaries. They usually act to
improve the life of the consumer

or at least remove pain points. In
the context of recent technological

disruptions, this definition applies to
two successive waves: The Amazon
and Google impact on e-commerce
and search at the end of the twentieth
century; and the mobile revolution
starting with the introduction of the
Apple iPhone a decade ago.

Amazon is the perfect storm that
creates a tidal wave of change. Over
the 10 years between 2007 and 2017,
when the Global Top 100 increased a
healthy 128 percent, the brand value
of Amazon soared 2,235 percent. But,
as in nature, there are few perfect
storms—brands that create entirely
new categories and force business
models to change across many other
categories.

There are however, many brands that
have a disruptive effect on one or more
categories. Small, unknown start-ups
launch on Amazon, or other internet
platforms, and ripple through categories
with price and product propositions
that challenge long-established brands.
Although not disruptors on the scale

of Amazon, these small brands are
disruptive. They are the craft beers,
fintechs, or small, online apparel or
personal care start-ups.
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INSIGHT
Scale

Our clients are worried about
their fundamental business
models—that's where
disruption is powerful. Scale
had been such an important
filter for consumer product
brands, but today, scale can
prevent brands from taking
advantage of interesting new
opportunities. The information
economy is shifting value away
from economies of scale to
economies of networks. As

a result, category walls are
falling down because the very
way that consumers build their
consideration sets is changing.
True disruptors are shaking up
the very parameters with which
we're defining and thinking

about industries and categories.

BrandZ™ Top 100 Most Valuable Global Brands 2018

INSIGHT
Disruptors

Disruptive brands have one
thing in common: they feed
their strategy based on the
current and sometimes foreseen
or predicted needs of the
consumer and/or customers
while creating demand for their
products and services. They are
able to shape our paradigms
and in some cases, change
culture and transform the way
we or society do things. In
recent years, we've seen the
incredible growth and success
of these types of companies,
such as Uber, Amazon, Airbnb,
Netflix, and Alibaba. These
disruptive players challenge
current industry business

and even society models by
leveraging a combination of
human ingenuity, innovation,
and technology. However, not all
disruptive brands are successful
and long-lasting. Those that will
survive are the ones that will
know how to scale at speed, and
reach their audiences across

an integrated mix of media
channels while being nimble and
constantly adapting to market
conditions.

Wayne Pan

Senior Consultant

Kantar Consulting
Wayne.Pan@kantarconsulting.com

KANTAR
CONSULTING

Sabrina Bailey-Navalén
Marketing Director

Xaxis

Sabrina.Bailey@xaxis.com

Ultimately, every brand fits into

a triad—every brand is either the
disruptor, disruptive, or disrupted. But
these designations can change during
the lifecycle of a brand, and every
brand has the power to make that
change happen.

Animating this triad are the disruptive
ideas enabled by technologies such
as artificial intelligence (Al) and
blockchain. With Al, machines gather
and manipulate data and produce
useful insights, sometimes faster

and better than the human brain.
Blockchain streamlines transactions
with transparent networks that
eliminate the need for mediation. Both
technologies have applications—and
potentially disruptive consequences—
across categories.

Al will enable more automation

and potentially eliminate jobs,

which produces disruption and
requires new sKkills. Al as it is used

in personal assistants, like Alexa,
potentially disintermediates brands
from shopping consideration. Banks,
by definition, are the mediators in
financial transactions. Blockchains,
in the form of crypto currencies,
threaten to disintermediate banks and
restructure banking.

INSIGHT
Media

The polarization of approaches
brings new challenges for

brand marketing and marketing
effectiveness. Where ad
receptivity is low among
younger audiences, brand
marketers are using opposing
approaches simultaneously:
both short- and long-form
content; a combination of
broadcast and hyper-targeted
ads; live customized experiences
and Al-driven communications.
This brings a massive challenge:
stretched media budgets need
to cover traditional and new
channels, the production of
customized creative for each
platform, when an individual
can experience a single brand

in both a "mass” and "bespoke”
way, from one minute to the
next. Somehow this all needs

to be brought together, and

to be recognizably from the
same brand. This makes good
business sense; we know from
our AdReaction Research

that campaigns that are both
integrated and customized are
57 percent more effective in
building brands. I'd argue that we
are moving from “or” to “and.” It's
not a fight. It's diplomacy, led by
intelligence and understanding.

Jane Ostler

Global Head of Media, Insights Division
Kantar

Jane.Ostler@kantar.com

KANTAR
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INSIGHT
Unicorns

Among disruptive brands, we
are seeing a quest to move
beyond the romanticized tech
company. The life cycle of these
disruptors can be short. They
want a longer life cycle and
would prefer to be a “phoenix”
than a “unicorn.” A company
that can survive challenges
and keep rising from the
flames. The leaders of these
companies think like engineers
and have previously prioritized
product over everything else.
But now they are starting to
consider brand. They need to
understand that technology
will move on, a newer product
will grab consumer attention,
and today's disruptor will
become tomorrow’s disrupted.
At that point, a brand that has
connected with consumers will
be harder to disrupt.

Stefan Wilkerson
Regional Chief Client Officer
Kantar
Stefan.Wilkerson@kantar.com

KANTAR

Disruption also is about recognizing
unmet needs and reframing the
marketplace, as exemplified by
WeWork, which provides office space
for the gig economy. Ultimately, the
most impactful disruptors introduce a
new business model that shakes up an
entire category or categories. Other
examples of this kind of disruption,
when a new business model
challenges an existing category,
include Uber (mobility) and Airbnb
(travel).

Perhaps the most identifiable
characteristic of a disruptor brand

is that it keeps disrupting. Amazon,
Alibaba, Apple, Google, and Facebook
are all relatively young technology
brands still guided by a founder or a
founding spirit. They attempt to keep
customers in growing ecosystems of
ever-changing exceptional products
and services that give customers little
desire to leave.

The disruptor brands also enable

the disruptive brands to exist. They
provide the online platforms and
devices, which are the habitats

in which disruptive brands thrive.
Established brands across consumer
product categories are being nibbled
by these disruptive brands, which
easily access e-commerce and social
media platforms.

INSIGHT
Brands

For decades, two structural
barriers protected FMCG
leaders: limited distribution
because there's only so much
shelf space; and limited
airwaves because there are only
so many media players. With
the rise of e-commerce, anyone
can get a product distributed

to a consumer much cheaper,
easier, and faster than ever
before. Because of YouTube and
other media channels, anyone
can get the word out about a
new brand. These technological
changes dramatically reduced
the marginal cost of distribution
and awareness building.
Consequently, even if you are
the market leader you need

to worry about new brands
entering the market faster and
more frequently. Categories

are fragmenting because of
these reduced barriers to entry
and brands need to build more
flexibility into their businesses.
Reliance on existing operations
and business models can
actually be a constraint. In
contrast, it's important to rely
on brands, the most nhon-linear,
flexible part of the business. The
brands are a shock absorber to
the change happening in the
category. They create loyalty
and time to react.

Adam Caplan

Partner

Kantar Consulting
Adam.Caplan@kantarconsulting.com

KANTAR
CONSULTING
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The apparel and personal care
categories are especially susceptible
to this phenomenon. Small brands, or
non-brands, often from Asia, reach
wide audiences on the internet, with
promises of high quality fashion at
lower prices. The online apparel
brand Everlane promises radical
transparency and an ethical supply
chain. It shows customers the cost of
production, which makes much of the
competition appear too expensive.

The beauty brand Glossier says

it has inverted the beauty market
business model with product ideas
driven by consumers, not marketers.
It has moved beauty tutorials from
department stores to Instagram.
Taking advantage of e-commerce
communication, a brand called
Brandless promises to deliver lower
cost quality food and household
products by eliminating marketing
costs and excessive mark-ups.

Disruption may be inevitable. But the
outcome is not. Until recently, the
banking industry in China was replete

with sluggish state-owned companies.

They were easy targets for Alipay,
WeChat pay, or JD pay, the payment

systems of fast-moving technology
brands. Recognizing the importance
of customer relationships, the Chinese
banks rapidly integrated Al and
enhanced the customer experience.
Facial identification in banking is
ubiquitous now, for example.

Banks in the West face similar
challenges but have moved more
slowly for several reasons. First, the
consumer take-up of mobile payment
systems has been relatively less robust
so far, in part because of the wider
use of credit cards relative to China.
Second, the regulatory restrictions

on personal data are greater in the
West. Third, investments rather than
retail transactions usually drive the
bulk of profit. As some of these factors
change, and blockchain evolves, the
Western banks should face more
disruption—from themselves or from
other entities.

Responding effectively also requires
the right attitude. Large brands are
often thought of as big ships, heavy in
the water and difficult to turn because
of business needs and responsibilities
to stakeholders. But big brands do
innovate and can disrupt markets. Big
brands are able to play in spaces not
available to small, disruptive brands
because the cost of entry is too high.

INSIGHT
Technology

| don't think machine learning
is quite there yet. A person
needs to string together a
query of words. | would call
that interpretation. A human
layer of expertise will always

be there. Let's assume that IBM
Watson creates a way to troll the
internet for key words, tones,
and lexicons, and produces

a creative brief. We still need
someone to program that
machine learning algorithm
and do quality control and
work with the people acting

on the reports to implement
and inform tactics. We're still
far away from being threatened
by machine learning. It's
dangerous to say that these
technologies by themselves are
causing disruption. It's actually
the consumer needs that we're
filling with this technology
driving the change.

Kyle Boots

Director of Brand and Social Analytics
Y&R and BAV Group
Kyle.Boots@yr.com

Y&R
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DISRUPTION

PERCEIVED DISRUPTION ADDS ..DISRUPTION PLUS DIFFERENCE ACCELERATES GROWTH...

BRAND VALUE... Disruption drives brand value growth. And Difference, being seen as a trend-setter and
Over a three-year period, 2015 to 2017, distinctive from the competition, also drives brand value growth. Brands perceived to be
brands perceived to be high in disruption, both Disruptive and Different grow faster. Over a three-year period, 2015 to 2017, brands

in the ability to shake up a category, perceived to be high in both Disruption and Difference increased 28 percent in brand value.
increased 30 percent in brand value, while Different and Disruptive

brands perceived to be low in disruption
actually declined slightly in brand value.

Shaking Things Up
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...AND DYNAMIC BRANDS ACCELERATE THE GROWTH OF SHAREHOLDER VALUE

Shareholder value soars for the most dynamic brands—brands that are Different in the most innovative or disruptive ways. In 12 years, between
2006 and 2018, the BrandZ™ Strong & Innovative Brands Portfolio increased 226.7 percent, outperforming the S&P 500, which grew 102.0
percent, and the MSCI World Index, which grew 50.3 percent. With its disruptive edge, the BrandZ™ Strong & Innovative Brands Portfolio even
outperformed the BrandZ™ Strong Brands Portfolio, which is comprised of Global Top 100 brands with the highest brand equity.

BrandZ™ Strong and Innovative Brands Top 20

© BrandZ™ Strong Brands Portfolio
® SgP 500

® MsCl 226.7%

172.1%

April 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 April
2006 2018

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
The BrandZ™ Strong Brands Portfolio is a subset of the BrandZ™ Top 100 Most Valuable Global Brands.

The BrandZ™ Strong & Innovative Brands Top 20 is a subset of the BrandZ™ Strong Brands Portfolio—brands that score high in being Dynamic and Different.
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1 Etlcipate disruption

Watch the horizon and change before
the storm hits, despite the many

reasons for staying the course, including
financial pressures, responsibilities to
stakeholders, and sometimes just inertia.

Create disruption

Big brands can disrupt when they leverage
their size advantages, which include the
ability to play in spaces there the cost of entry
is high, and to invest in in-house startups that
can create innovative products and services.

Find the fringe

Even in maturing categories, great companies
that are brand-focused and customer-centric
can find growth opportunities in growing
spaces at the category fringe.

Swim with the fast fish

When innovation is needed, it is tempting for a big
brand to hook a small fish, the invasive species
that have invaded the pond. But it is better to
swim alongside the fish and learn its movements.
The digested fish loses its distinctiveness and
becomes just a part of the larger organism.

Be a leader

Leader brands innovate and take a
category forward. Too often, larger
brands become staid and risk-averse. But
continually innovating, leader brands keep
moving the market forward and become
more difficult to disrupt. Brands that have
maintained leadership over time are both
disruptive and shielded from disruptions.

Build soft power

Scale may be an old paradigm. The

way nations are shifting from empire
and power to soft power and influence,
brand building is becoming less about
scale and efficiency and more about
being close to the customer and not
pushing products, but instead answering
needs with locally-tailored innovations.

Strengthen the brand

Companies need flexibility more than
ever before, as technological and social
changes disrupt categories. Brands act
as shock absorbers, cushioning some
of the impact with loyalty and love that
give companies time to respond.
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DISRUPTION
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Uri Baruchin

Strategy Partner

Superunion
Uri.Baruchin@superunion.com

Disruption myths favor
the startup hero story

But reality is more complicated,
and big brands can be disruptors

supernion

Superunion is a next-generation
brand agency built on a spirit

of creative optimism. We use
upstream creativity to build
brands that unite people and
organizations.

www.superunion.com
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When it comes to market disruption
the stories we tell now go further than
the original definitions of disruptive
innovation, coined by Harvard
Professor Clayton M. Christensen in
1995, or disruptive technology, coined
by economist Milan Zeleny, in 2009.

Today, the corporate conversation
about disruption is influenced by

its portrayal in the media, even

in the trade media, and a specific
"disruption trope” seems to dominate.
Ideally, this is the story of a small

but innovative brand coming “out of
nowhere,” harnessing a technological
breakthrough the brand came up with

(or at least was the first to exploit),
growing quickly, redefining the
category, and making the "big guys”
reassess their business model—to
mention some components of the
ideal story.

The real stories are rarely as “perfect.”

For example, often disruptors aren’t

the first to discover the breakthrough.

Around the time Uber rose to
prominence there were other GPS-
based ride apps, and many also
approached mini-cab stations in
order to build a driver base more
quickly. What made Uber into a
disruptive player is that it combined

a slick interface with smart data
analytics, ruthless recruitment of
drivers and, let's face it, other forms
of ruthlessness that attracted negative
coverage. Thus, they grew up the
fastest.

The popularized disruption trope
glosses over the details of a more
complex reality. In fact, disruption
comes in a variety of shapes and
sizes. By appreciating a wider variety
of tropes, we can learn to understand
disruption better and the different
roles brands can play. Here are three
examples of tropes in this more
complex reality:
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DISRUPTION

Single Disruptor

Yes, there's the single disruptor,

the first to get it right and redefine

a category. Google did it with its
PageRank algorithm, which measured
the importance of websites based on
the number and importance of other
websites with which it was linked.
PageRank was a new paradigm that
immediately made other engines of
that time seem obsolete.

Disrupted Space

Then, there's the disrupted space.
Often driven by technology, a new
way of doing business becomes
possible, but if the technology
barriers are lower, there could be a
whole group of disruptors competing
for primacy. In the UK, you have Just
Eat, Deliveroo, Grubhub, and Uber
Eats—all competing for essentially
the same market, disrupting many
aspects of the traditional restaurant
food delivery model. There's still a
chance of someone breaking away
from the pack, the way Uber did
with ride services. A disruptor to the
disruptors. However, experience
tells us that unless some surprise
innovation is introduced, domination
of that space would be more down to
the right brand proposition and the
right customer experience.

Piranha Scenario

A subset of that trope is the

piranha scenario. This happens

when technology or supply chain
innovations are available to many and
the entry price is low. What we often
get then is many little players biting
off bits of the big brands’ business.

This pattern is prominent, for
example in the world of professional

“We might becorwe oblivious to the
disyuption led by big brands. Because
it doesn't fit the dovwinant disruption
trope, it gets devoted to “tnnovation,”

even when it's clearly disvuptive

tnnovation, or ¢

ved because i's

deermed less excifing than the disruption
stories the market vecognizes and Coves.”

services. A whole swarm of little
players in legal services are offering
contract and wills based on simple
templates and algorithms, in business
models driven by search engine
optimization and pay-per-click. They
are slowly making a large chunk of
traditional business disappear.

The more we adopt the disruption
trope dominant in the media, the
more likely we are to miss the many
other forms it takes. Perhaps, more
importantly, we might become
oblivious to the disruption led by

big brands. Because it doesn't fit the
dominant disruption trope, it gets
demoted to “innovation,” even when
it's clearly disruptive innovation, or
ignored because it's deemed less
exciting than the disruption stories the
market recognizes and loves.

An interesting question is what can
big brands do to create disruption?
As they're watching the barbarians
at the gate, can they be a part of the
disruption game? The answer is a

resounding yes. Big brands have two
major modes of disruption, and both
are related to being, well, big.

1. The first mode is investing in
innovation and research into
disruptive technologies on a
scale that small players cannot
afford. For example, most drug
breakthroughs will keep coming
from big pharma because the
scale of investment required
creates a huge barrier for entry.
Drugs require not just technology
and knowledge; their development
takes a long time and that's
expensive.

2. The second mode is creating
pockets of disruption within the
bigger organization. Encouraging
side-projects has been part of the
corporate culture of companies
like GE and 3M for years. A more
contemporary form of that mode
is the “labs” model and other
“innovation platforms” as made
famous by Google.
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Smart big brands are active on both
fronts at the same time. Furthermore,
if they want disruption to land in the
market, they consider the marketing
and branding aspects of their new
developments.

Disruptions born out of the first
mode—investing heavily in disruptive
technologies—often require careful
proposition development to go

to market and be embraced by
audiences.

The second mode—creating pockets
of disruption—requires a different type
of marketing support to help the small
ideas gather momentum through the
organization and gain commitment
from senior stake holders.

While the myth of the small disruptor
may get more airtime, and the media
likes the shooting stars, there are still
great rewards for the more established
big players in cultivating disruption
and taking it to market successfully.
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Consumers will
own their data, making
brand switching easier

Unchained by blockchain, consumers
will choose the brands they can trust

Y&R

Y&R is a global advertising
agency that provides
analytical knowledge

and integrated marketing
solutions to businesses.

www.yr.com
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Blockchain is the new buzz word in
various industries including marketing
communications. Some of its radical
evangelists think that blockchain

will solve most of our modern

world problems while there are also
skeptics who see it as a Ponzi scheme
because of its associations with

the highly volatile and unregulated
cryptocurrency markets. However,
familiar faces from the internet
revolution have already started up

Bediz.Eker@tryr.com

companies set to disrupt various
categories with this new technology
and repeat their previous success with
“the next big thing.”

On the other hand, giants like
Walmart and Amazon are also
exploring different ways to implement
blockchain technology to improve
their supply chain management and
to increase return of their marketing
investment. Governance of this

Bediz Eker
Group Strategy Director

Y&R

new technology is one of the major
barriers to scalability and it will take
years to resolve, but even at this
early stage blockchain has started to
change relationships between brands
and consumers.
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Blockchain was invented in order

to keep a decentralized and
immutable ledger for cryptocurrency
transactions. Unlike central

database management systems,
storing encrypted data by multiple
bookkeepers on blockchain reduces
the need for intermediaries, making
data transfer more transparent,
efficient, and simple. According

to Juniper Research’s Blockchain
Enterprise Survey, two-thirds of large
corporations (defined as having at
least 20,000 employees) are expected
to integrate blockchain by the end of
this year.

Everything from
dental care to
real estate can
be potentially
affected and

to another brand that delivers higher
benefits in return. Even today, erosion
of brand trust and exigence of data
privacy among consumers don't

help brands recruit loyal customers.
Y&R's proprietary Brand Study BAV,
Brand Asset Valuator results show

that in the last 15 years, Brand Trust
has fallen from 44 percent in 2001 to
a low of 18 percent in 2017. And the
Cambridge Analytica scandal surfaced
the greatest data leak in Facebook'’s
history bringing data privacy issues top
of mind.

stakeholders when the majority

of brands start to reward loyalty

with branded cryptocurrencies. As
decentralized ledgers are maintained
by independent book keepers that
expect cryptocurrencies in return,
brands will be able to provide this
incentive in their own ecosystems as
well.

It's hard to predict whether brands
will be able to land on a common
blockchain that will enable consumers
to use their “loyalty coins” across
categories or whether we will have
exchange rates

“6Ya«l’\,d8 WL% If\,Oi ?\cwe tp\e OrJtLOV\, 0‘: taku‘% between different

branded loyalty

Coyally for yan’feol because consurmers willl,  tokens. butinboth

cases, consumers

V\a\/e OWMYSP\iP 0‘: 19\6&7 P@YSOV\,QQ ola’fa, (LV\,A will become

. . . takehold fth
there are already thp\ lj 12\3 PoweY to 1@&,@ tv\e(—Y ola,’fa to amtp\er sbraarwedsoth:yrsc?loosee
crsima <o ol that defivers higher benefits in veturm.” 557070

that disrupt the

conventions of

these categories by using blockchain.
As the approximately $600 million
blockchain products and services
market is expected to grow to $7.74
billion by 2024, according to Grand
View Research, brands that have

a larger footprint in blockchain

will eventually grow their values
accordingly. While hardware and
software solutions that establish
blockchain infrastructure will become
a growing market for business-to-
business, brands that deliver integrity,
value and convenience through

their blockchains will enjoy longer
relationships with their consumers.

Consumers as stakeholders

However, brands will not have the
option of taking loyalty for granted
because consumers will have
ownership of their personal data, and
with it the power to take their data

Technically, blockchain will help
marketers tackle both issues by
building a totally transparent
relationship with their consumers

if brands commit to it. And brands
will be forced to commit, because
consumers will have ownership

over their own data, meaning they
will move to a competitor if their
expectations aren’t being met. We
will then meet the real "empowered
consumers” who will not only expect
brands to keep their promises but also
expect to be treated as stakeholders.

Consumers are already asking for
traceability of products for different
need states. But with its totally
transparent and immutable ledger,
blockchain will enable consumers to
easily get sight of the supply chain
and spot any suspicious activity
which contradicts their personal
values. Consumers will also become

both cases brands

won't be able to
afford to disappoint their consumers
not only by their product or service
performance but also by the way they
produce and deliver them.

Just like every innovation in marketing
communications, blockchain will first
raise expectations and complicate

the relationships between brands and
consumers but at the end of the day
we will find ourselves going back to
the basics. Whether it's an ancient
Egyptian livestock brand back in 2700
BCE, or a frozen meatball brand that
uses blockchain in its supply chain

in 2018, in both cases brands are
expected to keep their promises to
their consumers. However, today's
consumers will be more unchained by
blockchain once they gain ownership
of their personal data and have the
luxury to share it with whomever they
choose among an array of brands that
fiercely compete with each other.
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Brand importance will rise
as technology limits choice

But the risk of disintermediation is urgent

INSIGHT
Voice

Values, utility
make difference
in digital world

Culture is increasingly driven
by technology. The way we
communicate, shop, and relax
is increasingly digital in nature
and changing all the time. We
believe the brands that will gain
the most in the coming years
will play a direct role in those
technology shifts. They won't
be finding stories so much as
finding points of connection.
The truth they have to tell will
need to be matched by the
values they live by and the utility
they offer to their customers.

Simon Law

Chief Strategy Officer
Possible
Simon.Law@possible.com

Posed in its most provocative
form, the central question
about the future of brands

is, does it exist? What role

do brands play in a world

of disintermediation and
automatic replenishment
where even the newest no-
brand upstart, launched on
an e-commerce platform, can
gain rapid legitimacy? The
short answer: Brands need

to assert their importance or
risk becoming an endangered
species.

More brands and non-brands
proliferate in the marketplace.
Challenger brands are likely to come
from China and other fast-growing
markets, delivering not only appealing
products and prices, but improved
brand experience enabled by Al and
other technologies.

Many of these brands have met

the high expectations of Chinese
consumers who purchase groceries
and takeaway meals, hail cabs, pay
bills, and manage much more of
their daily routine on mobile devices,

without having to leave the ecosystem
of Alibaba, Tencent, or another internet
giant.

The internet’s low barrier to entry will
enable more such brands—and non-
brands—across categories, to enter
global markets using e-commerce

and social media. In personal care,

for example, major brands are being
disrupted by Asian brands, or non-
brands, with good stories, natural
ingredients, and low-cost online access.

Although choice has never been
greater, consumers are not always the
“choosers.” Increasingly, a personal
assistant, like Alexa, may make the
purchasing decision based on an
algorithm, paid search results, or

promotion of its own private-label range.

These phenomena make getting into the
consideration set more challenging.

To be included in a consideration set
that is simultaneously enlarged with new
competitors and limited by algorithms,
brands need to communicate a clear
purpose and explain why they are
Meaningfully Different, and perhaps
even merit a premium. Difference needs
not only to be about product, but every
aspect of the brand experience.
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Purpose

Market ambiguity
requires brands
that are clear

Brands will never disappear
completely. They play as

big a social role as they do a
commercial one, sending cues
to others about the identity,
beliefs, and personality of an
individual or company. That said,
in an era marked by increasing
disintermediation, marketers will
need to reconsider how they
connect with customers. One
way to outsmart algorithms
would be for brands to own
spaces collectively, banding
together with others in different
categories that share similar
values. But the most foolproof
way to survive disruption is the
most traditional: build a brand
that means something. If you
concentrate on how you can
help your target audiences fulfill
their purpose, you will define
your own. Staying customer
focused allows for flexibility and
resilience in rapidly evolving
markets.

Andi Davids

Senior Strategist

Superunion
Andi.Davids@superunion.com

superuiion

A focus on service
differentiates brands
from like-products

We're seeing a paradigm shift,
especially in FMCG, because of
the "Amazon Effect.” Amazon

is building massive factories

in China to make white label
versions of commaodity
products. What does that
development mean for major
packaged goods companies,
when suddenly Amazon Basics
carries their entire product line?
In this world, where a product
may not be front and center

in the consumer’s mind, the
brand'’s purpose may become
much more important when the
product is invisible, especially
with voice interfaces where you
don't even see the producton a
search results page. When your
brand is not visible, because the
interface doesn't allow it to be,
what differentiates your product
from every other product?
Creating brand awareness and
affinity in these circumstances
requires focusing less on
product attributes and more on
the brand as a service.

Dayoan Daumont
Consulting Partner,

Innovation & Digital Transformation
OgilvyRED
Dayoan.Daumont@ogilvy.com

OgilvyRED

STRATEGY INNOVATION GROWTH

Voice

Brands must
shift to world
of “voice first”

Seven years ago, we saw the first
cute videos of children swiping
at TV screens or print magazines,
expecting them to react (and
often being disappointed when
they didn't). Those children

were the first “touch natives.”
The children who are growing
up with Alexa now are growing
up with a general comfort

and expectation that they can
interact with inanimate objects
and expect a response. They are
the first "voice natives.” When
they try to interact with your
brand or ask Alexa about your
brand, will you be listening?

Will you have a reply ready? Do
you know how your brand will
behave in a conversational voice
context? Instead of thinking
“digital first,” brands need to start
thinking “voice first."

Tara Marsh

Global Head of Content
Wunderman
Tara.Marsh@wunderman.com

@Y WUNDERMAN
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The corollary to an ongoing
decline in trust in traditional
brands is an openness to trying
new things. Where legacy and
history used to be a benefit

for big brands, today it can be
baggage—baggage that new
brands don't carry. Consumers
who try new brands not only
get to avoid companies they
might have a problem with,
they get in on the ground

floor of a new, more authentic
feeling story built by visionary
disrupters that are often directly
conversing with consumers
about what they care about.
Faced with a world in which
the barriers they built are
crumbling, companies that

are trying to buy and integrate
small brands are missing the
point and destroying value. For
big companies to find growth
again, they've got to address
their own baggage, start having
authentic conversations with
their consumers, and prove to
people that there are things they
care about more than just their
company'’s performance.

Wayne Pan

Senior Consultant

Kantar Consulting
Wayne.Pan@kantarconsulting.com

KANTAR
CONSULTING

The Amazon Dash Replenishment
service illustrates the growing threat
of disintermediation. When introduced
several years ago, the service
required consumers to press a “Dash”
reorder button. The program now
supports automatic replenishment of
“smart” products made with a chip,

a built-in “Dash” button, that tracks
consumption and signals the need to
reorder.

At the same time, voice personal
assistants, like Amazon's Alexa,
threaten to disrupt brands by being the
gateway into the home in the Internet
of Things and disintermediating brands
that are not part of the particular
ecosystem, whether it is Amazon,
Google, Apple, or another technology
brand.

The proliferation of voice is likely to
limit, or at least mediate, the brand
choice available to the consumer. This
development makes it more important
to build high brand awareness,
especially beyond functionality.
Brands will need to be innovative, not
justin the products they develop, but
also in their customer service and
communications.

Voice also will be an aspect of brand
identity. The pitch and tone of a brand
will communicate a brand’s audio
identity to complement its visual
identity. Voice is part of a brand'’s
constellation of touch points, which
need to connect and perform at the
same level.

INSIGHT
Brand Love

In a few years, when | say,
“Alexa, | need some toothpaste,”
one of two things will happen:
(1) Alexa will order the default,
either set by me or Amazon
(and likely to be an Amazon
own brand); or (2) Alexa will
recommend a particular brand
based on a paid voice-search
term. In either case, ensuring
the brand is front-of-mind when
this transaction takes place is of
tremendous importance. Today,
more and more brands focus on
the sharper end of the purchase
funnel. Over-investment in
performance will mean that

big brand work will suffer and,
fundamentally, damage the
bottom line in the long term.

In short: home assistant or not,
building brand love has never
been more important.

James Whatley
Planning Partner

Ogilvy
James.Whatley@ogilvy.com

Oghv

In addition, disruption will come

in the form of private label, an old
phenomenon re-energized by the
power of internet giants, like Amazon,
which can market its house brands of
FMCG products and other offerings to
its Prime members and beyond.
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80

INSIGHT
Purpose 2.0

There is a new purpose on

the block: Purpose 2.0. A
purpose delivering real impact
and shared value, not just
shareholder value. It is being
effectively embraced by
companies that have inherent
risk in their business model
and whose impact is liable to
be reported in a one-sided
way, and by businesses who
want to win the fight for the
best talent. These brands are
traditionally in the B2B sector
and they are embracing Purpose
2.0 at C-suite level. We are
seeing Purpose 2.0 at its most
impactful used to drive both the
business and communications
strategy. Its success is judged
in @ more nuanced way than
purely short-term financial
performance; its measures
become reputation, trust,
legacy, and talent along with
long-term value and a larger
contribution to society.

Simon Shaw

Chief Creative Officer
Hill+Knowlton Strategies
Simon.Shaw@hkstrategies.com

H:+: B Hill+Knowlton
Strategies

Disruption is best countered with
differentiation. Purpose can serve as
an important differentiator. Ultimately,
purpose is kind of emotional
connection, part of the brand

promise beyond functionality that can
strengthen the bond with consumers
and influence them to actively request
a brand rather than passively be served
one by an algorithm.

Purpose needs to be genuine

and relevant to the brand. And
communicating purpose, particularly
higher purpose, requires care. Brand
purpose expressed poorly can do
more harm than good, leaving a brand
looking tone deaf and out-of-touch.

For brands with momentum, purpose
can drive some price premium,
according to BAV research, which also
found that higher purpose, a brand'’s
connection with social responsibility,
is more important to consumers

in Europe compared with the US.
Purpose is important across consumer
categories, especially to reach young
people.

Purpose is also important for the
future of B2B brands, particularly in
categories like as oil and gas, where
the business model includes inherit
risk, and media attention amplifies
problems and mistakes. In these
instances, being clear about the
brand’s larger purpose can help guide
positive public opinion. In the case
of oil and gas, for example, purpose
(providing the energy that enables
people to live in the modern world)
can help moderate criticism and buy
time for the long, but inevitable, shift
away from carbon fuels.

INSIGHT
Voice

When you think about brand
differentiation in a world

of voice, where it is about
building brand love long term,
historically brands have had
color, typefaces, and other
graphic language to identify
the brand. Accepting that voice
will not happen overnight,

and we may have voice and
screen, somehow, you've got to
differentiate your voice through
the medium of audio. Unless
you distinguish the brand by
voice in that audio environment,
almost by definition, choice
will become reduced. What

are the audio signifiers that will
enable us, within the confines
of an audio environment, to
differentiate?

Chris Hunton

Emirates Global Team Leader
WPP
Chris.Hunton@wpp.com

WPP

The importance of having a real
purpose that adds benefit to the
consumers’ life and living up to that
purpose with a consistent brand
experience, has not changed—
although the experience may now
include streaming video, augmented
reality, and voice. And, ironically,
surviving in a disruptive future, and
communicating purpose, also will
require reviving, and updating proven
strategies of an earlier, pre-digital
world.
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Purpose

Purpose works
when consumers
believe it's real

We've always needed to
differentiate among equivalent
products. We've always needed
to establish an emotional
connection beyond function.
Fifty years ago, it was about
buying a red, blue, or green
blender. Now, it's harder and the
stakes are higher. But people
still make decisions emotionally
and justify them rationally.
Purpose is a higher-order
expression that can enable an
emotional connection. If it's
real everyone knows it. If it's
fake everyone knows it. When |
advise clients, | tell them to be
sure that their promise is real
and useful and all the things it
needs to be. In the end, when

a brand doesn't live up to its
promise, it's dead in the water,
whether the shortcoming has to
do with purpose or functional
delivery.

Belle Frank

Chief Strategy Officer, Health Practice
Y&R

Belle.Frank@yr.com

Y&R

INSIGHT
Amazon )

Amazon Effect
is not cause
for panic... yet

We should be alert to, but
healthily skeptical about,

some of the hyperbole around
disruption and what this means
for FMCG brands. The idea

that technology, and voice

in particular, will result in a
complete move to white label
FMCG packaging should be
challenged. | would argue

that the role of the brand will
become even more critical, in
helping to break through the
algorithms and automation. It's
never wise to discount Amazon,
but its current share of groceries
is tiny; less than 1 percent of
sales in the UK. Yes, change is
coming, but it may not be quite
as disruptive as people think.
There is a tension between the
rapidly evolving digital world
and the inherently physical
nature of grocery products.

Fraser McKevitt

Head of Retail and Consumer Insights
Kantar Worldpanel
Fraser.McKevitt@kantarworldpanel.com

KANTAR

WCRLDPANEL

Insights

Experience

Brand experience,
innovation critical
for future success

Branding is moving to
experience, with reviews,
recommendations, and live
streams playing an important
role. Voice is becoming a

brand. Every brand needs its
own voice. Brands need to

try an artificial intelligence
strategy, like facial identification.
Augmented reality is being used
in customer services as well

as manufacturing. Perceived
innovation will be critical in the
future. And innovation is not just
about product development, but
also about customer service and
communications.

Doreen Wang

Global Head of BrandZ™

Kantar Millward Brown
Doreen.Wang@kantarmillwardbrown.com

KANTAR

MillWARD
BROWN

Purpose

Purpose is more
peripheral in US
than in Europe

In examining how consumer
sentiment may have shifted in
the past year with Brexit, the
election of Donald Trump, and
other political developments,
we discovered that for US
consumers purpose and social
responsibility are peripheral

to authenticity in growing or
maintaining overall brand equity.
In contrast, we found that
globally, purpose, in the sense of
social responsibility, can be an
important differentiator. | think
it's because in the US, brand
assertions about purpose can
sometimes feel like an add-

on and it's crucial that these
initiatives ring true as authentic.
For brands, with momentum
authentic purpose can help drive
price premium.

Ryan Johnson

Vice President & Account Director
BAV Group
Ryan.Johnson@bavgroup.com

¥ BAV

Scale Y

Brand giants must
learn from small,
nimble upstarts

The David and Goliath story

is becoming more common.
Smaller companies are coming
at behemoth organizations by
positioning themselves as the
company that is not the leader,
not stodgy, not old, and not
mired in tradition. Instead, these
companies are new, nimble,

and flexible. They have better
ideas and can be trusted. These
companies seem authentic,
have a point of view, and are
willing to raise their voice and
behave like a person. If the larger
organization just rests on its
laurels, then it may not have a
future. Larger organizations need
to acquire innovative companies
or become innovative
themselves.

Kristin Hooper

SVP, Branding and Insights
Burson Cohn & Wolfe
Kristin.Hooper@cohnwolfe.com

burson
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mprove customer
experience

And keep improving it. Best-in-category is no longer
good enough. Consumers compare experiences
across categories. In that respect, all brands
compete with Apple and other acknowledged brand
experience leaders. And it is important to look
beyond Apple for examples. To understand to future
of customer experience, study China, where the
integration of shopping, social, and payment has

raised consumer expectations to new levels. 5

Be faster

Speed is imperative because the competition is
changing. Well-established Western brands will
increasingly compete with brands from fast-growing
markets like China. Chinese brands strive to enter
markets quickly, if not perfectly, to build share while
working on iterations. More Chinese brands are
setting up offices outside of China to be closer to the
markets served and increase decision-making speed.

Be the change 6

Heritage cuts both ways. It can add depth and
purpose to brands and, at the same time, it can add
heavy ballast. It is tempting to solve this dilemma
with an acquisition. But acquired innovation often
becomes churned into the existing brand heritage.
Brands need to rejuvenate themselves with internal
changes and by affiliating with innovative partners.

Be heard

Find your voice. Consumer interaction

with brands is shifting to voice. That
requires having an audio identity that
is recognizable and relatable. Voice is
fast becoming another brand asset,
like a slogan or logo.

Communicate
a purpose

A purpose helps differentiate a
brand, which will be increasingly
difficult and necessary in a future
marked by disintermediation.
Purpose needs to be rooted in the
brand and more than a marketing
brief. Communication needs to be
done sensitively or the brand risks
looking disingenuous.

Strengthen
the brand

In a world where brand choice is

increasingly determined by algorithms

or paid search, brand becomes even
more important. Without a strong
brand, the path to purchase will be
the path of least resistance.
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PARADOX OF DIGITAL

Digital’'s power

J. Walker Smith

Chief Knowledge Officer, Brand & Marketing

Kantar Consulting
JWalker.Smith@kantarconsulting.com i.

makes analog more

critical for branding

Circumventing Alexa and friends
requires going back to the future

IKANTAR CONSULTINC

Kantar Added Value, Kantar Futures, Kantar Vermeer, and Kantar
Retail have joined forces to create Kantar Consulting a specialist
growth consultancy with brand and marketing, retail, sales, and
shopper expertise all under one roof.

www.kantarconsulting.com
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Brand marketers face a growing shift
in what their brands must do to stay
relevant—algorithms. Algorithmically-
enabled consumers are the new force
in a technology-driven marketplace.
Algorithms empower people in more
commanding ways, vastly improving
the value of what they get from the
marketplace, whether it's a better
price, better selection, or speedier
delivery.

Low-interest, low-involvement
categories are especially vulnerable to
this. Habit drives much of this volume,
so handing it off to an algorithm or an
automated system is an easy thing for
consumers to do. These categories
will have to work even harder to make
what is often a commodity product
salient to consumers.

But the disintermediation of
algorithms is accelerating in a
variety of other ways. For example,

technology now enables social
conversations to take place in
real-time, which influences how
consumers make decisions in the
moment. Conversion at point-of-
sale becomes more about the social
conversation and less about in-store
marketing. That has already had a
disintermediating effect in fashion,
for example, even though social
conversation and peer influences have
always been important.
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The fix for this is a paradox. In order
to get outside of the algorithms that
are making or influencing decisions,
brands must get consumers to
override them. The only way to
motivate consumers to do so is
outside of the digital interface, which
is driven by a logic that seeks more
digital efficiency not more consumer
intervention. Brands will stay in control
only if they can be the masters of
digital, and that means going outside
of digital. This is the paradox of
digital. The more that digital takes
over the marketplace, the more
analog becomes important in the
marketplace.

The best illustration of this is the
music industry. Streaming platforms
utilize recommendation engines and
other kinds of algorithms to push
new music to people. So if you are

a musical artist—the brand—the
question is how do you influence

the algorithm? You can’t change the
algorithm without creating some sort
of outside impact that shifts how the
streaming algorithms take your songs
into account. In effect, this means
getting consumers to ask for your
songs, and that won't happen unless
consumers are influenced outside of
the digital streaming environment.

This is the voice problem, too.

If a brand can't figure out how

to influence the algorithm, then
algorithms will determine what
happens in the category and how
choices are made on behalf of
consumers. Brands want consumers

to ask for them by name. Brands do
not want to be at the mercy of an
algorithm somehow matching it with
consumers. You don't want to just
say, “Alexa, | need laundry detergent,”
because Alexa is going to use an
algorithm to figure out what brand

to match. You want to say, "Alexa, |
want Tide.” This means getting out
of the digital ecosystem. Or to put it
another way, it means going analog.
In the music industry, musicians have
turned to live shows, using more old-
fashioned promotions to get in front
of consumers. These analog activities
have become more important than
ever in the digital era.

Analog strategies for digital

Another way to characterize this is to
say that brands must figure out how to
"hack” the algorithm. This is not totally
new. Maybe hacking is too strong a
term, but this is what brands do when
they try to influence Google search
results. The analog version of that is
will be more and more important for
all categories.

The imperative of hacking the
algorithm is growing because brands,
increasingly, are encountering
algorithmically-enabled consumers.
Brands no longer sell to consumers.
Brands sell now to algorithmically
enabled consumers. No longer

just a person, but a person with
smart device in hand who uses this
device to make smarter, faster, more
personalized decisions. This is not the
consumer decision journey of old.

Curiously, analog strategies to
influence algorithms mean that old-
time publicity events become more
important. This doesn’'t mean the
newspaper inserts or direct mail of
yore, but it does mean getting in front
of people and figuring out the new
gathering spaces where brands can
execute promotional events.

Impulse categories will be affected
more than most. But as algorithms
take over decisions and delivery,
people will repurpose or do fewer
shopping trips. For the broader retail
ecosystem, that means people are
not in the store, so they are not in the
aisles seeing or learning about things
to buy. In fact, it's not just the store.
People won't be stopping somewhere
for a snack on the way home either.

Impulse products will need to find the
new places where impulse purchases
can be made. It might relate to the
ways in which people are spending
the extra time they have because
algorithms have saved them from trips
to the store.

Whatever the form of browsing

and buying, brands need to start
brainstorming ways to influence
consumers in a marketplace
dominated by algorithms. In particular,
this means thinking as much about
analog as digital.
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EXPERIENCE

New marketing
reality depends on
consistent brand

experience

ICANTAR

Kantar Millward Brown specializes in advertising, marketing
communications, media and brand equity research. With offices
in 56 countries, Kantar Millward Brown focuses on building
brand strategies.

www.millwardbrown.com
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Consumer reviews influence
more purchase decisions

Marketing is about to shift
fundamentally. Brand awareness,
many marketers’ primary goal, is
rapidly being replaced by the need
to deliver a consumer experience of

their product or service. In the future,

that means the power of consumer
reviews will become as impactful as
advertising campaigns.

That dramatic evolution is being
driven by a number of structural
shifts in the way consumers shop and
marketers work. Simply put, there's
greater emphasis on extending online
to offline. Even Amazon, the original
e-commerce giant, is moving into
offline with its $13.7 billion purchase
of Whole Foods. Alibaba’s recent
acquisition of Ele.me, the biggest
chunk of Chinese online food delivery,
enhances Alibaba’s last-mile ability to

get parcels to customers’ doorsteps
and complements its neighborhood
services business.

There's also more emphasis on
reducing the friction on the path to
purchase. Alibaba, for example, now
runs 4S stores where you can rent or
buy a car using a smartphone, without
interacting with another human. Make
your selection and the car will be
delivered to the store’s parking area.
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App-powered, real-world shopping,
as tested by Amazon's pre-Whole
Foods retail experiments, will become
increasingly common. Then there’s
the whole ecosystem experience that
sees key players, such as Amazon,
Apple, Alibaba, and Tencent, taking

a bigger role in the places and ways
consumers interact with brands. As
they expand across different areas
(like delivery, hardware, media,

video, and music), and encourage
consumers to make the last mile of
purchase, their role will only increase.

Facebook is also seeking to go down
this path, offering integrated calls

to action from its mobile pages that
enable consumers to schedule, order,
or buy without leaving the company'’s
page. The goal is to make everything
as simple as possible for consumers.
By being everywhere their consumers
are, brand marketers can make

their relationships as seamless as
possible, online and offline. Getting

it right means ensuring there are

no differences in how consumers
experience their brand in the offline
or digital world.

Collectively, these changes create a
new reality where purchase decisions
are increasingly made on the basis

of consumer reviews. If | want to buy
a new face cream on Amazon, for
example, | am presented with a list of
heritage brands as well as new niche
players with far less history to fall
back on.

All products are presented with equal
prominence and what differs between
them is only the consumer reviews.
Whereas the likes of Lancéme might
be able to exploit their established
power in other media channels and

in department store environments,

on ecosystem platforms, the
differentiator is the consumer reviews.

We may not trust niche brands before
we try them, but we trust Amazon or
Alibaba and their users to tell it like

it is. Four thousand or more reviews
can't be wrong, and they might even
encourage us to sample something
new (and allow brands with vastly
different resources to compete).

Marketing's experience
evolution

The growing power of the experience
economy changes the role that
marketing needs to play. The
relationship between consumer and
brand changes when it becomes all
about the experience rather than

just building awareness and pushing
people down the purchase funnel.
That's why brands and businesses are
rightly putting so much emphasis on
their Trustpilot or TripAdvisor scores,
and why an increasing amount of
creative now features consumer
reviews or tweets.

The starting point of this journey is
understanding how the interaction
between the product and brand

communications—in all its forms—
can strengthen the brand experience
and the peer consumer experience.
Offline stores have already become
part of that journey for online

brands such as Amazon, and retail is
changing for offline brands too.

Nordstrom, for example, is turning

its mini-department store outlets
into entertainment centers that allow
consumers to step into a brand’s
world and get manicures and advice
from stylists before having goods
delivered to their homes. The risk

is that this strategy could turn the
retailer into another Toys R Us—a
playground where no one buys
anything. In 2017, Toys R Us had to file
for bankruptcy in the US and Canada.

Ultimately, alongside this shift to retail
experiences, brands also need to
form digital partnerships, not just with
Amazon but everywhere. A brand

that is strongly positioned on multiple
digital platforms is best placed to
survive and thrive. Toys R Us famously
refused to collaborate with Amazon
but others, such as Nike, have not
been so blind. In 2017, the brand
started selling products on the
world’s largest e-commerce platform.

The experience revolution is coming
and it's coming fast. The consumer
journey of the future is already being
established and it's up to marketers
and their brands to adapt. Let's make
it an experience to remember.
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Overview

Led by Asia, the Top 10
of all regions rise in value

Economy helps growth, Brand Power and Innovation sustain it

Every region rose in value

in the regional rankings,
which include the Top 10
most valuable brands in Asia,
North America, Continental
Europe, the UK, and the

Top 6 from Latin America.
Asia and North America led
regional growth, driven by
the value increase of Chinese
and US brands. The positive
performance in all regions
benefited from a strong
global economy. But the
long-term growth depended
on brand-related factors.

The regional rankings reflect the
overall regional value changes within
the BrandZ™ Top 100 Most Valuable
Global Brands, where Chinese and
US brands increased 49 percent and
23 percent, respectively. Asia and
North America together comprise
88 percent of the total value of the
BrandZ™ Global Top 100—up from
74 percent 12 years ago.

The rapid rise of China and the
continued strength of the US (all but
two of the North American brands
are US) drove this concentration.
The value of Chinese brands in the
BrandZ™ Global Top 100 increased
1,445 percent over the past 12 years,
and the number of Chinese brands in
the Top 100 ranking increased from
one in 2006 to 14 today. Although

a net of only three North American
brands were added to the Top

100 over the past 12 years, North
American brands total $3.1 trillion in
value, a rise of 239 percent.

These gains came substantially from
technology and related categories. For
example, the leading Chinese brand,
Tencent, increased 1,083 percent over
the past seven years, since Tencent
entered the BrandZ™ Global Top 100.
Alibaba, increased 92 percent in the
past year alone. Google and Apple, the
leading US brands, increased 707 and
1,782 percent in value, respectively,
over the past 12 years.

Increasing diversity

In counterpoint to the value
concentration in Asia and North
America, brand value in other regions
of the world grew more slowly and
the proportion of value those regions
contribute to the BrandZ™ Global Top
100 declined. Asia (excluding China),
Continental Europe, and the UK
increased in value only 21 percent, 37
percent, and 26 percent, respectively
over the past 12 years.

The Asia (excluding China) portion of
Top 100 value declined from 8 percent
to 3 percent; the Continental Europe
proportion declined from 21 percent
to 9 percent, and the UK proportion
declined from 5 percent to only 2
percent. Brands in these regions
come from lower-growth categories
compared with the US and China.

The Top 100 also became more
diverse in countries, if not regions.
This year, an Indonesian brand entered
the Top 100 for the first time. And
brands from other regions comprise
one percent of the Top 100 ranking.
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VALUE CONCENTRATES IN US AND CHINA...

North America (US except for two brands) and Asia (primarily China) together comprise 88 of the total value of the
BrandZ™ Top 100 Most Valuable Global Brands—up from 74 percent 12 years ago. Brand value in other regions of the
world grew more slowly and the proportion of value those regions contribute to the BrandZ™ Global Top 100 declined.

Proportion of Value

12-Year Value Change
2006

. 5%
® North America
® China
® Asia (Excluding China)
Continental Europe
® UK
® Rest of World

12-Year Change
+1,445%
12-Year Change
+21%
12-Year Change
+239%

12-Year Change

12-Year Change
+26*

Source: BrandZ™ / Kantar Millward Brown

Brand Power and Innovation

Regardless of region, brands ranked
in the BrandZ™ Global Top 100
Most Valuable Global Brands score
high in Brand Power, a BrandZ™
measurement of brand equity, the
consumer’s predisposition to choose
a particular brand. High Brand Power
correlates with strong volume share.
Brand Power is measured with an
index where 100 is average. Chinese
brands score the highest, 218. North
American brands score 176.

Brands from the US and China also
score higher than brands from other

countries in Innovation, a BrandZ™
metric. A score of 100 is average. The
US brands score 120 and Chinese
brands score 114. An analysis of the
BrandZ™ Global Top 100, following
the same 94 brands in 2006 and 2018,
found that over 12 years, brands that
scored high in Innovation increased
273 percent in value, while low
Innovation brands increased only 36
percent.

Strong brands typically outperform
the average country or regional
Innovation score. For example,
Microsoft surpassed the US Innovation
average with a score of 133. Microsoft

increased 40 percent year-on-year
in brand value. JD. com, the Chinese
e-commerce giant, which increased
94 percent year-on-year in value,
surpassed the China Innovation
average with a score of 127.

Similarly, the German apparel brand
Adidas, which rose 50 percent in
value year-on-year, scored 114 in
Innovation, compared with the
average Innovation of 109 for German
brands. And Louis Vuitton, the French
luxury brand, which rose 41 percent in
brand value year-on-year, scored 108
in Innovation, somewhat higher than
the average 104 of French brands.
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...BUT BRANDS IN ALL REGIONS SCORE HIGH IN BRAND POWER

North America (US except for two brands) and China dominate in the number and value of brands represented in
the BrandZ™ Global Top 100. They also score high in Brand Power, a measurement of brand equity. Brand Power
scores are high across regions, reflecting the strength of brands ranked in the BrandZ™ Global Top 100.

Brand Equity

No. of Total Brand Average Brand 12-Year
Average Brand = 100 Brands Value Brand Value Power Value Change
NORTH AMERICA 57 $3,097 Bil. $54.3 Bil. 176 +239%
CHINA 14 $605 Bil. $43.3 Bil. 218 +1,445%
ASIA (Excluding China) 7 $146 Bil. $20.8 Bil. 164 +21%
CONTINENTAL EUROPE 16 $416 Bil. $26.0 Bil. 158 +37%
UK 4 $86 Bil. $21.6 Bil. 116 +26%
REST OF WORLD 2 $34 Bil. $16.9 Bil. 190 -
ALLTOP 100 100 $4,384 Bil. $43.8 Bil. 176 +204%

Source: BrandZ™ / Kantar Millward Brown

INNOVATION DRIVES BRAND VALUE GROWTH...

An analysis of the BrandZ™ Top 100, following the same 94 brands
in 2006 and 2018, found that over 12 years, brands that score high
in Innovation, a BrandZ™ metric, increased 273 percent in value,
while low Innovation brands increase only 36 percent.

Innovation and Value

+273%

LOW MEDIUM HIGH
Innovation Innovation Innovation

12-Year % Value Growth, Same BrandZ™ Global Top 100 Brands 2006 to 2018
Source: BrandZ™ / Kantar Millward Brown

...AND INNOVATIVE BRANDS OUTPERFORM
LOCAL AVERAGE

Leading brands typically outperform the average country or

regional Innovation score. For example, with a score of 133,

Microsoft surpassed the US Innovation average of 120, and JD.com

scored 127 in Innovation, compared with an average Innovation

score of 114 for all BrandZ™ Global Top 100 brands from China.

Innovation and Region

Average Brand = 100

Average No.1in Brand 1-Year

Innovation Category Innovation Value

Score Top 10 Score Growth

£ s 120 @E Microsoft 133 +40%
@ china 114 #¥ ID.COM 127  +94%
Q Germany 109 cﬁ%as’ 114 +50%

France 104 108 +41%
0 Y/
& uk 102 5|(y 112 +H11%"

*6 months
Source: BrandZ™ / Kantar Millward Brown
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Total Value of UK Brands in the BrandZ™ Global Top 100

$86.4 Bil.
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North America

BrandZ™ Top 100

=

Most Valuable Global
Brands 2018

Category Brand Value
Year-on-Year Change

+235*

North America Top 10
Total Brand Value

$1.7 trillion
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Innovative tech brands
drive region’s value rise

With a 23 percent increase, North
America was second, after China,
in regional brand value growth.

All of the North American Top 10
brands are US, and eight of 10 are
technology-related and illustrate
how brand value growth can follow
from being disruptive, innovative,
and different.

Each of the business-to-consumer
brands introduced new products or
services to strengthen its ecosystem
and the customer experience.
Apple introduced its iPhone X, for
example. Google advanced its
artificial intelligence initiatives like
Google Home, with its personal
assistant, “Google Assistant.”

Facebook planned to revise its
business model to encourage
people to use Facebook more
for relationship building.
Amazon advanced is automatic
replenishment system, acquired

physical stores retailer Whole Foods,
and opened its first Amazon Go store,
a grocery outlet that tracks purchases
through shopper smartphones,
eliminating the need for shelf pricing
and checkout.

These brands were well positioned
in a year when expectations for a
business-friendly climate under the
new US Administration helped fuel the
economy and stock market. But they
also faced increasing public scrutiny
over the use of private customer
data. Brand strength helped these
companies sustain strong customer
loyalty as they addressed these
serious and long-term concerns.

Among the business-to-business
technology brands, Microsoft
increased in value 40 percent,
because of its transformation to an
open platform, enabling it to work
in collaboration with other brands,
and the development of its cloud

storage business. IBM invested in its
Watson-branded artificial intelligence
initiatives, particularly in health care
and finance, which grew slower than
analyst expectations. Visa profits

rose on increased consumer use of
its credit card worldwide, and the
addition of new partners, including
Uber.

As consumers reconciled the
concerns about health with their
desire for burgers and other fast food,
McDonald’s experienced strong sales,
having improved its food ingredients
and restaurant décor over the past
several years, in an effort to revive
the brand. Both AT&T and Verizon,
America’s largest telecom providers,
lost value because of strong price
competition, but both brands focused
on long-term plans to drive growth in
a slow-growth category.
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&7 -
Country Brand Brand Brand Value e
of Global Top  Value 2018 Value 2017 % Change
Rank Brand Category Origin 100 Rank $ Million $ Million 2018 vs. 2017 { f‘\ -
, R
1 Google Technology g 1 302,063 245,581 +23% féiff
A x[@/
2 ‘ Technology & 2 300,595 234,671 +28% §
4
s amazon Retail e 3 207594 139,286 +49%
4 @@ Microsoft  Technology £ 4 200987 143,222 +40%
s facebook Technology = 6 162,106 129,800 +25%
6 VISA Payments &= 7 145611 110,999 +31%
7 McDonald's  rast Food = 8 126,044 97723 +29%
= \
8 N— Telecom Providers % 10 106,698 115,112 7%
9 B Technology \% 11 96,269 102,088 -6%
M \/ ;
10 verizon Telecom Providers % 12 84,897 89,279 -5%
_ Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
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Asia

BrandZ™ Top 100
Most Valuable Global
Brands 2018

Category Brand Value
Year-on-Year Change

+42%

Asia Top 10
Total Brand Value

$556.8 billion

China and tech brands
propel region’s growth

With a rise of 42 percent, Asia led
the regions in value growth on the
strength of China and technology.
Eight of the Asia Top 10 brands are
from China, and five of the Chinese
brands are technology-related. A
South Korean and a Japanese brand
also appear in the ranking.

China’'s most valuable brands—
Tencent and Alibaba—help explain the
strong rise of brand value in Asia. Each
of these internet giants has developed
its own ecosystem to serve consumer
needs and influence how they shop
and conduct other transactions. The
brands increased in value year-on-
year 65 percent and 92 percent.

Tencent added new features to
WeChat, its popular social media site
with a billion Monthly Active Users.
The brand extended its influence
outside of China with its games and
its purchase of a larger stake in Snap,
owner of the messaging service
Snapchat.

Online retailer Alibaba added physical
locations to create a seamless
shopping experience and gain a

deeper understanding of how people
move along the path to purchase.
On Single’s Day, a fall holiday

Alibaba developed into a shopping
day, Alibaba sold $25 billion of
merchandise.

Baidu developed artificial intelligence
enhancements for its core search
business. Baidu also entered strategic
collaborations with smartphone
makers, including Huawei. Huawei,
primarily a telecommunications
network provider, expanded its

5G business outside of China, but
met significant resistance in the

US because of security concerns

that Huawei is close to the Chinese
government, which Huawei denies.

Huawei also expanded its smartphone
business and is now the third-largest
smartphone brand, in sales, after
Apple and Samsung. Samsung, a South
Korean brand, introduced its Galaxy
S9, with augmented reality features,
and a price to rival Apple’s iPhoneX.
Samsung recorded strong profits
based on the strength of its electronic
components business because of
heavy demand for memory chips.

Not all the highest value Chinese
brands are in technology. They also
include Moutai, a prestige baijiu, the
traditional Chinese white alcohol,
which increased 89 percent in value,
having broadened its reach after
government restrictions on official
gifting—part of the anti-corruption
campaign—hurt sales.

Two of China’s financial services
brands—Ping An, the insurance

brand and the bank ICBC—benefited
from spending by China’s growing
middle class and the funding needs of
government initiatives. Government
initiatives to invest in 4G and lower the
cost of data consumption impacted
the profits of China Mobile, the world's
largest telecommunications company
with almost 900 million subscribers.

Japan’s Toyota again led the BrandZ™
Cars Top 10 ranking. Its reputation for
quality and reliability generated a high
level of loyalty. And the brand’s Prius
continued to dominate the hybrid
market.

BrandZ™ Top 100 Most Valuable Global Brands 2018

ASIA TOP 10
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Global Brand Brand Brand Value
Country Top 100 Value 2018  Value 2017 % Change
Rank Brand Category of Origin Rank $ Million $ Million 2018 vs. 2017
1 TJencenit B Technology @ 5 178,990 108,292 +65%
2 £2AlbabaCroup Retail @ 9 113,401 59,127 +92%
3§ REED Telecom Providers @ 21 46349 56,535 -18%
4 1cBC ) ®EIRMT Regional Banks -] 22 45853 31,570 +45%
5 SIKNMSUNG Technology o 33 32,191 24,007 +34%
6 @ Alcohol ® 34 32,113 16,983 +89%
7 (O TOYOTA Cars (@ 36 29987 28,660 +5%
8 O\ Technolo Q@ 41 26,861 23,559 +14%
BaichBE 9y : ' o
9 EP'?EG:E\ﬁ Insurance O 43 26,141 17,260 +51%
10 gfé HUAWEI Technology ® 48 24,922 20,388 +22%
Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
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Continental Europe

BrandZ™ Top 100
Most Valuable Global
Brands 2018

Category Brand Value
Year-on-Year Change

+15*

Continental Europe Top 10
Total Brand Value

$315.6 billion

Strength In luxury sectors
explains European growth

The Continental Europe Top 10 rose
15 percent in brand value. The brand
value of Continental Europe Top 10
closely correlates with the fortunes
of the luxury category. A year ago,
the luxury category rose 4 percent,
and the Top 10 rose 4 percent. This
year the correlation was not that
close—the luxury category increased
28 percent—but the story was more
positive.

Half of the Continental Europe Top
10 are luxury-related. Three are in the
luxury category. Two are French—
Louis Vuitton and Hermes—and one,
Gucci, is Italian. The two car brands,
both German, are luxury—Mercedes
and BMW.

The luxury category brands rose most
in brand value. Gucci, which increased
66 percent in value, and Louis Vuitton,
up 41 percent, ranked in the BrandZ™
Top 20 Risers, brands that increased
most in value year-to-year. Hermes

rose 20 percent. Factors influencing
the rise in luxury brand value included
a strong global economy and the
rebound of China.

But these influences provided lift
because the brands had already
spread their wings—improving the
customer experience both instore and
online, and more effectively reaching
out to new younger customers, while
also serving their traditional clientele.
Most significantly, the brands caught
the spirit of the times, most notably in
the bold designs and colors offered by
Gucci.

The luxury cars did not achieve

the same level of growth, but they
increased more in value than they did
a year ago, despite a slowdown in the
rate of car sales worldwide, even in
China. In their own ways the luxury
car brands also responded to the
times, adding luxury appointments to
SUVs, the most popular vehicle among
consumers.

Three of the Continental Europe Top
10 brands are technology-related.

The two telecom providers, Spain’s
Movistar and Deutsche Telekom of
Germany, Europe’s largest telecom
provider, rose moderately in brand
value, in character with a slow-growth
category. SAP, the German business-
to-business software company,
accelerated its move into cloud with
an acquisition and partnership with
Microsoft. Personal Care brand L'Oreal
Paris performed well in Asia, despite
intense competition, and continued its
effective use of social media.
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CONTINENTAL EUROPE TOP 10

Global Brand Brand Brand Value

Country  Top 100 Value 2018 Value 2017 % Change

Rank Brand Category of Origin  Rank $ Million $ Million 2018 vs. 2017

' w Technology a 17 55366 45194 +23%

®
2 -T = w Deutsche Telecom Providers ) 25 41,499 38,493 +8%
Telekom -

3 xz Louis Vuitton Luxury ) 26 41138 29,242 +41%

ek .

4  HERMES Luxury ] 39 28,063 23,416 +20%

5 Z A R A Apparel < 42 26,860 25135 +7%

6 LIOPBR%AL Personal Care O 44 26107 23,899 +9%

7 @ Mercedes-Benz Cars e 46 25,684 23,513 +9%

8 @ Cars ) 47 25624 24,559 +4%

9 M movistar Telecom Providers < 53 22,824 22,002 +4%

1w GUCCI Luxury 0 54 22,442 13,548 +66%

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
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United Kingdom

BrandZ™ Top 100
Most Valuable Global
Brands 2018

Category Brand Value
Year-on-Year Change

+/%

UK Top 10
Total Brand Value

S140.2 billion

Slow-growth categories
Influence low value rise

Brexit did not help. But the main
reason for the 7 percent value growth
of the UK Top 10—in a year when the
BrandZ™ Global Top 100 grew 21
percent—is deeper and more systemic.
The UK is home to many great, even
iconic brands, but they are usually in
categories that are growing slowly and
experiencing disruption.

With three brands, Telecom providers
is the most represented category. The
oil and gas and global banks are each
represented by two brands. One brand
from each of these categories is also
ranked in the UK Top 10: retail, soft
drinks, and personal care.

The telecom providers encountered
commoditization by Over-the-Top
(OTT) companies that provide voice
for free. At the same time, telecom
providers invested in network
infrastructure and attempted to
reposition brands as content providers.

Two of the brands, Vodafone and BT,
declined in value. A third brand, Sky is
new to the ranking this year.

The oil and gas category has been
under tremendous pressure during
the past three years when oil prices
declined to all-time lows, forcing the
oil and gas brands to streamline their
operations and plan differently for
future growth.

Shell shifted its focus from oil

to gas and the expansion of its
downstream consumer business,
which includes around 45,000 service
stations worldwide. Shell surpassed
ExxonMobil as No. 1 in the BrandZ™
oil and gas category. BP also rose in
value, as it regained strength eight
years after the Deepwater Horizon
disaster.

Similarly, global banks enjoyed strong
results, a decade after the financial

crisis. Both HSBC and Barclays took
initiatives to strengthen the banks for
an era of open banking, expected to
expand with new EU regulations.

Although they each rose in value,
brands in related consumer-facing
categories—Tesco in retail, Lipton

in soft drinks, and Dove in personal
care—faced similar pressure from
changing consumer tastes and values
and disruption by discounters, both
offline and in physical stores.
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UK TOP 10
Brand Brand Brand Value
Global Top Value 2018  Value 2017 % Change
Rank Brand Category 100 Rank $ Million $ Million 2018 vs. 2017
1 o Vodqfone Telecom Providers 37 28,860 31,602 -9%
2 HSBC <> Global Banks 50 23,633 20,536 +15%
3 @ Oil & Gas 63 20,264 18,346 +10%
) . ,
4 BT‘ Telecom Providers 94 13,604 16,026 -15%
5 S.l(y Telecom providers - 11,988 NEW
bp
6 % Oil & Gas - 11,846 11131 +6%
7 TESCO Retail - 9,079 8,041 +13%
y o @ 0 @ 4
8 [Lizece Soft Drinks - 8,668 7905 +10%
o @) BARCLAYS Global Banks - 6,280 5999 +5%
10 Dove Personal Care - 6,020 5,792 +4%
<V
Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
Brands not ranked in the Global Top 100 appear in the category rankings.
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Latin America
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Brands cultivate local ¢
e LATIN AMERICA TOP 6
- '
opularity and expand
Country Value 2018  Value 2017 % Change
p p Rank Brand Category of Origin $ Million $ Million 2018 vs. 2017
1 S Beer :9: 8,292 8,119 +2%
The Latin America Top 6 all appear in the value of the Top 50 increased (ﬁnmna T
the category rankings of the BrandZ™ 18 percent in value, following a 22 ] V-~ o
Global Top 100 report, not in the percent decline a year ago. 2 SKQ/L Beer @ 8.263 8146 e
Top 100 ranking. Five of the brands ,
are beers, including Corona from Brands from Mexico and Brazil each 3 ][a[abe[[a Retail 5,373 NEW
Mexico, Skol and Brahma from Brazil, generate about one-third of the total .
and Aguila from Colombia, along Latin America Top 50 brand value, 4 BRAHIW\ Beer 4,478 4,385 +2%
with a Newcomer this year, Mexico's with Brazil trailing slightly. At the o
Modelo. The other Top 6 brand, also a same time, Corona, a Mexican beer, 73 .
Newcomer, is Falabella, a retail brand surpassed Brazil's Skol as No. 1 in the s & Beer Q 3,924 3,843 %
based in Chile, with department stores  Latin America Top 50. P
throughout Latin America. 6 M& Beer ‘ED 3,621 NEW
. B erveza Modelo. -
Latin Amerlcah brands are popular / Source: Kantar Millward Brown/ BrandZ (including data from Bloomberg) and Kantar Consulting
These brands fall somewhat below the across the region, where consumers The Latin American Top 6 appear in the category rankings, but not in the Global Top 100.
brand value threshold of the BrandZ™ view them understanding local needs. )
Global Top 100 ranking. Although However, Corona has long been (
the brands are sizeable and appear in popular in the US. And Modelo has )
the category rankings, economic and grown in popularity in the US because /
geopolitical factors have impacted the  of a growing preference for Mexican %\\/*
value growth of the Latin American beer, and Modelo’s astute marketing, \
brands. which resonated both with the Latino j

immigrant population and others who ) S
Brand value growth has improved, strive to achieve the American Dream. ) /8
however. As analyzed in the recently-
published BrandZ™ Top 50 Most p
Valuable Latin American Brands 2018, &é e
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The Industrial Revolution has been
long heralded as a significant
inflection point in human history. It
transformed every aspect of society,
from food production and clothing
to housing and infrastructure, and
catalyzed urbanization. By 1840s, the
urban population in UK exceeded
the rural. This led to an explosive

impact on society’'s needs and wants.

The ability to have things faster and
better changed not just how people

lived but also how they thought and
interacted with each other and laid the
foundation for many of the modern
traits visible even today. We're on the
cusp on another major change that,
without much exaggeration, could be
called a Consumer Revolution.

In 2014, the urban-rural balance of
the most populous country in the
world tilted—China’s urban areas
overtook its rural areas in population

size. The urbanization of China has
followed a path similar to the industrial
revolution—growth in trade and
commerce driven by factories, which
laid the foundation for cities. Just as
the UK was the epicenter of the ripples
created in the Industrial era, China is
poised to create waves that will have
far-reaching global impact in the new
Information era.
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CONSUMER REVOLUTION

China’s journey to urbanization

and prosperity has led to
accomplishments that dwarf any
country in the world. Sales during
China’s Singles Day is nearly three
times as much Black Friday and Cyber
Monday combined. Its high-speed
rail network is longer than the rest

of the world put together. However,
viewing these developments merely
as interesting anecdotes means we
risk missing the bigger picture. Similar
to the influence of the UK during the
Industrial Revolution, China will lead
the changes both in technology and
in consumer behavior in the Digital
era.

The first wave of this phenomenon

is already being experienced by
developing nations around the world,
where wealth is reaching people
faster than infrastructure. In such
markets, technology—specifically
e-commerce and mobile access—

is fast filling the infrastructure vs.
consumer demand gap. China is
becoming an example, and the
leading provider of accessible
technology to solve these gaps.
Other countries, like India, are rapidly
riding this same wave.

China: The new canary in the
consumer coal mine

But China is moving faster. The
Chinese consumer now leads the
world in being the most demanding.
China has displaced Japan and the
Nordics as the "torture test” market
for all products, from baby diapers to
mobile phones. Chinese consumers
have become more demanding and
discerning, prompting marketers

to test products in China first—
because if you win with the Chinese
consumer, you are likely to win
everywhere else. This phenomenon
in turn is fueling societal changes—
more discerning consumers, more
stringent performance expectations,
more focus on wants over needs.

It shouldn't be surprising that many
global brands are moving their design
centers to China, as Made in China
becomes Designed in China.

This consumer sophistication, relative
to the West, relates, in part, to the
contrast in business models between
Western and Chinese internet giants.
Most internet giants that originated
in the West, such as Google and
Facebook, have advertising as the
backbone of their revenue. For the
Chinese internet giants, advertising
contributes a minority share of the
revenue, with a major chunk coming

from commerce. This fundamentally
alters their behavior. From “super
apps” such as WeChat to the
sprawling e-commerce empire of
Alibaba, China is at the forefront of
innovation in commerce at scale—the
opposite of the impression of China
as a “copy” economy. The first-mover
advantage of Chinese technology
brands in many key sectors (Huawei
in Telecom or Didi Chuxing in
transportation), and their focus on
making solutions cheaper and faster
have made their products ubiquitous.

With an insatiable appetite for growth
and constant innovation, China is

set to expand its influence in the
high-growth markets. This could

be the beginning of new wave of
“Digital Colonization.” The irony

that the Industrial Revolution, and
related outsourcing of low-cost
manufacturing by the West to China,
led to this shift in power is not lost on
us. But brands and advertisers today
have to prepare themselves for the
cultural and societal fallout of these
changes and get ready to deliver, or
risk getting left behind. Sadly, this
reality is not yet broadly reflected in
the advertising and communication
industry’s outlook towards China.
Often China is left alone for being
different, as opposed to embracing it
as the harbinger of the future!

BrandZ™ Top 100 Most Valuable Global Brands 2018
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Qualities of countries shape
perception of their brands

Best Countries report reveals qualities for growth

All brands have a country of origin. All countries have
their own brand qualities. These qualities can influence
the perception of a country’s brands, and even impact
their international growth. By comparing countries

in the 2018 BrandZ™ Global Top 100 report with
findings in the Best Countries 2018 report of Y&R's

BAV Group, these relationships between brands and
countries emerge: Countries with the most brands in
the BrandZ™ Global Top 100 report are more powerful
and entrepreneurial; fast-growing countries with fewer
brands in the BrandZ™ Global Top 100 report are
more distinctive and dynamic—and these countries
may shape the future of global brand value growth.
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BEST COUNTRIES

The Global Top 100 brands come
from 15 countries. The most
represented countries are the US, with
55 brands, China with 14, Germany 8,
France 4, and the UK 4. Some brands
appear only in the category rankings
because their value falls below the
value threshold of the Top 100. With
these brands added, the Global Top
100 report includes 191 brands from
24 countries. The number of brands
from each country then increases,
sometimes substantially. For example,
the number of US brands rises from
55 to 89, and the number of German
brands rises from 8 to 14.

Meanwhile, both the BrandZ™ Global
Top 100 and category rankings are
becoming more diverse. The number
of Chinese brands rapidly increased
from 1in 2006 to 14 today. India and
Indonesia are now represented by
one brand apiece in the Global Top
100. The first Indonesian brand, BCA,
a bank, appeared in the 2018, and an
Indian brand, Maruti Suzuki, appeared
in the BrandZ™ Car Top 10 for the first
time.

These developments—the dominance
of the US, the sustained strength of
the UK and Continental European
countries, the rapid rise of China,

and the emergence of Indonesia and
India indicate that strong, valuable
brands can come from just about any
geography or culture. Understanding
what country characteristics most
correlate with high-value brands,

and how those characteristics vary
by country, can yield insight into the
future of building valuable brands.

COUNTRIES/MARKETS IN THE BRANDZ™ GLOBAL TOP 100

The Global Top 100 brands come from 15 countries. The most represented countries are
the US, with 55 brands, China with 14, Germany 8, France 4, and the UK 4.

Australia Canada China

France Germany HongKong India Indonesia

2 brands 2 brands 14 brands 4 brands 8 brands 1brand 1brand 1brand

Italy Japan

South Korea  Spain

§1IP % =
UK us

Sweden

1 brand 3 brands 1 brand

Source: BrandZ™ / Kantar Millward Brown

2 brands

1 brand 4 brands 55 brands

Power and entrepreneurship

Two qualities seem to most distinguish
the countries whose brands appear

in the 2018 BrandZ™ Top 100

Most Valuable Global Brands—the
countries are powerful, and they are
entrepreneurial. These results emerge
from analyzing the results of the Best
Countries 2018 study by Y&R's BAV
Group, completed in collaboration
with US News & World Report and
Wharton business school.

The study is based on interviews
with 21,400 elites, business decision
makers, and citizens from 36 markets
rating 80 countries across 65 brand
attributes. The attributes are then
grouped into these eight, thematic
subrankings: Adventure, Citizenship,
Cultural Influence, Entrepreneurship,
Heritage, Open for Business,

Power, and Quiality of Life. A ninth
subranking, Movers, is a forward-

looking measurement of momentum.
The study ranks countries on each
attribute and subcategory and also
combines the data to produce a Best
Countries Overall ranking. (Please see
the Best Countries Methodology at the
end of this section).

There is a correlation between how
positively people worldwide view a
country, and the extent to which the
country produces high-value brands.
Four of the five countries with the
most brands in the BrandZ™ Global
Top 100 also rank in the BAV Best
Countries Overall Top 10. Germany
is No. 3 in the Best Countries Overall,
the UK is No. 4, the US is No. 8, and
France is No. 9. China and India rank
No. 20 and No. 25, respectively, in
Best Countries Overall. Fast-growing
Indonesia ranks 41.

Other than Indonesia, these countries
share in common especially high
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COUNTRIES/MARKETS IN THE BRANDZ™ GLOBAL TOP 100 AND CATEGORIES

Some brands appear only in the category rankings because their value falls below the value threshold of the Top 100.
With these brands added, the Global 100 report includes 191 brands from 24 countries/markets.

Chile China

Australia Austria Belgium Brazil Canada Colombia
3 brands 1 brand 1 brand 2 brands 4 brands 1 brand 17 brands 1 brand
4 % -7 < ‘/' T ‘ b 4 y ’*\\\‘ & \‘
France Germany Hong Kong India Indonesia Italy Japan Mexico
13 brands 14 brands 1 brand 2 brands 1 brand 2 brands 7 brands 2 brands
P N P PN , . p . p .

= o & o & e
(o)) 5
‘: 6 &jﬂ - W W -y
Netherlands Russia South Korea Spain Sweden Switzerland UK us
2 brands 3 brands 1 brand 5 brands 2 brands 4 brands 13 brands 89 brands

Source: BrandZ™ / Kantar Millward Brown

ranks in two of the eight Best
Countries subrankings: Power and
Entrepreneurship. Ranking in the
Power Top 10 are: the US at No. 1,
China No. 3, Germany No. 4, the UK
No. 5, and France No. 6. India ranks
No. 15 and Indonesia ranks 47. These
countries rank in the Entrepreneurship
Top 10: Germany is No. 1, the US No.
3, and the UK No. 4. In the next tier,
France ranks No. 14 and China ranks
No. 16. India and Indonesia follow at
No. 28 and No. 43, respectively.

The Power and Entrepreneurship ranks
are a composite score calculated from
scores on component attributes. The
Power attributes include: having a

strong military, strong international
alliances, and being politically and
economically influential, for example.
Among the attributes comprising
Entrepreneurship are: being
entrepreneurial, providing easy access
to capital, having a well-developed
infrastructure, and transparent
business practices.

The extent to which each attribute
contributes to the subranking score
varies by country. China’'s No. 3 in
Power is based on a combination of
having a strong military and political
influence. For the UK, its No. 5

rank in Power comes from strong
international alliances and economic

influence. Germany's No. 1 rank in
Entrepreneurship is driven by its
skilled labor force and well-developed
infrastructure. For the US, No. 3 in
Entrepreneurship, the key attribute

is being connected to the rest of the
world.

Citizenship and other
subrankings

Along with Power and
Entrepreneurship, the countries with
the most brands in the BrandZ™
Global Top 100 also excel in other
Best Countries subrankings, including:
Citizenship, Cultural Influence, and
Heritage.
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Citizenship

Attributes comprising the Citizenship
subranking include: respect for
property rights, gender equality, caring
about human rights, and religious
freedom. Of the countries that have
had brands consistently ranked in the
Global Top 100 over time—The US,
UK, Germany, and France—Germany
ranks the highest, No. 10, and all the
countries rank in the Citizenship Top
20, much higher than countries whose
brands have entered the BrandZ™ Top
100 more recently.

Cultural Influence

Attributes comprising the Cultural
Influence subranking include: being
seen as prestigious, being culturally
significant in entertainment, and
being modern, fashionable, or trendy.
France, the US, and UK rank in the Top
5in Cultural Influence, which may
reflect their influence on the world

in the second half of the twentieth
century, post-World War Il. The rise of
their global brands benefited from that
influence.

Heritage

Attributes comprising the Heritage
subranking include: having a rich
history, many cultural attractions,
and great food. Heritage is a strong
factor for France at No. 4, India No. 6,
China No. 10, and the UK No. 11. But
heritage can cut both ways. Heritage
can shine a halo of artistry around
France's fashion and luxury brands.
Heritage can also lead to stereotypes
that inhibit brand growth. India is
known overseas for its ayurvedic
products and China for its traditional
Chinese medicines. Both categories
are heritage-related; neither reflects
the broader, dynamic economies and
aspirations of these countries.

THE BEST COUNTRIES OVERALL TOP 20

There is a strong correlation between the countries with the most brands in the 2018
Brand™ Global Top 100 and the 14 categories examined in the 2018 Global Top 100
report, and the BAV Best Countries 2018 Overall Top 20, a composite of country ranks on
nine subrankings.

Brands in BrandZ™

Brands in BrandZ™

Rank  Country Global Top 100 Global Top 100 Categories
1 o Switzerland - 4 Brands
2 (5; Canada 2 Brands 4 Brands
3 e Germany 8 Brands 14 Brands
4 %E United Kingdom 4 Brands 13 Brands
5 @ Japan 3 Brands 7 Brands
6 {5 Sweden 1 Brand 2 Brands
7 @ Australia 2 Brands 3 Brands
8 g United States 55 Brands 89 Brands
9 {) France 4 Brands 13 Brands
10 C Netherlands - 2 Brands
11 {_5 Denmark - -

12 ﬂ% Norway - -

13 6 New Zealand - -

14 él; Finland - -

15 ‘:i Italy 1 Brand 2 Brands
16 e Singapore - -

17 C Austria - 1 Brand
18 c Luxembourg - -

19 C Spain 2 Brands 5 Brands
20 O China 14 Brands 17 Brands

Source: BAV Best Countries 2018, and BrandZ™ / Kantar Millward Brown

India ranks No. 25, Indonesia ranks No. 41
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COUNTRIES WITH THE MOST
BRANDS IN THE GLOBAL TOP
100 ARE POWERFUL...

Countries with the most brands in

the Brand™ Global Top 100 comprise

five of the BAV Best Countries Power
Top 10. India is No. 15.

BAV Best Countries
Power Top 10
Rank Country

1 g United States

3 g China

4 ‘ Germany

&/

5 % United Kingdom

6 () France

Source: BAV Best Countries 2018, and
BrandZ™ / Kantar Millward Brown
India ranks No. 15, Indonesia ranks No. 43.

...AND COUNTRIES WITH
THE MOST BRANDS IN THE
GLOBAL TOP 100 ARE
ENTREPRENEURIAL

Countries with the most brands in the

Brand™ Global Top 100 comprise three of the
BAV Best Countries Entrepreneurship Top 10.

BAV Best Countries
Entrepreneurship Top 10

Rank Country

1 ‘/ Germany

e

3 % United States

4 % United Kingdom

CITIZENSHIP RELATES TO
LONG-TERM LEADERSHIP...
Four of the countries that have the most
brands in the Brand™ Global Top 100
consistently over time rank in the BAV Best
Countries Citizenship Top 20, although
only Germany ranks in the Top 10.

BAV Best Countries
Citizenship Top 20

Rank Country

10 - Germany

Source: BAV Best Countries 2018, and
BrandZ™ / Kantar Millward Brown
France ranks No. 14 and China ranks No. 16.

*D

11 United Kingdom

14 l} France

16 % United States

Source: BAV Best Countries 2018, and
BrandZ™ / Kantar Millward Brown
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...AND HERITAGE ADDS
DISTINCTION...

Countries in the BAV Best Countries
Heritage Top 10 include France,
which has consistently had many
brands included in the Brand™
Global Top 100, along with India
and China, with brands added to the
Brand™ Top 100 more recently.

BAV Best Countries
Heritage Top 10

Rank Country

4 ‘:' France

..CULTURAL INFLUENCE 6 (@ India

IS SIGNIFICANT...

Three of the countries that have and the
most brands in the Brand™ Global Top 100

consistently over time rank in the BAV Best
Countries Cultural Influence Top 5.

BAV Best Countries ; ]
Cultural Influence Top 5 10 G China
Source: BAV Best Countries 2018, and
Rank Country BrandZ™ / Kantar Millward Brown

The UK ranks No. 11

2 {} France

3 % United States

5 % United Kingdom

Source: BAV Best Countries 2018, and
BrandZ™ / Kantar Millward Brown

...BUT MOVERS POINTS TO
THE FUTURE

The higher ranked countries on the BAV Best
Countries Movers Top 10, China and India,
have added brands to the Brand™ ranking
relatively recently. Indonesia ranks No. 23

in Movers. In contrast, The US ranks No. 29,
Germany No. 35, France No. 47, and the UK
ranks No. 51. The findings indicate that the
countries with most brands in the Brand™
Global Top 100 are viewed as less distinctive
and dynamic that countries with fewer
brands in the Global Top 100, suggesting
that the Brand™ ranking will become more
geographically diverse.

BAV Best Countries
Movers Top 10

Rank Country

Source: BAV Best Countries 2018, and

BrandZ™ / Kantar Millward Brown

Indonesia ranks No. 23, the US ranks No. 29, Germany
ranks No. 35, France ranks No. 47, and the UK ranks No. 51

Shaping the future

A country’s influence on building
valuable brands in the future may

not come from excelling in one
particular subranking, but rather

from its strength in a combination

of subrankings. Specifically, BAV

Best Countries analysis combines
Entrepreneurship, Quality of Life, and
Citizenship into a measurement of soft
power, the ability to exert influence
with cultural and human capital rather
than military might.

A country’s perceived soft power
correlates with its brand equity,
according to BAV. Soft power
attributes drive 57 percent of a
nation’'s brand equity, while more
conventional measurements of
power drive only 8 percent. The US,
UK, France, and Germany rank in

the Top 20 in each of the soft power
subrankings. China ranks in the Top 20
in Entrepreneurship and it is No. 21 in
Quality of Life.

China is lower in Citizenship and India
and Indonesia are lower in all three
soft power subrankings. However,
these three countries, particularly
China under President Xi Jinping and
India under Prime Minister Narendra
Modi, are actively implementing
initiatives to build global soft power
influence.

A country’s brand and the brands a
country produces form a virtuous
circle. The positive perception of

a country helps brands grow in

new markets, and positive brand
experience in new markets improves
the perception of its country of origin.

The rising stature of China, India, and
Indonesia should help propel their
brands.

Brand China has already improved
the awareness of Chinese brands
internationally. Consumers globally
are becoming more aware of
Chinese brands across categories,
as documented by BrandZ™ analysis
of overseas Chinese brand building
conducted in collaboration with
Google. Between 2013 and 2017,
the gap between online searches for
Chinese brands and brands from other
nations narrowed by 29 percent.

How quickly Chinese brands—or
brands from India or Indonesia—reach
greater international presence and
increase in value relates to another
subranking—Movers—which measures
a country as different, distinctive,
dynamic, and unique. It applies the
BAV BrandAsset Valuator Model

of Brand Building methodology to
countries, as a predictor of future GDP
and purchasing power.

And here is where the tables turn. Of
the developed nations, the US ranks
highest in Movers, No. 29, followed by
Germany No. 35, France No. 47, and
the UK No. 51. In contrast, India ranks
No. 2, China No. 4, and Indonesia
No. 23. The Movers subranking, and
other BAV Best Countries findings,
may be the best indicators of what
the BrandZ™ Top 100 Most Valuable
Global Brands will look like in the
future.
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How to measure a country

The Best Countries ranking incorporates the
views of more than 21,000 individuals surveyed
iIn 36 countries in these regions: the Americas,
Asia, Europe, and the Middle East and Africa.

These people include a high
proportion of “informed elites”
—college-educated people who
keep up with current affairs—along
with business decision makers and
members of the general public.

Respondents are asked about the
80 countries that feature in the

2018 ranking; between them, these
countries account for about 95
percent of global Gross Domestic
Product and represent more than 80
percent of the world'’s population.

People surveyed for Best Countries
are asked how closely they
associate 65 attributes with a range
of countries. These attributes are
then grouped into eight categories
that are used to calculate the Best
Countries ranking.

STATE OF A NATION
EIGHT ELEMENTS COMPRISE A COUNTRY'S BRAND

Adventure

A country is seen as friendly,
fun, has a pleasant climate,
and is scenic or sexy.

Citizenship

It cares about human rights, the environment,
gender equality, is progressive, has religious
freedom, respects property rights, is trustworthy,
and political power is well distributed.

Cultural influence

It is culturally significant in terms of
entertainment, its people are fashionable and
happy, it has an influential culture, is modern,
prestigious and trendy.

Entrepreneurship

It is connected to the rest of the world, has an educated
population, is entrepreneurial, innovative, and provides

R easy access to capital. There is a skilled labor force,
technological expertise, transparent business practices,
well-developed infrastructure, and a well-developed legal
framework.

@%l ) P
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Heritage

The country is culturally accessible,
has a rich history, has great food, and
many cultural attractions.

A
OPEN

Open for business

Manufacturing is inexpensive, there's
a lack of corruption, the country has
a favorable tax environment, and
transparent government practices.

M

T

Power

[tis a leader, is economically and
politically influential, has strong
international alliances and a strong
military.

©
|

Quality of life

There's a good job market,
affordable living costs, it's
economically and politically stable,
family-friendly, safe, has good
income equality and well-developed
public education and health systems.

EACH WEIGHTED ELEMENT CONTRIBUTES
TO AN OVERALL BEST COUNTRIES SCORE

22X 3/

CITIZENSHIP ~ ENTREPRENEURSHIP ~ QUALITY OF LIFE ~ CULTURAL INFLUENCE

19%  19% 19% 14%

b A\

OPEN FOR BUSINESS POWER ADVENTURE HERITAGE

13% 8% 4% 4%

rights and equality, and has a focus on
entrepreneurship, is seen as having

the most powerful nation brand. This
reflects how the world has changed; no
longer is it just tanks and banks that give
a country influence around the world.
Hard power is making way for softer
power that comes about as a result of
entrepreneurship and cultural exports.

The weight of each element in the Movers

final index was determined by the In addition to the eight categories
strength of its correlation to per capita above, a momentum metric called
GDP (at purchasing power parity). As "Movers” represents 10 percent of
seen in the above breakdown, a nation the index, measuring how different,
focused on providing great quality of distinctive, dynamic, and unique a
life for its people, which cares about country is seen to be.

For further information about Best Countries and the capabilities of the BAV Group,
please contact Ryan Johnson, VP BAV Group, at Ryan.Johnson@bavgroup.com

To see the full Best Countries methodology, visit:
https://www.usnews.com/news/best-countries/articles/methodology
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BRANDZ™ ANALYSIS

Category Changes

THE CONSUMER CATEGORIES

Apparel

Cars

Luxury
Personal Care
Retail

THOUGHT LEADERSHIP

Value, Values, And Vogue

by Anusha Couttigane, Senior Fashion Analyst
Kantar Consulting, Retail & Shopper Practice

THE FOOD AND DRINK CATEGORIES

Beer
Fast Food
Soft Drinks

THOUGHT LEADERSHIP
E-commerce Innovation
by Eric Heller, CEO, Marketplace Ignition

THE FINANCIAL CATEGORIES

Global Banks
Regional Banks
Insurance

THOUGHT LEADERSHIP

Women & Finance

by Rosi McMurray, Planning Director,

UK Financial Services & Technology, Kantar TNS

THE COMMODITY CATEGORIES

Oil & Gas

THOUGHT LEADERSHIP

Premium Redefined

by Dayoan Daumont, Consulting Partner,
Innovation & Digital Transformation, OgilvyRED

THE TECHNOLOGY CATEGORIES

Technology
Telecom Providers

THOUGHT LEADERSHIP
Voice
by Whitney Fishman Zember, Managing Partner,

Innovation and Consumer Technology, Wavemaker
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Value of every category
rises, some substantially

Brand-building

Each of the 14 categories examined in
the BrandZ™ Global Top 100 grew in
value. The retail category again led the
growth, increasing 35 percent, more
than doubling the 14 percent rise of a
year ago. Several categories rebounded
significantly. Insurance increased 34
percent, after declining 1 percent a
year ago. Similarly, global banks rose 24
percent from a 1 percent decline in the
previous year. Brand-building Initiatives
to contend with ongoing disruptions
helped propel value growth as the
economy improved.

INitiatives counter disruptions

Retail was a bellwether, the clearest
example of a category disrupted

by technology. The category was

the first to be severely battered by
technological change, with the
advent of e-commerce in the early
1990s, and the smart phone a decade
ago. The survivors transformed,

the most successful becoming vast
ecosystems, linking online and offline
with sophisticated data collection and
analysis to ensure consistent customer
experience from the start of the
circuitous path to purchase to pick-up
or delivery.

Two of the e-commerce leaders,
Amazon and Alibaba, drove much

of retail category value growth. And
they represented the poles of retail
and technology development—the US
and China. Because vast ecosystems
enabled Chinese consumers to
conduct extensive aspects of their
lives on mobile platforms, the China
became a vision of future consumer
behavior across many categories.

And Chinese consumer spending
influenced the growth of many
categories, including retail, insurance,
luxury, technology, regional banks, fast
food, personal care, cars, apparel, and
beer.
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Technology which rose 28 percent

in value, disrupted all categories,
including technology. The business-to-
consumer brands continued to achieve
massive scale but also encountered
more consumer skepticism because

of that scale and the compromise of
personal data, which posed a threat
both to consumers and to the business
models of many of the tech brands that
depend on vast troves of personal data
to improve their products. The border
between business-to-consumer and
business-to-business became more
porous. And the B-to-B brands moved
further along in their efforts to adapt
their businesses to the cloud.

Trends and disruption

Propelled by astute branding and the
rebound of China's economy, luxury
also rose 28 percent in value. Bright
colors and fun streetwear styles
appeared both in luxury and apparel, as
consumers sought comfort and escape
from unremitting negative news
reports about wars, natural disasters,
and threatening political changes. The
interest in indulgence also touched
personal care. These three categories,
especially apparel and personal care,
also experienced the disruptive effects
of small brands, or non-brands, with
convincing stories, competitive prices,
and easy availability on the internet.

Fast food also benefited from the
interest in indulgence as consumers
reconciled their preference for healthy
eating with their desire for taste and
comfort food. Burgers were back.

The fast food category increased 13
percent, compared with 7 percent

a year ago, having upgraded its
restaurants, improved menus, and
figured how to provide meals that were
healthier and authentic to the brands.
The soft drinks and beer categories
were harder hit by consumer concern
with health, and the changing drinking
preferences of young people. Those
categories rose 4 percent and 3
percent, respectively.
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CATEGORY CHANGES

The financial services categories—
global banks, regional banks, and
insurance—progressed in their use

of technology to improve customer
experience, add efficiencies, and
reach new, younger consumers.

Its 34 percent rise in value made
Insurance the highest category
gainer after retail. Chinese and Asian-
focused brands drove much of that
gain because of local economic
growth and rapid adoption of fintech.

Regional economic strength drove
the 16 percent value rise of regional
banks. BCA, an Indonesian bank,
entered the BrandZ™ Global Top
100. Almost a decade after the
financial crisis, the global banks
reported strong results, with value
rising 24 percent after a decline of

1 percent a year ago. However, the
banks contended with the prospects
of open banking and blockchain, and
a changing regulatory environment.

Both the oil and gas and cars
categories contended with the
uncertain future of carbon, and the
need to sustain their businesses today
while preparing for a future based
around different energy sources.

The large integrated oil companies
shifted their investments from oil

to gas. The European companies
focused more attention on alternative
fuels, while the American companies
were preoccupied with developing
enormous shale reserves at home.

Car brands sold big SUVs, the
consumer model of choice
throughout the world, while at the
same time the brands developed car-
sharing businesses and other mobility
options. Driven by consumer interest
in SUVs and luxury, car sales grew in
most regions, although at a slower
pace, even in China. On the strength
of a new pemium segment, Maruti
Suzuki, an Indian car brand, entered
the BrandZ™ Cars Top 10.

Category Value Changes

1

2

i‘- 1\

RETAIL

Category Value % Change
2018 vs. 2017

+35*

Category Value % Change
2017 vs. 2016

+14*

Total Category Value

$578.0 Bil.

PERSONAL CARE

Category Value % Change
2018 vs. 2017

+8*

Category Value % Change
2017 vs. 2016

+1*

Total Category Value

$124.7 Bil.

INSURANCE

Category Value % Change
2018 vs. 2017

+34*

Category Value % Change
2017 vs. 2016

o,
-17
Total Category Value

$108.7 Bil.

CARS

Category Value % Change
2018 vs. 2017

+7”*

Category Value % Change
2017 vs. 2016

o,
0%
Total Category Value

$1496 Bil.

O

TECHNOLOGY

Category Value % Change
2018 vs. 2017

+28*

Category Value % Change
2017 vs. 2016

+13*

Total Category Value

$1,592 .3 Bil.

10

APPAREL

Category Value % Change
2018 vs. 2017

+5*

Category Value % Change
2017 vs. 2016

o,
_7%
Total Category Value

S111.3 Bl

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg and Kantar Consulting)
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LUXURY

Category Value % Change
2018 vs. 2017

+28*

Category Value % Change
2017 vs. 2016

+4%

Total Category Value

$133.1 Bil.

11

SOFT DRINKS

Category Value % Change
2018 vs. 2017

+4”

Category Value % Change
2017 vs. 2016

o,
0%
Total Category Value

$160.7 Bil.

5y

GLOBAL BANKS

Category Value % Change
2018 vs. 2017

+24*

Category Value % Change
2017 vs. 2016

o
-17
Total Category Value

$131.8 Bil.

12

REGIONAL BANKS

Category Value % Change
2018 vs. 2017

+16*

Category Value % Change
2017 vs. 2016

+2*

Total Category Value

$263.2 Bil.

13

P >

BEER

Category Value % Change
2018 vs. 2017

+3*

Category Value % Change
2017 vs. 2016

+5%

Total Category Value

$82.6 Bil.

TELECOM PROVIDERS

Category Value % Change
2018 vs. 2017

+2”

Category Value % Change
2017 vs. 2016

+6*

Total Category Value

$455.6 Bil.

FAST FOOD

Category Value % Change
2018 vs. 2017

+13*

Category Value % Change
2017 vs. 2016

+7*

Total Category Value

$242 .4 Bil.

14

OIL & GAS

Category Value % Change
2018 vs. 2017

+1*

Category Value % Change
2017 vs. 2016

+5%

Total Category Value

$976 Bil.
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Category Brand Value
Year-on-Year Change

57

Category Brand Value
12-Year Change

+16/%

Apparel Top 10
Total Brand Value

$111.3 billion
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The apparel category is comprised
of mass-market men’'s and women's
fashion and sportswear brands.

Apparel imitates luxury
with more design focus

Bright colors, personalization express consumer mood

Bold colors and designs
signaled respect for diversity
and also expressed a need

for fantasy and escapism as a
counterpoint to the sobering
state of global geopolitics.
Sales in developing markets, in
Asia and elsewhere, outpaced
sales in established markets.
Sportswear and fast fashion
again drove the value growth
of the apparel category, which
increased 5 percent, aftera 7
percent decline a year ago.

Brands sought inspiration from their
archives and the designs that made
them popular originally. Nostalgia
for the decade of 1990s continued
to influence style and result in more
licensing agreements. In an unusual
inversion of trends, some of the fast
fashion brands adopted a luxury
category practice and introduced
premium collections with longer shelf
life.

Some of the mass apparel brands
also expanded their design teams
to develop original designs. These

initiatives responded to the “see
now, buy now” trend in luxury,
which reduces the time between
runway introduction and in-

store availability, making it more
difficult for mass brands to copy
or preempt luxury. In addition, the
mass fashion brands added more
sub-brands at a time when luxury
is rationalizing its fashion brands.

Fast fashion brands, which

have depended on innovative
technology and logistics for rapid
product design, fabrication, and
distribution, increasingly used

data from social media to produce
apparel influenced by consumer
recommendations. Brands created
capsule collections in collaboration
with bloggers or other influencers.

APPAREL TOP 10
Brand Brand Value
Value 2018 Brand % Change
$ Million Contribution 2018 vs. 2017
1 Nike &= 38,479 4 +13%
2 Zzara Q 26860 3 +7%
3 Adidas ) 12,456 4 +50%
4 HeM $ 8,884 2 -15%
5  Uniglo (@ 8,166 3 +8%
6  Lululemon “ 3,912 5 +10%
7 Victoria's Secret & 3,442 3 -32%
8  UnderArmour & 3,160 4 -46%
9 Asos e 3,092 4 NEW
10 Massimo Dutti (@ 2,818 4 +0%
Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
Brand Contribution measures the influence of brand alone on earnings, on a scale of 1 (lowest) to 5 (highest)
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APPAREL

INSIGHT
Inversion

Luxury hurries
as fast fashion
goes premium

In the fashion space we are
seeing an inversion of trends
between luxury and mass
market players. Fast fashion
players like H&M, for example,
are introducing more premium
focused collections, indicating
a shift toward more long-term
planning for those upmarket
collections. Conversely, luxury
brands are looking for ways

to introduce newness more
frequently without applying that
sentiment across their entire
ranges. Historically, luxury
brands have operated around

a bi-annual calendar with two
major drops per year. Yet we
are now seeing them create
smaller ranges that stimulate
the market at regular intervals
and help them stay front-of-
mind between big seasonal
drops. Gucci is a good example
of a brand that is exploiting this
strategy, by creating capsule
collections in collaboration
with artists and other creative
personalities to generate
interest more often.

Anusha Couttigane

Senior Analyst, Research Services

Kantar Consulting
Anusha.Couttigane@kantarconsulting.com

KANTAR
CONSULTING

| Adidas led the apparel category

in value growth, rising 50 percent
primarily because its image as an on-
trend streetwear brand was closely
aligned with fashion preferences.

In addition, Adidas excelled at mass
premiumization. The brand also
connected with consumer values and
sold around a million pairs of shoes
made from plastic reclaimed from the
ocean.

New channels, competition

As the apparel brands attempted

to be on trend, on time, and more
personalized, they faced new
competition. The low barrier to
entry of e-commerce resulted in a
proliferation of Asian brands, often
from China, that not only competed
on price, but also benefited from the
interest in Asian culture and fashion.

These brands often existed on social
media sites, such as Instagram

or Facebook, sometimes with
purchasing links to Amazon closing
the social commerce loop. Being seen
on Amazon conferred legitimacy. In
addition, Amazon has become an
important destination for apparel
shopping in the US and offers its own
private label brands, an influence that
likely will spread to other markets.

INSIGHT
Trust

Consumers seek
more originality
from fast fashion

Some of the fast fashion brands
have experienced consumer
backlash for demonstrating

a lack of creativity by simply
copying design/graphic work
of little-known designers. I've
had conversations with friends
about this, and their attitude is,
they’'d buy a solid color item
from a fast-fashion brand,

but they'd be skeptical about
buying anything with a design,
which possibly had been
copied without permission.
They would not buy anything
with artwork on it.

Whitney Krause James
Partner, Analytics Practice
Kantar Millward Brown
Whitney.Krause@kantar.com

KANTAR

MillWARD
BROWN

INSIGHT
Inclusiveness

Fashion brands
embrace people
with disabilities

One in five Americans identify
as having a disability that
makes dressing and expressing
themselves more challenging.
What should be a shared
human experience becomes

a frustrating exclusion.
Leading brands like Tommy
Hilfiger are taking note. By
challenging long-standing
design conventions like buttons
and over-the-head openings
on shirts, they are introducing
innovations that make
fashionable clothes wearable
for everyone.

Jaime Klein Daley

EVP, Strategy and Insights
Possible
Jaime.KleinDaley@possible.com

Consumer ease with online shopping
also drove the rise of sites like UK-
based Asos, an e-commerce online-
only apparel brand that appears for
the first time in the BrandZ™ Top

10 Most Valuable Global Apparel
Brands. And in an expression of the
sharing economy, brands also faced
challenges from rental sites similar to
luxury’'s Rent-a-Runway.
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Apparel was also marketed to specific
audiences. Subscription models
included Rockets of Awesome,
intended to save time spent shopping
for kids' clothes by supplying regular
deliveries of items to keep or return.
Le Tote has a maternity line for
renting clothes needed only during
pregnancy. Expanding the notion of
inclusivity, Tommy Hilfiger introduced
Tommy Adaptive, featuring clothing
designed to make dressing easier for
people with certain disabilities.

Fierce competition, including Amazon
private label, impacted Victoria Secret
as the brand attempted to revise

its range and adjust to womens'
changing attitudes about sexuality,
identity, and apparel comfort. H&GM
closed many existing stores and
slowed the opening of new locations
as it focused more on perfecting its
e-commerce presence.

H&M continued to manage a portfolio
of brands, some more premium than
the parent brand, and each centered
about a slightly different aesthetic.
Cheap Monday emphasizes fashion
as fun, for example, while &Other
Stories presents a more premium
offering. H&M announced the launch
of an outlet brand called Afound. Also
shifting attention to e-commerce,
Zara announced it would slow the
growth of its regular stores but
develop flagship locations. Zara sister
brand Massimo Dutti planned the
same approach.

Apparel and technology

Zara planned to launch an AR app
that shoppers in 120 flagship stores
could activate on their smartphones,
enabling them to see certain fashions
being modeled. The app included a
click to purchase function. Zara also
experimented with making fast fashion
even faster. Using RIFD technology in
a London pop-up click-and-collect
store, customers could view items in
a special mirror and order them for
rapid delivery to the store.

INSIGHT
Amazon Effect

Amazon confers
legitimacy
on unbranded

Amazon has given legitimacy to
a host of products that have no
brand but are offered at a good
price and receive many positive
reviews. These products, which
may not even intend to build

a brand, are stealing share
from existing brands. Younger
consumers don't care so much
about prestige brands, as

they are already shopping fast
fashion. If they see something
on Amazon that looks similar
to a Zara or H&M product,

and it has good reviews, these
consumers are going to wear it
for a season. Such consumers
are just fine buying the
unbranded product on Amazon,
creating a difficult dynamic for
legacy brands.

Geetu Bedi
Senior VP, Account Director
BAV Consulting
Geetu.Bedi@bavgroup.com

¥ BAV
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Nike, which continued to lead the !
BrandZ™ apparel ranking, expanded
the use of its Flyknit technology—a

flexible fabric used for shoe uppers—

||
to other apparel, starting with a sports =
bra. Nike also experimented with an
in-store augmented reality (AR) system  INNOVATIVE BRANDS RISE IN VALUE...
called The Nike Makers’ Experience Consumers see innovative brands as Different, and Difference is an important =
that enables customers to custom- driver of brand equity. Innovation especially impacted the year-on-year value =
design sneakers. In an example fluctuations of brands in the 2018 BrandZ™ Apparel Top 10 ranking. Brands that
of wearable technology, Adidas scored high in Innovation increased 11 percent on average, while brands that - ! 1:,“
introduced a sneaker embedded with scored low in Innovation decreased an average of 2 percent. High Innovation
a chip that was readable at public scorers included Adidas, which increased 50 percent in value. Under Armour,
transportation turnstiles in Berlin. which dropped 46 percent in value, was among the low scorers in Innovation. -Ye ° -
Innovation
Known for the technology used in its Innovation Value 1-Year Sele g YEIN NElRIEl W) NIENMS @
Lifewear clothing, Uniglo embarked *Average Brand = 100 Index* Value Change que SEUNG Propositio
on an effort to digitally integrate its ) % alinErEnieniie @ linjretrueinit @inel [pons
online and physical stores, in part to HIGH INNOVATION 112 $65,353 Mil. +11 Brands seen as different are more like
increase its e-commerce business. LOW INNOVATION 104 $45,915 Mil. -2% O COo ana a pre Apparel brana . .
In another effort to build sales with . SE0/ 1) 2l 2l unie € slelniel e
greater accessibility, Uniglo planned Source: BrandZ™ / Kantar Millward Brown Yale 3 ev represe e and value A . e .
to place vending machines, stocked
with basic clothing items, at mall and e advice ot new. b e
airport locations in the US. The focus - AND INNOVATION, MEANINGFUL DIFFERENCE rnand decia - - e
on technology and apparel basics PUSH ADIDAS INTO TOP 100 e means for obta g Jve
helped differentiate the brand from Adidas entered the BrandZ™ Global Top 100 on the strength of being seen as Innovative ollaborate dependent designe SRGEEE SITFETS EOEER SlOEEE
other fast fashion competitors. and Meaningfully Different. The brand was on trend with its streetwear designs and avored by yo O ers and N . e el fern FEER
illustrated a higher purpose with a shoe made of plastic reclaimed from the ocean. blogge eature the indie a O 1 512 ESEESSER SIUIG

Lululemon, also known for the Adidas also focused on mass personalization. Over the past 12 years, the Adidas score and pub e the o the designe sl e = rEnEls @ -
fabric technology used in its athletic in Meaningfully Difference increased from 101, around average, to 135. Its brand value O CO ate o end sensibilitie 4 d ob ed from o _

: ; . increased 439 percent over the same period. Meaningful Difference, a BrandZ™ metric, . . . ° = ° °
clothing, focused on improving the ) i ) ) O O > pportio

) ) drives brand equity and measures the extent to which brands meet consumer needs in
gathering and analysis of data to o eart co and transpare
o ways that are relevant and distinctive.
develop customer communities and
improve the consumer experience Meaningful Difference
on |t§ yvgbsﬁe and gpp. With several 12-Year Change 5 € B 5 € B B
acquisitions, athletic apparel brand
Under Armour continued its transition Do not abando e ma arket, but loo ake e te olog
to becoming a digital health and 135 e fringes, to markets of substantia estme e operative
fitness community. The customer o . e that have been relatively ignored. Fo ord here e Te olog
data will inform product development. adldqs example, To ger established an online an be expensive, but o e
Meanwhile, sales in the US slackened, o of people disabilitie O ght te olog osely aligned
although they continued to grow 12-Year ollaborate e brand on designing clo g ategy, solves proble
elsewhere. Value Change or people o have d butto
70 ppe or o er aspe O aq Ona allo g
101 Average Brand = 100 +439/°
2006 2018 Top 100 grew 204%

Source: BrandZ™ / Kantar Millward Brown
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The car category includes mass-market and luxury
cars but excludes trucks. Each car brand includes
all models marketed under the brand name.

Category Brand Value
Year-on-Year Change

'7/° é/'

Category Brand Value

SUV, luxury propel sales,
+17 but pace of growth slows

Cars Top 10

Total Brand Value Brands build for today and prepare for tomorrow
$149.6 billion

After no increase in value a Despite expressed consumer concerns  ownership, cars are a more affordable
year ago, the car category rose about climate change, SUVs of all big-ticket purchase.
7 percent, on the strength of sizes drove sales across most markets,
SUV sal ! di b d primarily because these models Mass imitated luxury in car

s:a esan u.xury rands. make drivers feel safe and powerful. technology, and luxury imitated mass
Sales increased in most SUV volume in Europe grew about in car model variations, with SUVs and
regions of the industrialized 20 percent. And contrary to the hatchbacks. Most of the luxury brands
world, but at a slower rate, conventional wisdom that younger offered entry models, on-ramps to the
even in China. Safer. and more people are less interested in cars or brand for younger drivers who want
technologically advanced driving, in markets like the UK, where the badge but cannot yet afford the
th ired housing prices limit early home full luxury sticker price.

an ever, cars require

less frequent replacement.
Changing attitudes about CARS TOP 10
ownership and more Brand Brand Value

. . . Value 2018 Brand % Change
mobility options, especially $Milion  Contribution 2018 vs. 2017
in urban areas, also affected 1 Toyota (® 29,987 4 5%

urchasing.
P g 2 Mercedes-Benz ‘/ 25,684 5 +9%
Although carmakers in China sold 3 BMW ., 25,624 4 +4%
over 10 rmlllon cars for the second 4 Ford % 12,742 3 Y
consecutive year, the rate of growth
slowed. In the US, actual unit sales 3 Honda O 12,695 4 +4%
declined for the first time in seven 6 Nissan (@ 11,425 3 +1%
years, to 17.2 million. It could have 7 Audi Y 9.630 4 +3%
been a sharper decline except that i ' °
hurricanes in the US drove a high 8 Tesla % 9,415 4 +60%
level of replacement sales. The rate 9 Maruti Suzuki @ 6,375 3 NEW
of growth also slowed in the EU, ;
but sales increased for the fourth 10 Volkswagen - 5.986 3 NEW
consecutive year, to 15.6 million. Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
Brand Contribution measures the influence of brand alone on earnings, on a scale of 1 (lowest) to 5 (highest)
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INSIGHT
Ownership

Steep housing
ladder favors
car ownership

In Britain, buying a house has
been the traditional means for
young people to signal progress
and independence. Yet today,
they can't get on the housing
ladder because of the high
cost—but, with leasing, cars
have become relatively cheap
monthly. So they use prestige
car brands as a substitute
method of signaling status. It's
as if the established purchasing
pattern has been inverted: while
people used to wait until their
50s before driving a Mercedes
but bought a flat in their 20s,
now they're shopping the other
way around.

Justin Holloway
Planning Director

GTB
Justin.Holloway@gtb.com

These models narrowed the price
gap between entry-level luxury and
fully-loaded mass. By making their
products accessible, and adding a
luxury badge, luxury car makers drove
extra volume and still commanded a
price premium.

On the strength of a new premium
offering showroom “Nexa”“, Maruti
Suzuki, an Indian car brand, entered
the BrandZ™ Cars Top 10. And several
Chinese manufacturers announced
export ambitions. Great Wall plans

to introduce its Wey SUV to North
America in 2021. Geely is considering
launching its new Lynk brand in
Europe, in cooperation with Volvo,
which it owns. Geely acquired a stake
in Daimler, maker of Mercedez-Benz.

Luxury sells

Mercedes-Benz sold more cars than
BMW worldwide. In its redesign and
messaging, Mercedes effectively
reached younger car buyers. Its
campaign, titled “Grow Up,” featured
rapper ASAP Rocky. BMW continued
to make cars that people want to
drive, which was reflected especially
in strong sales in China, although sales
declined in the US, where the brand
faced fierce competition from other
SUV makers. The brand effectively
advertised its accessibility in its price
messaging about cost per month.

Audi launched the Q2, a smaller
SUV. While stretching down, Audi
messaging emphasized brand

rather than functionality. Audi has
been shifting the center of brand
gravity down for several years. It has
sustained the brand with sophisticated
communication, and the brand
enjoyed success, particularly with
strong demand in the US. In China,
Audi is repositioning to a lifestyle car
from a car that had been favored by
the government for its fleets.

INSIGHT
Emotion

Practicality, values
drive millennials

Some of the car brands are
trying to solve problems

that people don't have. They
are providing too much
technology. Our research with
millennials suggests that all
the technology they need is in
their smartphone. They look
at stripped-down vehicles
because they are going to keep
the car for a while, but they
will upgrade a phone annually.
That is a different issue than
the emotional connection
that people have to their cars,
which remains significant. In
America it is associated with
personal freedom. When we
talk to millennials, we find that
they are practical. They don't
want to splurge, but there is
also excitement around luxury
name plate. Brand and status is
important. But millennials are
also looking for a brand that
shares their values.

Stacy Graiko

Managing Director, Qualitative Practice
Kantar Millward Brown, Firefly
Stacy.Graiko@kantarmillwardbrown.com

KANTAR

MillWARD
BROWN
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INSIGHT
Emotion

Brands must
inspire passion
for car driving

In today’'s world of climate
change discussions, diesel
emission scandals, and
proliferation of mobility options
it is a challenging task for
automotive brands to build
demand for their products.
Rational arguments used

to be the norm for volume
brands, thinking they are
selling transportation devices.
Premium manufacturers have
always understood the need

to build emotional brands, and
they have inspired brand desire
through passion points. Now,
younger audiences don't feel
the same need for automotive
mobility and rational proof will
not convince them to invest

in a car, so moving forward,

all manufacturers—volume,
premium and luxury brands—
will have to make active driving
a real passion, or lose relevance.

Andreas Sigl
Managing Director
Burson Cohn & Wolfe
Andreas.Sigl@bm.com

burson
(gllfgfglfe

The rise of Tesla, which increased 60
percent in brand value, following a
32 percent rise a year ago, reflects
the fascination with a technology
brand that is also in the space travel
business, and the sense of potential
as more affordable Tesla's enter the
market, although the introduction of
the Model 3 encountered production
problems that hurt the share price.
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Maruti Suzuki continued to outpace
the growth of the Indian car market
because it created network of premium
dealerships selling an affordable luxury
models through “Nexa” showrooms,
which met the aspirations of the rising
middle class, particularly young people.
To appeal to younger customers Maruti
also enhanced digital aspects of its
sales and service for both premium and
mid-market models.

Strength in the middle

The Toyota Camry remained
America’s No. 1 best-selling selling
sedan, as its reputation for quality
and reliability generated a high level
of loyalty. The brand continued to
dominate the hybrid market with

its Prius, and it announced a joint
venture with Panasonic to accelerate
development of all-electric vehicles.
Toyota again led the BrandZ™ Cars
Top 10 ranking.

Ford continued to build trucks,

like its F series, and SUVs, like its
recently-released Rapture. It planned
to discontinue some passenger car
models, including the Taurus, which
was the best-selling car in the US, in
its day. Ford’s China sales slowed as
the brand encountered more stronger
competition from Chinese brands.

On the strength of its crossover and
SUV models, Nissan sales increased
worldwide. US sales continued to be
strong but discounting hurt profits.
The brand intends to control its
incentive programs in the US and be
more aggressive in China. Although
SUVs and trucks drive the US market,
Nissan sells more sedans. That is
also the case with Honda, which
introduced a new Accord, hoping to
stimulate more sedan sales. US tax
law changes benefited both Nissan
and Honda, as well as other car
companies.

Volkswagen stock declined after

it booked the fines that followed
fraudulent reporting of its diesel
car emissions in the US, but US
sales revived on the strength of

the Volkswagen brand and the
introduction of new models, including
SUVs. Worldwide, Volkswagen
recorded its best sales performance
ever, with strong sales in most
markets, especially China, and the
brand reentered the BrandZ™ Cars
Top 10.

INSIGHT
Experience

Car buying
is emotional
and utilitarian

There are two distinct trends:
car as “white goods” and car

as self-actualization. Both
address the question of what

is the best way to monetize

the automotive opportunity. At
one end is transportation as a
commodity; mobility solutions
that enable people to move
from Point A to Point B on
demand. The per-mile cost of a
given journey is higher than for
a car owner, but the passenger
doesn't care because an owned
car stands idle 95 percent

of the time and requires the
owner to take on the burdens
of taxation, depreciation, and
maintenance. It's the hassle
free, "smart” solution. At the
other end, manufacturers are
building ever-more experiential
cars. Brands are leaning on
their heritage and reimagining
models from the past that

are very emotive and provide
much more than a commuting
experience. Brands with classic
models span the mainstream to
the esoteric, track only exotica,
and at the top end these cars
work as investible asset, similar
to the art market—invest, enjoy
and reap the financial rewards.

Matt Woodhams

Brand Director, Client Service

Kantar Consulting

Matt. Woodhams@kantarconsulting.com

KANTAR
CONSULTING
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INSIGHT
Ownership

People enjoy
the convenience
of owning a car

The ownership preference is
not going to go away. A lot of
people don't live in cities. If my
home is on a rural road | may
prefer to have a car parked

at my house rather than to

wait for the ride share service
to arrive. Recent research

on electric vehicle owners
indicates a preference for
ownership. Although dealers
are bundling services, many
people, especially those who've
owned electric cars, think they
can outsmart the lease cost.
They're thinking, “I'd rather own
the car and buy my own service
and work out my own charging
packages because | can get

a better deal.” Ownership is a
habit, and for some it provides
important convenience with the
vehicle parked outside the door.

Stephen Wallace
Planning Partner

GTB
Stephen.Wallace@gtb.com

Facing forward

As the world moves away from
combustion engines and looks for
ways to solve urban congestion, car
makers, especially mid-market brands,
are competing for leadership as
mobility providers.

Ford invested in software to operate
city transportation systems and it
introduced its Chariot ride-sharing
van in London, early in 2018, having
launched the app-driven service in
San Francisco two years earlier, and
expanded to several other US cities.

Brands developed sharing programs
that also work as brand marketing
tools. Cadillac, Volvo, and Porsche
offered subscription services the
connect customers to the brands,
providing a car model most
appropriate for the occasion. Using a
particular app to get around London,
it was possible to hire a black cab—
or a Porsche, exposing potential
customers to the Porsche experience.
BMW acquired Parkmobile, an app for
booking and paying for parking spots.

Most of the brands developed

plans for electric and autonomous
vehicles. Toyota announced a major
investment in autonomous cars,
with the establishment of a separate
company, Toyota Research Institute-
Advanced Development. Ford invested
in a startup called Argo Al to develop
autonomous car technology. BYD,

a Chinese brand, is already a major
manufacturer of electric vehicles for
personal and commercial use.

Ironically, as car brands shift to

mass transportation, they potentially
become more desirable, particularly
at the luxury end, where scarcity

and nostalgia drive interest in classic
car models from the past. In some
markets, Ford is bringing back the
Mustang, for example. Reflecting the
connection between cars and watches
as objects for self-expression a Danish
company produces watches from
salvaged Ford Mustangs.

INSIGHT
Brand

Heritage helps
sustain brands
going forward

What is electric, autonomous,
bought online and used

every day? A car or a washing
machine? The suggested

future of automotive could be
worrying to the aspiring brand
marketer. Brand becomes more
of an irrelevancy in a world
where cars are simply about
transportation, even if they're
electrified and available in
various ownership models. For
the shrewd automotive brand

a means of avoiding a future of
commoditized machines has
been to draw on the brand's
“soul.” For example, some
brands, taking note of a growing
classic car market, are looking
backward to sustain their future
desirability, dialing up a sense

of heritage through reimagining
classic models. However, in
future, conveying a sense of
soul could be about provenance
or experience, for example.
There is value in the story
behind a brand and product and
this is a key lever to pull to be a
sustainable brand in a category
that is being disrupted by tech.
One thing is certain. Automotive
brands that invest only in
mobility solutions might as well
not be a brand in the future.

INSIGHT
Technology

Tech badge
can strengthen
brand loyalty

The car industry is evolving like
the mobile phone industry. The
car maker will create a shell,
and the tech company will
create everything on the inside,
including the communication
system. Brand loyalty is
declining. If an Apple or Google
puts a badge on a car it will
make a difference. In luxury

it's a bit different because of
the prestige that comes with
owning a luxury car.

Jenny Kimmerich

Managing Partner, Content & Partnerships
GTB

Jenny.Kimmerich@gtb.com

Piers Lindsay-Taylor

Director, Sales and Client Management
Kantar Millward-Brown
Piers.LindsayTaylor@kantarmillwardbrown.com

KANTAR

MillWARD
BROWN
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Most car brands continued to sell
through extensive dealer networks,
but Tesla sells direct, and other

sales and distributions possibilities
emerged in China, where Alibaba
sells cars on its e-commerce site and,
in partnership with Ford, introduced
a car vending machine. In a strategic
alliance with Ford, members of
Alibaba’s Tmall can sign up for a car
online and obtain it for a three-day
test drive, using facial recognition

to release a car from a giant vehicle
vending machine, which operates like
a robotic parking garage.

BrandZ™ Top 100 Most Valuable Global Brands 2018
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MEANINGFUL DIFFERENCE SUSTAINS VALUE GROWTH...

The BrandZ™ Cars Top 10 managed to increase substantially in Meaningful Difference
during the past 12 years, even when value plunged after global financial crisis and
recovered slowly. Meaningful Difference—especially in the luxury segment—helped
brands sustain value through this difficult period. The BrandZ™ metric Meaningful
Difference drives brand equity and measures the extent to which brands meet
consumer needs in ways that are relevant and distinctive. An average score is 100.

Meaningful Difference | Value
12-Year Change 127

108 /
7\

$149.6 Bil.
7
$147.4 Bil.

Average Brand = 100

2006 2018

Source: BrandZ™ / Kantar Millward Brown

...BUT BRANDS BUILD STRONG EQUITY IN VARIOUS WAYS...

Tesla, the luxury electric car with limited distribution, has built its equity based on Brand
Promise, and scores remarkably high in being Different—268. In contrast, Maruti Suzuki,
the first Indian brand in the BrandZ™ Cars Top 10, achieves a much lower, but respectable,
134 score in Different, which is balanced by strong Meaningful and Salient scores of 181
and 221, respectively. Maruti Suzuki brand equity reflects great brand delivery.

Brand Equity

84 MEANINGFUL 181 Ms

268 DIFFERENT 134 MARUTI
60 SALIENT 221 SUZUKI

Great Brand Delivery

Great Brand Promise

Source: BrandZ™ / Kantar Millward Brown Average Brand = 100

...TRUST AND RECOMMENDATION DRIVE VW REBOUND

In a demonstration of brand strength, Volkswagen returned to the BrandZ™ Cars Top 10 this
year. Despite the brand’s well-publicized emissions scandal, consumers continued to trust and
recommend Volkswagen because of their experience with the brand. At the same time, they
lost trust in the Volkswagen corporation and assigned it blame for cheating on emission results.

® Brand Recommendation
® Brand Trust
Corporate Trust

Trust and Recommendation
Volkswagen 12-Year Change

104 105

Average Brand = 100

2006 2018

Source: BrandZ™ / Kantar Millward Brown

141



p

5 < The Categories > BrandZ™ Top 100 Most Valuable Global Brands 2018

The Consumer Categories e

BRAND BUIL. I]IINIh
ACTION POIDEES

N AN NN R AR R A NN AN N NN\

GERMANY

Total Value of German Brands in the BrandZ™ Global Top 100
]

$210.9 Bil. _

Value the past

Find the bits of brand heritage that can
add enhancement to mainstream brands

and tell a more textured and interesting M H
story. When applicable, explain how a car I* le the buylng
brand became part of the larger culture. experience

People buy cars similarly to the

way they buy other things—with
o a lot of online research and a tri
7 Talk about the future ofoni d a trip
- to brick and mortar locations

Consumer wants to know that the car they for touch and trial, as necessary.

purchase today will be worth something Typically, car buyers do not
tomorrow. Being seen as innovative and expect their trip to the dealer to
future-focused helps reassure consumers be uplifting. Surprise them.
that the brand will sustain its value.

Think differently Be electrifying

Car brands traditionally have been divided In the shift to electric vehicles
into categories—mass and class. It is now it is important to communicate
more useful to think about how the car more than the environmental
brand fills a particular consumer need. In and functional benefits of the
this dichotomy the brand is either utilitarian technology. The excitement of
(for getting from Point A to Point B), or driving needs to remain part of

experiential (for enjoying the journey). the brand story.
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Category Brand Value
Year-on-Year Change

28"

Category Brand Value
12-Year Change

+120%

Luxury Top 10
Total Brand Value

$133.1 billion
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The luxury category includes brands that design,
craft, and market high-end clothing, leather
goods, fragrances, accessories and watches.

Brands refine experience
both in stores and online

lconic meets ironic as luxury adopts streetwear

The definition of luxury
expanded, as younger
consumers discovered new
niche brands and older
customers sought traditional
luxury products, but also found
satisfaction and expressed
individuality with exclusive
experiences as well as
philanthropy. These dynamics,
along with the rebound of
China's economy, drove the
strong 28 percent increase in
category value, following a 4
percent rise a year ago.

Democratization continued as brands
tested the tension between exclusivity
and accessibility, attempting to be as
relevant as mass, but more exclusive.
Streetwear influence increased and the
“see now, buy now,” trend—eliminating
the time lag from runway to store—
gained momentum.

Brand experience, which is
fundamental to luxury, was expressed
innovatively in physical stores using
artificial intelligence and virtual reality,

and online brand experience improved,

too, partly in response to challenges
from smaller designer brands available
on e-commerce because of the low
barrier to entry.

Competitive pressure also impelled
luxury leaders to focus more on data
to understand market changes and
identify potential customers, which

is not a natural practice for brands
with deep heritage and a base of core
customers that they know well. But
customer needs and desires changed
with shifting societal trends.

LUXURY TOP 10

Brand Brand Value

Value 2018 Brand % Change

$ Million  Contribution 2018 vs. 2017

1 Louis Vuitton () 138 5 +41%
2 Hermes () 28063 5 +20%
3 Gucc ) 22442 5 +66%
4 Chanel () 10383 5 -6%
5  Rolex © s 5 +8%
6  Cartier (O 7040 4 +20%
7 Burberry % 4,483 5 +5%
8 Prada () 3925 4 1%
9 Dior O sew2 3 +54%
10 Saint Laurent/Yves Saint Laurent 0 3,316 3 NEW

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
Brand Contribution measures the influence of brand alone on earnings, on a scale of 1 (lowest) to 5 (highest).
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INSIGHT
Status

Status switches
to “Competitive
Altruism”

As neighborhoods become
more homogenized with high-
income consumers clustering
together, we're seeing a big
change in the idea of "keeping
up with the Joneses.” It used to
be that if you lived in a wealthier
area and owned a Mercedes,
you'd park it outside to show
off. Today in certain zip codes,
where everyone has a luxury car,
neighbors keep it in the garage
to avoid ostentatious displays of
wealth. Instead of showing off
through fancy cars or clothes,
these consumers are engaging
in what's called "competitive
altruism.” They're trying to outdo
each other in generosity and
altruistic endeavors to enhance
their status. It's important for
brands to pick up on this in
order to better connect with this
audience’s needs. For example,
look at what Stella McCartney

is doing with the circular
economy—she’s encouraging all
of her products to be resold in a
second-hand environment.

Katerina Sudit

Managing Partner, Executive Director
Mindshare
Katerina.Sudit@mindshareworld.com

MINDSHARE

Individuals with sufficient money but
limited time increasingly wanted to
enjoy their wealth, not just with the
accumulation of exclusive, expensive,
and expertly crafted material items,
but with time well spent, which is why
many of the most valuable luxury
makers branded hotels, including
Hermeés, Versace, and Dior. And for
some wealthy consumers, adding
another luxury car in the driveway was
less satisfying emotionally—and as a
status badge—than philanthropy.

Heritage and innovation

Gucci led the BrandZ™ Luxury Top

10 in value growth. With its vibrant
patterns and colors, Gucci captured the
moment and influenced the category.
Ubiquitous at red carpet galas, Gucci
was endorsed by celebrities and the
beneficiary of much buzz on social
media. An unusual and popular social
media influencer, Lil Miquela, is a
computer-generated avatar who wears
Gucci and other luxury brands.

Many brands, particularly, Louis
Vuitton, Hermeés, and Gucci organized
promotions based on brand heritage
stories. Louis Vuitton advanced many
brand initiatives outside the store,
including the Volez, Voguez, Voyagez
exhibition of its vintage luggage
collection, which it displayed in venues
such as the former American Stock
Exchange building in New York City's
financial district.

INSIGHT

Democratization \{ }/ /

Luxury can
be expensive
and inclusive

We're seeing the
democratization of luxury in
today’'s market landscape. Not
only do luxury brands have to
make themselves accessible

to a more diverse audience,
they also have to compete
against new categories, like
experiences and travel. In the
work we're doing in the luxury
space, we find individuals who
may treat themselves to a nice
meal as a reward for a job well
done, or get a Starbucks every
morning, or buy a membership
to an upscale gym. These
purchases are considered
luxury purchases to them, but
luxuries they can afford on a
regular basis. The question is,
how do true luxury brands play
in a space where “luxury items”
may be at a lower price point,
but still at the high end of their
category? The other challenge
for luxury brands is attitude.
Brands can't afford to be
exclusive or snobby. They may
be exclusive by way of price,
but they can't afford to alienate
any consumer, no matter if
they are a luxury consumer or
not. If a brand doesn't connect
with people from all walks, it's a
problem.

Lyle Maltz

Director

Kantar Consulting
Lyle.Maltz@kantarconsulting.com

KANTAR
CONSULTING
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Brands paired heritage with innovation
that appealed to contemporary tastes.
Louis Vuitton also partnered with
artist Jeff Koons who created a limited
collection of paintings—reproductions
of some of the great masters—

that were printed on Louis Vuitton
handbags. The brand continued its
association with the streetwear brand

Supreme, and it introduced bold animal

prints.

Experiencing strong demand for its
iconic bags and silk scarves, Hermes
enjoyed a record profit year. The brand
introduced a new website in North
America and plans to introduce it in
Europe and China. It also expects

to open eight new stores in 2018,
including locations in California and
China. To reach a wider audience,
including younger consumers, Hermeés
has partnered with Apple and designed
a collection of watchbands for the
Apple Watch.

Chanel mixed its equestrian heritage
and its classic look with a more
futuristic interpretation of fashion at
a pop-up club in New York created
to promote the brand’s Boy-Friend
watch collection. It also collaborated
with Adidas on a pair of sneakers.
Brand founder Coco Chanel was
profiled in Good Night Stories for
Little Girls, a best seller that profiles

a hundred women role models from
the arts, science, literature, and other
disciplines. While the brand has
effectively broadened its appeal to
younger customers, the accessibility
has also opened the brand to
challenges from disruptive, pure-play
e-commerce competition.

INSIGHT
Experience

Exclusivity sells,
but values change
the experience

In luxury automotive we

see an evolved experience,
where the customer is not
buying a product, but rather

a membership to an exclusive
club. Aston Martin, for example,
launched "Art of Living,” a
curated portfolio of lifestyle
experiences that are normally
reserved for a very limited
audience. It's been a productive
way for the brand to engage
with customers one-on-one.
Experiences offered by these
brands are becoming super
engaging rather than merely
passive spectator events. In 2017,
Aston Martin China took a small
group of their key customers
and media touring across 800
kilometers of rugged, high
altitude Western Sichuan scenery
to demonstrate “the essence

of Grand Touring” in an Aston
Martin. En route, guests visited a
Tibtan primary school, donating
books, and school bags to more
than 100 pupils in a remote
village, part of the brand’s CSR
efforts in the region.

Frances Wain
Account Director

Prism
FWain@prismteam.com

prism

PORT+ENTERTAINMENT

Rolex continued to do well in the
watch sector, whose fortunes

have been roughly inverse to the
invention and global adoption of

the smartphone. Rolex, a pioneer of
sports marketing, continued to invest
in long-term partnerships that sustain
brand consistency. Rolex partnered
with the Oscars, to connect it with
the younger, movie-going generation
and recall the appearance of Rolex
watches in many well-known films.

In the Cartier New York Fifth Avenue
mansion store, opened for its first full
year following extensive renovations,
the brand mounted its Cartier Haute
Joaillerie Exhibition, featuring rare
precious stones and jewelry creations.
Cartier also held an exhibit at
London’'s Design Museum connecting
the brand to a golden age of French
innovation in the nineteenth century.
At the same time, celebrities like Kylie
Jenner and Kanye West have stoked
the popularity of the long-established
Cartier Love Bracelet.
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INSIGHT
Experience

Luxury shoppers
expect more
than products

Consumers expect more from
the luxury brands than the
products themselves. They

are demanding experiences.
Look at Louis Vuitton's
storefront, for example. It's
always spectacular. Maybe it's
the younger consumer who's
going in that direction or simply
those who want more—more
value for money, whether that's
experience or philanthropy. That
exchange is changing slightly
from what it was in the past.
Philanthropy is part of the brand
identity, what the brand believes
in, and it is especially important
to younger shoppers.

Rubi Pabani

Managing Partner, Plus
Mindshare
Rubi.Pabani@mindshareworld.com

MINDSHARE

Iconic meets ironic

Iconic met ironic in Burberry's
collaboration with streetwear
designer Gosha Rubchinsky, who
reinterpreted the brand’s classic plaid
in fanciful, tradition-defying ways. In
an augmented reality development
with Apple’s ARKit, Burberry users

can enhance their own social media
images with Burberry-inspired artwork.
Prada created throw-back collections
that evoked the 90s, which continued
to be at the center of a nostalgia trend.
But slackening demand in Asia hurt
results.

Dior has been especially active in
China and is promoting its fine jewelry
collection with a design point of view,
an example of expressing the trend
toward playfulness, even at the high
end. And the brand engaged models
such as ASAP Rocky and Rami Malek
to underscore the street cred of its
menswear. Saint-Laurent introduced
online sales in China in a partnership
involving Farfetch, an e-commerce
company, and JD.com. To display the
brand’s contributions to fashion and
celebrate the cities that inspired them,
Yves Saint Laurent opened museums
in Paris and in Marrakesh.

The impact of Chinese consumers

on luxury spending increased as the
economy strengthened. Chinese
consumers continued to spend on
luxury while traveling, but luxury
brands also equalized the overseas and
China domestic prices for luxury items
to encourage more spending at home,
a goal of the Chinese government.
Alibaba and JD.com, China’s largest
e-commerce platforms, added luxury
sites, called Luxury Pavilion and

Toplife, respectively. In a country where
most deliveries are made by men riding
bicycles piled with packages, packages
from JD.com'’s Toplife will be delivered
by a well-dressed young man wearing
white gloves.

Personal values also drove the
evolving definition of luxury, with more
individuals deriving satisfaction not
only from the material objects they
collect and display, but also from the
contributions they make to charities
and other causes. This “competitive
altruism” also helped propel the growth
of a second-hand market for luxury
goods. Consignment companies, like
The RealReal, operate both online

and physical stores, and illustrate

the “circular economy,” a growing
phenomenon.

Although the second-hand market
can serve as an on-ramp to luxury for
younger consumers, the availability of
well-priced authentic luxury in almost-
new rather than brand-new condition
also potentially threatens traditional
luxury brands. The traditional brands
also face competition from new,
smaller designers who can offer the
craft and exclusivity of luxury, but at

a lower price and sometimes with
assurances of ethical supply chains,
which the apparel brand Everlane calls
“radical transparency.”

Millennials

Young consumers
redefine luxury,
find niche brands

The luxury consumer is getting
younger. Millennials are driving
the trends, influencing up and
down, generationally. They are
redefining what they consider
luxury, and it's less about the
traditional brands and more
about the niche brands that
they've discovered. They aren't
necessarily expensive but have
rarity in other ways. In the

US, these young people are
getting to wealth faster and
they're much more ethnically
diverse. They often buy into
the experience around the
product. The classic brands
are responding in many ways,
certainly by perfecting their
e-commerce presence.

Beth Howard

VP, Group Director

Kantar Millward Brown
Beth.Howard@kantarmillwardbrown.com

KANTAR

MillWARD
BROWN

Values

For ultra-wealthy,
philanthropy is
another luxury

Gone are the days when all ultra-
high-net-worth individuals had
similar expectations from luxury.
The majority of these people
today earned their fortune, as
opposed to inherited it, as it used
to be the case in the past. Their
self-made fortune means more
to them than just financial assets
and materialistic treats. They
earn in order to experience the
world and make it a better place.
Although some of these "new
rich” are millennials, there are
also other generations that share
similar values. Demographics
are going out of fashion and
luxury brands need to zoom in
on consumer interests, values,
and passions instead. Thus, the
right balance between pleasing
customers with traditional values
and appealing to the "new rich”
is widely discussed in many
boardrooms. While the right
balance will look different for
each luxury brand, and there are
many flavors to choose from,
the common truth is relatively
simple—strategies should remain
true to a brand’s DNA and
heritage.

Veronika Vdacna

Global Business Director

Mindshare
Veronika.Vdacna@mindshareworld.com

MINDSHARE

Engagement

Brands balance
timely offerings
and timelessness

In the luxury world today, we
see classic brands embrace

an edgier point of view and a
bolder, more modern aesthetic
to reach new affluent consumers
who are younger, more diverse,
and more globally-connected.
At the same time, those same
brands must transmit their

rich heritage to maintain the
interest and loyalty and of their
core customers. To balance
being timeless and timely,

we see brands playing with
limited-edition collaborations
with hip and avant-garde
designers, partnering with
unexpected muses such as
social influencers to develop
content and collections, and
creating immersive offline and
digital experiences that bring
to life a brand’s values and help
new audiences feel part of the
brand’s legacy and future.

Theresa Bertrand

Senior Vice President

Burson Cohn & Wolfe
Theresa.Bertrand@cohnwolfe.com

burson
L

olfe
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INSIGHT
Data

Even high-end
luxury needs
data analysis

Data is a massive area but not

a natural one for many luxury
brands. In other categories we
might have regular conversations
about data strategy. In luxury it's
more typically a learning agenda.
There is a continuum between
brand and performance and, in
most categories, brands have a
combination of both. In luxury
the continuum is weighted to
brand, with exceptions. There
are brands in the e-commerce
space, which are generally wider,
more mass, and younger luxury
brands. But the real high-end
luxury brands are naturally

more protectionist about their
clients and have personal
relationships with their best
customers. These brands think
they know their customers, but
the customers are changing

and increasingly come from
broader geographical areas and
backgrounds than ever before.

Susannah Outfin

Managing Partner

Mindshare
Susannah.Outfin@mindshareworld.com

MINDSHARE
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SUPER LUXURY BRANDS RISE FASTEST IN VALUE...

Luxury brands constantly struggle with the category’s central tension: limit sales to
maintain the exclusivity that defines luxury; or risk brand dilution to widen appeal.

Over the past 12 years, super luxury brands that have protected exclusivity increased

190 percent in brand value, more than double the growth of brands that attempted a
wider appeal. Brands that successfully managed the difficult balance of exclusivity and
popular appeal increased 111 percent in brand value, and achieved strong scores in Brand
Experience, Desirability, and status or “Want to be seen using.”

Luxury vs. Super Luxury

pverage Brand - 100 Luxury Both Super Luxury
BRAND EXPERIENCE 104 108 110
DESIRABILITY 112 118 119
WANT TO BE SEEN USING 109 111 113
12-Year Change +80% +111% +190*

Luxury: Burberry, Cartier, Dior, Gucci, Prada, Tiffany
Both: Louis Vuitton
Super Luxury: Chanel, Hermés, Rolex

Source: BrandZ™ / Kantar Millward Brown

... GUCCI LEADS THE LUXURY BRANDS IN VALUE RISE

Gucci led the BrandZ™ luxury Top 10 in value increase with tremendous one-year gain
of 66 percent. Over 12 years, the Gucci brand increased 414 percent in value. Its recent
bold designs and colors captured the mood of the times, and Gucci increased its scores in

Meaningful Difference and Trust.

Meaningful Difference | Trust
12-Year Change

102

GuUCClI

Year-on-Year
105 Value Change

Tl +66”

12-Year
Value Change

96
2006

Average Brand = 100

o +414~

Source: BrandZ™ / Kantar Millward Brown
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Be bold

Take risks. Be willing to communicate a
unique point of view both in design and
communication. Heritage is important.
But even a royal family needs to refresh
and put on a modern face. Be flexible
about who speaks for the brand.

Be timeless and timely

Luxury brands by definition do not chase
the latest trend. They tend to defend
consistency and tradition. But customers
are changing and being on-trend is crucial.
The challenge is to express the latest trends
in continuity with respected tradition.

Link brand with data

More than in most categories, luxury is about
brand and originality of design, not analysis of
data. Luxury brands should be neither data-driven
nor data-adverse. Artistic intuition, rather than
data, connects fashion with the zeitgeist. But data
can inform artistic intuition without subverting it.

| |
| B |
¥ |
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Market across
media

As the market for luxury expands,
with new, younger consumers,

it is important to be present in
diverse media, which means both
social media and the traditional
fashion press. Print is resurging
among young people as more
tactile and tangible than digital.

Be cordial

Being exclusive is fine. For luxury

it is necessary. Being snobby is
poor manners, which may impress
some people, but is sure to
alienate the younger customers on
whose buying power the future of
luxury depends, and who have no
problem walking down the street—
or clicking away—to another brand.

150

151



5 < The Categories > BrandZ™ Top 100 Most Valuable Global Brands 2018

. BrandZ™ Top 100 J
The Consumer Categories Most Valuable Global

Brands 2018 —

The personal care category includes brands in health
and wellness, beauty, and facial, skin, hair, and oral care.

Category Brand Value
Year-on-Year Change

8%

Category Brand Value

e Cans Brand value increases
% . . .
+98 despite disruptive trends

Personal Care Top 15

Total Brand Value E-commerce, changing attitudes influence shopping
$124.7 billion
The personal care category
increased 8 percent in value, PERSONAL CARE TOP 15
compared with a rise of only Brand Brand Value
Value 2018 Brand % Change
1 percent a year ago. The four $ Million Contribution 2018 vs. 2017
brands that rose significantly— 1 L'Oréal Paris O 26,107 4 +9%
over 20 percent—responded ,
. 2 Colgate £ 18516 5 +4%
well to ongoing category /
disruptions, especially from o Gillette € 15358 5 -6%
e-commerce, where the low 4 Lancome O uon 5 +20%
barrier to entry facilitated 5 Nivea a 7394 4 +9%
the appearance of small 6 Clinique @ 7173 5 +20%
brands, often from Asia, with _ y
L . 7 Garnier O 6,758 4 +5%
convincing stories about safe
and effective products at a ¢ Dove & 6o 4 4%
good price. 9 Estée Lauder & 5,436 5 +29%
10 PanteneProv & 4218 4 +3%
Referred to as the "Amazon Effect,” /
this disruption occurred also in the 11 Olay @‘ 4.040 4 +8%
aisles of brick and mortar stores 12 Shiseido @ 3.827 4 +42%
where shoppers equipped with mobile
. ppers equIppe 13 Crest & 3,368 4 +1%
devices sometimes received coupons
and other notifications to influence the 14 Oral-B @ 2,686 4 +1%
pur;.ha.se d,ec'ds'on at thet?helf'tsotc'al 15 Head & Shoulders & 2,490 3 +3%
media Inspirea conversations tha
H S - BrandZ™ / Kantar Millward B (including data f Bl berg)
enabled new brands to build awareness B?aur:geCor?atzbution rigaas{:rels maejinfl[xoewnge‘g(f:gjralr?gatizergrznear?%rgs%g a scale of 1 (lowest) to 5 (highest).
with little marketing investment, and

beautiful and accessible photography
drew personal care browsers to
Instagram.
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INSIGHT
Identity N

Ethnic, racial
identity shapes
care products

The film Black Panther struck

a cultural chord for many
reasons. One which is pertinent
to personal care brands is the
growing preference among
African Americans to wear their
natural hair. For too long black
women have felt marginalized
and disparaged for wearing
their natural hair and forced to
conform to westernized beauty
norms. In the US and South
Africa, women and young girls
were even being sent home
from school or reprimanded

at work. We highlighted this
issue with Pantene last year by
introducing the new Gold Series
range, but there's far more

that needs to be done. The
challenge is how brands can be
authentic and central to these
kinds of conversations—not
just to sell more product, but
to genuinely meet customer
needs.

Aisling Ryan

Chief Strategy Officer
Grey
Aisling.Ryan@grey.com

GREY

Brands contended with these other
disruptions, too: changing shopping
habits, with consumers making more
trips but putting less into their baskets;

. discounting, and the appeal of lower-
- price private label products; and direct-

to-consumer distribution models, like
subscription, that challenged traditional
brands and disintermediated retailers.

Social media, particularly micro
bloggers, became a source for
gaining consumer insights. However,
in a category divided between older,
more traditional consumers and the
younger generation, where power has
shifted to consumers and away from
manufacturers and retailers, brands
sometimes lacked a comprehensive,
data-informed understanding of
exactly how consumers shopped
online and offline.

At the same time, changing personal
values and time constraints influenced
consumer attitudes toward personal
care. With evolving ideas of beauty
and the rise of naturalness as an ideal,
people simplified their personal care
regimes and used fewer products.
Time-compressed lives, and a rise

in people working from home,
contributed to this trend.

Simplification and
personalization

Women gravitated to products with
multiple functions, even in Asia, where
consumers traditionally follow daily
multi-step beauty regimes. Both

men and women used products to
enhance—rather than alter—their
natural appearance. Although

men shaved less, they used more
moisturizer, for example.

The simplification trend was in
tension with the personalization trend.
Consumers seem to simplify in some
instances and personalize in others,
usually those associated with beauty.
The ultimate personalization was the
development of ingredients based on
genetic science. Some of the newest
personal care brands did not refer to
gender, as notions of gender fluidity led
to product fluidity.

At the same time, new niche brands,

in hair care, for example, rapidly
introduced product variations, adopting
the constant renewal ethos of the fast
fashion. Other personal care products
imitated the superfoods trend with
fashionable ingredients like coconut oil.
In the midst of this constant change,
brand loyalty was fragile. Consumers
depended on a brand repertoire and
bought the sale-priced brand, as a
Tinder mentality afflicted retail.

In China, niche brands, often from
Korea and Japan, pressured the major
brands because they are easily available
online, from Alibaba or JD.com, for
example. Young consumers view

these brands as innovative and they
create social media buzz about them,
influencing older consumers.

To meet the changing expectations

of consumers, and counter the

impact of small disruptor brands, the
large personal care companies are
introducing their own versions of
smaller, more nimble brands. Unilever
introduced Love Beauty and Planet,

a brand positioned as natural and
ethical, and ApotheCARE, a more
premium, natural and sensorial brand.
P&G bought Native, a premium-priced
natural ingredient deodorant marketed
direct-to-consumer.
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Insights

Survival

Survival tips
can help brands
in disruptive time

Despite the relentless disruption,
| wouldn't consider the personal
care category down for the
count. To stay relevantin a
rapidly changing environment
will require a willingness

to challenge and change
entrenched ways of doing
business; the next generation
of personal care products

will come from collaboration,
integration, and anticipation.
Collaboration means working
with entrepreneurs, retailers,
and tech partners to find

new solutions to existing
challenges, and even more
exiting, new problems to solve.
Through vertical integration,
personal care companies will
have more control over the
path to purchase; winning
consumers through cost and
time effective ways to buy.
Anticipation is about looking at
the wealth of insights personal
care companies have about
consumers’ buying and usage
behaviors. This will enable them
to deliver the perfect products
that we never knew we needed.
With bold investments and
brave decisions, the personal
care sector will not only survive
the deluge of disruption but
thrive despite it.

Avra Lorrimer
Managing Director
Hill+Knowlton Strategies
Avra.Lorrimer@hkstrategies.com

H:+: B Hill+Knowlton
Strategies

Identity

Personal care
becomes more
personalized

In a world where we recognize
more personal identities,
fluidities, and unique needs
than ever before, it is surprising
that true personalization in

the personal care category is
only just starting to emerge.

But emerge it is; today we are
seeing brands fuse creativity
and light biohacking to create
potent products tailor-made for
individuals. Consider Function
of Beauty, the haircare brand
that formulates bespoke
shampoo and conditioner. Their
lab in downtown New York is
open for expert consultations
and there are 12 billion potential
combinations—nearly two for
everyone on earth. Or Care/of,
the personalized supplement
brand tailored not just to a
person’s goals and needs,

but also to their geographical
location and their level of

trust towards different global
approaches to health. At a

time when we as marketers are
challenging ourselves to see
individuals and sides of people,
and not segments and types of
people, it is inspiring to see new
brands taking a deeply holistic
approach to understanding the
people they serve and in doing
so, truly injecting the personal
into the personal care category.

Alice Clapp

Strategist and WPP Fellow
Y&R

Alice.Clapp@yr.com

Y&R

Simplification

Products must
match simpler
care regimens

A key threat to brands comes
from the changes in how
consumers are using personal
care. Year-on-year, around the
world, we are seeing consumers
simplify, using fewer products
and using them less often. In
the UK, the average person
now has four fewer personal
care moments every week
compared with five years ago.
This decline in usage creates

a delay in replenishment trips,
which hits brands’ top line.

As consumers reduce their
repertoire, the window of
opportunity for a brand to be
used narrows and creates an
even more competitive space.
Time pressures, a desire for a
more natural look, more flexible
working conditions, and less
strict workplace dress codes
have all had a negative impact
across personal care categories,
particularly those categories
that are beauty and grooming
related. Despite having more
simple routines, consumers

are still as demanding as ever
and want brands to provide
them with the solutions to their
complex needs. Brands need

to engage consumers with
solutions that fit in to their busy
lives and address their individual
needs if they want to stay within
the consideration set.

Josephine O'Brien

Client Manager

Kantar Worldpanel
Josephine.OBrien@kantarworldpanel.com

KANTAR

WUORLDPANEL
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INSIGHT
Shopping

Brands need more
data to understand
complex journey

Brands need to wear two hats—
physical and virtual—because
the majority of sales are still
being driven through brick and
mortar, although Amazon is
taking a growing share. Given
this complexity, brands are
showing a greater interest in
how consumers are shopping
the category, both from an
online mobile perspective
through to the store, so they
can optimize their relationships
with their bricks and mortar
partners. The brands don't
have a true understanding of
what's going on at the shelf,
however, because they lack
complete data. In addition, their
competitors used to be other
big brands. Now they're up-
and-coming niche brands.

Beth Howard

VP, Group Director

Kantar Millward Brown
Beth.Howard@kantarmillwardbrown.com

KANTAR

MillWARD
BROWN

Technology and
communication

Brands that increased most in value
responded effectively to the category
trends and disruptions. Shiseido, which
led the personal care brands in value
rise, improving 42 percent, benefited
from its functional excellence.
Shiseido acquired a beauty startup
called MatchCo, to expand the
possibilities of customizing makeup
digitally, using a mobile device. The
technology matches the user’s skin and
recommends the appropriate makeup.

Japanese provenance underpinned
Shiseido’s reputation for technology
and proven functionality, and its ability
to combine premiumization with scale.
In Japan, the brand planned to focus
on skin care products, and in China

it emphasized its digital strategy and
brand prestige. Shiseido launched a
three-year plan to become one of the
top three global prestige cosmetic
brands.

Estée Lauder also did well in Asia,
particularly China, where it is available
in 117 cities. The brand experienced a
rebound in skincare, and also benefited
from the changing desires of Chinese
customers who are purchasing more
makeup and fragrance. Its use of
technology included an augmented
reality (AR) mirror in some stores, and
its social media activity helped draw
more young people to the brand with
online influencers hosting how-to
videos.

Appeal to young people and growth
in China drove strong sales results for
Lancéme. In a collaboration with the
digital company YouCam Makeup,

Lancoéme hosted live-streaming AR
makeup demonstrations in the run-up
to Halloween, which leveraged the
increasing use of makeup during the
fall holiday. Lancoéme launched an
elaborate philanthropic effort called
the “"Write Her Future” campaign,

in which the brand’s ambassadors,
including actors Penélope Cruz, Julia
Roberts, and Kay Winslet, participate
in a social media campaign to fight
illiteracy among women.

Clinique personalized communication
and connected well with younger
customers, emphasizing the purity

of its ingredients. In an innovative
marketing event. Clinique compared
the skin care routine with the oral care
routine, attempting to change behavior
and increase frequency. Adapting

to changing consumer habits, the
brand also marketed its line of make-
up designed to remain intact during
workouts.

Changing views of beauty

The L'Oréal Group accelerated

its investment in digital, with the
acquisition of AR provider ModiFace,
which will serve L'Oréal Paris and its
sister brands. L'Oreéal Paris repositioned
its hair care products in the US as
remedies for hair damaged by curling
irons and other styling processes.
Actor Wynona Ryder introduced the
campaign in an ad aired during the
Golden Globes. The brand did well

in Asia, despite the competition from
local brands. L'Oréal Paris continues
to innovate and use social media
effectively. It benefited from growing
popularity of masks with its recent
launch of Pure Clay Masks.

Choice

Shoppers seek both
in-store inspiration,
edited online choice

The mass retailers are not out of
the game, but online choice has
shifted the market dynamics.
Easy online access means that
consumers will go into a brick
and mortar retailer occasionally
for inspiration: to open the

lens, feel and see what's out
there, browse and explore.

Or they'll shop mass if a store

is geographically desirable/

part of their routine for regular
purchases (e.g. on the way
home from work). But given the
growth of one-click options for
refill and the fatiguing nature

of routine shopping, the less
inspired shopper is increasingly
likely to narrow his/her lists and
shop on Amazon.

Leslie Pascaud

EVP & Brand Practice Lead North America
Kantar Consulting
Leslie.Pascaud@kantarconsulting.com

KANTAR
CONSULTINCG

Activism

Social activism
shapes shopping
in America

American consumers are no
longer okay with the status
quo. These consumers, from
diverse backgrounds, reflect
America’s multicultural heritage
and take both vocal and silent
approaches to challenging
societal issues. While some find
power in speaking out, others
use their wallets to make an
impact. Whether it is an end

to purchasing brands that do
not align with preferred social
causes or other small acts of
resistance, this silent activism

is a weapon to promote a
change. More importantly,
these consumers actively

look for brands that support

a cause. With 57 percent of
consumers more likely to buy a
brand because of its stance on
social or political issue, and 67
percent of consumers saying
they purchased a brand for the
first time because of its stance
on a touchy social issue, it's a
trend worth watching because
it impacts how and why people
are buying.

Mebrulin Francisco

Managing Partner,

Director Multicultural Marketing Analytics
GroupM
Mebrulin.Francisco@groupm.com

group™

Naturalness

Personal care
helps achieve
personal best

In the personal care category
globally, there is a shift

from outward appearance
categories, like male shaving
and fragrance, to products that
that enhance naturally, like
conditioners and lotions. In
oral care, people are brushing
and flossing more, generally
taking better care of their teeth.
Men are shaving their faces less
frequently, but they are adding
moisturizing occasions. Men
and woman aren't wearing
fragrance every day.

Erica Williams

Client Executive

Kantar Worldpanel
Erica.Williams@kantarworldpanel.com

KANTAR

WJORLDPANEL
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In an effort to more effectively reach
young people, Olay participated in a

new partnership with two magazines, With the introduction of its Nivea
Cosmopolitan and Seventeen, and Urban Skin Range, the skincare brand,
Amazon. Some of the editorial is owned by Beiersdorf, a German
accompanied by QR codes that link to company, continued to innovate and
additional content and purchase options. extend the specialized products it
Also appealing to young consumers, offers for specific needs. The urban
the mass brand Garnier launched a range, formulated to counter the

campaign for recycling beauty products.  effects of pollution, reflects consumer
Social media influencer Remi Cruzis the  interest in quality ingredients. In line

spokesperson for the campaign, called with other trends, Nivea introduced
Rinse, Recycle, Repeat. an app with Google, and the brand
derived 25 percent of its China sales
Dove continued to refresh its view on from its e-commerce relationships
real beauty by connecting to culturally with Alibaba and JD.com.
resonant issues around femininity and
masculinity. In the UK, it launched the The oral hygiene sector faced
Self Esteem Project, with online tools continued pricing pressure, especially
to help girls feel confident in their own in developed markets. Brands
skin. The #RealBeauty Pledge campaign  drove growth with new products.
continued with women at all stages of Introductions in North America,
life talking about their idea of beauty. included new toothpastes like Colgate
The brand introduced Baby Dove in Clean-in-Between, with a foaming
the US, Canada, and the UK. And to the agent for cleansing spaces between
support the effort, Dove aimed to alter teeth, and Crest Gum Detoxify with a
incorrect stereotypes of motherhood foam that cleans below the gum line.
with a YouTube campaign called Colgate introduced a toothpaste with
#RealMoms. ayurvedic ingredients in India.
Pantene introduced a premium hair Gillette added a subscription model,
product using micellar technology, called "Gillette on Demand,” with
which removes impurities. And it blades also available by texting. The
promoted its line of shampoo for brand also revised its advertising
African-American hair, emphasizing to shift from shaving to grooming,
its beauty and multiplicity of styles, leaving room for the popular stubble
with the tagline, “Strong is Beautiful.” look. The brand has been at the eye
Head & Shoulders introduced a of the storm of disruptors, including
packaging innovation to meet consumer  the advent of subscription model;
environmental concerns, with a bottle simplification of personal care

made from recycled beach plastic. The regimes, with men shaving less;
brand selected US skier Gus Kenworthy  and changes in attitudes toward
as a brand ambassador whose strength  masculinity. Ultimately, a brand known

INSIGHT
Consumers

Although much of the
conversation in this category

is about the influence of social
media and the efforts to appeal
to younger people, in fact,
older people still generate the
majority of sales in personal
care and grocery. While it's
important for future growth
that personal care brands
understand and reach younger
audiences, it's also important
that they don't ignore older
customers by focusing on social
media without reaching young
families and older people.

BrandZ™ Top 100 Most Valuable Global Brands 2018

Michael Nyhan

Consumer Insight Director

Kantar Worldpanel
Michael.Nyhan@kantarworldpanel.com

KANTAR
WORLDPANEL

of character enabled him to reach for blade innovation, asked how much
the Pyeongchang Winter Olympics innovation does a man need, and how
as an openly gay athlete personifying much is he willing to pay for it?
the brand'’s “Shoulders of Greatness”
campaign.
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S FAnalysis

Personal care is a diverse category that includes products as distinct from each other as
expensive makeup and basic toothpaste. Over the past eight years, brands that tilted more
toward the high-end of the product spectrum increased more in value, which is similar

to the experience in the car category or the luxury category itself. In 2006, luxury brands
comprised about a third of the value of the BrandZ™ Personal Care Top 15. In 2018, the
split between luxury and mass is about half and half.

12-Year Change

Luxury

34%

Luxury
49%
Mass

66*

Mass
51*
2006 2018

Source: BrandZ™ / Kantar Millward Brown

Within the same category—personal care—consumer luxury and mass brands have
contrasting personalities and rely on divergent strengths to build brand equity. Consumers
see luxury personal care brands as Different—sexy and desirable; and they see mass
brands personal care brands as Meaningful—caring and straightforward. Luxury brands
grew substantially more in value, increasing 201 percent compared with 44 percent

for mass brands, in part because their high Difference score enables luxury brands to
command a price premium.

Average Brand = 100 Luxury Mass
MEANINGFUL 97 116
DIFFERENT 121 109
SEXY 115 100
DESIRABLE 113 102
CARING 102 112
STRAIGHTFORWARD 94 105

Source: BrandZ™ / Kantar Millward Brown
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BRAND BUILDING
ACTION POINTS
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Become a platform
Leverage the strengths of being a large brand /‘l Expand the retail

and establish relationships with smaller

brands to co-create. For mature brands, these experience

relationships can add vitality and revenue.
It is important to have an impactful

- - o presence on Instagram and other
FII‘Id the |nd“"dual social media. But even as big box
- stores disappear, unconventional
in the data locations pop up. Brands need to
be present with easy, frictionless,
compelling in-person experiences
that help create and strengthen
relationships with customers.

Obtain the data necessary to communicate
in relevant ways across many narrow
segments of the market. Look beyond the
usual cohorts: the online shopper, brick and
mortar shopper, mobile shopper. The same
person is shopping across these venues.

The journey is different for each individual. Be brave

Disruption is coming from all sides

Enhance the all the time. Try new technologies

and channels. Have a point of view.

I‘etall exper|ence Take a stand or risk seeming generic.
Expect and embrace some failure in

Add excitement to the in-store experience so the the service of long-term growth.

shopper at shelf connects with the brand. And

pursue this activity as part of the larger strategy to

develop a relationship with the individual customer

and potentially sell to that person directly.
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The retail category includes physical and digital distribution
channels in grocery and department stores and specialists
in drug, electrical, DIY and home furnishings. Amazon
appears within retail because it achieves approximately 90
percent of its sales from online retailing.

Category Brand Value
Year-on-Year Change

35
S Operating across channels,
+274 retailers exhibit strength

Retail Top 20 New online-offline alliances portend more disruption

Total Brand Value

$578.0 billion

Retail had a good year—but
not all retailers. Those that RETAIL TOP 20
effectively mixed online Brand Brand Value
. : . Value 2018 Brand % Change
with offline did well, and the $Milion  Contribution 2018 vs. 2017
e-commerce leéders did even 1 Armazon £ 207504 4 +49%
better. The retail category , Aibas ‘ 5401 . 02,
. . ibaba [ ~: i +92%
increased 35 percent in brand b
value, more than double the 3 TheHomeDepot & 47229 3 7%
14 percent rate of a year ago. 4 Walmart £ 3500 2 +22%
But three of the BrandZ™ 5 JD.com . 20,933 3 194%
Re_tall T_op 5 drove much of the 6 Costco % 18,265 3 +12%
gain, with No. 1 Amazon up 49
. 7 IKEA & st 3 -8%
percent and the two Chinese
e-commerce leaders, Alibaba 8  Ebay € s 3 +20%
and JD.com, rising 92 percent 9 ALDI & 13785 3 +12%
and 94 percent, respectively. 10 Lowe's \%‘ 13,111 3 2%
Holiday shopping, an important Ho Jeleven @ 9.2/ 4 e
barometer of category health, was 12 Tesco % 9,079 4 +13%
strong in most mgrkets, pa.rtlcularl)./ the 13 Walgreens ‘g 8,842 3 13%
US. It seemed as if the retailer survivors -
of the e-commerce disruption and 14 Cvs @ 8,450 3 -13%
category transformation had adapted 15 Lidl ‘. 8,219 2 +14%
to the new reality. But certain sectors
within retail continued to struggle and 16  Target @ 7620 3 -12%
prospects overall were nuanced. 17 Whole Foods ‘S 7,088 5 NEW
Inflation with potentially higher prices p
o with petentiaty igher pri 18 Woolworths & 6880 4 +5%
19 Carrefour 1) 6,607 3 -3%
20 Falabella & 5,373 5 NEW
Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
Brand Contribution measures the influence of brand alone on earnings, on a scale of 1 (lowest) to 5 (highest).
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justified retail’'s optimism, but rising
interest rates tempered the mood.
Higher interest rates would pressure
some retailers to restructure debt

or face rising costs, a problem for
companies that have been marginally
profitable, and a potential trigger of
further industry consolidation.

Two broader disruptions—the
proliferation of voice technology

for shopping, and powerful new
alliances and acquisitions— also
threatened retail's good mood.

Voice evolved into a new genre of
shopping—conversational commerce.
It drove revenue, enabling shoppers
to articulate more clearly the intent
driving their purchase. Devices sold
well during the holiday season, led by
Amazon'’s Alexa.

The integration of brick and mortar
and virtual shopping reached a new
stage. The strongest value rises came
from the pairs of retail brands that
aligned to enable the consumer to
seamlessly transition between online
and offline, while providing the brands
with an unprecedented trove of data
that reveals shopper behaviors at all
moments along the circuitous path to
purchase.

The Chinese versions of this online
and offline marriage were Alibaba and
JD.com, both of which have acquired
or aligned with bricks and mortar
operators. The US versions were
Amazon, owner of Whole Foods; and
Walmart, which had purchased Jet.
com. The scale of these giants, and
the contrast in their business models,
is best illustrated by the results of
one-day special promotions. Alibaba,
which operates, in part, like enormous
shopping malls of independent
retailers, and has 515 million active

customers, sold $25 billion during
Singles Day. Amazon, which more
resembles in individual retailer, sold
over $1 billion during Prime Day.

Retail redefined

Alibaba CEO Jack Ma invented the term
New Retail to describe how a business
based on a simple exchange between
buyer and seller has evolved to a
complex integration of data-enriched
online and offline selling platforms
linked with sophisticated logistics that
together form a system in which the
retailer can anticipate the customer’s
needs and fulfill them quickly,
accurately, and consistently with pick-
up or deliver options. Amazon CEO Jeff
Bezos summarized the attitude needed
for success in this new world: “It's
always Day One.”

Symbolically echoing these
developments, Walmart shortened its
name from Walmart Stores to simply
Walmart. Walmart repurposed many
stores as fulfillment centers. But

the business of retail became more
complicated, with multiple ways to
order or receive merchandise and
physical store space repurposed to
accommodate both showrooms
and shopping areas and distribution
centers.

Products were purchased on mobile,
or a PC, or in a physical store, and

the product was delivered from a
fulfillment center or a physical store.
Pricing was more dynamic. Jet.com,
for example, could adjust prices based
on the proximity of the customer from
the retailer fulfilling the order. Jet.com
also purchased several online startups,
including the apparel brand ModCloth.
Perhaps illustrating the ultimate

INSIGHT
China

China signals
future of retail
and mobile use

If you want to see the future of
retail, look to China—in many
ways, it is leading the world. In
part that reflects the receptivity
of the Chinese consumer to
new technology. If you consider
mobile activity on Singles

Day, for example, somewhere
around 90 percent of purchases
on Alibaba were made through
mobile on Alibaba’s AliPay
platform. Chinese consumers
are using mobile in every aspect
of their lives. And the Chinese
consumer can also pay the rent,
or buy household products, or
hail a ride-sharing vehicle—all
on the same platform.

Jon Bird
Executive Director
VML
Jon.Bird@avml.com

Y VML

conflation of purchasing and delivery,
a startup named Cargo planned to
enable drivers for rideshare operators
to sell convenience store merchandise
from compact displays in their cars.

In a partnership with Westfield, the
shopping mall developer, Uber planned
to establish lounges in malls across the
US. The arrangement enables Uber to
offer a more premium experience, and
it potentially increases time and money
shoppers spend in the mall, because
they can leave purchases in the lounge
instead of schlepping them.

Most dramatically, Walmart, which
operates over 11,000 stores worldwide

INSIGHT
Environment

Consumers expect
brands to reduce
use of plastics

One of the most moving sights
of 2017 was in the final episode
of the BBC's Blue Planet I, with
a mother whale cradling her
dead calf. The show ended with
a plea from presenter Sir David
Attenborough for the world to
reduce its reliance on single use
plastics. There was an instant
impact on consumers globally,
and major retailers were quick
to respond: In January, British
supermarket Iceland took out
newspaper ads announcing its
vow to remove plastic packaging
from its own label products

by 2023, directly attributing its
decision to the impact of Blue
Planet Il. The other major British
supermarkets all followed with
similar announcements. In
February, Dutch supermarket
Ekoplaza rolled out the world’s
first plastic-free supermarket
aisle. The French government
has pledged to recycle all
plastics by 2025 and 11
companies, including L'Oreéal,
Mars, Evian, Coca-Cola, Unilever,
and Walmart have also vowed
to work towards eliminating
single-use packaging by

then. These steps are clearly
aligned with consumers’ views:
recent research conducted

by MediaCom shows that 64
percent of British consumers
have started reducing their

use of plastic, and a massive

88 percent think that it is the
responsibility of brands to
reduce the amount of plastic
they use.

Geoff de Burca

Managing Partner & Head of Strategy
MediaCom
Geoff.deBurca@mediacom.com

BrandZ™ Top 100 Most Valuable Global Brands 2018

under the Walmart brand, announced
intentions to acquire one of America’s
largest healthcare providers, Humana.
A Walmart entrance into healthcare
stretches not only the brand, but

the very definition of retail. Often
enabled by new technologies, retail is
transforming into elaborate networks
capable of recognizing and rapidly
fulfilling consumer wants and desires
across an ever-expanding range of
products and services.

In a move toward vertical integration,
America’s second-largest drugstore
chain, CVS, plans to combine with
Aetna, a health insurer. Walgreen'’s,
the largest US drug chain, expects

to buy roughly half the stores of Rite
Aid, America’s third largest chain. And
Walgreens corporate parent, Walgreens
Boots Alliance Inc., announced plans
to acquire a major drug distributor,
AmerisourceBergen. Walgreens and
CVS both declined in value, in part
because of competitive pricing of
generic drugs.

Transformative technology

Amazon launched a potentially
transformative technology in its
Amazon Go stores, the grocery outlets
that track purchases through the
shoppers’ smartphone, eliminating

the need for shelf pricing, and
checkout, the greatest pain point

of most supermarkets. Along with
improving the customer experience,
this technology potentially tells the
retailer exactly how many units of each
product are available in each store, and
this precision could enable a retailer to
fulfill an e-commerce order from any
of its stores. Walmart experimented
with a similar technology.

INSIGHT
Innovation

Brand leaders
explore new
retail models

Brands need to be opened-
minded about changing the
traditional model of retail. Brands
that are innovative survive. And
increasingly we're seeing those
that aren't dying. Fortunately—
and excitingly—the space to play
is extensive. Augmented reality
is a good example of one area
to explore and realize. Using

AR technology, lkea introduced
the ability for people to hold up
their phone in the room they
are looking to refurnish, and
picture exactly what a piece of
Ikea furniture would look like in
that space. Home improvement
retailer Lowe's introduced a
similar app that instantly turns a
phone into a useful measuring
and design tool. While these
apps are about utility, they

also enrich the ever-important
inspiration and exploration phase
of shopping. We know there's a
growing expectation on brands
to add value to a consumer's
life—and for retailers, the full
shopping experience. Through
innovation, retailers can prove to
be both useful and inspirational
and—in turn build deeper, more
meaningful relationships with
customers.

Claire Holden

Managing Director, Retail + Leisure
Hill+Knowlton Strategies
Claire.Holden@hkstrategies.com

H:+: B Hill+Knowlton
Strategies
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INSIGHT
Opportunity

Contextual
commerce opens
a retail frontier

The biggest untapped
opportunity for retailers is
contextual commerce. Apps
exist that enable relevant retail
experiences to be created
within online conversations.
For example, I'm a woman
shopper talking to a friend who
sends a photo of an event she
just attended. | like the outfit
she’s wearing. | tap that outfit
and visual recognition software
identifies the outfit and provides
a list of retailers where | can buy
it. And while I'm still having the
conversation with my friend, |
purchase the outfit in my size
and have it delivered. WeChat
is at the forefront of this type
of e-commerce and it's just a
question of who will become
the leader in the rest of the
world. Using machine learning,
the app learns to anticipate

my requests and then makes
recommendations.

Dayoan Daumont

Consulting Partner, Innovation & Digital
Transformation

OgilvyRED
Dayoan.Daumont@ogilvy.com

OgilvyRED

STRATEGY INNOVATION GROWTH

Ultimately, the most disruptive
technologies used by Amazon—voice
and automatic replenishment—limit

or narrowly focus choice. Amazon's
Dash program enables consumers to
reorder certain commodity products
with a touch of a button. In partnership
with certain manufacturers, some
product packaging contains a chip—
the equivalent of a Dash button—that
recognizes when the supply is depleted
and automatically reorders.

The success of this technological
wizardry, much of it conditioning
consumers for smart home living,
depends on the scale of Prime,
Amazon's customer membership
program, with around 90 million
members in the US alone. Amazon
is using Prime, its membership
program, strategically and in different
ways across country markets. Prime
membership predisposes people to
search first on Amazon.

In a relevant use of augmented reality
for personalizing the retail experience,
both IKEA, Lowe’s, and The Home
Depot introduced smartphone apps
that enable consumers to see how
furniture would look in a room in their
home. IKEA purchased TaskRabbit, an
online service that connects people
with tasks to do with people willing to
do them. IKEA expects TaskRabbit to
improve the experience of assembling
its flat-pack furniture.

Lowe’s is experimenting with in-store
3D printing and increased customer
use of digital. Lowe’s also expanded
its contractor business. The Home
Depot planned to develop a business-
to-business e-commerce site. As the
US economy expanded, The Home
Depot continued to experience strong
same-store results, benefiting from

investments made during the downturn
10 years ago. The brand planned to
now double the investment in its
stores.

Grocery challenges

Grocery is the one area where
Amazon has a disadvantage because
of its relative lack of physical locations
and the growing popularity of click
and collect in the US. Although the
instances of click and collect has
expanded in the US, the acquisition of
Whole Foods by Amazon being a key
example, it has not yet reached the
ubiquity found in Europe.

In contrast, Alibaba has taken another
approach, seeing itself not primarily
as a retailer but rather as an enabler

of brands and other small businesses,
a role that it commemorated with its
first traditional advertising, which was
themed "To the greatness of small,”
and aired during the Olympic Winter
Games, in Pyeongchang, South Korea.

So far both Amazon and Alibaba have
had success with their respective
models, outside their home markets.
And they have picked up valuable
lessons. In India, Amazon created a
network of local stores that house
inventory and become a local
distribution center, which serves
Amazon'’s last-mile delivery challenges
and also improves the business of
the local retailer. Pricing Prime at an
affordable level has helped accelerate
Amazon'’s growth in India.

The two German-owned discounters,
ALDI and Lidl, continued head-to-head
competition. Lidl entered the US and
ALDI responded by expanding into

the states where Lidl opened stores,

in the Southeast. ALDI launched

INSIGHT
Metrics

Rapid change
requires new
success metrics

In mass market retailing,
retailers and suppliers have been
bound together in determining
mutual success through two
measurable objectives: space
and visibility. As a result, most
retailers are benchmarked on
maximizing productivity of
space—measured as sales per
square meter (or square foot).
Suppliers are benchmarked

on maximizing return on
visibility—measured in category
contribution ratios with an
emphasis of productivity of
shelf or gondola-end facings. In
2017, the #RetailApocalypse has
changed all that. Retailers have
begun the process of closing
stores, converting spaces into
service areas, and shrinking
their self-service "shoppable”
spaces. Worse, some have gone
out of business. Meanwhile,
suppliers have begun to shift

all their investments into digital
content rather than physical
point-of-sale excellence. As we
think about how to measure
success in the future, when
using voice or other methods of
selling, will space and visibility
be the metrics that matter?

Even if they matter, will it still

be possible to measure them?
The personalization of retail is
underway which is a good thing
for consumers, retailers, and
brands. However, it may be a
bad thing for those who cling to
traditional success metrics.

Ray Gaul

SVP, Retail Insights Europe
Kantar Consulting
Ray.Gaul@kantarconsulting.com

KANTAR
CONSULTINCG
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an e-commerce-only business

on Alibaba’s Tmall in China. Lidl
responded with a Lidl store on Tmall.
ALDI is selling organic products from
Australia. Lidl is shipping products from
Germany, implying high quality.

The discounters generally are shopped
more frequently than traditional
supermarkets. To keep customers
interested, the chains will introduce
brands opportunistically, while they still
attempt to keep their basket around 30
percent cheaper than the competition.
Getting to that level requires managing
the supply chain to constantly change a
large portion of the mix. The challenge
increases as the store count grows. For
example, Lidl, which recently entered
the US, has about 11,000 stores
worldwide.

ALDI continued its expansion in
Australia, where it operates around

500 stores. The German supermarket
Kaufland entered Australia amid rumors
that its sister brand, Lidl, would soon
follow. Sales for Australian supermarket
Woolworth's rebounded as the
company invested in improvements in
its use of digital and data.

Growth strategies

Tesco operates over 7,000 stores in

10 countries, using eight formats. In

its home market, the UK, where Tesco
continued to face intense competition
from ALDI and Lidl, it took a back-
to-basics approach to be more

price competitive. Tesco also sought
opportunities from its recent acquisition
of Booker, a food wholesaler. In the

rest of Europe, where it faces other
hypermarket competitors, Tesco worked
to perfect its omni-channel operations,
including click and collect. It attempted
to build greater loyalty in Asia.

INSIGHT
Entrepreneurship

Retailers acquire
and also cultivate
entrepreneurship

Legacy retailers are attempting
to become more nimble and
entrepreneurial by developing
those qualities in-house and
also by bringing entrepreneurs
into their businesses. For
example, Target has taken on
parts of the product line of
Casper, the online mattress
company that positions itself
around the connection between
restful sleep and health and
wellness. Walmart surprised the
industry two years back with
acquisitions such as Jet.com
and ModCloth. They've even
established a center to cultivate
entrepreneurial talent, calling it
Store No. 8. We're also hearing
more about a reconsideration of
physical space, including pop-
up stores and other innovative
venues, as a place where you
experience a brand and capture
data, rather than buy stuff.

Gwen Morrison

CEO, The Americas

The Store WPP
Gwen.Morrison@wpp.com

THE STOR WPP

THE WPP GLOBAL
RETAIL PRACTICE

167




5 < The Categories >

The Consumer Categories

RETAIL

INSIGHT
Search

Online search
shapes offline
purchasing

We're seeing an increase in

the percentage growth of
customers who say that online
research influences their offline
purchasing. And we're seeing
an increase in customers who
utilize multiple online retailers
in order to make a purchase
decision. We've reached a
tipping point in the extent to
which product brands that
understand e-commerce is

an information source and are
investing in online content

and technology, but still few
who really understand how

to do it. Product brands are
also increasing investment in
paid search, particularly on
Amazon, and we're seeing
more investment in Walmart as
brands learn that paid search is
available.

Tod Harrick

VP Product

Marketplace Ignition
tod@marketplaceignition.com
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Costco launched in Iceland and in
France, with more of a long-term
investment, intending to succeed with
an approach that has worked well in
Europe and Asia-Pacific—catering

to the food culture with alcohol,
difficult-to-obtain products, meats, and
cheeses. In some markets, the stores
have tanks with live seafood. Costco
stores also have a strong business in
auto care.

Carrefour performed well outside of
France, its home market, but France
still drives around half of its profit. In
France, Carrefour operates a multi-
store strategy, using appropriate
format according to location. A new
CEO brings critical digital experience.
Similarly, France’s Auchan has done
better abroad, in other parts of Europe
and in Russia. Alibaba just made a
major investment in Auchan China.

To fortify its efforts to compete with
Amazon, Target plans to acquire Shipt,
a grocery delivery startup. It also plans
a substantial store remodeling program
and the addition locations in major

cities, including New York and Chicago.

Target's initiatives helped drive strong
holiday sales, but the investment
strained profits.

Ebay has benefited from investments
to improve the brand and differentiate
from other e-commerce players

with unique inventory. The product
range has shifted from functional

to more emotional categories like
fashion and home and garden, which
has appealed more to younger and
women shoppers. Ebay serves 170
million customers from 190 countries.
The marketplace advertised the brand
to build better understanding about
the competitive advantage against
Amazon. Ebay announced that it would
end its relationship with PayPal in 2020
to have full control over the payment
experience.

Falabella, Chile's most valuable
brand, benefited from its dominance
throughout Latin America, with a
total of around 80 department stores,
half located in Chile and half in

Peru, Argentina, and Colombia. The
brand announced plans for a major
addition of stores and shopping malls
throughout the region.

INSIGHTS
Consumers

Retail enters
an attention
span economy

What omnichannel retail is
showing us is not that people
will buy less—it's that people
will shop less. In the past,
people had no choice but to

go shopping to get what they
needed. Today, they have plenty
of new options—and because
of this, what they are willing to
expend attention on is shifting.
Some things just aren’t worth
spending time shopping for, so
subscriptions, algorithms, and
auto replenishment become
much more attractive ways for
consumers to buy these items.
Brands must think more broadly
about how technology and
expectations are intersecting

to create a new relationship
between people’s attention span
and commerce. Retailers have
long been skilled at managing
product selection and inventory
of things people want to buy,
but in the future, winners in
retail will be best at attracting
and retaining the attention of
consumers. In an attention
economy, retailers will face

new competitors but also have
new opportunities. They must
reshape commerce to fit into
consumers'’ lives while offering
up the excitement of discovery
and experience when they want
it. The best retailers will find
ways to help consumers free up
their attention by making buying
easier, so that those consumers
have more time to shop... with
them.

Wayne Pan

Senior Consultant

Kantar Consulting
Wayne.Pan@kantarconsulting.com

KANTAR
CONSULTINC
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E-COMMERCE BRANDS DOMINATE VALUE GROWTH...

Over the past 12 years, e-commerce brands grew in value from 14 percent to 62 percent of the BrandZ™ Retail Top 20. The increase

of 1,761 percent quantifies the impact of brands like Amazon, Alibaba, and JD.com, and the massive disruption of the retail category.
Specialists, such as The Home Depot or Ikea, fared better during this period than hypermarkets and other traditional retailers with broad
product ranges.

Proportion of Value
2006 2018

1-Year Change
12-Year Change

1-Year Change +9%
12-Year Change +191*

1-Year Change +61*
12-Year Change +1,761%

Traditional
® Specialist
® E-Commerce

Source: BrandZ™ / Kantar Millward Brown

...TOP RISER JD.COM LEADS IN MEANINGFUL DIFFERENCE

Among the e-commerce brands,
JD.com, the fastest rising brand in the
BrandZ™ Global Top 100 2018, rose
sharply in Meaningful Difference. JD.com
owns most of its logistics, which provides
closer control over the brand experience,
including product quality and deliver
efficiency. Both Alibaba and Amazon

12-Year Change
168 “¥ p.coM
/\ 154 amazon
flattened in Meaningful Difference, a

phenomenon that can happen when -_/ /\ a

brands achieve great scale. The BrandZ™ 130 Alibaba Group
metric Meaningful Difference drives 123 IEEEER
brand equity and measures the extent to
which brands meet consumer needs in 2006 2018
ways that are relevant and distinctive. An
average score is 100.

Meaningful Difference

Average Brand = 100

Source: BrandZ™ / Kantar Millward Brown
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WORLD RETAIL

BRAND BUILDING

CONGRESS

ACTION POINTS
WHAT IS JD.COM, Sl
AND WHAT DOES ITS SUCCESS b

SAY ABOUT THE FUTURE OF RETAIL?

Listen to the full conversation at:
inretailconversationwith.com.

And hear revealing insights from other
international retail CEOs, including...

Be customer obsessed

Be in conversation with customers
and supplier partners across channels
to drive purchases and inspire
advocacy and ongoing loyalty.

Pursue purpose

Conceive of the business as having

a meaning beyond selling products
and services. The purpose needs to
be relevant to the brand and could be
about improving operations with local
sourcing and greater sustainability.

Add efficiency

Understand how products are getting to
customers and how that entire process
can become more efficient, including
the integration of online and offline with
the expansion of click-and-collect.

Innovate faster

Actively look for ways to innovate
faster and add value. Pursue—and
expect—more partnerships between
online and offline players, which will
serve customers in new ways and
create more disruption.

Experiment with
more tech

Using artificial intelligence and other
technologies, find opportunities

to add excitement to the shopping
experience and make it easier for
consumers to share their retail
experience on social media.

N AN AN N AN A NN NN NN N NN AN NN N\ \

170

JD.com, one of China’s leading retail
ecosystems, almost doubled in brand
value, year-on-year, and entered the

2018 BrandZ™ Global Top 100.

Founder, chairman, and CEO Richard
Liu reflected on this phenomenal
success in an exclusive interview with
WPP at the World Retail Congress.
He explains why...

¢ Ownership of logistics makes the
critical difference

¢ Customer experience guides
decisions

¢ Artificial intelligence manages a
5-million-SKU inventory

Olaf Koch,
Chairman and
CEO of Metro,
on the challenge
of transforming
heritage retail
brands to meet
today's needs

Laura Alber,
President and
CEO of Williams-
Sonoma, on

how to combine
channels into

an immersive,
convenient, and
inspiring shopper
experience

Stefano Pessina,
Executive Vice
Chairman and
CEO, Walgreens
Boots Alliance,
on the future of
physical stores
in an evolution
accelerated by
customer data

In a post-business-as-usual world, what's
more important to the future of retail than
its voices of experience?

Inretailconversation.com
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SELFRIDGES (>

Peter Williams, chairman of online fashion retailer
Boohoo, explains why Selfridges has been important

to him—professionally and as a shopper.

Over the last two decades, Selfridges
has consistently maintained its position
as one of, if not the, world's leading
department stores. For me personally,

as a part of the team that implemented
its renaissance from ‘Grace Brothers'
to the iconic store that exists today

on Oxford Street, and secondly as a
dedicated customer, Selfridges has
been an important part of my life not
only as a workplace but also as my
favourite place to shop.

It wasn't always like that.

In the early 1990s, department stores
were seen as the dinosaurs of the
retail sector - big and bland, they were
not as exciting or as focused as the
speciality stores. In London, Harrods
had a clear position as an upmarket
emporium selling luxury brands,
Harvey Nichols was the fashionistas’
mecca, and John Lewis dominated
merchandise for the home. Selfridges
was defined by comparison to its
competitors and not in its own right

- not as chichi as Harrods nor as
expensive, not as fashionable as Harvey
Nichols, but more fashionable than
John Lewis.

Today its positioning is very clear.

Starting with the iconic exterior
architecture of the Oxford Street store
- there is no sign on the outside of the
building telling you 'this is Selfridges’ -
to generous selling space and ceiling
heights in the interior, the building
starts to define the brand. The physical
environment and store experience is
key, as Selfridges doesn’'t manufacture
any merchandise. It is the place where
you expect to find the best and most

—

firstly as a result of having worked there' ——

interesting products. It is an editor, a
curator of merchandise brands, and
their products.

In one way, the Selfridges brand is
epitomized by the signature yellow
bag — the only piece of the store you
take home with you. The yellow bag
has become a design icon in its own
right. When the board was debating a
change from the previous version of
the bag 20 years ago, two options were
proposed - the yellow one you see
today, and a dark blue version. Despite
the protestations of the "Aesthetic
Committee” who preferred the blue
version as it was calm and understated,
the board loved the yellow one. Bright,
impactful, unique, the yellow bag

has stood the test of time to look as
contemporary today as it did when

it was created all those years ago. A
glimpse of the colour on a shopping
bag and you think ‘Selfridges’.

However, you can never be
complacent and assume your brand
will prosper without continual attention
and being responsive to external
factors.

After decades during which the

retail model didn't alter drastically,

the arrival of the internet has forced
dramatic change. In today’'s world,
where e-commerce is taking an ever-
increasing portion of a consumer’s
spend, all physical stores are having

to fight hard just to maintain sales and
profitability. For department stores
this is especially difficult, as the choice
of brands and merchandise available
online from the collective competition
is greater. The consumer can do

their own editing and, so far, with the
current technology it is impossible

to replicate or transfer the physical
store experience onto a website or

a mobile phone. Newer generations
of consumers are growing up with a
different set of behaviors from their
parents and are much less likely to visit
physical stores.

So, when thinking of the brand in the
future, it is perhaps worth going back
to Gordon Selfridge’s quote when he

opened the Oxford Street store in 1909,

“This is not a department store, but a
community centre, and everyone is
welcome.”
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It's funny, when you live in London,
you take Pret a Manger for granted
because it's everywhere, but it's when
| moved away that | realised how
much | love the brand. It's consistently
high quality, they innovate, they pick
up on trends and | think their service
is consistently good, which is pretty
amazing for such a large chain. Their
associates always seem happy, they
often give you free coffee, they chat —
they really seem to have got something
right in that service model that many
others have not.

The other thing is they really tell the
story of the products, so something
as simple as popcorn they can talk
about and romanticise it, and make
you feel really good about eating what
is basically just a bag of popcorn.
Obviously for someone in my industry,
that's really important — being able

to tell a product story and create an
emotional connection to it so you

feel like you're doing more than just
grabbing your lunch.

When I'm in the UK now, | always

try and go in the morning to get my
porridge. Very British! They were the
first with that, and of course everyone
now does some sort of vegetable
juices but they were the first with the
green juices. They really get out there
and experiment, which when you
have such a successful brand anyway,
with a limited range of products

that you can carry, must be quite a
challenge. I've been with colleagues
and instead of going to the business
lounge at Heathrow I've insisted we
go to Pret, so there've been a few
moments there where | think people
have been a little surprised by my
attachment to Pret a Manger.

Brand Stories from Brand Champions —
Celebrating the Enduring Power of Iconic Brands,
brings together over 50 personal stories about
brands that have made a deep impression on
some of the world’s most influential CEOs,
decision-makers and game-changers

in the world of retail.

s

Neela Montgomery, CEO of

Crate & Barrel Holdings (CBH), a

global home furnishings retailer, describes
her attachment to Pret a Manger.

Contributors include Zyda Rylands,
Chief Executive, Woolworths South
Africa; Sir lan Cheshire, Chairman of
Debenhams Plc, UK; Daniel Piette,
Chairman First Founders, Former
Chairman of LVMH Investment Funds,
LVMH Moét Hennessy Louis Vuitton
S.E.; Janine Allis, Founder, Boost
Juice Bars, Australia; Dominic Wong,
Managing Director of PARKNnSHOP,
Hong Kong and Judy Halewood,
Owner and Chairwoman, Halewood
Wines and Spirits—to name but a few.

To find out more visit
www.onceuponabrandstory.com
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VALUE, VALUES, AND VOGUE

Anusha Couttigane

Senior Fashion Analyst

Kantar Consulting, Retail & Shopper Practice
Anusha.Couttigane@kantarconsulting.com

Values-centric brands
convert consumers
INto advocates

Luxury brands turn to mass trade
tactics to stay front-of-mind

IKANTAR CONSULTINC

Kantar Added Value, Kantar Futures, Kantar Vermeer, and Kantar
Retail have joined forces to create Kantar Consulting a specialist
growth consultancy with brand and marketing, retail, sales, and
shopper expertise all under one roof.

www.kantarconsulting.com
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Fashion is the world's local language.

It is one of the most cross-border
cultures and, indeed, industries of
our time. As diverse as it is dynamic,
the fashion market is undergoing
palpable change, at a pace driven by
accelerating digital developments.
The multitude of digital media that
influences consumers plays a crucial
role in the way brands are perceived.
Today, those perceptions are being

shaped by the potent relationship
between value and values in the world
of vogue.

According to the latest Kantar TNS
Connected Life study, nearly 40
percent of global internet users
indicate a positive response to reading
or watching content from brands on
social media. On Facebook alone, 79
percent of users read brand posts.

So, clearly, brand awareness and
dissemination are at an all-time high,
even when consumers are not actively
shopping. This is particularly true of
high profile brands in the luxury space
like Gucci, Louis Vuitton and Prada,

all of which have invested heavily in
digital marketing over the last year,
helping to boost awareness and
engagement.
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However, this brand awareness

of luxury labels can be deceptive,
convincing us that high-end fashion
is more accessible than it truly is.

A volatile global market, and the
clampdown on consumer spending
that comes with it, has put the
dream of owning a walk-in wardrobe
worthy of Carrie Bradshaw firmly
on the backburner for most fashion
enthusiasts. In response, many
high-end houses have resorted to
creating cheaper sub-labels to lure
in buyers on a budget. It's a risky
approach which, for some, has
resulted in regrettable

are stretching their reach, both
within the fashion sphere to more
affluent segments of the market, and
beyond the fashion space, into other
lifestyle categories like homewares.
This has resulted in a proliferation

of brands that have flooded the
market. Meanwhile, luxury labels that
have suffered from over-exposure
are refocusing on their brand DNA,
revisiting their archives for inspiration
to guarantee authenticity and
reclaiming ownership over their
premium positioning in the face of
rising competition.

immediate release the second they
are showcased. For some premium
players, this has solved a critical
problem, enabling them to protect
their design IP and get them to
market before fast fashion rivals have
a chance to groom the catwalks and
appropriate the best ideas ahead of
the new season. Others, like Moncler,
are shirking the “"season” altogether,
taking the innovative approach of
launching smaller capsule collections
throughout the year that regularly
introduce newness.

That noted, innovation is

brand dilution. Despite "W\G mo&’f i,mpoﬂm’f ques’rinn er‘ra,m:ls not the only fuel for growth.

this, it is a risk these
businesses have
been willing to take.
Consequently, in
recent years, we've
seen an explosion
of cosmetics

and accessories
ranges carrying the
namesakes of some
of the most exclusive
couturiers in history.

Conversely, the last year has
witnessed an inversion of trends
between the luxury and the

lower end of the market, with
companies like Armani and Hugo
Boss contracting their portfolio of
brands as fast fashion players like
H&M and Inditex (Zara's corporate
parent) expand them. By broadening
their portfolios, fast fashion players

transforming the way people shop.”

The competitive nature of this highly
saturated space, propelled by demand
for instant gratification and online
availability, has resulted in a race to
market, particularly as the adoption
of “See Now, Buy Now” strategies
accelerates. This sees upmarket
fashion players, historically adhering
to a bi-annual fashion calendar,
producing collections much closer to
the season, making them available for

Consumers are increasingly

Med 1’0 ask i&: “ Wp\aj"s VCQBV(M’\}?” prioritizing their own values

and experiences when it

MOYG av\d mQre' fa&k@omf’.& Qife&ib@e& comes to brand selection.

What this means is that

are e,‘ei«ﬂ,% defermi“'ed % fke VQ&R@S "new” and “fresh” is no

longer the primary indicator

that consumers buy info and this is [0 = e

Instead, the most important
question brands need to
ask is: “What's relevant?”
More and more, fashionable
lifestyles are being determined by the
values that consumers buy into and
this is transforming the way people
shop.

The capacity for a brand to capture
those lifestyle values now draws a
direct correlation with spend value; in
fact, Kantar Consulting’s most recent
ShopperScape® data from the US
indicates that 56 percent of shoppers
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would spend more on a product

that reflects their values. Looking at
fashion alone, 40 percent of apparel
shoppers are willing to spend more
on a brand that is ethically sourced.
Far from being fluffy consumer
sentiments, these behaviors signify

a sea-change in attitudes across the
fashion industry, with the likes of
Gucci—one of the most successful
luxury labels of our day—going fur-
free as part of its 10-year sustainability
plan, while simultaneously embracing
diversity by introducing the hijab

to its ranges. Brand success can
therefore be measured by how well

a brand empowers its shoppers

to make statements about their
personal values. Providing an engine
to communicate the passions

and principles of the wearer is the
number one way to convert a fashion
consumer into a brand advocate—by
becoming a part of their life story.
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Category Brand Value
Year-on-Year Change

| 3%

Category Brand Value
12-Year Change

+198*

Beer Top 10
Total Brand Value

$82 .6 billion
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The beer category includes global and regional
brands, which in an increasingly consolidated
industry are mostly owned by a few major brewers.

Less drinking, changing
tastes pressure brewers

Category adds more crafts, flavors, and occasions

Declining consumption,
changing consumer tastes,
concern with health and
wellness, and the ongoing
popularity of craft challenged
major brewers to reinvigorate
established brands with new

taste and zero-alcohol options.

Anheuser-Busch InBev (ABI)
worked to manage its portfolio
of over 400 brands, in the first
full year since the merger with
SAB Miller. In this pressured
context, the beer category
rose 3 percent, following a 5
percent rise a year ago.

Brewers added more drinking
occasions, attempting to pair beer
with food and appeal to more women
drinkers. They introduced more
premium offerings for consumers
who, while drinking less, were

willing to spend more for each beer
consumed. For younger drinkers less
inclined to drink alcohol, brands tried
to formulate alcohol-free options with
a genuine beer taste.

The proliferation of craft brands
prompted several strategies for
managing the tension between
authenticity and scale. Having
acquired many craft beers, ABI
generally preserved their independent
management. Many US micro brewers

joined an association and displayed
the organization’s seal on their
packaging to confirm authenticity and
differentiate from mass craft beers. In
a recent development, equity players
purchased local craft brewers.

BEER TOP 10
Brand Brand Value
Value 2018 Brand % Change
$ Million  Contribution 2018 vs. 2017
1 Budweiser £ 1538 4 +2%
2 Heineken S 11884 5 +9%
3 Budlight £ e 4 3%
4 StellaArtois () w09 5 +10%
5  Corona ) 822 5 +2%
6  Skol 8,263 5 +1%
7 Brahma @ 44 5 +2%
8  Guinness (’ 4,144 5 +2%
9 Aguila @ 3924 5 +2%
10 Modelo ¢ 62 5 NEW

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg) and Kantar Consulting
Brand Contribution measures the influence of brand alone on earnings, on a scale of 1 (lowest) to 5 (highest).
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BEER

INSIGHT
Differentiation

To narrow vast
choice, difference
is crucial factor

There is no category where
differentiation is more critical.
It has to do with the vast
number of brands out there.
Trends for big domestic
brands in the US have never
been this bad. The ability to
differentiate—meaningfully and
with the right positioning—is
not only an important thing,
it's now almost the only thing.
Thousands of drinkers are
leaving the category, but that
kind of hemorrhaging attracts
a lot of sharks. The big players
will figure it out, or the smaller
players will become bigger as
the category reinvents itself.

Marty Stock

CEO

Cavalry
Marty.Stock@cavalryagency.com

CAVALRY

The addition of more taste options
and the proliferation of craft created
more congestion at the retail shelf
and a desire to rationalize the range to
make it easier for consumers to shop
for beer, while satisfying the needs of
brewers, wholesalers, and retailers.
But the expected expansion of retail
private label brands suggested the
shelf would get even more crowded.

Changing tastes accounted for the
decline of light beers, in the US, with
Bud Light dropping one spot in the
BrandZ™ beer category ranking. The
entrance of Modelo into the BrandZ™
Beer Top 10, and the MillerCoors
acquisition of the US marketing rights
to Sol, reflected the changing tastes
of American beer consumers, and a
preference for Mexican beers.

As brewers adjusted to changing
consumption habits and taste
preferences, some of the greatest
threats to beer come from outside
the category, including the growing
popularity of hard lemonade and, in
the US, of flavored malt beverages
(FMBs), alcoholic drinks that are
brewed like beer but typically have a
fruit rather than beer flavor.

Brand initiatives

To stimulate Bud Light sales, ABI
extended the line with new flavors,
including grapefruit and lemonade,
called Bud Light blends. MillerCoors
launched Two Hats, an affordable light
beer flavored with fruit—pineapple or
lime. At the same time, ABI launched
Bud Light in the UK with a major
multimedia marketing campaign that
included digital, traditional, and in-
store messaging.

Zero-alcohol brands gained traction
in the UK, publicized during the
country’s “Dry January” ad campaigns.
Drinkers looking for beer with no or
low alcohol could choose among
Heineken 0.0, Budweiser Prohibition
Brew, and Guinness Open Gate Pure
Brew. ABI has announced a goal

of having 20 percent of its volume
no-or-low alcohol by 2025. Along

INSIGHT
Consumption

Brands expect
healthier brews
will add growth

Brands should consider how

to leverage surging health

and wellness trends to drive
incremental growth because
consumers are looking for ways
to have their (low-calorie) cake
and eat it too. This explosive
rise of the calorie-and-carb-
counting has produced active
lifestyle focused Michelob Ultra
in the US, zero alcohol beers
like Budweiser Prohibition

and San Miguel 0.0 and the
“Dry January” marketing
campaigns in the UK. This

trend is also a threat to overall
beer consumption, as younger
drinkers drink less and switch

to new, better-for-you
alternatives; lighter, lower carb
“hard seltzers” in the US are a
perceived healthier option for a
predominantly female audience
increasingly conscious of the
impact of alcohol on their
wellness regimes. Furthermore,
this shift may well lead to the
death of “light beer” as we know
it, as seen by the ongoing steep
declines of the Big 3 (Bud Light,
Coors Light, and Miller Lite) in
the US. In the quest for new
revenue streams and the future
of the category, it really will be a
case of “survival of the fittest.”

INSIGHT
Loyalty

Craft drinkers
pick variety
over loyalty

There is a difference between
how the mass beer and craft
customers shop. A Bud drinker,
for example, is typically loyal
to Bud and not too interested
in being offered other options.
That person wants to pick

up the beer and get on with
his shopping. Itis fine to
merchandise beer in cases

to this shopper because that
meets his need. In contrast, the
craft drinker, by definition, likes
variety, likes to try new things.
It's harder to build loyalty. To
that craft drinker, craft is about
what he or she believes it to
be. It's not about who owns
the brand. The craft beer could
be brewed down the street for
limited distribution. Or it could
be available in many countries.

Cindy Hoffmann
Global Account Director
Kantar Group
Cindy.Hoffmann@kantar.com

KANTAR

James Hidden
Managing Director

Ogilvy & Mather
James.Hidden@ogilvy.com

O
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with introducing beer with no-or-low
alcohol levels, brewers introduced
premium brands for the occasions
where drinkers do consume alcohol.

Well established in the US, craft grew
in popularity globally among young
people in London and other cities. ABI
increased the distribution of Goose
Island. The Chicago-based craft beer
purchased in 2011, is now available

in much of the US and overseas in
several European markets, including

the UK, and in China and South Korea.
In addition to ongoing demographic
changes pressuring major brands and
driving the growth of craft, Brewers
in the US, expect the legalization of
marijuana to influence beer drinking.
Some brewers and alcohol producers
are exploring marijuana-flavored
beers. Constellation Brands, which
distributes Corona in the US, bought
a stake in a Canadian marijuana
company.

While Budweiser contended with craft
beer and other competitive challenges
in the US, the brand performed

well abroad as a premium import.
Introduced for the holiday season

in the US, Budweiser 1933 Repeal
Reserve celebrated the repeal of
prohibition, which occurred 85 years
ago. Budweiser partnered with Lyft

in New York City to drive people in
antique cars as they sampled the beer.

Marketing programs

ABI has established a small group
called Z* ventures to identify emerging
consumer drinking preferences.

The company has been acquiring
beer-related apps, about tasting

and drinking locations, for example,

to identify new flavor profiles and
other beer trends. Z* also purchased

a couple of home brewing supplies
companies that sell beer ingredients
online and provide a window into beer
e-commerce.

The premium positioning of Stella
Artois helped the brand achieve
wide acceptance in the US and
other markets where it is an import,
including strong performances in
Argentina and Brazil. The added

INSIGHT \ .
Ingredients \\ ]
Craft brewers

focus on adding
malts and yeasts

One of the leading-edge trends
we are seeing in the craft

beer category is new focus
being put onto ingredients
other than hops (and adjunct
flavorings). Specifically malts
and yeasts. Specialty, local malt
roasters are adding nuances

to their products and flavor
profiles. Riverbend Malt house
in Asheville, North Carolina,

is a good example. Another
trending area for craft beer is
the continued trend toward
food pairings—following the
rituals of wine. White Labs, the
largest yeast manufacturer, has
opened a production facility
and tap room with a gourmet
kitchen. You can purchase the
same beer made with different
yeast strains to enjoy different
flavor profiles. Of course, the
wild yeast (sour beer) trend
continues as well, with appeal to
female consumers.

Craig McAnsh

Senior VP, Marketing and Branding
Kantar Consulting, Futures Practice
Craig.McAnsh@kantarconsulting.com

KANTAR
CONSULTINCG

refinement signaled by the Stella
Artois chalice creates an experience
that makes the brand credible as

an alternative to wine when paired
with food. To demonstrate how
Stella Artois pairs with food the
brand organizes sensory fine dining
experiences in major cities. Recent
Stella Artois Sensorium events

took place in Australia. Stella Artois
increased 10 percent in value, the
most of the BrandZ™ Top 10 beer
brands, followed by Heineken.
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INSIGHT
Craft

Independent
crafts add seal
on packaging

One of the tensions in the craft
beer industry is the division
between independent craft
and mass craft, and a complete
redefinition of what people
consider a craft beer. From a
marketing standpoint, what
was interesting this year is that
the independent craft brewers
are trying to take that long tail
and get branding to promote
themselves nationwide with
some consistency. Members of
this independent association
will put the association seal on
their packaging.

Nick McLawhorn

Director, Insights

Mirum
Nick.McLawhorn@mirumagency.com

Never lose your sense of wonder.™

The Heineken brand benefited from its
strong global sponsorships, including
Formula 1 racing, European football
Champions League, and Rugby World
Cup, and is generally positioned as

a premium brand in most markets.
Similarly, Guinness increased slightly
in value because of its consistent
global positioning, although Guinness
added several taste variants.

Latin American brands adapted to
emerging trends. Skol, a Brazilian
brand, introduced Skol Ultra, a low-
calorie, low-alcohol beer intended

to appeal to younger people, for
example. But the brand value changes
for Skol and Brahma, another Brazilian
brand, and Colombia’s Aguila reflect
the volatility of the local economies
and exchange rate devaluation.

Modelo successfully aligned its liquid
and emotional credentials. It appeals
to people who prefer the taste of a
Mexican beer. Modelo's popularity

in the US results from its ability to
position the brand as a Mexican

beer favored both by the Latino
immigrant population and others who
respect and strive to accomplish the
American Dream, and who recognize
in themselves the brand's tagline,
“Brewed with a fighting spirit.”

INSIGHT
E-commerce

Online sales
could disrupt
some markets

Alcohol sales online still lag
behind other categories, both
globally and in the United States.
Tiered distribution systems,
cumbersome local liquor laws,
and age-gating are some of

the key barriers. But the size

of the prize is significant and
online shopping fits with key
consumer trends, including the
shift from brick and mortar to
digital shopping and the growth
of tech-savvy consumers
looking for more convenience
and better product mix and
price options. Therefore,
e-commerce as a growing and
disruptive channel for alcohol is
a space to watch.

S0 FANalysis

BEER BRANDS STRUGGLE TO BE MEANINGFUL...

As beer drinking habits changed, with young people and woman
looking for new tastes and even non-alcoholic options, the
BrandZ™ Beer Top 10 struggled to remain Meaningful and

meet consumer needs with relevant products that sustain an
emotional attachment. Over the past 12 years, the Beer Top 10
Meaningful score declined from 103 to 94. An average score is
100. In the 2018 ranking, brands that scored higher in Meaningful
rose an average of 6 percent in value, while the value remained
unchanged for brand that scored lower in Meaningful.

Meaningful | Beer Top 10
12-Year Change

... MEANINGFUL BEER BRANDS RISE IN VALUE

The two BrandZ™ Top 10 beers that increased most in being
perceived as Meaningful over 12 years—Stella Artois and
Heineken—also increased significantly in value during that period.
The Stella Artois chalice made drinking the beer a distinctive
experience and an alternate to wine when paired with food.
Extensive global sports sponsorships reinforced Heineken's
Salience and reputation as a premium imported brand.

Meaningful | Heineken and Stella Artois

12-Year Change

’AI'-IEINEKEN

Carolina Luttmann

VP of Client Management

Kantar Millward Brown
Carolina.Luttmann@kantarmillwardbrown.com

KANTAR

MillWARD
BROWN

103
Average Brand = 100
94 99 Average Brand = 100
2006 2018 2006 2018

Higher Meaningful Lower Meaningful

5
STELLA
HEINEKEN SHICE

Year-on-Year Value Change Year-on-Year Value Change

Year-on-Year Value Change Year-on-Year Value Change

+6* 0*

Source: BrandZ™ / Kantar Millward Brown

+9” +10”*

12-Year Value Change

+252%

12-Year Value Change

+389%
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1 Anticipate change

Pay attention to women and younger

consumers with different taste profiles. Find /
out what is meaningful and different today +
and anticipate how tastes may change.

7 Be honest

Brands that establish and sustain relevant
and clear positioning are most likely to
thrive in a slow-growing category. Winning
brands will be those whose proposition is
true and remains true over time.

L

]

3 Communicate with
consistency

With useful data about people’s attitudes,
expectations, and behaviors, it is possible to
communicate in ways that resonate across
geographies and demographics, while
maintaining the core brand positioning.

\ "

W

BrandZ™ Tepy100 Most \éuabl

Communicate
across media

Get the message out with TV, but
also with new experiences and
engagements. Younger people,
in particular, are looking for
experiences. Know the people,
then find the medium.

Seize the
moment

In a fragmented and crowded
market, it is important to
understand the dynamics at
the moment of purchase and
stand out as distinctive.
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Category Brand Value
Year-on-Year Change

137

Category Brand Value
12-Year Change

+375%

Fast Food Top 10
Total Brand Value

$242 4 billion

fast food
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The fast food category includes Quick Service Restaurants (QSR)
and casual dining brands, which vary in customer and menu
focus, but mostly compete for the same dayparts.

Healthier, tastier food
drives category growth

Digital innovation improves experience

Burgers are back. The fast
food category rose 13 percent
compared with a 7 increase a
year ago. Burger chains drove
the increase, with McDonald'’s
and Burger King rising 29
percent and 28 percent,
respectively. Underpinning
these results, and the strong
18 percent rise of Domino’s
Pizza, was recognition of
consumer priorities: better
taste, healthier ingredients,
and improved customer
experience, enabled by
technology.

The brands in all the fast food
sectors—burgers, pizzas, and
sandwiches—worked to balance tech
with touch, enabling diners to order
with a mobile app and receive their
food quickly and with a smile. Scale
made a difference. As the major chains
adapted to rising consumer concern
with health and wellness, smaller
brands that initially recognized and
catered to those consumer needs lost
value or dropped from the ranking.

One of these chains, Chipotle,
planned to continue its commitment
to ethically sourced, organic food, but
upgrade its restaurants. Consumers
seemed to accept fast food as part of
their food consumption repertoire,

an acceptable indulgence, if not a

steady diet. Consumers expressed this
attitude often in social media, with
Instagram pages filled with photos

of food from some of the high-end
burger brands, such as In-N-Out, Five
Guys, and Shake Shack.

FAST FOOD TOP 10

Brand Brand Value

Value 2018 Brand % Change

$ Million  Contribution 2018 vs. 2017

1 McDonald's &= 126,044 4 +29%
2 Starbucks &= 44,503 4 +1%
3 Subway &= 18,766 4 -14%
4 KFfC & 15,131 4 +12%
5 Domino's Pizza % 7446 3 +18%
6  PizzaHut &= 7,372 3 -9%
7 TimHortons ™ 6,904 5 +17%
8 Burger King % 6,555 3 +28%
9  Taco Bell = 5,213 3 -3%
10  Chipotle = 4,422 4 -23%

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
Brand Contribution measures the influence of brand alone on earnings, on a scale of 1 (lowest) to 5 (highest)
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INSIGHT
“Phygital”

To optimize
technology,
add a smile

The challenge for fast food
brands is to adopt relevant
technology while retaining the
human connection, which is
part of the reason customers
visit the restaurants. This
connection of physical and
digital is so important, it's

been given a name—"phygital.”
Consumers expect fast food
restaurants to expedite ordering
and pick-up, but they also desire
the more emotional aspects of
the experience. Convenience

is critical. But convenience

with a smiling face and a
genuine human interaction is a
differentiator.

Lindsay Fellows

New Business Director
Geometry Global
Lindsay.Fellows@geometry.com

geometrg

The burger chains benefited from
having upgraded their restaurants,
added breakfast and other occasions,
and adjusted their menus to stretch
for occasional customers willing to
spend for a premium entry, while
promoting staple items to satisfy the
expectations of frequent, price-
conscious customers.

The burger wars resumed, with
claims about superior ingredients and
cooking methods. In a Super Bowl ad
that emphasized the freshness of its
meat, Wendy's criticized McDonald's,
calling its meat flash frozen.
McDonald’s announced that it would
make its Quarter Pounders with fresh
beef by the middle of 2018. Burger
King introduced its version of the
Quarter Pounder, noting that it was
flame broiled, not fried.

Beyond burgers

It was not all burgers. This
acceptance of fast food in its fresher,
somewhat healthier incarnation
corresponded with the digital
reincarnation of Colonel Sanders, the
iconic KFC spokesperson. This time
around, the KFC chicken hawked by
Colonel Sanders soon will not be
raised with antibiotics known to be
harmful to humans. KFC improved
its ingredients in China, where food
safety is a major consumer concern.
KFC is part of Yum Brands, which
operates over 7,700 KFC and Pizza
Hut locations in China alone.

Pizza Hut sales rebounded, with
same-stores sales rising, after
implementation of several new

initiatives to strengthen the brand.

It added more delivery drivers and
technology to deliver hotter pizzas,
and it improved its loyalty rewards
program. Pizza Hut became the
official pizza sponsor of the National
Football League.

Subway launched a new campaign
with a 60-second Super Bowl ad
called "Make it what you want.”

The ad presented the brand'’s core
positioning—customizing fresh
sandwich ingredients—in the context
of a high-energy and youthful
declaration of freedom with the line,
“In life, and in food, don't take what
you're given.”

To stimulate more lunch business,
Tim Hortons, the Canadian coffee
shop chain, expanded its menu with
espresso drinks and new sandwiches,
and announced a system-wide
restaurant redesign. Tim Hortons

is owned by Restaurant Brands
International, also the corporate
parent of Burger King and Popeyes.

Digital and mobile

Brands continued to improve

their “phygital” brand experience,
integrating physical and digital worlds,
combining technology with the
human touch. Tim Hortons improved
its app to enable customers to order
and pay on a mobile device and

pick up the item at a mobile pickup
location in their selected restaurant.

A digitization leader, Starbucks refined
its mobile pickup app, working with
IBM to find correlations between the
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weather and the items ordered.

To encourage more digital
engagement, Starbucks offered
50-percent off specials on certain
beverages during late afternoon
"happy hour,” but by invitation-only
to the email addresses of customers
with the Starbucks app.

KFC introduced an ordering app
with a national ad campaign. And
in another example of integrating
all aspects of life, several fast food
chains, including Starbucks and
Dunkin’ Donuts, were included in

a new dashboard touch-screen
feature of some GM cars, which
enables drivers to find restaurants.
In an initiative called “All Access,”
Taco Bell planned to expand its use
of digital ordering and payment,
starting with the installation of self-
service kiosks.

McDonald's added mobile ordering
and payment in all of its over 14,000
US stores. Domino’s Pizza, a pioneer
in digitizing food ordering, added a
human touch to its tech advantage
with ads that featured “carryout
insurance,” a promise to replace any
carryout pizza that encountered

a mishap before it reached the
customer’'s home. Domino’s Pizza
experienced another year of strong
sales growth and expansion, adding
over 1,000 outlets and ending 2017
with 14,856 restaurants worldwide.

Prototypes and innovations

Starbucks opened its largest and
most interactive outlet, in Shanghai,

with technology supplied by China’s
e-commerce giant, Alibaba. An app
recognizes the customer and provides
a store layout and menu. The store, a
Starbucks Roastery, is a combination
of retail and coffee plant exhibition,
including large copper roasting vats
to deepen appreciation for coffee.
An augmented reality (AR) function
enhances the customers visit with
additional information. Starbucks
operates 3,000 stores in China, and
over 28,000 worldwide.

At an experimental prototyped KFC
store in China, consumers obtain
food from a self-serve area that
includes healthy offerings like salads.
Consumers can pay by looking into
a camera that has Alibaba’s facial
recognition software. The chain calls
this option “smile to pay.”

As part of its effort to improve its
locations and drive sales, Subway
designed a new prototype that
includes self-order kiosks that take
Apple Pay and Samsung Pay. The
restaurants include better seating, with
Wi-Fi and USB charging ports. The
store is being tested in North America
and the UK. The chain expects to
eventually refit its almost 45,000
locations.

The growth of delivery services, such
as Grubhub, Amazon Restaurants,
and UberEats challenged the delivery
capabilities of fast food brands. Yum
Brands, which operates KFC, Taco
Bell, and Pizza Hut—with a total of
over 45,000 locations worldwide—
purchased a stake in Grubhub.

INSIGHT
Authenticity

Moderate
indulgence
is now okay

The challenge for fast food:

If you're going to be a burger
restaurant then be a burger
restaurant. Just use real meat.
Don't try to be super healthy
because it's not authentic or
believable. Customers aren't
going in for a salad. They are
there for an indulgence. The
idea of healthy has changed.
Earlier it was more about
ingredients, no carbs, for
example. Now it's more about
the quality of the meat and the
idea of eating it in moderation.
And the choice of food varieties
and restaurants is enormous,
which makes it difficult for fast
food brands that are narrowly
focused only on being the
healthy option. It's about finding
your space and not veering too
far in pursuit of a trend.

Carolina Luttmann

VP of Client Management

Kantar Millward Brown
Carolina.Luttmann@kantarmillwardbrown.com

KANTAR

MillWARD
BROWN
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S0 TANalySis

COFFEE BEATS BURGERS IN VALUE GROWTH...

The BrandZ™ Fast Food Top 10 rebalanced over the past 12 years, with the percentage of value shifting somewhat to the coffee and
snacks segment, with operations like Starbucks, and away from the burger segment, which includes McDonald's and Burger King. The
coffee and snacks segment increased 507 percent in value over the past 12 years, while the burger segment increased 321 percent. The
burger brands rebounded this year, but they had struggled coming out of the recession and adjusting to changing consumer tastes and
increasing concern about healthy ingredients.

Proportion of Value

® Burgers
® Coffee / Snacks
® Other

12-Year Value
Growth e

+397%

12-Year Value
Growth

+507%

12-Year Value

............................................ Growth
2006 +321%
Source: BrandZ™ / Kantar Millward Brown
...TRUST AND INNOVATION DRIVE VALUE
The coffee and snacks segment outscored Brand Health
the burger segment in key BrandZ™ Coffee / Burgers Other
metrics, including vQ, which is a Average Brand = 100 Snacks
measurement of brand heath, Innovation, BRAND HEALTH (vQ SCORE) 115 109 101
and Trust. The burger segment scored
fairly well, but with room for improvement INNOVATION 113 108 102
compared with coffee and snacks. The
burger segment also grew Trust more BRAND TRUST 116 107 102
slowly. These factors influenced the more 12-Year Trust Change +19% 4+5% 2%

rapid value growth of coffee and snacks.
Source: BrandZ™ / Kantar Millward Brown
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Be friendlier

Adopt the latest mobile technology
that enables people to order and pay
in advance. And invest in state-of-the
art equipment so the delivered food is
tasty, and the fries are crisp. But faster,

tastier food is only part of the equation.

Delivering it with a smile makes the
difference and provides a difficult-to-
imitate competitive advantage.

Be healthier

Consumers visiting a fast food
restaurant may not be expecting
the healthiest food options, but
they are mindful about ingredients,
taste, sourcing, and calorie content.
Brands need to be mindful, too.

Be authentic
and fast

Fast food has changed—it is tastier,
healthier, and the restaurants are
more appealing. Consumers have
changed, too. Young people,
especially, reject pretense. To them,
fast food needs to be authentic—
honest food, delivered quickly.

Be smart

If the brand is indulgent, then fulfill
that promise, but recognize the border
between indulgence and excess, and
do not push it. Consumers enjoy a
treat. They are more likely to return if
they leave feeling satisfied, not guilty.
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The soft drink category includes these non-alcoholic ready-
Category Brand Value to-drink beverages: carbonated soft drinks, juice, bottled water,
Year-on-Year Change functional drinks (sport and energy), coffee and tea (hot and iced).

A% )

Category Brand Value

== Brands expand healthier,\"
+1277 premium drink options

Soft Drinks Top 15
Total Brand Value Respond to need for wider consumer choice
$160.7 billion
The challenge—how to
stay relevant in a declining SOFT DRINKS TOP 15
category—has not changed. Brand Brand Value
. . Value 2018 Brand % Change
People who grew up drinking $Milion  Contribution 2018 vs. 2017
Coke and Pepsi, the soft drink 1 Coca-Cola e 68,042 5 2%
brand leaders, believe they o RedBul - 11933 . <
. ed Bu () ) +3%
should drink less cola for health i
reasons, and young people who 5 DietCoke = 11.923 4 ez
did not grow up drinking cola 4 Pepsi & 10,551 4 -1%
see little incentive to start now. 5 Lipton E3 8,668 4 +10%
What has changed is brand 6 Nescafé I+) 6.566 4 4%
strategy and implementation. . N O A c 1o
N espresso LT 4 i °
And the brands may be making -
slow progress. The soft drinks ¢ fanta @ 6,389 3 o%
category increased 4 percent 9 Tropicana & 5720 4 +1%
in value, after remaining 10 Sprite & 5,617 3 +2%
unchanged a year ago. 11 Monster ) 5,470 4 +22%
The scope of the challenge is best 12 Gatorade e 4,671 4 0%
illustrated by the trend in the US, 13 Dr. Pepper @ 3,157 4 +9%
where carbonated soft drink volume ) e .
declined for the thirteenth consecutive 14 MountainDew & 2812 4 3%
year, according to industry publication 15 Minute Maid @ 2,710 3 NEW
Beverage DIgeSt’ but value Improved Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)
slightly because of price increases. Diet Coke includes Diet Coke, Coca-Cola Light and Coca-Cola Zero
. Lipton includes the businesses of both hot beverages and ready-to-drink iced tea
Across Europe consumption volume Brand Contribution measures the influence of brand alone on earnings, on a scale of 1 (lowest) to 5 (highest).
has not changed, but revenue has

increased slightly, as people switch
from colas to premium beverages,
especially enhanced waters, according
to Kantar Worldpanel.
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INSIGHT
Salience

New drinking
tastes require
diverse portfolio

The soft drinks landscape

is evolving. To maintain

market share, the major soft
drink makers need a diverse
portfolio of brands that will
accommodate the needs of
everybody, which means that
when people no longer reach
for the heritage brand, they go
for another brand within the
portfolio. With taste being a key
driver of category choice, major
brands need to reinforce their
taste credentials, while new
brands need to make sure they
deliver on it in order to attract
users. Physical availability,
supported by media investment
will be instrumental in building
salience for new brands in
emerging segments.

Casey Caufield-Grabinski
Director

Kantar Millward Brown
Casey.Caufield@kantarmillwardbrown.com

KANTAR

MillWARD
BROWN

Both Coca-Cola and PepsiCo
broadened their product portfolios

into waters, iced teas, and other drinks
perceived to be healthier. The soft drink
manufacturers attempted to expand
drinking occasions by pairing beverages
with food, outdoor activities, and other

-
w

events. To narrow the gap between
habitual and younger drinkers, a Pepsi
Super Bowl ad featured model Cindy
Crawford and her adult son. The
30-second spot recalled the Pepsi
commercial Crawford made over 25
years ago.

With the tagline, “Taste the Feeling,”
Coca-Cola leveraged the affinity
consumers have with the Coke brand
because of the product's taste and
the emotion it evokes. It unified three
drink options—Coca-Cola, Coca-Cola
Zero Sugar, and Coca-Cola Life—under
the Coke master brand to signal that
choice exists across taste preferences
and health concerns, and there is a
"Coke for everyone.” An emotional ad
that debuted during the Super Bowl
connected choice with individuality
and diversity.

Attempting to add the sparkle back

to Diet Coke sales, hurt by consumer
concern about artificial ingredients,
Coca-Cola introduced a taller narrower
can for Diet Coke, along with four new
flavors, including Zesty Blood Orange.
The smaller, redesigned packaging is
part of the attempt to compensate for
lost sales volume with premium pricing.

In response to consumer concerns
about sugar, both Coke and Pepsi
made branding changes, at least in the
US, although the product formulations
did not change, Coke Zero is now Coke
Zero Sugar, now free of both calories
and sugar. Earlier, Pepsi Max changed
to Pepsi Zero Sugar. The companies
reduced sugar in many other products.

Ingredients and regulations

A sugar tax became effective in the UK
in April 2018. Sugar taxes have been

INSIGHT
Premiumization

While volume
declines, value
moves upward

The soft drinks category,
including sparkling waters,
energy, and juices, is still
growing in value terms across
Western Europe, although the
category continues to decline
in volume. The new, premium-
priced adult soft drinks are
adding value to the market.
Measured by in-home value,
the soft drinks category is

still growing in Great Britain,
France, Spain, and Belgium, for
example.

Mark Foster

Director, Consumer Insight
Europanel
Mark.Foster@kantarworldpanel.com
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in effect in other European countries
and in numerous US cities. And a
pressured category, complicated by
more choice entering the market,
may become more challenging as
beer manufacturers—studying the
same audience of younger drinkers
concerned about healthy products—
expanded their product portfolios to
include non-alcohol beers.

Because of consumer concerns, and
increased regulation, Coca-Cola
reduced the sugar content of many
beverages, including two of its popular
non-cola carbonated soft drinks,
Sprite, a clear lemon-lime drink, and
Fanta, which is available in a variety of
fruit flavors and is popular outside the
US. Usually, a natural sweetener, like
stevia, substitutes for the sugar.

The artificial ingredients in energy
drinks do not dissuade the consumers
who choose those beverages for

194

INSIGHT
Health

Growth coming
from new types
of refreshment

For the soft drinks category,
certainly in Europe, the value
growth has come from drinks
that can be characterized as
quenching and good, which
includes drinks with a health
benefit, often in a particular
niche and commanding a
premium. These drinks, a bit up
the value chain, are appealing
to new audiences. New brands
are proliferating like craft beers,
and the major brands are adding
new options to their own
offerings.

Rob Vance

Vice President

Penn Schoen Berland
RVance@ps-b.com
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their functional benefits. Red Bull
serves a particular purpose—Ilifting
energy levels—and also pairs with
alcohol. It rose one notch to No. 2 in
the BrandZ™ Global 2018 Soft Drinks
Top 15. The brand has an audience of
young people that follows Red Bull not
only for the drink but for the extreme
sports and other events that the brand
represents.

Monster, an energy drink in which
Coca-Cola owns a stake, increased

22 percent in value. Mountain Dew, a
PepsiCo brand, also increased in value.
The PepsiCo brand Gatorade, a sports
drink favored by competitive athletes,
remained flat in brand value, as sales
slowed in part because consumers
rejected sugary drinks in favor of water.
PepsiCo launched a clear version of
Gatorade called Gatorade Organic.

Healthier options

Tea fits well with the consumer desire
for healthier and fresher drinks. But
the tea category is fragmented with
newcomers pressuring heritage brands
like Lipton. Pepsi distributed the iced
tea version of the Lipton tea brand,
owned by Unilever, which introduced
a new range of Lipton teas in five
wellness varieties with names like
Bedtime Bliss, an herbal blend that
includes chamomile, mint, and orange
peel. Pepsi owns two other iced
teas—Pure Leaf, including a premium
collection, and Brisk. Coca-Cola owns
several tea brands, including Honest
Tea. Unilever acquired Tazo Tea from
Starbucks.

PepsiCo has a partnership with
Starbucks to distribute ready-to-drink
coffees, a segment that is expanding
rapidly with the introduction of the
cold brew process. And more craft
brands of bottled iced coffee are
appearing on grocery shelves. Keurig
Green Mountain Coffee announced
plans to purchase Dr. Pepper Snapple,
which would create a major beverage
company with hot and cold drinks and
extensive distribution. Keurig is part of
JAB Holdings, which has also acquired
Panera Bread, Krispy Kreme, and Peet's
Coffee.

The two coffee brands in the BrandZ™
Soft Drinks Top 15—Nescafé and
Nespresso—increased in brand

value, Nespresso by 11 percent, with
the brand supported by strong ad
campaigns featuring George Clooney.
Tropicana, the juice brand owned by
PepsiCo, rose in value, and Minute
Maid, a Coca-Cola brand, entered the
ranking. PepsiCo launched a sparkling
water brand called Bubly to compete

INSIGHT
Occasions

Added occasions
potentially drive
more consumption

The long-term trends are
challenging, with innovation
and new product launches
driving the category, which

is experiencing declining
consumption of carbonated
drinks, potential new
competition from zero alcohol
brands, and regulations such

as sugar tax. In this context, all
brands in the drinks industry—
soft drinks or alcohol—are
realizing that drinking occasions
are becoming more and more
important. And they are looking
at lifestyle, as much as at age
groups or other demographics,
to find new opportunities.

Nigel Birch

Senior Clients Director

Kantar Millward Brown
Nigel.Birch@kantarmillwardbrown.com

KANTAR

MillWARD
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with brands like La Croix. Coca-Cola
completed the purchase of AdeS, a
plant-based beverage business, from
Unilever, and may eventually introduce
the products outside of Latin America,
home market of AdeS.
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MEANINGFULNESS AND SALIENCE DECLINE, BUT DIFFERENCE RISES...

Under pressure from consumer concern
about healthy ingredients, the soft drinks
category has declined, over the past 12
years, in being Meaningful and Salient,
two of the drivers of brand equity. It
increased slightly in the third driver,
being Different. The drop in Meaningful
is not surprising in a category struggling
to meet consumer needs with products
that are functionally and emotionally
satisfying. The drop in Salience, being
top-of-mind, is challenging in a category
known for its iconic brands. The slight
rise in Difference may be a recognition
of the new products introduced to offer
healthier soft drink options.

Source: BrandZ™ / Kantar Millward Brown

Meaningful, Difference, and Salience

12-Year Change
119

109 Difference

100 Salience

Average Brand = 100

90 Meaningful
2006 2018

...AS SOFT DRINKS DECLINE IN MEANINGFULNESS, TOP 100 RISES

The soft drinks decline in Meaningfulness
looks especially precipitous in the
context of the BrandZ™ Global Top 100,
which rose to 117 over the past 12 years,
while Soft Drinks declined to 90. Average
is 100. Meaningfulness, a driver of brand
equity, influences brand value, which
increased 204 percent for the BrandZ™
Global Top 100 and 127 percent for soft
drinks, over the same period.

Source: BrandZ™ / Kantar Millward Brown

Meaningfulness

12-Year Change Value Change

Global Top 100
117 1-Year

+21%
12-Year

105 +204*

\/\ P 1-Year

Average Brand = 100

+4*
Soft Drinks
90 12-Year
%
2006 2018 +127
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Diversify

To maintain market share, the major
brands need a portfolio of brands
that will accommodate diverse
needs and tastes, which means that
when people no longer reach for
the heritage brand, they reach for
another brand within the portfolio.

Talk taste

Habitual customers return for
the taste. But habitual customers
do not accelerate growth.
Growth requires reinforcing
taste credentials because people
are not aware of them outside
the heavy user base.
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Build salience

It is an unusual directive for some
of the world’'s most iconic brands,
but for waters and other emerging
segments, it is important that
brands have a physical presence
supported by media investment.

Sustain love

Although there is residual love
for brands and the category,
sustaining it is not automatic.
It helps to be straightforward
with consumers about their
health concerns.

197



5 < The Categories >

Thought Leadership
E-COMMERCE INNOVATION

BrandZ™ Top 100 Most Valuable Global Brands 2018

Marketplace Ignition
Eric@marketplaceignition.com

Eric Heller

CEO

Native online brands
make up new rules,

pose threats
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MARKETPLACEIGNITION

Marketplace Ignition is a leading strategy consultancy focused
on helping brands and retailers grow their business on Amazon
and other online marketplaces.

www.marketplaceignition.com
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Traditional players can learn

from these

In the past three years, one of

the most incredible e-commerce
innovations has been the rise of
the Digitally Native Vertical Brand
(DNVB)—category-specific brands
born online that live primarily (but
not exclusively) online. Some of
these brands are well-known, like

Casper, marketer of sleep products,

and some are less well-known
but just as important, like Anker, a

Chinese consumer electronics maker.

DNVBs represent the knife's edge
of product and brand development.
And they pose threats to established
players.

While it's easy to dismiss these
DNVBs because they don't often play
on the physical shelf, they are still
stealing real market share. Anker, for
example, is estimated to have done

digital innovators

$400 million-plus on Amazon
alone, justin 2016. In even the
most unexpected or protected
categories, like mattresses and
razor blades, DNVBs are leveraging
readily available information

about customer preference, and
combining it with rapid product
development, to build brands that
are serious contenders.
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E-COMMERCE INNOVATION

“There's definitely
another way
established Grands
can Cearn from
the DNVB seqrwent,
comer'mim} the Gest of
their techniques with
the powver of a well-
known Brand, to
Geat the new Grands
af their own qarme.”

While digging in on traditional brand
power and superior marketing

is certainly an option, there's
definitely another way established
brands can learn from the DNVB
segment, combining the best of their
techniques with the power of a well-
known brand, to beat the new brands
at their own game. At Marketplace
Ignition, we recommend leveraging
the power of online marketplaces like
Amazon, just like major players like
Anker or Sunvalley, another Chinese
electronics maker, and others have
done, by focusing on:

1

Rethinking the traditional
organization

DNVBs have learned to create
connections between teams

that traditionally don't partner
together: e-commerce and product
development, marketing and supply
chain, and customer service and
brand marketing. By connecting
these traditionally separate teams
and enabling them to be active
from product development, market
launch and iteration, the brand
gains efficiency and speed often not
available to traditional organizations.

2

Mass data analysis

Once the team is in place, the most
critical place to go next is the data.
By understanding search, brands can
understand demand. By combining

this with the current product portfolio,

gaps can be identified and filled.
Anker’s story is often told as one of
deep search analysis, comparing
search volume to available products
at the deepest level of categorization
to find kernels of opportunity in both
new products and new variants of
existing products. Who needs a color
consultant for product development
anymore when we can look at what
color thousands of users paired with
your product last month? DNVBs are
doing this and monitoring product
reviews and questions to continuously
iterate product develo<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>