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ADDING BRAND VALUEÊ

Ψ.ǊŀƴŘ ±ŀƭǳŜǎ ƛƴ ŀ wŜŎŜǎǎƛƻƴΩ

.w!b5CLb!b/9ϰ Dƭƻōŀƭ рлл

Top 100 Update Report

September 2008 



2©Brand Finance plc  2008

About Brand Finance 
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The worlds leading 
independent brand 

valuation consultancy

Advise organisations on 
how to maximise 

shareholder valuethrough 
effective brand 
management

Specialistswith a unique 
combination of marketing, 
research, management and 

finance expertise

Extensiveglobal 
experienceof brand 
valuation, analytics, 

strategy and transactions

Brand Finance in a nutshell
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Brand Scorecards 

Competitor Benchmarking 

Marketing Mix Modelling 

Marketing ROI

Business Valuations

Intangible Asset Valuation

(Balance Sheet, Tax, Litigation)

Investor Relations 

Transfer Pricing

Brand Due Diligence  (M&A, IPO)

Brand Licensing

Brand Purchasing & Sales

Brand Fundraising

Securitisation 

Brand Strategy Evaluation

Value Drivers Analysis

Resource Allocation

Brand Architecture

Budget Determination & Allocation 

Demand Forecasting 

Ψ²Ƙŀǘ ƛǎ ǘƘŜ ǾŀƭǳŜ ƻŦ Ƴȅ ƛƴǘŀƴƎƛōƭŜ ŀǎǎŜǘǎΚΩΨLǎ ƛǘ ŀ ƎƻƻŘ ŘŜŀƭΚ /ŀƴ L ƭŜǾŜǊŀƎŜ Ƴȅ ƛƴǘŀƴƎƛōƭŜǎΚΩ

ΨIƻǿ Ŏŀƴ L ƛƳǇǊƻǾŜ ƳŀǊƪŜǘƛƴƎ ŜŦŦŜŎǘƛǾŜƴŜǎǎΚΩΨIƻǿ Ŏŀƴ L ƛƴŎǊŜŀǎŜ ǘƘŜ ǾŀƭǳŜ ƻŦ Ƴȅ ōǊŀƴŘǎΚΩ

Transactions Valuation

AnalyticsStrategy

What do we offer?
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{ƻƳŜ ƻŦ ƻǳǊ Ǝƭƻōŀƭ ŎƭƛŜƴǘǎΧ
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Australia

Canada

Russia
London 

(HQ)

France

Holland

Croatia

Turkey

Barcelona

Madrid
India

Sri Lanka

Singapore

Hong 

Kong

Dubai

Switzerland

Chile

Brazil

Argentina

South Africa

Germany

USA

Sweden 

Finland 

hǳǊ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ƴŜǘǿƻǊƪΧ
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BRANDFINANCE Ê GLOBAL 500 
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In recent years many brand valuation consultancies have 
been producing brand value league tables using methods 
that do not stand up to technical scrutiny. We therefore 
decided that the time was right to publish our own analysis 
of the most valuable and strongest brands in the world. 

In 2007 we produced our first ever BRANDFINANCEϰGlobal 
250 which covered the 250 most valuable brands in the 
world. 

In order to make the study more representative of global 
brands and bring more awareness of the significance of 
intangible assets to a broader market both on a sector and 
country basis, Brand Finance increased the study to include 
500 brands to produce the .w!b5CLb!b/9ϰ Dƭƻōŀƭ рлл
(BFG500) with a valuation date of 31st December 2007. 

The study is based on publicly available information to  
provide high level Brand Ratings and Brand Values for major 
ŎƻǊǇƻǊŀǘŜ ŀƴŘ ǇǊƻŘǳŎǘ ōǊŀƴŘǎ ǳǎƛƴƎ ǘƘŜ Ψwƻȅŀƭǘȅ wŜƭƛŜŦΩ 
approach.

Introduction -.w!b5CLb!b/9ϰ Dƭƻōŀƭ рлл
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The Brand Values within the BFG500 have been

ŎŀƭŎǳƭŀǘŜŘ ǳǎƛƴƎ ǘƘŜ Ψwƻȅŀƭǘȅ wŜƭƛŜŦΩ ŀǇǇǊƻŀŎƘ 

bƻǘ ƻƴƭȅ ƛǎ Ωwƻȅŀƭǘȅ wŜƭƛŜŦΩ ǊŜŎƻƎƴƛǎŜŘ ōȅ ǘŜŎƘƴƛŎŀƭ

authorities worldwide, but it also ties back to the

commercial reality of brands - their ability to

ŎƻƳƳŀƴŘ ŀ ǇǊŜƳƛǳƳ ƛƴ ŀƴ ŀǊƳΩǎ ƭŜƴƎǘƘ

transaction

Our methods and reports are highly actionable for

accounting, tax, litigation and commercial

purposes. They also produce diagnostics and

analytics that can be used to manage better brand

Strategy.

¢Ƙƛǎ ƛǎ Ƙƻǿ ǿŜ ŀŘŘ ǾŀƭǳŜ ǘƻ ƻǳǊ ŎƭƛŜƴǘǎΩ ōǊŀƴŘǎΦ

.ǊŀƴŘ CƛƴŀƴŎŜΩǎ Ƴƛǎǎƛƻƴ ƛǎ ƴƻǘ ƳŜŀǎǳǊŜƳŜƴǘ ŦƻǊ

its own sake. It is measurement to provide the

basis for better decision making and action

CƻǊ ǘƘŜ ǇǳǊǇƻǎŜǎ ƻŦ ǘƘŜ .CDрллΣ ǿŜ ŘŜŦƛƴŜ ΨōǊŀƴŘΩ

as trademark and associated goodwill

Introduction -.w!b5CLb!b/9ϰ Dƭƻōŀƭ рлл 
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BRANDFINANCEÊ Global 500 : 

Top 100 Update
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ωSince January the economy has been hit by 
commodity price rises, the credit crunch, rising 
unemployment and tumbling share prices.  

ωAs a result of this Global economic crisis, Brand 
Finance has revisited its findings and has updated 
the values of the top 100 Global and top 100 US 
brands.

ω In the current climate, it was essential to reiterate 
the importance of brands. 

ωThe revised results of the BF500 study have 
provided some very interesting insights into the 
impact the recession is having on brands across 
different sectors in such a short space of time 

The purpose of the update
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Rank 2008
(March)

Brand
Brand Value 
(March 2008)

Brand Value / 
Enterprise Value (%)

Brand Rating

1 Coca-Cola 45,441 31% AAA+

2 Microsoft 44,501 14% AAA+

3 Google 43,085 21% AAA+

4 Wal-Mart * 39,001 17% A

5 IBM 37,949 22% AA

6 GE 36,123 4% AA+

7 HSBC 35,456 19% AAA

8 Hewlett-Packard 34,109 26% AA+

9 Nokia 33,116 24% AAA

10 Citi 27,817 19% AA

.w!b5CLb!b/9ϰ  Dƭƻōŀƭ рлл ¢ƻǇ мл όaŀǊŎƘ нллуύ 

* Logo and name used at date of publication 
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Rank 2008 
(March)

Rank 2008 
(August)

Brand
Brand Value 

(August 2008)
Brand Value / 

Enterprise Value (%)
Brand Rating

4 1 Walmart 42,567 15% A

1 2 Coca-Cola 41,853 34% AAA+

2 3 Microsoft 39,358 19% AAA+

5 4 IBM 37,508 21% AA

3 5 Google 37,504 30% AAA+

6 6 GE 33,965 4% AA+

7 7 HSBC 33,742 18% AAA

8 8 Hewlett-Packard 32,427 31% AA+

11 9 Vodafone 26,688 14% AA+

9 10 Nokia 26,564 36% AAA

.w!b5CLb!b/9ϰ  Dƭƻōŀƭ рлл ¢ƻǇ мл ό!ǳƎǳǎǘ нллуύ 
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ÅWhy estimatethe valueof theŎƻƳǇŀƴƛŜǎΩintangibleassets?

We have estimated the total intangible value of the Top 10 
companies in our brand league table in order to validate the brand 
value that we have calculated.

ÅHowhavewe estimatedtheŎƻƳǇŀƴƛŜǎΩintangiblevalue?

We have calculated the total intangible value by deducting the 
ŎƻƳǇŀƴƛŜǎΩ ƴŜǘ ǘŀƴƎƛōƭŜ ŀǎǎŜǘǎ from the enterprise value (defined 
as market capitalisation plus long term debt) . Using our experience 
of intangible asset valuations performed under IFRS 3, we have 
estimated the percentage of total intangible asset value that is 
represented by the categories of intangible assets defined within 
the Standard.

Top 10 - Intangible assets evaluation


