Special Report

THE 100

TOP BRANDS

Here’s how we calculate the power in a name

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

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

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

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

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

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

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

The Global Brand Scoreboard

RANK 2003 2002 PERCENT COUNTRY DESCRIPTION
BRAND VALUE BRAND VALUE  CHANGE OF
$BILLIONS $BILLIONS OWNERSHIP
New variations such as Vanilla Coke and a lemon-flavored diet drink
1 COCA-COLA 1o Elipt g e, helped the soft-drink icon remain bubbly.
The software giant shifted its advertising to build the brand, not just sell
2 MICROSOFT 65.17 64.09 +2 us. products, at a time when most rivals were suffering.
Big Blue gained recognition in new markets, partly thanks to an $800
3 IBM 51.77 51.19 +1 us. million marketing campaign pushing e-business on demand.
Getting double-digit growth is harder, but in tough times, the brand that
4 GE B2 Ll 2 US| Egison built held its own.
5 [INTEL 3111 30.86 1 U.S With Intel Inside and Wi-Fi out to take over the world, the chipmaker’s
’ ’ u ~r Centrino wireless notebook package delivered a powerful punch.
) Still the world’s leading mobile-phone maker, Nokia faced stiff challenges
6 NOKIA 29.44 29.97 -2 Finland from fast-riser Samsung and a growing crop of operator-branded phones.
Not the Happiest Place on Earth as Disney Stores were up for sale, ABC
7 DISNEY 28.04 29.26 -4 Uu.s. overhauled prime time, and travel woes sapped theme parks.
, Mixed-up orders and dirty restaurants hurt the brand. Now business is re-
8 McDONALD'S 24.70 26.38 -6 us. covering somewhat behind a renewed focus on service and salads.
Under siege from smoking bans and lawsuits, the Marlboro Man was
9 MARLBORO 22.18 24.15 -8 us. looking like a fugitive.
The luxury auto maker crafts the sumptuous sedans the rich and famous
10 MERCEDES 21.37 21.01 +2 Germany love to buy—and ordinary consumers dream of owning.
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11 Tovom 078 | 195 | | e e e e e ot e e
IZHEWETPACRD | 1985 | o8 | s | us | Uenviewssterer T e tanaues Conps o v 1P
13 CITIBANK 57 | 1007 | s | us e e vt e e
147180
IS MERCNEIPRESS | 1sss | 1629 | 3 | us. |t il it el s

16 GILLETTE 15.98 14.96 w7 U.s. ;Ztaghzzzrzft?!?yg;rzr;:fur;eggzi;e.s, the King of Blades still managed to
17 oisto s1s | ez | s | us e e
18 HONDA 15.63 15.06 4 Japan rSea:igagbi?eg’ Za;sznigaittjehg:;juiatzanese market have yet to dent its renown for
19 BW 111 | 1aas | w5 [ coman | B e e g
20 sony tsds | 130 | s | e | o s oo
21 NESCAFE 12.34 12.84 " Switzerland I:;ev(\;ocrilrcii:k::\s/?rite instant coffee advertised heavily to attract younger

22BUMESR | s | s | o5 | us | LeEess st et
23 PEPSI 11.78 11.14* +6 U.s. vaaitshdigtr;?\rﬁitri](;r;stgkceat'I;v:]isL’;)V\:lviilt(:] (ér;irer.y, and Pepsi Blue, this fizzy rival

24 ORACLE nzs | we | 2 | us |l e e v T
25 SAMSUNG 10.85 8.31 +31 S. Korea cRoi:isnugnfzri ?Alliet%tr; r;aiﬁzzianr((jjujftr:;tsuhrgfptaocstiegditglagéz(tjsuztnsé ilte;\/(;:;jedge chips.
26MOBANSTNLEY | 1oss | 1121 | s | us | pugeennriensinese i e e

2TMERRILLINGH | 105 | 1i2s | s | us | e e
28 PFIZER 10.46 977 w7 U.s. A master acquirer and marketer, it leveraged a stable of top-selling drugs

that includes Viagra and Lipitor, the world’s sales leader.

Annoying pitchman Steven is gone, but that didn’t slow the pace of PC

29 DELL 10.37 9.24 +12 us. sales or assaults on new markets like printers and PDAs.

30 MERcK st | s | s | us e e ek st

31 IPHORGAN s12_| se | 5 | Us | e e s
32 NINTENDS s19 | sz | 11 | o e o ot et
33NKE w | | e | e
34 KODAK 783 9.67 19 U.S. f;:?ﬂgyd;ilygnngq;&n;niaiss e:)r;(iszj.puttering digital strategy could mean

3550
36 GAP 769 741 " U.s. SB\,:,E:,:_COIOB and a fresh new ad campaign helped lift it out of a sales

37
38 KELLOGE' T | 730 | | us e s e
39 CANON 719 6.72 +7 Japan Already the world’s top copier and laser-printer company, it emerged as a

major force in digital cameras, too.

*Pepsi’s 2002 brand-value data was revised upward due to new data.
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40 HEINZ o | oo || o | we | e D i
SLGODNANSICHS | 700 | 719 | 2 | us | B e e e
A2VOSHIGEN | sse | 721 | o | caman | Lt e g o
43 IKEA 6.92 6.55 +6 Sweden Thle ghairj made flat-packed furn?ture poth affordable alnd fashionable,
bringing its concept of democratic design to 31 countries.
SAMRECDVISN | 675 | ezr | s | us R e e o v
45 LOUIS VUITTON 671 | 705 | 5 | Fmmce | o e e e o machine fueled by
46 v s | sos | | s e o s e e
a7 voven
48 XEROX 558 531 +5 U.s. Z\Q:pr;\;vysﬂin;:;ieni::gnat;aenfei;.hot color products, the troubled copier
4 Kre PR B I e e e e e
50 APPLE w | we | o | we | e e
S1 PIzA HUT ss1 | sos | a2 | us e ot e
52 ACCENTURE s0 | sis | 2 [ s e e o e
53 GUCCI 5.10 5.30 2 Italy shief designer Iom Fc_er was still a hit on the catwalks of Pa.ris and New
ork, but Gucci’s profits were shredded by economic stagnation and SARS.
54 KLEENEX 506 504 o U.s. go;:llar(c))[;?ast:nirea;f)r)leiihssizzzstf) 3-D holiday boxes, this leader still managed
55 WRIGLEY'S 506 | 475 | 47 | US| R new sugarree gum reinvorated the chew-chew train,
56 COLGATE 469 460 w2 U.S. éjeirt rr;iz:;esr;:(fsnd of its second century, the brand continued to win
57 AVON 483 | 440 | 45 | US| et orine s and an expanding coorto-door networ
SBSUNMICROSYSTENS | 447 | 477 | 6 | s | oo e s et cutngece,
59 PHILIPS ads | ase | 2 | Netmerands | goentl oS el tough competiion from Act.
60 NESTLE 146 443 1 Switzerland Flj;onr;yc:f:coklzi to baby formula, the Swiss food giant keeps the world’s
61 CHANEL 432 4.27 o1 France aArs]);r:jbe(r)ltior;:a“zirsii:gys;)lf)nhgiztriccitsif;rgsrrsﬁom‘s generation, but Chanel had
62 DANONE 4.4 405 +5 France ;?geon;a::;r;gfir?;r;:sﬂ(gggiurt, already a powerhouse in Europe, was betting
63 KRAFT 417 | 408 | 42 | US| gier products ut os share on e cheeke busines t prvate abel,
64 A0L 396 | 433 | B | US| i losig subscriere s they eradusted to rosdband comnections,
65 YAHOO! 3.90 386 o U.S. :;2::[ Lri]ltlzrrns’ﬁaisg:négsglzs. again but will have to watch out for the Net’s
66 TIME 378 | 368 | 43 | US| {ng ueeky ramped up agsinaith excolent war reporing and photoerapy.
67 ADIDAS 368 | 369 | 0 | Gemany | oo N0 ot peing more than $100 for & par of sncakers.
68 ROLEX 3.67 369 0 Switzerland Loatﬁ:;tsifnes failed to put a dent in the popularity of the signature Swiss
69 BP 3.58 3.39 6 Britain John Browne was once again front and center with his controversial

“Beyond Petroleum” campaign. A megadeal in Russia also helped.
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70 TIFFANY 354 348 w2 U.s. S:/Eeir: :iagr:attlijr:;esblic;ullir;t dim the luster of Tiffany’s extravagant baubles in
71 DURACELL 3.44 341 o U.S. ;er;og;te(fjez;sctijc)tltshtreor;tclc%antqtséi/itsiilne.s, but the category remained
72 BACARD] sas | s | s | semua e e reandon e e ™
73 HERMES
74 AMAZON.CON P I R T e G g
75 CATERPILLAR ss | sz | s | s | st v e
76 REUTERS si0 | as | 28 | mien | e e ma "
771605 s | sas [ s | us | e
78 HERTZ 329 336 - U.s. Saddl_ed with a difficult travel ma_rket, H_ertz Rent—A—C_ar had a tough time
standing out as the premium choice. This company will have to try harder.
79 PANASONIC 326 | 314 | +4 | Japan | oo foratyl, quatty, and funclion-packed products,
80 ERICSSON 315 | 359 | 12 | Sweden | uture Tuo yours of st and drang have taken a ol
81 MOTOROLA 310 | 342 | 59 | US| yeskdemand, whie product delays put customers on hold,
82 HENNESSY 3.00 N/A N/A France :iﬁéu’oggssaiinodn c;tfhz:iﬁil:}ts).s made this top-of-the-line cognac relevant to
83 SHELL 208 581 6 Brit./Nether. ﬁaEr(()j_izisleyj\/act;:tfjgs;?nag.money machine fueled by $30 oil prices and
84 BOEING 286 | 297 | 4 | US| commetil airiners, only to el behind Avbus in that crucial mare,
85 SMIRNOFF 281 | 272 | +3 | mitain | Jro b ey tocrink Smimoft spimoff podute,
86 JOHNSON & JOHNSON | 271 | 251 | 48 | US| soleaveps as they marketed a broad ineup o crugs and devices.
87 PRADA 250 | 243 | 42 | Maly | ghoos ook fasnion capias by storm. but neay debt somed s st
88 MOET & CHANDON 2.52 2.45 +3 France mmHsa,\l,'e;ef ﬂ;:n/esls‘aystzﬁz\,ﬁltfo[:the bubbly flowing at parent compary
89 NISSAN 250 | NA | NA | Japan | bt caich up to Missans crowdplessng new modele
90 HEINEKEN 2.43 2.40 +1 |Netherlands gzigﬁ_gegggep?eE;iud;”;f;gfgnga t;“,f)s';;?ey <DEINE [ el Gzl g5 =
91 MOBIL 241 | 235 | +2 | US| e sc NASCARS offcllubicant renigaate this Exontani ranchis
92 NIVEA 222 | 206 | +8 | Gemany | oS ing i int categories auch 5 sun protecton and deodotants,
93 STARBUCKS 214 1.96 +9 U.s. :]'ihtissgzr;s;—fg;vggn%:s;sdotil(;r:;r;fd to corner the U.S. market, although it
94 BURGER KING 212 | 216 | -2 | US| monu, mansgement oxodus, and nancial srains amang some fanchisces.
OS5 POLORMPHLAUREN | 205 | 193 | 46 | US. | jaunchedin 1967 a5 Iineof tamboyant s, o
96 FEDEX 203 | 192 | 46 | US| Galuery sewice,steaing market share rom leader United Parce Senvice nc.
97 BARBIE 187 | 198 | =3 | US. | round Swan Lake, Butshe'ssipping agant hesh new carpettors The Btz
98 WALL ST. JOURNAL 1.76 1.96 _10 U.S. ;:sn?:{géutrr?eirl;jvcivF;izisnﬁég:ﬁi%c.ially for business publications,
99 JOHNNIE WALKER 1.72 1.65 " Britain Four bottles of this nearly 200-year-old blended scotch whiskey are

consumed every minute, making it owner Diageo’s most spirited brand.

A global push and marketing campaign to appeal to women and younger
100 JACK DANIELS 1.61 oS i sk drinkers means Jack Black ain't just for Good Old Boys anymore.

The brand valuations draw upon publicly available information, which has not been independently investigated by Interbrand. Valuations do not represent a guarantee of future performance of the brands or companies.
Data: Interbrand Corp., J.P. Morgan Chase & Co., Citigroup, Morgan Stanley, Businessieek
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