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Introduction  
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Presence  

The geographic expansion of the Interbrand Sampson Group has not 

been confined to the establishment of offices in East Africa (Nairobi, 

Kenya) and West Africa (Lagos, Nigeria), but also the addition of the 

Cape Town office in South Africa and a presence in Botswana and 

Ghana. This has effectively made Johannesburg into a business 

development and delivery hub. In addition, the response from our 

existing and new client base has given us the opportunity to work 

throughout the continent and further afield including:  

 

 

 

 

 

 

Our destination brand building expertise has also seen us engage 

with several governments and parastatals including:  

 

South Africa  

Kenya  

Turkey  

Botswana  

DRC 

Gabon  

Tanzania  

Kenya  

Uganda  

Rwanda  

Namibia  

South Africa  

Zimbabwe  

Swaziland  

Nigeria  

Ghana  

Angola  

Zambia  

Botswana  

Syria  

Iran  

The Gambia  

Cote dôIvoire 

Algeria  

Libya  

Morocco  

Tunisia  

Turkey  

Pakistan  

Australia  

Mauritius  

Cameroon  
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Some of our clients  
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Gulf Energy, Kenya  
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Africom, Zimbabwe  
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Nigerian Airlines, Nigeria  
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Cybernest, South Africa  
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Neva Killa Dream, South Africa  
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Roland Schoeman, South Africa  
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8 - ta, South Africa  
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We have led over 5,000 brand 
valuation assignments  
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and in South Africa, ??  

and in Africa, 1  

*  

*  

*  

* Twice  
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ñIf I had to face a choice of having all the groupôs factories burn down 

and retaining only its trademarks, or a scenario where the factories 

remained intact but the trademarks were declared invalid, I would 

obviously choose the survival of the trademarks. Factories can be built 

again, but it takes decades to establish the reputation of trademarks, 

which cannot easily recover from a sudden disaster.ò 

Dr. Anton Rupert.  
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Malibu was sold by Diageo  

to Allied Domecq in February 

2002 for £540 million      

(R6.5 billion) 

Pilsner Urquell was bought 

by SAB (now SAB Miller) 

1999 for £420 million      

(R5.0 billion) 
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Jaguar and Land Rover 

bought by Tata from Ford 

($2.3 billion, less $600 

million pension injection), 

for $1.7 billion (R13.6 

billion) in 2008 
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Thomson (Canadian) buys Reuters (British)       

for $17.5 billion (R140 billion) in 2007 
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The economic events of the past two years are beyond all previous 

experience, unless you happen to remember the 1930s. We have 

watched the markets repeatedly decline, mainstay businesses fail, and 

unemployment rates approach record highs. To say it has been a difficult 

time is a huge understatement.  For the most part we have been 

fortunate, and weathered the storm better than most.  We are well set 

up to grow as the economy picks up momentum.  
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Last year we said:  

The most apparent emergence is a new moral standard on business 

behaviour and risk. It seems that on a daily basis we are redeýning our 

expectations, setting new standards of transparency, and increasing our 

ability to interact with one another globally. Our tolerance for both 

companies and individuals to say one thing and do another is rapidly 

diminishing.  

Today we say:  

We have a new normal, one where brands are constantly stress - tested 

for relevance and value.  
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In times of rampant change, brands remain a powerful source of 

continuity and trust. While the past two years have been di fficult ones for 

brands and entire categories, the fundamental purpose of brands is to 

create loyalty and preference over the long - term. Brands provide a 

degree of security in times of economic instability; and in times of 

prosperity, brands offer opportunity.  

Just as corporate green washing is no longer tolerated, the action of 

óbrandwashingô your way through customer relationships wonôt last. 
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Thereôs a massive opportunity for brands that embrace values like trust, 

permission, clarity, and consistency; and a huge threat to those who fail 

to live by those standards.  

Brands have never been more important.  



23  | Interbrand Sampson | Best Global Brands 2010  

JP Morgan Analysis : Best Global Brands 
market cap  
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KWV -  Share price  
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KWV -  Net Asset Value  
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KWV -  based on current share price  
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KWV -  more than half empty?  
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Source: Marty Neumeier, Neurton LLC - The 
Brand Gap - 2001 
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Starbucks  

Source: Business Week 2005  
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The Top Three reports USA CEOôs look 
out for  

1. Fortune : Top 500 Companies  

2. Fortune : Most Admired Companies  

3. Interbrand : Worlds Most Valuable Brands  

 

Source: Burston Marsteller  
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BEST GLOBAL 
BRANDS 2010  

LEAGUE TABLE ANALYSIS  



AGENDA  

1. A pivotal moment for brands  

2. Key insights  

3. Top 10 brands  

4. 2010 top risers  

5. 2010 biggest decliners  

6. New entrants and exits  

7. Breakdown by country and industry  

8. Sector overviews  

9. Measuring Brand Strength  

10. Our approach and experience  

ÅThe business purpose for brand valuation  

ÅThe methodology  

ÅHistory  

ÅAbout Best Global Brands  

ÅWho we are  
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1.  A PIVOTAL MOMENT FOR 
BRANDS  

| Best Global Brands | 2010  33  



BRANDS IN THE NEW MARKETPLACE  

ÅTodayôs brands cannot hide anything from customers 

ÅConsumers can share instantly, globally, online  

ÅWith great risk comes great opportunity  

ÅTrust and customer loyalty remain paramount  

ÅStaying relevant: innovating, customizing, and getting social  

ÅUsing customer feedback to make a brand comeback: Ford  

ÅBeing more transparent and engaged  
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2.  KEY INSIGHTS  
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ISSUES INFLUENCING BRAND VALUE CREATION  

Å2010 has been a slow creep back in the path toward economic 
recovery. Itôs a journey marked by caution and an uncomfortable 
juxtaposition of increasing profits and increasing consumer worry. 
There is the sense that the marketplace and the relationship between 
brands and customers have changed irrevocably.  

ÅThis year brands like Apple and Toyota demonstrate the brandôs role 
in reducing risk and protecting companies against crisis.  

ÅA number of prominent brands faced extraordinary crisis in 2010 
resulting in stalled growth, value loss and in the case of BP , failure to 
make the ranking this year.   
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BIG STORIES FROM THE TOP 100  

ÅGoogle vs. Microsoft . Interbrandôs 2010 Best Global Brands ranking 
has Google on the heels of Microsoft. As the battle rages on, will it 
enhance or jeopardize the equity of their brands?  

ÅHP  breaks into the Top 10 for the first time on Interbrandôs 100 Best 
Global Brands ranking, having increased brand value under a new 
business model and brand platform.  

ÅTech Titans: Half of the Top 10 brands hail from the technology 
sector: IBM ,  Microsoft ,  Google ,  Intel , and HP . This year the top 3 
risers, increasing their brand value by more than 30%, are Apple , 
Google , and Blackberry . How are these companies investing in their 
brand and what is the projected outlook for the year ahead?  
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BIG STORIES FROM THE TOP 100 (contôd) 

ÅThis could have been a much worse year for Toyota . While the brand 
fell out of the top 10 and declined 16%, the impact of its crisis could 
have been much deeper and longer lasting. How did the Toyota brand 
reduce the risk to the business?  

ÅApple : Too Cool to Fail? The brandôs value grows the most among 
Interbrandôs 100 Best Global Brands regardless of iPhone 4 flaws.  

ÅThe financial industry makes a huge recovery, and sees new non -U.S. 
entrants: Santander , Barclays , and Credit Suisse .  
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10 COMPONENTS OF BRAND STRENGTH  

1. Commitment  

2. Protection  

3. Clarity  

4. Responsiveness  

5. Authenticity  

6. Relevance  

7. Understanding  

8. Consistency  

9. Presence  

10. Differentiation  
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TOP RISERS AND DECLINERS: AN OVERVIEW  
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3.  TOP 10 BRANDS  
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TOP 10 BRANDS  
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Brands ensure long term sustainability  



4.  2010 TOP RISERS  
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2010 TOP RISERS  
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Apple  had another great year. Negative buzz over the iPad  
name was quickly replaced by glowing sales and avid converts. 
Meanwhile, the iPhone 4 ôs sales reached the 1.5 million mark 
its first day. It continues to control its messages very carefully, 
which creates enormous buzz and anticipation. Advertising 
campaigns and interactive websites remain distinct and 
consistent, keeping the role of brand exceptionally high. If the 
brand has one fault, itôs the failure to provide perfectly 
functioning new products. This year, iPhone 4ôs reception 
glitches warranted a public apology from Steve Jobs ï and left 
the door wide open for public criticism. Apple could also improve 
its corporate citizenship profile, which remains neutral. While it 
partners with the PRODUCT (RED) Global Fund, this remains 
relatively unknown.  
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2009 rank: 20  

ÅCountry of 
Origin: USA  

ÅSector: 
Electronics  



As Google  continues its upward path, it increasingly finds it difficult to 
reconcile its brand promise , ñDonôt be evil,ò with the realities of a 
powerful global brand. Although it continues to leverage this 
messaging through investments in Google.org  (its not - for -profit 
philanthropic arm) and a number of other initiatives, its access to user 
information and what it is doing with it is increasingly being 
scrutinized. Recently, it compromised a key value ï trust ï when it 
violated 176 million usersô privacy with Google Buzz . And though its 
effort to pull out of China, which was censoring the search engine, and 
realign with its message demonstrated its commitment to its promise, 
only a few months later, it was quietly persuaded to work with the 
regime again. Still, Googleôs reach and record for innovation is 
undisputed. Expect the brand to continue to diversify and expand, 
even as it experiences increasing backlash.  

47  

2009 rank: 07  

ÅCountry of 
Origin: USA  

ÅSector: Internet 
Services  
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BlackBerry  remains to be the most popular smartphone brand 
in the corporate world. In an effort to respond to customer 
needs, it continues to expand its customer base and diversify, 
moving from device to network services and widening its product 
line. It is also opening ñBlackBerry App Worldò ï although it is 
still far behind the iPhone apps store. While all this expansion is 
a sign of a healthy brand, the latest push from Apple to make 
inroads in the corporate world continues to put pressure on 
BlackBerry. It is still the category leader, but it must continue to 
innovate and push its product line to compete with Apple. Recent 
conflicts with Middle Eastern governments (although now 
seemingly resolved) and India regarding concerns over 
BlackBerryôs data encryption and security concerns may continue 
to pose challenges for the brand as it expands.  
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2009 rank: 63  

ÅCountry of 
Origin: Canada  

ÅSector: 
Electronics  



J.P. Morgan is one of the few financial services brands that emerged 
from the economic crisis with its brand intact. While it has recently 
made impressive economic gains, like most brands in its space the 
firm still suffers from negative public perception, as evident from sites 
like JPMorgan666.blogspot.com. However, in comparison to Goldman 
Sachs, J.P. Morgan faces fewer challenges when regaining customer 
trust. Additionally, the firm continues to be viewed positively for its 
internal efforts. For example, it was just voted the number one ideal 
employer in financial services for undergraduates by BusinessWeek, 
and it was ranked at the top of Bloomberg Marketsô ranking of 
investment banks in April. This year, J.P. Morganôs effort to go mobile 
with its launch of MorganDirect on iPhone, as well as its investments 
in corporate citizenship practices like a student - led project in Rwanda, 
were notable.  
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2009 rank: 37  

ÅCountry of 
Origin: USA  

ÅSector: Financial  



Allianz ôs goal to become the most trusted brand in its sector 
looks like itôs paying off handsomely. This strategy is apparent in 
Allianzôs vow to strengthen profitability by pursuing operational 
excellence, improve capital management, reduce complexity in 
its global platform, focus on sustainability and deliver the best 
customer experience. The brand is also in the process of 
developing a very consistent, recognizable identity by 
rebranding 20 percent of its business to the masterbrand. Allianz 
also excels when it comes to social media. For example, as a 
partner of the International Paralympic Committee, Allianz is 
supporting the 2010 Paralympics in Vancouver with its own 
Twitter and Facebook efforts.  
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2008 rank: 81  

ÅCountry of 
Origin: Germany  

ÅSector: Financial 
Services  



5.  2010 BIGGEST DECLINERS  
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2010 BIGGEST DECLINERS  
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Over the past three years, Harley - Davidson has seen a rapid 
decline in brand value as it becomes a less relevant purchase 
due to the recession. To deal with its losses, the brand has 
decided to restructure, exiting the sport bike market; it will 
discontinue its Buell product line and sell its MV Agusta unit, 
with the goal of focusing fully on the Harley -Davidson brand. 
However, unless it also invests into innovating, its product could 
become stale. This year, the brand also experienced some 
negative social media and press from an audience upset by the 
fact that the new, numbers - focused CEO does not ride a Harley.  
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2009 rank: 73  

ÅCountry of 
Origin: USA  

ÅSector: 
Automotive  



The number one car manufacturer in 2008, Toyota had established itself 
as a leader in dependability, reliability, safety, efficiency, innovation, 
longevity and sustainability through its pioneering hybrid engines. Thatôs 
why its January 2010 recall did so much damage ï it seemed to 
contradict everything the brand stands for. Meanwhile, reluctance to 
acknowledge the problem only made matters worse. While Toyotaôs 
brand architecture (almost exclusive focus on a single corporate brand) 
was previously one of its greatest advantages, it has since become its 
biggest strategic problem. Because Toyota uses shared parts and 
technologies across multiple models, a technical hitch with one car also 
means problems with others. Still, historically, Toyota has been a 
resilient brand, and weathered the recession well. It is unclear if it can 
lift itself out of its crisis, but it does show signs of improvement ï a 
promising partnership with Tesla, for example, and a less significant 
profit hit than expected due to incentive offers.  
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2009 rank: 8  

ÅCountry of 
Origin: Japan  

ÅSector: 
Automotive  



For years, Nokia has been perceived as a company that is committed to 
enhancing of communications by offering affordable, accessible, 
functional and creative mobile phone devices and applications. However, 
while Nokia certainly maintains leadership in global market share of 
handsets, the brand has fallen behind where the most profitable sectors 
of the market have developed ï most notably, smartphones. The brand 
was late in coming to market with a compelling product and it is in this 
new category that growth, relevance and emotional connection with the 
brand is built. Nokia was also caught unprepared for the follow -on 
explosion of apps and the OS they run on, making it difficult for the 
brand to build an effective ecosystem for its products. With these 
challenges and the weakening of the role of hardware over carriers, 
Nokia is seeing clear challenges ahead that may be hard to overcome in 
the short - term.  
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2009 rank: 5  

ÅCountry of 
Origin: Finland  

ÅSector: 
Electronics  



Dell has started to focus on developing its brand and sub -brands 
more than before, although it has had difficulty moving away 
from its marketing -oriented policies. As a result, Dell is having 
trouble differentiating itself and establishing a unique and 
relevant value proposition. Brands like Acer are catching up in 
PC market share. Dell has also lagged in Cloud Computing, with 
brands such as NEC and Fujitsu taking over some of Dellôs 
business. Still, Dell continues to do some very exciting work with 
social media. Not only are customers invited to offer feedback on 
their website, but Dell has a great tactical response team 
working around the clock to respond to online chats. Dell has 
also made an effort to manufacture 100 percent energy -efficient 
products like the EPEAT Gold Standard notebook.  
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2009 rank: 35  

ÅCountry of 
Origin: USA  

ÅSector: 
Electronics  



Citi was one of the brands most impacted by the economic crisis 
and there is continued uncertainty around the long - term 
direction of the bank. As a result, it is working at reinventing 
itself by admitting its errors, owning up to problems, collecting 
customer feedback on a blog dedicated to improving the brand 
(the new Citi blog ) and vowing to change and recover. But Citi 
doesnôt appear to be out of the woods quite yet; it recently 
announced that it lost around US $1.6 billion in the fourth 
quarter of 2009, mainly from trying to pay back the federal 
government, and it has a total loss of US $7.6 billion for the 
year. Its attempts to be honest and restructure are a good start, 
but the brand needs to go a long way to regain trust.  
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2009 rank: 36  

ÅCountry of 
Origin: USA  

ÅSector: Financial 
Services  



6.  NEW ENTRANTS AND EXITS  
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NEW ENTRANTS  
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NEW ENTRANTS IN 2010        

2010  
RANK  

2009  
RANK  

BRAND  SECTOR  
2010 BRAND 
VALUE $m  

2009 BRAND 
VALUE $m  

% CHANGE  

61  NEW SPRITE  BEVERAGES 5,777  N/A  N/A  

68  NEW SANTANDER  FINANCIAL SERVICES  4,846  N/A  N/A  

74  NEW BARCLAYS  FINANCIAL SERVICES  4,218  N/A  N/A  

78  NEW JACK DANIEL'S  ALCOHOL 4,036  N/A  N/A  

80  NEW CREDIT SUISSE  FINANCIAL SERVICES  4,010  N/A  N/A  

85  NEW CORONA  ALCOHOL 3,847  N/A  N/A  

90  NEW 3M  DIVERSIFIED  3,586  N/A  N/A  

92  NEW JOHNNIE WALKER  ALCOHOL 3,557  N/A  N/A  

93  NEW HEINEKEN  ALCOHOL 3,516  N/A  N/A  

94  NEW ZURICH  FINANCIAL SERVICES  3,496  N/A  N/A  



NEW ENTRANTS 2010  
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