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BEST
GLOBAL
BRANDS

How five names in this year's
rankings staged their turnarounds
BY DAVID KILEY

EVIVING EVEN A STORIED BRAND isn’t

easy once consumers have a negative per-
ception of it. Just ask Ford or Gap, which
lost 19% and 15% of their brand value, re-
spectively, in this year’s BusinessWeek/In-
terbrand annual ranking of the 100 Best
Global Brands. Even such perennial win-
ners as Coca-Cola (No.1) can have trouble

boosting their brand. The beverage giant claimed the top spot
for the seventh year in a row mostly because it is big and every-
where, but it failed to further burnish its reputation because
its move into healthier drinks and snacks has yet to resonate.

Still, it’s possible to stage a brand
comeback. Several such stories emerged
in this year’s ranking, which is compiled
in partnership with leading global
brand consultant Interbrand Corp. and
calculates brand value by using publicly
available data, projected profits, and such
variables as market leadership. While
it’s tempting for a challenged brand to
emulate the likes of Google (No.20), Apple
(No.33), or Starbucks (No.88), doing so
can seem audacious at best, delusional at
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worst, A potentially more useful exercise:
examining brands that have stumbled but
recovered. “Benchmark brands should
be studied, but solutions can seem a lot
more accessible when you can see how
someone fell and picked themselves up,”
says Interbrand CEO Jez Frampton.

Take Nokia Corp. Given its No.5
ranking, it may seem crazy to consider
the Finnish giant a comeback story. But
it is one, as evidenced by a 12% jump in
brand value, which extends a rankings

winning streak after faltering in 2004,
Nokia realized its focus on making
cheap handsets for the developing world
was hurting it in the U.S. and Europe,
where consumers wanted phones that
played video and surfed the Web. Nokia
released high-end phones aimed at both
the consumer and business user and
is showing strength in emerging and
mature markets alike.

Here are five more comeback stories.
They detail Nintendo Co.’s successful
campaign for new customers; what
Audi is doing to catch up with BMW;
how Hewlett-Packard persuaded con-
sumers that it’s hip; Burberry’s strat-
egy to escape the taint of ubiquity; and
Citibank’s moves to reposition itself as
a (very big) local bank.

Nintendo
DARING TO GO AFTER A NEW CROWD

INTENDO'S MARKETERS HAD
a pretty good idea that the new
Wii player would be a game
changer, thanks to a newfangled
wireless controller that is wielded like a
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light saber. And yet they didn’t slap the
Nintendo name on the gadget. Why?
Because the company wanted to make
it clear that the Wii was not just for
gamers but was also a home entertain-
ment system for all. “I'm not concerned
about the spread of the Wii brand,”
says Nintendo President Satoru Iwata,
“because I think the brand name of
Nintendo is expanding with 1t.”

To get across the message, Nintendo
paired its advertising with a savvy PR
campaign. The company identified influ-
ential bloggers who were either moms
or members of large, multigenerational
families. Ahead of the November, 2006,
launch, Nintendo hosted parties for the
individual families or for groups of the
moms’ friends, showing them how easy
the Wii was for anyone to use. “You'd
have grandparents picking up the con-

troller and saying: “‘Wow, I can actually
do this,’” says Stephen Jones, executive
vice-president at GolinHarris, which ran
the Wir's PR campaign. “Grandparents
could see this as a new way to play with
their grandkids.” That, along with men-
tions ranging from TV news stories about
Wiis in nursing homes to an episode
of South Park featuring a Wii-coveting
Cartman, spurred word-of-mouth and
buzz in all age groups.

Unless you’ve been living under a
rock, you know that Nintendo’s Wi
strategy has shaken the $30 billion gam-
ing industry. The innovative player has
sold well (9.3 million units and count-
ing) and set Nintendo apart from its
rivals. As a result, the company surged
seven places, to No.44, in this year's
ranking and boosted its brand value by
18%. Revenues in the most recent quar-

ter more than doubled to $2.83 billion,
and Nintendo raised its annual profit
forecast 42%, to $2.04 billion.

Audi

HATCHING A PLAN AND STICKING TO IT

HE AUDI BRAND HAS LONG SUF-
fered in comparison with its more
prestigious German rivals. If Wall
Streeters drove BMWs and Mer-
cedes-Benzes, Audi was embraced by sub-
urban lawyers and the like. Now that’s
changing. Even in its home market, where
people can be excessively snooty about
their wheels, Volkswagen’s premium
brand has been ranking high in consum-
er surveys, with some of its models even
placing ahead of BMW and Mercedes.

Ralph Weyler, the management board
member in charge of global sales and
marketing, credits a plan put in place 20
years ago to make “bold technological and
design statements.” Audi gradually gained
respect throughout the 1990s and has had
a slew of design hits of late, among them
the R8 street racer, the Q7 SUV, and the A5
coupe. Models like these are transform-
ing Audi from a mass-market carmaker
to a premium one and help explain why
the brand is on a tear. “An organization’s
long-term commitment to a sound, con-
sistent plan can protect a company from
a lot of mistakes that hurt brand value,”
says Interbrand’s Frampton.

At the same time, Audi has been lis-
tening to consumers. A survey of 65,000
people worldwide conducted since 2001
shows that Audi now trails BMW and
Mercedes by only a narrow margin in Eu-
rope and Asia. In the U.S., the automaker
is spending heavily to polish its image. A
long-running campaign that Americans
found vague, themed “Never Follow,”
has given way to “Truth in Engineering.”
Global sales are up 9.8% overall in the first
half of this year. And Audi has moved up
six spots in the rankings, to No.68, and
increased its brand value 17%.

Hewlett—Packard

CHALLENGING THE STATUS QUO

EGAINING YOUR POSITION AS
the world’s biggest seller ot per-
sonal computers 1s 1mpressive,
especially when just two years
earlier critics were clamoring for you to
get out of the PC business altogether.
Credit goes to CEO Mark Hurd, who
told his lieutenants that Hewlett-Packard
Co. had to stop building and marketing
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the PC as if it were a commodity.
Designing PCs that consumers actually
want was, of course, the starting point.
Besides making them more attractive, HP
included such features as the ability to
check e-mail and appointments without
wasting precious minutes booting up.

The marketing team then went about
pitching HP PCs as a personal reflection of
consumers’ desires and needs. Hence the
slogan: “The computer is personal again.”
Last summer the company rolled out ads
showing hip-hop mogul Shawn “Jay-Z”
Carter mixing music and planning tours
using an HP PC. Rising sales and market
share show that customers increasingly
see HP’s products, particularly its laptops,
as cooler, hipper, and just plain better
than Dell Inc.’s.

Hurd also has focused on HP’s
sprawling global operations, using the
same marketing strategy it is employing
in the U.S. to ramp up consumer sales in
emerging markets. In Russia, for example,
HP has recently started mass advertising
and selling PCs through retailers.

The comeback i1s retlected in the
rankings. HP has gained 9% this year in
brand value and 18% since 2005. That
follows a 10% shde trom 2004 to 2005.
What's more, Hurd managed to keep his
focus on the business even as his board
broke into open warfare following a spying
scandal that dominated the business news
for several weeks last year.

Burberry
MINING THE PAST TO SEIZE THE FUTURE

HEN BRITISH SOCCER FANS
began donning Burberry hats
en masse about five years ago,
it became clear that the fashion
icon had forfeited some of its prestige. Dit-
to when a British soap opera star appeared
in the tabloids with her new baby swad-
dled head to toe in the iconic plaid pattern.
When holiday sales tanked in 2004, Burb-
erry knew that it was on its way to becom-
ing overexposed. It was time to retrench.
Since then, Burberry has walked a careful
line: moving beyond plaid without disre-
specting its fashion history.

In 2006, to mark its 150th anniversary,
Burberry mined its design archives and
launched the Icons collection, compris-
ing luxury handbags, shoes, boots, trench
coats, and small leather goods. The collec-
tion combined the classic Burberry look
with such flourishes as quilted linings.
Customers applauded. “It’s a blend of old
and new, functional yet fashionable,” says
Chief Financial Officer Stacey Cartright.
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The Big Winners

For the second straight year, Google outpaced the pack

deed, Citi posted a 9% gain
and held on to its position
as the No.11 global brand,
thanks to a concerted effort

2007 BRAND 2006 BRAND CHANGE IN o o :
BRAND VALUE (SBILLIONS)  VALUE (SBILLIONS) BRANDVALUE | 1O DoOstits retail presence.

Citi has long been a famil-
GOOGLE 17.84 12.38 44% iar brand, but it also shorted
ZARA 517 4.24 22 customers worldwide on re-
tail services. In the U.S. and
APPLE 11.04 9.13 2l abroad, it badly trailed such
NINTENDO 773 6.56 18 nvgls as Bank t;f Smlzit;a
STARBUCKS 3.63 3.10 17 el and ARKk
locations. What's more, its
10° fees tended to be higher

The Blb Losers than competitors’.
Motorola falls back to earth—and Ford, Gap, As it opens thousands
and Kodak keep tumbling of branches worldwide,
2007 BRAND 2006 BRAND CHANGE IN Citi has been focusing on
BRAND VALUE (SBILLIONS) _ VALUE ($BILLIONS) BRANDVALVE | |ooking more local. It's a
FORD 8.98 11.06 -19% strategy of selling itself as a
“neighborhood bank™ but
GAP 5.43 §.42 -15 one with the resources of
KODAK 3.87 4.40 -12 the global giant it is, says
Ajay Banga, chairman and
PIZZAHUT 4.25 4.69 -9 CEO of the bank’s Global

MOTOROLA 4.15 4.57 -9 Consumer Group.

Meanwhile, Burberry began to do
away with lower-end products such as
stadium hats and scarves that retailed
for less than $50. Originally these were
aimed at winning younger shoppers who
would trade up later on. But Burberry
decided they undermined the brand and
were too easy for counterfeiters to copy.

So far, the new direction is paying off.
Burberry shares are up almost 40% in the
past year alone, after taking four years to
double from the July, 2002, initial public
offering. And the company moved up
three places in the rankings, to No.95,
and watched its brand value jump 16%.
With its brand on the mend, Burberry
1s branching out into jewelry, such as
bracelets that employ leather to mirror
the brand’s aesthetic, but skip the plaid.

Citibank
STAYING BIG BUT GOING LOCAL

ALL STREET AND SOME
institutional investors continue
to push for a breakup of Cig,
which they say should choose
between being an investment bank or a
consumer lender. And the stock 1s still lan-
guishing. But while the institutional bank-
ing side of the house has suffered setbacks
under Citigroup CEO Charles “Chuck”
Prince, the retail and consumer side of the
business is growing and was the primary
driver of global brand value in 2006. In-

Cit 1s going to 1ts cus-
tomers rather than the other way around.
In the U.S. it put ATMs in more than
5,000 7-Eleven stores. In India, it has been
opening branches on corporate campuses.
In Singapore, its branches and ATMs are
appearing in subway stations. Cit’s new
global ad campaign, “Let’s Get It Done,”
replacing “Live Richly,” reflects its focus on
consumers’ practical banking needs.
Although Citi is widely viewed as a U.S.
company, Banga says the goal 1s to derive
60% of its consumer business outside the
U.S. within a few years, from around 45%
today. To win over South Indians, it made
low-cost loans available to fisherwomen.
In Turkey, it dialed down service fees and
Interest rates on credit cards, so it was no
longer the priciest bank despite its premi-
um-brand position. “We learned not to use
your brand to stay at the top end of pricing,
because 1t reduces trust,” says Banga. i
—~With Burt Helm, Louise Lee,
Gail Edmondson, Cliff Edwards, and
Mark Scott

BusinessWeek

EXCLUSIVE INTERVIEWS: Chief marketing officers
rorm some of this year's best performers talk about
now they manage their branas,

INTERACTIVE TABLE AND SLIDESHOW: Sort and
click through the hundred best,

FIRST-TIMERS, HAS-BEENS, AND WANNARBES:
Read about the companies that are new to the
ranking, those that fell off, and which brands are
closest to breaking into next year's list. Go to
businessweek.com/go/07 bestbrands.
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THE 100 TOP BRANDS

Here's how Interbrand calculates the power ina name

NTERBRAND TAKES many ingredients
into account when ranking the value of the
Best Global Brands. Even to qualify for the
list, each brand must derive at least a third
of its earnings outside its home country, be
recognizable outside of its base of customers,
and have publicly available marketing and
financial data. Those criteria eliminate
heavyweights like Visa, which is privately-held,
and Wal-Mart, which sometimes operates
under different brand names internationally.
Interbrand only ranks the strength of individual
brand names, not portfolios of brands, which
is why Procter & Gamble doesn't show up.
Airlines are not ranked because it's too hard
to separate their brands impact on sales from
factors such as routes and schedules. And
this year, Interbrand removed pharmaceutical
brands from the ranking because consumers
typically relate to the product rather than the
corporate brand. Insurance companies were

added because they have begun to differentiate
themselves and create household names.
BUSINESSWEEK CHOSE Interbrand’s
methodology because it evaluates brand value
In the same way any other corporate asset is
valued—on the basis of how much it is likely to
earn for the company in the future. Interbrand
uses a combination of analysts’ projections,
company financial documents, and its own
qualitative and quantitative analysis to arrive at
a net present value of those earnings.

STEP ONE is calculating how much of a
company's total sales fall under a particular
brand. In some cases the brand encompasses
nearly all sales, as with McDonald’s. In others
it is tied to only one set of products: Marlboro
within Altria Group. Using reports from
analysts at JPMorgan Chase, Citigroup, and
Morgan Stanley, Interbrand projects five years
of sales and earnings tied to each brand’s
products and services.

STEP TWO is calculating how much of

those earnings result from the power of the
brand itself. To do this, Interbrand strips out
operating costs, taxes, and charges for the
capital employed to arrive at the earnings
attributable to intangible assets. The brand’s
role is then estimated within those earnings
vs. other intangible assets such as patents and
management strength.

FINALLY, those future earnings are
discounted to arrive at a net present value.
Interbrand discounts against current interest
rates and also against the brand's overall

risk profile to factor in brand strength.
Considerations include market leadership,
stability, and global reach—or the ability to
cross both geographic and cultural borders.
The final result values the brand as a financial
asset. BusinessWeek and Interbrand believe
this figure comes closest to representing a
brand'’s true economic worth.

RANK 2007

2006

PERCENT COUNTRY

DESCRIPTION

2007 7 2006 BRAND BRAND

VALUE
SMILLIONS

CHANGE OF
OWNERSHIP

VALUE
SMILLIONS

Us Still No. 1, but consumers’ shift from soda in the West has hurt Coke. Success

1 1 COCA-COLA 63,324 67000 3% with Coke Zero hasn't made up for Coca-Cola Classic’s continued loss of share.
The launch of its Windows Vista operating system, coupled with its Xbox game
2 2 MICROSOFT 58709  56.926 3% us. console, keeps the software giant's latest technology in front of consumers.
Big Blue's ads promise to make customers feel "special.” With powerful software,
3 3 IBM 57,091 96,201 2% us. servers, and sophisticated services, it's delivering.
With big bets in China and an accelerating push to go green, GE aims to be the
4 4 GE 51,569 48,907 5% U.S. earth-friendly global brand.
. Nokia built its brand at both ends of the market, with high-end multimedia hand-
5 6 NOKIA 3035 30.131 ey Fnlaan sets for upscale buyers and low-priced phones for emerging countries.
G Quality concerns have increased overall, but Toyota's reliability and its hybrid
6 7 TOYOTA SEEND hH loies, Japan strategy are leaving auto rivals trailing.
_ Intel shored up its position as the world’s leading chipmaker, but sub-brands
7 5 INTEL 30,954 32,318 4% us. such as the Viiv entertainment PC and Core processors failed to resonate.
; McDonald's continues to move beyond its burgers-and-fries image with a growing
8 9 MCDONALD'S 23,398 27,501 % U.S. selection of healthy foeds and stylishly remodeled restaurants,
Disney picks franchises it can sell throughout the Magic Kingdom, from movies
9 8 DISNEY 29,210 27,848 % Us. to theme park rides. The strategy has paid off handsomely.
MNew models have helped repair a badly dented reputation for quality, but sales are
10 10 MERCEDES-BENZ 23,568 21,795 5% Germany up only 1.8% for the first half of the year, trailing gains by rivals BMW and Audi.
The folding of the Citi umbrella logo demonstrates that strong brands can tran-
11 11 CITl 3,443 cl458 9% us. scend their visual identity and continue to add value during transitions.
HP last fall edged out Dell as the world's largest PC maker by market share,
- o]
12 13 HEWLETT-PACKARD 22,197 20,458 9% us. Sleek new laptops are helping boost its consumer business,
It hit home runs with its revamp of the 3 Series and the Z4 coupe. But with Mer-
13 15 BMW 21,612 19.617 1% Germany cedes on the mend and Audi and Lexus coming on, it can't afford any mistakes,
Its latest brand extension, Marlboro Menthaol, is a hit, but smoking bans and the
14 12 MARLBORO 21,283 21,350 0% U.s. threat of higher taxes have hurt.
15 14 AMERICANEXPRESS  20.827 19641 6% US Although still the preeminent credit-card brand, American Express’ focus on

points and co-branded cards could be risky to its long-term brand value.
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RANK 2007 2006  PERCENT COUNTRY DESCRIPTION
2007 7 2006 BRAND BRAND  CHANGE OF

VALUE VALUE OWNERSHIP
SMILLIONS ~ SMILLIONS

Gillette owns the men’s shaving category by innovating and spending heavily on
16 16 GILLETTE 2415 iadd S8 e advertising. Future growth depends on the women's shaving business.

The world's most powerful luxury brand rolls on, expanding in China and other
17 17 LOUIS VUITTON 20,321 17,606 Laie.  Reance emerging markets as it introduces Vuitton-branded jewelry and eyewear.

Although its presence on the Internet is mostly behind the scenes, the networking giant
18 18 CISCO 19,099 17,532 9% U.s. continues to invest in pricey iImage ads in advance of a bigger push into consumer gear.

Small, fuel-efficient cars and big investments in hybrids, "clean” diesels, and
19 19 HONDA 17,993 17,049 o% JaRan other green technologies make Honda a darling of the environmentalists.

Despite fears of Google's growing power as it moves into services beyond search,
20 24 GOOGLE 7537 12576 e - the brand still appeals to consumers and businesspeople.

Samsung is the leader in LCD panels and now No. 2 in mobile phones. But last
a
21 20 SAMSUNG e 16,169 4% 5. Korea quarter's results were tepid and next year could be tougher.

Merrill's push inte private equity and Asia solidifies the firm’'s position as a global
¥
22 21 MERRILL LYNCH 14,343 13,001 10% u.s. brand that spans brokerage, investment banking, and wealth management.

o Despite becoming embroiled in the subprime mortgage mess, global demand for
23 28 HSBC 13,563 1622 17%  Britain credit cards, mortgages, and loans continues to drive growth.

= , Expanding beyond instant java, Nescafé 1s introducing upmarket coffee-based
24 23 NESCAFE o et pic i drinks. In Europe, it rolled out Dolce Gusto, a coffeemaking machine,

The success of the Sony-Ericsson mobile phones, flat-panel TVs, and digital
Q
25 26 SONY 12.907 11,695 10%  Japan cameras have helped mitigate a rough start with the Playstation 3.

: While soft drinks are losing their fizz in the U.S. and Europe, Pepsi remains
¥
26 22 PEPSI 12,888 12,690 2% LS, strong in growing markets such as India.

Skeptics had their doubts about Oracle's expensive acquisitions, but the moves
o
27 29 ORACLE 12,448 11,455 9% LS. seern to be paying off

Its successful expansion across new markets throughout Europe and Asia is a
28 32 UPS LUte 10uls L Wi, testament to the consistency, strength, and recognition of "Brown,” the brand.

The innovative Nike+ Web site kept Nike on the cutting edge in sports. Mean-
29 31 NIKE 12,004 10,897 10% us. while, business is up 40% in India, and China is growing fast, too.

Bud Light sales continued to grow, but the marquee product is under attack from
0,
30 27 BUDWEISER 11652 11,662 0% U.S. imports and increasingly popular U.S. craft brews.

4 While rivals Apple and HP climb, Dell continues to struggle. The company has
31 25 DELL 1,554 12,255 6% U.3. pledged to shake up its consumer unit, recently launching laptops in bright colors,

JPMoargan has been critical to the growth of the hedge fund business, making a
32 33 JPMORGAN 11,433 10,205 12% US. risky asset class acceptable to risk-averse investors.

Can you say iPhone? From innovative products to memorable ads, few companies
Q
33 39 APPLE 11,037 9130 21% us. know how to tug the heartstrings of digital consumers the way Apple does.

SAP is penetrating the midsize company market, but its image could be hurt by an
34 34 SAP 10,830 10,007 5% - Germany admission that a LS. subsidiary improperly downloaded documents from rival Oracle.

Goldman maintains its position as Wall Street’s gold standard, and leads the
35 37 GOLDMAN SACHS {603 20 1 tis: pack by raking in investment banking advisory fees and private investments.

Technology developments in its pro-level cameras and Its computer peripherals
o .
36 35 CANON 10,581 9.968 6% Japan are helping Canan keep its advantage against competitors.

Maorgan Stanley is revving up its asset and wealth management services to bring
37 36 MORGAN STANLEY 10,340 9,762 6% UsS. more high-octane investments to wealthy individuals.

Swedish for style, lkea has made design affordable for the masses. A renewed
Q
38 41 IKEA 10057 303 iy Sweden push into Japan and expansion in China is fueling growth.

. The "You & Us" brand campaign attracted high-net-worth individuals to its wealth-man-
Q
39 42 UBS 9.838 8,734 13%  Switzerland agement business. But the departure of the CEQ and subprime woes could hurt this year.

' Having pledged not to market sugary foods to kids under 12, Kellogg is using its
Q
40 40 KELLOGG'S 9,341 8.776 6% U.S. innovation machine to turn out more nutritious products.

_ While new CEO Alan Mulally searches for a global CMO, he is selling ill-fitting
41 30 FORD 8,982 11,056 % U.S. luxury divisions to concentrate on the Ford brand worldwide.

After ditching its volatile semiconductors unit, Philips is focused on becoming a
0
42 48 PHILIPS #ial 6.730 +0a INEIETKRNE health and lifestyle technology powerhouse.

Improved profitability and a more focused corporate structure is offsetting the
-
43 44 SIEMENS hi37 7,828 oe ermany negative effects of a management turmoil caused by a bribery scandal—for now.

The launch of the Wii transformed Nintendo from a quirky also-ran in game
o
44 51 NINTENDO 7730 6,555 18 Japan consoles into the market's innovation leader,
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RANK 2007 2006  PERCENT COUNTRY DESCRIPTION
2007 / 2008 BRAND BRAND CHANGE OF

VALUE VALUE OWNERSHIP

SMILLIONS ~ SMILLIONS

: Long a brand-management model, Harley is locking to Generation X and ¥ before
45 45 HARLEY-DAVIDSON 7718 7,739 U% u.s. baby boomers get too old to mount up.

It has come a long way from men's loafers, with a fast-growing network of global
#]
46 45 Guccl 1B A8 8% laly boutiques selling designer Frida Giannini's knitwear and accessories.

7 ] The insurer Is pushing harder to make a name, Its sponsorship of Manchester
47w AlG srlo i Piaw US. United puts AlG in front of millions of fans throughout Asia and Europe.

As its core auction business has slowed, eBay has used savvy advertising like the
48 47 EBAY 7,455 B89 10% Uu.s. “It" campaign to keep its brand current,

| A push by this French insurer to raise its profile has paid dividends, as it debuts
,."‘ i
49 new AXA hozf New Wew  France an the list for the first time this vear,

Of all of the Western IT services giants, Accenture has done a superior job at
50 45 ACCENTURE he3h 6./28 8. Bermuca using low-cost Indian outfits to accentuate its consulting skills.

. The global No.1 beauty-products company is ringing up healthy sales of skin-care
i
51 53 L'OREAL A043 6,332 10%  France products targeting older women, while experimenting with new ideas.

Despite a slip in U.5. ratings and threats from MySpace, MTV continued to be a
Q
52 50 MTV 6,907 6,627 A Us. leader in defining youth culture, thanks to its global presence.

By focusing on more individual marketing effarts such as art competitions for
Q
53 54 HEINZ Qi 6,223 i i ketchup packets, Heinz is giving its brand more personality,

{, New models are selling in Europe and Asia, But it has to show it can conguer the
54 55 VOLKSWAGEN 6.5l 6,032 8%  Germany U.S. market with something besides the aging Beetle.

After losing momentum and a CEQ during the past 12 months, Yahoo must retool
1 ¥
55 55 YAHOO! 6,067 6.056 0% Us. its search ad business and its brand image as well.

Investing in research that will help the paper industry better manage forest |and
a
56 57 XEROX BHoU B & Lo is Xerox' attempt to demonstrate environmental responsibility.

Going beyond traditional ads and in-store promotions, Colgate has stepped up
i
57 58 COLGATE 6.025 Da3 3 U2 attempts to build relationships with dental professionals.

CEO Maureen Chiquet boosted the consumer-research budget and is targeting
]
53 61 CHANEL 2,830 9,156 13% France younger customers by selling through avant-garde boutiques,

’ Strong growth in China and extensions into products such as mints and choco-
o
59 59 WRIGLEY'S 3./77 5,443 6% U.S. lates gave Wrigley's brand a bump.

China has an appetite for fried chicken, and KFC is now the country’s biggest and
60 50 KFC Iiliee Sl =i Ui fastest-growing restaurant chain, with 2,000 locations.

~ The once-icanic brand failed to offer either the basics or trendy items that customers
61 52 GAP 5481 9416 LB U crave. It's now counting on a forrmer high-end designer to reinvigorate its apparel,

Finally viewed by consumers as the superstore it always tried to be, Amazon is
3,
62 65 AMAZON.COM 541 4,707 15% us. adding cool, participatory Web services that may enhance its brand image.

. Although best known for chocolate, it's counting on other products, including
()
63 63 NESTLE o314 4332 8% Swilzerand .y foads and bottled water, to fuel future growth.

. The best-known of Spanish parent company Inditex’ stable of stylish clothing
64 73 ZARA 2165 faa &%  spain brands, Zara is opening stores—more than one a day—across the globe,

A dismal 2005 forced the elimination of 25% of its products and seven layers of
0
65 62 AVON 2103 5,040 4% Yoz management, but ad spending got an 83% boost in 2006,

In addition to building durable equipment, Caterpillar builds customer loyalty by
66 68 CATERPILLAR 5,059 4,580 10% u.s. making service calls no matter how tough or remote the terrain.

Despite a nasty legal dispute with its Chinese partner, sales of dairy products and
Q
67 67 DANONE i DS S France bottled water are booming. It sold its cookie business to Kraft Foods.

A slew of dream machines such as the A5 coupe, TT roadster, and R8 sportscar
68 74 AUDI 4866 4165 1I7% Germany o iichine Audi's image as a serious rival to BMW and Mercedes.

Building on a boost from the 2006 World Cup in Germany, Adidas showed it
o
69 71 ADIDAS 4767 4,290 1% Germany could exploit star endorsers like David Beckham on the Internet as well as on TV.

s Because it has failed to articulate a difference between the Kleenex brand and
70 &4 KLEENEX 4.600 4,342 3% U.s. other tissues, consumer demand has been waning.

. Still the benchmark for luxury watches, its strong performance in China has
r Q
1 72 ROLEX 489 4237 8% Switzeriand further burnished the brand,

Having improved the quality and reliability of its cars, Hyundai is pushing to go
72 75 HYUNDAI 4453 4,078 9%  S.Korea upscale by introducing premium models.

- Flaying catch-up with Vuitton, the Paris leather-goods house plans to triple its
]
73 &l HERMES 4,255 3.854 10%  France network of boutigues in China over the next five years.
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Americans still love pizza, but the chain hasn't been able to differentiate itself

74 55 PIZZA HUT i 535 b 2 effectively from rivals or competing grocery-store pies.
75 20 PORSCHE 4235 3.927 8% Germany Ei;e;a::?ﬁii Ei‘.lt :;[:;?{r_ts car and posh $70,000 Cayenne SUV have stoked a
TEUSREVTERS s ex B o et s e
LA i AM9 4569 0% US. o the company's chief marketer, Geofey Frost, n ate 2006, |
TB7PANASONG A SO ek e e e
79 =2 TIFFANY & CO. 4.003 3,819 504 us. ﬁﬁigﬁtﬁ:i t{]}:ﬂp?;.j ;ﬁ;ngjcrﬁéﬁely to cheaper silver jewelry. That could hurt the
B0/ ALLIANZ
8155 NG B0 AT N e oot o s o ot
e 20 KODAK BEM  Ad0s I U e ioRy, e Kodak traid Continles o lose lster
BReSCARTER sz 3m0 e e L et s
o
855 MOETACHANDON 3759 3257 150 rnce [N Iortrs suduss sralrpociaee s g v e of v
e KRART 3732 3943 5% US. o of these branda—inink Jel-o or Velveeta—are old and tred.
87 23 HENNESSY 3638 3576 204  France EE vﬁﬁ;ﬂggigtyn ;:itr?ezj:ii-?g% génﬁng :;ﬁsialed spectacular growth in recent years, but
88 o1 STARBUCKS 3631 3099 179% US. ﬁ;ﬂfﬁ?ﬁuﬁf;ﬁ:i iﬁgggigfﬁglsgﬁgé.in 2007, Starbucks continues to make
B S DAL 3805 3T LS oy sy i s
90 55 JOHSONLIOHWSON 3445 3199 5% us.  [PSTES EIDS ke s amiay o, s s s o
AL EOMIRNOFE 3379 3082 W% Britain g e e o be the No.1 vodka brand worldwide,
92 52 LEWS
93 39 SHELL 3331 3173 504, Brifain ih:l;tu:gﬁgdg?igaﬁebty a scandal over overstated reserves, but it is back on track
S
89105, EREERRY G2l T e M e aihaGe i gt e oSO T PG SR
B s v SI6 26 1o Gemany S oo s bnara et
97 94 LG 3,100 3010 3% S Korea :Sr:% ;fgﬁgé Isg;ﬁcﬂ;?uper—premium mobile phones is helping LG make an end
98 90 NISSAN 3072 3108 1% Japan [ TS/2NCe On ArEeh less df;g"rﬁ;fﬁf;;;“;ﬁf;“;; Q;;Fgf‘éif;rf;"ﬁ erviraneTenta
99 new POLO RL 3.046 New Méw us. t{}DnEi:E; jr?éliilt:r:g];??ﬁrg;ﬂﬁe?gﬁEgLSr?arﬁ?;si_mmc American fashion brand is looking
100 ~=w HERTZ 3026 New B Us. After separating Hertz from Ford, private equity owners have been slashing costs.

Travel agents and customers are worried the cutbacks could hurt service,

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, JPMargan Chase & Co., Citigroup, Morgan Stanley, BusinessWeek
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