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Total Value of the Top 100 Most Valuable US Brands

$3.81 Trillion
Increase over last year: 5% 

The top 10 account for almost $2 trillion,  
or slightly more than half the total value.

United States Top 100  
breakdown by category
% = of the Total Value of the BrandZ US Top 100
$ = Total Category Value in $US million

Category No. of brands Category value Total value %

Technology 18 brands $1,424,142 37.3%

Retail 11 brands $516,719 13.5% 

Payments 4 brands $380,698 10.0%

Telecom providers 8 brands $330,390 8.7%

Fast food 9 brands $267,070 7.0%

Entertainment 8 brands $163,295 4.3%

Banks 9 brands $145,126 3.8%

Beverages 2 brands $92,524 2.4%

Tobacco 2 brands $70,430 1.8%

Logistics 2 brands $68,983 1.8%

Travel services 7 brands $60,215 1.6%

Apparel 1 brand $53,748 1.4%

Insurance 5 brands $47,825 1.3%

Personal care 4 brands $45,006 1.2% 

Energy 2 brands $25,720 0.7%

Alcohol 1 brand $25,133 0.7%

Conglomerate 1 brand $22,055 0.6%

Transport 1 brand $21,299 0.6%

Baby care 1 brand $18,533 0.5%

Cars 2 brands $17,940 0.5%

Home care 1 brand $8,502 0.2%

Food 1 brand $8,263 0.2%

TOP 10 
by Brand Contribution
This is the measure of the influence of  

brand alone on financial value of a brand
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The US tops the world in  
brand value 

David Roth

CEO The Store WPP, EMEA & Asia 

Chairman, BrandZ™ and BAV Group 

David.Roth@wpp.com

BRANDING 
AS AN ART 
FORM

he 2020 edition of this report is the third year that 

BrandZ™ has ranked the Top 100 US brands. The 

headline is that they grew 5% over 2019, with a new 

number one, Amazon, that is worth more than a third of a 

trillion dollars, the most ever for any brand in our rankings. US 

brands are also pound-for-pound easily the most valuable in 

the world. In aggregate they are nearly four times as valuable 

as the second most valuable ranking, China’s, and they are also 

worth more than any other country’s when adjusted for GDP. 

Top US brands come from an enormously wide range 

of categories, which makes them ideal case studies for 

nearly any kind of brand looking to distinguish itself in 

the marketplace. To single out a few examples for special 

recognition, Chipotle this year has shown how a challenged 

brand can effectively respond to a crisis of confidence. 

Walmart and Target have amply demonstrated that you can 

compete with Amazon, so long as you have a thoughtful 

strategy. And smaller social networks—Instagram, LinkedIn, 

Pinterest, and Twitter—proved that a high level of Meaningful 

Difference can lead to explosive growth in brand value.

But whether you’re a global or local brand, you’ll find knowledge 

and insight in this report to help you grow your brand more 

effectively. Our Cross-Category Themes, for example, look 

at how major cultural and consumer trends are shifting 

expectations and buying power in the US. The Takeaways 

provide succinct, action-oriented recommendations for 

brands based on our expert analysis of the market. 

In addition, we have invited brand experts from both inside 

and outside WPP to weigh in with thought leadership essays 

on topics of interest to marketers today. In particular, I’d like 

to draw attention to Jen Wong, the chief operating officer of 

Reddit, who contributed a must-read piece about fostering 

communities. In addition, Kantar’s own Victoria Sakal offers 

a 12-point strategy for unlocking growth in a transformed 

world. And Jason Burby of Wunderman Thompson and 

Stephen DiMarco of Kantar contributed a fascinating piece on 

the implications of neuroscience research for marketing.
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The United States today may find itself 

at one of the most pivotal moments 

in its history. With polarized politics 

and policies, it has moved from 

being a strong stabilizing force in 

the world to one of its sources of 

volatility. But, as this report amply 

demonstrates, its brands are also 

showing their global counterparts 

how best to deal with and ride out an 

unpredictable environment.
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Bringing it all together, we present 

this rich content with stunning 

photography and a vibrant, new design 

that reflects the entrepreneurial spirit 

of the country itself.

HOW WE CAN HELP

At WPP, we create the transformative 

ideas and outcomes that help our 

clients succeed in today’s complex 

and disruptive world. To accomplish 

this objective, we bring together 

remarkably talented thinkers and 

doers from around the world. They 

provide expertise in advertising; public 

relations; branding and identity; media 

investment management; retail and 

shopper marketing; and direct, digital, 

and relationship marketing.

One of our key WPP strengths—and 

a benefit for our clients—is that when 

we say we cover the world of brands, 

that’s exactly what we mean. WPP’s 

proprietary BrandZ™ database includes 

information from over 3.7 million 

consumers about their attitudes and 

relationships with 166,000 brands 

in 454 categories across 51 country 

markets. All of this produces more than 

5.2 billion data points. 

We have assembled an extensive 

library of BrandZ™ reports and I 

invite to you access them with our 

compliments at BrandZ.com. 
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We have the data, knowledge, experience, insight, 

determination, and single-minded purpose to help you 

create the transformative ideas and outcomes necessary 

for building 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, 

David Roth

David.Roth@wpp.com

Twitter: davidrothlondon

Blog: www.davidroth.com

BRAND SELECTION CRITERIA

Our proprietary BrandZ™ brand valuation methodology 

makes the Top 100 Most Valuable US Brands 2020 the 

definitive study of brands in the country. The uniquely 

consumer-facing BrandZ™ methodology combines 

extensive and on-going consumer research with rigorous 

financial analysis. (See page 168 for full methodology.)

We gathered brand perceptions from consumers across 

the global market and asked about brands with all kinds of 

ownership structures: individual private brands, family-owned 

conglomerates, and MNCs (Multinational Corporations). We 

selected brands that met our qualifying criteria: that the brand 

was originally created by a US enterprise; and that the brand 

is either owned by a publicly traded enterprise or that its 

financials are published in the public domain. This approach 

produced a carefully conceived ranking of brands in  

22 consumer-facing categories, including cars, banks, 

apparel, technology, and entertainment. 

To learn more about the BrandZ™ valuation methodology, 

please contact: Elspeth Cheung, Global BrandZ™  

Valuation Director, Kantar. Elspeth.Cheung@kantar.com.



INTRODUCTION



onetheless, let’s take a shot. The United States is nearly 

three years into an experiment in governance unlike any 

other in the country’s history. It has a president revered by a 

minority of the population and reviled by a larger, if less passionate 

group of citizens. Egged on by news media that has long forgotten 

the difference between facts and opinions, these two sides (which 

by no means constitute all Americans) can see the same situation 

in entirely different lights. The end result is equal parts chaos and 

paralysis, with a possible impeachment looming over it all.

Luckily, the country couldn’t have chosen a better time to lose 

its collective mind. Economically, it has been on the 10-year tear. 

Today, the United States enjoys a historically low unemployment 

rate at roughly 3.5 percent. Its GDP growth may have slowed in the 

past year, but it’s still hovering around 2 percent. Venture capital 

investment is at an all-time high, with an astonishing 8,383 startups 

raising money in the previous year. 

However, all is not perfect in the state of the States. The stock 

market has largely stalled in the past year. Escalating trade wars 

are threatening a variety of sectors, and especially agriculture and 

manufacturing, which has seen a contraction in the past two months. 

Treasury yields have fallen, and in August the yield curve inverted, 

which has historically predicted a recession. In September, consumer 

sentiment fell to its lowest point of the Trump presidency. 

More interesting for brands is that rosy employment data aside, the 

median household income did not rise in a statistically significant 

way in the past year. This points to a long-term, cyclical problem 

with the American market. While more and more Americans may be 

working, their buying power has not changed appreciably for a long 

time. Meanwhile, US consumers continue to be under pressure on a 

variety of fronts, notably housing, healthcare, and education. 

Americans are also living in two different worlds. In places like the 

Northeast corridor or in the Pacific Northwest, you can find wealthy 

and middle-class cities, where families drive new SUVs to places 

like Whole Foods, where they stock up on local, organic produce. 

One hundred miles inland, people are more likely to frequent 

dollar stores and to find friends and community in local cafés 

and churches. In 22 states, including nearly all of the Deep South, 

Walmart is the largest private employer.
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Great brands thrive in 
interesting times

Welcome to the third annual edition of the BrandZ™ 

Top 100 United States Brands report. Good things 

come in threes, and brand rankings are no exception. 

The existence of three years of data allows us to make 

longer-term comparisons of what has been helping US 

brands build an astonishing amount of value.

Before digging into the central findings of this year’s 

report, however, it would be good to get caught up 

on the United States market itself. The only problem 

with that is that the country’s political situation 

is so unsettled that a single week can upend any 

generalization one might want to make.



Americans are also divided 

generationally. People over the age of 

60 are far more likely to have grown 

up white, without debt, and in a time 

of increasing optimism and prosperity. 

Younger people, by contrast, have 

grown up in a multicultural context. 

They are alarmed by global warming, 

scarred by the Great Recession, and 

facing a world in which the American 

dream of owning their own homes 

is increasingly remote. Education 

today saddles them with debts 

unknown to earlier generations. Not 

surprisingly, they are far more likely to 

be concerned about the environment, 

gun-control, LGBTQ rights, free 

college education, and similar issues 

than older people. What might 

seem alien and un-American to one 

generation often looks familiar and 

comforting to the other.

As a result, brands seeking to 

connect with valuable younger 

consumers are finding themselves 

under pressure to make bold 

statements on a variety of social 

causes close to their hearts. Many 

are proactively reducing their 

carbon footprints far beyond what 

they would legally be required to 

do. Some are embracing purposes 

that can impact their bottom lines 

in the short term but are necessary 

to prove to young people that they 

share their values. For some, like 

Nike, the choice is easy, and the 

brand has been highly supportive 

of controversial figures like Caster 

Semenya and Colin Kaepernick.  

For others, finding a voice has  

been difficult.

2020 MARKS A PAUSE

This year, however, America’s brands took a slight breather—

for them. The Top 100 rose a respectable 5 percent to 

$3.8 trillion, which was roughly double the country’s GDP 

growth. And some brands did exceptionally well. Instagram 

grew an astonishing 98 percent in brand value, the largest 

such jump in the history of BrandZ™ US rankings. In 

addition, Amazon, in spite of its already massive value, grew 

20 percent to overtake Google and Apple as the top US 

brand. This shouldn’t come as a surprise. It also sits atop the 

world rankings and is now worth more than one third of a 

trillion dollars, the most of any brand in the history of  

the BrandZ™ rankings.

A final point to notice is that in most countries a few large 

categories, notably banks and telecoms, dominate the 

rankings. Not so in the US. Top American brands come from 

almost every conceivable walk of life. Twenty-two different 

categories are represented in the rankings, from technology 

and alcohol to baby care and apparel. This shows that So, with a country divided and facing uncertainty, where 

does that leave its brands? The answer: in a very good place.

THE ENVY OF THE WORLD

The performance of US brands over the last three years has 

been exemplary. Top US brands are not only worth much 

more than their global counterparts (second place China’s 

are less than one third of their value), they also contribute far 

more to their businesses than top brands in other countries. 

Fifty-four of the top 100 brands in the world are US native, 

a number that is currently at an all-time high.  If you add 

up the total value of a country’s top 30 brands and adjust it 

for GDP, most countries fall into a predictable range. If you 

do this for US brands, they sit well above the curve. And on 

every metric of brand health, US brands rank either #1 or 

near the top. 

The immense strength of US brands has translated into 

impressive results. Over the three years that BrandZ™ 

has ranked US brands, 88 of its brands have remained 

consistently in the top 100. As a result, we can compare their 

performance over time, and that performance demonstrates 

without question the value of having a strong, meaningfully 

different brand.

They are not just rankings warriors either; they have also 

shown fantastic financial results in the real world. Their 

average brand value also grew 21 percent, which is  

massive when compared to average brand value growth  

in other countries. 

practically any brand in the United States can become a 

top brand so long as it invests wisely and establishes a clear 

Meaningful Difference in the marketplace. 

UP NEXT? WHO KNOWS.

What’s up next for brands in the world’s largest economy?  

It may be a cliché, but uncertainty is the only certainty in the 

US today. While the country used to be a powerful force for 

stability in the world, it has increasingly become a source 

of volatility. Policy can be made by tweet, a constitutional 

crisis can erupt overnight, and long-held conventions are 

trampled on a daily basis. That may make for interesting 

times, but not necessarily the right kind of interesting. 

What is certain is that barring a major financial shock, top US 

brands will likely continue to grow in value. Even if economic 

headwinds mount, their strong scores for Meaningful Difference 

indicate that they will weather the storm better than most 

and emerge faster from any downturn. Because in the United 

States, branding is not just a job. It’s the country sport.
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Top 100 
worth 
$3.81 
trillion

he combined value of the BrandZ™ Top 100 Most 

Valuable US Brands 2020 is $3.81 trillion, a five 

percent jump over last year. In total, it is comparable 

to the GDP of Germany, which is the fourth largest economy 

in the world. It is also nearly four times as valuable as the top 

100 Chinese brands, which are the second most valuable 

ranking in the world. That’s a lot of value.

AMAZON CRUISES TO #1

As predicted in this report last year, Amazon has taken over 

the top spot in the ranking with a total value of $335 billion, or 

more than a third of a trillion dollars. It did this on the back of 

a 20 percent gain for the year, which has now placed its brand 

value at roughly $30 billion more than its nearest rival Apple.

Part of the reason is that even though Amazon is large, 

it is still finding quick growth in both new and existing 

markets. Its overall revenue rose 31 percent last year, while 

in its mature North American market, it rose even more 

at 33 percent. This gain in financial value is certainly a 

contributing factor to its increase in brand value.

But brand has a role to play as well. Amazon is also the 

top 100’s most meaningfully different brand, with a 

staggeringly high score of 182. The reasons for this hardly 

needs to be explained to anyone in the markets in which it 

operates. Amazon is now at such a scale that its Prime Day 

has become an international shopping event. Its Amazon 

Prime service continues to notch impressive gains. And 

with the brand set to introduce many new innovations, 

including its first large-scale implementation of its Amazon 

Go automated stores, it seems poised to lengthen its 

lead in the coming years.

US vs. the world—not close by a long shot

T
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GOOGLE AND APPLE STUMBLE A BIT

For the first time since this ranking began, technology 

brands on average failed to grow their value as fast 

as the average brand. This is almost entirely due to 

the slight losses incurred by both Google and Apple 

which fell 3 percent and 4 percent respectively. The 

two brands are at such a scale that their slight hiccup 

managed to drag down an entire category, but there’s 

no reason to cry over them. They are both still incredibly 

strong brands and a new round of innovation could 

certainly put them back on top.

A LOOK BACK IN TIME 

Given that this is the third year BrandZ™ has ranked 

United States brands, we can now look back into time. 

Since 2018, 88 of the top 100 brands have remained in 

the rankings unchanged. Over that period of time, those 

brands have grown an impressive 21 percent, with a total 

gain of over $600 billion. This growth has occurred from 

top to bottom, with the value of the number 100 brand 

increasing 46 percent in just three years.

It gets even better than this. The pace of growth for the 

top brands over the last three years is three times that of 

the Global Top 100. And if you’re looking for an outside 

confirmation of their success, the brands in the US 

BrandZ™ Strong Brands Index have delivered a 135 percent 

higher return than the S&P 500 since November 2017.

Capital One 

2018

Chipotle 

2019

Clinique 

2020

A DIVERSE SET OF BRANDS

While the United States may be tearing itself 

apart over questions of inclusion and diversity, 

its top brands have no such problem. They come 

from a surprisingly diverse and balanced set of 

subcategories, with no sector accounting for 

more than 50 percent of the total brand value. 

This shows that nearly every kind of company 

can build a strong brand in the United States,  

and no one has an excuse for not trying.

The total value of the US T100 is increasing – the bar  

is being raised even higher (value #100 brand $Million)

Global economy

+3.7%
Top 100 global brands

+30%
Top 100 US brands

+21%

The growth rate of the top 100 US brands is more than FIVE TIMES higher  

than global economic growth (2018 - 2020 growth rates)

(November 2017 - August 2019)

Growth rate comparison

BrandZ™ Strong US Brands 
Portfolio vs. S&P 500

Value of the #100 US brand

+32%

+46% vs. 2018 #100

+10%

4472

5898

6514

US TOP 100 – PROPORTION OF BRAND VALUE BY CATEGORY (%) – A DIVERSE RANKING

MEANINGFUL DIFFERENCE

So what is driving the success of these brands? 

The answer is Meaningful Difference. The more 

meaningfully different a brand is, the more valuable it 

is likely to be both in the present and the future. Since 

2018, for example, the most meaningfully different 

brands in the US Top 100 grew their value 44 percent 

faster than the least meaningfully different brands.

US brands are also very salient, but Salience is not 

typically a factor that drives brand value growth 

and instead correlates more neatly with sales and 

revenue. It may help maintain market share in a 

poorly differentiated category, but high Salience 

and low Meaningful Difference are also a proven risk 

factor for brands. However, while top US brands are 

more salient than they are meaningfully different, 

the disparity is not enough to cause any worry.

Meaningful Difference PREDICTS brand value 

growth in the US (Brand value growth 2018 - 2020)

Most Meaningfully 

different 2018

Least Meaningfully  

different 2018

+44%

26

18

––   BrandZ™ Strong US Brands Portfolio

––   S&P 500
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Difference is the dominant factor driving financial success for 

top US brands. The reason is that brands that are different offer 

something that people cannot get elsewhere. That enables 

them not only to weather storms more effectively, but also 

charge a price premium for their services and products.

If a chart could be worth a thousand words, the one below 

would be particularly eloquent. It shows a very close 

correlation between perception of Difference and ability to 

charge a premium for products and services. At the far end 

of it, we find brands like Apple and Disney, both of which 

are both beloved and extremely proficient at separating 

consumers from the contents of their wallets.

You do not have to be a gifted analyst to discern a pattern 

in the fastest growing brands in the Top 100. Nine of the 

top 10 come from the technology sector, with Instagram, 

Pinterest, and Salesforce leading the charge. The only 

exception is fast food restaurant Chipotle, which is a 

unique story. It had fallen from public favor due to a 

foodborne illness scandal but is rapidly returning to form 

with new digital strategies.

The fastest riser by far is Instagram with a 98 percent gain, 

which is a single-year record for a brand in the US Top 100. 

Another social network gained the number two spot for 

fast growth, with Pinterest growing at 45 percent. Both of 

these are benefiting from rapid growth due to accelerated 

international penetration rates. Number three was Salesforce, 

a rapidly growing business-to-business software company.

In general, the top 10 fastest risers this year share a fair 

number of characteristics. Many are smaller highly distinct 

brands that have not yet saturated their target market. 

At the same time, most of them are cloud-based, which 

makes it easy for them to scale as new customers come  

on board.

A final thing to note is that many of these brands are much 

more meaningfully different than they are salient. Instagram, 

for example, is the 88th most salient brand in top 100,  

while Pinterest is the 96th. This dovetails nicely with 

BrandZ™ research that shows that brands with low Salience 

and high Meaningful Difference are often poised for rapid 

growth. Expect positive trends to continue for these  

brands in the coming year.

At the other end, we can find McDonald’s. As the most 

valuable US fast food brand by a wide margin, it has many 

great qualities as a brand, but its difference score is only 77. 

And no one needs to be told that with its dollar menu and 

other inexpensive options for eating, McDonald’s is not a 

place with a particularly stringent dress code.

The distinct value of difference 
Fastest risers

Rank

1

2

3

4

5

6

7

8

9

10

Brand value rank

31

72

32

81

28

34

83

29

4

21

Industry sector

Technology

Technology

Technology

Fast Food

Technology

Technology

Technology

Technology

Technology

Technology

Brand name

Instagram

Pinterest

Salesforce

Chipotle

Cisco

LinkedIn

Twitter

Adobe

Microsoft

Accenture

2020 BV

28,876

8,823

28,669

7,850

30,188

26,452

7,639

29,708

261,090

44,223

YoY %

98%

45%

40%

33%

31%

27%

26%

25%

21%

20%

A perceived point of difference 

justifies a price premium in the US

T50 – Difference and Premium
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Premium – 102
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Average Brand

Salesforce

AT&T

ESPN
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R2 = 0.62
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DO SOMETHING  
DIFFERENT

Several of the fastest growing brands 

in the top 100 this year are highly 

unique social networks. LinkedIn, 

for example, has become a global 

repository of resumes as well as 

an excellent way to reach potential 

employees and employers. However, 

established companies like Salesforce, 

Adobe, and Cisco are also growing 

their brand values at a torrid pace.  

The reason should be obvious: 

they are innovating to create new 

categories or separate their offerings 

from those of their competitors. 

GET THE WORD OUT

Today, marketers can match existing 

first-party databases with much 

larger third-party databases to find 

lookalike audiences and target them 

with communications that predispose 

them to buy the brand. For smaller 

brands, the task is simply to reach new 

audiences; for larger brands, it may be 

necessary to cross categories or find 

new audiences that can use existing 

products in novel ways.

MASTER THE BUYING 
EXPERIENCE 

The last mile of shopping has become 

a critical battleground for brands 

in the US and elsewhere around 

the world. Whether it’s to amass 

data, increase sales, or improve 

the customer experience, many 

brands are embracing direct-to-

consumer strategies or partnering 

with delivery services like DoorDash 

and Postmates. The idea is to ensure 

that you can make the purchasing 

experience as smooth as possible and 

then deliver a brand experience that 

makes people come back for more. 

The fastest growing brand in the fast 

food category this year was Chipotle, 

which, among other things, has 

greatly increased its investments in 

mobile ordering and delivery.

 Top 5 learnings 
 for marketers

DELIVER A GREAT 
EXPERIENCE

In order to grow revenue, the most 

critical part is retaining existing 

customers. An analysis of 3,907 brands 

over three years showed that those 

that retained customers above average 

grew 10 times faster than those that 

did not. As a result, the experiences 

customers have with your brand must 

convince them to continue with it. 

Many of the top brands for experience 

are known for the seamless quality of 

the services they provide, like FedEx, 

UPS, and Uber. But Pampers also 

scores quite highly on this measure, 

showing that continuous innovation in 

your core competency can be more 

than enough to keep your customers 

coming back.

FRAME YOUR  
EXPERIENCE WELL

You might think that delivering a 

great experience is solely the job of 

the innovation and customer service 

teams. But part of delivering a great 

experience is setting expectations—

and here marketing takes the lead. 

Brands can prepare customers for 

their products most effectively by 

clearly articulating who they are and 

what they stand for. But be careful. 

The experience customers have must 

match the expectations marketers set, 

or disillusionment will follow.

A recent Kantar study of BrandZ™ data, “Mastering Momentum,” showed that it is extremely difficult to grow 

market share, an important factor in building brand value, over time. Looking at brands over a three-year 

period, it found that only six percent of brands gained market share in the first year. Then, only 60 percent 

of the brands that have made gains maintained them, and only one in 10 managed to grow further. This 

growth business is obviously difficult, but, the top 100 US brands can help offer some lessons forward. 
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The sustainable 
revolution 2.0

Across the United States, single-use plastics 

have become an endangered species. While 

the federal government is doing its level best to 

eliminate environmental restrictions wherever 

it finds them, states, brands, and municipalities 

seem to be running in the opposite direction. 

The chief casualties of this war on unnecessary 

plastics are drinking straws and shopping bags, 

two major culprits in the production of oceanic 

microplastics.

Americans are becoming increasingly concerned 

about the environment. A recent study by the Yale 

Program on Climate Change Communication 

found that 73 percent of Americans believe 

climate change is happening. A similar study 

showed that 56 percent believe that the 

environment should be the top priority of the 

government. Those numbers have been on the 

rise for roughly a decade.

This has caused many brands to adopt a policy of 

doing no harm. Rather than wait for government 

regulations to enforce compliance, they are 

undertaking their own initiatives to reduce their 

carbon footprints. For example, yogurt brand 

Danone espouses the belief that if it wants to help 

people live healthier lives, it needs to promote a 

healthy planet. Every year, it releases a climate policy 

report in which it fully and transparently details its 

successes and shortcomings in its progress towards 

its goal of becoming carbon neutral. Other brands 

might do well to follow its lead.

The wellness craze 

Roughly 36 percent of Americans qualify as 

obese. While that number does not put the US 

among the top 10 nations by that measure (such 

rankings are dominated by small Pacific island 

nations), it is nonetheless ahead of every other 

Western democracy. 

But while some Americans can’t say no to a 

slab of prime rib, an equally large number of 

people are obsessed with health—and they are 

defining it in increasingly broad terms. Being 

healthy no longer means that you can pass your 

physical and don’t have any noticeable disease. 

Americans are now wearing sleep trackers, 

increasing their number of social connections, 

monitoring their mobile device usage to ensure 

digital health, and simply trying to find a sense 

of balance in a fast-moving and demanding 

world. Where a generation ago, healthy food was 

defined by the absence of certain ingredients—

like salt, fat, or cholesterol—today it’s more often 

defined by what’s put in: organic, macrobiotic, 

paleo, and so on.

The evolution of this market is creating 

opportunities for brands in all categories. Auto 

manufacturers are looking at ways they can use 

sensors to track people’s health, clothing has 

become increasingly digitized to measure fitness, 

and wearable tech has become synonymous 

with jewelry. This trend should only continue to 

accelerate as we become better and better  

at quantifying our well-being.
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Debundlers beware

For years, the go-to for home 

entertainment in the US was a so-called 

triple play package. Cable or satellite 

providers would give their customers a 

bundle consisting of a fixed telephone 

line, an Internet connection, and 200 or 

more television channels. Such packages 

would often cost more than $200, which 

led to a lot of grumbling from people 

who wondered why they should pay for 

a telephone line they didn’t need and 193 

channels they didn’t watch. They may soon 

come to regret this attitude.

Across the American media landscape, 

channels are rapidly fragmenting. Brands 

like Disney, ABC, and NBC have announced 

plans to withdraw their popular programs 

from traditional cable networks and offer 

The divided last mile  
of commerce

In New York City, long before the advent of services  

like DoorDash and Uber Eats, residents were able to  

get almost anything delivered, from meals and 

groceries to laundry and electronics. In recent years, 

that capability has expanded to many other urban areas. 

Wherever you find population density and affluence, 

you can find someone willing to deliver whatever you 

need to your door.

Move out of the city, however, and a different dynamic 

plays out. Suburban and exurban towns in the US 

typically set aside different geographical areas as zones, 

where only particular activities can occur. There are 

office parks, retail centers, and housing developments. 

An unintended consequence of this is that people living 

in these places get in a car any time they need to shop, 

work, or seek out entertainment. On any given weekend, 

the average American family typically knows when and 

where it will be on the road.

This makes them perfect customers for click-and-

collect services, which are being adopted at a fast rate. 

Walmart, for example, has attributed most of its recent 

success to the surprising growth of its Walmart Grocery 

offering. Moving forward, brands will need to account 

not only for the usual economic, demographic, and 

behavioral data that they have on their customers, but 

also the landscape in which they live. If they’re in a 

crowded American city, delivery will be on their minds. 

Outside of those areas, however, making sure there’s a 

place customers can quickly and efficiently grab their 

orders, is always a good idea.

Experience wanted 

J. Walker Smith, chief knowledge officer at Kantar, likes 

to point out one of the stranger brand pairings in recent 

years: Capital One and Pete’s, a coffee brand. Inside 

Capital One bank branches across the country, you can 

sit down and get a steaming cup of latte along with a 

mortgage application. While this may seem strange, it 

changes the entire dynamic of banking from utilitarian 

coldness to a much more welcoming and casual 

experience. The partnership seems to be doing well, 

as the two brands have announced their intention to 

expand it.

This mirrors a broader trend in which consumers have 

signaled an increasing desire for experience over stuff.  

The rationale for this is often attributed to environmental 

concerns, but it could also reflect a natural shift in 

consumer tastes. According to Smith, brands need 

to address this new reality in two major ways. The 

first is to recognize that people have less time for the 

purchasing process. They are seeking seamless shopping 

experiences, both from traditional retailers and directly 

from brands.

Equally important are traditional experiences, which 

is where Capital One and Pete’s come in. People now 

want to see, feel, taste, and interact with brands in 

surprising ways. Google, for example, has treated its 

fans to everything from an interactive hardware store to 

a Disney-style amusement park ride. As a result, even 

brands that are not traditionally considered experiential 

are finding themselves challenged to reinvent themselves 

or partner with others to deliver something more.

them instead as standalone OTT offerings. On the surface, 

this may seem like a great idea. Consumers simply pay 

for what they want à la carte. But it may also open up a 

Pandora’s Box of unintended consequences.

The most obvious problem is cost. Even though consumers 

may not have liked paying for the expensive triple play 

packages, adding these new services, which cost anywhere 

from $5 to $50, could easily be more expensive. The 

problem can be particularly acute for sports fans because 

games bounce around the networks, leaving them to have 

to maintain a bewildering array of short-term subscriptions 

just to watch their favorite teams. Less obvious problems 

include the annoyance of navigating an array of non-

standardized interfaces and the lack of support for niche 

channels that don’t command the same level of interest of  

a Disney or network.

Above all, debundling is a paradox in the modern world. 

While most brands seem dedicated to removing consumer 

pain points and friction, media players seem determined to 

exacerbate them. We’ll see how that works out for them.
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REVENGE OF THE  
BIG BOX 

While we celebrate Amazon’s 

incredibly rapid ascent to become the 

most valuable brand in the world, you 

might think that its gain is traditional 

retailers’ pain. Certainly, there have 

been bankruptcies, Forever 21 among 

them, but Walmart, Target, and Best 

Buy all posted better-than-expected 

second quarters in 2019. The reason 

is that they have dug in around things 

Amazon can’t do as well. Walmart has 

emphasized its grocery offering in 

a big way in the country, enhancing 

its shopping experience with a 

speedy and convenient click and 

collect service. Best Buy, meanwhile, 

has embraced its staff of experts 

and eliminated pain points in the 

purchasing process. Whether smaller 

players can match strategies like these 

remains to be seen, but for now the 

Amazonian carnage has stopped 

including several large retailers.

THE (SLOW) RACE TO 5G

To its proponents, 5G makes sliced 

bread look like a modest advance in 

human convenience. They believe that 

with its dense, hyper-fast bandwidth, it 

will usher in an era of unlimited content 

consumption and interconnectivity. 

And that will happen… eventually. 

However, don’t be surprised if its 

adoption is slower and less universal 

than assumed. An uneven rollout with 

competing standards certainly seems 

to be in the mix for US consumers. And 

costs for the service are unclear. The 

initial devices made for it are certainly 

not cheap, and consumers may balk 

at getting a separate data plan for their 

connected refrigerators. As the Internet 

of Things has amply demonstrated, 

merely because something has the 

potential to disrupt doesn’t mean it will 

do so anytime soon.

TALK TO ME 

The rapid adoption of smart speakers 

in the United States has been nothing 

less than impressive. At last count, 

41 percent of households in the 

country are home to one, a jump of 

nearly 100 percent over the previous 

six months. This is not terribly 

surprising. Vendors like Amazon and 

Google have made their offerings 

inexpensive and easy to use. It also 

helps that there is a larger trend in the 

marketplace towards using voice as 

primary input device. By one estimate, 

50 percent of all searches in 2020 

will be done by voice. As humans get 

more and more used to talking to 

machines, the increase in efficiency 

and convenience will make such 

interfaces irresistible. 

Takeaways

BORN TO LEAD

Taken as a whole, US brands have one 

thing in common on the world stage: 

everyone sees them as “leaders” and 

“shaking things up.” The average top 

US brand scores 120 on the former 

measure and 112 on the latter, where 

the average brand scores only 100. 

This shows that US brands have a 

distinct advantage over others if they 

are interested in trying something 

new or moving a category in a 

different direction. 

I AM A WOMAN (GAMER) 
HEAR ME ROAR

If you’re looking for a place where 

old stereotypes and recent reality 

sharply diverge, you could do worse 

than gaming. With so many people 

playing today, the traditional image of 

a gamer has long been relegated to 

the dustbin of history. Today, half of all 

gamers are women. While they may 

not play the same titles as men, they 

represent a one billion strong audience 

with money to spend. While gaming 

platforms like Twitch may seem like an 

unlikely way to reach young women, 

they may be the best way of all.
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THE BETTER WAY TO 
INNOVATE 

So, your brand is up against a handful 

of similar rivals. For you, innovation 

is all about survival and hopefully 

gaining market share. Looking for a 

roadmap to sustainable growth? A 

recent Kantar study, Innovating for 

Growth, found that it’s a great idea 

to make your entire category more 

valuable if you can. The obvious 

example of this is the iPhone, which 

took a relatively commoditized 

category and turned it into a must-

have. So, if you possess a magic 

innovation wand and can see into 

the future, try not to merely beat 

your competition to the punch with 

incremental innovation, but also  

look for ways to make your entire 

industry more valuable in the eyes  

of consumers.

WHICH WAY, APPLE?

This year something extremely notable happened at Apple: 

it released a product that was largely indistinguishable  

from the competition. The new offering was a sleek 

credit card that offered three percent cashback on Apple 

purchases. While this is nice for diehard Apple fans, it would 

be hard to imagine Steve Jobs getting up on stage and 

holding up one and saying, “And it comes with (pregnant 

pause) no late fees.” Some brand credit cards, like Amazon 

and Target, offer more cash back on purchases, while 

others, like Citibank’s Double Cashback card, offer larger 

overall discounts. Interestingly, 2020 also saw a drop in 

Apple’s brand value. It will be interesting to see if the brand 

can bounce back through its traditional strengths rather 

than foray into new categories, like finance.

THE LOW HANGING FRUIT OF PACKAGING

As more and more brands adopt sustainable practices 

(and tell their customers all about them), they may find it a 

complex business. The apparel industry, for example, has 

developed something called the Higg Index, which helps its 

member companies understand exactly how sustainable they 

are being. However, there is one area where many brands can 

make improvements: packaging. That’s because it’s a discrete 

activity whose carbon impact can be easily measured. If your 

brand bags, boxes, or ships its products, a trip to your local 

packaging consulting firm may be a good move.

TIME TO BONE UP ON BLOCKCHAIN

Distributed Ledger Technology (DLT) is certainly nothing 

new and will not transform marketing in the coming year, 

but it should be on every brand’s radar. The short reason is 

that it will likely become the backbone of the transaction 

layer of the Internet and a key technology in the secure 

management of supply chains and personal identities. A 

lot has to happen before we get there, but forewarned is 

forearmed, and understanding the development path of 

blockchain is a key requirement moving into 2020.
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WHERE ARE THE 
CHILDREN?  

In 1967 just under half of all adults 

lived in households with children. A 

few years ago, the US Census Bureau 

studied the question again and 

uncovered a dramatic shift. It found 

that 71.3 percent of all adults live in 

a household without children. The 

change has been most dramatic in 

the 25-34 age bracket. In 1967 only 

23.9 percent of people in that age 

group did not have children living 

with them, a number that more than 

doubled to 61.5 percent 50 years 

later. It’s not hard to think of reasons 

why. Faced with a variety of financial 

pressures and stagnant household 

income, young people today are 

putting off marriages and families. 

In particular, urban areas have 

become too expensive for families, 

leading them to be effectively no 

kid zones. This trend offers a variety 

of challenges and opportunities 

for brands (think adult-specific 

experiences), and at the very least it 

should serve as food for thought.

I’M A, BIG YAWN,  
NEW PARENT

Marketers used to think of new 

moms and dads as young, full 

of energy and ready to take on 

anything. Thanks to a variety of 

reasons—better medical care, 

financial pressures, and later 

marriages—men and women in the 

US are having children at older ages 

than ever before. That means one 

thing: fatigue. Interrupted sleep and 

demanding feeding schedules have 

led to parental exhaustion, which 

is now recognized as a medical 

condition. The good news is that 

these drowsy moms and dads tend 

to be more financially secure and 

willing to pay for anything that could 

help their children. The bad news is 

that they’re also stressed and tired 

out. Smart strategies for reaching 

them might include making their 

lives and purchasing paths easier.

THE HUNDRED-MILE  
RULE

In 2012, the state of Kansas, 

under the leadership of Gov. Sam 

Brownback, took conservative, anti-

tax principles to heart and vigorously 

slashed taxes. The rationale was that 

if Kansas made itself tax-friendly, 

business was sure to follow. The 

results showed otherwise: economic 

growth remained below average, 

government revenues fell, and 

schools and infrastructure projects 

lost funding. While politicians have 

pointed fingers in every imaginable 

direction for the failure, it would 

not have been a surprise to Bryan 

Gildenberg of Kantar, who notes that 

Americans’ connection to the global 

economy depends largely on where 

they live. When people live within 

100 miles of a major body of water, 

they are far more likely to benefit 

from globalism. Cross that line, and 

you are likely to be in a rural area, 

dependent on traditional industries 

like mining, manufacturing, and 

agriculture. Kansas is a landlocked 

state. While it has a friendly, tolerant, 

and welcoming culture (“Meet a 

Muslim” events are quite popular 

there), by Gildenberg’s “hundred-mile 

rule,” most of it is too geographically 

challenged to attract the talent 

needed to spark major growth.

THE PERCEPTION OF VALUE 

In the American butter market, Land 

O Lakes has long been the ruling 

brand. Go into any supermarket, 

and you’re almost certain to find 

one-pound bricks of its product 

sitting at a neat premium to store 

brands. However, recently, a new kid 

on the block has started to appear: 

startlingly expensive butter brands, 

often imported for some reason from 

Ireland. The differences in the two 

products are modest: American butter 

is usually made from cream, while 

Irish is made from slightly cultured 

cream. Does this mean that American 

palettes have grown so sophisticated 

that they can discern the difference 

between the two? Not really. 

Research has shown that consumers 

are likely to favor stores they view 

as premium, and products like Irish 

butter signal that quality, even though 

the rest of the shelf may be priced no 

differently from any competitor’s.

THE DNVB REVISITED

The inaugural edition of this report contained a section 

devoted to digitally native vertical brands, or DNVBs. These 

were a range of new disruptors that focused on delivering 

a single product or category of products, with standouts 

including Casper, Warby Parker, and Blue Apron. Many of 

them were rapidly growing with exuberant net promoter 

scores and a level of personalization that their traditional 

competitors could not hope to match. However, by now, we 

can discern a predictable trajectory of where they will go, and 

for most of them it’s not world domination. Eventually, they 

run out of customers who are willing to embrace their digital 

business model. As a result, they end up doing one of two 

things. Either they sell out to a much larger established brand 

or start appearing in traditional retail channels. At that point, 

they stop being disruptive and join the herd.

READY, SET, DOMINATE

If you want to know what young American brands are best 

at, it might just be losing money. In the second quarter of 

this year, for example, Uber managed to lose a staggering 

$5.24 billion. Its rival Lyft lost a mere $644 million. These 

mind-blowing sums of money have little to do with the 

efficiency or managerial competence of the brands. Rather 

they point to an aggressive American brand strategy that 

is reshaping not just the country, but the world at large. 

That strategy is all about reach and taking the entire global 

market by storm. At once. This requires massive amounts 

of cash, but it brings with it the promise of major returns. 

Whether these newer companies will succeed globally 

remains to be seen. But what is clear is that investors in 

these companies have a very healthy appetite for risk, 

because they see that the potential rewards are huge.
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Brand Value
US brands top $3.8 trillion
When it comes to brand value, the United States 

sits in a lofty league of its own. The total value 

of its Top 100 has now reached $3.81 trillion, 

which is almost equivalent to the GDP of 

Germany, the world’s fourth largest economy. 

Top US brands also account for more than half 

of the world’s 100 most valuable brands, with 

54 qualifying for the ranking.

Compared with other nations, US brands certainly 

deserve a bow. Out of the 14 countries for which 

BrandZTM currently ranks at least 30 brands, the 

US is by far the outlier, both in total value and 

value relative to the size of the economy. And the 

average brand within its top 30 is also nearly four 

times as valuable as the average brand from China. 

Clearly, somebody has been eating their Wheaties.

Top 5 combined value

$1.4 Trillion
36% of top 100’s value

Brands 6-50 combined value

$2 Trillion
51% of top 100’s value

Brands 51-100 combined value

$460 Billion
12% of top 100’s value

UNITED STATES TOP 100 BREAKDOWN BY CATEGORY

BREAKDOWN BY RANK

Category

Apparel

Baby Care

Banks

Alcohol

Cars

Conglomerate

Entertainment

Fast Food

Food

Home Care

Travel services

Insurance

Logistics

Energy

Payments

Personal Care

Retail

Beverages

Technology

Telecom Providers

Tobacco

Transport

Brand value 2020

53,748

18,533

145,126

25,133

17,940

22,055

163,295

267,070

8,263

8,502

60,215

47,825

68,983

25,720

380,698

45,006

516,719

92,524

1,424,142

330,390

70,430

21,299

Brand value 2019

47,069

18,691

174,300

25,426

20,931

32,218

166,644

229,497

8,220

7,356

54,105

24,936

81,649

26,607

333,493

45,285

450,440

87,823

1,366,267

326,119

97,966

21,118

YoY change

 14%

-1%

-17%

-1%

-14%

-32%

-2%

 16%

 1%

 16%

 11%

 92%

-16%

-3%

 14%

-1%

 15%

 5%

 4%

 1%

-28%

 1%

THE TOTAL VALUE OF THE US TOP 30 IS ALSO FAR AHEAD OF ALL OTHER MARKETS (IN $M)
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Categories and brands 

TECHNOLOGY

Not much to see here. Year after year, technology brands 

dominate the rankings of the US most valuable brands. 

This year, they consist of 18 brands, one less than last 

year, but still account for more than $1.4 trillion, or 37 

percent of the total value of the Top 100. Maybe the only 

news is how little in aggregate they grew: 4 percent versus 

5 percent for the entire top 100. Much of the blame can 

be laid on small drops from extremely large brands. Apple 

and Google lost 4 percent and 3 percent respectively. 

Going by the numbers, however, twice as many tech 

brands grew as fell, with the big winner being Instagram, 

which leaped 98 percent and was the fastest growing 

brand in the Top 100.

RETAIL

Retail brands had another banner year in 2019, growing 

15 percent to $517 billion in value. More than half of 

the category’s value is driven by this year’s top-ranking 

brand, Amazon, which is now worth nearly a third of a 

trillion dollars. This makes retail among the top-heaviest 

categories, with its second-place brand, The Home 

Depot, worth only one sixth as much as its first. Several 

other retailers had good years, with Walmart and Costco 

each rising 18 percent, and Target 13 percent. This reflects 

an environment in which larger stores have learned to 

compete or at least cope with Amazon. Target’s most 

recent quarter, for example, surprised analysts due to 

its strong digital growth. Retail should be an interesting 

category moving forward, as brands increasingly integrate 

their physical footprints with strong digital offerings.

PAYMENTS 

Only four payments brands make it into the Top 100, but two of 

them, Visa and MasterCard, sit in the top 10, and the category 

accounts for nearly 10 percent of the value of the Top 100. 

Payments have been in a long-term, cyclical rise as global 

consumers are increasingly seeking greater convenience 

in their transactions. This year, they climbed 14 percent, which 

for this category constitutes an off year. There was no standout 

brand in the category, however, unless slight rather than 

solid growth can be considered standing out. American 

Express grew only 5 percent, while every other brand in the 

category grew at least 15 and no more than 17 percent. 

TELECOM PROVIDERS

While telecom providers as a whole rose only a placid 1 

percent, that belies the underlying turmoil in the industry. 

Depending on the brand, performance was all over 

the map in 2019. Some, like Xfinity, rose a healthy 18 

percent, while others, like Dish Network, fell an alarming 

24 percent in value. This great diversity of outcomes 

certainly reflects what is happening in the real world, as 

these brands are pursuing a range of content, data, and 

technology strategies to keep pace with a highly fluid 

consumer environment. Whether it’s 5G, fiber, or the 

debundling of media properties, telecom providers are 

certainly living in disruptive times. Overall, they account 

for $330 billion or just under 9 percent of the total value 

of the Top 100.

FAST FOOD

Americans love their fast food, which is unfortunately 

reflected by their high rates of obesity and heart disease. 

Nonetheless, this was one of the fastest growing 

categories this year not least because it welcomed back 

Taco Bell into the rankings. The leader in the category, 

McDonald’s, remains far and away its largest brand.  

At $144 billion, its value is three times that of the second-

place Starbucks. That said, the comeback fast food story 

of the year has been Chipotle. After a much-publicized 

E. coli scandal in 2015, it grew a blistering 33 percent in 

brand value in the past year.

INSURANCE

At 92 percent, insurance was the fastest growing category 

in the Top 100 this year, though that achievement comes 

with an asterisk. To qualify for the BrandZTM ranking, 

our analysts must be able to access certain kinds of 

financial information and brand equity data. This year, 

UnitedHealthcare and Aetna, two large American 

insurance companies, were able to be evaluated for 

the first time. The former added a hefty amount to the 

category total, as it debuted at number 53, making it 

the most valuable insurance brand. While you might not 

expect it, the industry is typically a fun one in the United 

States, as brands like Geico, Progressive, and State Farm 

are well known for battling each other across the entire 

media landscape with wry and humorous advertising.

Theory in action: Chipotle

The comeback kid of this year’s 

Top 100 has to be fast food brand 

Chipotle. If ever there was a case of 

innovating out of a crisis, this is it. In 

2015, the brand, which is well known 

for local sourcing, faced a devastating 

E. coli bacteria scandal. This led to a 

downturn and by last year, the brand 

clung by a fingernail to the BrandZ™ 

rankings at #100.

Change was already in the works. In 

February 2018, the company hired 

a new CEO, Brian Niccol, who had 

previously led turnaround efforts 

at Taco Bell. Since then, the brand 

has focused heavily on innovation in 

three areas: food, delivery, and digital 

ordering. In the case of the first, the 

brand has moved nimbly to reflect 

popular trends in the marketplace.  

A good example of this is its Lifestyle 

Bowls that cater to paleo, keto, high-

protein, and other specialized diets. 

In addition, the brand introduced a 

loyalty program, in-store kiosks, and a 

partnership with DoorDash. As a result, 

Chipotle’s revenue rose almost 14 

percent in the first quarter of 2019, with 

its brand value reflecting that success 

and notching a 33 percent gain. 
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Brand 
Contribution
There are some brands that punch above their weight  
in BrandZTM rankings because they score well on a measure 
we call “Brand Contribution.”

rand Contribution is a score between one and five 

that measures the influence of brand alone on 

financial value. The Brand Contribution score a brand 

receives is the result of extensive consumer research, so 

it reflects the quantification of current sentiment among 

consumers towards a brand.

The inclusion of Brand Contribution scores in the formula 

used to generate brand value is one of the key ways that 

BrandZTM rankings are distinguished from other brand valuation 

methodologies. BrandZ is the only ranking that uses online 

and face-to-face interviews with consumers to quantify the 

place that brands occupy in people’s hearts and minds.

TOP BRANDS BY BRAND CONTRIBUTION

B

BC rank

1

2

3

4

5

6

7

8

9

10

Brand value rank

98

44

12

72

43

74

17

100

92

18

Category

Personal Care

Baby Care

Beverages

Technology

Logistics

Home Care

Payments

Personal Care

Entertainment

Logistics

Brand name

Estée Lauder

Pampers

Coca-Cola

Pinterest

FedEx

Tide

PayPal

Clinique

HBO 

UPS

Brand value ($M)

6,737 

18,533 

80,338 

8,823 

18,997 

8,502 

50,879 

6,514 

7,073 

49,986 

BC index

5

5

5

5

5

5

5

5

5

5
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At first glance, the 10 brands do not 

present a united front, though this is 

not unusual for brand contribution. 

They come from a wide range of 

categories and valuations. Some are 

among the most and others among 

the least valuable brands in the Top 

100. Several of these brands, like 

Coca-Cola, are nearly universally 

known and widely consumed. Others, 

like Pinterest and Estée Lauder, play 

to more niche audiences, which 

greatly appreciate the products and 

services they provide.

Still, as you lean into them a little 

closer, a few patterns emerge. Many 

of these brands are enablers. FedEx 

and UPS are major facilitators of 

the modern digital lifestyle, indeed, 

without their superb customer service 

and attention to detail, Americans 

would very likely not have as much 

trust as they do in e-commerce. 

Clinique and Estée Lauder are 

enabling people to look their best and 

feel confident. Among other things, 

both have led the charge for beauty 

products in providing a personalized 

customer experience. Clinique’s 

digital properties, for example, allow 

people to take skin quizzes that 

reveal their largest insecurities about 

their skin and deliver individualized 

recommendations to address 

them. Estée Lauder has produced 

numerous videos demonstrating 

how to use its makeup. Such  

efforts have not gone unnoticed  

by their customers.

Ways to win

Fill that niche. Getting the most out of your brand 

often involves fulfilling people’s needs in a way that no 

one else does. Pinterest and Instagram are both photo 

sharing sites, but they serve extremely different purposes. 

Pinterest is about discovery, finding unique and inspiring 

images that can enable people to be more successful 

in family and social life. Instagram, on the other hand, 

is more generalized in its purpose, among other things 

serving as a fashion consultant, travel guide, and virtual 

salon for its users.

Lean into history. Part of having a strong brand involves 

recognizing your heritage. Several of the top brands by 

brand contribution are historically significant brands 

that have been in American life longer than any of their 

competitors. Coca-Cola was the first cola and largely 

had its competitive field free until the emergence of Pepsi 

during the Great Depression. Tide was the first nationally 

available detergent, while Pampers can say the same for 

disposable diapers. While many brands do not have the 

luxury of such innovative starts, remembering who you 

are is never a bad idea.

Don’t neglect salience. Salience may not be a great predictor 

of growth, but you shouldn’t discount its value. Many highly 

salient brands advertise a lot precisely because they sit in 

categories that make it hard to differentiate a brand, like 

banks, telecoms, and insurance companies. In addition, 

research has shown that brands that are not terribly salient 

can see major improvements in revenue if they increase 

their scores on this measure. Many of the smaller top 

brands for brand contribution are not very salient and likely 

could see benefits from upping their investment in ads.

Be an enabler. In BrandZTM terminology, purpose is defined 

as helping people live better lives. Regardless of their 

scores in the rankings, many of the top brands for Brand 

Contribution are doing just that. Whether it’s FedEx and UPS 

championing the e-commerce revolution, Clinique and 

Estée Lauder giving their customers more confidence, Tide 

cleaning clothes effectively, or Pampers helping parents 

feel like they’re doing a good job, these brands are all 

helping people be more effective in their lives. Finding a 

sense of purpose in what you sell can make your brand 

seem more worthwhile to your customers.

Theory in action

It’s hard to remember a time when 

HBO wasn’t cool. Forty-five years ago, 

it was the first of its kind: a channel 

that played recently released movies 

and created its own content. Early 

on, its presence on cable gave it an 

inherent advantage over television 

networks: it could deal with edgier and 

more adventurous topics. However, 

it has easily retained its advantage 

over upstart rivals like Amazon and 

Netflix, even as they have tried to 

emulate its success. Part of the reason 

is its excellent curation of content. 

Compared to the 700 shows that 

Netflix produces every year, HBO 

only puts out around 15. This focus 

on quality may be risky but the brand’s 

long string of hits has worked. Though 

this year saw it retire its incredibly 

popular Game of Thrones, the brand is 

preparing several spinoffs to leverage 

the series’ magic. In an era where 

consumers are being faced with an 

increasingly bewildering number of 

OTT platforms, people have long gotten 

used to paying for HBO and will likely 

continue to do so in the future.
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The political earthquake  
in advertising

n 2010, a landmark US Supreme Court decision 

declared that no limits could be placed on political 

contributions for corporations and other organizations. 

As a result, a virtual tsunami of political dollars have 

swamped US media markets to the point that spending 

on US elections accounts for 1.5 percent of all global 

advertising in even numbered years.

Why even numbered years? That’s when the US holds 

elections for the presidency and Congress. As a result, 

US advertising numbers exhibit a strange yo-yo effect 

unseen elsewhere in the world. In even numbered years, 

growth rates accelerate, while in odd numbered ones, they 

decline. In 2015, for example, the growth rate was only 2.6 

percent, and then it ballooned to 7.9 percent in 2016, before 

dropping back to 4.2 percent in 2017.

The seesawing is even more pronounced in so-called 

“battleground” states and districts, where neither major 

political party has an advantage. In such areas, political 

media buyers generally crowd out all players in local 

inventory, resulting in a viewing and listening experience 

best described as “all politics, all the time.”

In its annual This Year Next Year survey, GroupM had 

traditionally left out political advertising, but this year it has 

instituted big changes in what it counts and why. The main 

reason is brand advertisers compete with political ones 

and need to invest their dollars effectively. And, frankly, the 

phenomenon is just too big to ignore.

Another major shaping force in US 

advertising spending is inventory. 

Marketers typically look at media 

spending from the perspective of an 

individual brand. Each brand allocates 

a certain amount of investment to 

different media: so much for print, 

so much for digital, and so on. When 

taken to its extreme, we often hear 

talk of “dollars shifting from traditional 

media to digital.” 

But advertising is not a zero-sum game 

in which one side necessarily wins 

and the other side loses. For example, 

while TV’s share of advertising spend 

globally has been decreasing, its actual 

numbers are relatively flat or rising on 

an inflation-adjusted basis. While print 

and magazine revenue is certainly 

declining, their pain does not account 

for the outsized increase in spending 

on digital. For example, in 2020, all print 

media revenue in the US is expected to 

decline by around $2.3 billion. Digital, 

on the other hand, is expected to rise 

by $17.6 billion.

A lot of digital’s gain, in fact, comes 

from its limitless inventory and changes 

in who can advertise and to whom. 

The market is adding new players and 

dollars far more than it is taking budget 

from existing ones. For example, local 

companies can now easily expand their 

reach through platforms like Etsy or 

Amazon Fulfillment, giving them much 

more incentive to advertise to a broader 

audience. We also have digital-native 

companies, like Booking.com, which 

accounts for nearly $5 billion in advertising spending per 

year—much of it based on performance marketing that 

drives more predictable business results. 

When looking at where marketers are making investments, 

TV advertising has largely been stable and even slightly 

growing in the US. This is not necessarily a sign of its 

popularity with brands, but rather with politicians and the 

various organizations supporting them. On the brand side, 

traditional TV advertisers—and especially FMCG brands—are 

under pressure for a variety of reasons. As a result, if you 

leave out politics, TV ad revenue is expected to decline a 

modest 2.3 percent in 2020. 

Digital, meanwhile, continues its torrid pace of growth in 

the country. In 2020, it is expected to grow a massive 16.2 

percent. This reflects not merely a shift to where people 

are increasingly spending their time, but also a growing 

confidence in performance marketing, as well as the new 

opportunities and business models it affords. If spending 

produces predictable ROI for a brand, you can always 

expect more spending to follow.

We are also seeing the emergence of digitally native 

brands as massive advertisers in their own rights. Google, 

Facebook, Netflix, Amazon, Expedia, Uber, and Booking.com 

all spent more than a billion dollars each globally, with likely 

somewhere near half of that in the US. Each invests heavily 

(and in some cases almost exclusively) in performance-

driven advertising. 

Meanwhile print media continues to decline both in absolute 

terms and relative to the industry as a whole. Even though 

publishers’ numbers include both offline and online revenue, 

newspaper ad revenue is expected to fall 8.6 percent in 

2020. Magazines likewise will decline 10.5 percent, with 

each now accounting for less than 5 percent of total 

advertising spending.
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Radio and out-of-home, meanwhile, have remained largely 

insulated from the broader changes in the industry. People 

still turn on the car radio as they drive to work, listening 

either over the airwaves or via services like Spotify and 

Pandora. Because of this radio’s share of advertising is thus 

expected to remain essentially flat in 2020. 

When it comes to the world of out-of-home, America is 

an odd case globally. While people overseas may get the 

wrong impression from images of Times Square or the 

faded and much photographed billboards along Route 66, 

US advertisers spend roughly half what their peers  

do globally on out-of-home. But thanks to a growing 

number of outdoor screens, this sector is expected to 

expand 8.1 percent in 2020 and make up 3.5 percent of 

total spending.

Overall, the advertising market in the United States is  

healthy and growing much faster than inflation, with an 

expected jump of 8.2 percent to $241 billion in 2020.

     

         

Source for all of the below: This Year Next Year, 2019, 

GroupM

Ways to win

In the past few years, advertisers have 

increasingly talked about choosing 

between brand and performance 

strategies. The idea is that they face 

a Sophie’s choice between following 

their emotions and building wonderful 

brands or relying on rational science 

to drive results. Increasingly, however, 

many in the performance business are 

calling for a renewed interest in brand 

investment. The reason? They think, 

quite correctly, that performance 

only works if a brand has the salience 

needed to dominate an ever more 

crowded shelf. Just as an increase in 

digital advertising dollars does not 

necessarily come at the expense of 

other media, so too performance—

which has predictable ROI—does 

not have to come at the expense 

of brand. As a result, a new set of 

balanced strategies are emerging, in 

which marketers are using advanced 

targeting and technology to drive 

results, while keeping their minds 

open for the kinds of emotional 

connections that drive up share of 

mind and brand contribution. 

Theory in action

Booking.com, perhaps more than any 

other company, shows how you can 

use the new media landscape to drive 

business. Last year, the Norwalk, CT 

company spent nearly $5 billion in 

advertising, primarily on Google.com. 

While technically, it is doing performance 

marketing not brand building, sometimes 

quantity has a quality all its own. So 

ubiquitous are ads from Booking.com 

and its local properties (in the US, that 

primarily means Kayak and Priceline) that 

they have become incredibly salient in 

consumers’ minds. But Booking.com 

may soon become a poster child for 

another major issue facing marketers 

today. Because the brand relies so heavily 

on Google for placing its ads (by some 

estimates, it accounts for 3.6 percent of 

Google’s revenue), it is at risk now that its 

host has launched its own travel offerings. 

Will Google succeed in supplanting its 

Booking.com cash cow with its own 

higher value service—or will Booking.com 

use its superior offering to turn back its 

partner and competitor? No one can be 

sure, but the situation will certainly  

make for interesting viewing.

MEDIUM

TV

Radio

Newspapers

Magazines

Out-of-home

Digital

2016

36.6

8.9

9.6

8.3

4.0

32.5

2017

33.2

8.5

8.3

7.4

3.9

38.7

2018

32.2

7.7

6.7

6.2

3.7

43.5

2019

29.7

7.2

5.4

5.4

3.5

49.0

2020

28.4

6.6

4.6

4.4

3.5

52.5

AD SPEND BY MEDIUM – THE LAST FIVE YEARS
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econ omy+
demographics

New York-Newark 

18.819M
Los Angeles- 

Long Beach-Santa Ana

12.458M
Washington, D.C.

5.207M

Miami

5.817M

Chicago

8.864M

Houston

6.115M

LAND AREA

9,147,593 km2

of which 685,924 km2 is water
US

33,027
CHINA

13,071

JAPAN

6,304
GERMANY

1,616

INDIA

1,259

8

7

6

5

2014

2015

2016

2017

2018

US France JapanChina IndiaGermany UK

4

3

2

1

0

POPULATION

329,256,465

GDP

$19.3 Trillion
GDP PER CAPITA

$64,770
MEDIAN INCOME

$61,937

Stocks value traded 2018  
(US $ Billion) 

GDP annual % growth

URBAN POPULATION

82.3%
RATE OF URBANIZATION

.95%
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Life and healthcare

Population by age

Religion US Technology usage rate

Country

               US

 China  

 France  

 Germany 

 India  

 Japan   

 UK

Per capita healthcare 
spending $USD

8,949

688

4,965

5,986

209

4,766

3,139

Life expectancy  
at birth

78.5

76.5 

82.5

81.5

69.2

84.1

81.2

Median  
age

38.2

37.7

41.5

47.4

28.1

47.4

40.5

0-14 YEARS

18.62%
Male 31,329,121 

Female 29,984,705

25-54 YEARS

39.29%
Male 64,858,646

Female 64,496,889

65 YEARS & OVER

16.03%
Male 23,489,515

Female 29,276,951

Protestant 46.5%

Roman Catholic 20.8%

Mormon 1.6%

Jehovah’s Witness 0.8%

Jewish 1.9%

Muslim 0.9%

Buddhist 0.7%

Hindu 0.7% 

Other 1.8%

Unaffiliated 22.8%

15-24 YEARS

13.12%
Male 22,119,340

Female 21,082,599

55-64 YEARS

12.94%
Male 20,578,432

Female 22,040,267

English

78.2%
Spanish

13.4%
Chinese

1.1%
Other

7.3%

Internet

90%

Smart phone

81%

Smartphone,  
no broadband

17%

Tablet

52%

Home broadband

73%

Mobile phone

73%



INNOVATION & 
EXPERIENCE



n reviewing Mary Meeker’s annual deck on the state of 

the Internet and the digital world, we were struck by how 

frequently Meeker’s data and observations resonated with 

the four key pillars of IRG that deal with business strategy—what 

companies do and why they do it. Below are a series of 12 

observations organized around those 4 key pillars:

1. HUMANIZING GROWTH. Outperformers can see the  

people behind the numbers, both in the market and within  

their organizations.

2. TAKING AN ABUNDANT MARKET VIEW. Outperformers better 

define the market in the context of an enormous opportunity, 

and behave accordingly, instead of resting comfortably with 

high market share in a narrowly defined category.

3. MANAGING MULTIPLE BUSINESS MODELS. Outperformers 

are comfortable with different economic and operating 

models driving success.

4. EVOLVING EXPERIENCES. Outperformers realize that their 

products and brands are dynamic and continuous  

experiences, not static deliverables, and that consumer 

preferences around engagement are ephemeral and  

ever-changing, not one-size-fits-all.

The recommendations below serve as a strategic compass to  

help navigate the thousands of data points, hundreds of slides,  

and dozens of topics Meeker outlines in her work. 
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I

Real growth in the 
Meeker-verse:   
a dozen thoughts on 
strategy in today’s 
transforming world

Last year Kantar led a major WPP/industry initiative 

studying growth at the C-suite level across 73 

geographies and multiple industries. Through this 

effort, now known as the Institute for Real Growth 

(IRG), we discovered seven key principles of companies 

that are outperforming the market and achieving real 

and sustainable topline growth.

VICTORIA SAKAL

Associate Director

Kantar

Victoria.Sakal@kantar.com 



Growth is harder to find, but the role 

and importance of insights are clearer 

than ever to turn the raw material of 

data into human understanding.

We know that growth is harder to find 

and that unlocking the digital ecosystem 

is an important part of finding it. IRG’s 

research- and results-backed insights on 

the proliferation of new approaches and the 

returns generated by Humanized Growth 

shed critical light on the evolving role of 

data for winning business.

Indeed, we now turn to more digital data 

and insights for improving CX. But growth 

leaders are 15 percent more likely to be 

focused on the people they serve than 

underperformers—and, they are thinking 

beyond CX to embrace HX, the human 

experience. Their data is more human and 

whole-brained than ever, encompassing 

everything from cultural and societal 

context to psychographics to get deeper 

insight. They are basing their strategies 

around the “who” and “why” behind the 

“what” (instead of the myopic historical 

focus on pure demographics). As Kantar 

CEO Eric Salama noted at Cannes, 

“Data and insights are at the heart of 

everything—every single advertiser 

wants a data-driven and insight-driven 

marketing platform.” Indeed, since 2014, 

leading holding companies have spent 

over $12 billion to acquire partners 

and expand their big data capabilities. 

But mastering the data and having a 

relationship with the people behind it is 

incredibly important. If data is “the new 

oil,” insight generation is the refinery: 

the process that turns sticky, overly-

abundant, often useless goop into the 

fuel that powers the world. 

Privacy concerns continue applying pressure—but are 

waning as the value exchange becomes clearer and 

protective forces emerge. 

Oil isn’t just useful, but dangerous, as anyone who owned 

a TV in 2010 can attest, when footage of oil spilling from 

Deepwater Horizon into the Gulf of Mexico ran for months, 

can attest. Kantar’s 2019 MONITOR research finds that 

in a list of values measured by importance, privacy (e.g. 

keeping my personal life, data, and information concealed) 

was rated as extremely or very important by 78 percent 

of Americans. When ranked against all 40 values, privacy 

was fourth only to honesty, family, and authenticity. Still, 

Kantar’s Brand & Marketing Chief Knowledge Officer 

J. Walker Smith observes that privacy is a negotiable 

commodity. People have always been willing to trade 

privacy for a price, but what’s happened recently is that 

companies have taken advantage of the situation, and 

consumers are increasingly informed and pushing back. 

It has been assumed that winners in the marketplace will 

know more about their consumers than anyone else: 

perhaps the purpose of data in a privacy-balanced world is 

to present companies in such a way that consumers know 

them better, and will willingly invite them into their self-

defined and deeply human worlds. 
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At 15 percent of retail sales and a faster pace of 

growth than the rest of retail, e-commerce is surely 

growing—but also slowing.

Kantar Retail Division’s Chief Knowledge Officer 

Bryan Gildenberg observes that e-commerce is a big 

change more than a fast one. Its growth is linear, not 

exponential, and continuous over the long-term, not 

a short-term phenomenon. Its growth is also relatively 

slow: as a share of market, e-commerce gains about 

1-1.5 percent market share of retail every year. Forecasts 

from Kantar’s Retail Division find that while overall US 

retail is growing at 4.4 percent a year and brick-and-

mortar at two percent, online is growing at 14 percent. 

Importantly, Gildenberg explains that about half of all 

US online growth will come from Amazon, and most of 

the rest will come from .com arms of brick-and-mortar 

operators. Unsurprising, considering that no company 

behaves more abundantly than Amazon. They never 

talk about being 50 percent of US e-commerce; they 

describe themselves as being less than one percent of 

total global retail.  

Gaming may very well be the most underrated 

consumer of human attention in today’s world—and as 

a big market with critical social elements and a lot of 

opportunity, retailers can learn something from it too.  

According to MONITOR, only 17 percent of the US 

population was playing video games in the 1990s; in 2018, 

that number more than tripled to 60 percent of Americans. 

This phenomenon extends beyond the stereotypical gamer 

profile, too—especially on mobile, where data shows 74 

percent of mobile-only gamers are female. And while 

MONITOR finds that 40 percent of gamers are millennials 

and 82 percent of sub-40 Americans are gaming, this has 

increasingly cross-generational implications on audience 

development, as aging gamers pass along the tradition and 

nurture the next generation of loyal players. MONITOR 

data shows that 53 percent of all sub-40 gamers watch 

others play video games through live streaming, regardless 

of whether they themselves play video games—they’re 

interested purely for the entertainment! The power of 

gaming goes beyond player volume and the games being 

played to the depth and intensity of engagement, so much 

so that the World Health Organization now recognizes 

“gaming disorder” as an official disease.  

Kantar’s gaming expert Mike Carlucci also emphasizes that 

“Amazon-owned Twitch, the most notable platform in this 

space, has emerged not just for entertainment, but also as 

an intimate and authentic environment which has very real 

implications for shopping—especially since people who 

are perceived as peers have real influence over shopping 

decisions.” Virtual gamer friends are the next genre of 

Instagram influencers. In part because 64 percent of gamers 

are willing to watch videos to get rewards out of and even avoid 

paying for their games, these platforms are slowly becoming 

more shoppable. Kantar e-commerce and omnichannel 

retail expert Meaghan Werle highlights Amazon Blacksmith, 

in which players can detail their product recommendations 

(all shoppable through Amazon) in true influencer fashion. 

She also speaks to Amazon’s incorporation of Twitch into its 

Prime Membership. By tapping into the platform, it builds 

familiarity with and affinity for the Amazon ecosystem, and a 

relationship with the next generation of spending power. 

Twitch’s 2019 purchase of social networking platform Bebo 

speaks to yet another opportunity for gaming. In a genuine, 

human-centric insight, Carlucci points to data that shows 

that gamers are actually more social than non-gamers. 

This suggests that bringing these communities together 

and creating a social experience, whether through physical 

opportunities with gaming cafes or otherwise, offers 

huge opportunities for brand partnerships. But Carlucci 

warns that an understanding of the unique profile of this 

audience is critical for ensuring campaigns and integrations 

resonate. As already seen by Red Bull’s strong and highly 

relevant integration into this powerful global community, 

brands well-versed in this world and authentic in how they 

present themselves on these platforms have potential for 

great success. It remains to be seen how EA’s new cloud 

streaming platform Project Atlas, Sony’s newly-acquired 

Insomniac Games, Google’s Stadia service, Microsoft’s 

Project xCloud streaming service, and even Apple Arcade 

will fare in a world where the Fortnite World Cup now exists, 

and the esports segment now rivals the NFL and NBA.
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Healthcare is steadily becoming more digitized, 

democratized, consumerized—and even 

Amazonified.  

Healthcare is facing a sea change with the creation 

of transparent marketplaces for access, the onset of 

live and ongoing data on behavior, and the treatment 

of chronic conditions in new ways, like through 

PillPack’s bundled prescription renewal service (Pillpack 

is also owned by Amazon). With this sea change 

comes an increased ability to leverage wearable 

data to understand patient experiences, inform 

communications and the development of support and 

wellness programs, and identify other unmet needs—

especially as relates to content and engagement with 

care providers. To help providers capitalize on this 

massive opportunity, Kantar’s Health division recently 

introduced a breakthrough approach to real-world 

data analytics with Claritis, which links patient-reported 

outcomes data and clinical data to build on the growing 

role of patient input in healthcare decisions. 

This isn’t surprising when considering Amazon’s 

entrance into the space. Kantar’s health, wellness and 

drug channel expert Brian Owens predicts this means it 

will only be a matter of time before meaningful solutions 

that align with customers’ preferred way of doing things 

emerge, since that’s Amazon’s modus operandi. He also 

sees this move pressuring competitors to concentrate 

less on profit and more on patients. All of this, combined 

with three companies from three vastly different 

industries (Amazon, JPMorgan Chase, and Berkshire 

Hathaway) uniting to form Haven Healthcare, confirms 

that there’s a massive need to transform healthcare today. 

There is also high demand among shoppers for health-

related products and services, and a very real opportunity 

for more than the traditional establishments to play in—

and transform—this space.
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Seven out of 10 of the world’s most valuable 

companies by market cap are tech companies—and 

US and China dominate.

The 2019 BrandZ™ Top 100 Most Valuable Global 

Brands ranking confirms this, with all but seven of the 

Top 100 Most Valuable Global Brands coming from 

the US or Asia (Chinese brands hold 15 of the top 100 

places). The same holds in the Top 20 most valuable 

Technology brands ranking, where all but one hail from 

the US or Asia. Further, four of the nine newcomers to 

the Global Top 100 are tech brands, and Technology 

was the most-represented category among the Top 

20 Risers in YOY brand value. However, the ranking 

also contextualizes Meeker’s commentary on the 

prevalence and risks of privacy abuses and regulatory 

pressures: the data shows that the combination of 

these two forces is hindering the growth of Technology 

as a category, which grew only 4 percent YOY vs. 28 

percent year prior. It also reinforces that the size of 

technological change rather than the speed is the 

fundamental challenge for legacy companies adapting 

to this new world. 

The power of data is not bound by business model, 

platform, or even geographic boundaries—data, in all 

its many forms (digital, analog, and even qualitative), 

is still the hybrid oil powering today’s fastest growing, 

quickest innovating, and most successful companies, in 

the US and beyond.

BrandZ™ finds that where Western companies have 

an advantage in appreciating the emotional power 

of brands, Chinese brands have an advantage in 

understanding the power of data. For instance, Meituan 

is a massive ecosystem of services rooted in last-mile 

logistics that uses residual data and forged relationships 

as it expands into other services strategically marketed 

to shoppers. Its debut on the BrandZ™ Global Top 100 

for the first time this year reiterates China’s leadership in 

providing online-offline customer experiences, including 

rapid delivery and cashless payment. E-commerce 

behemoth Alibaba, (ranked #7 in the Global Top 100) as 

well as Xiaomi (#74) and Haier (#89) with its IoT ecosystem 

are among a host of other Chinese brands perceived as 

being innovative and cutting edge by young consumers 

all over the world.  

Gildenberg also comments on the supply chain and 

business model implications of this data-driven ecosystem 

approach, noting that models that outsource the last mile 

are getting more sophisticated and complex, and that 

finding multiple revenue streams to optimize cost, as well 

as consolidating deliveries across multiple platforms, is 

increasingly key. He predicts that proprietary ownership 

of the last mile won’t make sense for most retailers; 

therefore, these emerging providers will increasingly be 

 a critical part of the omni-channel ecosystem,  

particularly in markets where there are so many small  

and traditional retailers and restaurants like China, 

Indonesia, and Latin America.

The Internet isn’t just impacting 

what content and ads we see, it’s also 

impacting what we do—specifically, 

how we buy, and how we work.

HOW WE BUY 

Smith points out that power of on-demand 

lies within the convenience factor and 

removal of inefficiencies (the most 

important driver of consumer demand), 

the change in pricing models, and a shift 

in operating economics—that is, time 

and attention—all of which are difficult 

for companies to pass along as higher 

costs to consumers despite the benefits 

delivered. Indeed, MONITOR data show 

that consumers’ use of an on-demand 

transportation service grew from eight 

percent of the 18+ US population in 2015 

to 32 percent in 2018, and that of non-

traditional hotel rooms like Airbnb from 

16 percent to 23 percent. While growth is 

clear, Smith suggests that cannibalization 

effects have yet to be broadly felt in legacy 

industries. That is, while taxis have taken 

a hit, demand for buying a car or staying 

at a hotel have not dramatically waned. A 

key consideration is whether this tipping 

point will ever happen—or, if on-demand 

vs. traditional options is not necessarily a 

binary trade-off. He also highlights that in 

this space, much like in advertising where 

reach can often mistakenly be prioritized 

over life-time value, number of trips or 

number of orders is a more telling KPI than 

number of customers, as the former is 

where revenue decidedly comes from. 

HOW WE WORK

Similar nuances and complexities exist within the 

now-prevalent gig economy. The measurement of this 

sector presents two key challenges. First, Gildenberg 

highlights ambiguity around how gig workers report their 

employment status, and therefore the impact it is having on 

unemployment. Unclear definitions around this new format 

of work could shed light on why US unemployment is so 

low without wages skyrocketing; marginal new jobs closed 

to full employment being created in a transparent, dynamic 

labor market could explain why price pressure hasn’t 

translated into the broader market. And while MONITOR 

research finds that 16 percent of the US population has 

worked as either an independent contractor or a freelancer 

over the past year, this confirms side gigs more than 

the bona fide gig economy, a very different notion. The 

MONITOR data indicate that this type of work is the main 

source of income for 40 percent of those 16 percent, so less 

than 7 percent of the total population, and attempts to 

quantify it by economists and others are inconclusive.



Underpinning freemium’s success is the power of 

knowing what customers actually want, and the 

discipline to smartly leverage and act on data—

attracting them initially, but also forging stronger, 

happier, more personal relationships with them  

over the longer-term.

Spotify’s Barry McCarthy’s observation that 

investing in a better user experience is among the 

highest ROI strategies, given its ability to translate 

to recommendations (and therefore virality) and 

conversion, is validated by looking at three fast-rising 

categories in BrandZ’s 2019 Global Top 100: retail, 

fast food, and entertainment. Each is pursuing data-

driven improvements in CX and personalization, with 

companies like Chipotle in particular benefitting from 

the increased convenience. The 98 percent YOY growth 

of this year’s fastest-growing brand, Instagram, was 

also driven by positive customer experiences. Though 

not a freemium model (it monetizes through data 

rather than user payment), the platform leverages its 

data sophistication and audience interests to evolve 

the product and deliver an ever-improving—and 

recommendation-worthy—experience. It’s important  

to note that the variable tech capacity available  

through cloud computing is directly tied to the rise of 

freemium, as this allows new business models to  

focus on designing the experience without needing 

to worry about the fixed cost of the infrastructure to 

support that experience.  
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When it comes to digital advertising best practices, 

Meeker’s recipe for Ad Share Gain becomes even 

stronger with a few additions: targeting tools, 

context-driven creative and relevance-driven 

relationships all power conversion in commerce.  

Kantar media and digital expert Tristan Gaiser provides 

critical context on the best practices behind each 

component of Meeker’s ad share gain driver equation. 

Better targeting is achieved by leveraging new tools that 

connect advertiser insights (segmentation, campaign 

measurement, etc.) with programmatic audiences for 

real-time optimization. When developing new creative, 

success across all forms of digital advertising requires 

tailoring creative to the content (display vs. video) 

and device (mobile vs. PC) in question—but also the 

context (traditional digital, social, native). This is critically 

important because creative best practices differ across 

each of these areas, based on differences in user 

mindsets, demographic groups partial to each, and, of 

course, the ad-receptivity problem endemic to digital, 

particularly among younger viewers. Kantar’s Digital 

Creative Best Practices research finds that high relevance 

and conversion in commerce are strongly related. 

However, Kantar’s Getting Media Right research finds that 

nearly a third of advertisers and media aren’t confident 

they understand the impact of context on creative 

executions. Interactivity, offers, and calls to action, when 

effectively integrated with the right digital ads, enhance 

behavioral response, brand outcomes and business 

impact around digital campaigns, but with many currently 

missing the mark, the game is yet to be won.

Images aren’t just the foundation of 

communication—they’re the key to commerce,  

and e-commerce especially.

Deepak Varma, Kantar’s Global Head of Neuroscience, 

cites troves of research, data, and specific campaigns that 

demonstrate that powerful storytelling creates genuine 

empathy and emotional response. A recent study found that 

even among ads considered universally enjoyable, those 

with a storyline generated more positive facial reactions—

an implicit response, indicating a deeper emotional 

connection—than more inspirational, vignette-style ads. 

This theme extends beyond campaigns to entire channels: 

Gildenberg notes that Google’s struggles with e-commerce 

stem from it being above all a “words” company not an 

“images” one. He suggests that this is precisely what makes 

Instagram and Pinterest more interesting e-commerce plays. 

They already know how to sell visually; their design and 

experience challenges lie in enabling a transaction. 

Mobile has passed TV in terms of  

non-de-duped hourly usage and  

percent of advertising spend: the  

world has gone vertical as less media  

is consumed horizontally.

When it comes to growing Internet 

ad spend and where dollars are being 

allocated, Kantar’s Media expert Jon 

Swallen explains that marketers are 

directing more resources towards lower 

funnel activities (e.g., consideration, 

purchase, loyalty), which benefits digital 

advertising. Paid search is the leading 

digital ad format, accounting for about 

45 percent of US digital ad spending, but 

Google’s dominance in paid search is being 

challenged by Amazon. Nearly 50 percent 

of all product searches begin on Amazon, 

enabling Amazon to sell ads against these 

queries. Furthermore, the company is 

inserting competitive ads for its own private 

label brands into search results as it tries 

to win consumer purchases and expand its 

monetization of e-commerce traffic on the 

Amazon platform. 

In terms of next-generation digital interface, 

Kantar’s Futures expert Jeff Howanek 

corroborates Meeker’s observation that 

connected devices and voice are on the 

uptick. But he notes that while Amazon Echo 

ownership and skill totals are experiencing rapid 

growth, the broader marketplace potential 

of smart speakers and digital assistance is 

still largely untapped. Most of today’s skills 

are for completing basic tasks, and purchase 

behavior on these platforms still lags. When 

the technology—particularly natural language 

processing—reaches its tipping point, voice 

will quickly become a powerful and disruptive 

access point to the marketplace with a new 

set of rules for marketers. 

… but this digital media diet may have reached its peak 

as concerns surface and cutting back commences.

When it comes to concerns about Internet usage overload, 

the critical element behind this phenomenon is how that 

overload is manifesting with consumers. Howanek cites 

extensive trends research that shows they’re not reacting to 

over-usage by disconnecting, they’re taming digital—rewiring 

and recalibrating their relationship with technology to better 

coexist with it, not reject it outright or be subordinate to it. 

The result is a reenergized appreciation for the analog—for a 

marketplace which operates at human scale, and how it can 

work in tandem with digital technology to fit more seamlessly 

into our lives. Smith often refers to the digital world as a tool 

that allows brands to operate at “Human Scale.” As this trend 

confirms, reinfusing flesh and blood back into phone-screen 

centric experiences is increasingly instrumental for doing so.  

IN CONCLUSION 

The smash musical Dear Evan Hansen has a signature song 

titled “Waving Through A Window” that captures the isolation 

that the digital world, unaccompanied by genuine human 

contact, can foist upon someone today (it refers to people “tap, 

tap, tapping on the glass…while I’m watch, watch, watching 

people pass”).  Brands and marketers need to harness Meeker’s 

world, not be swept away by it, and use the tools at their 

disposal to create human connections that matter. 
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EXPERIENCE IS 
THE OXYGEN 
OF MODERN 
RETAIL

of algae and bugs. When talking 

about the company’s experimental 

cookbook, Future Food Today, Space 

10 cofounder Simon Casperson told 

Forbes, “You can try and predict the 

future, but the people who envision 

it often shape it. Let’s dream about a 

future we want to live in and pull the 

present in that direction.”

Taking Casperson’s words to heart, 

we can survey the current retail 

landscape and see that the best 

brands are dreaming big by engaging 

with their customers’ values. These 

brands are sustainable, ethical, 

personalized, and efficient. 

We love running shoes, and we love 

the planet. Now we can run in Adidas 

Futurecraft shoes. Made from a single 

material without any glue, they are 

100% recyclable. 

We live in a city but want deep 

experiences of nature. Now we can 

rent—not buy—snowshoes from REI. 

And we can get a discount on the 

rental along with different packages of 

outdoor adventures by joining the REI 

Co-op for a single fee of $20. 

Consider Glossier’s meteoric rise. On Instagram, the 

company defines itself as “a people-powered beauty 

ecosystem.” And lest we forget what that means, they added 

a catchphrase, “Skin first, makeup second,” with an emoji 

directing us to the company’s website. Why get caught in 

the foot traffic of 5th Ave., when you can refresh your lipstick 

collection from the comfort of your couch? A bonus is that 

Glossier actually cares about your skin. Just look at their feed, 

where a representative directly responds to each comment, 

inviting Glossier’s followers to DM them with any concerns. 

By one estimate, seven out of ten millennials today actively 

consider company values when making brand choices. But 

how does a company effectively communicate its values 

except through experience? Experience allows brands to 

communicate authentically, while staying in sync with the 

consumer’s values and needs. 

Ikea’s Innovation Lab, Space 10, for example, is connecting 

consumers with sustainable values through the experience 

of food, including offering recipes for meatballs made out 

Stores are dying in the US every day. In 2019 alone, 

more than 7,500 stores are expected to close; and by 

2026, more than 75,000 stores will have shut their 

doors. In the midst of this so-called retail apocalypse, 

everyone is trying to predict the future of retail. How 

can we sell without stores? 

And while we’re out there in the wild, we don’t have to wear 

a brand new jacket—we can buy a used one from Patagonia, 

the ultimate way of saying thank you to Planet Earth. But, if 

we do buy a new one from North Face instead, we can still 

earn points toward a hiking trip in the Himalayas. 

What if cosmetics stores spoke to products and usage with 

the depth of knowledge of a dermatologist? SK is pioneering 

this experience. What about a 3-D printed customized facial 

mask? Neutrogena has offered that. Or perhaps we just want 

a quick, free makeover from Sephora. We can join VIB Rouge. 

Or maybe all we really want is to spend quality time with our 

pets. We love our dogs and want to see how their food is 

prepared, just as much as we want to sit at the chef’s table in 

a five-star restaurant. Plan a trip to Petco.

These companies are building brand equity through 

experience. They use their stores as arenas for connection.

In this rapidly shifting era of digitalization and AI, experience 

has become our new social currency. Experiences are what 

we remember and what we share with the people we love. 

Experiences are what bond us to one another and to the 

brands that deliver them. In the current landscape of retail, the 

ways we think about and activate experiences will continue 

to evolve. As Amazon’s Jeff Bezos once said, “Customers are 

always beautifully and wonderfully dissatisfied.” 

Only the brands that understand this and act on it will 

continue to thrive. 

As WPP’s end-to-end Creative 

Commerce Agency, we put 

people at the heart of what we 

do to deliver engaging new 

commerce experiences 

everywhere commerce 

touches lives.

www.geometry.com
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LOYALTY  
ISN’T EARNED 
FROM THE 
SIDELINES

spotlight over perceived failures to use 

their platforms to protect democracy 

and promote social good. 

Cosmetic brands Tarte and 

BeautyBlender faced backlash for 

releasing product lines that failed to 

reflect diverse skin tones. Companies 

from every industry have felt the 

wrath of public opinion over their 

carbon footprints. When 21 percent of 

consumers are willing to permanently 

walk away from a brand based on 

conflicting beliefs, that can have a 

major impact on the bottom line. 

Companies can no longer treat 

corporate social responsibility (CSR) or 

environment, social, and governance 

(ESG) as separate entities from their 

business strategies. Brands that stand 

on the sidelines risk public rebukes 

and negative impacts on their profits. 

But those willing to actively invest in 

making social issues a part of their 

corporate story have an opportunity 

to win the long-term loyalty of today’s 

consumers for years to come.  

How can brands make this shift? 

The investment is worth it:

• 52 percent of customers said that knowing a brand shares 

their values and stands for something beyond profits is a 

key reason they would buy from one brand over another.

• 62 percent of consumers want companies to stand up 

for the issues they are passionate about.

• Nearly 70 percent of consumers actively consider 

company values when making a purchase.

Failing to meet these expectations can be costly. Since the 

end of 2016, the public has dragged major tech industry 

giants like Facebook, Twitter, Google, and YouTube into the 

The last five years have seen a rapid change in the 

role US consumers expect brands to play in our 

society. They see the state of our current political 

and social environment and expect all sectors of our 

society to take action. They expect business leaders 

to shape and drive solutions for the problems that are 

plaguing society, including everything from literacy 

and sustainability to human rights, immigration, trade 

relations, gun control, and gender pay equity. They 

even insist that companies intertwine shared values 

and social action with their products and services, 

expecting significantly more from brands than ever 

before in exchange for their loyalty. 

TAKE A STAND ON ISSUES AUTHENTIC TO YOUR  

BRAND AND EXPERTISE

Today’s consumers are looking for brands that are willing to 

lead on big issues. Leadership requires more than a one-off 

press release or donation—it requires expertise, a sustained 

focus, and a strategy to meaningfully address the issue.  

 

Tackling issues that leverage your existing products and 

expertise is a good way to make a meaningful impact—and 

remember, an issue doesn’t have to be controversial for your 

work to be meaningful. 

Let’s use Microsoft—BrandZ’s 4th most valuable brand 

in the world—as an example. For decades, the company 

has invested millions of dollars to address issues like 

cybersecurity, education, and software and service access 

for nonprofits and developing communities—and its 

expertise has made a measurable, meaningful impact.  In 

the past few years, Microsoft has also taken a public stand 

on the immigration debate, one of the most contentious 

issues in our society. The brand has drawn on its experience 

as a major employer of immigrants to advocate for reforms 

and offer legal aid and guidance to its employees. 

Whatever issue you choose, make sure it is consistent with the 

heart of your brand and business—and can integrate across 

your business functions. In an age where information is easily 

accessible, if your internal culture, supply chain, or public 

affairs contradict your values, your customers will know.

CONSIDER YOUR EMPLOYEES

So, you’ve established your values and taken a stand. Now what? 

Your employees can be your biggest advocates, but also your 

biggest detractors. Be open and honest with them, and ready 

to explain why and how this issue fits with the company’s future 

goals. Not every single one of your employees will be on board 

with your decisions. However, providing an outlet to engage and 

even disagree with the C-suite sets a tone of respect that can 

help win over doubters or limit the number of detractors.  

In a contentious and divided political and social 

environment, it can be easy for businesses to want to  

remain silent and stay on the sidelines. While this might 

seem like the safest option in the short term, it forfeits 

the long-term benefits of winning the customer loyalty 

of today’s consumers. Smart brands that want to set 

themselves up for future success should use their existing 

expertise and investments to develop real, meaningful 

solutions to the problems in our society. 
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THE RISE OF 
PERVASIVE 
PERSONALITY

TIER 2 – DISCERNABLE PERSONALITY

These brands have a discernable personality but one that’s 

only felt in above-the-line communications. Such a brand 

can be exciting, but it can also cause serious disconnect 

when a person dials a call center and the interaction feels 

totally different. If that happens, this kind of personality can 

be borderline counterproductive.

TIER 3 – PERVASIVE PERSONALITY

This kind of brand is magic. It’s pervasive and persuasive.  

It starts conversations and finishes them too. Its personality 

is delivered across communications, experiences, and 

even people. When the whole brand is shaped around the 

personality, customers take notice and find themselves 

reflected in it. That drives brand value and loyalty—and 

creates a brand tribe.

Pulling back a moment, the topic of personality and voice 

is pretty buzzy these days. Everyone feels like they need a 

virtual assistant and, gasp, what should the voice be and 

what should it be called? This is important but really just a 

component of your brand’s personality. Brand personality 

is more than voice (it’s more than verbal for that matter) 

both in terms of both written and spoken words. It’s a 

real, hyper-specific personality that you can inhabit. It is 

delivered through behaviors, not attributes. It’s the way your 

people show up at meetings. It’s also the interplay of your 

personality in content, design, and context, which is truly 

where it sings.

I know this sounds great, but how do you do it?  

Here are a few steps to get started:

MAKE IT COLLABORATIVE, MAKE IT FUN

We are a workshop-driven agency, and this is definitely 

one of the most fun workshops we do. You gotta try it. We 

engage leaders in everything from what kind of celebrity or 

profession the brand acts like on our best day to how it tastes 

and smells. I know that sounds kind of crazy, but it really 

works and it’s a blast. Is your brand more Lego, architect, jazz 

musician, or cold mountain air? We’ll help you figure it out. 

Somewhat amazingly, one of our clients recently found that 

three separate groups of their senior leaders independently 

determined the brand should feel like a mashup of whiskey 

and Skittles. Kind of weird, but there is a lot to love there. You 

can’t tell me they didn’t have fun doing that.

BE AS SPECIFIC AS POSSIBLE

We recently realized that the optimal personality of a 

financial services client was an executive chef. That’s so 

beautifully specific and inspiring. Just think of the behaviors 

of executive chefs. They have a vision but sweat the small 

stuff. They bring a piece of themselves to everything 

they offer. They know what you need before you need it. 

Behaviors make this so much more real and, honestly, are 

just more useful than a list of attributes.

BUILD IN THE RIGHT AMOUNT OF FLEXIBILITY

You simply can’t have the personality dialed up to ten all the 

time. That’s why we think about it in modes and build it to 

flex depending on what you need it to do. Think of it this 

way: I’m Vincent at work, Vin with my family, and Vinnie with 

my childhood friends, but I’m still the same person in each 

case. I’m just tweaking how I deliver myself. Working with that 

same financial services client, their team needed to engage 

with individuals, small businesses, and enterprises, all in very 

different ways. So, we built guardrails around modularity 

into their voice. No matter how the brand interacts, it is an 

executive chef, but it can be so in different ways.

CREATE A COMMUNITY AROUND IT

Training isn’t a new concept, but it’s super important. On 

top of it, however, we layer in an ongoing assessment of 

how the brand personality is being used along with global 

scorecards that can tell us how we are doing. The critical 

thing here is enabling people to create the personality 

together and then setting up the platform and opportunity 

for them to connect and share when it’s going great or 

otherwise. One client even created a private social media 

channel with us to share and comment on work. This drove 

both momentum and a conversation with groups of creators 

who had formerly never met.

Pervasive personality can clearly deliver a lot of value. It’s 

creating a touchstone for every way in which your brand 

engages with consumers that gives them something real to 

latch onto. It’s delivered through behaviors, collaboration, 

and hard work, but can be your real differentiator. Honestly, 

it’s often something newly codified but was actually there the 

whole time, a latent source of immense value and excitement.

So, I guess the question is...do you have a  

pervasive personality?

Today, “how you do it” is more important than ever—and 

also the true connection between brand strategy and 

business strategy. It’s the intersection of the value brands 

create and how they actually prove it through action.  

That’s the sweet spot that we at Superunion call  

pervasive personality.

Personality used to be defined in a ton of different ways, 

but we’ve endeavored to define it in a way that helps brands 

figure out exactly where they are and where they need to 

go. It’s as simple as an ecosystem consisting of four tiers.

TIER 0 – UNDISCERNIBLE PERSONALITY

You don’t want to be in this place. It reeks of a commodity 

brand and business.

TIER 1 – HUMAN PERSONALITY

These brands have often been defined as “human.” They 

engage as people rather than as faceless organizations  

(e.g. “how’s it hangin’” vs. “hello, it is a pleasant morning”). 

This was good enough 10 years ago, but not today.

“What you do” used to be important. Really 

important. Legitimately it still is, but if you told 

me that your company had an enduring source of 

differentiation that could last even a year, then it 

would be the end of the discussion. But that’s not 

how things work today. The rate of change just 

doesn’t allow for that kind of stability.

Superunion is a next-

generation brand agency 

build on a spirit of creative 

optimism. We are experts 

in brand strategy, design, 

communications and  

brand management.  

www.superunion.com
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Executive Strategy Director

Superunion

Vincent.Roffers@superunion.com



INFLUENCER 
MARKETING: 
YES, IT WORKS! 
LET’S PRESERVE 
ITS LONGEVITY 
Why is this happening? 

Fundamentally, consumers trust people more than brands, 

so having influential people promote products and 

services establishes an efficacy rooted in relationships, as 

opposed to a hierarchical connection between businesses 

and individuals. This is especially important for younger 

audiences for whom autonomy is central to their identities. 

Their connection to their favorite influencers is foundational 

to the value exchange between brands, influencers, and 

their audiences. 

Furthermore, these connections, powered by social  

media, have enabled influential creators to become 

Media historians will likely look back on 2019 as the 

year influencer marketing went mainstream. This 

is far from surprising. Over the past decade, we’ve 

witnessed an influencer explosion, as the practice 

surged in adoption, flourished with innovation, and 

now delivers quantifiable business value. Today, 

most marketers agree that it’s become a necessary 

component of any communications strategy 

because it offers a more authentic way for brands to 

communicate their messages to the consumers who 

are most likely to embrace them. 
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JEFF SEMONES

Managing Partner

MediaCom

Jeff.Semones@mediacom.com

MediaCom helps brands 

unlock growth through media. 

By applying our Systems 

Thinking approach to data, 

technology and creativity 

we design communication 

strategies that grow brands 

and generate sales. 

www.mediacom.com



Considering the prolonged growth 

driven by expanding adoption and 

dramatic increases in spend, it’s 

important for marketers to understand 

the demand and subsequent pressure 

on the influencer ecosystem. We 

must be mindful of our strategies 

and how influencers are utilized 

within our communication plans. 

As an industry, perhaps we should 

encourage marketers to take a longer 

view, considering how we can achieve 

optimum return in the short term 

while being cognizant of the need to 

preserve the longevity of its value. 

One approach is for brands to use 

influencers with savvy, sparingly. 

Think of saffron. It’s a spice that can 

light up a dish, but if overused renders 

food inedible—the same principle 

applies to implementing influencer 

marketing strategies.

Unfortunately, marketers have a long 

history of plowing ahead with reckless 

abandon whenever a successful 

medium is delivering great value. 

We must learn from past mistakes 

to protect and preserve a practice 

brands have come to depend on.

trusted conduits of information for consumers. Hence the 

meteoric interest and enthusiasm for influencer marketing 

as a practice with real promise. However, it is no utopia. 

There are pitfalls marketers must be aware of and take 

precautions to avoid. As with most new and emerging 

channels, bad actors have appeared on the scene, intent 

on gaming the system. This relatively small percentage of 

the influencer community strives to take advantage of the 

absence of standardized norms, regulatory controls, and 

other restrictions. Fortunately, as the space continues to 

evolve, brands have grown wiser and now have tools to  

help mitigate the risks associated with brand safety, bot 

fraud, and other dubious activity.

Nonetheless, mainstream adoption continues to flourish 

thanks in part to increased experience and expertise, 

advancements in technology, and the emergence of 

best practices. In particular we have much better ways 

of measuring influence today. While brands have known 

for quite some time that influencer marketing works, it’s 

impossible to overstate the importance of quantifying that 

value and understanding its business impact. As a result, 

we expect mainstream proliferation to spread further as 

maturation continues, with late adopters learning to master 

the talent and technology necessary to drive success. 

In fact, a recent eMarketer study found that 70 percent 

of consumer goods companies were already using 

some form of influencer marketing—and that number is 

skyrocketing. Not only are more marketers electing to 

work with influencers, budget allocations have grown 

exponentially. According to findings in the “State of 

Influencer Marketing 2019: Benchmark Report” marketers’ 

influencer budgets can garner 40 percent or more of 

the overall digital marketing budget. And for an extreme 

example, last year Estée Lauder spent 75 percent of its 

digital marketing budget on influencers. Most notably, 

Business Insider estimates there will be 40 percent year-

over-year growth in influencer marketing spend over the 

next few years, and it will surpass $10 billion by 2022.  

This is up from $2 billion in 2017! 

Now, a few words of caution…. 

While brands and creators should accept more 

responsibility to preserve the long-term health and  

efficacy of influencer marketing, there must be support 

from others. 

A few suggestions of what can be done and by whom. 

Industry standards. Influencer marketing would greatly 

benefit from standardization. Measurement is paramount, 

and the need for standardized metrics is already apparent. 

Additionally, influencer marketing should require a third-

party measurement partner to deliver objective, unbiased 

reporting. A solution similar to MOAT or DoubleVerify for 

influencers would be welcome, and demand for it will 

increase as the dollars continue to grow. 

Legislative action. Proactive support from governments 

could be hugely impactful. The industry needs more 

diligent enforcement of existing regulations as well as 

new legislation. For instance, by enacting new rules that 

address fraudulent behavior (fake followers, fake views, 

fake engagement, and so on) governments can protect 

consumers, advertisers, and the influencer ecosystem. 

Platform accountability. Social media enables a value 

exchange between brands, influencers, and consumers, 

so the major social platforms have a big role to play. 

The industry will benefit from greater accountability and 

increased willingness to collaborate with marketers. Better 

cooperation will enable the industry to tackle challenges 

that will enhance the value that the platforms provide to 

consumers, brands, and influencers alike. 

Next steps? 

It’s reasonable to expect that many of these things will 

take some time to materialize. But why wait? Agencies, 

clients, and partners can come together already, in a 

coalition of sorts, to leverage the collective interest and 

authority to improve the current situation and make it  

more reliable, transparent, and accountable. It’s time to 

put our heads together and start devising a better, more 

transparent influencer world.
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WHY 
ATTENTION 
ELASTICITY IS 
THE BIGGEST 
ISSUE FACING 
MARKETERS

preciously. Indeed, if there is a threshold on consumers’ 

ability to effectively process information (pay attention), 

marketing will become a zero-sum game in which some 

brands will be winners and the rest won’t register. Worse, 

brands vying for attention and the sales that follow may fall 

into the trap of “advertising as interruption,” which is already 

eroding consumer trust.  

  

Classifying this as an existential dilemma is not overreaching. 

In order for brands to thrive in the future, they can’t simply 

exist as they have in the past. Brands that win must play a 

more active role in more aspects of consumers’ lives: in 

advertising, on the retail shelf, and in our daily regimen. 

Consciously. Prominently. Relevantly. 

Let’s take a step back and put on our lab coats. To solve 

for this, we need to better understand the fundamental 

functioning of the human brain. And for that, we can turn to 

the field of neuroscience to gain insight into the tug-of-war 

between infinite content and finite time with our attention 

span, an innate process within our brains, as the middleman. 

With our head mirrors on, let’s apply the most relevant 

insights from neuroscience studies to marketing and, 

specifically, advertising. Armed with the following three 

interdependent findings, we are hopeful that marketers can 

resolve the very challenges that they are creating. 

1. WHILE TIME IS FINITE, OUR BRAINS CAN EXPAND. 

The universe is expanding, so why can’t our minds? Studies 

conducted into neuroplasticity, our ability to create new 

neural pathways and neurons, show that the human brain 

can indeed increase its capacity to process information. 

This expansion has been linked to activities like alternate day 

fasting, engaging in art and travel, and even new physical 

movement (note, these are in stark contrast to dopamine-

bursts we receive from social media apps). All serve to 

introduce new, disruptive experiences to the brain, requiring 

it to learn and expand. The message for marketers? Effective 

experiential marketing can increase the opportunity for 

attention likely better than advertising. 

2. DISTRACTION, NOT TIME, IS THE ARBITER  

OF ATTENTION. 

Recently, neuroscientists from MIT have pinpointed the 

area in the brain that suppresses distracting and irrelevant 

inputs. Prior theory held that the cortex served as the 

gateway for attention, however, this new research shows 

that the thalamus and the basil ganglia play prominent roles 

in the circuitry. According to Duje Tadin of the University 

of Rochester, “Before attention gets to do its job, there’s 

already a lot of pruning of information.” Our brains are built 

to suppress non-critical information, creating time for us 

to think and react to what is truly important. Despite our 

best efforts, most marketing messages and touchpoints are 

similarly pruned before consumers even notice them. 

 

How do advertisers make the cut? If you think about the 

ad campaigns that have stuck in your head over the years, 

they’re almost always messages that hit you where you 

weren’t expecting, ads that don’t feel like ads. Ads that 

made you cry or laugh or think about an old friend. Those 

messages come from bold creative efforts that push the 

edges of our understanding of what an ad should be. Now, 

more than ever, creativity makes you memorable.

3. SMALL SIGNALS REGISTER MORE PROMINENTLY 

THAN LOUD NOISES. 

In media environments as cluttered as Times Square, how 

can marketers break through and be noticed? Neuroscience 

has shown, perhaps counterintuitively, that smaller objects 

with subtle, distinct movements seize our attention more 

than larger, recognizable objects. In fact, large objects are 

subconsciously relegated to the background. This is a function 

of predictive coding, which occurs when a stimulus follows a 

pattern that our brains are not able to predict, thus requiring 

additional attention to understand. In other words, newness 

takes precedence over loudness, focusing our brains on tiny, 

important signals. For marketers, this dynamic stresses the 

importance of differentiation and salience in advertising, 

challenging the status quo, and avoiding safe decisions.

Neuroscience is paving the way for a deeper human 

understanding that can elevate the relationship between 

marketers and consumers. Cognitive research has shown that 

our brain capacity can increase and our attention can expand, 

governed by alternating processes where our brain shines 

the spotlight on one signal, while quickly relegating others 

to the background. Without these processes, human beings 

would not be able to survive. How we, as marketers, choose 

to adapt with our new, modern environment will determine 

which brands survive. And, don’t forget, as much as we need to 

leverage science to help us build modern marketing strategies, 

these new concepts must work hand-in-hand with what 

got us all here in the first place. We still need to transform 

our organizations to bring out the best of modern creativity. 

Bold creative, tied to a new understanding our audience, is 

the key to unlocking the consumer attention we all seek.

Consumers are confronted with an endless number of 

stories from around the world. Trade wars, gun violence, 

election tampering, and impeachment are topics du jour.  

As marketers, we add to this cavalcade of content, 

looking to hang a marketing message on every consumer 

touchpoint we can identify.

The current dynamic begs the question: do humans have an 

infinite capacity for processing this growing noise? We know 

that time is finite (at least as we experience it); what we need 

to determine is whether consumer attention is as well. 

This is an existential issue facing marketers. If consumer 

attention is capped, then we need to treat it more 

As marketers, we’re taught that we need to stand 

out. We need to capture an audience’s attention 

with messages across multiple channels and guide 

them down the funnel towards a checkout, repeat 

purchases, and, ultimately, loyalty.

In today’s terribly noisy ecosystem, that’s easier  

said than done.
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JASON BURBY

Chief Client Officer, North America

Wunderman Thompson

Jason.Burby@wunderman.com 

STEPHEN DIMARCO

Chief Digital Officer, Insights 

Division, North America, Kantar

stephen.dimarco@kantar.com

Wunderman Thompson is a 

creative, data and technology 

agency built to inspire growth  

for its clients and its people.  

wundermanthompson.com
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Rank Brand Category

2020  
Brand Value  

US$ Mil.

2019  
Brand Value  

US$ Mil.

Brand Value  
% Change 

2020 vs. 2019
Brand 

Contribution

1 Retail 334,646 279,331 20% 4

2 Technology 303,381 316,071 -4% 4

3 Technology 303,217 313,271 -3% 4

4 Technology 261,090 215,500 21% 4

5 Payments 187,906 163,891 15% 5

6 Technology 159,702 161,145 -1% 4

7 Fast Food 143,787 124,939 15% 4

8 Payments 106,263 91,910 16% 4

9 Telecom Providers 99,428 106,426 -7% 3

10 Telecom Providers 98,375 91,808 7% 4

11 Technology 82,877 95,330 -13% 4

12 Beverages 80,338 75,915 6% 5

13 Tobacco 63,473 75,730 -16% 3

14 Retail 53,822 52,223 3% 3

15 Apparel 53,748 47,069 14% 4

16 Entertainment 52,934 53,902 -2% 4

17 Payments 50,879 43,594 17% 5

18 Logistics 49,986 57,026 -12% 5

19 Telecom Providers 47,199 40,118 18% 3

20 Fast Food 46,897 42,231 11% 4

21 Technology 44,223 36,851 20% 3

22 Telecom Providers 37,308 38,806 -4% 2

23 Retail 36,140 30,741 18% 2

24 Payments 35,650 34,098 5% 4

25 Banks 35,272 49,503 -29% 3

Rank Brand Category

2020  
Brand Value  

US$ Mil.

2019  
Brand Value  

US$ Mil.

Brand Value  
% Change 

2020 vs. 2019
Brand 

Contribution

26 Technology 34,739 29,904 16% 2

27 Technology 32,864 31,825 3% 2

28 Technology 30,188 23,084 31% 2

29 Technology 29,708 23,726 25% 2

30 Entertainment 29,659 24,976 19% 4

31 Technology 28,876 14,608 98% 5

32 Technology 28,669 20,490 40% 3

33 Entertainment 27,634 30,224 -9% 2

34 Technology 26,452 20,816 27% 4

35 Alcohol 25,133 25,426 -1% 4

36 Retail 23,504 19,945 18% 3

37 Conglomerate 22,055 32,218 -32% 2

38 Transport 21,299 21,118 1% 3

39 Telecom Providers 20,487 17,925 14% 3

40 Banks 20,427 20,414 0% 3

41 Technology 20,335 18,272 11% 3

42 Banks 19,043 19,281 -1% 3

43 Logistics 18,997 24,624 -23% 5

44 Baby Care 18,533 18,691 -1% 5

45 Fast Food 18,475 15,757 17% 4

46 Fast Food 18,269 18,270 0% 4

47 Entertainment 17,695 15,329 15% 2

48 Personal Care 17,643 18,586 -5% 5

49 Banks 17,122 20,839 -18% 3

50 Energy 17,073 17,749 -4% 1

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

The Brand Value of Coca-Cola includes Lights, Diets and Zero
The Brand Value of Budweiser includes Bud Light
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Rank Brand Category

2020  
Brand Value  

US$ Mil.

2019  
Brand Value  

US$ Mil.

Brand Value  
% Change 

2020 vs. 2019
Brand 

Contribution

51 Banks 15,177 18,543 -18% 2

52 Retail 14,670 13,924 5% 2

53 Insurance 14,220 New 2

54 Banks 14,184 15,816 -10% 3

55 Personal Care 14,113 14,275 -1% 5

56 Technology 13,142 15,286 -14% 3

57 Beverages 12,186 11,908 2% 4

58 Telecom Providers 11,931 11,509 4% 3

59 Entertainment 11,882 11,958 -1% 4

60 Retail 11,724 12,899 -9% 3

61 Cars 11,089 12,569 -12% 3

62 Insurance 10,994 11,104 -1% 3

63 Travel Services 10,836 10,790 0% 3

64 Travel Services 10,733 10,768 0% 3

65 Banks 9,623 11,670 -18% 2

66 Retail 9,594 8,492 13% 3

67 Fast Food 9,484 8,281 15% 3

68 Travel Services 9,395 9,216 2% 3

69 Entertainment 8,962 7,911 13% 3

70 Retail 8,881 8,078 10% 4

71 Retail 8,834 8,565 3% 4

72 Technology 8,823 6,094 45% 5

73 Energy 8,647 8,858 -2% 1

74 Home Care 8,502 7,356 16% 5

75 Food 8,263 8,220 1% 3

Rank Brand Category

2020  
Brand Value  

US$ Mil.

2019  
Brand Value  

US$ Mil.

Brand Value  
% Change 

2020 vs. 2019
Brand 

Contribution

76 Technology 8,216 10,609 -23% 3

77 Fast Food 8,195 7,480 10% 3

78 Travel Services 8,191 8,344 -2% 2

79 Telecom Providers 8,161 9,686 -16% 2

80 Insurance 8,036 7,405 9% 2

81 Fast Food 7,850 5,898 33% 4

82 Retail 7,743 8,365 -7% 3

83 Technology 7,639 6,041 26% 4

84 Travel Services 7,563 7,164 6% 2

85 Telecom Providers 7,502 9,842 -24% 3

86 Banks 7,469 9,255 -19% 4

87 Entertainment 7,457 8,215 -9% 3

88 Insurance 7,449 6,427 16% 2

89 Fast Food 7,280 6,642 10% 3

90 Retail 7,160 7,876 -9% 3

91 Insurance 7,125 New 2

92 Entertainment 7,073 6,754 5% 5

93 Tobacco 6,957 7,666 -9% 2

94 Travel Services 6,907 New 2

95 Cars 6,850 8,362 -18% 4

96 Fast Food 6,834 New 3

97 Banks 6,810 8,980 -24% 2

98 Personal Care 6,737 6,146 10% 5

99 Travel Services 6,589 7,824 -16% 3

100 Personal Care 6,514 6,278 4% 5

Source: BrandZ™/Kantar (including data from Bloomberg)
Brand contribution measures the influence of brand alone on financial value, on a scale of 1 to 5, 5 highest The Brand Value of Pepsi includes Diets
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mazon is the largest Internet-based retailer in the world 

by total sales volume and a growing player in the cloud 

infrastructure and consumer electronics spaces. Its 

flagship product, Amazon.com, is the third most visited digital 

property in the United States and the 12th most in the world. 

Amazon began life as an online bookstore but has since grown 

to sell just about everything under the sun, including clothing, 

groceries, household products, and even automobiles. Its 

Amazon Prime service, which offers free two-day delivery, a 

popular video-on-demand service, and many other benefits, is 

highly popular in its home market. Amazon is also the market 

leader in smart speakers and is bringing its Alexa personal 

assistant to a wide range of devices. The brand is also known 

for its excellent customer service and its uncanny ability to 

anticipate customer needs. It uses its vast store of data on 

shopping behaviors and purchasing histories to track and target 

people at an individual level. This year, Amazon became the 

most valuable brand in the world, so it’s no surprise to see it is 

also 2020’s most valuable US brand.

A

COMPANY 

Amazon.com Inc.

BRAND VALUE 

$334,646 Million

HEADQUARTERS 

Seattle, WA

YEAR ON YEAR CHANGE 

+20%

CATEGORY 

Retail

YEAR FORMED 

1994



From lines around the block to countless fan sites, Apple has star power almost 

unmatched by other brands. From its origins as a personal computing company 

to its transformative iPod, iPhone, and iPad products, Apple has fundamentally 

changed the way people interact with technology. While its products are priced at 

a premium to the market, it nonetheless sells more 200 million iPhones alone per 

year. Apple primarily appeals to consumers seeking an innovative and seamless 

technology ecosystem of phone, laptop, media, and home assistant devices.  

Its products are distinguished from the competition not merely by their integrated 

functionality, but also by a devotion to design that was once rare in the technology 

industry. While its global shipments have been down recently, Apple now has  

more than 900 million operating handsets worldwide.
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egun as a research project at Stanford University, 

Google entered the crowded search engine space in 

1998 and quickly distinguished itself through its Page 

Rank algorithm, which displayed content based on its relative 

importance to users. From the outset, its official mission was 

“to organize the world’s information and make it universally 

accessible and useful.” Today, Google is a dominant player in 

search, with most of its revenue coming from advertising. It also 

makes headlines for its innovative consumer products, like Pixel 

phones, Pixel Buds, Clips Camera, and Google Home. Google has 

also increased investment in cloud services and the e-commerce 

space, including an investment in Chinese online retailer JD.com 

and partnerships with Walmart on several initiatives. 

B

COMPANY 

Alphabet Inc.

BRAND VALUE 

$303,217 Million

HEADQUARTERS 

Mountain View, CA

YEAR ON YEAR CHANGE 

-3%

CATEGORY 

Technology

YEAR FORMED 

1998

COMPANY 

Apple Inc.

BRAND VALUE 

$303,381 Million

HEADQUARTERS 

Cupertino, CA

YEAR ON YEAR CHANGE 

-4%

CATEGORY 

Technology

YEAR FORMED 

1976



icrosoft is a large, multinational technology company 

that manufactures and sells software, personal 

computers, consumer electronics, cloud services, and 

more. Founded in 1975, the company came to dominate the 

personal computer market first with its MS-DOS operating 

system and later with Windows. Over the years, the company 

has diversified its offerings through innovation and acquisition, 

notably with the purchase of other brands, like Skype and 

LinkedIn. In the premium electronics space, the company 

offers Surface products, which typically feature rich innovations 

that are then rolled out to partner companies. In the past few 

years, Microsoft has been growing along all business lines, 

and especially in the cloud, where it has overtaken Amazon to 

become the #1 provider of services.

M

COMPANY 

Microsoft Corp.

BRAND VALUE 

$261,090 Million

HEADQUARTERS 

Redmond, WA

YEAR ON YEAR CHANGE 

+21%

CATEGORY 

Technology

YEAR FORMED 

1975
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Visa began life in 1958 as 

BankAmericard, which was the first 

credit card that allowed users to carry 

a balance. In 1976 the bank spun 

the brand off, selecting a name that 

emphasized its universal acceptance. 

Contrary to popular belief, Visa does 

not issue credit cards and rarely 

interacts with individual consumers. 

Instead, it provides processing services 

through its Visanet network to clients 

in the financial services industry. It 

has traditionally marketed itself under 

the tagline “everywhere you want to 

be.” In recent years, it underscored 

that reputation by entering into 

partnerships with USAA and Costco. 

Visa regularly solidifies this brand 

promise through sponsorships of 

popular sporting events like FIFA, 

the NFL, and the Olympics. Since 

Visa became a publicly traded 

company in 2008, it has consistently 

outperformed the benchmark S&P 

500, with growth coming largely from 

global consumers’ growing preference 

for the convenience (and security) of 

electronic payments. 

COMPANY 

Visa Inc.

BRAND VALUE 

$187,906 Million

HEADQUARTERS 

Foster City, CA

YEAR ON YEAR CHANGE 

+15%

CATEGORY 

Payments

YEAR FORMED 

1958



Facebook is the world’s most popular social networking site. Born in a Harvard 

dorm room, it quickly grew into one of the world’s top technology companies. 

Together with Google, it constitutes the “duopoly,” dominating the online 

advertising sales in many markets. Over the years, Facebook has shown a strong 

commitment to smaller markets and has localized its interface for every country 

in which it is available. Facebook is known for acquiring some rivals (Instagram 

and WhatsApp are two of the better known) as well as adopting features from 

others. Recently, however, Facebook has faced considerable scrutiny for 

misuse of its platforms and live streaming services, though the brand’s financial 

performance remains strong.
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cDonald’s is a fast food chain known worldwide for its 

speedy service, golden arches, and diverse menu items. 

The brand traces its roots to a barbecue restaurant 

opened in 1940 by Richard and Maurice McDonald. In 1955, 

McDonald’s was purchased and reinvented as a franchise 

company by Ray Kroc. Since then the brand has relied heavily 

on advertising to drive sales and perception, including its 

instantly recognizable mascot Ronald McDonald. Its longtime 

slogan “I’m lovin’ it” slogan has been localized into many 

markets and languages. Today, the brand has more than 37,000 

restaurants in over 100 countries. In the US, its recent strategy 

has focused on providing a modern, digital experience with 

ordering kiosks, Uber Eats and DoorDash delivery, and mobile 

ordering both curbside and from a table. 

M

COMPANY 

McDonald’s Corp

BRAND VALUE 

$143,787 Million

HEADQUARTERS 

Oak Brook, IL

YEAR ON YEAR CHANGE 

+15%

CATEGORY 

Fast Food

YEAR FORMED 

1955

COMPANY 

Facebook Inc.

BRAND VALUE 

$159,702 Million

HEADQUARTERS 

Menlo Park, CA

YEAR ON YEAR CHANGE 

-1%

CATEGORY 

Technology

YEAR FORMED 

2004
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AT&T is one of the largest telecommunications companies in the world by revenue. 

The original AT&T, which held a monopoly on telephone service in the United 

States, was broken up in 1982 by an antitrust lawsuit, with the brand retaining 

only the company’s long-distance services. One of the resulting companies, SBC 

Communications, purchased the brand back in 2002 and adopted its name. Today, 

AT&T works to distinguish itself by being bigger, faster, and more reliable than its 

competition. It sells its services through its own stores as well as alliances with many 

of the nation’s leading retailers, including Walmart and Best Buy. In a significant 

development for its category, it has closed a deal to purchase Time Warner after 

a long legal battle. This gives it a deep catalog of content, enabling it to compete 

with fast-emerging players in the cord-cutting space like Hulu and Netflix. 

COMPANY 

AT&T Inc.

BRAND VALUE 

$99,428 Million

HEADQUARTERS 

Dallas, TX

YEAR ON YEAR CHANGE 

-7%

CATEGORY 

Telecom Providers

YEAR FORMED 

1882

astercard is one of the world’s largest credit card 

payment networks and a nearly universal presence at 

points of sale in the United States. It also offers premium 

services, like the World Elite MasterCard, which provides 

exclusive offers for luxury hotels and resorts. Mastercard 

is familiar to American consumers through its “Priceless” 

campaign, which debuted in 1997 and has proved so successful 

that it has entered the popular lexicon, with numerous parodies 

found online. Mastercard has recently been benefitting from 

long-term trends towards cashless payments, with its brand 

value growing rapidly, including a 16 percent jump in 2019.

M

COMPANY 

MasterCard Inc.

BRAND VALUE 

$106,263 Million

HEADQUARTERS 

Purchase, NY

YEAR ON YEAR CHANGE 

+16%

CATEGORY 

Payments

YEAR FORMED 

1966



IBM is one of the most recognized and valuable 

technology brands (and companies overall) in the world 

today. Throughout its history, it has been responsible 

for many groundbreaking innovations, including the 

automated teller machine (ATM), the hard disk drive 

(HDD), the Universal Product Code (UPC), and the 

programming language SQL. Today, IBM provides 

AI, cloud services, enterprise security and more to 

businesses around the world. The brand has placed 

its most visible bet on Watson, an artificial intelligence 

platform, originally created to play the quiz game 

Jeopardy! but that now provides advanced AI services  

to 20,000+ clients around the world.
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COMPANY 

The Coca Cola 
Company 

BRAND VALUE 

$80,338 Million 

HEADQUARTERS 

Atlanta, GA

YEAR ON YEAR CHANGE 

+6%

CATEGORY 

Beverages

YEAR FORMED 

1886

COMPANY 

International 
Business Machines 

Corp

BRAND VALUE 

$82,877 Million

HEADQUARTERS 

Armonk, NY

YEAR ON YEAR CHANGE 

-13%

CATEGORY 

Technology

YEAR FORMED 

1911

With a red-and-white logo recognized by more than 

94 percent of the world’s population, Coca-Cola is the 

definition of a global brand. It sells its signature soft drink, 

as well as several related sub-brands, like Diet Coke and 

Coke Zero, in more than 200 markets around the world. 

The brand began life as a patent medicine invented and 

marketed by drugstore owner John Pemberton. During 

the 20th century it built its brand through many innovative 

advertising campaigns (one of which helped cement the 

popular conception of Santa Claus in the United States), 

eventually driving its parent to become the world’s largest 

beverage company. Every day, consumers drink more 

than 1.9 billion servings of Coca-Cola products. Coke 

has always taken great care to protect its identity, holding 

its retailers to high standards, including monitoring 

everything from the shape of its bottles to its signature 

font and color scheme. Coke also acquired Costa, a 

popular coffee chain in the UK, to diversify its portfolio 

and gain direct access to consumers.

erizon is one of the two largest wireless telecomms 

provider by subscriptions in the United States (currently 

it is roughly tied with AT&T for the top spot). Historically, 

the company, originally known as Bell Atlantic, was one of the 

original Baby Bells that formed after the breakup of AT&T. After 

a series of major acquisitions that increased its footprint across 

most of the country, the company rebranded itself as Verizon, a 

portmanteau of “veritas” (Latin for “truth”) and “horizon.” Verizon 

today seeks to distinguish itself by offering reliable wireless 

coverage, better products, and excellent customer care. 

Recently, like many telecommunications companies, Verizon 

has focused on 5G, and became the first US-based telecom 

provider to offer 5G services in select cities.

V

COMPANY 

Verizon 
Communications 

Inc.

BRAND VALUE 

$98,375 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

+7%

CATEGORY 

Telecom Providers

YEAR FORMED 

1983
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Beloved by children for nearly a century, Disney 

is one of the largest media companies in the 

world. Its unmatched portfolio of games, movies, 

products, and amusement parks trace their origin 

to The Disney Brothers Animation Studio, founded 

by Walt and Roy Disney in 1923. Long before 

marketers talked about holistic customer journeys, 

Disney was designing experiences that were 

consistently and obsessively on brand at every 

imaginable touchpoint. Late in 2019, Disney plans 

to release its own streaming platform Disney Plus 

to compete directly with OTT content providers 

like Hulu and Netflix—a move that may bring 

disruptive change to the market.
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COMPANY 

PayPal Holdings Inc.

BRAND VALUE 

$50,879 Million

HEADQUARTERS 

San Jose, CA

YEAR ON YEAR CHANGE 

+17%

CATEGORY 

Payments

YEAR FORMED 

1998

PayPal is a global online 

payments platform that 

enables consumers to 

reliably and conveniently 

bypass traditional payment 

methods, such as banks 

or credit cards. To use the 

service, you simply need 

to register a credit or debit 

card. Once enabled, you 

can pay bills, send money, 

and accept payments. The 

leader in its category, the 

brand has 267 million active 

account holders in over 200 

markets around the world. 

Benefitting from an increased 

consumer preference for 

cashless transactions, PayPal 

was the fastest growing 

brand by brand value in its 

category, notching a  

17 percent gain in 2019.

COMPANY 

The Walt Disney 
Company

BRAND VALUE 

$52,934 Million

HEADQUARTERS 

Burbank, CA

YEAR ON YEAR CHANGE 

-2%

CATEGORY 

Entertainment

YEAR FORMED 

1923
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COMPANY 

NIKE Inc.

BRAND VALUE 

$53,748 Million

HEADQUARTERS 

Beaverton, OR

YEAR ON YEAR CHANGE 

+14%

CATEGORY 

Apparel

YEAR FORMED 

1964

Nike is a global icon in the sports 

equipment and apparel industry. 

Founded in 1971 by track athlete Phil 

Knight and his coach Bill Bowerman, 

it became a household name in 1988 

thanks to its transformative slogan, 

“Just Do It.” Since then, the brand has 

aimed to empower customers though 

the emotional message that everyone 

can accomplish their dreams – if they’re 

willing to put in the hard work. Overall, 

Nike’s innovative products, massive 

scale, and popularity in emerging 

markets give the company a tremendous 

advantage. Nike has been successfully 

pursuing a direct-to-consumer 

strategy and is also selling its products 

through Amazon. In recent years, Nike 

has made increasingly bold statements 

on sociocultural matters, including 

featuring Colin Kaepernick in its 30th 

anniversary ad campaign.

COMPANY 

Altria Group, Inc., 
Philip Morris 
International Inc.

BRAND VALUE 

$63,473 Million

HEADQUARTERS 

Richmond, VA

YEAR ON YEAR CHANGE 

-16%

CATEGORY 

Tobacco

YEAR FORMED 

1924

COMPANY 

Home Depot Inc.

BRAND VALUE 

$53,822 Million

HEADQUARTERS 

Atlanta, GA

YEAR ON YEAR CHANGE 

+3%

CATEGORY 

Retail

YEAR FORMED 

1978

As the bestselling cigarette brand in 

the world, Marlboro is well known for 

its iconic Marlboro Man character, 

often seen in billboards and magazine 

advertisements. While a strong, 

unified brand, Marlboro is owned and 

marketed by two separate companies: 

Altria in the United States and Philip 

Morris International in most other 

markets. Historically positioning itself 

as a men’s cigarette, it has recently 

launched campaigns aimed at women 

as well. Typically, it differentiates 

itself based on a cool, tough, and 

adventurous image. In its home market, 

Marlboro is by far the most popular 

cigarette brand with a dominant 43 

percent share of the market.

As the US’s largest home improvement 

specialty retailer, The Home Depot 

sells hardware products, materials, and 

services to DIYers and professional 

contractors alike. With more than 

2,200 stores (2,000 in the United 

States), the brand distinguishes itself 

largely through its in-store experience, 

providing trusted products at a good 

value. The Home Depot has been 

benefiting from an improved economy 

and a wave of millennials buying 

their first homes. Currently, the brand 

is investing heavily in a holistic and 

integrated strategy around its online 

efforts that nonetheless supports its 

core emphasis on human connection.



Xfinity is a brand belonging to Comcast Corporation 

that offers Internet, telephone, and wireless services. 

Formerly Comcast Cable, it received its name 

following a rebranding effort in 2010 and currently 

offers a wide range of movies and TV shows on a 

variety of devices that include tablets and mobile 

phones. From a marketing standpoint, Xfinity operates 

under the slogan, “Simple, Fast, & Easy,” positioning 

itself as a comprehensive provider, which resonates 

with customers who are looking for turnkey solutions. 

In recent years, the brand has launched Xfinity Mobile, 

a wireless service where customers pay per data used, 

and Xfinity Stream, a Netflix-like service with movies,  

TV shows, and other content.
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COMPANY 

Starbucks Corp

BRAND VALUE 

$46,897 Million

HEADQUARTERS 

Seattle, WA

YEAR ON YEAR CHANGE 

+11%

CATEGORY 

Fast Food

YEAR FORMED 

1971

COMPANY 

Comcast Corp.

BRAND VALUE 

$47,199 Million

HEADQUARTERS 

Philadelphia

YEAR ON YEAR CHANGE 

+18%

CATEGORY 

Telecom Providers

YEAR FORMED 

1981

Styled as its customers’ “third home,” Starbucks has 

become a dominant purveyor of high-quality coffee 

products around the world. Founded in 1971 by 

Howard Schulz, the brand focuses on a huge but niche 

market, operating roughly 30,000 stores worldwide. 

It also markets its coffee and ready-to-drink products 

in supermarkets and other retail outlets. Through the 

years, Starbucks has largely relied on its products, 

stores, and service to build its business. It has also 

invested heavily in digital innovation, evolving its 

rewards app that enables mobile payments and 

facilitates more seamless ordering and pick-up. It has 

also partnered with Uber on Starbucks Delivers, an 

initiative to bring Starbucks products to customers 

wherever they are. To keep things fresh throughout the 

year, the brand also rolls out seasonal products, like its 

Cadbury Egg and Pink Flamingo Frappuccinos.
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PS is the world’s largest package delivery company and 

one the largest providers of transportation and logistics 

services. Every day, more than 400,000 UPS employees 

deliver 19 million packages in 220 countries and territories. In 

its home market, UPS is known for providing excellent service 

at a relatively inexpensive price. Its familiar panel trucks and 

friendly service have helped earn it an American nickname: 

“Brown.” UPS also positions itself as a brand that can help 

with consumers and businesses with any issue, which is 

borne out by taglines like “What Can Brown Do for You?” and 

“United Problem Solvers.” To take advantage of long-term 

trends towards e-commerce and the speed and expectations 

increasingly defining that space, UPS has recently begun a 

major project to upgrade its logistics infrastructure.

U

COMPANY 

United Parcel 
Service Inc.

BRAND VALUE 

$49,986 Million

HEADQUARTERS 

Atlanta, GA

YEAR ON YEAR CHANGE 

-12%

CATEGORY 

Logistics

YEAR FORMED 

1907
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Accenture provides global consulting services in five 

main areas: strategy, consulting, digital, technology, 

and operations. The brand began as the business 

and technology consulting arm of Arthur Andersen 

and broke away in 1989. As part of a 2002 settlement 

with its former parent company, Accenture agreed to 

rebrand itself, selecting a name that reflects its “accent 

on the future.” It currently partners with three quarters 

of the Fortune 500 companies and operates in 52 

countries around the world. While American in origin, 

the brand is officially based in Dublin, Ireland.

COMPANY 

Charter 
Communications 

Inc.

BRAND VALUE 

$37,308 Million

HEADQUARTERS 

Stamford, CT

YEAR ON YEAR CHANGE 

-4%

CATEGORY 

Telecom Providers

YEAR FORMED 

1993

COMPANY 

Accenture PLC

BRAND VALUE 

$44,223 Million

HEADQUARTERS 

Dublin, Ireland

YEAR ON YEAR CHANGE 

+20%

CATEGORY 

Technology

YEAR FORMED 

1989

Spectrum is the brand under which parent company 

Charter Communications provides broadband, cable, 

HDTV, wireless and wireline internet, and home 

security services. Spectrum typically differentiates itself 

from its competitors by offering all-in-one packages 

and highlighting the absence of certain channels in 

its competitors’ lineups. Currently, the brand is trying 

to convert customers to more expensive and more 

comprehensive packages and is willing to see some of 

them leave as an expected cost of moving to a more 

premium positioning. In 2016, the company acquired 

Time Warner Cable and began offering streaming,  

on-demand TV shows and movies to ward off 

challenges from cord-cutting services.

Walmart is a global retailer long known for providing 

good value at low prices. As the largest private 

employer in the world, it has 2.2 million full and part 

time associates, 1.5 million of whom work in the United 

States. Ninety percent of the US population lives 

within ten miles of one of its stores. Walmart offers a 

broad range of products from grocery and clothing 

to electronics and baby goods. In recent years, the 

company has aggressively been expanding into digital. 

Since the purchase of Jet.com, it has seen its online 

sales skyrocket, especially as it has acquired other 

digitally native brands such as Bonobos, Modcloth, 

and Moosejaw. In recent years, the brand has tried to 

reverse its perception as low-wage employer, among 

other things investing $2.7 billion in higher wages, 

education, and training. Walmart’s revenue currently 

stands at $514 billion per year, making it the largest 

public company in the world by revenue.

COMPANY 

American Express 
Company

BRAND VALUE 

$35,650 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

+5%

CATEGORY 

Payments

YEAR FORMED 

1850

American Express is one of 

the world’s largest credit 

and charge card providers 

by purchase volume, with 

$1.2 trillion billed each year. 

Amex, as it is also known, 

typically targets higher 

end consumers with good 

credit, and especially those 

who frequently travel. 

Its card benefits include 

branded airport lounges and 

hotel upgrades. It partners 

with companies of all sizes 

with specialized offerings, 

including its successful 

Shop Small initiative to 

support small businesses. 

American Express is a 

familiar presence on 

American screens, with 

advertisements targeting 

small businesses, 

millennials, and the general 

public. Recently, American 

Express relaunched a single, 

unified, international brand 

and continues to evolve and 

innovate its card portfolio 

as it strives to maintain its 

premium positioning while 

still growing its business in 

new ways.

COMPANY 

WalMart Inc.

BRAND VALUE 

$36,140 Million

HEADQUARTERS 

Bentonville, 
Arkansas

YEAR ON YEAR CHANGE 

+18%

CATEGORY 

Retail

YEAR FORMED 

1962



racing its roots to the California Gold Rush, Wells Fargo 

today is an international financial services company 

that offers everything from corporate banking and asset 

management to credit cards and consumer finance. It is the 

third-largest bank by assets in the United States, with more than 

7,800 locations and 13,000 ATMs in 37 countries. While Wells 

Fargo traditionally enjoyed a good reputation as a brand, it has 

faced a long series of damaging and ongoing scandals since the 

financial crisis of 2008/9, punctuated by the resignation of its 

CEO in 2019 and the decision to divest some of its businesses. 

Nonetheless, Wells Fargo remains the most valuable banking 

brand in the United States.

T

COMPANY 

Wells Fargo & 
Company

BRAND VALUE 

$35,272 Million

HEADQUARTERS 

San Francisco, CA

YEAR ON YEAR CHANGE 

-29%

CATEGORY 

Banks

YEAR FORMED 

1852
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COMPANY 

Oracle Corp

BRAND VALUE 

$34,739 Million

HEADQUARTERS 

Redwood City, CA

YEAR ON YEAR CHANGE 

+16%

CATEGORY 

Technology

YEAR FORMED 

1977

COMPANY 

Intel Corp

BRAND VALUE 

$32,864 Million

HEADQUARTERS 

Santa Clara, CA

YEAR ON YEAR CHANGE 

+3%

CATEGORY 

Technology

YEAR FORMED 

1968

COMPANY 

Cisco Systems Inc.

BRAND VALUE 

$30,188 Million

HEADQUARTERS 

San Jose, CA

YEAR ON YEAR CHANGE 

+31%

CATEGORY 

Technology

YEAR FORMED 

1984
Enterprise software and cloud 

computing giant Oracle is the second-

largest software maker in the world 

by revenue. It sells a comprehensive 

stack of cloud applications, databases, 

middleware, ERP, CRM, and supply 

chain management software to 

organizations of all sizes. Oracle 

also offers hardware products and 

servers, something that differentiates 

it from many of its competitors like 

SAP and Salesforce.com. The brand 

has traditionally marketed to B2B 

customers, often through large-

scale events held around the world. 

American consumers know it through 

its sponsorship of Oracle Arena, where 

the Golden State Warriors play, as well 

as Oracle’s sponsorship of competitors 

in America’s Cup sailing races. Oracle 

currently serves 430,000 customers in 

175 countries around the world.

Promising to be “the computer 

inside,” Intel and its easily-recognized 

sound mark have long been a familiar 

presence in American media. Using a 

B2B2C business model, the brand sells 

semiconductor technologies to the 

makers of consumer products, including 

Dell, Lenovo, and HP. In the marketplace, 

it typically creates an advantage through 

innovation and economies of scale that 

make it difficult for others to compete. 

With the proliferation of devices in the 

last decade, Intel has shifted its focus 

away from the PC market to tablets, 

smartphones, and other devices—

though it is also seeing increased 

demand for its chips to power data 

centers for AI and IoT technology. In the 

advertising world, Intel gained notice for 

its “Agency Inside” strategy of building 

up a robust internal team to handle 

marketing, however it has scaled back 

that effort considerably in the last year.

Cisco is a provider of networking 

and telecommunications equipment 

and services. Founded in 1984, it is 

strongly associated with San Francisco, 

with a name that is a shortened form 

of the city’s and a logo inspired by 

the Golden Gate Bridge. During the 

dot-com era, Cisco rode a wave of 

demand to briefly become the world’s 

most valuable company. Currently, 

it is transitioning to software and 

subscription-based services to create 

recurring revenue, but still generates a 

substantial percentage of its revenue 

from its core networking offering. So 

much of the Internet’s traffic runs on 

Cisco technology that the company 

also publishes reports and forecasts on 

worldwide data usage.
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Adobe is a major software and cloud services 

company serving customers who create, distribute, 

and manage digital content, including designers, 

marketers, advertisers, and publishers. Best known for 

its flagship Photoshop product, the brand’s growth is 

led by Adobe Creative Cloud, a design platform that 

spans everything from illustration to user experience 

design. Adobe is a huge beneficiary of the explosion of 

design jobs in the marketplace and the move towards 

technology-based marketing. In addition, its Adobe 

Marketing Cloud is also gaining customers due to its 

improved collection and interpretation of data across 

digital marketing platforms. 

COMPANY 

Alphabet Inc.

BRAND VALUE 

$29,659 Million

HEADQUARTERS 

San Bruno, CA

YEAR ON YEAR CHANGE 

+19%

CATEGORY 

Entertainment

YEAR FORMED 

2005

COMPANY 

Adobe Inc.

BRAND VALUE 

$29,708 Million

HEADQUARTERS 

San Jose, CA

YEAR ON YEAR CHANGE 

+25%

CATEGORY 

Technology

YEAR FORMED 

1982

YouTube is a global Internet video sharing platform 

owned by Google. Its more than 1 billion monthly 

users view, upload, share, comment on, and subscribe 

to other users’ videos across a wide range of devices 

(with 70 percent of its watch time coming from mobile 

devices). YouTube also offers premium services, such 

as YouTube Red, which features original content that 

has, among other things, won a Primetime Emmy. 

YouTube has also created YouTube Kids, a child-

friendly version of the site, with voice navigation for 

children who cannot spell yet and more youth-friendly 

content than the original site tends to feature.
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San Francisco-based Salesforce is a cloud-based 

computing company, focused primarily on the 

customer relationship management (CRM) market. It 

provides web-based applications that allow companies 

to view, share, and analyze information related to 

their sales and marketing efforts. Serving everything 

from small businesses to large enterprises, Salesforce 

currently has roughly 150,000 corporate customers 

around the world. Salesforce is benefitting from 

long term industry trends towards providing better 

and more personalized customer experiences. In its 

communications, the brand tends to demonstrate the 

positive impacts of the brand and reinforce its “#1CRM” 

positioning. Salesforce was the third fastest growing 

brand in the Top 100 by brand value, notching a 40 

percent gain.
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COMPANY 

Netflix Inc. 

BRAND VALUE 

$27,634 Million 

HEADQUARTERS 

Los Gatos, CA 

YEAR ON YEAR CHANGE 

-9%

CATEGORY 

Entertainment

YEAR FORMED 

1997

COMPANY 

salesforce.com, Inc.

BRAND VALUE 

$28,669 Million

HEADQUARTERS 

San Francisco, CA

YEAR ON YEAR CHANGE 

+40%

CATEGORY 

Technology

YEAR FORMED 

1999

Netflix offers streaming media and video on demand 

services to more than 139 million customers 

worldwide. In a competitive landscape, Netflix 

differentiates itself with its premium selection 

of movies and TV shows, ad-free viewing, and 

original content, including Stranger Things and The 

Crown. The service is available in 190 countries via 

smartphone, tablet, and a wide range of over-the-top 

(OTT) devices. One of the key drivers of its success 

has been its practice of releasing an entire season of 

a series at once to allow for binge watching. Netflix 

also differs from traditional TV in its ability to gather 

extensive data about subscribers’ behavior, which it 

then uses to curate a desired mix of content. 

wned by Facebook, Inc., Instagram is a social media 

platform that enables users to share photos and videos, 

and gives them filters and augmented reality tools to 

bring a personal touch to their content. It currently has over a 

billion users and is highly popular in the 18-24 demographic. 

Instagram is experiencing strong growth, thanks to new 

features like Stories, which lets users make a series of posts 

that eventually disappear. A growing number of advertisers 

use the platform to reach users in full-screen, with luxury and 

DTC brands in particular seeing success with the platform. This 

year, Instagram sent shockwaves across the retail industry by 

announcing full commerce capabilities that users could access 

without leaving the site. It grew its brand value an astonishing 

98 percent this year, giving it the fastest year-over-year growth 

ever of any brand in US Top 100.

O

COMPANY 

Facebook, Inc.

BRAND VALUE 

$28,876 Million

HEADQUARTERS 

Menlo Park, CA

YEAR ON YEAR CHANGE 

+98%

CATEGORY 

Technology

YEAR FORMED 

1983
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GE is an international conglomerate that 

sells products and services to everyone from 

everyday customers to the largest companies 

and governments in the world. Its major business 

units include GE Aviation, GE Power, GE Capital, 

and GE Renewable Energy (GE Appliances is a 

popular consumer brand no longer owned by the 

company). Recently, GE has faced a challenging 

environment, with reduced dividends and cash 

flow problems, in part driven by its high pension 

costs. Nonetheless, GE has been an innovative 

marketer in its home market, not least through 

Ecomagination, a business strategy that seeks to 

invest in clean energy, solar power generation, and 

much more. The company is also one of an elite 

group that has paid a dividend for over 100 years.
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COMPANY 

Uber Technologies, 
Inc.

BRAND VALUE 

$21,299 Million

HEADQUARTERS 

San Francisco, CA

YEAR ON YEAR CHANGE 

+1%

CATEGORY 

Transport

YEAR FORMED 

2009

Among the most disruptive 

of recent startups, Uber was 

founded in 2009 to enable 

people to hail a taxi with 

the press of a button – a 

formula that immediately 

clicked with consumers 

given the prevalence of the 

pain points it addresses. 

Since its initial launch in 

2010 in San Francisco, Uber 

become a major example of 

the sharing economy, giving 

anyone with the right vehicle 

and a background check to 

become a driver. It has been 

an enthusiastic innovator 

since then, launching dozens 

of specialized services, 

including UberPOOL for 

carpoolers, Uber Eats for 

food delivery, and UberKids, 

which offers a car with a 

children’s seat. Beyond that, 

it is a major player in the 

autonomous vehicle and 

drone delivery spaces. The 

core Uber service has grown 

explosively and now can 

be found in more than 600 

locations worldwide, taking 

more than 75 million riders 

on 10 billion trips every year.

COMPANY 

General Electric 
Company

BRAND VALUE 

$22,055 Million

HEADQUARTERS 

Boston

YEAR ON YEAR CHANGE 

-32%

CATEGORY 

Conglomerate

YEAR FORMED 

1892
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COMPANY 

Costco Wholesale Corp

BRAND VALUE 

$23,504 Million

HEADQUARTERS 

Issaquah,  
Washington

YEAR ON YEAR CHANGE 

+18%

CATEGORY 

Retail

YEAR FORMED 

1976

Costco is a membership warehouse 

retailer based in Issaquah, WA. Its 

“warehouses” offer a wide range of name 

brands as well as its own Kirkland brand 

of merchandise at generally competitive 

prices. Many stores also operate low-cost 

gasoline stations. Its customers, which 

include businesses, purchase a yearly 

membership that gives them access to 

the stores. It keeps prices low by offering 

only 4,000 carefully chosen SKUs, 

instead of the 30,000 found at many 

supermarkets. Traditionally, Costco has 

chosen to rely on its excellent customer 

service, word-of-mouth advertising, and 

happy employees to promote its brand. 

It has also belatedly yet successfully 

entered the digital age with a mobile 

app, click-and-collect, and in some 

places same-day grocery delivery 

through a partnership with Instacart.

COMPANY 

Microsoft Corp

BRAND VALUE 

$26,452 Million

HEADQUARTERS 

Mountain View, CA

YEAR ON YEAR CHANGE 

+27%

CATEGORY 

Technology

YEAR FORMED 

2002

COMPANY 

Anheuser-Busch 
InBev SA/NV

BRAND VALUE 

$25,133 Million

HEADQUARTERS 

Leuven, Belgium

YEAR ON YEAR CHANGE 

-1%

CATEGORY 

Alcohol 

YEAR FORMED 

2008

LinkedIn is a business and 

employment-oriented social 

networking platform. Its primary 

audience is 25-54-year-old 

professionals, evenly split between 

men and women. Acquired by 

Microsoft in 2016, LinkedIn has 610 

million members in 200 countries 

and territories. LinkedIn offers many 

features that facilitate networking 

and recruiting, including integrations 

with Microsoft Office. Compared 

with other social platforms, it collects 

more professional information on 

users, including skills, education, and 

work experience. Engagement on the 

platform is also increasingly strong. 

And with more professionals logging in 

and sharing, recruiters and advertisers 

are using improved data, targeting, and 

LinkedIn-created tools to reach them.

The king of beers is one of the most 

globally recognized of all brands. It 

targets a broad base of consumers, 

selling its signature beverage as well as 

several popular sub brands. Budweiser 

is also an enthusiastic advertiser and 

well-known supporter of sporting 

events, producing some of the most 

anticipated Super Bowl advertisements 

of the year. In recent years, Budweiser, 

like many major beermakers in the 

United States, has faced considerable 

headwinds in its home country, 

as consumers have turned to new 

microbrews and foreign beers. To 

increase its relevance, the brand 

recently concluded a partnership with 

the NBA and MLB to use their players in 

its ads for the first time in 60 years. The 

Budweiser brand is currently owned by 

Belgian company AB InBev.



Chase is the US consumer and commercial 

banking brand of JP Morgan Chase & Co. It serves 

consumers, small business, prominent corporations, 

and government clients, and has more than 5,000 

branches and 16,000 ATMs nationwide. In recent 

years, Chase has followed a “digital everything” 

strategy, investing in digital products and improving 

personalization, more recently investing in AI and 

machine learning to find new ways to streamline 

services. In recent years, its growth has come from 

home and auto loans as well as expanding its portfolio 

of sought-after credit card products like the Sapphire 

Reserve and a card co-branded with Marriott.
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COMPANY 

Dell Technologies 

BRAND VALUE 

$20,335 Million

HEADQUARTERS 

Round Rock, TX

YEAR ON YEAR CHANGE 

+11%

CATEGORY 

Technology

YEAR FORMED 

1984

COMPANY 

J.P. Morgan Chase 
& Co.

BRAND VALUE 

$20,427 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

0%

CATEGORY 

Banks

YEAR FORMED 

2000

Dell Technologies manufactures and markets a 

wide range of personal computers and peripherals 

for consumers, as well as enterprise solutions for 

businesses. The brand focuses on everything from 

college students to large businesses. In the consumer 

space, Dell Technologies distinguishes itself through 

a built-to-order model, which allows customers to 

make choices about the features and capabilities of 

the products they buy. In 2013, the company was 

taken private in an attempt to make bold changes to 

turn its business around. It has since rebounded and 

positioned itself as a transformation partner able to 

help companies prepare for new technologies like 

5G, AI, and blockchain.
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-Mobile US offers wireless voice and data services over 

a network that reaches 99 percent of Americans with 

4G LTE coverage. T-Mobile manages to stand out in 

an often poorly differentiated category by branding itself as 

the “uncarrier.” Pitching its services primarily to customers 

cynical about mobile phone companies or who have had 

negative experiences with other carriers, it boldly eliminated 

unpopular practices like subsidized phones, charges for overuse 

of data, and early termination fees. Recently, T-Mobile has 

been pursuing a merger with rival Sprint to help accelerate its 

introduction of 5G technology.

T

COMPANY 

T-Mobile US Inc.

BRAND VALUE 

$20,487 Million

HEADQUARTERS 

Bellevue, WA

YEAR ON YEAR CHANGE 

+14%

CATEGORY 

Telecom Providers

YEAR FORMED 

1994
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Named for the famed Progressive-era banker, the J.P. 

Morgan brand portfolio covers a number of divisions, 

including investment banking, wealth management, and 

asset management. Its parent company is the largest 

bank in the United States by assets with a presence 

in over 100 countries and total assets of around 

$2.6 trillion. In 2019 JP Morgan served as one of the 

underwriters for the much-anticipated Lyft IPO. In its 

marketing, J.P. Morgan tends to focus on its excellent 

customer service. In addition, it uses its digital channels 

to deepen its customer relationships with magazine-

quality content on a diverse range of financial topics.

COMPANY 

FedEx Corp.

BRAND VALUE 

$18,997 Million

HEADQUARTERS 

Memphis, TN

YEAR ON YEAR CHANGE 

-23%

CATEGORY 

Logistics

YEAR FORMED 

1971

COMPANY 

J.P. Morgan Chase 
& Co.

BRAND VALUE 

$19,043 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

-1%

CATEGORY 

Banks

YEAR FORMED 

1871

Memphis-based FedEx is the worldwide market leader 

in delivery services and has long been known for its 

convenient overnight shipping. It operates 679 aircraft 

and 180,000 motor vehicles, and employs more than 

450,000 team members, who process more than 1.5 

million shipments each day on average. Given that 

the company interacts with the public on a daily basis, 

it has long pursued excellence in customer service 

as a differentiator. Its Purple Promise pledges that all 

employees put the customer at the center of all they 

do. FedEx not only advertises heavily but also sponsors 

a wide variety of sporting events including golf, soccer, 

and American football. Like its rival UPS, FedEx is 

currently benefitting from an ongoing global shift to 

fast, free shipping for consumer goods.

In 1961, P&G introduced Pampers, its first disposable 

diaper. Since then, the brand has become the 

leading diaper in the US market, even though it sells 

at a premium price. Today, the brand also sells a 

range of related baby products, including wipes, 

waterproof diapers, and pull ups for older children. 

In its marketing, Pampers primarily targets first time 

parents aged 24-34 and often leverages traditional 

advertising channels like print and TV—though it 

has recently stepped up its digital efforts using AI 

to target expectant parents.  It is also known for 

sponsoring children’s TV shows, such as Sesame 

Street and Make Room for Baby. Recently, Pampers 

announced plans for creating Lumi, a smart diaper, in 

partnership with Google.  

COMPANY 

Yum! Brands Inc.  
& Yum China 

Holding Inc

BRAND VALUE 

$18,475 Million

HEADQUARTERS 

Louisville, KY

YEAR ON YEAR CHANGE 

+17%

CATEGORY 

Fast Food

YEAR FORMED 

1930

KFC is the world’s fourth-

largest fast food chain 

by number of locations, 

operating 21,000 outlets in 

130 countries. It traces its 

roots to 1930, when Colonel 

Harland Sanders (the title 

is an honorific given by the 

state of Kentucky) opened 

a fried chicken and smoked 

meats stand in Louisville, KY. 

For much of its early history, 

KFC was known as Kentucky 

Fried Chicken, but it 

changed its name in 1991 to 

reflect health concerns over 

the effects of eating fried 

food. Above all, the brand 

positions itself as a family-

friendly option, with menu 

choices that cater to groups 

as well as individuals. 

COMPANY 

The Procter & 
Gamble Company

BRAND VALUE 

$18,533 Million

HEADQUARTERS 

Cincinnati, OH

YEAR ON YEAR CHANGE 

-1%

CATEGORY 

Baby Care

YEAR FORMED 

1961



COMPANY 

Doctor’s Associates 
Inc.

BRAND VALUE 

$18,269 Million

HEADQUARTERS 

Milford, CT

YEAR ON YEAR CHANGE 

0%

CATEGORY 

Fast Food

YEAR FORMED 

1965

COMPANY 

Microsoft 
Corporation

BRAND VALUE 

$17,695 Million

HEADQUARTERS 

Redmond, WA

YEAR ON YEAR CHANGE 

+15%

CATEGORY 

Entertainment

YEAR FORMED 

2001

COMPANY 

Colgate-Palmolive 
Company

BRAND VALUE 

$17,643 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

-5%

CATEGORY 

Personal Care

YEAR FORMED 

1873Headquartered at 325 Sub Way in 

Milford, CT, Subway is the world’s 

largest restaurant chain by number 

of stores with more than 40,000 

locations. The brand serves a variety of 

convenient sandwiches to customers 

looking for a quick and healthy meal.  

In recent years, Subway has faced 

steady pressure from challenger 

brands and local delis that are 

capitalizing on changing consumer 

preferences, including those who 

prefer the ease of sandwich-making at 

home. In response, Subway has beefed 

up its digital efforts and sealed a first-

of-its-kind innovation partnership with 

Tastemade, a food and travel video 

platform favored by millennials. 

Xbox is a line of video game consoles 

and online services developed by 

Microsoft. Since its launch in 2001, 

it has grown to be one of the most 

popular gaming and entertainment 

platforms in the world. Xbox owners 

can currently play 1,370 games across 

a wide range of genres from fighting 

and adventure to titles suited for 

friends and family. Xbox also supports 

Xbox Live, a community of users, and 

offers a monthly subscription service, 

Xbox Game Pass, that provides access 

to over 100 games and discounts on 

ones not included.

The first Colgate toothpaste debuted 

in 1873, launching a brand that would 

eventually become the global leader in 

its category. Today, Colgate produces 

a wide range of oral hygiene products, 

including toothpaste, mouthwash, and 

dental floss. The brand’s advertising 

has traditionally focused on health, 

but in recent years the brand has 

explored new approaches, including 

investments around its Colgate 

Naturals offerings. Traditionally, 

Colgate has been known for its 

excellent supply chain that reaches 

some of the most remote regions of 

the world. 
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Citi is a financial services brand offering credit cards, 

mortgages, and personal and commercial loans. 

While Citi was one of the hardest-hit banks during the 

2009 financial crisis, the brand has recovered and is 

growing, partly due to creative approach to marketing 

that seeks to break consumer preconceptions of 

financial institutions. Some of its more notable 

activations include the bike-sharing service Citi Bike, 

cultural events like Harlem Eat Up, and sponsorship 

of New York’s Citi Field. It is also seeking to build 

trust with consumers by simplifying and improving 

transparency around its products. Recently, Citi has 

made efforts to improve its digital properties, hoping 

to make it a one-stop shop for personal finances.

COMPANY 

Exxon Mobil Corp

BRAND VALUE 

$17,073 Million

HEADQUARTERS 

Irving, TX

YEAR ON YEAR CHANGE 

-4%

CATEGORY 

Energy 

YEAR FORMED 

1999

COMPANY 

Citigroup Inc.

BRAND VALUE 

$17,122 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

-18%

CATEGORY 

Banks

YEAR FORMED 

1812

Created by a mega-merger of two giants in 1999, 

ExxonMobil is the world’s largest publicly traded 

oil and gas company, with reserves of 24.3 billion 

barrels and a refining capacity of 4.9 million barrels 

worldwide. In an industry challenged by wide swings 

in commodity prices, ExxonMobil has traditionally 

enjoyed a management advantage that enables it to 

achieve lower costs and higher earnings per barrel 

than many of its competitors. ExxonMobil sells fuels 

and lubricants through four sub-brands, including 

Esso, Exxon, Mobil and ExxonMobil Chemical. In its 

home market, its Mobile 1 product is the official motor 

oil of the popular NASCAR racing series.
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COMPANY 

UnitedHealth 
Group 

BRAND VALUE 

$14,220 Million

HEADQUARTERS 

Minneapolis, MN

YEAR ON YEAR CHANGE 

NEW

CATEGORY 

Insurance

YEAR FORMED 

1977

COMPANY 

HP Inc.

BRAND VALUE 

$13,142 Million

HEADQUARTERS 

Palo Alto, CA

YEAR ON YEAR CHANGE 

-14%

CATEGORY 

Technology

YEAR FORMED 

1939

UnitedHealthcare is a highly diversified 

healthcare brand largely focused 

on the United States. With a mission 

to help people live healthier lives 

and make the health care system 

work better for everyone, it serves 

everything from individuals and 

employers to Medicare and Medicaid 

recipients. The company prides itself 

on three core competencies: clinical 

insight, innovation and technology, 

and data and information. The scale 

of the data it collects and analyzes 

helps it in its efforts to improve health 

care quality, increase access, and 

provide more affordable care. Its 

parent company currently employs 

305,000 people worldwide, including 

85,000 clinical professionals, serving 

customers in all 50 US states.

HP manufactures printers, 3D printers, 

and personal computers. As Silicon 

Valley’s original garage-startup, it split 

from HPE in 2015 and positioned itself 

as a brand focused on innovation. 

Under the tagline “Keep Reinventing,” 

it seeks to create products that not 

only have mass appeal, but also 

attract premium customers who 

see the value of novel features and 

technologies. A good example is 

its new HP Omen X Emperium PC 

gaming display, a 65-inch, 4K display 

that’s so jaw-dropping that some 

have wondered if the company is 

positioning itself as a TV maker.

COMPANY 

Bank of America 
Corp.

BRAND VALUE 

$15,177 Million

HEADQUARTERS 

Charlotte, NC

YEAR ON YEAR CHANGE 

-18%

CATEGORY 

Banks

YEAR FORMED 

1904

COMPANY 

US Bancorp

BRAND VALUE 

$14,184 Million

HEADQUARTERS 

Minneapolis, MN

YEAR ON YEAR CHANGE 

-10%

CATEGORY 

Banks

YEAR FORMED 

1863

COMPANY 

Lowe’s 
Companies, Inc.

BRAND VALUE 

$14,670 Million

HEADQUARTERS 

Mooresville, NC

YEAR ON YEAR CHANGE 

+5%

CATEGORY 

Retail

YEAR FORMED 

1946

COMPANY 

The Procter & 
Gamble Company

BRAND VALUE 

$14,113 Million

HEADQUARTERS 

Boston

YEAR ON YEAR CHANGE 

-1%

CATEGORY 

Personal Care  

YEAR FORMED 

1901

Few companies have so dramatic a 

beginning as Bank of America, one of 

whose forebears was among the only 

San Francisco banks to survive the 

1906 earthquake. Today, it is a large, 

multinational financial institution, with 

a presence in all 50 states, as well as 35 

countries. It serves roughly 66 million 

clients through 4,300 stores and 

approximately 16,300 ATMs. Digitally, 

it has 36 million active users, including 

26 million mobile users. From a 

marketing standpoint, the brand 

positions itself as making its clients 

financial lives better, something it 

highlights through the question “What 

would you like the power to do?”  

Founded in 1863, US Bank holds the 

second-oldest continuous national 

bank charter in the United States. 

Today, it offers consumer banking 

services that include checking and 

savings accounts, mortgages, and 

student loans. US Bank has more 

than 3,000 branches and nearly 18.7 

million customers, primarily in the 

Midwest. Like many banks, it is using 

its digital platforms to become more 

of a financial advisor and partner, 

especially to a millennial audience. 

It has also partnered with several 

other large United States banks to 

launch Zelle, a rapidly-growing mobile 

payments service.

Lowe’s is a major home improvement 

chain based in Mooresville, NC. It 

employs roughly 300,000 employees 

across more than 2,200 hardware and 

home improvement stores in Canada, 

Mexico, and the United States. Lowe’s 

serves builders and homeowners, 

often focusing its efforts on the DIY 

segment, with in-store consulting 

and investments in a wide range of 

digital technologies. In recent years, 

the company has invested heavily in 

innovation, looking into everything 

from AR and VR to on demand 

manufacturing and narrative-driven 

innovation. Lowe’s is also one of the 

few beneficiaries of an increased 

incidence of natural disasters in the US 

in recent years, which has driven up 

the need for its products and services.

Gillette is one of the United States’ 

best-known safety-razor brands. 

Owned by P&G, the brand has long 

positioned itself as providing products 

that give men the confidence to be 

their best. Gillette marketing strives to 

make its customers feel sophisticated 

and successful, and more recently 

has focused on the uniqueness of 

individuals. As a premium brand, 

Gillette’s sales have stalled as lower-

cost subscription services have taken 

market share. In response, the brand 

has permanently lowered prices 

and invested in its own Gillette On 

Demand service, which, among other 

features, allows customers to order 

new blades by text. 



eBay is an online B2B and B2C auction and 

e-commerce platform. Based in San Jose, CA, it 

enables users to buy and sell nearly any kind of 

good or service that fits within its wide guidelines. 

Because of the broadness of its offering, it’s nearly 

impossible to group eBay customers into any 

demographic group or geographic area. Young, 

old, urban, and rural customers all use the site and 

for every imaginable kind of transaction, some of 

the more outlandish of which occasionally make 

the news. eBay has recently parted ways with its 

longtime payments partner, PayPal, enabling it to 

be more price competitive with rival Amazon.  
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COMPANY 

Ford Motor 
Company

BRAND VALUE 

$11,089 Million

HEADQUARTERS 

Dearborn, MI

YEAR ON YEAR CHANGE 

-12%

CATEGORY 

Cars

YEAR FORMED 

1903

One of the most 

recognizable brands in 

the world, Ford has been 

making cars since 1903. 

In 1913, founder Henry 

Ford instituted a moving 

assembly line to build 

the Model T, making car 

ownership affordable for 

America’s middle class. 

Today, Ford designs, 

manufactures, markets, 

and services cars, trucks, 

and electric vehicles 

in numerous countries 

around the world. Above 

all, Ford has developed a 

reputation for innovation, 

which has placed the brand 

at the forefront of new 

mobility solutions. Its Ford 

Smart Mobility subsidiary 

aims to create and invest 

in new solutions around 

ridesharing, connectivity, 

autonomous vehicles, and 

other technologies.

COMPANY 

eBay Inc.

BRAND VALUE 

$11,724 Million

HEADQUARTERS 

San Jose, CA

YEAR ON YEAR CHANGE 

-9%

CATEGORY 

Retail

YEAR FORMED 

1995
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COMPANY 

The Walt Disney 
Company

BRAND VALUE 

$11,882 Million

HEADQUARTERS 

Bristol, CT

YEAR ON YEAR CHANGE 

-1%

CATEGORY 

Entertainment

YEAR FORMED 

1978

ESPN is a pay sports television service 

owned by Disney and the Hearst 

Corporation. Based in Bristol, CT, the 

channel was one of a wave of new 

entrants that came with arrival of cable 

television in the US. Its early growth 

was fueled by its popularization of 

“March Madness” around the annual 

NCAA basketball tournament, as well 

as its broadcast of college football 

games. Each year, ESPN offers more 

than 23,000 live events and 64,000 

total live hours of programming, 

including its popular Sports Center 

and Monday Night Football, in 200 

countries around the world. Recently, 

ESPN has faced challenging times 

as consumers abandon bundled 

TV packages; and it has responded 

by launching ESPN+, a direct-to-

consumer offering.

COMPANY 

PepsiCo, Inc.

BRAND VALUE 

$12,186 Million

HEADQUARTERS 

Purchase, NY

YEAR ON YEAR CHANGE 

+2%

CATEGORY 

Beverages

YEAR FORMED 

1898

COMPANY 

Sprint Corporation

BRAND VALUE 

$11,931 Million

HEADQUARTERS 

Overland Park, KS

YEAR ON YEAR CHANGE 

+4%

CATEGORY 

Telecom Providers

YEAR FORMED 

1899

Pepsi is a global soft drink brand, 

known among many other things for 

its longstanding rivalry with Coca-

Cola. Founded in 1898, the brand’s 

sales greatly increased during the 

Great Depression, due to its practice 

of undercutting Coke by selling more 

product for the same price. During 

its long history, its advertisements 

have made enduring contributions to 

pop culture. The many musical stars 

associated with the brand include Joanie 

Sommers, Michael Jackson, Britney 

Spears, and Beyoncé. Pepsi today faces 

a more health-conscious audience, 

which often takes a negative view of 

carbonated drinks. The brand’s parent 

company PepsiCo has responded 

with both transparency and healthier 

choices, including its purchase of 

Sodastream, which should help it keep 

pace with changing consumer tastes.

Sprint is the fourth-largest wireless 

communications provider in the 

United States. The company was 

originally formed to deliver phone 

service around Abilene, Kansas, and 

the company went through many 

changes prior to being purchased by 

Softbank Corporation, a Japanese 

corporation, in 2013. In recent years, it 

has differentiated itself largely on price. 

To emphasize this, it has launched 

marketing campaigns against Verizon, 

touting its less expensive offering for 

roughly the same service. In a long, 

ongoing saga Sprint has sought to 

merge with T-Mobile to compete more 

effectively with their larger rivals.
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COMPANY 

Delta Air Lines, Inc.

BRAND VALUE 

$10,733 Million

HEADQUARTERS 

Atlanta, GA

YEAR ON YEAR CHANGE 

0%

CATEGORY 

Travel Services

YEAR FORMED 

1924

COMPANY 

Domino’s Pizza, 
Inc.

BRAND VALUE 

$9,484 Million 

HEADQUARTERS 

Ann Arbor, MI

YEAR ON YEAR CHANGE 

+15%

CATEGORY 

Fast Food

YEAR FORMED 

1960

Formed in 1924, Delta traces its 

roots to the Mississippi Delta, where 

it was launched as a crop-dusting 

service. Today, its southern roots have 

inspired a culture of hospitality that 

sets it apart in an otherwise lightly 

differentiated category. It is known for 

its belief that happier employees make 

happier customers. Delta has also 

leveraged data extensively, including 

tracking people via heart monitors to 

identify and understand stress points 

in the flying experience. Delta flies to 

304 destinations in 52 countries on 

six continents and carries 180 million 

passengers per year.

Domino’s is a pizza delivery chain well 

known for delivering its products in 

under 30 minutes. It primarily targets 

young adults, college students, 

millennials, as well as a “boomerang” 

demographic that previously bought 

the brand but abandoned it due to 

changing public tastes. Domino’s has 

been steadily increasing market share 

after changing its pizza recipe in 2009, 

growing same store sales for 100 

consecutive quarters. It is also known 

for making strong investments in 

digital technology. Today, it is among 

the most digitally-enabled fast food 

brands, allowing customers to order via 

Amazon Alexa, Google Home, and even 

Samsung TVs. More than 65 percent 

of its orders are now digital. Domino’s 

currently has over 15,900 stores in  

85 countries around the world.

COMPANY 

State Farm 
Insurance Group 

BRAND VALUE 

$10,994 Million

HEADQUARTERS 

Bloomington, IL

YEAR ON YEAR CHANGE 

-1%

CATEGORY 

Insurance

YEAR FORMED 

1922

COMPANY 

Morgan Stanley

BRAND VALUE 

$9,623 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

-18%

CATEGORY 

Banks

YEAR FORMED 

1935

COMPANY 

Hilton Worldwide 
Holdings Inc., 
Hilton Grand 
Vacations Inc.

BRAND VALUE 

$10,836 Million

HEADQUARTERS 

McLean, Virginia

YEAR ON YEAR CHANGE 

0%

CATEGORY 

Travel Services

YEAR FORMED 

1919

COMPANY 

Target Corporation

BRAND VALUE 

$9,594 Million

HEADQUARTERS 

Minneapolis, MN

YEAR ON YEAR CHANGE 

+13%

CATEGORY 

Retail

YEAR FORMED 

1902
State Farm is the largest auto and 

home insurer in the US and also offers 

banking and mutual fund investing 

services. As its name implies, the 

brand originally came into being as an 

insurer for agricultural vehicles, but 

today the brand’s major differentiation 

is its scale. It has more than 58,000 

employees and 19,000 independent 

contractor agents, which help it 

make good on its promise that when 

something goes wrong, “Like a good 

neighbor, State Farm is there.” Like 

many American insurers, State Farm 

also reaches the public through 

offbeat, humorous commercials  

and videos—as evidenced by its 

YouTube channel, which has roughly 

110,000 subscribers.

In 1935, the Glass-Steagall Act 

prevented financial companies 

from having both commercial and 

investment banking arms. As a result, 

Henry S. Morgan, Harold Stanley, 

and others left J.P. Morgan & Co. to 

form the investment bank Morgan 

Stanley. Since then, it has been offering 

financials services to professional 

investors and high net worth individuals, 

including investment banking, 

wealth management, and securities 

underwriting. Morgan Stanley has not 

made itself well known to ordinary 

consumers through advertising but 

instead focuses on its core clientele. 

In the industry, it has a reputation as a 

human-centric, hands-on firm. It has 

recently rebranded itself with a new, 

clean, and confident visual identity.

Hilton is a well-known, international 

hotel brand. With 570 properties on 

six continents, it has traditionally been 

known as an innovator in the industry.

Among its history of firsts are TVs in 

rooms, airport hotels, air-conditioned 

rooms, and a centralized booking 

system. Today, Hilton is perceived as a 

premium brand with a customer base 

of middle-aged and older professionals 

in moderately high socioeconomic 

brackets (its parent company also 

operates the luxury Conrad and Waldorf 

Astoria brands). In 2018, it continued 

its tradition of firsts by introducing 

the Connected Room, a new concept 

that lets visitors control lights and 

entertainment via a mobile app.

Target is a large US retailer, known for 

its middle-market approach, appealing 

to younger, image-conscious shoppers 

with fashionable product lines, and 

especially apparel. It currently has 

1,845 stores throughout the United 

States, including both traditional big 

box as well as smaller, urban stores. 

Target has largely differentiated 

itself from its rivals as a design and 

fashion-conscious alternative, urging 

its customers to expect more and pay 

less. It also strives to provide a great 

customer experience though a visually 

appealing in-store appearance and an 

award-winning mobile app.



hole Foods is a supermarket chain that primarily 

features foods without artificial preservatives, colors, 

and flavors. It also has a significant private label 

business with its 365 by Whole Foods line. The brand has 

traditionally attracted an affluent customer base willing to pay 

a high premium for organic, sustainable products (a strategy 

that also earned the brand the nickname “Whole Paycheck”). 

However, following its 2017 acquisition by Amazon, its new 

parent company slashed prices on key items and introduced 

a range of new integrations for Amazon Prime Members, 

including special discounts, five percent cash back, and two-

hour delivery from its stores in certain areas. Amazon also sells 

its popular Echo products in Whole Foods stores.

W

COMPANY 

Amazon.com, Inc.

BRAND VALUE 

$8,881 Million

HEADQUARTERS 

Austin, TX

YEAR ON YEAR CHANGE 

+10%

CATEGORY 

Retail

YEAR FORMED 

1980

American Airlines is one of the world’s largest airlines 

by a number of measures, including fleet size, revenue, 

and passenger-miles flown. Much of its scale is due 

to its 2013 merger with another large carrier, U.S. 

Airways, which was rebranded and flew its last flight 

in 2015. Currently, American Airlines operates 6,700 

flights daily to 350 destinations. While the brand 

operates in a largely undifferentiated category, it 

has sought to distinguish itself recently though an 

entertainment app that it bills as the only airline app 

that offers live TV as well a range of movies that you 

can access without a Wi-Fi connection.
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COMPANY 

Comcast 
Corporation

BRAND VALUE 

$8,962 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

+13%

CATEGORY 

Entertainment

YEAR FORMED 

1926 

COMPANY 

American Airlines 
Group Inc.

BRAND VALUE 

$9,395 Million

HEADQUARTERS 

Fort Worth, TX

YEAR ON YEAR CHANGE 

+2%

CATEGORY 

Travel Services

YEAR FORMED 

1926

Sometimes called “the peacock network” thanks 

to its famous logo, NBC is one of the largest and 

best-known media and entertainment network in the 

world. Originally one of the Big Three networks that 

dominated American television prior to the arrival of 

cable TV, it now broadcasts to more than 200 affiliated 

stations in the US, reaching 99 percent of all homes in 

the US that own a TV. Its NBC Entertainment division 

develops a wide variety of primetime, daytime, and 

late-night programming—including This Is Us, Sunday 

Night Football, and the long-running Law and Order 

franchise. NBC also produces news across a range 

of networks that include its flagship NBC, as well as 

CNBC and others.
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Tide is America’s number #1 selling heavy-

duty laundry detergent, used by 40 million 

households in the country. Its longtime slogan 

has been “Tide Knows Fabrics Best,” and it has 

created a considerable amount of educational 

content, including an Alexa app that can answer 

200 questions about stains and laundry. Tide 

transcends both low and high income brackets 

and is able to sell its products at a slight 

premium to the market. It has also been in the 

news for its Loads of Hope.
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COMPANY 

PepsiCo, Inc.

BRAND VALUE 

$8,263 Million

HEADQUARTERS 

Plano, TX

YEAR ON YEAR CHANGE 

+1%

CATEGORY 

Food

YEAR FORMED 

1932

Lay’s is a brand of snack 

foods, offering more 

than 200 varieties and 

flavor variants worldwide, 

including Stax, Wavy, and 

Kettle Cooked. Founded 

by Herman Lay in 1932, 

who began selling its chips 

from the back of a Model 

A, it has historically been 

an innovative marketer on 

the American scene. It was 

the first snack food brand 

to advertise on national TV 

and the first to introduce 

a healthy alternative, 

Baked Lays. Lay’s often 

outpaces rivals with new 

product launches and quick 

responses to fast-changing 

consumer tastes, including 

its recent “Turn Up The 

Flavor” chips, which were 

intended to reflect popular 

genres of music. Lay’s has 

a global footprint, including 

a major presence in the 

United Kingdom, where it is 

marketed as Walkers, one of 

the country’s most popular 

snack brands.

COMPANY 

The Procter and 
Gamble Company

BRAND VALUE 

$8,502 Million

HEADQUARTERS 

Cincinnati, OH

YEAR ON YEAR CHANGE 

+16%

CATEGORY 

Home Care

YEAR FORMED 

1946
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COMPANY 

Chevron 
Corporation

BRAND VALUE 

$8,647 Million

HEADQUARTERS 

San Ramon, CA

YEAR ON YEAR CHANGE 

-2%

CATEGORY 

Energy

YEAR FORMED 

1879

Chevron is the United States’ second-

largest oil and natural gas producer. Its 

upstream operations include oil and 

gas exploration as well as production. 

Downstream, it refines and sells oil, 

natural gas, and a wide range of other 

products. Chevron also maintains a 

large retail presence with nearly 8,000 

service stations in the US, 750 of which 

have been rebranded with ExtraMile 

convenience stores. Other customers 

include airlines, utilities providers, 

individual consumers, and small 

businesses. Within its category, Chevron 

follows a set of principles called The 

Chevron Way, aiming to be the energy 

company most admired for its people, 

partnerships, and performance. It also 

invests heavily in innovation, including 

in the alternative energy sector, which 

include its ownership of wind, solar,  

and geothermal assets.

COMPANY 

Seven & i Holdings 
Co., Ltd.

BRAND VALUE 

$8,834 Million

HEADQUARTERS 

Irving, TX

YEAR ON YEAR CHANGE 

+3%

CATEGORY 

Retail

YEAR FORMED 

1927

COMPANY 

Pinterest, Inc.

BRAND VALUE 

$8,823 Million

HEADQUARTERS 

San Francisco, CA

YEAR ON YEAR CHANGE 

+45%

CATEGORY 

Technology 

YEAR FORMED 

2010

7-Eleven is the world’s largest 

convenience store brand with more 

than 60,000 stores around the globe. 

Now under Japanese ownership, it is 

known as an innovative brand, among 

other things debuting the first television 

commercial in its industry, installing the 

first ATM in a convenience store, and 

inventing the to-go cup for coffee. It is 

also well known for its Slurpees and Big 

Gulp beverages. The scale and density 

of 7-Eleven stores gives it a competitive 

advantage, especially as the stores 

share data to improve the customer 

experience and identify topics for social 

media. 7-Eleven also promotes itself 

though whimsical PR stunts, including 

Free Slurpee Day, which is held each 

year on the brand’s “birthday” July 11, or 

7/11 (though the actual story behind the 

name is that the stores were originally 

open from 7 a.m. to 11 p.m.).

Launched in 2010, Pinterest is a 

social media site, largely devoted to 

displaying images and video. Users 

can upload, sort, and manage images 

and media, known as “pins,” on pages 

called “boards.” Pinterest is known 

for both exploration and product 

searches, and gives users the ability 

to purchase products displayed on 

the site. It was originally seen as a site 

used primarily by women, but it has 

been adding male users at an even clip 

in recent years. In September 2018, 

it announced that it had 250 million 

monthly active users. Its growth in 

users and revenue led to a successful 

IPO earlier this year.
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COMPANY 

Marriott 
International Inc., 
Marriott Vacations 
Worldwide 
Corporation

BRAND VALUE 

$8,191 Million

HEADQUARTERS 

Bethesda, MD

YEAR ON YEAR CHANGE 

-2%

CATEGORY 

Travel Services

YEAR FORMED 

1957

COMPANY 

Chipotle Mexican 
Grill, Inc.

BRAND VALUE 

$7,850 Million

HEADQUARTERS 

Denver, CO

YEAR ON YEAR CHANGE 

+33%

CATEGORY 

Fast Food

YEAR FORMED 

1993

Marriott is a global chain of nearly 550 

hotels and resorts in 55 countries. 

Often catering to business travelers, it 

typically offers restaurants, dry cleaning, 

office facilities, and conference rooms 

for its guests. The brand positions 

itself according to the “golden rule,” or 

having its employees treat customers 

how they would want to be treated. 

It is also known for building loyalty 

among customers and employees 

and makes frequent appearances on 

“Best Places to Work” lists. In recent 

years, Marriott has expanded its service 

digitally, leading its industry in mobile 

app development, including the 

introduction of mobile check-in and 

remote concierge services.

Chipotle, which specializes in a 

Mexican-inspired menu of tacos 

and burritos, is one of the first fast 

casual restaurant chains. Founded 

by a graduate of the French Culinary 

Institute Steve Ells, the brand 

distinguished itself early on by 

presenting “food with integrity.” While 

the exact definition of this has changed 

over time, it has generally meant 

using locally-sourced, higher-quality 

ingredients, which translate to superior 

taste and value. Changes, however, 

may be afoot for the brand. Recently, 

Chipotle has been experiencing strong 

growth, especially in the areas of digital 

and delivery—making it easily the 

fastest growing brand by brand value  

in its category this year.

COMPANY 

Hewlett Packard 
Enterprise 
Company

BRAND VALUE 

$8,216 Million

HEADQUARTERS 

Palo Alto, CA

YEAR ON YEAR CHANGE 

-23%

CATEGORY 

Technology

YEAR FORMED 

2015

COMPANY 

CenturyLink Inc.

BRAND VALUE 

$8,161 Million

HEADQUARTERS 

Monroe, LA

YEAR ON YEAR CHANGE 

-16%

CATEGORY 

Telecom Providers

YEAR FORMED 

1930

COMPANY 

Yum! Brands, 
Inc., Yum China 
Holding, Inc.

BRAND VALUE 

$8,195 Million

HEADQUARTERS 

Plano, TX

YEAR ON YEAR CHANGE 

+10%

CATEGORY 

Fast Food

YEAR FORMED 

1958

COMPANY 

Berkshire 
Hathaway Inc.

BRAND VALUE 

$8,036 Million

HEADQUARTERS 

Chevy Chase, MD

YEAR ON YEAR CHANGE 

+9%

CATEGORY 

Insurance

YEAR FORMED 

1936

HPE was formed in 2015 during the 

split of Hewlett Packard. This resulted 

in two new companies: HP Inc., 

which retained its parent’s printer and 

personal computer business and HPE, 

which offers enterprise IT services. In 

the short period since then, HPE has 

made several major moves to both 

acquire and divest its businesses. 

While not widely recognized by the 

public as a distinct entity, the brand 

retains the iconic Hewlett Packard 

name and often touts its more than  

75 years of innovation. 

CenturyLink is a global 

telecommunications provider 

that offers networking services to 

everyone from individual consumers 

to enterprise businesses. Its major 

customer base is in the global business 

sector, where it is the second largest 

US communications provider for 

enterprise businesses. In the US, it 

also serves individual consumers with 

a lucrative “Triple Play” product that 

combines TV, landline, and high-speed 

Internet service. In 2017, it merged with 

business networking provider Level 

3 Communications, and since then, 

much of the brand’s marketing efforts 

have focused on large businesses.

With 18,400 locations in 110 countries, 

Pizza Hut is the largest pizza chain 

in the world by number of locations. 

Founded in Wichita, Kansas, it today 

serves pizza on every continent except 

Antarctica, including a successful, 

upscale presence in China. Pizza Hut 

has traditionally focused more on its 

restaurants than delivery service, trying 

to provide a superior product and a 

wider selection of menu items than its 

competitors. In its home market, Pizza 

Hut has recently faced a challenging 

environment as digitally-enabled 

and delivery-focused rivals have 

taken market share. In response, it has 

upgraded its restaurants and is hiring 

many more drivers to meet demand. 

GEICO is the second-largest auto 

insurance brand in the United States, 

offering coverage in all 50 states 

and the District of Columbia. After 

its purchase in 1996 by Berkshire 

Hathaway, it began a large-scale 

television and direct response 

advertising program. Its numerous 

campaigns, including those featuring 

its iconic gecko, brought entertainment 

and humor to the insurance category. 

Its slogan has long been “15 Minutes 

Could Save You 15 percent on Car 

Insurance.” That low-cost focus has 

meant that policies are sold mainly 

by direct response, with customers 

applying for coverage directly to the 

company via the Internet or over the 

telephone. The brand also strives to 

provide excellent service to customers, 

with the goal of establishing long-term 

customer relationships.



DISH Network provides satellite TV, music, and 

Internet service to customers in the United States 

and Mexico. Founded as EchoStar in 1981, it was 

spun off as a separate company in 1996 and 

currently serves roughly 12.3 million television 

subscribers. It also offers Sling TV, an inexpensive 

over-the-top (OTT) service that has attracted 

2.4 million customers. DISH Network positions 

itself as “Tuned into You,” offering highly flexible 

subscription options for all of its services. In spite 

of offering an impressive ability for customers 

to choose the channels they want, the brand’s 

satellite subscribership has been in decline, with 

some of its customers opting for Sling TV instead.
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COMPANY 

The Goldman Sachs 
Group, Inc.

BRAND VALUE 

$7,469 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

-19%

CATEGORY 

Banks

YEAR FORMED 

1869

Goldman Sachs is a 

globally recognized 

financial brand involved in 

investment banking, asset 

management, commercial 

banking, commodities 

trading, mutual funds, 

and bond underwriting. 

Traditionally, it has served 

an elite clientele composed 

of everyone from wealthy 

individuals and Fortune 

500 corporations to 

institutional investors and 

sovereign wealth funds. It 

is also known in the United 

States for providing the 

national government with 

Secretaries of the Treasury, 

including the current one, 

Steve Mnuchin. Recently, 

Goldman Sachs partnered 

with Apple to launch the 

latter brand’s much hyped 

credit card.
COMPANY 

DISH Network 
Corp.

BRAND VALUE 

$7,502 Million

HEADQUARTERS 

Meridian, CO

YEAR ON YEAR CHANGE 

-24%

CATEGORY 

Telecom Providers

YEAR FORMED 

1981
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COMPANY 

United Continental 
Holdings Inc.

BRAND VALUE 

$7,563 Million

HEADQUARTERS 

Chicago, IL

YEAR ON YEAR CHANGE 

+6%

CATEGORY 

Travel Services

YEAR FORMED 

1926

United is the world’s third-largest 

airline by revenue and a founding 

member of the Star Alliance, one of the 

largest such partnerships in the world. 

It distinguishes itself among American 

airlines primarily due to its wide global 

reach that enables its customers 

to travel to 356 destinations in 48 

countries. With 4,900 daily departures, 

it carried 158 million passengers in 

2018 and has one of the more robust 

frequent flyer programs in the industry. 

Its fleet is also the nation’s most fuel 

efficient when adjusted for cabin size.

COMPANY 

Walgreens Boots 
Alliance, Inc.

BRAND VALUE 

$7,743 Million

HEADQUARTERS 

Deerfield, IL

YEAR ON YEAR CHANGE 

-7%

CATEGORY 

Retail

YEAR FORMED 

1901

COMPANY 

Twitter, Inc.

BRAND VALUE 

$7,639 Million

HEADQUARTERS 

San Francisco, CA

YEAR ON YEAR CHANGE 

+26%

CATEGORY 

Technology 

YEAR FORMED 

2006

With 9,560 stores, Walgreens is the 

second-largest pharmacy chain in 

the US. It sells prescription drugs, 

photo services, and health and beauty 

products. Walgreens has long pursued 

a strategy of geographic saturation; 

today, 78 percent of Americans live 

within 5 miles of a Walgreens, Duane 

Reade, or newly-acquired Rite Aid 

store. Like many of its rivals, Walgreens 

has also invested heavily in digital and 

mobile technology and boasts a highly 

rated app. It is also using data to help 

deliver a better customer experience. 

In its marketing, Walgreens positions 

itself as “Trusted Since 1901,” with 

messaging focused on trust, care,  

and accessibility. 

Twitter is a news and social networking 

service that originally allowed users to 

post “tweets” or messages of only 140 

characters (the same as the length of 

a standard text message). While this 

number was doubled in 2017, the site is 

known for the quick sharing of links to 

headlines, breaking news stories, and 

images. As with many social networks, 

Twitter has come under fire for the 

rampant sharing of untrue stories, 

known as “fake news,” and the large 

number of fake accounts with links to 

foreign intelligence services. However, 

it is increasingly a much-used source of 

breaking news, often providing much 

faster information on natural disasters 

and other events than traditional 

news services. It is also heavily used 

by celebrities and politicians to speak 

directly to their fans or constituents— 

with its most notable user being none 

other than Donald J. Trump. 
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COMPANY 

Restaurant Brands 
International Inc.

BRAND VALUE 

$7,280 Million

HEADQUARTERS 

Miami Dade 
County, FL

YEAR ON YEAR CHANGE 

+10%

CATEGORY 

Fast Food

YEAR FORMED 

1953

COMPANY 

AT&T Inc.

BRAND VALUE 

$7,073 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

+5%

CATEGORY 

Entertainment 

YEAR FORMED 

1972As the second-largest international 

hamburger chain, Burger King 

welcomes more than 11 million guests 

per day around the world. The brand’s 

primary point of distinction in the 

United States is a diverse menu that 

includes burgers, french fries, sodas 

and milkshakes as well as less common 

items such as onion rings, veggie 

burgers, and chicken fries. It also 

focuses on taste, grilling its burgers to 

order and customizing its sandwiches 

to individual preferences. It has seen 

strong recent performance, which it 

attributes to its “barbell” strategy of 

offering low priced menu items for 

everyday customers and premium 

selections, such as chicken parmesan 

sandwiches, for customers who want  

a more premium product. 

Home Box Office, or HBO, is the 

oldest and arguably most successful 

premium television company in the 

US. It primarily features theatrically 

released movies and its own original 

programming, which includes 

television shows, documentaries, 

made-for-cable movies, boxing 

matches, and more. HBO distinguishes 

itself primarily by the high quality 

and adventurousness of its content, 

including the uber-popular Game of 

Thrones, which has won 47 Primetime 

Emmy Awards. The network also offers 

seven additional channels, including 

HBO Latino; HBO Family; HBO Now, 

an online streaming service; and HBO 

Go, a video-on-demand service.

COMPANY 

CBS Corp.

BRAND VALUE 

$7,457 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

-9%

CATEGORY 

Entertainment

YEAR FORMED 

1928

COMPANY 

CVS Health 
Corporation

BRAND VALUE 

$7,160 Million

HEADQUARTERS 

Woonsocket, RI

YEAR ON YEAR CHANGE 

-9%

CATEGORY 

Retail

YEAR FORMED 

1963

COMPANY 

The Progressive 
Corporation

BRAND VALUE 

$7,449 Million

HEADQUARTERS 

Mayfield, OH

YEAR ON YEAR CHANGE 

+16%

CATEGORY 

Insurance

YEAR FORMED 

1937

COMPANY 

CVS Health 
Corporation

BRAND VALUE 

$7,125 Million

HEADQUARTERS 

Woonsocket, RI

YEAR ON YEAR CHANGE 

NEW

CATEGORY 

Insurance

YEAR FORMED 

1853
Established in 1928, CBS creates and 

distributes news and entertainment 

on a range of platforms, including 

cable, publishing, local TV, consumer 

products, and digital media. Today it 

has more than 200 television stations 

and affiliates, reaching nearly every 

home in the US that has a TV. It 

produces content of almost every type 

including, news, business, movies, and 

sports. Known for its iconic “eye” logo, 

it is the second-most watched network 

in the country, with an average number 

of viewers of 7.4 million.  Its lineup 

features highly-rated shows like 

Survivor and 60 Minutes—as well as 

popular sports programming from the 

NFL, MLB, and NCAA. 

CVS (the name was originally an 

acronym for “Consumer Value Store”) 

is the largest pharmacy chain in the 

United States by total prescription 

revenue. Like many pharmacies in the 

United States, CVS sells not merely 

prescription medicines, but a wide 

variety of other items, including 

food, beverages, greeting cards, 

photo finishing services, and health 

and beauty products. The company 

operates nearly 10,000 retail locations 

and more than 1,100 walk-in Minute 

Clinics, which offer basic health 

services. CVS tries to set its brand 

apart by a greater dedication to health 

than its rivals. In 2018, CVS completed 

a merger with Aetna, a move that 

promises to reshape the healthcare 

landscape in the US.  

Progressive is a large insurance brand 

associated with auto and recreational 

insurance in particular. Beginning in 

1937, when it opened the first drive-in 

claims office, Progressive has long tried 

to live up to its name by staying ahead 

of its competitors through innovation. 

It was the first insurance company to 

have a website, enable ecommerce, 

and allow customers to use mobile 

apps for rating and managing policies. 

More recently, it became the first 

insurer to reach consumers through 

Google Home. Today, Progressive 

sells both digitally and through 

independent agencies, with roughly 

half of its personal policies sold online. 

The brand is notable for its character 

spokesperson, Flo, who has more than 

4.5 million Facebook followers.

Founded in 1853 in Hartford, 

Connecticut, Aetna is an American 

health insurance company that offers 

plans for medical, pharmacy, dental, 

Medicaid, and behavioral health. 

Originally a fire insurance company 

(the name is a reference to Mount 

Etna), today the company is becoming 

a subsidiary of CVS health, a move that 

is seen as shaking up the American 

healthcare system. Currently its 

network stretches across the globe, 

where it covers approximately 22.1 

million customers for medical and  

12.7 million for dental insurance.



Along with Uber, Airbnb is a poster child of the sharing 

economy. It enables people to offer their homes, 

apartments, and other places for short term rentals 

around the world. The service is convenient and digital 

and allows both guests and hosts to post reviews at 

each other. It currently provides access to more than 

6,000,000 places to stay in 100,000 cities and 191 

countries and regions. It also offers Experiences, which 

provide access to local guides and activities run by 

vetted hosts in the communities in which it operates. 

BRANDZ™ TOP 100 MOST VALUABLE US BRANDS 2020      137 

COMPANY 

Tesla Inc.

BRAND VALUE 

$6,850 Million

HEADQUARTERS 

Palo Alto, CA

YEAR ON YEAR CHANGE 

-18%

CATEGORY 

Cars

YEAR FORMED 

2003

COMPANY 

Airbnb, Inc.

BRAND VALUE 

$6,907 Million 

HEADQUARTERS 

San Francisco, CA

YEAR ON YEAR CHANGE 

NEW

CATEGORY 

Travel Services

YEAR FORMED 

2008

After launching its first electric sports car in 2008, 

Tesla proved how quickly a company could build a 

beloved brand. It manufactures and sells a range of 

environmentally conscious products, including cars, 

battery packs, and solar panels, and is developing its 

much-hyped Hyperloop high speed transportation 

system. Led by visionary CEO Elon Musk, Tesla has 

created a new business model for the automobile 

industry, in which the company owns its own 

dealerships and sells directly to the consumer. Tesla’s 

cars distinguish themselves by their energy efficiency, 

cutting edge technology, and low carbon footprint—

winning over many exuberant fans, who serve as 

walking advertisements for the brand. 
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all Mall was marketed as the first premium cigarette, 

which catered to the upper classes. It is also known for 

introducing longer cigarettes, a tactic that, in the 1960s, 

briefly made it the most popular brand in its category. Today, 

the brand’s positioning has changed markedly from its early 

roots. It is now promoted as a good value, offering quality at a 

reasonable price. While its market share has declined slightly 

in the United States in recent years, possibly due to improved 

economic conditions, Pall Mall has been a growth brand over 

the past decade and is currently the 4th best-selling cigarette in 

its home market.

P

COMPANY 

British American 
Tobacco, P.L.C.

BRAND VALUE 

$6,957 Million

HEADQUARTERS 

Winston-Salem, NC

YEAR ON YEAR CHANGE 

-9%

CATEGORY 

Tobacco

YEAR FORMED 

1899



Southwest is the largest low-cost airline carrier in 

the world and the largest domestic air carrier in 

the US. While it offers a budget, no-frills service for 

customers, it is also known for openness, honesty, 

and a fun customer experience. Under the tagline, 

“Low fares. Nothing to hide,” it offers remarkably 

consistent service (all of its planes are Boeing 737s, 

which has led to some issues due to the problems 

with the 737 Max). Southwest is also well known in 

its home market for its humorous advertisements, 

including its wry “Wanna get away?” spots that 

place characters in highly embarrassing situations. 
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COMPANY 

The Estée Lauder 
Companies Inc.

BRAND VALUE 

$6,514 Million

HEADQUARTERS 

New York, NY 

YEAR ON YEAR CHANGE 

+4%

CATEGORY 

Personal Care

YEAR FORMED 

1968 

Inspired by an article “Can 

Great Skin Be Created?” 

Clinique was the first 

dermatologist-created, 

allergy-tested, fragrance-

free line of beauty products. 

Traditionally, customers 

interacted with its 

consultants in department 

stores, who evaluated 

them individually and 

provided tailored tips and 

suggestions. It is also well 

known for including free 

samples of its product, a 

tradition it has continued as 

it moved into e-commerce. 

In a very crowded category, 

the brand has remained 

largely restrained and true 

to its mission, with distinct, 

consistent, and highly 

recognizable packaging. 

It has recently appealed 

to a younger audience by 

partnering with influencers 

and introducing trend-

driven collections. 

COMPANY 

Southwest Airlines 
Co.

BRAND VALUE 

$6,589 Million

HEADQUARTERS 

Dallas, TX

YEAR ON YEAR CHANGE 

-16%

CATEGORY 

Travel Services

YEAR FORMED 

1967
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COMPANY 

The Estée Lauder 
Companies Inc.

BRAND VALUE 

$6,737 Million

HEADQUARTERS 

New York, NY

YEAR ON YEAR CHANGE 

+10%

CATEGORY 

Personal Care

YEAR FORMED 

1946

Estée Lauder is a consumer-facing 

brand belonging to the similarly 

named Estée Lauder Companies, 

Inc. Founded in 1946 by Estée and 

Joseph Lauder, it was initially sold via 

high-touch consultants at counters in 

department stores. However, with that 

sector struggling, it has aggressively 

launched online and is now available in 

more than 150 countries. The brand is 

strongly associated with its founder, a 

Presidential Medal of Freedom winner 

and one of the twentieth century’s 

most successful women in business. 

Its audience in its home market 

skews older and wealthier, though 

it has recently gone digital-first and 

emphasized social media to reach 

younger consumers. In the past two 

years, Estée Lauder has been a top 

performing brand in the top 100, 

growing at a 10 percent rate this year.

COMPANY 

Yum! Brands, 
Inc., Yum China 
Holding, Inc.

BRAND VALUE 

$6,834 Million

HEADQUARTERS 

Irvine, CA

YEAR ON YEAR CHANGE 

NEW

CATEGORY 

Fast Food

YEAR FORMED 

1962

COMPANY 

PNC Financial 
Services Group, 
Inc.

BRAND VALUE 

$6,810 Million

HEADQUARTERS 

Pittsburgh, PA

YEAR ON YEAR CHANGE 

-24%

CATEGORY 

Banks

YEAR FORMED 

1845
Taco Bell is a chain of Mexican-inspired 

fast food restaurants, serving tacos, 

nachos, burritos, and its own, often 

creative takes on the genre. The brand 

currently has more than 7,000 locations, 

largely in the United States. With a 

strong, working-class brand positioning, 

it appeals primarily to a younger 

audience, but ironically not those who 

identify as Hispanic, who rarely buy the 

brand. Taco Bell is known for its large 

and eclectic menu, regularly launching 

PR-friendly items that capture the public 

imagination. Customers can also access 

Taco Bell through mobile app, online via 

Ta.co, and even access delivery through 

a partnership with Grubhub. The brand 

also provides educational opportunities 

and other benefits through the Taco 

Bell Foundation, Live Más scholarship, 

and Feed the Beat programs. 

PNC specializes in retail and business 

banking, credit cards, and asset 

management. PNC currently has 

roughly 2,320 branches and 9,100 

ATMs, reaching consumers primarily 

in the eastern part of the country. It 

also has strategic offices in Canada, 

China, Germany, and the United 

Kingdom. PNC is also heavily involved 

in community development initiatives, 

recently earning an “outstanding” 

rating for exceeding Community 

Reinvestment Act standards. On a 

more whimsical note, for 35 years PNC 

has created The PNC Christmas Price 

Index, which details the cost of giving 

all the gifts in the song “The Twelve 

Days of Christmas.”



Generation 
We: The 
Future of 
Marketing is 
Communal

THE OPPORTUNITY FOR MARKETERS

Communities like Reddit’s present a 

meaningful opportunity for marketers 

looking to leverage the power of community. 

Today, users are finding more reasons 

to visit and trust communities than ever 

before. In fact, a recent study conducted 

with YPulse found that Reddit users are 

engaging in deeper, more authentic 

conversations on Reddit than on other 

platforms. Further, 72 percent of users said 

their conversations were more on-topic and 

68 percent said they were more relevant on 

Reddit than anywhere else on social media.

Apart from context and relevance, trust 

flows naturally in user-driven communities. 

YPulse’s study found that because of its 

Reddit has had 14 years to learn from the trials and 

tribulations of community-building. In that time, we’ve 

found that healthy communities require breathing room to 

develop naturally, tools and guidelines for maintenance and 

self-governance, democratic principles so members feel part 

of a collective, and different roles (i.e. leaders, commenters, 

listeners, moderators, and conversation starters) to guide 

individual behavior. 

True communities bring people together to focus on 

a collective mission rather than follow self-centered 

motivations. They are self-organized, self-healing, and more 

powerful than any individual. They have distinct cultures and 

organic value systems, and their members are intrinsically 

motivated to improve the collective’s wellbeing. A healthy 

community requires that its members listen, learn from one 

another, contribute in a meaningful way, and work toward 

something greater than themselves. Trust is the result of  

that partnership—the most solid, secure (and potentially 

brand-endearing) foundation on which to build anything  

as a marketer.

This leads me to an important caveat: not all purported 

communities are created equal. There’s an important 

distinction between a community and a group, and 

marketing within a community requires more thought than 

simply picking the right cohort of people to broadcast your 

message to. When done right, we’ve seen that community 

marketing can deliver business outcomes that are far greater 

than those generated by individual and influencer models. 

The concept of community has been studied for 

centuries, though I can’t help but notice that the 

term is being co-opted and misused across today’s 

digital landscape. While no one owns the word 

“community,” lately it has become a buzzword 

across tech, social, and marketing discussions. As 

the COO of Reddit, the world’s largest network of 

communities, I wanted to share my observations on 

some common misconceptions about the concept, 

while emphasizing the value of community to 

marketers, when done right.

community structure Reddit is almost 2x more trustworthy 

than other social media platforms. Consumers want real 

advice from real people who have really used a product. 

They want context and communal conversation—and,  

most importantly, their trust cannot be bought. This trust 

fuels the communities on Reddit, and the numbers speak 

for themselves: 73 percent of Reddit users say they trust the 

recommendations of other Reddit users, and 64 percent 

note that if people on Reddit like a product, they’re more 

likely to purchase it. 

These findings reinforce a longstanding observation with 

Reddit communities, which is that people are going to 

trusted communities before making purchase decisions—

particularly on high consideration products like cars, phones, 

speakers, credit cards, baby strollers, and more. The study 

also proves that brands who show up in communities on 

Reddit stand to gain the trust of the community:

• 69% of Reddit users say they respect when brands  

make an effort to be on Reddit.

• 61% of Reddit users say they’re more likely to trust a 

brand that participates on Reddit.

• 66% of Reddit users say brands can have a conversation 

with them on Reddit that they can’t have anywhere else.

HOW TO DO IT

Our team often reminds the brands we work with that 

community is not about popularity or keeping up with  

one’s 1st, 2nd, and 3rd-order contacts. Engaging 

in community is not about curation, projection, or 

individual identity—or about building your reputation and 

broadcasting your personal message. To do community 

marketing well, marketers must build trust by mirroring the 

dynamics of a healthy community: they must listen to (and 

truly understand) the community’s perspectives and needs, 

learn about their brand’s place in the conversation and 

the best ways to engage, and add to the community and 

conversation in a meaningful way. 

Every day, we see more brands, agencies, and creative 

partners interested in tapping into the communities they 

see on Reddit. Marketers who are thoughtful about their 

approach to engagement and embrace community as an 

investment in the lifetime value of a customer can cultivate 

a vocal and valuable group of brand advocates. These 

are the customers who raise their hands and influence 

consumer behavior—and their voices resonate far beyond 

an individual’s network to a community level, which in  

turn influences culture more broadly.
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It’s Time 
to Make 
Ads More 
Relevant and 
Meaningful

of choice in what they watch, read, and listen, but they can 

also choose when and where they do so.

When it comes to the where, today’s busy consumers are 

getting their content on smaller screens. Eighty-one percent 

are using mobile devices daily to engage with all types of 

video, audio, and written media. But while many users are 

mobile-first in consumption, television is the medium most 

likely to get their attention. It’s also the medium they trust 

the most. Ad engagement is closely linked to purchase 

behavior with television, while it and cinema are the top two 

platforms for increasing consumer consideration. 

Regardless of platform, consumers are clear about the type 

of ads they dislike. They are increasingly aggravated by ones 

that interrupt them as they are engaging with content they 

enjoy. Ultimately, consumers aren’t anti-advertising, they’re 

pro-content.

Seventy-five percent of respondents feel that advertising has 

increased in frequency, while 63 percent think advertising 

makes media consumption less enjoyable. As a result, time 

spent with content is increasing, but advertisers still face a 

unique challenge that goes back to the core principles of 

frequency and control to ensure their ads are relevant and 

not an inconvenience for viewers. 

When it comes to improving advertising, consumers want 

to eliminate invasive ads that take over their screens or 

block content, while reducing ad frequency. They also are 

more accepting of advertising when they only see things 

that are relevant to their wants and needs. They have a taste 

for personalized experiences and are less likely to reject 

targeted ads. And they generally have a positive or neutral 

view on ads that are customized to their search history, life 

stage, or interests. 

Addressable tactics like reach and frequency management 

can solve many of these underlying challenges. Addressable 

TV limits impressions for TV viewers who may have already 

seen an ad. But And because addressable commercials are 

only triggered when the right audience is watching, they can 

dramatically improve visibility among both hard-to-reach 

audiences and those audiences that brands want to reach the 

most. Because the technology enables advertisers to reach light-

viewing audiences that have been previously underexposed 

to an ad, that, in turn, evens out frequency thresholds. 

In the end, like any meaningful exchange, the interaction 

between brands and consumers should be mutually respectful. 

So, when targeting a consumer, consider both the message 

and the moment in time so that you can ensure that you show 

them something that is personally relevant and drives results. 

Moreover, we are seeing dramatic changes in media habits, 

brought on by device proliferation, the ubiquity of content, 

and diversity in access to it (sVOD vs aVOD). This has created 

an unprecedented challenge for brand advertisers, who 

are now working with fewer, more strategic partners to 

drive performance, while searching for the right formula for 

optimal reach and impact.

Frequency and control are arguably two of the most 

important factors in improving advertising effectiveness—

and if overlooked, can compromise the end experience 

for the consumer. As a result, frequency and recency 

management is needed to prevent overexposure by limiting 

how often a consumer sees a particular message. If an 

audience has already seen a piece of creative, showing them 

redundant ads will only increase ad fatigue. 

To help marketers get to the heart of issues like these and 

more, Xandr releases its annual Relevance Report, a survey 

of more than 3,000 consumers that explores consumers’ 

changing content consumption habits and engagement 

with advertising. For the second year in a row, this research 

has shown that the new currency of consumer attention 

is relevance, and that success is found when ads focus on 

people and emotions, not just placements. 

If we can tailor messages directly to people to whom they 

are personally relevant, we can reduce the waste associated 

with ads, while creating elevated, impactful experiences. In 

so doing, we can reduce ad avoidance and help overcome 

the industry’s current challenges. 

This year’s survey findings were also synonymous with 

a growing reality: with the proliferation of high-quality 

content, available 24/7, consumers not only have freedom 

The challenge of capturing consumers’ attention is 

growing every day. It’s far too easy for them to tune 

out a brand’s message if it isn’t relevant to them or 

related to their interests. Ad burnout, which is largely 

caused by overexposure to irrelevant and repetitive 

ads, has driven some people to ignore or avoid 

advertising altogether.
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BRAND
USA



t number eight in 2020, the United States enjoys a prominent 

place among the world’s countries. Above all, it is seen as an 

innovative force and a strong leader not merely on the  

world stage but culturally as well.

However, in recent years the United States has seen its ranking 

slip from four to eight. This is almost certainly due to the global 

unpopularity of its president, Donald J. Trump, whose policies are 

setting America on a much more isolationist and confrontational 

path. The country has also recently launched hostile trade actions 

against a range of countries, including some major allies, and 

ignited a trade war with the #2 economy in the world, China. All 

of this has had a ripple effect across the globe, unsettling world 

markets and causing the United States to lose its once excellent 

reputation as a partner for business.

A 2018 BAV survey found Trump’s global approval rating at only 

25 percent with 58 percent disapproving. This added up to a 

net approval rating of -33, a remarkable score given that global 

boogeymen Rodrigo Duterte and Vladimir Putin shared a -11 rating.

That said, if we’re looking for a silver lining, it’s that United States 

has held onto its ranking this year. In fact, on a huge range of 

metrics, it barely budged. Of the nine major attributes on which 

BAV ranks countries, the United States held exactly the same 

ranking on five. This shows a remarkable stability, which indicates 

that whatever damage has been done globally to Brand USA,  

it has at least stabilized. 

THE NON-EFFECT ON BRANDS

Generally speaking, this year also saw a continuation of a trend in 

which US brands seem largely decoupled from their home country. 

Often brands benefit from their presence in a particular place. 

French wines, for example, can charge a considerable premium 

over wines from other regions, even if their critical ratings are the 

same. German cars enjoy a similar premium, because of the long 

and excellent reputation of automakers in the country. 

B
R

A
N

D
 U

S
A

BRANDZ™ TOP 100 MOST VALUABLE US BRANDS 2020      147 

A

All brand USA

In addition to measuring the value of brands from 

the US, we can also assess the strength of Brand USA 

itself. The Best Countries ranking does exactly that, 

comparing perceptions of countries around the world 

held by a broad spectrum of consumers. Developed by 

WPP VMLY&R’s BAV Group, it surveys 21,000 people 

across 36 countries to understand how a nation’s 

policies, politics, and people are affecting its perceived 

standing in the world. It then ranks countries against 

a series of attributes—such as education, culture, and 

openness to business—all of which have the potential 

to drive trade, travel, and investment. 

Situation stabilized: Brand USA 
maintains its hold on #8



But as the United States has fallen in the rankings in 

recent years, its brands have only risen. This is largely 

because many US brands are seen as entities unto 

themselves, rather than products of a particular nation. 

No one thinks of BMW without realizing that the cars 

are German. And some brands are, of course, strongly 

American. One can hardly think of Marlboro or Budweiser 

without images of Americana coming to mind. That 

said, one can easily stay at a Marriott, use a Visa card, or 

purchase a bottle of Tide without strongly associating the 

brands with the US. 

In addition, most American brands have either stayed 

out of the political conversation or come down strongly 

in favor of the kinds of inclusion and openness more 

amenable to international opinion. Brands like Coca-Cola 

and Microsoft, for example, have long had a tradition 

of inclusion, so they are natural counterweights to the 

country’s recent harsh anti-immigration policies. 

In fact, it might seem odd to some that a country that 

gave birth to Silicon Valley and countless other innovation 

centers does not rank higher for this measure. However, 

BAV does not merely consider track record but potential. 

As a result, its innovation ranking includes metrics like 

perceptions of educational systems, where the US ranks 

respectably, but not exceptionally.  

The United States also holds the top rank among the 

world’s countries for power and influence. Even though 

it has turned increasingly inward, it is still a part of many 

major international institutions, like NATO, the UN 

Security Council, and the World Bank. It also has arguably 

the world’s strongest military, even though the survey’s 

respondents rank it at #4 for this metric, a judgment with 

which experts on the topic would likely disagree. 

By and large, the US has not moved substantially in 

the ranking, except in a few metrics. One of them, 

THE US BY THE NUMBERS

The United States lends strength to its brands in a number 

of critical areas, and especially cultural clout, power and 

influence, and innovation and entrepreneurship. 

To begin, the survey ranks the United States #4 in cultural 

clout. People around the world wear jeans and baseball 

caps, listen to hip-hop, and follow its fashion influencers 

on Instagram. All of these help drive perceptions of the 

US as a culturally influential country.

Innovation and entrepreneurship are also no-brainers. The 

US is the home of Google, Apple, Microsoft, Amazon, and 

countless other companies that have had a transformative 

role in changing how people do everything from shop to 

get around. That tendency has only strengthened in recent 

years, as the appearance of Uber and Airbnb on the US 

rankings demonstrates. As a result, the country ranks #3 for 

innovation and entrepreneurship. 

interestingly, is manufacturing costs. The United States (at #75) 

is now seen as one of the most expensive places in the world to 

have a factory. This likely reflects concerns over the trade war 

and the strong dollar.

It’s worth pointing out, however, that global audiences may be 

equating labor cost with manufacturing cost—and labor has 

become decidedly less of a factor in the sector in recent years. 

Although the US experienced a temporary contraction in the 

earlier part of this year, it has been growing its manufacturing 

sector for the past decade, adding around 100,000 jobs a year. 

It is currently the world’s second largest manufacturer in terms 

of value of goods produced, trailing only China.

Where does Brand USA struggle? Given its trade policies and 

aggressive anti-immigration policies, the United States does 

not do particularly well when it comes to being business ready. 

It also ranks somewhat weakly, though still above average, in 

adventure. This metric reflects a variety of things that are not 
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always the United States’ strengths, including climate, 

friendliness, and even sexiness, a metric on which most 

countries do not do particularly well. 

On a positive note, the US jumped five ranks for political 

stability, where it now ranks #20. This likely reflects an 

easing of fears over the current administration and a 

recognition that while the country’s politics may be 

unpopular, its political system remains sound. The US 

experienced a smooth and peaceful election in 2018, in 

which the opposition party made substantial gains.

On most other measures, the United States does reasonably 

but not exceptionally well. The good news is that it has great 

potential to improve its standing in the world. Many of the 

things for which it is currently being viewed in a negative 

light can rapidly change. A country cannot greatly alter 

perceptions over rich history and heritage, but it’s quite 

easy to change opinions around what kind of a business 

partner one might be. Time will tell. 

THE VALUE OF STRONG NATIONAL BRAND ATTRIBUTES

Impressions of a country matter to brands because the 

feelings people have about a place are projected on to 

the brands that come from there. This, in turn, affects 

what people are likely to buy, and how much they’re 

willing to pay for it. 

We certainly will pay more for wine and cheese from France 

than we do, in general, from Portugal or Chile. Likewise, if a 

new technology product comes from Silicon Valley, we’re 

more open to its consideration and purchase. We travel 

to have fun in Brazil and to soak up food and culture 

from Italy. Each country’s brand influences a product’s 

perception, especially if it is new or unusual to us. 

And just as countries perform an ambassadorial role for 

the brands they’re home to, brands also perform the same 

role for their home country. Samsung has helped reshape 

international views about South Korea, for instance, Sony 

has done the same for Japan and Japanese products.  

The reason American technology products and services sell so 

well around the world is because companies like Apple, Facebook, 

and Google have profoundly changed how people live. 

The US’s strengths (ranking out of 80 countries):

The US’s weaknesses (ranking out of 80 countries):

1  
Switzerland

2 
Japan

3 
Canada

4 
Germany

5 
United Kingdom

6 
Sweden

7 
Australia

8 
United States

9 
Norway

10 
France 

Switzerland tops the ranking as it is highly 

regarded for its citizenship, openness for 

business, and for providing an environment 

that encourages entrepreneurship. It offers 

its citizens a high quality of life and is quite 

culturally influential, with more Nobel prize 

winners per capita than most nations. Japan 

is seen as tops for entrepreneurship.  Canada 

is best for quality of life, while Germany has a 

similar Best Countries profile to the UK, though 

Germany is stronger on entrepreneurship. 

Meanwhile, Sweden is in the top five for 

green living and raising children, while the 

United States outranks everyone in power.
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Overall Score

Read our methodology to see 
how the scores and rankings 
were calculated

No change in rank from 2018

9.2

OVERALL RANK

TOP OF THE WORLD

CATEGORY

Adventure

Citizenship

Cultural Influence

Entrepreneurship

Heritage

Movers

Open for Business

Power

Quality of Life

3.3

5.7

8.0

9.7

4.3

3.9

4.3

10.0

5.3

#30

#16

#4

#3

#22

#27

#48

#1

#17

RANKSCORE#8

Connected  
to the rest 
of the world

Modern Strong 
International 
alliances

Entrepeneurial Good job 
market

#1 #1 #1

#1 #1

Cheap 
manufacturing 
costs

Different Unapproachable

Not 
bureaucratic

Affordable

#75 #66 #59

#57 #56
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How Do We Measure a Country?

The Best Countries 2018 ranking incorporates the views 

of more than 21,000 individuals surveyed in 36 countries 

in four regions: the Americas, Asia, Europe, and the Middle 

East and Africa. These people included 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 2019 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, 

which are used to calculate the Best Countries ranking:

THE 8 ELEMENTS OF 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 easy access to capital. There 

is a skilled labor force, technological 

expertise, transparent business practices, 

well-developed infrastructure, and a well-

developed legal framework.

HERITAGE: the country is culturally 

accessible, has a rich history, has great food, 

and many cultural attractions.

OPEN FOR BUSINESS: manufacturing is 

inexpensive, there’s a lack of corruption, the 

country has a favorable tax environment, 

and transparent government practices.

POWER: it is 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 of the eight measures is given a weighting in its 

contribution to the total score for each country, as follows. 
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US brands can make most of what their country brand 

already represents and at the same time contribute to what 

“Made in the US” means. Brands use their country of origin 

to greatest effect when they align with values and positive 

attributes already associated with that country.

That’s why a focus on the following attributes should ring 

true to international consumers:

LEADERSHIP 

The United States is a vibrant leader both the 

cultural and an absolute sense. Brands can certainly 

lean into its reputation for that by taking categories in new 

directions.  Amazon staked out a global leadership position 

in the smart speaker category period, because people in the 

United States and around the world were willing to give it a 

chance to provide leadership in an emerging field. 

INNOVATION

If the Top 100 shows anything it’s that innovation 

can exist in nearly any category and come from 

nearly any direction. In fact, more than half the of the Top 

100 rank highly on this measure. American brands that think 

out of the box will likely see their new ideas well received by 

the market. People around the world have come to expect 

innovation from American companies and they’re quite 

openminded when it comes to try new things from them. 

CULTURAL DYNAMISM

While the United States is a relatively young 

country and for much of its history it did not 

produce much of cultural value, it hit its stride in the early 

20th century. Since then people around the world have 

looked to it for everything from hip-hop to blockbuster 

movies that have become increasingly internationalized 

in recent years. Brands that lean into American culture in 

its various forms should come off as both authentic and 

exciting in the global marketplace. 

FOODIES RULE

For whatever reason, the United States has never 

ranked too high as a foodie destination in the eyes 

of international consumers. But most outside the country 

would be surprised to learn it has many different regional 

cuisines, and many of its citizens would fight to the death 

over the proper way to baste a roasting piece of BBQ. 

American food brands may begin to find their host country 

an ally in their quest to get international consumers to  

try new things. 

DYNAMISM

America today is seen as one of the few places in 

the world with dynamic job market. If failure to 

slow immigration shows anything, it’s that plenty of people 

still want to come, whether they are received with open 

arms or not. Brands that managed to express the unique 

dynamism of the country and its bustling entrepreneurial 

spirit should find a welcome reception. 

About Best Countries

Best Countries was developed by VMLY&R’s BAV Group, 

and The Wharton School of the University of Pennsylvania, 

with U.S. News & World Report. The ranking is revealed 

each year at the World Economic Forum in Davos, the 

world’s largest gathering of global leaders and heads of 

industry and influence. For more detail visit:  

www.usnews.com/news/best-countries. 
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Overall, the United States  
has a strong country brand 
which resonates very well  
with global consumers.

BEING THE 
BEST THEY 
CAN BE

BRANDZ™ TOP 100 MOST VALUABLE US BRANDS 2020      155 



BEAUTY & 
WELLNESS  

DISRUPTORS



his is a relatively new set of concerns. Even just a few years 

ago, launching a successful brand required significant 

investment in infrastructure, distribution, channel partners, 

and supply chains. Today all that has gone away. Thanks to the 

rise of e-commerce and social media, the barriers to market entry 

have fallen precipitously. Young, hip, and nimble brands have 

appeared everywhere, launching new products and taking over 

categories. But with so many new brands cropping up, how can 

you consistently identify those with a real chance of disruption?

To show how it can work, this year we elected to do a deep dive 

on the skincare industry, one of the most disruptive categories in 

the market today.

BACKGROUND: SKINCARE AT A GLANCE

Skincare today is a dynamic, changing, and growing sector, filled 

with both established players and a large number of upstarts. 

These brands are facing a public whose tastes are changing. 

Beauty used to be an outwardly facing category. Skincare 

products were things you put on your face in order to look your 

best. Today, we are seeing a new paradigm in which health, 

wellness, and beauty are converging. Consumers no longer see 

skincare products as a category unto themselves, but rather as 

a more holistic, inside-out phenomenon. They are increasingly 

concerned about what they put in and on their bodies. They want 

to know that products are safe, organically sourced, and designed 

to make them not merely look at but feel good. 

What’s more, consumers are more concerned than ever about 

the social impact of everything they purchase. Beauty has 

become a “woke” category, in which people want to ensure that 

the products they buy are ethically sourced, environmentally 

responsible, and produced by companies that share their values. 

They are asking not merely whether products are effective, but 

how they reflect on them as people.

Finally, consumers today are seeing skincare as experiential. They 

seek out the experiences and endorsements of others and share 

their own as they lean on a wide variety of attributes to help them 

purchase products that are uniquely personalized to them. 
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Special Report: Beauty 
& Wellness Disruptors

Using Consumer’s Intuitive Feelings, Social 
Media, Technology and AI to identify  
and understand movers & shakers in the 
Wellness and Skincare market

The brands in BrandZ™ Top 100 Most Valuable US Brands 

ranking are well known and beloved in their home 

country, but they are not necessarily the ones keeping 

investors, analysts, and CMOs up at night. Instead of 

the familiar faces, they are interested in the dynamic 

disruptors, the small but exciting new brands that may 

soon take the world by storm. They want to know which 

ones are gaining momentum, what the real threats are, 

and how they can stay ahead of emerging trends.



KEY TRENDS

These hot brands include a combination of 

older and newer brands, but the unifying 

theme is that they all offer something 

distinctive to engage the customer. They 

also share a number of characteristics:

• Natural is the name of the game. 

Promoting a natural ingredient 

narrative is key to a brand’s ability to 

attract consumers today. Trends in 

individual ingredients come and go, but 

naturalness is evergreen.

• Get personal and be authentic. Brands 

need to be authentic in their messaging. 

They can also cultivate loyalty using 

tactics like tutorials, before-and-after 

experiences, and consumer-driven 

conversation spaces.

• Rise up and take a stand. A good 

percentage of the hot brands take 

clear stands on social issues. Youth 

to the People announced its support 

for LGBTQ+ needs with customized 

product labelling; Bliss was accepted 

into PETA’s Beauty without Bunnies 

program; and Tatcha partnered with 

Room to Read. By identifying with 

and publicizing key social issues, 

these brands defy norms and increase 

conversational momentum.

• Lead with well differentiated offers. 

Hot brands offer something tangibly 

different. The market is heavily saturated 

with the establishment and daily 

newcomers, but those that break free 

gather attention and customers. 

METHODOLOGY

Above all, STAN-based methodology leverages social 

data to generate insights. Social media is excellent for 

this because it offers a direct connection between brands 

and consumers, and the degree of engagement around a 

brand shows how present it is in people’s minds. Analyzing 

these signals can help determine what people really think 

about brands and how it’s changing over time, which 

enables us to understand consumer preferences and 

uncover the key trends driving change in the marketplace. 

The enhanced data can help identify disruptive brands far 

earlier than traditional methodologies.

The STAN process consists of four steps:

• Create a universe. Gather relevant conversations from 

a variety of online sources, including Twitter, Facebook, 

Instagram, blogs, tumblr, comments, reviews, and forums.

• Structure the universe. Build a bespoke code 

framework using natural language processing to 

understand the structure of the conversation around 

these products and uncover topics and themes that 

may not have been recognized in advance.

• Segment. Map the disruptors and take an analytical deep 

dive into each to identify wellness-related attributes.

• Analyze. Use analytics to identify hidden trends and 

likely opportunities for growth. 

 

UNMASKING THE DISRUPTORS 

Our analysis revealed some of the hottest brands in skincare 

for US consumers right now. Consumers are highly 

engaged with these brands and their buzz is growing fast, 

which signals a great potential to increase sales. 

STAN 
SUPERCHARGING HUMAN 
INTELLIGENCE THROUGH AI

SKINCARE BRANDS MATRIX  

POWERED BY STAN

We can also use the STAN methodology to map the current 

trajectory of a brand which enables us to see which brands 

are breaking through from disruptor status to success. 

MAPPING THE BRANDS’ TRAJECTORY
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AI powered collection 
of hot brands in 
Skincare Wellness

Acure

Aztec Secret

Beautycounter

Botanics

Deciem

Dr. Dennis Gross Skincare

Glow Recipe

Jack Black

Juice Beauty

Julep

Laura Mercier

Mary Kay

NARS

Pacifica

Perricone

Proactiv

Sisley

Tarte

Truskin

Youth to the People

Disruptor

• Acure

• Aztec Secret

• Bliss

• Bobbi Brown

• Dove

• Dr. Dennis Gross 
Skincare

• Elemis

• Mary Kay

• Perricone

• Proactiv

• Sisley

• Tarte

• Youth of the People

Established

• Bath & Body Works

• Belif

• Clarins

• Clinique

• Estée Lauder

• Glossier

• Innisfree

• Lancôme

• Mario Badescu

• Missha

• Paula’s Choice

• Shiseido

• Vaseline

• Vichy

Niche

• Andalou

• Beauty Counter

• Botanics

• Clearasil

• Deciem

• Dermae

• Dr. Brandt

• Jack Black

• Juice Beauty

• Julep

• Laura Mercier

• Muji

• NARS

• Nip + Fab

• Pacifica

• Proraso

• Roc

• Tata Harper

• Truskin

Mainstream

• Avene

• Bioderma

• Dermalogica

• Drunk Elephant

• Etude House

• Eucerin

• Farmacy

• First Aid Beauty

• Glow Recipe

• Hada Labo

• Kiehls

• Murad

• Ole Henriksen

• Pixi

• Sephora Collection

• Sunday Riley

• Tatcha

• Vanicream

Unstructured  
Data

Structured Data 
& Interactive 
visualisations

ENRICH & 
STRUCTURE 

NLP, Bespoke 
Codeframe, 
Sentiment

TRANSFORM 
 

Topic Detection, 
Clustering 

UNIFY 
 

Clean, Fuse data 
sources

ANALYZE 
 

Identify Hidden 
Trends, Growth 



AZTEC SECRET
A classic case of a product built before its time, Aztec 

Secret capitalizes on consumers’ recent trend toward 

natural, healthy face masks as part of their holistic 

wellness. Since its launch in 1986, Aztec Secret has 

made no substantive changes to its product line, nor 

has it made any attempt at marketing in the online 

world. Its outdated website even still offers a fax 

number for placing orders! Its role as a Disruptor is 

unique for its strict adherence to word-of-mouth and 

positive customer experiences with the product.

Notable differentiators: 

• Indian

• Affordable

• Natural

• Wellness

YOUTH TO THE PEOPLE
Youth to the People positions itself as “superfood for 

the skin” with 100 percent vegan ingredients. Since 

its inception, the brand has rapidly expanded from 

a solely online to a significant brick-and-mortar 

presence in 800 North American Sephora locations 

and 1,500 stores globally. Its authentic messaging and 

minimalist packaging support its customer-centric 

voice. Look for this brand to shed its Disruptor status 

and push into the Mainstream soon.

Notable differentiators: 

• Vegan

• Natural

• Nutrient-rich

• Minimalist

GLOW RECIPE
Glow Recipe is a key player in the trend towards Korean 

beauty (K-beauty) brands, with a focus on making 

skincare a fun lifestyle commitment by promoting “skin-

tertainment to educate the customer.” Its success is due 

in part to its excellent digital presence and its successful 

transition to a pure private-label company. It has seen 

a 102 percent increase in Instagram followers in the 

last 12 months and 17 percent increase in YouTube 

subscribers in the last six months. Look for this brand 

to become mainstream.

Notable differentiators: 

• Watermelon

• Korean skincare 

• Natural 

• Wellness

DRUNK ELEPHANT
Self-defined as “clean compatible,” Drunk Elephant uses only 

biocompatible ingredients in its skincare products. A boots-

on-the-ground marketing strategy and a trending online 

campaign pushed Drunk Elephant to become a household 

name in skincare circles, leading to its recent acquisition by 

Shiseido. Its “House of Drunk” pop-ups are synonymous 

with the brand’s new launches, and the #barewithus 

hashtag has opened the door to authentic consumer 

conversations about clean skin. Look for Drunk Elephant 

to remain a Mainstream name as it builds on its success.

Notable differentiators: 

• Clean

• (Bio)compatible

• Minimalist

• Fragrance-free
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Select skincare brands  
to watch

#1
bestseller in  

face masks on 

Amazon.com

3x
The brand is expected 

to triple sales to  

$20 million in 2018

$30M
in 2018 sales

#1
growing skincare 

product at Sephora 

 in 2016
154% 
in the US from  

2013 to 2018

83% 
growth in searches for 

vegan skincare in the 

past year in the US

766% 
growth in US 

K-beauty category 

from 2012 to 2019

41% 
increase in sales of 

facial cleansers in  

the US in the past  

five years

#2
bestseller in  

skincare products on 

Amazon.com

2x
The brand doubled  

its sales every year  

for the last few years

$100M
in expected sales  

by 2020, a 233% 

increase over 2018

#1
selling skincare 

products at Sephora 

in 2016
55%

expected* in the  

next five years

* for the industry / sector

2x
Consumer discussion 

around vegan beauty 

products has doubled 

in the past two years

154%
increase in the sales 

of face masks in the 

US the last five years

29%
increase in sales 

of facial cleansers 

expected in the next 

five years



BLISS
When Bliss launched in 1996, the spa brand was at the 

forefront of the self-care movement. With the brand’s 

recent relaunch in 2018, Bliss pivoted to affordable 

skincare for millennials, featuring low-priced, 

aesthetically packaged, and trend-driven products. 

Bliss is also publicizing a key stand on an industry 

issue: its investment in cruelty-free formulas paid off 

with acceptance into PETA’s Beauty Without Bunnies 

program. Look for Bliss to continue these investments 

in the effort to become a Mainstream brand.

Notable differentiators: 

• Spa 

• Affordable 

• Cruelty free

• Wellness

TATCHA
With a focus on promoting a skincare regime as part 

of a lifestyle, Tatcha defines its product lines as rooted 

in Japanese, and specifically geisha, beauty rituals. An 

online Ritual Finder tool supplements its customer-

centric narrative in identifying optimal skincare regime 

products. Its messaging has resonated among makeup 

artists, Hollywood stars, and social media influencers, 

paving the way for a Mainstream presence. The brand 

also donates proceeds from every customer purchase  

to Room to Read (a girls’ education program).

Notable differentiators: 

• Japanese skincare

• Clean 

• Gentle 

• Water cream
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100%
cruelty-free,  

paraben-free 

formulas

$500M
acquisition* from 

Unilever in 2019

25% 
growth in sales of 

moisturizers in the US 

in the past five years

#2
ranked Japanese 

beauty brand in  

the US market

60%
new product 

assortment from legacy 

brand. 50% price cut 

across the board

80%
increase in sales  

in 2018 to reach  

$125 million

17%
increase in sales of 

moisturizers expected 

in the next five years

More than 

$100M
in annual sales 

expected in 2019

#NaturalBeauty

*Estimated



RESOURCES



BrandZ™ 
Brand 
Valuation 
Methodology

IMPORTANCE OF BRAND VALUATION

Brand valuation is a metric that quantifies the worth of these 

powerful but intangible corporate assets. It enables brand 

owners, the investment community, and others to evaluate and 

compare brands and make faster and better-informed decisions.

Brand valuation also enables marketing professionals to quantify 

their achievements in driving business growth with brands 

and to celebrate these achievements in the boardroom.

DISTINCTION OF BRANDZ™

BrandZ™ is the only brand valuation tool that peels away all 

of the financial and other components of brand value and 

gets to the core – how much brand alone contributes to 

corporate value. This core, what we call Brand Contribution, 

differentiates BrandZ™. 

THE VALUATION PROCESS

Step 1: Calculating Financial Value

Part A

We start with the corporation. In some cases, a corporation 

owns only one brand. All Corporate Earnings come from 

that brand. In other cases, a corporation owns many brands, 

and we need to apportion the earnings of the corporation 

across a portfolio of brands.

To make sure we attribute the correct portion of Corporate 

Earnings to each brand, we analyze financial information 

from annual reports and other sources. This analysis yields a 

metric we call the Attribution Rate.

We multiply Corporate Earnings by the Attribution Rate to 

arrive at Branded Earnings, the amount of Corporate Earnings 

attributed to a particular brand. If the Attribution Rate of a 

brand is 50 percent, for example, then half the Corporate 

Earnings are identified as coming from that brand.

Part B

What happened in the past – or even what’s happening 

today – is less important than prospects for future earnings. 

Predicting future earnings requires adding another 

component to our BrandZ™ formula. This component 

assesses future earnings prospects as a multiple of current 

earnings. We call this component the Brand Multiple. It’s 

similar to the calculation used by financial analysts to 

determine the market value of stocks (Example: 6X earnings 

or 12X earnings). Information supplied by Bloomberg data 

helps us calculate a Brand Multiple. We take the Branded 

Earnings and multiply that number by the Brand Multiple to 

arrive at what we call Financial Value.

Step 2: Calculating Brand Contribution

So now we have gone from the total value of the 

corporation to the part that is the branded value of the 

business. But this branded business value is still not quite 

the core that we are after. To arrive at Brand Value, we need 

to peel away a few more layers, such as the in-market and 

logistical factors that influence the value of the branded 

business, for example: price, availability and distribution.

What we are after is the value of the intangible asset of the 

brand itself that exists in the minds of consumers. That 

means we have to assess the ability of brand associations 

in consumers’ minds to deliver sales by predisposing 

consumers to choose the brand or pay more for it.

We focus on the three aspects of brands that we know 

make people buy more and pay more for brands: being 

Meaningful (a combination of emotional and rational affinity), 

being Different (or at least feeling that way to consumers), 

and being Salient (coming to mind quickly and easily as the 

answer when people are making category purchases). 

We identify the purchase volume and any extra price 

premium delivered by these brand associations. We call this 

unique role played by brand, Brand Contribution.

Step 3: Calculating Brand Value 

Now we take the Financial Value and multiply it by Brand 

Contribution, which is expressed as a percentage of 

Financial Value. The result is Brand Value. Brand Value is 

the dollar amount a brand contributes to the overall value 

of a corporation. Isolating and measuring this intangible 

asset reveals an additional source of shareholder value that 

otherwise would not be measured.

The BrandZ™ valuation methodology can be uniquely 

distinguished from its competitors by the way we use 

consumer viewpoints to assess brand equity, as we strongly 

believe that how consumers perceive and feel about a brand 

determines its success and failure. We conduct worldwide, 

on-going, in-depth quantitative consumer research, and 

build up a global picture of brands on a category-by-

category and market-by-market basis.

Globally, our research covers 3.7 million consumers and 

more than 165,000 different brands in over 50 markets.  

This intensive, in-market consumer research differentiates 

the BrandZ™ methodology from competitors that rely  

only on a panel of “experts,” or purely on financial and 

market research.

Before reviewing the details of this methodology, consider 

these three fundamental questions: Why is brand important? 

Why is brand valuation important? And what makes BrandZ™

the definitive brand valuation tool?

IMPORTANCE OF BRAND

Brands embody a core promise of values and benefits 

consistently delivered. Brands provide clarity and guidance 

for choices made by companies, consumers, investors and 

other stakeholders. Brands provide the signposts we need to 

navigate the consumer and B2B landscapes.

At the heart of a brand’s value is its ability to appeal to 

relevant customers and potential customers. BrandZ™ 

uniquely measures this appeal and validates it against actual 

sales performance. Brands that succeed in creating the 

greatest attraction power are those that are:

Meaningful – In any category, these brands appeal 

more, generate greater “love” and meet the individual’s 

expectations and needs.

Different – These brands are unique in a positive way and 

“set the trends,” staying ahead of the curve for the benefit of 

the consumer.

Salient – They come spontaneously to mind as the brand of 

choice for key needs.

The brands that appear in this report are 

the most valuable US brands. They were 

selected for inclusion in the BrandZ™ Top 

100 Most Valuable U.S. Brands 2020 based 

on the unique and objective BrandZ™ brand 

valuation methodology that combines 

extensive and on-going consumer insights 

with rigorous financial analysis.
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ELIGIBILITY CRITERIA

Each of the brands included in the BrandZ™ Top 

100 Most Valuable U.S. Brands 2020 must meet the 

following criteria:

• The brand originated in the United States

• And is owned by a publicly listed company traded 

on a credible stock exchange, or its financials are 

available in the public domain

• U.S. unicorns have their most recent valuation  

publicly available

• For Telecom Providers, the brand is owned by a  

U.S. listed company, and mainly operates in the U.S.



Going Global? 
We wrote the 
book.

BRANDZ™ COUNTRY REPORTS:  
ESSENTIAL TRAVEL GUIDES FOR 
GLOBAL BRAND BUILDING

Our BrandZ™ country reports contain 

unparalleled market knowledge, insights, and 

thought leadership about the world’s most 

exciting markets. You’ll find, in one place, the 

wisdom of WPP brand building experts from 

all regions, plus the unique consumer insights 

derived from our proprietary BrandZ™ database.

If you’re planning to expand internationally, 

BrandZ™ country reports are as essential as  

a passport.
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BRAND VALUATION SERIES 

BZ Top 50 French Cover_Final.indd   1 05/11/2018   15:30

BRANDS 2019

MOST VALUABLE

BRAND VALUATION SERIES 

BrandZ™ Top 100 Most Valuable 

Global Brands 2019

This is the definitive global brand 

valuation study, analyzing key trends 

driving the world’s largest brands, 

exclusive industry insights, thought 

leadership, B2B trends and a look at 

Emerging Brands. 

brandz.com/region/global

BrandZ™ Top 100 Most Valuable  

US Brands 2020

While America is in the midst of 

a unique economic and political 

period, US brands remain focused 

– and continue to thrive. This report 

demonstrates how consumers reward 

brands that evolve and deliver meaning 

over time, while also welcoming 

innovative game-changing brands. 

BrandZ™ Top 50 Most Valuable  

Latin American Brands 2018

The report profiles the most valuable 

brands of Argentina, Brazil, Chile, 

Colombia, Mexico and Peru and 

explores the socio-economic context 

for brand growth in the region.

BrandZ™ Top 50 Most Valuable 

German Brands 2019

Germany has become synonymous 

with excellence in design and 

engineering, not just in motor 

cars... but in other categories that 

have exported what Germany itself 

represents. In an uncertain geo-

political landscape and time, find  

out how diversity has driven growth  

in this fascinating market.

BrandZ™ Top 30 Most Valuable 

Spanish Brands 2019

This new report identifies the key 

forces driving growth in one of the 

largest, most influential and dynamic 

markets in Western Europe, built on 

centuries-old strengths, and adapting 

to new and challenging conditions.

BrandZ™ Top 40 Most Valuable 

Canadian Brands 2019

As one of the most moderate, 

politically stable and diverse countries 

in the world, Canada has been a 

bastion for trust, transparency and 

pluralistic values in recent years. But 

how is it faring economically? Find out 

in our first ever BrandZ Canada report!

BrandZ™ Top 50 Most Valuable 

French Brands 2019

France is one of the largest 

economies in the EU, seventh largest 

in the world, and has proved itself as 

being adept at managing change. This 

new report explores a landscape in 

transition, and how it’s rich heritage 

and expertise can help define the  

path for French brands in the future.

BrandZ™ Top 30 Most Valuable 

Italian Brands 2019

Modern Italy is no longer just the home 

of fine art, rich history, and la dolce 

vita. While Italy hosts some of the 

most recognised and coveted brands 

on the planet, this report highlights 

how Italian engineering, design and 

creativity are powering world-class 

Italian brands, both old and young.
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BRAND VALUATION SERIES 

MOST VALUABLE

VALUE RISES RECORD 30%
IN A TURBULENT YEAR

Expanded ranking showcases
dynamic brand landscape

BRAND VALUATION SERIES 

BrandZ™ Spotlight on Mongolia

Mongolia’s GDP has grown at rates 

as high as 17 percent in recent years, 

encouraging a growing number of 

international brands to gravitate 

toward this fast-growth market and 

make a beeline for one of Asia’s 

hidden gems. 

BrandZ™ Top 50 Most Valuable 

Indian Brands 2019

This in-depth study analyzes the 

success of powerful and emerging 

Indian brands, explores the Indian 

consumer’s shopping habits, and 

offers insights for building valuable 

brands in the world’s largest 

democracy. 

BrandZ™ Top 50 Most Valuable 

Japanese Brands 2020

This ground-breaking study ranks 

Japan’s most valuable brands, 

identifies their strengths, and explores 

the key factors that are driving growth 

in the market and changes in the 

Japanese brand ecosystem.

BrandZ™ Top 100 Most Valuable 

Chinese Brands 2019

The report profiles Chinese brands, 

outlines major trends driving brand 

growth and includes commentary 

on the growing influence of Chinese 

brands at home and abroad. 

brandz.com/report/china/2018

BrandZ™ Top 40 Most Valuable 

Australian Brands 2019

Our latest Australian ranking 

highlights an economy dominated by 

retail, telecoms, insurance and banks. 

But what’s missing from Australia’s 

brand mix? Explore Australia’s most 

successful brands, the innovation gap, 

and key lessons for building strong 

brands that stand the test of time.

BrandZ™ Spotlight on Cuba

Cuba is a market unparalleled both in 

the Caribbean region and the world. 

Brand awareness among Cubans 

is high, but gaining access to them 

uniquely challenging. Now is the time 

to plan your Cuba strategy. 

BrandZ™ Top 50 Most Valuable  

UK Brands 2019

As the UK embarks on a tumultuous 

period of transformation and 

uncertainty, this debut ranking 

explores the UK’s most iconic brands, 

successes, and identifies the key 

forces driving growth in this market.

BrandZ™ Top 50 Most Valuable 

Indonesian Brands 2019

Now in its fifth year, this study 

analyses the success of Indonesian 

brands, examining the dynamics 

shaping this fast-developing market, 

and offering insights for building 

valuable brands.

BrandZ™ Top 30 Most Valuable 

South African Brands 2019

Our South African brands ranking is 

one of our most diverse, with brands 

from several categories covered from 

banks and hospitals to beer, fast food 

and entertainment. Explore brand 

building in the ‘rainbow nation’.

THE BRANDZ™ CHINA INSIGHTS REPORTS

In-depth brand-building intelligence about  

today’s China

THE OPPORTUNITY TO BUILD BRANDS IN CHINA IS 

GREATER THAN EVER. BUT SO ARE THE CHALLENGES.

The fastest growth is happening deep in the country, 

in less well-known cities and towns. Consumers are 

more sophisticated and expect brands to deliver 

high-quality products and services that show real 

understanding of local market needs.

WPP has been in China for over 40 years. We know the 

Chinese market in all its diversity and complexity. This 

experience has gone into our series of BrandZ™ China 

reports. They will help you avoid mistakes and benefit 

from the examples of successful brand builders.
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The Power and Potential of the 

Chinese Dream

“The Power and Potential of 

the Chinese Dream” is rich with 

knowledge and insight, and forms part 

of a growing library of WPP reports 

about China. It explores the meaning 

and significance of the “Chinese 

Dream” for Chinese consumers as 

well as its potential impact on brands. 

brandz.com/article/chinese-dream-

report

The Chinese New Year in Next 

Growth Cities

The report explores how Chinese 

families celebrate this ancient festival 

and describes how the holiday 

unlocks year-round opportunities 

for brands and retailers, especially in 

China’s lower tier cities. 

brandz.com/article/chinese-new-

year-report  

For the iPad magazine search for 

Chinese New Year on iTunes.

Unmasking the individual  

Chinese Investor

This exclusive new report provides the 

first detailed examination of Chinese 

investors, what they think about risk, 

reward and the brands they buy and sell. 

This will help brand owners worldwide 

understand market dynamics and  

help build sustainable value. 

brandz.com/article/unmasking-the-

individual-chinese-investor-report

BrandZ™ Top 30 Chinese Global 

Brand Builders 2019

This groundbreaking study aims its 

radar at the edge of the Chinese brand 

universe, exploring developed country 

markets where only a few Chinese 

brands have dared to go – so far. 

brandz.com/article/just-launched-

brandz--chinese-global-brand-

builders-download-the-full-report-now

The Chinese Golden Weeks in  

Fast Growth Cities

Using research and case studies, 

the report examines the shopping 

attitudes and habits of China’s 

rising middle class and explores 

opportunities for brands in many 

categories. 

brandz.com/article/chinese-golden-

weeks-report  For the iPad magazine, 

search Golden Weeks on iTunes.

IN ASSOCIATION WITH



BRANDZ™ BRAND BUILDING TOOLS
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RepZ

Maximizing Brand and Corporate 

Integrity

Major brands are especially vulnerable 

to unforeseen events that can quickly 

threaten the equity cultivated over 

a long period of time. But those 

brands with a better reputation are 

much more resilient. Four key factors 

drive Reputation: Success, Fairness, 

Responsibility and Trust. Find out how 

your brand performs. 

InnovationZ 

Discover InnovationZ, a dynamic  

new tool from BrandZ™ 

Discover innovative ideas from around 

the world, personalized to your 

client’s category. 

brandz.com/wpp-resources-and-

companies

BrandZ™ SocialZ

Real-time Brand Social Media 

Analytics Dashboard

Part of the BrandZ™ suite of tools 

SocialZ is the new social media data 

visualization product from BrandZ™ 

that enables you to easily track, 

visualize and present a data-driven 

approach using the real-time view  

of social landscape surrounding  

any brand. 

TrustR

Engaging Consumers in the Post-

Recession World

Trust is no longer enough. Strong brands 

inspire both Trust (belief in the brand’s 

promise developed over time) and 

Recommendation (current confirmation 

of that promise). This combination of 

Trust plus Recommendation results in 

a new metric called TrustR. 

www.wpp.com/wpp/marketing/

brandz/trustr

CharacterZ

Brand personality analysis deepens 

brand understanding

Need an interesting and stimulating way to 

engage with your clients? Want to impress 

them with your understanding of their 

brand? A new and improved CharacterZ 

can help! It is a fun visual analysis, 

underpinned by the power of BrandZ™, 

which allows detailed understanding of 

your brand’s personality. 

brandz.com/wpp-resources-and-

companies

WebZ

Your web traffic story for your brand

WebZ helps you understand your 

brand’s digital journey! Through 

analyzing how traffic is driven to 

your brand’s website, it will help 

you understand your audience 

demographics and gain insights into 

viewer trends.

BRANDZ™  
ON THE MOVE

Get the BrandZ™ Top 100 Most Valuable Global Brands, 

Chinese Top 100, Indian Top 50, Latin American Top 50, 

USA Top 100, and many more insightful reports on your 

smartphone or tablet.

Interactive elements allow you to create your own data 

charts, look at the brand values over time for the brands 

you are most interested in, and send charts, articles and 

insights to your colleagues directly from the app. 

To download the apps for the BrandZ™ rankings go 

to www.BrandZ.com/mobile (for iPhone and Android). 

BrandZ™ is the world’s largest and most reliable 

customer-focused source of brand equity knowledge and 

insight. To learn more about BrandZ™ data or studies, or 

view one of our industry insight videos, please visit  

www.BrandZ.com, or contact any WPP company.



Now BrandZ™ 
gives you the 
ability to do 
the same for 
your brand  
of choice

The BrandZ™ Brand Genome visualises your 

brand’s “genome” on a page, with all the genome 

sequence measures providing an instant overview 

of your brand. 

THE ULTIMATE TOOL FOR A NEW BUSINESS 

PITCH AND A LOT MORE

Brand Genome is a unique BrandZ™ tool, 

exclusive to WPP. It’s free, available 24/7 and takes 

just seconds to create.

Visit http://genome-measures.wppbrandz.com/ 

where you will be able to find out about each of 

the BrandZ™ measures, what they are, how they 

are calculated and how you can access a report 

which contains the measure.

To download a sample genome map visit: 

http://wppwrap.com/bg.pdf

One of humanity’s greatest recent 

achievements was successfully sequencing 

our own genome in 2003, revealing the key 

building blocks of what makes us each unique. 
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WPP company contributors
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BAV Group is a global consultancy with expertise in consumer 

insights and brand marketing strategy. Using BrandAsset® 

Valuator, a proprietary brand management tool and global 

database of consumer perceptions of brands, BAV informs 

strategic and creative solutions that drive business results. 

Over 25 years, BAV has captured data and consumer insights 

on more than 60,000 brands in 50 countries around the 

world, evaluating 75 brand image and equity dimensions that 

matter.  BAV Group is a unit of VMLY&R.  

www.bavgroup.com

Michael Sussman

CEO

Michael.Sussman@yr.com 

FITCH is the world’s leading brand and retail consultancy. 

Designing the Future – online, offline and in-person, whenever 

and wherever your customer meets your brand. FITCH works 

with global brands including adidas, Dell, McLaren, Ford 

and Lego, designing experiences with an integrated offer of 

strategy, design and implementation. FITCH is headquartered 

in London, with 15 studios across nine countries in Europe, 

the Middle East, North America and Asia. 

www.fitch.com

David Blair

Global CEO

David.Blair@fitch.com

Grey ranks among the largest global 

communications companies.  It 

serves one-fifth of the FORTUNE 500 

in 86 countries. Under the banner 

of “Grey Famously Effective since 

1917,” the agency serves a blue-chip 

roster of many of the world’s best 

known companies: Procter & Gamble, 

GlaxoSmithKline, Kellogg’s, Pfizer, 

Canon, Marriott Hotels & Resorts, 

Nestlé, Volvo, Darden Restaurants and 

T.J. Maxx. In recent years, Grey has 

been named ADWEEK’s “Global Agency 

of the Year” twice; ADVERTISING AGE’s 

“Agency of the Year” and CAMPAIGN 

magazine’s “Global Network of the 

Year” in recognition of its record 

creative and financial performance. 

www.grey.com

Debby Reiner

President, Global Clients

Debby.Reiner@grey.com

BCW (Burson Cohn & Wolfe), one of the world’s largest full-

service global communications agencies, is in the business 

of moving people on behalf of clients. Founded by the 

merger of Burson-Marsteller and Cohn & Wolfe, BCW delivers 

digitally and data-driven creative content and integrated 

communications programs grounded in earned media and 

scaled across all channels for clients in the B2B, consumer, 

corporate, crisis management, CSR, healthcare, public affairs 

and technology sectors. BCW is a part of WPP (NYSE: WPP), a 

creative transformation company. 

www.bcw-global.com

Chris Foster

President, North America

Chris.Foster@bcw-global.com

Geometry is a global brand experience agency operating 

in 56 markets around the world. We help brands thrive 

in an omni-channel world by shaping and changing 

people’s behavior at pivotal moments along the Purchase 

Decision Journey. Geometry has expertise in physical retail, 

ecommerce, experiential, branding & design and consultancy.  

www.geometry.com

Scott McCallum 

President, North America

Scott.McCallum@geometry.com

A global, industry-leading communications agency, GTB 

transforms businesses through the world’s most purposeful, 

creative solutions fueled by precise marketing. Founded in 

2007 and part of the WPP (NYSE:WPP) group, GTB leverages 

its deep understanding of the consumer and its clients’ 

business to deliver true integration within the speed, diversity 

and potential of modern communications to “make what 

matters” for people and for business. GTB has 52 global 

offices and operates across 6 continents.  

www.gtb.com

Robert Guay

Global CEO 

Robert.Guay@gtb.com

GroupM is the world’s leading media investment company 

responsible for nearly $48B in annual media investment 

through agencies including Mindshare, MediaCom, 

Wavemaker, Essence and m/SIX, as well as the outcomes-

driven programmatic audience company, Xaxis. GroupM 

creates competitive advantage for advertisers via its 

worldwide organization of media experts who deliver 

powerful insights on consumers and media platforms, trading 

expertise, market-leading brand-safe media, technology 

solutions, addressable TV, content, sports and more. 

www.groupm.com

Christian Juhl 

Global CEO

Christian.Juhl@groupm.com
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Hill+Knowlton Strategies is a global public relations integrated 

communications agency; offering senior counsel, insightful 

research and strategic communications. With over 85 offices 

in more than 45 countries, our teams collaborate across 

time zones, languages, and cultures to help clients make 

informed decisions and craft compelling campaigns in today’s 

measurable world. Our world-class teams of trusted advisors 

and creative experts have a wealth of experience in helping 

clients strengthen brands and reputations. We work with over 

50% of the Fortune Global 500 companies and some of the 

world’s most transformative social enterprises and technology 

companies in both established and emerging markets.

www.hkstrategies.com 

Richard Millar

Global President

Richard.Millar@hkstrategies.com 

MediaCom helps brands unlock growth through media by 

applying our Systems Thinking approach to grow brands. 

As part of WPP and GroupM, we have access to the richest 

data and most robust benchmarks in the business. Our 

success is underpinned by our belief “People First, Better 

Results” that if we invest in our people, we’ll deliver better 

results not only for our teams but for our clients. MediaCom’s 

global client roster includes adidas, Coca-Cola (TCCC), Dell, 

Mars, NBC Universal, P&G, PSA, Richemont, Shell and Sony.

www.mediacom.com 

Sasha Savic

CEO, US

Sasha.Savic@mediacom.com

Landor helps its clients use brand to drive business 

transformation. We believe that brand is the most vital tool 

to help companies meet the pressing challenges in today’s 

rapidly changing world: cultural transformation, differentiated 

customer experience, and tech-enabled innovation. We have 

been using insights and imagination to help our clients grow 

for 76 years, across 26 offices in 19 countries, working with a 

broad range of world-famous brands across many industries. 

Clients include Barclays, Bayer, BP, Diageo, FedEx, Google, 

Huawei, JPMorgan, Kellogg’s, Kraft Heinz, Procter & Gamble, 

Squarespace, and Tata.

www.landor.com

Gabriel Miller

President of the Americas

Gabriel.Miller@landor.com

We were born in Asia in 1997, a WPP start-up with a desire 

to change the media world. Now we are a global network 

with 116 offices in 86 countries and billings of $16.5bn. We 

are the largest agency in GroupM, WPP’s Media Investment 

Management arm, which is the #1 media holding group 

globally with billings of $45.1bn (Source: COMvergence 

2018). We aim to be our clients’ lead business partner, to grow 

their business and drive profitability through adaptive and 

inventive marketing. We do this through speed, teamwork and 

provocation because in today’s world everything begins and 

ends in media. We create new things and have fun doing it. 

www.mindshareusa.com

Adam Gerhart

CEO, US

Adam.Gerhart@mindshareworld.com

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

of creative optimism. We believe in the power of creativity 

to improve the future of people and organizations. We are 

experts in brand strategy, design, communications and brand 

management. With 750 people in 18 countries, we work 

with the world’s most iconic brands, including Aetna, Bank 

of America Merrill Lynch, BBC, British Airways, Coca-Cola, 

Colgate-Palmolive, Dell, FIFA, Ford, Nestle, and Vodafone. 

We are the world’s most awarded brand agency and bring a 

passion for ideas to all our clients.

www.superunion.com

Sabah Ashraf

CEO, North America

Sabah.Ashraf@superunion.com

Ogilvy has been producing iconic, culture-changing 

marketing campaigns since the day its founder David Ogilvy 

opened up shop in 1948. Today, Ogilvy is an award-winning 

integrated creative network that makes brands matter for 

Fortune Global 500 companies as well as local businesses 

across 132 offices in 83 countries. The company creates 

experiences, design, and communications that shape every 

aspect of a brand’s needs through six core capabilities: Brand 

Strategy, Advertising, Customer Engagement and Commerce, 

PR and Influence, Digital Transformation, and Partnerships.  

www.ogilvy.com

John Seifert

Chief Executive

John.Seifert@ogilvy.com 

Mary Zalla

Global President of  

Consumer Brands

Mary.Zalla@landor.com
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The Store is WPP’s global retail  practice,  providing support 

and added value to commerce initiatives across the group. As 

a knowledge hub, The Store tracks emerging technologies, 

purchase platforms along with physical formats that are 

changing  shopping rituals across the globe. Through 

thought leadership and retail tech workshops, The Store 

builds on WPP’s collective knowledge of the new era of 

unified commerce where data drives brand content, product 

innovation and the future of access to goods and services.

thestore.wpp.com

Gwen Morrison

CEO, The Americas

Gwen.Morrison@wpp.com

Wavemaker is a new kind of global agency delivering 

transformative solutions through media, content and 

technology for some of the world’s biggest brands. We 

have an unrivalled collection of purchase journey data, over 

500.000 journeys across 40 markets and 80 categories, and 

deploy our purchase journey expertise to spot opportunities 

and problems at every stage of the customer cycle, and turn 

both into growth. Our 7,600 Wavemakers in 90 countries are 

diverse, integrated and leading-edge, from trading specialists 

to data scientists, ecomms experts to award-winning content 

creators. Our mission is ‘Let’s make the Future’ – at a time when 

market and customer behaviour is disrupted 24/7, we never 

stop evolving to help clients succeed. We are a part of GroupM, 

WPP’s global media investment management company.

www.wavemakerglobal.com  

Amanda Richman

CEO

Amanda.Richman@wmglobal.com

VMLY&R is a global brand and customer experience agency 

that harnesses creativity, technology, and culture to create 

connected brands. The agency is made up of nearly 6,500 

employees worldwide with principal offices in Kansas 

City, New York, London, São Paulo, Shanghai, Singapore 

and Sydney. VMLY&R works with client partners, including 

Colgate-Palmolive, Danone, Dell, Ford, New Balance, Pfizer 

and Wendy’s. 

www.vmlyr.com

Eric Campbell

Global President

Eric.Campbell@vmlyr.com

Wunderman Thompson is a creative, data and technology 

agency built to inspire growth for its clients and its 

people. Using end-to-end solutions at a global scale, our 

entrepreneurial spirit infuses creativity with emerging 

technology to deliver revolutionary results. Headquartered in 

New York, we are a worldwide agency bringing together over 

20,000 people in 90 markets across the globe.

www.wundermanthompson.com

Shane Atchison

CEO

Shane.Atchison@wundermanthompson.com

BRANDZ™ TOP 100 MOST VALUABLE US BRANDS 2020      185 



BRANDZ™ TOP 100 MOST VALUABLE US BRANDS 2020      187 

R
E

S
O

U
R

C
E

S

Chris Foster
BCW 

Stephen DiMarco
Kantar

Vincent Roffers
Superunion

Chris Petranto
Kantar

Jason Burby
Wunderman Thompson 

Silvina Rizzo
Kantar

Jenna Fleischer
Kantar

Beth Ann Kaminkow
Geometry 

Jeff Semones
MediaCom 

Sam Flemming
Kantar

Matt Washuta
Kantar

J Walker Smith
Kantar 

Marine Escande
Kantar

WPP brand 
building experts



We understand more about how people think, feel, shop, share, 

vote and view than anyone else. Combining our expertise in human 

understanding with advanced technologies, Kantar’s 30,000 people 

help the world’s leading organizations succeed and grow.

www.kantar.com

To learn more about how to obtain valuable insights applicable  

to all business areas contact:

Reed Cundiff

CEO, North America

Reed.Cundiff@kantar.com 

Tim Wragg

CEO Insights Division, North America

Tim.Wragg@kantar.com

Doreen Wang

Global Director of BrandZTM

Doreen.Wang@kantarmillwardbrown.com 

You can also keep updated on the latest news and studies from  

the Kantar network in the US through our portal: us.kantar.com  

or twitter.com/kantar

IN THE USA

Kantar is the world’s leading data, 
insights and consulting company
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We build better futures for our clients through an integrated offer 

of communications, experience, commerce and technology.

For more information, visit www.wpp.com or contact:

Laurent Ezekiel

Chief Marketing and Growth Officer

Laurent.Ezekiel@wpp.com

Kevin McCormack

Communications Director, North America

Kevin.Mccormack@wpp.com

For further information about WPP companies worldwide,  

or BrandZ™ please contact:

David Roth

CEO, The Store WPP, EMEA and Asia 

David.Roth@wpp.com

IN THE USA

WPP is a creative transformation 
company
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Amandine Bavent

Amandine Bavent is a BrandZ™ Valuation 

Manager for Kantar. She manages the 

brand valuation projects for BrandZ™ 

Her role involves conducting financial 

analysis, researching brands and 

performing valuations.

Jamie Jones

Jamie Jones is Marketing Director at 

Kantar in North America. She has worked 

on BrandZ™ PR and events since 2013.

Elspeth Cheung

Elspeth Cheung is the Global BrandZ™ 

Valuation Director for Kantar. She is 

responsible for valuation, analysis, 

client management and external 

communication for the BrandZ™ 

rankings and other ad hoc brand 

valuation projects.

Victoria Sakal

Victoria Sakal is Associate Director at 

Kantar, and contributed to the analysis 

and synthesis of BrandZ™ results, 

specifically the cross-category insights 

analytics and transformational  

brands research.

Priyadarshini Dean

Priyadarshini Dean is BrandZ Valuation 

Manager for Kantar. She is involved in 

managing the valuations process for 

BrandZ projects.

Bethan Davies

Bethan Davies is part of The Store 

WPP’s EMEA and Asia team, and 

coordinates worldwide projects, digital 

and online initiatives for BrandZ™ and 

WPP Stream

Paul Reiffer

Paul is a multi-award winning British 

photographer, who has travelled the 

world capturing people, commercial 

images and limited edition fine art 

landscape photography.

Reed Cundiff

Reed Cundiff is CEO, North America 

Region for Kantar. He was earlier 

general manager of customer and 

market research for Microsoft, where 

he was responsible for the digital 

transformation of the company’s 

customer and consumer insights.

Joe Shepter

Joe Shepter is an independent journalist, 

copywriter, and ghostwriter—primarily 

in the technology, entertainment, and 

marketing industries. He served as the 

author of this report.

Lucy Edgar

Lucy Edgar is the Global Marketing 

Manager at Kantar where she is 

responsible for the PR, marketing  

and communications on the  

BrandZ™ projects.

David Roth

David Roth is the CEO of the Store WPP 

for Europe, the Middle East, Africa and 

Asia, and leads the BrandZ™ worldwide 

project. Prior to joining WPP David was 

main Board Director of the international 

retailer, B&Q.

Raam Tarat

Raam Tarat is the Global Project Director 

for BrandZ™ at Kantar. He led the 

production of the BrandZ™ Top 100 

Most Valuable US Brands 2020 report, as 

well as marketing communications for 

other BrandZ™ projects.

Doreen Wang

Doreen Wang is the Global Head of BrandZ™, 

and Country Head for China at Kantar, 

and a seasoned executive with over 19 

years experience in providing outstanding 

market research and strategic consulting 

for senior executives in Fortune 500 

companies in both the US and China. 

Melissa Wilson

Melissa Wilson is Chief Marketing 

Officer for Kantar North America, and 

responsible for BrandZ™ PR, marketing 

and communications for the region.

Martin Guerrieria

Martin Guerrieria is Global BrandZ™ 

Research Director at Kantar and heads 

the consumer research component of 

BrandZ™. He is involved in delivering the 

full suite of BrandZ™ research tools.

With special thanks and  

appreciation to:

Li Ying Ang, Richard Ballard,  

Maria Cortina, Sarah Cousins,  

Tuhin Dasgupta, Dolly DeNyse,  

Sam Flemming, Wayne Levings, 

Stefan Lysak, Anthony Marris,  

Kirk McDonald, Stephanie Nunez, 

Silvina Rizzo, Hiten Thaker,  

Ellie Thorpe, Stephen Shecora, 

Matthew Washuta, Jen Wong  

and Tim Wragg

The 
BrandZ™ 
USA 
Team

These individuals created the 

report, providing research, 

valuations, analysis and 

insight, editorial, photography, 

production, marketing and 

communications.
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You can access on and offline on any Android  

or Apple device—just search for BrandZ100.

BRANDZ™  
MOBILE

The BrandZ™ 
brand valuation 
contact details

The consumer viewpoint is derived from the BrandZ™ database. 

Established in 1998 and constantly updated, this database of 

brand analytics and equity is the world’s largest, containing over 

three million consumer interviews about more than 165,000 

different brands in over 50 markets.

For further information about BrandZ™ contact any  

WPP Group company or:

Doreen Wang

Global Head of BrandZ™

Kantar 

+1 212 548 7231

Doreen.Wang@kantarmillwardbrown.com

Elspeth Cheung

Global BrandZ™ Valuation Director

Kantar 

+44 (0) 207 126 5174

Elspeth.Cheung@kantar.com

Martin Guerrieria

Global BrandZ™ Research Director

Kantar 

+44 (0) 207 126 5073

Martin.Guerrieria@kantar.com

The brand valuations in the 
BrandZ™ Top 100 Most Valuable 
U.S. Brands 2020 are produced  
by Kantar, using market data  
from Kantar and Bloomberg.

Bloomberg

The Bloomberg Professional 

service is the source of real-time 

and historical financial news and 

information for central banks, 

investment institutions, commercial 

banks, government offices and 

agencies, law firms, corporations 

and news organizations in over 150 

countries. (For more information, 

please visit www.bloomberg.com)

GET THE FREE APP!

If you are interested in brands you need this app.

Valuation data and a lot more at your fingertips!

• View the latest BrandZ™ valuation ranking 

from across the world

• Latest real time brand news

• Create your own ranking tables and sort  

by value and brand

• Create interactive graphs for the brands  

you want to compare

• Share articles and data across social media

• View individual brand profiles and videos

• Unique content and Insights

• Access on and offline

• On any Android and Apple device

FREE AND AVAILABLE FROM WWW.BRANDZ.COM/MOBILE 



www.brandz.com
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