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] . .
Brand Finance in a nutshell

The worlds leading

independentbrand
valuation consultancy

Advise organisations on
how to maximise
shareholder valughrough
effective brand
management

Extensiveglobal
experienceof brand
valuation, analytics, BRAND-FINANCE ®
strategy and transactions " -

\ Specialistswith a unique
combination of marketing, !

research, management and
finance expertise
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What do we offer?
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/Brand Due Diligenceusa, iro) Business Valuations

Brand Licensing Intangible Asset Valuation

(Balance Sheet, Tax, Litigation)

Investor Relations

Brand Purchasing & Sales
Brand Fundraising

itic ati Transfer Pricin
\_Securitisation Transactions Valuation "
|
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/ Brand Strategy Evaluatio® Strategy Analytics \

Value Drivers Analysis Brand Scorecards

Resource Allocation

Brand Architecture -

Budget Determination & Allocation
\Demand Forecasting

Competitor Benchmarking
Marketing Mix Modelling
Marketing ROI
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. . Brand Finance 500
In recent years many brand valuation consultancies have
been producing brand value league tables using methods The annual report on the world's
that do not stand up to technical scrutiny. We therefore woat vehmbde brands
decided that the time was right to publish our own analysi
of the most valuable and strongest brands in the world.

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

In order to make the study monmepresentative of global

brands and bring more awareness of the significance of
intangible assets to a broader market both on a sector an(
country basis, Brand Finance increased the study to inclu
500 brands to producethe w! b5 CLb! b/ 9un L
(BFG500) with a valuation date of8lecember 2007.

The study is based on publicly available information to
provide high level Brand Ratings and Brand Values for m4
O2NLI2 NI OGS I'yR LINRPRdAzOUO 0 NJY
approach. Moy 2008
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10. Brand Finance 500 League Table All figures in US3 million
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The Brand Values within the BFG500 have been
Ol £t Odzf F 6 SR dza Ay 3
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authorities worldwide, but it also ties back to the
commercial reality of brandstheir ability to
O2YYlYR | LINBYAdzy AY
transaction

by

Our methods and reports are highly actionable for
accounting, tax, litigation and commercial
purposes. They also produce diagnostics and
analytics that can be used to manage better brand
Strategy.
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its own sake. It is measurement to provide the
basis for better decision making and action
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as trademark and associated goodwill
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wommge  The purpose of the update

w Since January the economy has been hit by
commodity price rises, the credit crunch, rising
unemployment and tumbling share prices.

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

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

w The revised results of the BF500 study have
provided some very interesting insights into the
impact the recession is having on brands across
different sectors in such a short space of time
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Rank2008 Brand Brand Value Brand Value / Brand Ratin

(March) (March 2008) EnterpriseValue (%) 9

CocaCola 45,441 31% AAA+
2 Microsoft 44,501 14% AAA+
3 Google 43,085 21% AAA+
4 WalkMart * 39,001 17% A
5 IBM 37,949 22% AA
6 GE 36,123 4% AA+
7 HSBC 35,456 19% AAA
8 Hewlett-Packard 34,109 26% AA+
9 Nokia 33,116 24% AAA
10 Citi 27,817 19% AA

* Logo and name used at date of publication P~
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Rank 2008 Rank 2008 Brand Brand Value Brand Value / Brand Ratin
(March) (August) (August 2008) | Enterprise Value (% 9

Walmart 42,567 15%

1 2 CocaCola 41,853 34% AAA+
2 3 Microsoft 39,358 19% AAA+
5 4 IBM 37,508 21% AA
3 5 Google 37,504 30% AAA+
6 6 GE 33,965 4% AA+
7 7 HSBC 33,742 18% AAA
8 8 Hewlett-Packard 32,427 31% AA+
11 9 Vodafone 26,688 14% AA+
9 10 Nokia 26,564 36% AAA
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saornancee — Top 10- Intangible assets evaluation

A Why estimatethe valueofthe O 2 Y LJI iitangibleassets?

We have estimated the total intangible value of the Top 10 1T I',_ = -
companies in our brand league table in order to validate the brand
value that we have calculated I

=

A How havewe estimatedthe O 2 Y LJI ifitan§ibleyalue?

We have calculated the total intangible value by deducting the 3
O2YLJ yASaQ vy Sfiom ihéd eft8rpricetv8Bue (deéfides 2 L
as market capitalisation plus long term debt)sing our experience
of intangible asset valuations performed under IFRS 3, we have
estimated the percentage of total intangible asset value that is
represented by the categories of intangible assets defined within
the Standard.
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