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Foreword.

In recent years there has been a growing 
controversy over the validity of brand valuations 
in general and brand valuation league tables in 
particular, so with my foreword this year I want to 
address the issue head-on. 

The primary point of contention rests on the 
significant variation in the published values of 
brands by the major brand valuation agencies. 
However, we view these variations as a sign of 
healthy debate rather than as a source of 
weakness.

Just as equity analysts differ significantly in their 
target share prices for companies, so too can 
those in our industry differ in valuations of 
brands. The main reasons for differences of 
opinion are: brand asset definition, date of the 
valuation, approach adopted, financial forecasts, 
income attributed to the brand, weighted 
average cost of capital applied, growth, tax and 
inflation rates and the expected useful life of the 
brand.

Taking Apple as an example, it is quite possible 
for one serious valuer to take the view that 
Apple’s dominance in smart phones is coming to 
an end, that volumes and margins will start 

dropping, that there is higher risk and therefore 
lower expected income, over a shorter life, with a 
higher cost of capital.  This would tend to result 
in a lower brand valuation.

By contrast another valuer might believe the 
opposite.  Some take the view that Apple will go 
from strength to strength in watches, televisions, 
finance and the auto industry and believe that it 
will shape all our lives for generations. This 
would obviously tend to result in a higher brand 
valuation.

There is now a widely accepted global brand 
valuation standard (ISO 10668) and the 
International Valuation Standards Council has 
produced a broader standard on the valuation of 
Intangible Assets including brands. Brand 
valuations are regularly relied upon by 
accountants, auditors, tax specialists, lawyers, 
licensing managers, lenders and investors who 
are always financially literate and enquiring.  

Based on the results of this year’s Brand Finance 
Global 500, 18% of all quoted company 
enterprise value, is made up of brands. What this 
points to is a renewed need to educate and 
explain how brand valuations are conducted and 
how critical an understanding of brand value is 
to marketers, finance teams and CEOs alike. At 
Brand Finance, we pride ourselves on our 
independence of thought, clarity and 
transparency and welcome the chance to 
explain how we produce our valuations to you, 
so please get in touch! 

David Haigh, CEO, Brand Finance
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Brand Finance calculates the values of the 
brands in its league tables using the 
‘Royalty Relief approach’. This approach 
involves estimating the likely future sales that are 
attributable to a brand and calculating a royalty 
rate that would be charged for the use of the 
brand, i.e. what the owner would have to pay for 
the use of the brand—assuming it were not 
already owned. 

Methodology 

Brand strength 
expressed as a BSI 
score out of 100.

BSI score applied to an 
appropriate sector 
royalty rate range.

Royalty rate applied to 
forecast revenues to 
derive brand values.

Post-tax brand 
revenues are 
discounted to a net 
present value (NPV) 
which equals the 
brand value.

The steps in this process are as follows: 

1  Calculate brand strength on a scale of 0 to 100 
based on a number of attributes such as 
emotional connection, financial performance 
and sustainability, among others. This score is 
known as the Brand Strength Index. 

2  Determine the royalty rate range for the 
respective brand  sectors. This is done by 
reviewing comparable licensing agreements 

Definition of ‘Brand’ 

Brand Finance helped to craft the internationally 
recognised standard on Brand Valuation, ISO 
10668. That defines a brand as “a marketing-
related intangible asset including, but not limited 
to, names, terms, signs, symbols, logos and 
designs, or a combination of these, intended to 
identify goods, services or entities, or a 
combination of these, creating distinctive images 
and associations in the minds of stakeholders, 
thereby generating economic benefits/value.”

However, a brand makes a contribution to a 
company beyond that which can be sold to a 
third party. ‘Brand Contribution’ refers to the total 
economic benefit that a business derives from its 
brand, from volume and price premiums over 
generic products to cost savings over less well-
branded competitors.

Strong      brand

   Weak      brand

Brand strength 
index
(BSI)

Brand
‘Royalty rate’

Brand revenues Brand value

Forecast revenues

Brand 
investment

Brand 
equity

Brand 
performance

Brand Strength 

Brand Strength is the part of our analysis most 
directly and easily influenced by those 
responsible for marketing and brand 
management. In order to determine the strength 
of a brand we have developed the Brand 
Strength Index (BSI). We analyse marketing 
investment, brand equity (the goodwill 
accumulated with customers, staff and other 
stakeholders) and finally the impact of those on 
business performance. Following this analysis, 
each brand is assigned a BSI score out of 100, 
which is fed into the brand value calculation. 
Based on the score, each brand in the league 
table is assigned a rating between AAA+ and D 
in a format similar to a credit rating. AAA+ 
brands are exceptionally strong and well 
managed while a failing brand would be 
assigned a D grade.

sourced from Brand Finance’s extensive 
database of license agreements and other 
online databases. 

3  Calculate royalty rate. The brand strength score 
is applied to the royalty rate range to arrive at a 
royalty rate. For example, if the royalty rate 
range in a brand’s sector is 0-5% and a brand 
has a brand strength score of 80 out of 100, 
then an appropriate royalty rate for the use of 
this brand in the given sector will be 4%. 

4  Determine brand specific revenues estimating a 
proportion of parent company revenues 
attributable to a specific brand. 

5  Determine forecast brand specific revenues 
using a function of historic revenues, equity 
analyst forecasts and economic growth rates. 

6  Apply the royalty rate to the forecast revenues 
to derive brand revenues. 

7  Brand revenues are discounted post tax to a 
net present value which equals the brand value.

Definitions
+  Enterprise Value – the value of 

the entire enterprise, made up 
of multiple branded businesses

What do we mean by ‘brand’?

E.g.
Apple

E.g. Beats 
Trademark

+  Branded Business Value – the 
value of a single branded 
business operating under the 
subject brand

+  Brand Value – the value of the 
trade marks (and relating 
marketing IP and ‘goodwill’ 
attached to it) within the 
branded business

+  Brand Contribution– The total 
economic benefit derived by a 
business from its brand

E.g. Beats 
Trademark 

Contribution

E.g.
Beats

‘Brand’

‘Branded 
Business’

‘Branded 
Enterprise’

‘Brand’ 
Contribution’
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Apple Widens the Gap

Apple remains the world’s most valuable brand, 
despite annual predictions of a plateau or fall 
from grace. Brand value is up 14%, thanks to the 
huge success of the iPhone 6 and recently 
released iPhone 6s. The US$145bn brand value 
has widened the gap between Apple and second 
place holder, Google, to an astonishing 
US$52bn. Revenue for Q4 of the fiscal year 2015 
was a record-breaking US$51.5 billion with 
profits at US$11.1 billion while revenues for the 
year were US$233.7 billion. This huge surge is 
partly responsible for recent disappointing sales 
growth (the slowest since the iPhone was 
launched in 2007). However, with 74.8 million 
handsets sold in the last quarter in a saturated 
market, assertions that Apple has gone rotten are 
premature. Apple Pay is beginning to generate 
traction, potentially heralding the brand’s long-

anticipated expansion into the broader arena of 
financial services, to say nothing of its rumored 
foray into the auto industry.

Snapdragon Leaves Qualcomm Red-Faced 

Qualcomm is one of this year’s biggest losers in 
the technology table, brand value has taken a 
17% dip whilst the brand rating has been 
downgraded from AA+ to AA. This is largely due 
to the fact that the company’s flagship processor, 
the Snapdragon 810, was nothing short of a 
disaster. Qualcomm’s highly anticipated 
processor was found to overheat and malfunction 
when subjected to heavier workloads. The issue 
was so critical that Samsung dropped the 
Qualcomm processor from its extremely popular 
Galaxy line. The issue seems to have been 
resolved since, as the improved Snapdragon 820 
is set to feature in the Galaxy S7. However, 

Tech
100

 
Sector Analysis – Technology & IT

Rank 2016: 1  2015: 1   
BV 2016: $ 145,918m   
BV 2015: $ 128,303m
Brand Rating: AAA

Rank 2016: 2  2015: 2   
BV 2016: $ 94,184m   
BV 2015: $ 76,683m
Brand Rating: AAA+

Rank 2016: 3  2015: 4   
BV 2016: $ 71,214m   
BV 2015: $ 65,671m
Brand Rating: AAA

Rank 2016: 4  2015: 3   
BV 2016: $ 69,642m   
BV 2015: $ 56,124m
Brand Rating: AA+

Rank 2016: 5  2015: 9   
BV 2016: $ 67,258m   
BV 2015: $ 67,060m
Brand Rating: AAA

1

2

3

4

5

+14%

+23%

+8%

+24%

Rank 2016: 6  2015: 10   
BV 2016: $ 37,216m   
BV 2015: $ 48,019m
Brand Rating: AA+

Rank 2016: 7  2015: 13   
BV 2016: $ 34,002m   
BV 2015: $ 24,180m
Brand Rating: AAA-

Rank 2016: 8  2015: 8   
BV 2016: $ 31,786m   
BV 2015: $ 35,428m
Brand Rating: AA

Rank 2016: 9  2015: 5   
BV 2016: $ 22,845m   
BV 2015: $ 25,011m
Brand Rating: AA+

6

7

8

9

10

-22%

+41%

-10%

-9%

Rank 2016: 10  2015: 6   
BV 2016: $ 22,136m   
BV 2015: $ 22,888m
Brand Rating: AA

-3%+0%

Qualcomm lost a year’s worth of orders from one 
its biggest clients, and the reputational damage 
sustained by Qualcomm and the manufacturers 
that actually ended up using the Snapdragon 
810, is hard to overlook. 

S6 & S7 Restore Samsung’s Image

Samsung’s brand rating, which indicates the 
strength and future potential of the brand, has 
been restored from AAA- last year to AAA this 
year. The company’s well received 2015 flagship, 
the Galaxy S6, greatly contributed to the 
reinvigoration of Samsung’s wavering brand 
rating. Critics raved about the significantly 
improved design, which also put the Galaxy S6 
on the radar of voguish iPhone users. The 
recently unveiled Galaxy S7 looks to follow in the 
footsteps of its predecessor, as the phone keeps 
the elegant design of the S6, but adds functional 

aspects such as water resistance, extended 
battery life and the sorely missed expandable 
storage option. Revenues have also improved 
this year, most of them coming from Samsung’s 
semiconductor business which, ironically, makes 
chips for most smartphone manufacturers, 
including their fiercest rival, Apple. 

Uber Pulls Up

Uber has firmly established itself in the top end of 
this year’s technology table with an impressive 
brand value of US$11bn. This makes the ride 
hailing app’s brand more valuable than industry 
giants such as Panasonic, Dell and Sony. 

Uber launched its new logo with great fanfare this 
year, however the colourful geometric shapes 
that make up the new identity failed to impress. 
Critics were quick to label the new logo 
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Sector Analysis – Technology & IT

’unattractive’ and ‘ambiguous’. The backlash 
resulted in Uber’s head of design stepping down 
only a day after the new identity was revealed. 

Uber continues to face regulatory challenges in 
the west, as the company is bombarded with 
protests and lawsuits from taxi unions and 
transport authorities. In the east, the company 
struggles to turn a profit. This is largely due to 
fierce competitors, such as Didi Kuaidi, which is 
the favoured low-cost ride hailing company in 
China. Uber has been valued at $51bn, making it 
the most valuable start-up in the world. Its rise 
has been rapid, as the company passed the 
$50bn mark after just 5 years, a feat which took 
Facebook over 7 years to accomplish. However, 
the challenges seem to keep rolling in, which 
might hinder the company from going public and 
reaching its true potential. 

Brand Value Over Time Brand Value Change 2015-2016 ($m) Brand Value Change 2015-2016 (%)

Top Left: The old Uber logo featured a sylized white U.  
Top Right: The new logo is a bit more abstract and features 
“atoms and bits”. Bottom: The new screen that greets users 
opening the Uber app 

WeChat Nearly Doubles

WeChat increased its brand value by 83% this 
year from US$3.5bn to US$ 6.5bn, making it one 
of the fastest growing brands in the technology 
table. The messaging app, which also doubles 
as a payment platform, has seen rapid growth, 
with registered users totalling at an astonishing 
1.1bn, out of which 100m are based outside of 
China. 

Tencent, the holding company that owns and 
operates WeChat, recently announced that 
WeChat will start charging its users 0.1 percent 
for spending and transfers above 20,000 yuan 
per month in March 2016, a move that is likely to 
boost revenues even higher.  

Above: Messaging app, WeChat, has taken Asia by storm 
and is now gaining traction internationally.
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Article - GoPro NoGo

GoPro took the world by storm in 2013, with a 
hotly anticipated IPO in 2014. The compact, 
waterproof action camera allowed ordinary 
consumers to capture high-quality video 
anywhere they wanted. YouTube was suddenly 
filled with thousands of videos with people 
‘GoPro’ing’ themselves surfing, cycling or just 
taking a walk in the park. However things have 
taken a turn for the worse. GoPro’s stock price 
has gone down 80% in the last year, and brand 
value has plummeted 46% with it. Now, a phone 
launch in Barcelona is threatening to make things 
go from bad to worse.

The Samsung Galaxy S7 and Galaxy S7 Edge 
were launched a day ahead of the Mobile World 
Congress in Barcelona. The phones featured 
many upgrades including a larger battery, faster 
processor and an improved camera. One feature 
in particular stood out more than the others, 
water resistance. The Galaxy S7 series is IP68 

certified, which means it can stay submerged 
under 1.5m of water for lengths of up to 30 
minutes. 

GoPro sales usually take a hit when new 
smartphones such as the iPhone or Galaxy 
devices are released. However, the new water 
resistance feature in the Galaxy series may end 
up causing GoPro more than just a temporary 
dip in sales. 

Now that it has achieved an IP 68 certification, 
the Galaxy S7 series can be used in pools, in the 
rain or even in snowy conditions. Usage areas 
that used to be exclusive to action cameras, can 
now be accessed through water resistant 
phones. These phones also solve the issue of 
availability. Memorable experiences can, and 
often do, happen at random. Whilst a GoPro is 
portable, no one carries it around 24/7. 
Smartphones however, stay with us throughout 
the day, ready to capture moments when the 
opportunity presents itself. Price is also 
something that may hinder a GoPro recovery, at 

Galaxy S7 – The Beginning of the end for GoPro? around £300, they do not come cheap. 
Consumers may be increasingly unlikely to 
spend £300 on an action camera if they can get a 
similar experience from their new smartphone.  

One explanation for GoPro’s already tumbling 
stock price is the lack of focus on product 
branding. GoPro has done very well to raise 
awareness around the GoPro brand itself, but few 
people know the Hero 4 Black or Hero 4 
Sessions product brands, let alone what 
differentiates them. Smartphones like the Galaxy 
S7 don’t have this issue, as water resistant 
experiences are marketed as an added bonus 
under the phone’s brand itself. GoPro CEO, Nick 
Woodman, commented that the company plans 
to adjust marketing efforts to better communicate 
the merits of the products themselves, rather 
than the big branded visuals. However this 
approach may be too little too late. 

What’s even worse for GoPro and the action 
camera industry, are recent reports that 
components of the iPhone 7 will feature a 
chemical coating which will make them water 
resistant. If this is true, both Samsung and Apple, 
two of the world’s largest phone manufacturers, 
will have produced water resistant flagship 
products, which will undoubtedly encourage the 
remaining manufacturers to follow suit. 

Those wishing to take a more optimistic view of 
GoPro’s prospects could argue that consumers 
are unlikely to strap a 5 inch phone to their heads 
and snowboard down a mountain. However, 
most GoPro customers put the product to more 
mundane uses. GoPro was founded as an 
extreme sports brand, but its rise to fame was 
fuelled by consumers buying GoPro products for 
less extreme activities such as holidays, sporting 
events, and music festivals. The company’s CEO, 
Nick Woodman, even expressed that he prefers 
to think of GoPro as an “activity capture 
company” rather than an “action camera 

company”. GoPro fans might also point out that 
Samsung has already released water resistant 
devices, specifically the (somewhat chunky) 
Galaxy S5, which was IP67 certified. However the 
Galaxy S7 is the first Samsung phone whose 
sleek, appealing design suggests there has been 
no compromise between style and waterproof 
technology. 

There are big question marks surrounding 
GoPro’s future. Brand value is down 46% from 
US$620 to US$335m, following collapsing 
revenues. GoPro’s Brand strength has taken less 
of a hit, with the brand rating only falling one 
grade from AA- last year to A+ this year. There is 
no doubt that GoPro is still a strong brand in the 
mind of the consumers, but drastic measures are 
needed to adapt to the ever-transforming tech 
environment they find themselves in. 

Amneet Bains 
Digital Communications Manager 
Brand Finance  

Above: The Samsung Galaxy S7 features IP 68 water resistance certification. 

Above: The GoPro action camera may be a dying breed.



Brand Finance Tech 100 February 2016  13.Brand Finance Tech 100 February 201612.

Understand Your Brand’s Value 

A League Table Report provides a 
complete breakdown of the assumptions, 
data sources and calculations used to 
arrive at your brand’s value. Each report 
includes expert recommendations for growing 
brand value to drive business performance and 
offers a cost-effective way to gaining a better 
understanding of your position against 
competitors.

A full report includes the following sections 
which can also be purchased individually.

Brand Valuation Summary
 
Overview of the brand valuation including 
executive summary, explanation of changes in 
brand value and historic and peer group 
comparisons. 

Royalty Rates

Analysis of competitor royalty rates, industry 
royalty rate ranges and margin analysis used to 
determine brand specific royalty rate.

+ Transfer pricing

+ Licensing/ franchising negotiation

+ International licensing

+ Competitor benchmarking

Cost of Capital

A breakdown of the cost of capital calculation, 
including risk free rates, brand debt risk 
premiums and the cost of equity through CAPM. 

+  Independent view of cost of capital for internal 
valuations and  project appraisal exercises

Trademark Audit

Analysis of the current level of protection for the 
brands word marks and trademark iconography 
highlighting areas where the marks are in need 
of protection.

+ Highlight unprotected marks 

+ Spot potential infringement

+ Trademark registration strategy

For more information regarding our League 
Table Reports, please contact: 

enquiries@brandfinance.com

+ Internal understanding of brand

+ Brand value tracking

+ Competitor benchmarking

+ Historical brand value

Brand Strength Index

A breakdown of how the brand performed on 
various metrics of brand strength, benchmarked 
against competitor brands in a balanced 
scorecard framework.

+ Brand strength tracking

+ Brand strength analysis

+ Management KPI’s

+ Competitor benchmarking
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How we can help. 

MARKETING FINANCE TAX LEGAL

We help marketers to connect 
their brands to business 
performance by evaluating the 
financial impact of brand based 
decisions and strategies.

+ Brand Valuation
+ Brand Due Diligence
+ Profit Levers Analysis
+ Scenario Modelling
+ Market Research
+  Brand Identity & Customer 

Experience Audit
+ Brand Strength Analysis
+  Brand Equity Analysis
+ Perception Mapping
+  Conjoint & Brand/Price 

Trade-off Analysis
+ Return on Investment
+ Sponsorship Evaluation
+ Budget Setting
+ Brand Architecture &
Portfolio Evaluation
+  Brand Positioning & 

Extension Evaluation
+ Brand Migration
+ Franchising & Licensing
+ BrandCo Strategy
+ Brand Governance Process
+ Brand Tracking
+ Management KPIs
+ Competitor Benchmarking

We provide financiers and 
auditors with an independent 
assessment on all forms of 
brand and intangible asset 
valuations.

+  Brand & Branded Business 
Valuation

+ Intangible Asset Valuation
+  Fair Value Exercise (IFRS 3 

/ FAS 141)
+  Intangible Asset Impairment 

Reviews (IAS 36 / FAS 142) 
Brand Due Diligence

+ Information Memoranda
+ Finance Raising
+ Insolvency & Administration
+  Market Research Design 

and Management
+ Return on Investment
+ Franchising & Licensing
+ BrandCo & IPCo Strategy
+  Scenario Modelling & 

Planning
+ Transfer Pricing Analysis
+  Management KPIs and 

Target-setting
+ Competitor Benchmarking

We help brand owners and 
fiscal authorities to understand 
the implications of different 
tax, transfer pricing and brand 
ownership arrangements.

+ Brand & Branded Business  
 Valuation
+ Intangible Asset Valuation
+ Patent Valuation
+ Asset Transfer Valuations
+ Business & Share  
 Valuations 
+ Transfer Pricing Analysis 
+ Royalty Rate Setting
+ Brand Franchising &  
 Licensing
+ BrandCo & IPCo Strategy
+ Market Research Design  
 and Management
+ Brand Tracking
+ Expert Witness Opinion

We help clients to enforce and 
exploit their intellectual 
property rights by providing 
independent expert advice in- 
and outside of the courtroom.

+ Brand & Branded Business  
 Valuation
+ Intangible Asset Valuation
+ Patent Valuation
+ Business & Share  
 Valuations 
+ Loss of Profits Calculations
+ Account of Profits  
 Calculations 
+ Damages Assessment
+ Forensic Accounting
+ Royalty Rate Setting
+ Brand Franchising &  
 Licensing
+ BrandCo & IPCo Strategy
+ Market Research Design  
 and Management
+ Trademark Registration
+ Trademark watching service
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Brand Monitoring

Improve reporting and brand performance 
management by integrating market  

research, investment, market and financial 
metrics into a single insightful scorecard 
model to track performance and inform 

strategic decisions.

Brand Valuation

Valuations may be conducted for technical 
purposes and to set a baseline against 

which potential strategic brand scenarios 
can be evaluated.

Brand Analytics

Analytical services help to uncover drivers of 
demand and insights. Identifying the factors 
which drive consumer behaviour allow an 
understanding of how brands create  
bottom-line impact.

Brand Strategy

Strategic marketing services enable brands  
to be leveraged to grow businesses.  
Scenario modelling will identify the best 
opportunities, ensuring resources are 
allocated to those activities which have the 
most impact on brand and business value.

Brand & 
Business Value 

(Brand ROI)

Contact details.
Contact us.
For media enquiries, 
please contact:
Robert Haigh
Marketing & Communications 
Director Brand Finance 
r.haigh@brandfinance.com

For all other enquiries, 
please contact:
enquiries@brandfinance.com
+44 (0)207 389 9400

linkedin.com/company/
brand-finance
  

facebook.com/brandfinance
 

twitter.com/brandfinance

For further information on Brand Finance®’s services and valuation experience, please contact 
your local representative:

Country Contact Email address
Australia Mark Crowe m.crowe@brandfinance.com
Brazil Geoffrey Hamilton-Jones g.hamilton-jones@brandfinance.com
Canada Bryn Anderson b.anderson@brandfinance.com
Caribbean Nigel Cooper n.cooper@brandfinance.com
East Africa Jawad Jaffer j.jaffer@brandfinance.co.ke
France Luc Bardin l.bardin@brandfinance.com
Germany Tobias Bielenstein t.bielenstein@brandfinance.com
Greece Ioannis Lionis i.lionis@brandfinance.com
Holland Marc Cloosterman m.cloosterman@brandfinance.com
India Ajimon Francis a.francis@brandfinance.com
Indonesia Jimmy Halim j.halim@brandfinance.com
Italy Massimo Pizzo m.pizzo@brandfinance.com
Middle East Andrew Campbell a.campbell@brandfinance.com 
Nigeria Babatunde Odumeru t.odumera@brandfinance.com
Portugal Pedro Taveres p.taveres@brandfinance.com
Russia Alexander Eremenko a.eremenko@brandfinance.com
Singapore Samir Dixit s.dixit@brandfinance.com
South Africa Oliver Schmitz o.schmitz@brandfinance.com
Spain Jaime Alvarez j.alvarez@brandfinance.com
Sri Lanka Ruchi Gunewardene r.gunewardene@brandfinance.com
Turkey Muhterem Ilgüner m.ilguner@brandfinance.com
UK Bryn Anderson b.anderson@brandfinance.com
Mexico Laurence Newell l.newell@brandfinance.com
Nordic Region Alexander Todoran a.todoran@brandfinance.com

Our offices.

Disclaimer.

Brand Finance has produced this study 
with an independent and unbiased 
analysis. The values derived and 
opinions produced in this study are 
based only on publicly available 
information and certain assumptions 
that Brand Finance used where such 
data was deficient or unclear . Brand 
Finance accepts no responsibility and 
will not be liable in the event that the 
publicly available information relied 
upon is subsequently found to be 
inaccurate.

The opinions and financial analysis 
expressed in the report are not to be 
construed as providing investment or 
business advice. Brand Finance does 
not intend the report to be relied upon 
for any reason and excludes all liability 
to any body, government or 
organisation.
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Brand Finance  
Tech 100 – Top 10
Top 100 most valuable tech brands 1 - 50. Top 100 most valuable tech brands 51 - 100.
Rank
2016

Rank
2015

Brand name Domicile Brand
value ($m)
2016

%
change

Brand
value ($m) 
2015

Brand
rating
2016

Brand
rating
2015

1 1 Apple UNITED STATES 145,918 14% 128,303 AAA AAA
2 2 Google UNITED STATES 94,184 23% 76,683 AAA+ AAA
3 4 Samsung SOUTH KOREA 71,214 -13% 81,716 AAA AAA-
4 5 Amazon.com UNITED STATES 69,642 24% 56,124 AA+ AAA-
5 3 Microsoft UNITED STATES 67,258 0% 67,060 AAA AAA
6 6 General Electric UNITED STATES 37,216 -22% 48,019 AA+ AA+
7 9 Facebook UNITED STATES 34,002 41% 24,180 AAA- AAA-
8 7 IBM UNITED STATES 31,786 -10% 35,428 AA AA+
9 8 Intel UNITED STATES 22,845 -9% 25,011 AA+ AAA-
10 10 Oracle UNITED STATES 22,136 -3% 22,888 AA AA+
11 13 Huawei CHINA
12 15 Alibaba CHINA
13 12 Baidu CHINA
14 16 Accenture IRELAND
15 14 Hitachi JAPAN
16 New Uber United States
17 19 Panasonic JAPAN
18 24 QQ CHINA
19 27 Dell UNITED STATES
20 New Paypal UNITED STATES
21 20 Ericsson SWEDEN
22 30 JD.com CHINA
23 17 SAP GERMANY
24 23 TCS INDIA
25 26 Sony JAPAN
26 18 eBay UNITED STATES
27 11 HP UNITED STATES
28 25 Philips NETHERLANDS
29 32 Playstation JAPAN
30 New Hewlett Packard Enterprise UNITED STATES
31 28 LG SOUTH KOREA
32 31 Canon JAPAN
33 29 Xbox UNITED STATES
34 21 Toshiba JAPAN
35 33 Booking.com UNITED STATES
36 52 WeChat CHINA
37 42 NETFLIX UNITED STATES
38 37 Mitsubishi Electric JAPAN
39 53 Cognizant UNITED STATES
40 47 Xiaomi CHINA
41 40 Yahoo! UNITED STATES
42 39 Adobe UNITED STATES
43 New Youtube UNITED STATES
44 36 EMC UNITED STATES
45 58 Infosys INDIA
46 New Taiwan Semiconductor TAIWAN
47 48 salesforce UNITED STATES
48 56 Linkedin UNITED STATES
49 49 Expedia.com UNITED STATES
50 34 Lenovo CHINA

For access to all 100 brands, please get in touch:
enquiries@brandfinance.com

For access to all 100 brands, please get in touch:
enquiries@brandfinance.com

Rank
2016

Rank
2015

Brand name Domicile Brand
value ($m)
2016

%
change

Brand
value ($m) 
2015

Brand
rating
2016

Brand
rating
2015

51 41 priceline.com UNITED STATES
52 38 Twitter UNITED STATES
53 45 Western Digital UNITED STATES
54 35 Qualcomm UNITED STATES
55 46 Xerox UNITED STATES
56 43 Fujitsu JAPAN
57 51 Activision Blizzard UNITED STATES
58 New Fujifilm JAPAN
59 90 NetEase CHINA
60 50 Thermo Fisher Scientific UNITED STATES
61 44 Emerson Electric UNITED STATES
62 66 Electronic Arts UNITED STATES
63 54 Seagate Technology IRELAND
64 78 Hikvision CHINA
65 55 Schneider Electric FRANCE
66 69 Cap Gemini FRANCE
67 59 HCL INDIA
68 75 Nokia FINLAND
69 57 ZTE CHINA
70 60 Haier CHINA
71 72 Fiserv Inc UNITED STATES
72 62 Gree Electric Appliances CHINA
73 67 Cerner Corp UNITED STATES
74 71 Nintendo JAPAN
75 73 Wipro INDIA
76 70 Whirlpool UNITED STATES
77 63 Ricoh JAPAN
78 New Micron Technology UNITED STATES
79 188 Murata Manufacturing JAPAN
80 77 Texas Instruments UNITED STATES
81 91 TCL CHINA
82 64 VMWARE UNITED STATES
83 74 Atos FRANCE
84 76 Kyocera JAPAN
85 New Hynix Semiconductor SOUTH KOREA
86 New Rexel FRANCE
87 New TE Connectivity SWITZERLAND
88 61 Sharp JAPAN
89 89 Pegatron TAIWAN
90 68 Nec JAPAN
91 98 Jabil UNITED STATES
92 80 Rakuten JAPAN
93 93 Quanta Computer TAIWAN
94 140 FIS UNITED STATES
95 New AKAMAI Technologies UNITED STATES
96 79 Black & Decker UNITED STATES
97 92 Hon Hai Precision Industry TAIWAN
98 New 360 CHINA
99 121 Harman UNITED STATES
100 83 Arçelik TURKEY
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