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PERCENT COUNTRY

RANK
2006/ 2005

et

W 0 N O U A W N

10
11
12
13
14
15

11

12

10

13

14

16

COCA-COLA
MICROSOFT
IBM

GE

INTEL

NOKIA
TOYOTA
DISNEY
McDONALD'S
MERCEDES-BENZ
CITI

MARLBORO

2006
BRAND
VALUE

SMILLIONS

67.000

56,926

56,201

48,907

32,319

30,131

27941

27,848

27,501

21,795

21,458

21,350

HEWLETT-PACKARD 20,458

AMERICAN EXPRESS 19,641

BMW

19,617

2005
BRAND
VALUE

$MILLIONS

67525

59,941

53,376

46,996

35,588

26,452

24,837

26,441

26,014

20,006

19.967

21,185

18 866

18,5659

17126

CHANGE

-1%

-5%

5%

4%

9%

14%

12%

5%

6%

%%

7%

1%

8%

6%

15%

OF

OWNERSHIP

u.s.

U.s.

us.

U.s.

us.

Finland

Japan

U.S.

.S,

Germany

us.

U.S.

Us.

U.S.

Germany

DESCRIPTION
Hi 8 : Business Week, Aug. 7, 2006

Flagging appetite for scda has cut demand for Coke, but the beverage giant has
a raft of new products in the pipeline that could reverse its recent slide.

Threats from Google and Apple haven't yet offset the power of its
JNindows and Office monopolies.

Having off-loaded its low-profit PC business to Lenovo, IBM is marketing
on the strategic level to corporate leaders.

The brand Edison built has extended its reach from ovens to credit cards, and
the "Ecomagination” push is making GE loak like a protector of the planet.

Profits and market share weren't the only things slammed by rival AMD. Intel's
brand value tumbled 9%, as it loss business from high-profile customers.

Fashionable designs and low-cost models for the developing world en-
abled the mobile phone maker to regain ground against competitors,

Toyota is closing in on GM to become the world's biggest automaker, A
slated 109 increase in U.S. sales this year will help even more.

Mew CEQ Robert Iger expanded the brand by buying animation hit-maker Pixar
and beefing up digital distribution of TV shows through the Internet and iPods.

A new healthy-living marketing campaign—and the premium-priced sand-
wiches and salads that came with it—have led to a fourth year of sales gains.

The new S-Class sedan and M-Class SUV are helping repair a tarnished
quality reputation. High costs and weak margins will take longer to fix.

Already the biggest U.S. bank, Citigroup's quest to generate more revenues
from world markets has it introducing its brand to new emerging markets.

Marlboro remains firmly in the saddle, particularly outside the U.S., as it
expands into developing markets.

Under CEO Mark Hurd, HP is skipping glitzy image ads to push specific
products. Improving profits and a 40% stock price increase haven't hurt,

A preeminent financial-services brand among high-end customers, the
company is recasting itself as hip to broaden its appeal to a younger set,

BMW continues to churn out hot models that buyers love to drive and
Japanese automakers can't seem to replicate.
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RANK

2006 / 2005

16
17
18
19
20
21
22
23
24
25
26
27
28
29
30

15

18

¥

19

20

25

23

24

38

21

28

26

29

27

22

GILLETTE
LOUIS VUITTON
Cisco

HONDA
SAMSUNG
MERRILL LYNCH
PEPSI
NESCAFE
GOOGLE

DELL

SONY
BUDWEISER
HSBC

ORACLE

FORD

2006
BRAND
VALUE

$MILLIONS

19,579

=

7,606

17532

17,045

16,169

13,001

12,690

12,507

12,376

12,256

11,695

11,662

11,622

11,455

11,056

2005
BRAND
VALUE

SMILLIONS

17,534

16,077

16,592

15,788

14956

12,018

12,355

12,241

8,461

13.231

10,754

11,878

10,429

10,887

13,159

PERCENT COUNTRY

CHANGE

12%

10%

6%

8%

8%

8%

2%

2%

46%

1%

9%

-2%

11%

5%

-16%

OF
OWNERSHIP

U.S.

France

LLS.

Japan

5. Koresa

LS.

LS.

Switzerland

U.5.

U.5.

Japan

1§

Britain

U.s.

LS.

DESCRIPTION

Gillette's new six-bladed Fusion razor met with ridicule when it w
introduced, But with Fusion sales soaring, Gillette is still king.

With a glitzy new flagship on the Champs Elysées, the world's ric
luxury brand celebrates yet another year of robust growth,

Cisco's decision to lead with its Linksys brand for consumers has
made the company a household name yet, but it's helping.

As gas prices rise, Honda's gas sippers are helping the Japanese
er gnaw into the Big Three's market share,

Samsung is rolling out hot LCD TVs and ever more powerful memo
But it is missing in action with low-end handsets, hurting market st

Merrill Lynch has made a dramatic transformation from a sleepy,
brokerage to a lean and mean investment bank.

It tapped a growing obsession with obesity by shifting marketing dalla
Fepsi. Another boost? Rival Coke’s move to copy Pepsi Max with Coke

Sales of instant coffee are piping hot in emerging markets, while
coffees and new products have boosted appeal in the U.S. and Eu

Its recent inclusion as a verb in the Oxford English Dictionary cor
what competitors feared; Google means search to an army of Wel

The king of the inexpensive PC is trying to regain trust with a can
to bolster customer service and technical support.

Sony CEO Howard Stringer has fixed the TV biz, but other electronii
ucts are struggling. He's betting PlayStation 3 can help turn things ;

A price war and changing tastes left the No.1 beer maker with a r
hangover. The drop in profits for 2005 was its first in a decade,

With retail, private, and investment banking operations in 76 countrie
world’s local bank is fast becoming a major force in financial services

Last vear, Oracle bought another major software brand, Siebel Sy
This year it will have to sew it together and keep its customers ha

The iconic auto brand has declined in every measure. Weak marketing, £
press, shallow product portfolio, and a bottomed-out LS. stock price hu
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Step 1: REENIEDOFEEZI—TINT

N—=TIHT R FEREEICRH
LE | BE | BF | hF | pF | RAF | AF | TR
£ | B | x| B | kit | B | xft
1 1 1 1 1 1 1 100
2 0.5 2 1 2 0.5 1 120
3 1 0 1 2 0 2 80
4 2 2 2 2 2 2 100
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Step 2: {CE
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KE | BF | BF | 7F | hFE | BRF | BRFE | THE
E- BE | & | BE | & | BE | Tk
1 1 1 1 1 1 1 100
2 0.5 2 1 2 0.5 1 120
3 1 0 1 2 0 2 80
4 2 2 2 2 2 2 100
itk | 10000 | 12000 | 8000 | 6000 | 8000 | 4000
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Step 3: MIHFYEHDOEH (A)
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TR

I
|
I

7<~1H
JRE | BE | BF | fF | hFE | BFE | BE | X
£ | BE | x| Bt | k& | BtE | k&
1 | 3017.2 | 2957.7 | 2089.6 | 1060.6 | 3181.8 | 864.2
2 | 1551.7 | 6084.5 | 2149.3 | 2181.8 | 1636.4 | 888.9
3 |24138| 00 |1671.6 | 16970 | 0.0 | 13827
4 | 3017.2 | 2957.7 | 2089.6 | 1060.6 | 3181.8 | 864.2
2235 | 10000 | 12000 | 8000 | 6000 | 8000 | 4000
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IKE | BE | B | RF | fF | AF | RAF | XH
£ | B | k% | BE | x| B | xHk
1 16.7 | 167 | 167 | 167 | 167 | 16.7 100
2 8.6 343 | 171 | 343 8.6 17.1 120
3 13.3 0.0 13.3 | 26.7 0.0 26.7 80
4 16.7 | 167 | 167 | 167 | 167 | 16.7 100
BA{f; | 0.0055 | 0.0056 | 0.0080 | 0.0157 | 0.0052 | 0.0193
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