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Leveraging Brand Value
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How did the brands lose its value? e 4
4.2% decline in 8 months! COMPASS
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Downturn wipes out $67 billion value of global brands: Report
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24 September 2008

The global economic downnun has cleaned out § 67 billion

off the value of the top 100 global brands, according to a l' . I
report by Brand Finance Plc, a company that specialises ERAND'Fl NANCE
it brand valuation and intangible asset valation, tracking,

measuring, economics, and strategy.

The report savs that though value for monev (VFM) brands continues to do well, hixury
brands such as Nike have suffered.

The report savs that since Jatmary, the
world economy has wimessed
commeodity price increases, credit
crunch, rising unemplovment and
declining share prices. It savs that
between then and now, the brand value
of the 100 global brands has dropped
4.2 per cent, wiping out 367 billion in the

process.
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Food Away from Home

Personal Care

Transport

Apparel/Services

Cash Contributions

Jobacco

Housing

Entertainmen

Food at Home

Health Care

Insurance

Reading

Education

Source: Mckinsey Quarterly

T
(@]
(QV

JIVHSANIW




\

Consumer Willingness to spend roswace @

RRAND EQUITY

India — Mindshare/IMRB Study — Feb 2009 COMPASS
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Impact of Inflation on Category Purchase wmosware @)
India — Mindshare/IMRB Study
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Increase

Tea & Coffee

Pulses

Fabric Care Fruits & Veq.

Spices

Hair Care Oral Care

Purchased

Edible Oi
Proc Foods Personal ¢

Home Care Products Milk Prod
OTC Products

Ready to eat products Byl fecie

Decrease

Meat & Poultry products Beverages

Decrease Price Increase
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Sample Footer Text Here
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Top 10 Trends in Consumption
World Wide

Value = Quality

Housewives as Chief Thrift Officers (CTOs)
Home-centered lifestyle

Focus on Well-being

Death of bling

Web as the “cheap sanctuary” and “word of mouse”

Parallel return to real world and real buddies

Lipstick effect on self-treating over large purchases

Thrift is “green”

Age of uncertainty/Live for the present
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And a Power Brand must be able to
shape/influence this environment
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Personality & Presence makes a brand
“Power Brand”

Incremental
Metrics

Incremental
benefits

Name

Awareness

Purchase
Traffic

Power Brand

Distinctive value Personality
Proposition

Consistent Delivery Presence

Communication
aligned with delivery

Loyalty Increased
Premium Prices leverage
opportunities




Shaping Media Environment

Sports
Events/Properties
Online

Out of Home
Entertainment/Music
Ambassadors

Upmarket/Rural
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Diversity is the biggest challenge
Markets, Consumers and now Categories!

Shift in Category preference
Unusual situations requires unusual responses
At a fundamental level to reprioritize
Reprioritize
Markets — Micromarket
Consumer Segments — Beyond demographics

Advertising Vehicles — Cost Per Contact



