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About Brand Finance.
Brand Finance is the world's leading brand valuation 
consultancy.

We bridge the gap between marketing and finance
Brand Finance was set up in 1996 with the aim of 'bridging 
the gap between marketing and finance'. For 25 years, we 
have helped companies and organisations of all types to 
connect their brands to the bottom line.

We quantify the financial value of brands
We put 5,000 of the world’s biggest brands to the test every 
year. Ranking brands across all sectors and countries, we 
publish nearly 100 reports annually.

We offer a unique combination of expertise
Our teams have experience across a wide range of 
disciplines from marketing and market research, to brand 
strategy and visual identity, to tax and accounting.

We pride ourselves on technical credibility
Brand Finance is a chartered accountancy firm regulated 
by the Institute of Chartered Accountants in England and 
Wales, and the first brand valuation consultancy to join the 
International Valuation Standards Council.

Our experts helped craft the internationally recognised 
standards on Brand Valuation – ISO 10668 and Brand 
Evaluation – ISO 20671. Our methodology has been certified 
by global independent auditors – Austrian Standards – as 
compliant with both, and received the official approval of the 
Marketing Accountability Standards Board.

Get in Touch.
 linkedin.com/company/brand-finance

 twitter.com/brandfinance

 facebook.com/brandfinance

 instagram.com/brand.finance

A Brand Value 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.

Request your own
Brand Value Report
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Visit brandirectory.com/request-a-valuation

or email enquiries@brandfi nance.com
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enquiries@brandirectory.com

For business enquiries, please contact:
Savio D'Souza
Managing Director
s.dsouza@brandfinance.com

For media enquiries, please contact:
Florina Cormack-Loyd
Senior Communications Manager  
+44 207 389 9444
f.cormackloyd@brandfinance.com

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

For more information, please visit our website:
www.brandfinance.com
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Global Brand
Equity Monitor

Original market research on 2,500 brands 

29 countries and 23 sectors covered

More than 50,000 respondents surveyed annually

We are now in our 5th consecutive year conducting the study

Visit brandirectory.com/consumer-research 
or email enquiries@brandfi nance.com

enquiries@brandirectory.com

Brandirectory.com
Brandirectory is the world’s largest database of current 
and historical brand values, providing easy access to 
all Brand Finance rankings, reports, whitepapers, and 
consumer research published since 2007.

 + Browse thousands of published brand values

 + Track brand value, strength, and rating across 
publications and over time

 + Use interactive charts to compare brand values 
across countries, sectors, and global rankings

 + Purchase and instantly unlock premium data, 
complete brand rankings, and research

Visit brandirectory.com to find out more.

Brand Finance Group.
Brand Finance Institute
Brand Finance Institute is the educational division of 
Brand Finance, whose purpose is to create and foster 
a professional environment for knowledge-sharing and 
networking among practitioners and experts in the 
market. BFI organises events, in-company training, and 
corporate educational initiatives around the world. In the 
quest for marketing excellence and with the purpose 
to equip the brand valuation and strategy practitioners 
with the necessary skills and tools, we have developed 
a wide range of programmes and certifications in 
collaboration with the most coveted business schools, 
universities and thought leaders in the field.

Brand Dialogue
Brand Dialogue is a public relations agency developing 
communications strategies to create dialogue that drives 
brand value. Brand Dialogue has over 25 years of experience 
in delivering campaigns driven by research, measurement, 
and strategic thinking for a variety of clients, with a strong 
background in geographic branding, including supporting 
nation brands and brands with a geographical indication 
(GI). Brand Dialogue manages communications activities 
across Brand Finance Group's companies and network.

VI360
VI360 is a brand identity management consultancy 
working for clients of all sizes on brand compliance, brand 
transition, and brand identity management. VI360 provide 
straightforward and practical brand management that 
results in tangible benefits for your business.



David Haigh 
CEO, Brand Finance
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Foreword.
What is the purpose of a strong brand: to attract customers, to build loyalty, to motivate staff? 
All true, but for a commercial brand at least, the first answer must always be ‘to make money’. 

Huge investments are made in the design, launch, and ongoing promotion of brands. Given 
their potential financial value, this makes sense. Unfortunately, most organisations fail to go 
beyond that, missing huge opportunities to effectively make use of what are often their most 
important assets. Monitoring of brand performance should be the next step, but is often 
sporadic. Where it does take place, it frequently lacks financial rigour and is heavily reliant on 
qualitative measures, poorly understood by non-marketers. 

As a result, marketing teams struggle to communicate the value of their work and boards 
then underestimate the significance of their brands to the business. Sceptical finance teams, 
unconvinced by what they perceive as marketing mumbo jumbo, may fail to agree necessary 
investments. What marketing spend there is, can end up poorly directed as marketers are left 
to operate with insufficient financial guidance or accountability. The end result can be a slow 
but steady downward spiral of poor communication, wasted resources, and a negative impact 
on the bottom line. 

Brand Finance bridges the gap between marketing and finance. Our teams have experience 
across a wide range of disciplines from market research and visual identity, to tax and 
accounting. We understand the importance of design, advertising, and marketing, but we also 
believe that the ultimate and overriding purpose of brands is to make money. That is why we 
connect brands to the bottom line. 

By valuing brands, we provide a mutually intelligible language for marketing and finance 
teams. Marketers then have the ability to communicate the significance of what they do, and 
boards can use the information to chart a course that maximises profits. Without knowing the 
precise, financial value of an asset, how can you know if you are maximising your returns? If 
you are intending to license a brand, how can you know you are getting a fair price? If you 
are intending to sell, how do you know what the right time is? How do you decide which 
brands to discontinue, whether to rebrand and how to arrange your brand architecture? 
Brand Finance has conducted thousands of brand and branded business valuations to help 
answer these questions. 

Brand Finance’s research revealed the compelling link between strong brands and stock 
market performance. It was found that investing in highly-branded companies would lead to a 
return almost double that of the average for the S&P 500 as a whole. 

Acknowledging and managing a company’s intangible assets taps into the hidden value that 
lies within it. The following report is a first step to understanding more about brands, how to 
value them and how to use that information to benefit the business. 

The team and I look forward to continuing the conversation with you.

World’s Most 
Valuable Energy 
Brands Burn 
Midnight Oil to 
Meet Net Zero 
Ambitions as Brand 
Values Drop by 16% 
on Average.

 + World’s most valuable oil & gas brands suffer 16% 
brand value hit from COVID-19, amid oil price crash and 
rising wave of public pressure for sustainability 

 + Oil brands are solution, not problem; resources and 
expertise needed to facilitate energy transition and 
achieve net zero ambitions 

 + Shell remains world’s most valuable oil & gas brand, 
despite 11% dip in brand value to US$42.2 billion 

 + BP turning tide; regaining brand strength and 
reputation decade on from Deepwater Horizon incident 

 + ADNOC is most resilient NOC in terms of brand value, 
due to strategic direction and commitment of CEO H.E. 
Dr. Sultan Ahmed Al Jaber 

 + Oil & Gas’s first challenger brand, Neste, is highest 
ranked new entrant in 43rd spot  

 + PETRONAS is sector’s strongest, Brand Strength 
Index (BSI) score 87.0 out of 100 




