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# Category Brand Brand Value Brand Brand % Brand Value Rank # Category Brand Brand Value Brand Brand % Brand Value Rank

2012($M) Contribution Index ~Momentum Index Change 2012 Change 2012($M) Contribution Index Momentum Index Change 2012 Change

vs 2011 vs 2011
1  Technology ( 182,951 4 10 19% 0 26 Technology @ 22,898 3 3 -35% -8
2 .. TeChno|ogy e % ............. 115985 ........... 4 ........... 5 ......... 15% e 1 27 . %—éc;r;n.o.k;g'; Ceees ORACLE ...... , 2529 ........... 2 ........... 5 ......... 16% ....... 5

3 .. TeChno|ogy ceeee GO : 8[@ ......... 107857 ........... 4 ........... 5 ......... 3% ....... 1 . 28 . Cars e @ TOYOTA ...... 21779 ........... 3 ........... 5 ......... _ 10% ....... 1 .

4 .. FaStFOOd e m ............... 95188 ........... 4 ........... 8 ......... 17% ....... O 29 . %i.n;h;:i.a] e @UL .............. 20759 ........... 4 ........... 8 ......... 53% ....... i 1

5 .. TeChno|ogy ceee Micmsoﬂ- ........ 7.6 65 1 ........... 4 ........... 8 ......... 2% ....... 0 30 . l.:i.n.a n ;;i.a.l ........ me ................ 2.0 198 ........... 4 ........... 3 ......... 18% ....... 16.

6 .. SoﬂDrmkS ceee é’@f"* ......... 74286 ........... 5 ........... 7 .......... 1.7; ....... O 31 . l.:i.n.a n ;:i.a.l e HSBC m ....... 1.9:3.1 3 ........... 3 ........... 3 ......... 14% ....... 3

7 .. _.R.)t;e;c.c.o. e Mﬂr ﬂmm ............ 7.3:6.1 2 ........... 3 ........... 7 .......... 9.%; e 1 . 32 . Luxury .......... i ERMES .............. 1916 1 ........... 5 ........... 8 ......... 61% ....... i 9

8 . Te|ecoms ceeee gat&t ............ ) 8870 ........... 3 ........... 5 e 1% ....... 1 . 33 . I.D.e;s.o.n.al. Care . Gi"e".e ......... 19055 ........... 5 ........... 7 ......... 4% ....... 1 .

9 .. Te|ecoms ........ m&n .............. 4915 1 ........... 3 ........... 7 ......... 15% ....... 4 34 . O”& Ga S ........ E X(on Mob. | ........ 18 31 5 ........... 1 ........... 7 .......... 8% ....... 7

. 10 . Te|ecoms ........... ?Jf%‘%ﬁ ........ 47041 ........... 4 ........... 9 ......... _ 18% ....... 1 . 35 . Baby .C.a.r(.e ....... ............... 18299 ........... 5 ........... 7 ......... 5% ....... 1 .

36 . I.q;a;a.". e IE§(':9 .......... 18007 ........... 4 ........... 9 ......... _ 18% ....... 5

. 37 . :re-(;r;n.o.k;g;); ...... Tencen”g;ﬂ ...... 1.7,.9:)2.: ........... 4 ........... 8 ......... 19% ....... 1.5 .

38 . l.:i.n.a n .Ci.a.l ......... - TEW?;:&?E ....... 1.7:8.() 7 ........... 2 ........... 4 .......... 6% ....... 5

39 . O”& Gas ........ @ ................ 1 7781 ........... 1 ........... 3 ......... 17% ....... 1.2 .

40 . l.:i.n.a n .Ci.a.l ........ ? ................. 1.7 225 ........... 4 ........... 3 .......... 0.%.7 ....... 1 .

41 Telecoms 17,113 2 4 -37% -20
42 Fast Food 17,072 4 9 43% 30
43 Entertainment 17,056 3 8 -1% -5
44 Apparel 16,255 4 9 17% 13
o Ay T e e
20 Telecoms Telekom “1* ® ® 26,837 3 2 -10% -1 45 Technology 16,118 3 5 4% 4
21 Luxury Z 25,920 5 8 7% 5 46 Cars 16,111 4 4 5% 4
22 Technology SAP4 25,715 3 5 1% i 47 Telecoms 15,981 3 6 3% q
23 Cars S 24,623 4 5 10% 7 48 Beer 15,882 4 6 0% 3
24 Financial C pEBBRG 24,517 2 4 4% 0 49 Technology 15,633 2 5 12% 9
25 Technology Bai'&'ﬁﬁ 24,326 5 10 8% 4 50 Telecoms 15,351 2 3 -13% -14
Brand Contribution measures the role brand plays in driving earnings on a scale of 1 to 5 (highest).
Brand Momentum measures the prospects for future earnings on a scale of 1 to 10 (10 highest). Source: §) MillwardBrown
* The Brand Value of Coca-Cola includes Lights, Diets and Zero Optimor

** The Brand Value of Budweiser includes Bud Light (including data from BrandZ™, Kantar Worldpanel, and Bloomberg)
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# Category Brand Brand Value Brand Brand % Brand Value Rank # Category Brand Brand Value Brand Brand % Brand Value Rank

2012 ($M) Contribution Index Momentum Index Change 2012 Change 2012 ($M) Contribution Index Momentum Index Change 2012 Change
vs 2011 vs 2011
51 Personal Care 14,948 4 7 5% 4 76 Retail 10,506 3 4 -16% -11
52 . FaSt FOOd ......................... 1;‘,.8;"; ........... 4 ........... 8 .......... 4% ....... 2 . 77 . OI |.8: Ga S ......... R R 1.0 ’424 ........... 1 ........... 3 ......... -17% ...... -13 .

53 . I.n.s.u ;e;n.c.e. ceceen G ?:IL:;;? ......... 1;‘,.5;5; ........... 3 ........... 9 ......... _ 25% ...... _.2 0 78 . I.n.s.u ;a.n.c.e ........ 27 E]él/:\% ............. 10’17 4 ........... 3 ........... 9 ......... :3.%.) ....... 5

54 . Fmanc'al coesens E ............... 14’561 ........... 4 ........... 3 ......... -14% ...... -12 79 . l.:i.n.a;-l;:i.a.l ceeeves .Cs.lfg.ﬂéf.erg.é ........... 10’064 ........... 2 ........... 1 ......... -16% ...... -10

55 . TeChno|ogy ........................ 14,164 ........... 3 ........... 9 ......... 16% ....... 1 2 80 . SoﬂDrmks ceses .R.‘:.ﬂls.:.".*;*;. cecescens 9’984 ........... 3 ........... 6 .......... 8.%.) ....... 1:7).

560"&Gas ........ , m.: ................. 13,940 ........... 110 ......... N/A ..... New 81car3¥:%~9,853 ........... 2 ........... 6 ......... -2% ....... 7

57Personalcare|—’OREAL ......... 13,773 ........... 4 ........... 5 ......... _ 1.2.%; ...... _11 82Fmanc|a|C|t|9’760 ........... 2 ........... 1_38% ...... -.3.5.

58 . Apparel erecsecs #M .............. 13’485 ........... 2 ........... 7 .......... 4% ....... 4 83 . l.:i.n.a;-l;:i.a.l ........ s sco“abanks cesenns 9,627 ........... 2 ........... 3 ......... -4% ....... 4

59 . TeChno|ogy e .'cllls'yo“ ............. 1.3:3.1; ........... 2 ........... 7 ......... - 18% ...... _15 84 . Telecoms ........ rﬁhrﬂﬂ:’gﬂ e 9,572 ........... 3 ........... 8 ......... _ iS.%.) ....... -:).

60 . Fmanc'al ............... m‘Bank . / .o 13,083 ........... 3 ........... 7 ......... N/A ..... New 85 . Telecoms ......... eresevecsenes 9’553 ........... 3 ........... 5 ......... - 12% ....... _.5.

61 .. I.:i.n.a n ;:i.a I S @ 1N(K2)0%ﬁ ......... 1.2 ,982 ........... 2 ........... 6 ......... _ 26% ...... _.2;‘. 86 . -.re.c;r;n.o.k;éy. ...... -S 0 NY Senensie ey 9,4 44 ........... 4 ........... 4 ......... _ 1.0.%.) ....... _.1 .

62 . I.q.e;a.”. crecssees k ................ 12’968 ........... 2 ........... 5 ......... 31% ....... , 7 87 . h.e;a." ........... M ................. \ ’310 ........... 2 ........... 6 .......... 1.%.1 ....... 7

63 . Fmanc'al P ﬂlc,c'Bank ..... 12,665 ........... 2 ........... 2 ......... _ 15% ...... -10 88 . Telecoms ........ ® Secsccssssccnes 9,273 ........... 3 ........... 8 ......... N/A ..... NCW

64 . I.q.e;a.”. crecssans d)Y ............ 1.2,.6.62 ........... 3 ........... 8 ......... 18% ....... 1;3. 89 . h.e;a." ........... REEEEEEEEEEE 9,206 ........... 3 ........... 9 ......... 26% ..... NCW

650ar3@ ............... 1.2’.6;‘; ........... 3 ........... 3 ......... -il.%; ....... -:). go-l-elecoms(eﬂgﬁcﬁ ........... 9’191 ........... 3 ........... 9 ......... _4%1

66Appare|ZARA ...... 1.2:6.1é ........... 3 ........... 3 ......... 22%20 91FaStFOOd@8’852 ........... 3 ........... 8 .......... 8.%.) ..... NCW

67 . SoftDrmkS e @pep5| Ceeeee 1.2’.5;){3 ........... 4 ........... 4 ......... -3% ....... _;‘. 92 . l.:i.n;l.n;:i.a.l e CHASEQ ........ 8’644 ........... 3 ........... 3 . -28% ...... -.2;‘.

68 . OII& Gas ........ 5.% ................ 1 2’105 ........... 1 cesecscens 10 .......... 7% ....... 1;). 93 . O”& Gas ........ :“; ................ 8 ’.5;)(; ........... 1 ........... 8 .......... 6% ..... NCW

69 . A;C.o'h;) I ......... @ ............... 1.1’.8.3;3 ........... 3 ........... 8 ......... N/A ..... NCW 94 . Telecoms e 02 ................ 8’562 ........... 2 ........... 3 ......... - 27% ...... -.2;).

70 . Logls tICS cecacas M x ........... 1.1:7.23. ........... 4 ........... 9 .......... O.%; ....... 3 95 . l.:i.n.a n ;:i.a] ........ Satdr ........... 8’5 46 ........... 3 ........... 2 ......... _ 2.5.%.) ...... _18

71Telecoms ........ Qamel ........... 1.1’.5.3£ ........... 3 ........... 8 ......... N/A ..... NCW gscars‘&sw ........... 3 ........... 6 ......... is'%; ..... NCW

72 . Fmanc'al ........ E bank ......... 1.1’.4;35.3 ........... 3 ........... 2 .......... 9.%; ....... 1.2 . 97 . Telecoms ........ .............. 8 ’449 ........... 3 ........... 6 ......... _ 27% ...... _21 .

73TeChno|ogy ...... S IEMENS ........ 10’676 ........... 2 ........... 3 ......... -il.%; ....... -;). 98Reta"c$n‘“tr7’836 ........... 3 ........... 5-43% ...... _.3;).

74 . l.:i.n.a n ;:i.a I ........ % SBEmi QNLE ......... 1.0 ,.6 49 ........... 3 ........... 5 ......... 25% ....... , 5 99 . I.n.s.u ;a.n.c.e ........ “State’: ann Breenas ! ’81 3 ........... 2 ........... 5 ceccccann _7% ..... NCW

. 75 . OII& Ga S ........ m PETHOBRAS ...... 1;)’.5 60 ........... 1 ........... 5 ......... _ él.%; ...... _14 . . 1w . Logls tlcs ......... z".'4= .......... ! ’60 1 ........... 3 ........... 5 ......... N/A ..... NCW
*** The Brand Value of Pepsi includes Diets Source: &) MillwardBrown
**** The Brand Value of Red Bull includes sugar-free and Cola Optimor

***** The Brand Value of Sony includes Playstation 3 (including data from BrandZ™, Kantar Worldpanel, and Bloomberg)



