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Why this is 
important?



Source: Brand Finance. Top 500
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Source: Millward Brown 2018

Valuable brands deliver superior shareholder returns
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When making a purchase, brand is important for 86 % of consumersWhen making a purchase, brand is important for 86% of customers
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Strong brands outperform the competition in 
every category

7 Source: Brand Finance Retail 2018



And in every market

8 Source: Brand Finance Germany 2018
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Brands of the future outperform the brands of yesterday

-2% +60% 
Source: Brand Finance Global 500 2019



A strong brand defends a company in crisis: 
Example BP
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A strong brand defends a company in crisis: 
Example Volkswagen
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Most valuble brands globally

12 Source: Brand Finance Global 500 2019



A brand for a company is like a 
reputation for a person. You earn 
reputation by trying to do hard things 
well. 
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- Jeff Bezos, Amazon



Most Powerful North European / Scandinavian Brands

Source: Brand Finance

Sweden Denmark Finland Norway



Make sure brand supports business strategy.

Show what you believe in.

Use modern storytelling as a competitive advantage.

How to Build a Strong Brand
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Brand supports business strategy

Nike’s strategy
is to increase
the size of the
sports apparel
market

Brand supports
growth by
making
everyone an 
athlete



Show what you believe in

PURPOSE
Clearly articulate why your brand exists
and make a proactive effort to address
that purpose

CULTURE
Authentically connect yourstand  
to a relevant moment inculture

ACTIVISM
Confronta controversial issue that has  
a direct impact on your stakeholders  
and/or your brand

Johnson & Johnson work s to end Myopia in children Levi Strauss CEO supports gun control measuresNissan helps communities clean up their beaches

Source: Edelman Trust Barometer 201817
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Trust Barometer
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Information platforms  
not trusted

64%
say that CEOs should
take  the lead on change 
rather  than waiting for 
government  to impose it

Business more trusted  
than government

Business expected to  
take initiative onchange

Percent trust in social
media

Change, 2017 to 2018− 0 +

Source: Edelman Trust Barometer 20181
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35

Companies can improve society – and also do well. 
Percent who agree

19 Source: Edelman Trust Barometer 2019



People Believe in Brands as an Effective 
Force for Change
Percent who agree

Brands have
better ideas
for solving our  
country’s problems  
than government

46 53
Brands can
do more
to solve social
ills than government

% %

Source: Edelman Trust Barometer 20182
0



In 2020, in a year of turbulence so 
seismic in scale and rapid in impact that 
the world is still computing the effects, 
the aggregate value of the Top 100 Best 

Global Brands has grown by

+9%. 





Brand impacts each of the seven key financial drivers of 
shareholder value – across sectors and countries

Revenue Growth Rate

EBITDA Margin

Cash Tax Rate

Working Capital Investment

Capital Expenditure

Competitive Advantage Period

Cost of Capital

Ensure levels and security
of demand, greater market share

Command premium pricing, improve 
supplier terms

Reduce tax rate through internal
licensing

Lower staff acquisition costs, increase 
productivity and retention

Reduce capital cost of entry into
new categories

Create differentiation, overcome 
commoditization

Reduce overall business risk,
lower WACC



Continued growth requires a global 
perspective



Brand 
basics



I don't know who you are.
I don't know your company.
I don't know your company's product.
I don't know what your company stands for.
I don't know your company's reputation. 
Now, what was it you wanted to sell me?















Strong brands are created when people share
the same perceptions.



These perceptions can’t 
be controlled, but they 
need to be managed.



How to manage 
global brands in 
theory?



Global Brand Strategy
Brand architecture

Brand portfolio

Positioning



Internal
culture

External 
position

Optimal value 
position in 
the marketFocus = Products

XXX
XXX
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XXX
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XXX
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XXX



Internal 
culture

External 
position

Optimal value 
position in 
the market





Monolithic Endorsed Seperate

Source: WallyOlins: Corporate Identity
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Brand Relationship Spectrum

Branded 
House

Subbrands Endorsed 
Brands

House of 
Brands

Same 
Identity

Diffferent 
Identity

Master 
Brand as 

Driver
Co-Drivers

Strong 
Endorsement

Linked 
Name

Token 
Endorsement

Not 
Connected

Shadow
Endorser

Goldman 
Sachs

Victoria’s 
Secret

Cisco

AT&T Business 
Services

AT&T Wireless

Mitsubishi Motors
Mitsubishi Electric

IBM e-servers
IBM Business 

Services

Toyota Camry

Martha Stewart
Everyday

Nivea Beauté

IBM 
ThinkPad

Sony 
Walkman

Ford Taurus

Tide 
(P&G)

Lexus
(Toyota)

Columbia 
Records
(Sony)

ABC
(Disney)

KFC 
(Yum! 

Brands)

MTV
(Viacom)

Post-It 
by 3M

Polo by 
Ralph Lauren

Microsoft
Office

MSN

Citi-
Financial

Nesquick

Viagra by Pfizer

Chips Ahoy
by Nabisco

Clean & Clear
Johnson & Johnson

Source: Aaker: Brand Portfolio Strategy



PRODUCT DIFFERENTIATON

INDICATOR OF ORIGIN

Corporate 
umbrella brand

Corporate 
source brand

Corporate 
endorsing brand

Maker’s mark

Umbrella brand

Range brand

Product brand

Source brand

Line brand

.
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.
.

.
.

.
.
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Promise A

Product or 
range A

Brand A

Promise B

Product or 
range B

Brand B

Promise C

Product or 
range C

Brand C

Promise D

Product or 
range D

Brand D

Endorsing brand









Brand Roles
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How to manage 
global brands in 
practice?







Levels of Corporate Involvement
Countries as customers

(Diplomacy)

Ignoring
Informing

Persuading
Approving

Deciding
Enforcing

Countries as subordinates
(Authority)



There is no “One Right Model”

Los Angeles San Francisco/LondonNew York Tokyo/Paris/Los Angeles

Brand positioning
and values

Core creative idea

Execution







Complete Central Control

Central client Central agency

Local client Local agency

Lines of authority 
Lines of consultation



Number of years
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over the last 13 years)



Module 5 : 
Art/fashion/CinemaPHASE 3

Maturity

PHASE 2

Growth

PHASE 1 

Launch

Module 3:
Cities

Module 1:
Basic bottle

Module 2:
Advanced bottle

Module 4 : 
Product variety

The creative executions are adapted to each phase of the brand development



Number of years/US curves
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Shared Best Practices

Central client Central agency

Local client Local agency

Lines of authority
Lines of consultation





Local Autonomy

Central client Central agency

Local client Local agency

Lines of authority
Lines of consultation











Quality, Control, Focus

Global Local insights

One voice Variety of disciplines

Control Autonomy

Dedicated Personnel Best Global Talent

Global Brand Discipline Local Market Involvement

The Center The Network

Approach must positively manage the tension 
between



What are the options? Co-ordination mapping

Hands off

Total control

Formal organization

Formal control

Different campaign

Same campaign



Identifying Market Potential

Population

Per Capita Spend

Category Life Stage
Brand Life Stage
Controls:
pricing, marketing
spend, promotional
allowances

Category Trends

Competitive Barriers

High Medium Low
INVESTMENT LEVEL



RANGE
BROAD MODERATE NARROW

Identifying Product Mix

Special formulations
Specific target products
Sophisticated yogurt market
Unsophisticated yogurt market



STANDARDIZATION
FULL PARTIAL NONE

Marketing Mix - Product, Audience and Channel

Product
Design/Form
Brand Name
Indications
Positioning
Packaging
Pricing
Advertising/Sales Promotion

Audience:  Roles & Incentives
Mums
Nutritionists
Actives/Health oriented

Channels
Grocery
Health
Convenience
Partner (McDonalds’s etc.)



STANDARDIZATION
FULL PARTIAL NONE

Advertising Message and Media

Message
Copy Strategy
Copy Execution
Copy Production

Media
Media Planning
Media Budget
Market Promotional Allowances
Market Media Access 

(DTC, detailing, etc.)

Market Research

Performance Tracking



We learn what role corporate wants to 
play in marketing decisions… 
Ignoring Persuading Approving Deciding EnforcingInforming

Product
Brand Name
Indications
Positioning
Packaging
Pricing
Advertising
Sales Promotion
Audience

Selection
Distribution

Channels DECENTRALIZED CENTRALIZED<



And communications decisions…

Copy Strategy
Copy Execution
Copy Production
Media Planning
Media Budget
Market Research
Performance/
Tracking

DECENTRALIZED CENTRALIZED<
-

Ignoring Persuading Approving Deciding EnforcingInforming





There is no “One Right Model”

Los Angeles San Francisco/LondonNew York Tokyo/Paris/Los Angeles

Brand positioning
and values

Core creative idea

Execution



A few words 
about 
positioning



Too many marketers map brands on ”brand
attributes”

FunSerious

Distant

Close



Map on purchase drivers instead

Many
flavour 

variants

Distant

E

Few
flavour 
variants



Strategy vs. 
tactics



Tactics, channels and trends change fast, strategy 
must last longer

























































Thank you


