KANTAR

'H??'CE&’Jj 7> |\7a':
NI N:(Stﬂh‘

JMRA Annual Conference
2025%¢10H2H

© Kantar 2025



AHOANZE

1. KANTARIZDWLT
2. KANTARNE DI S RICEHI 2R REDIRE ~BrandZ~

3. J0-/)N)LJ5> RCMOWEZS—9 B0z 4 DDIA
v 19FEIOE KRBT —ADRID S ESHURHEREED IS RIRI AN

(f38% : BrandZ 19FEDXAZMHNSEZTHUIZ100DRIZ)

IKANTAR



1
KANTARICDULTC



KANTARICDWLT

R T26,000 AL EONY—4F(>T14>F ST
SADEFOIF I — MM EEE I D HRE KK
DX —=TT4 ) RABEDEE

1002 _EDE s CHRBN E]8E TE0LA LD
CIDthisk(C B3Pz R FH

FAEWHRINRIL7 BA
(BIEXDFIRE. BLEMED/RI)

Europe

Austria
Belgium
Czech Republic
Denmark
Estonia
Finland
France
Germany
Greece
Hungary
Ireland

Italy

Latvia
Lithuania
Netherlands
Norway
Poland
Portugal
Romania
Slovakia
Spain
Sweden
Switzerland
Turkey
Ukraine
United Kingdom

Americas

Argentina
Bolivia
Brazil
Canada
Chile
Colombia
Costa Rica
Ecuador

El Salvador
Guatemala
Honduras
Mexico
Nicaragua
CEREIGE]
Peru
United States
Uruguay

Africa and Middle
East

Cote d'lvoire

Egypt

Ghana

Indian Ocean Islands
Israel

Kazakhstan

Kenya

Kuwait

Lebanon

Morocco

Nigeria

Saudi Arabia
Senegal

South Africa

United Arab Emirates

Asia
Pacific

Australia
Bangladesh
Cambodia
China
Hong Kong
India
Indonesia
IETED
Korea

W EIEVYSE!
New Zealand
Pakistan
Philippines
Singapore
Sri Lanka
Taiwan
Thailand
Vietham
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MOST VALUABLE
GLOBAL BRANDS

2024
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Marketing Accountability
Standards Board

l(ANTAR * The MDS metrics that you get from creative, innovation or media solutions, are not a direct measure of the equity of the brand, but they are an assessment 13
of the tested asset's ability to positively impact the equity of the brand — is this asset good for your brand?
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Know how Meaningfully
Different your brand is. Identify
how to drive stronger functional
and emotive connections and
define strategic opportunities
to build difference.
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Increase your probability of purchase
by strengthening the predisposition
everyone has towards your brandgg
Invest in exposures and experiences &
to build the right perceptions, to-make’
your brand mentally available and_
Meaningfully Different to"people.
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Growth Accelerator:
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*Relative price = Either actual relative price (preferred) or perceived relative price, depending on data availability
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Optimise marketing investments in
customemjourney, range, distribution,
pack, pricing, promotions and other
activity that converts consumer
predisposition and captures choices
from other brands.
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Find the most incremental spaces }
(motivations, occasions, categories,

services) that you can stretch / ABa;
into. Win in these new spaces throug o
Meaningfully Different innovation, {E

expanded distribution,
and communications.
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Growth Accelerator:
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Kantar BrandZ portfolio vs S&P 500 vs MSCI World Index
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+171%

% loss of portfolio value after major market shocks
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Category disruptors
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digital
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Average brand value change 2006-2025
split by brand equity 2006
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®
The importance of sustainability Sustainability issues extend beyond The sustainability agenda presents
is still small but growing ‘environmental’ concerns a huge value opportunity
Attributes affecting Demand Power % endorsement Contribution of sustainability to value of top 100 brands
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average brand
value growth
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brands

with extra
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STRONG SALIENCE
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