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TIME TO SHINE, 
IN THE MOST 
TESTING OF TIMES

WELCOME BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020

David Roth
CEO The Store WPP, EMEA & Asia 

Chairman, BrandZ™ and BAV Group
David.Roth@wpp.com

The launch of this year’s BrandZ™ Top 75 
Most Valuable UK Brands ranking comes at a 
unique moment in history. For reasons we are 
all too aware of, we now need to think faster, 
bolder and bigger than ever before. 

But it might surprise you to find that this report is 
not “the COVID edition”. 

Of course, we will look closely at the consumer and 
market changes that are presenting brands with such 
tremendous challenges right now, and show brands 
can do in order to better understand consumers and 
meet their fast-evolving needs.

But what’s absolutely clear from our BrandZ™ 
analysis is that the battle UK brands face now is 
based on many trends that were heading their way 
anyway, pandemic or not. There’s no doubt that it 
has happened sooner and more suddenly as a result 
of the virus, but it was surely coming.

At WPP and Kantar, we have been speaking for some 
time of the importance to UK brands of keeping pace 
with the smartest, strongest and most agile brands 
from all over the world. After all, today’s connected 
consumers can discover and buy virtually any brand 
from anywhere.

>>

In this report, we show that there are some amazing, 
trailblazing and world-leading UK brands that are 
shining examples of how to build and maintain close 
connections with consumers, generating not just 
sales today but the foundations of loyalty that can 
last a lifetime. But there is more that we must do to 
keep UK brands strong, especially after we have left 
the European Union.
 
So, I make no apologies for shining a light on the 
agile brands that were prepared to be daring when 
faced with the greatest challenge in their history. 
And we celebrate those brands that not only showed 
they cared when there was a desperate need, but 
that have been prioritising the dignity and wellbeing 
of consumers and suppliers for years, if not decades. 

In times like this, the strength of brand and its brand 
purpose really shines through. It also pays dividends, 
quite literally. Companies with valuable brands are 
better placed. Their share price falls less far and 
recovers more quickly than others.
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BrandZ™ analysis consistently 
shows that strong brands provide 
resilience during periods of market 
volatility. That lesson was clear 
during the global financial crisis 
over a decade ago, and our very 
own Global Top 100 Most Valuable 
Brands ranking, released just a 
couple of months ago, shows this 
to be the case once again. 

Despite all that has happened 
so far this year, the value of the 
Global Top 100 increased by 6 
percent. And in a six-week period 
when the S&P 500 lost 51 percent 
of its value, the value of our 
BrandZ™ Powerful Brands Top 
10 fell by only 37 percent before 
turning upward. 

In the pages ahead, we show 
marketers and brand builders the 
factors that inspire consumers 
today to select one brand over 
another in order to deliver strong 
shareholder returns.

No one knows how long this 
pandemic will last and what the 
recovery arc will look like, though 
of course we can hope for a V 
rather than an elongated U. What 
we do know is that for brands to 
make gains during the recovery, 
they need to be planning now. 

Corporate reputation, especially 
environmental and social 
responsibility, is having a 
significant impact on brand 
choice, according to our BrandZ™ 
analysis. As consumers rethink 
what they buy, what they 
prioritise, how they work and what 
they want out of life, brands have 
much to play for. 

We can help 
To create this report, some of the 
brightest minds across WPP and 
Kantar in the UK have shared their 
knowledge and on-the-ground 
expertise in Thought Leadership 
articles to guide brand builders.

We also put this year’s BrandZ™ 
data into the context of a world 
in flux, providing clear, positive 
and actionable insights that can 
make a huge difference to brands’ 
strength today and their ability 
to withstand future challenges. 
This is brought to life with real-
world examples of UK brands 
demonstrating the very qualities 
we champion. 

We are gaining more knowledge 
and insights day by day, in 
real-time, so I invite you to view 
this report as a starting point. I 
urge you to follow up with the 
experts who contributed to the 
report. They continue to monitor 
the impact of the pandemic 
on brands across categories 
and around the world. We have 
an extensive library of annual 
BrandZ™ country reports, as well 
as our Global Top 100 report. 
Please access them with our 
compliments at BrandZ.com. 

One of our key WPP strengths—
and a benefit for our clients—is 
that when we say we cover the 
world of brands, that’s exactly 
what we mean. The WPP and 
Kantar proprietary BrandZ™ 
database includes information 
from over 3.8 million consumers 
about their attitudes about 
(and relationships with) 17,801 
brands across 512 categories in 51 
markets. All that produces more 
than 5.3 billion data points. 

In addition to offering a deep 
and timely understanding of 
the consumer, this information 
enables us to guide strategic 
decision-making, and direct the 
kind of creative innovation in 
products, services, packaging and 
communication that can excite 
consumers and lift a company’s 
fortunes. Creativity is what we 
offer. We can help you create 
the transformative ideas and 
outcomes necessary for building 
valuable brands. 

To learn more about how to use 
our passion for brands to help 
power yours—especially during 
these uncertain and trying times— 
please contact any of the WPP 
companies and Kantar divisions 
that contributed expertise to this 
report. Turn to the Resources 
section at the end of this report 
for the contact details of key 
executives. Or feel free to contact 
me directly. 

Sincerely, 

David Roth
CEO The Store WPP, EMEA & Asia
Chairman, BrandZ™ and  
BAV Group

David.Roth@wpp.com
Twitter: davidrothlondon
Blog: www.davidroth.com
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RESILIENCE  
AND RECOVERY

WELCOME BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020

Bart Michels
Country Leader, UK

Kantar
Bart.Michels@kantar.com

Just 12 months ago, when we 
revealed our BrandZ™ Top 
75 Most Valuable UK Brands 
for 2019, we highlighted 
the growth challenge 
facing British brands and 
businesses. 

Our analysis had shown that 
less than one in 10 UK brands 
had grown during the three-
year period between 2015-2017 
and the picture was getting 
worse with each passing year. 
We had been relying on the 
same tried and tested growth 
models for decades and those 
formulas had begun to badly fail 
brands. As we introduced our 
ranking and results, we issued a 
warning to brands, and a plea to 
organisations to urgently think 
about a new growth architecture 
to not just look for growth, but to 
ensure survival. 

And here we are in 2020, in the 
midst of a global health crisis 
no-one predicted nor wanted, 
and still facing huge uncertainty 
over the implications of Brexit 
for consumers and businesses 
alike. And the brand challenge 
we were facing 12 months ago 
has accelerated and intensified. 
The picture isn’t pretty. Our UK 
brand value slump continues 
with a 13 percent decrease in 
UK brand value in the last 12 
months. This leaves us lagging 
both the growth of our Global 
BrandZ™ Top 100 most valuable 
brands (which grew 5.8 percent) 
and projections for the global 
economy (predicted to decline 
by 4.9 percent) by a large margin. 
Only three UK brands increased 
value in the last year, compared 
to 27 between 2017 and 2018 and 
forecasts using the current rate of 
decline indicate that the BrandZ™ 
Global Top 100 will contain no 
UK brands by 2023. And while 
UK brands who are bucking this 

trend have been rocket-fuelled 
by differentiation, innovation and 
product excellence, UK brands 
are not seen as innovators on 
the global stage - as a country, 
we rank 12th on our innovation 
credentials compared to 15 other 
key BrandZ™ markets. Brands that 
are innovative in a Meaningfully 
Different way are worth double, 
with an average value $3,202 
million vs $1,565 million for those 
who are not. 

But despite the worsening 
picture, all is not lost - yet. 

COVID-19 provides a unique 
opportunity for a reversal 
of fortunes for brands with 
the confidence to invest and 
transform. As consumers re-
evaluate brand choices and 
household budgets fall, entirely 
new behaviours are emerging 
and with them opportunities for 
brands to own a greater share of 
mind and wallet. Understanding 

these changes to how people 
think, feel, shop, share, vote and 
view – and acting on them quickly 
– is fundamental for survival and 
laying new foundations for future 
growth. So, our BrandZ™ Top 75 
Most Valuable UK Brands report 
this year focuses on inspiration 
and practical advice on the 
biggest challenge facing brands 
today: resilience and recovery.

As you read through, we’ll touch 
on a number of important themes 
that can help you develop a new 
blueprint for the future, including: 
the need to show confidence to 
drive recovery in a "Post-2020" 
marketplace, the changing role of 
trust and its increasing influence 
on consumer relationships 
(strongly trusted brands have 
four times the brand power of 
brands with low trust), and how a 
future-focused mindset and more 
actively innovative behaviours 
are critical to help you anticipate 

change, differentiate and create 
more value. 

Investment in brand equity 
remains a most powerful form 
of defence, even if many of 
the tactics of today look very 
different than they did a few years 
(or even a few months!) ago. 
We saw strong brands emerge 
much more rapidly from the 
great recession of 2008, and the 
early signs suggest history will be 
repeated in the current climate. 
With the launch of our latest 
report, we issue a call to arms for 
UK business to boldly (re)build 
British brands, helping turn the 
tide to deliver greater returns, 
accelerate business recovery and 
drive meaningful growth in the 
long term. 

At Kantar, we’re here to help you 
with every aspect of the task 
ahead. Throughout the year, we 
have kept our fingers on the pulse 
of the health, wealth, happiness 

and changing behaviour of the 
nation, meaning we are uniquely 
placed to support you. 
So, whether your question is how 
you should pivot to e-commerce, 
or where you can safely divest 
and where you should invest to 
ensure future success - we can 
help you understand markets, 
channels, people and brands 
better than anyone else and help 
you design a path to recovery and 
growth.

This is a "do" moment for brands. 
Brands that fail to take positive 
action at this moment are setting 
themselves up for failure. Please 
share your thoughts, dilemmas 
and burning questions to your 
Kantar contact, or connect with 
me directly at Bart.Michels@
kantar.com. We’d be delighted to 
talk. 

Bart Michels
Country Leader, UK
Kantar
Bart.Michels@kantar.com
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ECONOMY HEADS  
INTO UNCHARTED 
WATERS IN WAKE OF 
COVID-19 CRISIS

SECTION ONE /  INTRODUCTION BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020

The worst recession in history 
may be on the way – but the 

speed of recovery is key 

What a difference a year makes. When we 
launched our BrandZ™ UK report in 2019, 
Boris Johnson had just entered Downing 
Street with the slimmest of parliamentary 
majorities. The biggest challenge he faced 
was, as he put it, “getting Brexit done”.

The General Election that gave him the numbers 
to at least get part one of Brexit completed 
seems rather trifling now.

If the uncertainty around the UK’s future 
relationship with the European Union disturbed 
businesses and dampened consumer confidence 
in 2019, this was as nothing compared to the 
effects of the coronavirus pandemic as it swept 
through the country in the first half of 2020.

The COVID-19 crisis has redrawn the economic 
landscape, probably for years to come.

The UK government’s reaction to the virus, 
despite criticism that it was initially sluggish and 
under-prepared, has at least been fairly clear-
cut – “Do whatever is needed to slow the rising 
number of infections and deaths”, seemingly, at 
least initially, at whatever the economic cost.

The newly installed Chancellor, Rishi Sunak 
vowed in early March that the government would 
do “whatever it takes” to support households 
and businesses impacted by the coronavirus 
outbreak. At the time, the pandemic threatened 
to plunge the UK not only into a steep recession, 
but also serious social disruption.

The government placed the economy on what 
amounted to a wartime footing, offering life 
support to businesses and individuals affected 
by the virus, directly and indirectly. Government-
backed loans of at least £330 billion were 
offered as early as mid-March, and more help 
would come as it was needed, it was promised.

>>

By July it was clear that the government was on 
target to sell a colossal £525 billion of debt over the 
full year, more than double the previous high.

State intervention in the economy at this scale 
would have been anathema to a Conservative 
government only a few months earlier. The UK 
Treasury announced that it would pay 80 percent of 
the wages of those unable to work because of the 
coronavirus, up to a monthly limit of £2,500. By mid-
July, 1.2 million employers were registered with the 
scheme and it was protecting the jobs of 9.4 million 
people at a cost of £28.7 billion to the exchequer.

While these people were not productive, they 
were not reflected in official jobless figures, which 
remained at a historically low 3.9 percent in May. The 
great fear is that the jobless rate will rocket once the 
government’s job support scheme comes to an end 
this October, hitting rates not seen since the 1980s 
when it reached almost 12 percent and more than 
three million people were out of work.

Hopes of a rapid economic recovery were given 
a jolt when it was revealed the economy had 
rebounded by a sluggish 1.8 percent in May, 
following its plunge of 20 percent in April.

The UK’s economic future is still far from clear, 
with disparate views on how far its economy 
will contract; but there is a consensus that the 
contraction will be very severe indeed.

Steering a course to recovery will be a secular 
political and economic challenge.

The key question, over which there is little 
agreement, is: how fast will recovery be? Will the 
crunch and recovery look like an extended U, with 
a sustained, deeply damaging low point, or will it 
be a much more desirable V, with a fast return to 
growth, and, crucially, a buoyant jobs market?
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In its Monetary Policy Report for May, the Bank of 
England suggested the economy could shrink by 25 
percent in the second quarter of 2020, and by 14 
percent overall during the year. That would be the 
sharpest economic fall since 1706. Unemployment 
could rise to 9 percent, compared to a jobless rate of 
8 percent seen during the last financial crisis; but, by 
2023, the bank said, unemployment could be back 
below 4 percent. 

Bank of England governor Andrew Bailey said it was 
plausible the economy could recover rapidly once 
the UK’s lockdown was lifted, with forecast growth of 
15 percent in 2021. Even though there would be some 
“scarring to the economy”, this would be limited due 
to the economic tools being deployed, including 
government loan lifelines and a huge programme 
of so-called “quantitative easing”, or QE – buying 
government bonds to inject cash into the economy. 

Not everyone takes such a sanguine view of 
recovery, however, largely because no one can 
forecast with any certainty the course of the virus 
pandemic. 

Many economists believe the Bank of England’s 
forecasts underestimate the level of bankruptcies 
to come, as well as the rate of unemployment. 

Keeping people in work, few would disagree, will be 
key to a UK recovery. And the effect on joblessness 
of any economic contraction usually takes effect 
some three to six months down the track.

A resurgence of COVID-19, with rising numbers of 
people becoming infected as the country heads 
into winter, would probably be the biggest barrier 
to recovery, and could lead to a much more drawn-
out W-shaped recovery, stretching well into 2021. 

Certain sectors of the UK economy may take 
years to recover from the current crisis. As in other 
countries, industries such as tourism, aviation 
and mass sporting and cultural events have an 
uncertain future. Other sectors, such as hospitality, 
may well be transformed.

Ultimately, the question arises, 
as it will do in all countries: “Who 
will pay for all the extraordinary 
monetary and fiscal interventions 
by the state?”. 

One note of optimism emerged 
from former Bank of England 
governor Mervyn King, now 
Lord King, who helped steer 
UK monetary policy through 
the 2008 financial crisis. He 
believes that a decade of 
austerity measures has left the 
UK economy well placed to 
take on large amounts of debt, 
something that will undoubtedly 
be necessary.

As if these COVID-related 
headwinds buffeting the UK 
economy were not strong 
enough, there is also Brexit to 
deal with. The UK government 
has been adamant it will not 
extend the deadline for ending 
its interim deal with the European 
Union beyond the end of 2020. 
Few believe a deal will be possible 
by then, and many now think an 
extension beyond December 31 is 
inevitable.

Brinkmanship or not, there remain 
fundamental differences between 
the UK’s and the EU’s position 
on a future trade relationship. 
It is unclear how either side can 
compromise while preserving 
their respective political projects –  

a clean Brexit that “takes back 
control” on the UK side; and a 
unified demand for a so-called 
level regulatory playing field on 
the EU side.

Now, however, the UK, often 
seen previously as having only 
weak cards to play, may have a 
stronger hand. 

The EU is facing its own 
internal strains, some of a 
fundamental nature. Even 
before the pandemic there was 
growing resentment among 
those southern European states 
struggling economically and the 
rich north, specifically Germany. 

These strains have become far 
more serious as a result of the 
virus. National borders that 
for years have been invisible 
between Schengen Pact 
countries have been going up 
across the continent. 

Brexit negotiations have always 
been a poker game, each side 
using whatever advantage they 
may have been dealt. Some 
observers now believe the UK 
sees in the challenges the EU 
is facing as a weakness in its 
negotiating position. 

The EU has never wanted a 
messy divorce from one of its 
largest trading partners, and an 

ill-tempered split that could leave 
the UK truculent, uncooperative 
and ready to deregulate in order 
to compete with Europe for 
much-needed investment could 
be disastrous. 

On top of this, the nightmare 
scenario for the EU is that a clean 
break between the two parties 
results in a newly unshackled UK 
economy outperforming its EU 
counterparts in the medium term, 
so resulting in other EU members, 
several with economies badly 
damaged by the coronavirus 
crisis, contemplating the 
previously unthinkable.

But, even as the day of reckoning 
looms over the UK’s long-term 
relationship with the EU, the 
bigger priority will remain halting 
the spread of COVID-19.

As Chancellor Rishi Sunak said 
back in March, “It’s clear that we 
must defeat this virus as quickly 
as possible. That’s not a choice 
between health and economics”.

How quickly that happens, either 
by effective treatments, a vaccine, 
or social measures that stop the 
spread of the virus in its tracks, 
will ultimately determine the 
trajectory of the UK’s economy.
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UK BRANDS FACING 
MAJOR CRISIS – AND 
IT’S NOT THE ONE 
YOU’RE THINKING OF
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The leading 75 brands in the UK have a 
combined brand value in 2020 of $229,288 
million (around £181 billion). This represents 
a 13 percent fall since a year ago, and is the 
second consecutive year of decline in brand 

value in the UK. At this rate, there will not 
be a single UK brand in the Global Top 100 
within three years. Yes, these results come 
against the backdrop of a global pandemic 

and with the cloud of Brexit still casting 
a shadow over consumer and business 

confidence. But the extent of the decline in 
value far outstrips that seen among leading 
global brands and points to a bigger, deeper 
challenge for UK brands – one that getting 

“back to normal” will in no way resolve.

Shops have been shut, supply chains 
interrupted, travel brought to a standstill 

and people confined to their homes 
for months at a time. That all makes 

for incredibly tough market conditions. 
But even in this climate, brands that 
held their nerve and have been bold 
enough to invest in innovation and 

brand-building have been reaping the 
rewards, with five of the Top 75 posting 

double-digit growth. There are big, 
urgent lessons to be learned from those 
businesses that are bucking the trend, 

and brands should be encouraged 
by the fact that there are sparks of 
brilliance from a range of sectors. 

A potent new analysis of brands from all over 
the world shows that being perceived as very 

different from the rest of a category is the 
key factor behind long-term growth in brand 
value. What’s worrying for UK brands is that 

there is a general lack of differentiation –  
brands frequently focus on becoming 

well known at the expense of being well 
known for something that really matters to 
consumers. Being different is not just about 

the product or service being offered, but also 
the experience consumers have of a brand, 
and it increasingly relates to how brands are 

responding to environmental and social issues.

Top 75 brands fall in 
value, and COVID-19 is 

not entirely to blame
Challenges huge, 
but bold brands 

show what’s possible
UK brands lack 

differentiation – the 
key to long-term growth 

Brands need to fuel a new cycle of 
confidence if they are to grow brand 
value, sales, and shareholder returns. 
They must be bold, transforming their 

businesses to meet changing consumer 
priorities and values, and to create all-

important differentiation in their category. 
In this way, they can inspire consumer 
confidence that will deliver sales and 

loyalty, which in turn will provide brands 
with the means to continue to invest. The 
starting point for this cycle is now, and it 

won’t happen by itself.

There are 25 categories represented in 
the Top 75, spanning every aspect of 
consumers’ daily lives. From the retail 
brands that populate our High Streets 

to the clothes we wear, what we eat and 
drink, how we travel, how we entertain 

ourselves, how we stay connected, 
power our homes and treat ourselves. 

Some categories have clearly benefited 
from this year’s events as a result of more 
eating, drinking and entertainment taking 

place in the home, while luxury, retail, 
gambling and car sales have inevitably 
taken a hit. But in most cases, the crisis 

has been a catalyst for growth or decline, 
rather than the sole cause of it.

Confidence is the key to 
recovery and growth

Ranking reflects 
variety of UK daily life

>>
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The Top 5 brands in the UK ranking 
are unchanged since last year; all have 

experienced double-digit declines 
in brand value so retain their relative 

positions, and they keep their places at 
the top of the list because their scale is 
so much more vast than other brands 

in the country. But all of the Top 75 
need to be wary; size and prominence 
are no guarantee of success, especially 

at a time when many consumers are 
rethinking which brands are right for 

them. As this year’s new entries perfectly 
illustrate, smaller, more agile businesses 
can have a disproportionate impact on 

consumers’ lives – and reap the rewards.

The fact that so much has changed this 
year means people are looking afresh at 
the brands that they make part of their 
lives. They see brands as being able to 

provide comfort and creativity, meaning, 
reliability and leadership. Brands that 

invest in showing they have these 
attributes stand to gain considerably 
from a world in flux. The ability to win 

consumer trust will be a powerful driver 
of growth in the current conditions.

Big business 
dominates ranking, 

but remains vulnerable

Change provides 
opportunity to get 
closer to consumers
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TOP TAKEAWAYS 
FOR MARKETERS

Seismic shifts in both the business landscape and consumers’ attitudes 
mean there are tough times ahead, but also big opportunities for brands 
to engineer growth in the months and years ahead. Brands should focus 
on the following:

Trust will be at the heart of post-2020 success 
Retaining and inspiring consumer confidence is critical as brands strive to 
return to growth, and establishing and defending consumer trust will be a 
vital part of this. 

Investment in brand is a powerful form of defence in tough times 
Strong brands decline less and bounce back faster from recessions. But 
UK brands need to invest more in building the brand equity that provides 
this cushion if they and their shareholders are to take a quick route  
to recovery. 

Ethical behaviour is no longer an optional extra
Environmental and social concerns have become increasingly 
mainstream, and consumers want brands that reflect their views. Brands 
must take care to ensure their policies and behaviour match expectations; 
hollow PR stunts will be called out for what they are. 

Innovation starts with the right mindset
To truly stand apart from the competition, brands must strive to be 
innovative, whether that’s through their products, their policies, their 
behaviour or all three. Then they must use smart marketing to ensure 
consumer perceptions keep pace with brand reality. This requires not just 
big ideas, but also the courage to turn ideas into action.
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CROSS-CATEGORY TRENDS
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As we look forward to a life post-COVID-19, 
many of us will feel like different people. 

Lockdown has led people to reassess 
their priorities and lifestyles, and there’s a 

widespread sense now that “life’s too short” 
to sweat the small stuff. It’s time to focus on 
what really matters. But the flipside of this is 
that life’s also too short not to just splash out 
on that pair of shoes you’ve been longing for, 

because who knows what tomorrow might 
bring. There are opportunities for brands that 
can keep their finger on the pulse of consumer 

sentiment, and help people establish some 
kind of equilibrium between being daring and 
fearful; between “why not?” and “why would 
I?”. In this changed world, consumers will be 
looking to brands that they trust. To those 

brands that show they value their customers, 
their staff and their other stakeholders. Those 

brands that demonstrate that they have a 
purpose beyond making money, and those that 
are able to translate that purpose from intent 
into the experience they offer to consumers.

If any brand needed proof of the need to 
think fast and be quick on their feet, they 

have had it in 2020. The pandemic has turned 
upside-down accepted norms about the way 
people work, learn, exercise, socialise, shop, 
plan and generally live their lives. In the eye 

of the storm, agile brands were ready to 
redirect resources, make sacrifices and do 

whatever was necessary to help. Their efforts 
will be remembered, whether it was switching 

production to masks and hand gel, offering 
free coffees to healthcare workers, or making it 
easier for vulnerable people to get household 

essentials. What’s important for brands to 
remember once this is over is that there will 
one day be another crisis. Brands need to be 

prepared – not with a prescriptive action plan, 
but with the flexibility to adapt to pressures 

that can seemingly come from nowhere.

Consumers are being  
pulled in two directions

The value of agility  
has been laid bare

>>
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3 5
Brands are competing not just for a share of 

people’s wallets but a place in their hearts and 
minds, and that is the result of every experience 
a brand provides, across multiple touchpoints, 
from a webchat or in-store consultation to trial 
of a product or an attempt to make a return. 
Kantar has identified a causal link between 
the way consumers experience a brand and 

its financial performance, but too often there 
are big gaps between the expectations brands 

create through their marketing communications, 
and the real, lived experience of the consumer. 

By failing to meet or exceed people’s 
expectations, brands risk losing sales, loyalty 
and their reputation. This means that a focus 

on the consumer must begin at the very top of 
a business, and organisational structures put 
in place that ensure that brand promises and 

consumer experiences are in perfect alignment. 

In a world of high-profile social activism, 
consumers increasingly expect the brands they 

make part of their lives to take a position on 
big issues. They want “their” brands to reflect, 
support and defend shared values, and that 

means brands can no longer sit on the fence, or 
keep quiet because they don’t feel it’s their area. 

But taking a public position on a potentially 
contentious issue is not without risk. Even if 

brands have good intentions, there’s the danger 
being accused of opportunism or of misreading 

the public mood. Sharp, timely consumer 
insights are an essential part of getting a brand 
response to social issues right, through a range 
of actions, big and small. Brands should step up 
and contribute to a greater good; inaction will 

bring about no good at all.

Experiences need to live  
up to brand promises

Brands can no  
longer look away
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4
The virtual world has been a life-saver to many 
a business, friendship and relationship this year, 
but there’s a deep yearning for a time when it 
will be safe to once again socialise in person. 
The public response to the reopening of pubs 
and hairdressers, albeit with restrictions that 

have made the experience quite alien in many 
respects, shows just how much these ordinary 
outings and gatherings were missed. Kantar 
research into what people were most looking 
forward to as lockdown began to ease shows 

that going to clubs, pubs and having nights out 
with friends was top of most people’s wish lists. 

They’re also longing for live music again, the 
theatre, and other shared physical experiences. 
Brands can provide some of these much-craved 

experiences as and when social-distancing 
conditions allow, creating exclusive, invitation-
only (small group) events that can be the stuff 
of lasting memories associated with a brand. 

It’s time to get real
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The ongoing rollout of 5G 
mobile data services in the UK 
signals the start of a new era 
for the way consumers – and 
brands – use the internet. As 
well as providing connection 
and download speeds up to 
20 times faster than the 4G 
service most consumers are 
used to, 5G has the power 

to transform people’s homes 
and their environment. Better 

connectivity is expected to 
be a catalyst for greater take-
up of connected “Internet of 
Things” items like connected 
fridges, heating systems and 
cars. It could also provide a 

boost to the retail environment, 
making it easier for shoppers 
to use data-intense services 

such as augmented and virtual 
reality, and will improve live 

streaming and  
gaming experiences. 

In tense times it’s tough 
to strike the right balance 
between sensitivity and a 

desire to offer consumers a 
few moments of escapism. 
But for the right brand with 
a message that’s carefully 

judged, it’s possible to make 
people laugh – and make  

a memorable impression that 
stands apart from the slew of 
more serious communications 

around, often built on the 
idea of togetherness and 

stoicism. Maltesers’ “Look on 
the light side” videos about life 

in lockdown provided some 
gentle amusement, and gelled 

neatly with the brand’s pre-
coronavirus messaging as well 
as the role of the product itself 

in providing little moments  
of happiness.

When budgets are strained 
and cutbacks are necessary, 

it’s tempting to drop customer 
feedback systems that might 
feel like an expendable luxury. 
But these are the times when 
it’s more important than ever 
to know what customers are 
thinking, right now. Real-time 
feedback – and systems that 
can feed that feedback into 
services and experiences for 

consumers – are essential. 
Cutting back on customer 

feedback programmes would 
be like closing your eyes while 

driving along an  
unknown road.

Hairdressers and beauty 
therapists have been 

reopening, but with strict 
restrictions still in place, it 

has hardly offered the kind of 
indulgent treat that a trip to 
the salon might have offered 

before. With many of us 
still sporting “the lockdown 
look” – home-trimmed hair 
and a perhaps less-than-
trim waistline – there are 
opportunities for brands 

that can help consumers feel 
special in new ways.

No, we’re not talking 
about George Clooney, 

the Kardashians or online 
opinion leaders. We mean 
your staff: potentially your 
greatest brand advocates 
and a way of attracting (or 
putting off) other talented 

people to your organisation. 
They’re also a hugely valuable 

source of knowledge when 
thinking about what the 

customer expects in terms 
of a seamless experience. An 
employee “pulse check” can 
help you stay close to your 

employees during this period 
of uncertainty, as well as find 
out from the front lines how 

consumers are responding to 
the experiences on offer. 

High-speed connectivity 
promises to open new doors 

Now for some light relief

Keep listening

Juicy insights

Think afresh  
about pampering

Check-in on your  
brand ambassadors
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The launch of a “sugar tax” on 
soft drinks in the UK last year 
has led consumers to look a 

little more closely at labels and 
more carefully consider the 

impact of what they drink on 
their health. The sugar content 
of drinks previously assumed 
to be a healthier option than 

fizzy beverages –  
juices and smoothies in 

particular – has made this a 
challenging time for brands 
with a fruity focus. But fruit-

based brands have found new 
ways to promise health, adding 
vegetables, herbs, botanicals 
and “superfoods” such as acai 
and goji berries to their recipes 

to boost their wellbeing 
credentials. By aligning with 

changing views of health, 
smoothies have managed 

not just to sustain sales but 
increase them.
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We reported last year on 
the ability of social media 

superstar Mrs Hinch’s ability 
to turn housekeeping chores 

into both a spectator sport and 
a source of fun and pride for 
millions of her followers. The 
“Hinch Effect” continues this 
year – and was strong even 

before we all started stocking 
up on soap, hand sanitiser, 

anti-bac spray and bleach. The 
home care category grew to 

the tune of £126 million in 2019, 
with the big beneficiaries being 
private label providers rather 

than brands, which accounted 
for only 20 percent of that 

growth. The sector is ripe for 
the kinds of innovations that 
will help consumers justify 

paying premium prices.

With an estimated 4.2 million 
Britons embarking on the 

“dry January” challenge this 
year, sales of alcohol-free 

beer surged 37 percent, and 
demand for adult soft drinks 
such as premium ginger beer 

and tonic also rose as shoppers 
reached for alternatives to 

their favourite tipples. While 
January might be the time to 
make up for festive-season 

excesses, reducing or cutting 
out alcohol altogether is 

becoming increasingly popular 
all year round, and UK sales of 
no- and low-alcohol beer have 
doubled in the past four years. 
During lockdown, the closure 

of pubs and restaurants 
meant sales of alcohol for 

consumption in the home shot 
up, but few of us, it seems, 
are prepared to splash out 

big money. Kantar's research 
shows many Britons can’t bring 

themselves to spend more 
than a fiver on a bottle of wine, 

and will switch to pre-mixed 
cocktails and other cheaper 

options rather than breach this 
psychological barrier.

A desire to “do the right thing” 
(provided it’s quite easy and 

inexpensive, of course) extends 
to the fashion industry, with 
one-fifth of UK consumers 
saying this sector is among 
those having the greatest 

impact on the environment. 
But while over half of shoppers 
say retailers should be making 

fashion supply chains more 
sustainable, only 13 percent 

could name a fashion retailer 
or brand they thought were 

outstanding in this area – 
signalling an area of potential 

opportunity. Those people who 
are most willing to pay more 
for environmentally friendly 
materials are likely to be the 
highest spenders, pointing to 
further prospects for brands 
that can develop their green 

credentials.

Consumers worry about 
plastic pollution and many 

want to do the right thing in 
order to reduce it, but Kantar’s 
Who Cares, Who Does study 

finds that only 20 percent 
feel it’s their responsibility to 
use less plastic, and it’s still a 
minority of people who are 

willing to pay more or sacrifice 
convenience to help the 

environment. Brands can grow 
their appeal by making it really 

easy for people to both help 
the planet and feel good about 

themselves, by promoting 
the fact they have reduced 
single-use packaging, for 

instance, or by using recycled 
and recyclable materials. 
Several UK supermarkets 

have removed plastic bags 
from online deliveries; FMCG 

producers are also taking 
action, including Bol ready 

meals, which use packaging 
derived from sugar cane.

Cleaning up

Going without  
is big business

Sustainability is the 
latest fashion

Going green  
is getting easier

30
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Changes in what people 
eat are being accompanied 
by shifts in when they have 

meals and snacks. And this is 
creating new eating occasions 
that smart brands can tap into 

with innovative additions to 
their range. For example, John 
West is targeting those people 

unable to take a break from 
work for lunch, with just-add-
boiling-water steam pots that 
offer a quick and easy way to 
consume fish. For the sweet-

tooths, the shift of biscuit 
brands into shareable “nibble” 
format snacks continues with 
Jaffa Cakes sharing bags and 
singles, and a premium range 

of Kit-Kat products, also  
for sharing. 

The search for home-based 
entertainment options led 

many UK householders to take 
out new pay TV subscriptions 
this spring. Around a fifth of 
homes signed up to a new 
service during lockdown, 
meaning just over half the 
population has some form 

of pay TV service, and many 
households have several –  
the average is 2.3. The big 

winners in this race for 
something new to watch were 
Netflix, which is the UK’s most 

popular streaming service, 
but newcomer Disney+ is the 

rising star of this sector, having 
launched only in March but 
accounting for over half of 

new subscriptions in the three 
months to April.

If you haven’t done the 
#Raindropchallenge or sung 
along to #OldTownRoad in 
front of your webcam, then 
you’re probably aged over 

25. But you should be aware 
that over 1.6 billion people 

worldwide very definitely know 
what we’re talking about, and 
that’s because they’re using 
TikTok. The platform only 

launched in the UK in 2017 and 
in 2019 managed to double 
its user base here, which is 
fast approaching 10 million 

people. Social media usage in 
the UK is still led by Facebook, 

Instagram, Snapchat and 
Twitter, but TikTok is a fast-
growing fifth, and the time 
spent by its young users on 

this super-sticky app makes it 
a serious contender for social 

media budgets.

This has been the year when 
shelves finally got put up, 
creaky floorboards were 

sorted, walls got a coat of 
paint and all manner of other 
DIY jobs got done. With so 

many people off work and with 
little else to do, around half 

of Brits got busy sprucing up 
their homes and gardens –  

often getting around to jobs 
that had been hanging around 
for a year or more. For many 
young people this was their 

first attempt at DIY, with 
lockdown boredom attracting 
a new generation of shoppers 
to the sector. Green concerns 

are guiding DIY purchases 
among this 18-24 group of 

novice DIYers; 60 percent say 
they consider the sustainability 

of home improvement 
products before buying.

It’s always  
time to dine

What’s on TV?  
Anything you want

TikTok ’s  
taking off

Paint brushes  
at the ready!
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Economy

Demographics

Geography

Major Cities

Technology

241,930 sq. km

Population by Age 5

(2020 forecast in thousands)

Total Population 5

(2020)
Penetration of . . . 4

(2019)

GDP 5

(2019)

GDP Growth Rate 2

(2020f)

GDP Growth Rate Forecast 5

(2020f)

Ease of Doing Business 5

(2020)

Major Industries

Unemployment Rate 2

(March 2020)

Median Age 1 Life Expectancy 1

Education Level Achieved 5 

(2019)
Household Structure 5

(2019)

Source: 1 CIA 2 Financial Times 3 OECD 4 Ofcom 5 ONS 6 World Bank Group

66.435Mil.

£2.090Tril.

-13%

8 out of 190

Construction 
Finance and Banking 
Information Technology 
Manufacturing  
Oil and Gas  
Retail and Wholesale

3.9%

Forecast by the Office for Budget Responsibility 
to reach as high as 10 percent as a result of 
COVID-19 outbreak.

GDP per Capita 3

(2019 in US$)

$48,092Mil.

UK

$47,823Mil.

France

$55,737Mil.

Germany

$43,889Mil.

Italy

$62,853Mil.

US

Main Import Partners 1 Main Export Partners 1

Land Area

Internet Connection

Smartphone

Online Video
(Before Coronavirus)

Smart Speakers

87%

79%

58%

20%

 Graduates
 A Levels or equivalent
 A to C grade GCSE or equivalent
 Other qualifications
 No qualifications

8%

9%

20%

21%

42%

9.7%

2.8%

57%

1.1%

29.5%
One-person

Lone parent

Two or more unrelated adults

Couple

Multi-family

27.8Mil.

Total Number 
of Households

Glasgow

612,000
Edinburgh

512,000

Sheffield

543,000

Leicester

415,000
Bristol

573,000

Birmingham

1.15Mil.

London

8.78Mil.

Bradford

355,000

Leeds

503,000
Liverpool

579,000

Manchester

556,000

0-14 years 17.9%

15-24 years 11.6%

25-54 years 39.4%

55-64 years 12.4%

65+ years 18.7%

-9

-12

-15

-6

-3

0

3

2015 2017 20192016 2018 2020

1.9%1.9%2.4% 1.3%

1.4%

-13%

40.6

41.7

46.5

38.438.5

47.8

37.5

81.1 82.7 82.5

81.182.2 80.3 76.1
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BUDGETS ON HOLD – BUT 
NOT FOREVER Lockdown changes in behaviour 

accelerate shifts in advertiser budgets
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At the start of this year, the UK was on 
track for a seventh consecutive year of 
growth in advertising investment, but 
we know what they say about the best-
laid plans. 

The sudden shift that followed, from 
“business as usual” to an entirely new take 
on daily life, led to huge shifts in what 
people watched, read, listened to and 
created for themselves—and the knock-on 
effects for advertisers were immense.

Not only were brands suddenly faced with 
uncertainty over budgets, an inability to 
meet demand in some categories, and a 
ban on even opening for business in other 
sectors due to COVID-19, they were also 
challenged by a massive shift in consumer 
sentiment that meant some of their existing 
creative just wasn’t suitable any more. 
And simply making something fresh was 
suddenly a route littered with practical 
obstacles due to restrictions on movement.

The result was vastly reduced spending 
by advertisers in the first part of the year. 
The World Federation of Advertisers found 
in April, for instance, that 89 percent of 
multinational brands had put campaigns on 
ice, and just over half planned to hold back 
their ad spending for at least six months. 

While around two-thirds were running 
campaigns that responded to the COVID-19 
crisis, the level of spending on this kind of 
reactive advertising did not make up for the 
deeper cuts being made to other campaigns.

Consumers were making changes to their 
media habits on a similar scale. Kantar Media 
research, released when the virus was near 
its UK peak and all-but-essential workers 
were in lockdown, shows demand for online 
video and TV shot up as many people took 
enforced breaks from work – or at least work 
outside the home – and as schools closed. 

In the last week of March, for instance, TV 
viewing in the UK was 29 percent higher than 
the same week in 2019. 

TV news was a huge draw as people sought 
information – and in many cases something to 
help pass the time. Daily 1pm news bulletins 
started pulling audiences close to 60 percent 
higher than normal, with 6pm updates viewed 
by 28 percent more people than usual.

The Prime Minister’s statement on COVID-19 
on March 23 had the nation on the edge of 
their sofas, and was viewed by 28.2 million 
people. Just a few weeks later, 24.3 million 
watched the Queen’s address to the nation. 
To put those figures in context, 24.5 million 
watched the London 2012 Olympic Games 
opening ceremony. 

But it wasn’t just news that was drawing Brits 
to their TVs. Demand for films, series and 
chat shows also shot up.

>>
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With more people at home on weekdays than 
usual, the male audience for ITV’s “This Morning” 
shot up, accounting for nearly a third of all 
viewers (up from the usual 19 percent).

Netflix subscriptions soared not just in the UK 
but around the world, with series like Tiger King 
becoming a national talking point. Between 
January and March, Netflix signed an extra 15.8 
million paying customers – more than double the 
number it had expected to recruit in that period. 
And the new kids’ streaming service Disney+ 
launched in the UK at what turned out to be just 
the right time, following the closure of schools in 
late March.

Speeding up the inevitable
Jane Ostler, Global Head of Media at Kantar 
Insights, says the changes in consumer behaviour 
brought about by COVID-19 in many ways simply 
accelerated trends that were already taking place.

Daytime TV viewing is likely to drop somewhat 
once people return to work in significant 
numbers, but TV, VoD, and streaming have 
proved their relevance. Other shifts are likely to 
stick, and even gather pace. 

“The continuing decline of newspapers has been 
exacerbated by this crisis, while other channels 
have been temporarily disrupted,” she said.

T V news was a huge 
draw as people sought 
information – and in 

many cases something 
to help pass the time.
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Obviously, with cinemas shut, cinema advertising 
has suffered. There are long lead times on 
recovery because production has also been 
disrupted, and places where large groups of 
people gather will be the last to return to normal. 
Out of Home has been disrupted but should also 
recover as people start to move around again.

Some channels that were growing anyway 
have been given an extra boost. TikTok and 
Snapchat have come into their own during this 
crisis - platforms that encourage user-generated 
content and allow individuals to feel like they can 
be creative have found new relevance. 

Instagram is being used more live, as a broadcast 
medium, by people doing a live cook-along with 
friends or live-streaming yoga and meditation. 
It’s not just celebrities and influencers, it’s also 
regular consumers.

These channels are not just being used by 
younger people, but also by Millennials, who’ve 
had time on their hands and frustration has 
released new forms of creativity. We’re all finding 
new angles to our personalities and expressing 
ourselves in different ways, and brands are going 
to have to keep up.

It’s a really mixed picture as consumption has 
increased but adspend has declined. Many 
media channels and media brands will recover 
commercially from this disruption, while others 
will continue to struggle”.

GroupM’s This Year Next Year 2020 mid-year 
update forecasts that the overall advertising 
market in the UK will decline by 13 percent, 
followed by a 13 percent rebound next year. That 
compares to a 12 decline as a result of the 2009 
global financial crisis. 

This forecast assumes that a COVID-19 vaccine 
will be available in the first half of 2021, and that 
all of the activities that were either impossible or 
difficult to take part in with social distancing – 
travel, dining out and mass gatherings –  
will return in some form during next year.

The interruption to normal life has presented 
brands with enormous practical challenges. 
Planning and setting up for Christmas TV ads, 
for example, usually takes place in the summer. 
But with no option to travel to northern climes to 
create wintry scenes, the pressure will be on to 
come up with ideas that say “Christmas” in new 
ways.



40

THE  
RIGHT THING 
TO SAY
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It’s widely understood 
now that if brands simply 
turn off the taps on their 
communications when times 
get tough, they stand to 
exacerbate their suffering. 

Or, to put it another way, those 
brands that work at maintaining 
a relationship with people, and 
adapt what they talk about in 
accordance with consumers’ 
changing needs and sentiment, 
can lessen the impact of a crisis 
and put themselves in a strong 
position to grow when better 
times return.

Kantar's research shows that 
when a brand stops advertising 
on TV, after six months their total 
brand communications awareness 
levels are 39 percent lower, with a 
knock-on effect on consideration 
and purchase.
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And BrandZ™ data shows that 
strong brands recovered nine 
times faster than average brands 
following the 2009 financial crisis. 
But understanding this and being 
able to put it into practice are not 
quite the same thing. The WFA 
study of its members found that 
while 62 percent of brands knew 
it was essential to avoid “going 
dark” during the COVID-19 crisis, 
they were still making big cuts to 
overall ad spending. 

And there’s more to brands “not 
going dark” than simply keeping 
on saying what they would have 
said pre-crisis. 

Research as part of Kantar’s 
COVID-19 Barometer study 
showed most people wanted 
acknowledgement that things 
were different, even if advertising 
did not overtly address the crisis. 
And, crucially, people did not want 
to see brands appearing to exploit 
the crisis for their own gains.

Consumers wanted brands to 
be reassuring, offer a positive 
perspective, and show how they 
could be helpful as a part of 
people’s new everyday lives.

“It’s been a huge challenge for 
advertisers and agencies to know 
what copy to run where”, says 
Jane Ostler. “You don’t need to 
refer directly to coronavirus, and 
you need to maintain your tone of 
voice and be consistent, but you 
also need to be sensitive to what’s 
happening”.

Persil has for years encouraged 
kids to enjoy getting dirty outside, 
and during lockdown switched its 
focus to the value of indoor play – 
sensitive and appropriate, but not 
a huge departure from its usual 
communications.

Innocent smoothies, meanwhile, 
which tends to be a little cheeky, 
ran a range of fun social media 
activities including a daily 
reminder on Twitter of what day 
it is, for those people losing track 
of time.

Ups and downs – forecast growth by medium (%)

Source: GroupM forecasts, June 2020

20%

-40%

40%

-20%

60%

80%

10%

-50%

30%

-30%

50%

-10%

70%

0%

2021
Total +13%

2020
Total -13%

Digital Digital
E-commerce

Digital
Search

TV Print Out of Home Audio Cinema

-8 -8
-15

-24

-35

-16

-50

+45

+66

+6
+13

+18
+23

+14

+25

+11



42

WHO’S GOT 
WHAT?

SECTION ONE /  INTRODUCTION

Remember when an MP3 player was the hottest 
new gadget for early adopters? No, we don’t either! 

So much has changed so fast that most people’s collection 
of devices is expanding and evolving all the time. 

Here’s a quick look at who owns what in the UK today:

Source: Ofcom

Smart TV Smart Speaker

Laptop

Smart Watch

Desktop ComputerVR Headset

Tablet

MP3 Player

48%

5%

20%

60%

23%

24%

54%

24%

COMING UP AFTER 
THE BREAK … IT’S 
CONSUMER TRUST!

BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020

Social media might be where the excitement’s at, but 
consumers say TV ads create more of a positive image of 
brands than digital communications. 

GroupM’s Consumer Trust in Digital Marketing study, 
involving 14,000 people in 23 countries, showed twice as 
many consumers say TV ads create a more positive image 
of brands than say the same about common digital formats.

The issue, it seems, is more about perceptions around the 
use of people’s personal data online rather than TV being 
inherently more trustworthy. More than a third of people 
feel digital ads are too intrusive, and 56 percent say they 
want greater control over their personal information.
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BUT MUUUUUUUUUM! 
With term-time interrupted, for many UK 
households, it’s been a case of: school’s 
out, screens are on as parents have juggled 
working from home with trying to keep their 
children amused or studying.

But even before the extra screen time 
brought about by lockdown, more UK 
parents than ever before were worried about 
the risk of their children’s online engagement.

Ofcom research released just ahead of 
the virus outbreak found that parents 
were trusting their kids with their own 
smartphones at a younger age, but they 
were keenly aware of the risks of them 

encountering distressing content, being 
bullied, or feeling under pressure to buy 
items within games.

Between age 9 and 10, the proportion of 
children who own a smartphone doubles 
from 23 to 50 percent – giving them greater 
digital autonomy as they prepare to move to 
secondary school. By the time they are 15, 
almost all (94 percent) children have one.

But despite giving their children access to 
digital platforms and having concerns, 55 
percent believe the benefits of their child 
being online outweigh the risks than five 
years ago (down from 65 percent in 2015).
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SHARP SHOCK 
EXPOSES FAULT 
LINES AND REVEALS 
RISK UK TO BRANDS

SECTION ONE /  INTRODUCTION BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020

To say this has not been a great year for 
UK brands would be something of an 
understatement. Nor is it going to shock 
many people, given the state not just of the 
UK this year but also the rest of the world, 
on which so many UK brands rely for sales.

But the reason why the Top 75 UK Brands have 
lost almost $34 billion in value in a single year – a 
13 percent fall – is not simply down to there being 
a global pandemic. Nor is it the result of Brexit, 
which has been causing uncertainty for businesses 
and consumers for four years now.

These traumas have, without doubt, inflicted 
significant pain on business and brands. Sales this 
year have crumbled, and jobs have been lost as a 
direct result of COVID-19. 

But the outbreak, lockdown and shifts in consumer 
sentiment have in many cases simply accelerated 
a downward trend that was already in full swing. 

The pandemic has been a catalyst for a sharper 
decline in the value of UK brands, but it has not been 
the underlying cause of it. UK brands have been 
gradually losing value since 2018. 
 
As Warren Buffett says, when the tide goes out, you 
can see who’s been swimming naked.

Many of the brands that have been hit hardest were 
already battling to keep pace with changing market 
conditions, and those who have thrived in the time 
of COVID-19 have done so not just because they 
happened to be in the right industry, but because 
they were on the way up anyway, having invested 
in building a brand that is meaningful to consumers 
and is perceived as different to everything else in 
their category. More on the detail later.

Last year, we issued a rallying 
cry for UK brands to focus 
on innovation as a route 
to creating the meaningful 
difference on which brand 
value depends. We pointed to 
a dangerous “innovation gap” 
that stood to cost brands both 
sales and long-term brand 
equity. Then the pandemic 
happened, and the gap 
opened up into a chasm.

Crunch time
The situation facing UK brands 
is nothing short of dire. The 13 
percent drop in brand value 
this year is significantly deeper 
than the forecast decline in the 
global economy (4.9 percent 
as of June, according to the 
International Monetary Fund). 

It also stands in sharp contrast 
to the performance of the 
BrandZ™ Global Top 100 
Brands, which this year have 
actually increased in value by 
5.8 percent.

How the mighty have fallen:  
2019-2020 growth rates, forecast in June 2020

Only 10 brands from last year’s UK Top 75 have increased in value in the 
past year, and seven have dropped out of the ranking entirely, usurped 
by some of the UK brands that are taking bold decisions about how to 
strengthen their brand equity.

This downward trajectory means that at the current rate of decline, there 
will be no UK brands in the Global Top 100 by 2023 – one year earlier 
than we were forecasting just last year.

Global Economy Top 75 UK BrandsTop 100 Global Brands

-4.9% * -13%+5.8%

Source: BrandZ™ / Kantar

*Forecast June 2020

>>
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For a country that has been home to dozens of pioneering global brands, it is shocking that UK brands have 
been failing to thrive in the same way as global brands have done. Again, this is not a new issue. In 2010 there 
were eight UK brands in the Global Top 100; there has been a gradual decline, and now there are just three. 

Brand and the bottom line
For any CFOs thinking “well, that’s just the brand, not the whole business” and hoping that the marketing 
department will do something about it, be warned. 

The BrandZ™ value of a brand has been shown over more than a decade to be closely linked to the 
performance of its parent company; stronger brands grow faster than the stock market, and in challenging 
times, they don’t fall as far and they pick up more quickly. Of course, the same is true in reverse: weak brands 
fall further and take longer to recover.

BrandZ™’s strong brand portfolios consistently outperform the market 
BrandZ™ Portfolios vs S&P 500 vs MSCI World (April 2006 – April 2020)

0%

2006 2010 2014 20182008 2012 2016 20202007 2011 2015 20192009 2013 2017

 BrandZ™ Powerful Brands Top 10 Portfolio
 BrandZ™ Strong Brands Portfolio
 S&P 500
 MSCI World Index 285.2%

172.9%

120.0%

45.6%

Source: BrandZ™ / Kantar (including data from Bloomberg)

To zoom in on the past few 
months, we see that this 
trend holds true for 2020. 
Between February and 
March, the MSCI World Index 
lost 75 percent of its value, 
the S&P 500 was down by 51 
percent. The BrandZ™ Strong 
Brands portfolio also took a 
hit, but less of one. Its market 
cap fell by 42 percent, and 
the BrandZ™ Powerful Brands 
Top 10 portfolio slipped by 
even less: 37 percent.

Strong brands emerged 
much more rapidly from 
the recession of 2008-09, 
and the early signs suggest 
history will be repeated in the 
current climate. 

In the UK, however, brand 
equity has declined to the 
point where it no longer has 
much of the insulating effect 
that strong brands benefit 
from. The buffer has been 
eroded, leaving UK brands 
dangerously exposed. 

BrandZ ™ UK  Top 75 portfolio vs. FTSE 100
(November 2017 – July 2020)

BrandZ™ Strong British Brands Portfolio FTSE 100
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Source: BrandZ™ / Kantar (including data from Bloomberg)

Investment in brand should be a powerful form of defence, delivering 
returns in the long term, accelerating recovery and driving growth. Yet 
the BrandZ™ UK Strong Brands Portfolio is currently delivering returns 
that are about the same as the FTSE 100, and over the past four years, 
investing in either the FTSE 100 or the BrandZ™ portfolio would have 
delivered a net loss over the past four years. UK brands are not currently 
reaping the rewards or protection that strong brand equity provides. This 
is a big missed opportunity.

>>



48

SECTION ONE /  INTRODUCTION

“The brands that 
lead the ranking 

have been battered as 
much as most others 

this year, but are still 
the most valuable in 

the country.”
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The brands that lead the ranking have been battered as much as most others 
this year, but are still the most valuable in the country. The order of the Top 5 is 
unchanged since 2019. Lipton (in 6th place) has managed to retain its brand value 
and has climbed two places this year, with Sky and Tesco each dropping one place 
to make way. O2 makes it into the Top 10 this year despite a decline in brand value, 
bumping out Barclays, which drops to 11th place due to a double-digit fall in value.

IT’S TOUGH AT THE TOP

BrandZ ™ Most Valuable UK  Brands 2020

Brand Category
Brand Value 

2020 $Mil.

Brand  
Contribution 

Index

Brand Value  
% Change  

2020 vs. 2019

1 Telecom Providers  2 3 , 1 2 8 3 -13%

2 Banks  1 8 , 7 4 7 3 -19%

3 Energy  1 6 , 1 2 9 1 -22%

4 Energy  1 1 , 0 9 3 1 -16%

5 Telecom Providers  9 , 2 0 8 3 -24%

6 Beverages  9 , 1 0 0 4 0%

7 Telecom Providers  8 , 9 4 8 4 -11%

8 Retail  8 , 4 9 1 5 -7%

9 Personal Care  6 , 3 5 4 4 -2%

1 0 Telecom Providers  5 , 1 6 4 3 -6%

 
Source: BrandZ™ / Kantar (including data from Bloomberg)
Brand contribution measures the influence of brand alone on financial value, on a scale of 1 to 5, 5 being the highest
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ON THE 
ROCKS
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The unique market conditions 
created by lockdown have 
brought about some clear 
winners in the UK business 
landscape. Anyone who 
struggled to buy toilet paper, 
pasta, baking ingredients, 
garden supplies or hair 
clippers knows there were 
certain peaks in demand 
that were unique to life in 
lockdown in 2020.

As people sought novel ways 
to give themselves a “pandemic 
pampering”, online beauty 
sales doubled in just 12 weeks 
(as highlighted by Kantar’s 
Worldpanel division data) with 
nearly 9 percent of Brits buying 
beauty items via e-commerce 
in May. The shift means the 

pandemic accelerated the sector’s 
shift to online by as much as four 
to five years. The closure of hair 
salons fuelled 43 percent growth 
in hair colourants.

Similarly, without pubs and 
restaurants to go to, consumers 
sought solace in a few beers or 
G&Ts at home, sending take-
home alcohol sales soaring. 
Even once pubs reopened, over 
half of the consumers said they 
felt uncomfortable about going 
out, and alcohol sales for home 
consumption remained 41 percent 
higher than usual in early July.

More home cooking (and home 
snacking) meant people were 
buying not just more food and 
drink (13 percent up between June 
2019 and June 2020), but also 
more calorie-dense products, with 
total calories purchased around 
17 percent higher than a year ago. 
Grocery retailers were the big 
winners, but with the closure of 
schools and workplaces leading to 

500 million additional meals being 
catered for at home, the allure of a 
takeaway was strong.

These shifts in demand are also 
evident in the BrandZ™ Top 75 
data. The soft drinks and alcohol 
categories were both up, and with 
cafes and restaurants shut, the 
food delivery services (classified 
as lifestyle platforms in BrandZ™) 
were big beneficiaries, growing 
in value by 27 percent. Given that 
sporting events were virtually 
non-existent for months, gambling 
brands suffered big losses (-34 
percent), as did Apparel (-20 
percent), Cars (-32 percent) and 
Travel Services (-27 percent). 

What is important to note here is 
this: with the possible exception 
of luxury, which suffered a body 
blow seemingly out of the blue 
when retailers were forced to shut 
physical stores, brands generally 
continued in the same direction 
they were moving in before 
COVID-19 struck. What changed 
was the scale of gain or loss, but 
not the direction, as this look 
at just a few categories neatly 
illustrates.

How different 
business sectors have 
weathered the storm

Top 50 UK  Brands by Category over Time

A day in the life – BrandZ ™ ranking reflects UK consumer experience
The category make-up of the Top 75 has changed little since last year, with banks, 
telecommunications providers, retailers and energy suppliers accounting for the vast majority 
of brand value. The remaining one-third of value comes from a broad selection of brands 
spanning everything from computer gaming to personal care, paint to price comparison, and 
cars to chocolate. In short, they provide a snapshot of everyday life in the UK.

2,000

3,000

4,000

5,000

6,000

7,000

8,000

9,000

10,000

11,000

2017 2018 2019 2020

COVID-19 Impact
Beverages

Personal Care
Insurance
Food

Lifestyle Platforms
Cars
Utilities
Luxury

Entertainment

Source: BrandZ™ / Kantar (including data from Bloomberg)

Source: BrandZ™ / Kantar (including data from Bloomberg)
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THERE IS A WAY TO STOP 
THE ROT Why UK  brands must focus on difference, and do it now
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We have shown that UK brands have 
a major problem. Now we can use 
BrandZ™ data to understand exactly 
what has been going wrong – and what 
brands can do to turn their fortunes 
around.

The good news is this: there has never been 
a better time than right now to win new 
customers and build lasting loyalty. 

What that will take is immense confidence 
among brand builders to make big, bold 
decisions regarding how they invest, in order 
to inspire trust and confidence among the 
consumers that brands’ very survival relies 
on. A new cycle of confidence must be set in 
motion.

Household budgets have in many cases come 
under unprecedented pressure, forcing people 
to reassess everything about how they live and 
the brands they use and buy. Some categories 
will be dropped altogether out of necessity; in 
others, people will be looking at their options 
with a new openness to trying something new.

At the same time, consumers are turning to 
brands for leadership in these times of fear 
and uncertainty. They want brands to offer 
them either comfort or a sense of escape from 
the world they find themselves in, and they are 
seeking out brands they can trust. 

In fact, levels of consumer trust in brands as 
a whole have risen 2.8 percent since the first 
COVID-19 case was reported in the UK.

Recognisable 
'guarantee' of quality

Instant simplification of 
decision making

Expression of certainty  
and reliability

2
3

In uncertain times, brands have an opportunity 
to provide confidence and reassurance where 

there is otherwise little

How to stand out – be different!
The most valuable brands, not just in the UK but all 
over the world, are those that stand out from the 
crowd in a way that makes a positive difference to 
people’s lives. It’s really that simple, and we call it 
having Meaningful Difference. 

Meaningful Difference doesn’t just get a brand 
recognised or remembered; it also adds to the 
bottom line. 

The Meaning of a brand can stem from a functional 
meaning – that is the brand does a good job of 
fulfilling a need consumers have. That could be a 
reliable banking service, a safe and comfortable car, 
or a detergent that gets clothes clean. But to have 
longevity and lead a category, a brand must also 
have a layer of emotional meaning, which is what 
creates lasting affinity between consumer and brand.

Difference is what leads a consumer to interrupt 
their normal buying habits – to stop and look at a 
product that catches their eye in a store or online. 
Or they pause to consider a brand that, in its 
communications, promises to do something that 
others in the category don’t. Given that purchase 
decisions are increasingly being made in seconds, or 
fractions of a second, that moment of being noticed 
can be crucial. 

Meaning and Difference in combination create 
Meaningful Difference. 

What the best brands also have in spades is  
Salience – a way of amplifying Meaning and 
Difference that acts as a catalyst for growth. 

Highly Salient brands are the ones that spring to 
mind when a consumer thinks of a category or has 
a need, but people don’t just think of a famous 
name. They think of a name they believe will deliver 
Meaning and Difference.
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DON’T 
JUST TAKE 
OUR WORD 
FOR IT
Oxford University’s Saïd Business School 
has studied BrandZ™ brand valuations 
and compared them against the real-
world ups and downs of business. 

They found that BrandZ™ equity metrics 
are an excellent predictor of “abnormal” 
business returns – those not explained 
by broad economic or category shifts – 
and that BrandZ™ measures were able 
to predict business performance with 
99.5 percent accuracy.

What they also found was that 
Difference contributed most to the best 
business results.

>>



54 55

The interplay between Meaning, 
Difference and Salience is crucial 
for brands to appreciate; too often 
the focus is on Salience at the 
expense of the other two factors. 

To some extent, this is 
understandable. Brands have 
traditionally looked to metrics like 
“unprompted recall” as a measure 
of their success, and fame is a 
huge help there. But BrandZ™ 
data consistently shows that while 
recognition by consumers is, of 
course, important for brands, 
fame alone is not the route to 
brand value growth or a healthy 
bottom line.

Without also having Meaningful 
Difference, brands that working 
on building strong Salience alone 
are essentially shouting in the 
wind: they make a lot of noise but 
the effect is negligible.

An imbalance between Meaning, 
Difference and Salience is at the 
heart of the problem facing UK 
brands. An erosion of meaningful 
relationships with consumers has 
eroded brand value.

The average Meaningful 
Difference score of the UK Top 75 

PLEASE MIND THE GAP –  
IT’S GETTING BIGGER

SECTION ONE /  INTRODUCTION BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020

has declined from 109 last year 
to 107 this year, only marginally 
better than the average for all 
UK brands (100). Yet these same 
brands’ Salience scores are high. 
This mismatch – or “Salience  
gap” – is something we have also 
seen among declining brands in 
the BrandZ™ Global Top 100  
this year.

If you’re not convinced that the 
Salience gap is real, consider this. 

The travel brand Thomas Cook 
collapsed in late 2019 after 178 
years in business (and before 
COVID-19 could have been 
a factor in its demise). It was 
hugely Salient – a household 
name across the UK. But its 
Salience was out of all proportion 
to its Meaningful Difference, and 
year by year the Salience gap 
was opening up as it remained 
well known but became irrelevant 
to most UK holidaymakers.

Coming into land – Thomas Cook falls through the Salience gap

Source: BrandZ™ / Kantar

Meaningful Difference Salience

109

96 97

83

Average 
brand

 2016     2019 151

140

FlyBe is another well-known brand 
to have slipped into the canyon 
that is the UK’s Salience gap. Its 
passing was accelerated by the 
COVID-19 drop in demand this 
year, but the writing was already 
on the wall, with a Meaningful 
Difference score of 87 and a 
Salience score of 99 – an index 
gap of 38. And the same applies to 
many of the High Street retailers 
that have failed in recent years; 
Mothercare, Toys’R’us, House of 
Fraser and Woolworths were not 
lacking in fame, but what they 
were famous for was no longer 
important to consumers.

Contrast this with the performance 
of the new entrants to the Top 75 
ranking this year, and the need 
for Meaningful Difference to lead 
Salience becomes crystal clear. 
There are seven new brands in 
the Top 75, coming from six very 
different business categories. 
What they have in common is 
huge Meaningful Difference 
compared to their Salience, and 
they are growing as a result. Of 
course, there are a great many 
factors that determine the success 
or failure of a brand, but Meaning, 
Difference and Salience serve as a 
powerful barometer of the state of 
the consumer-brand relationship. >>

Newcomer brands in 2020
Rank Brand Category

Brand Value 
2020 $Mil.

5 3 Entertainment  1 , 1 3 7 

6 2 Payments  8 3 1 

6 8 Real Estate  7 0 1 

7 0 Alcohol  6 5 1 

7 3 Apparel  5 8 3 

7 4 Personal Care  5 8 2 

7 5 Banks  5 8 2 
Source: BrandZ™ / Kantar

New entries to Top 75 2020

Meaningful
Difference

Salience

Opportunity

104

75

Source: BrandZ™ / Kantar

Top 75 2020

Meaningful
Difference

Salience

Risk107

116

Source: BrandZ™ / Kantar
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CATEGORY SPOTLIGHT – 
ONLINE FOOD DELIVERY Food fight! How sector 

rivals are battling it out –  
and winning
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Two of the three fastest risers up the UK 
ranking this year are engaged in an intense 
battle with each other. Deliveroo (ranked 
29th, up 39.6 percent) and JustEat (ranked 
20th and worth 18.9 percent more this 
year) are both benefiting from a huge 
surge in lockdown-related demand that has 
undoubtedly contributed to their soaring 
brand value.

But these brands were already on the rise; COVID-19 
has simply propelled them along an existing 
trajectory. The value of food home delivery brands in 
the BrandZ™ Top 75 has risen 87 percent since 2018. 

The explosion in demand this year – by a factor of 
10 since lockdown was announced in March – has 
fuelled an already intense battle between the two 
brands that has been heightened by takeover deals. 
JustEat merged with Takeaway.com in April, giving 
it greater scope and reach, and Amazon’s planned 
investment in Deliveroo has been given a provisional 
green light by the competition watchdog.

Kantar Worldpanel data shows that over 35 percent 
of Brits ordered takeaway in the 12 weeks to mid-
June this year, up nearly 18 percent on the same 
period last year. Demand was especially strong in the 
week just before lockdown (up 57 percent on 2019 
figures) as people sought to recreate at home the 
meals they would ordinarily have had in restaurants, 
pubs and cafes. In many households, a regular 
takeaway meal became a highlight of the week 
during lockdown; something to look forward to and 
plan for when so much else was not possible.

This boom in demand goes some way to explaining 
how it’s possible for both Deliveroo and JustEat 
to do so well; they each have a share in a pie that 
is growing. But the other factor is that they are 
perceived by consumers as being quite different to 
each other - and to the rest of the market.

Though JustEat currently dominates demand, 
Deliveroo has greater momentum, and a better 
relationship with younger customers thanks to an 
adventurous brand personality. JustEat has much 
more Salience among the over 35s, and has the 
edge when it comes to convenience, range and 
perceived superiority. 

+39.6% +18.9%
Brand Value

#29 +21 places #20 +10 places

Brand Value

Source: BrandZ™ / Kantar Source: BrandZ™ / Kantar
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AND NOW FOR SOMETHING 
COMPLETELY DIFFERENT
The difference that Difference makes to a brand cannot be overstated. A look at the 
five fastest-growing UK brands in this year’s ranking makes that clear. Their average 
Difference score was 113, compared to an average among all UK brands of 100, and an 
average among all of the Top 75 of 107.

To appreciate what a truly Different brand looks like, think of Dyson. Its products are 
different, its customer service is different, and it stands out in a market of – let’s be 
honest – fairly boring appliances with its funky colours, innovative designs and functions, 
and premium pricing. 

Dyson’s brand value has grown by 51 percent since 2017, making it by far the fastest-
growing brand in the BrandZ™ UK ranking’s history. Its growth has been turbo-charged 
by differentiation, innovation and product excellence. This trio of positive attributes has 
helped it grow sales and preference all over the world. 

Consumers rate Dyson as significantly better designed than others in the category, they 
see it as a leader, and rate its specialist credentials as well as its creativity and desirability. 

Cleaning Up – How Difference works for Dyson

Difference 
Index

Brand Value 
since 2017

Innovation 
Index

200+51% 125
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Delivering difference in such 
a fast-changing environment 
as this requires brands to 
make a serious commitment 
to innovation. 

Innovation is one of the best 
ways a brand can set itself apart 
from everything else in the 
category, and ensure it keeps 
pace with evolving consumer 
needs and preferences.

So, what exactly is “innovation”, 
especially if you’re not in the 
business of technology?

When we say “innovation”, 
we don’t just mean releasing 
new products or variants, or 
communicating in ways that mark 
a departure from the norms for 

their category, although that can 
all be a key part of it. We also 
mean brands should innovate in 
ways linked to what they promise 
and what they deliver – whether 
that relates to customer service, 
policies or ethical behaviour.

Meaningful, powerful innovation is 
about staying relevant to existing 
audiences and appealing to new 
ones over the long term. It’s about 
leading a category and offering 
something fresh and creative –  
being brave in undertaking 
something new, and then being 
bold enough to shout about it, so 
that the innovation is recognized 
by consumers.

There are three aspects of 
innovation, and strength in any 
or – ideally – all of them can help 
boost a brand’s reputation for 
innovation. 

They are:

1  Disruption 
2  Creativity 
3  Leading the way
To be successful in these 
areas takes commitment and 
confidence, and that takes an 
innovative mindset – not just 
smart products and on-trend 
policies.

The impact of innovation on 
brand value growth is clear 
from this year’s Top 75 ranking. 
The least innovative brands 
among them lost 13.5 percent 
of their value in the space of 12 
months. In contrast, the most 
innovative still lost value, but 
fell only half as far, dropping 6.1 
percent of their brand value.

The fastest-growing brands in the UK are powered 
by innovation. The two food delivery giants 
Deliveroo and JustEat are both highly innovative, and 
the fastest-riser in the 2020 ranking, Ocado (up 16 
places in the Top 75 with brand value growth of 63.3 
percent) is also a leading innovator. See page 50 for 
more on Ocado.

What’s essential for brands to appreciate is that 
any brand in any category has the potential to be 
innovative. It might come more naturally to a brand 
in a sexy, fast-changing category such as social 
media, fintech or e-commerce, but anyone can do it 
if they have the right mindset and commitment.

Gordon’s gin, for instance, has been around for 
250 years with what is essentially one product, 
but it remains one of the most valuable UK brands 
(making its BrandZ™ debut in 70th place this year) 
and its brand value grew 14.1 percent this year. Why? 
Innovation. 

The brand happily finds itself in a category that 
has more than doubled its UK shopper base in the 
past few years, but that category growth is partly 
of Gordon’s own making. Flavoured gins are a large 
reason for the growing appetite for gin – now the 
nation’s favourite spirit – and Gordon’s Pink Gin, 
launched in 2017, brought in a whole new group of 
buyers to the category and the brand. 

Gordon’s commitment to innovation has revitalised 
the brand’s equity in the UK. Its BrandZ™ innovation 
score has grown by 8.6 percent since 2017 and it 
is seen as highly disruptive and as a leader in the 
category. It is 25 index points more Meaningful and 8 
points more Different.

>>

HOW BRIGHT 
SPARKS CAN 
CREATE 
DIFFERENCE
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Another product-based innovator is Kit-Kat, 
which is among the Top 10 fastest risers in the 
UK this year thanks to a new premium offering 
that lends itself to gifting and more indulgent 
moments than a standard bar of chocolate. The 
new “Senses” range is attracting a younger and 
more affluent shopper and helping Kit-Kat feel 
different from other confectionary brands.

What these brands have done is not only deliver 
innovation, but also communicate effectively 
about what they’ve been doing in order to 
change consumer perceptions. Innovation that 
isn’t noticed and appreciated by consumers is 
in many ways wasted; it must be coupled with 
strong communication.

Lacklustre performance on world stage
These shining examples of innovation are the 
exception in the UK among a crop of brands that 
on the whole compare poorly to the rest of the 
world on innovation. This is not new, and it must 
change.
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BAGS  
OF IDEAS NOTHING FLAKY 

ABOUT THISThe online supermarket Ocado is the fastest-growing 
brand in the Top 75 this year, posting a 63.3 percent 

gain in brand value. It is perceived to be highly creative 
and to be shaking things up in the retail world.

Yes, it has benefited to some extent from a COVID-
induced surge in demand for online grocery shopping. 

But, like most retailers, it was unable to capitalise on this 
sudden demand in the first weeks of lockdown, and had 

to restrict access to its website to existing customers.

But the real reason Ocado has done so well this year is 
that it was on track to do well anyway. The brand had 

a highly differentiated proposition that was already 
gathering momentum. In 2019, its brand value grew 
by 35 percent. Ocado’s unique offer is defined by its 

online capabilities and creative and somewhat rebellious 
personality. 

So, when e-commerce’s share of UK grocery shot up 
from 8 percent in January this year to 13 percent at the 
end of May – making the past 12 years’ growth in just 18 

weeks – Ocado was primed for success.

Ocado will need to stay alert, however, with Amazon in 
July announcing that its Fresh grocery delivery service 

was being ramped up and made available to Prime 
subscribers without the previous additional monthly 

fee. The service offers delivery within two hours to 300 
postcodes in and around London, and it is expected to 
be rolled out nationally later this year as Amazon seeks 

to become a major player in UK grocery. 

Greggs does not currently have the financial clout to 
make the UK Top 75, but it provides some valuable 
lessons to brands on growth through differentiation 
and innovation. Its success in recent years has been 
driven by product innovation that has helped it 
clearly stand out in the market. The brand has also 
nurtured a relationship with consumers and staff 
founded on strong trust credentials.

A highly successful and creative launch for its vegan 
sausage roll in 2019 was followed by the vegan steak 
bake in January 2020, with both launches generating 
huge PR and buzz on social media platforms. 

Coffee has been another strong growth area for 
Greggs; in fact, Kantar research in 2018 found 
that sandwich outlets such as Greggs and Pret a 
Manger were growing their coffee sales faster than 
traditional coffee shops (up 5.1 percent compared 
to 4.5 percent). Another sign of Greggs moving 
with the times and riding the wave of evolving 
consumption habits.

BrandZ™  Difference scores
Ocado 1 1 3
All other grocery retailers 9 8

Innovation Scores Difference Scores
2015 1 0 1
2019 1 1 0

2015 1 0 7
2019 1 1 5

Consumer trust 1 1 7
Treats employees well 1 0 8
Generous 1 1 7

Following the boost in sales and profits driven 
by the vegan sausage roll, Greggs announced 
it would give 25,000 employees a bonus of up 
to £300 each, totalling £7 million. It is a trusted 
brand, perceived to be inclusive, open, honest 
and caring for customers. 

Such a strong brand has not made Greggs 
immune to financial suffering; in July it 
announced a first-half loss of over £65 million and 
when branches were allowed to reopen, it was 
with a limited menu featuring only bestsellers, to 
streamline production due to dampened demand. 

But its brand strength means it is well-placed 
for recovery provided there is timely decision-
making about how to prioritise investment in such 
a fast-changing environment.

Here’s how the BrandZ™ numbers stack up for 
Greggs – making another compelling argument 
for difference through innovation.

SECTION ONE /  INTRODUCTION

(The average score of all brands on these measures is 100)
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INSPIRE 
CONFIDENCE 
WITH NEW 
REASONS TO 
TRUST
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At a time when consumers 
are feeling uncertain about so 
many aspects of daily life  
that they used to take for 
granted, they are looking to 
brands they can trust. 

For brands, trust has often 
been thought of as the result of 
doing everything else right. But 
when there is a crisis of trust, it’s 
important to have a proactive 
strategy in order to build and 
nurture it. 

Consumers need to trust that 
the products and services they 
buy will work as described – that 
they’ll do “what it says on the tin”. 
And that’s why the idea of trust 
often brings to mind time-tested, 
large organisations that can say 
things like "Trusted by millions 
of loyal customers for over 100 
years". 

But trust runs deeper than 
fulfilling a functional promise and 
reflecting on past performance. 
In fact, trust can be the 
impetus behind consumers 
feeling confident enough to do 
something different, like buying a 
brand they’ve never tried before. 
In today’s world, being a trusted 
brand means being able to ask 
people to trust their informed 
judgement.

Consumers now want to know 
they can trust brands to source 
products and ingredients 
responsibly. They want suppliers 
and staff to be treated fairly and 
with respect. And they want to be 
sure that the environment is not 
being harmed.

If this sounds like adding a lot 
of expense into a business, 
then here’s the upside: Trust is 
strongly correlated with brand 
preference and equity. And the 
corollary of this is that lack of trust 
hugely undermines consumer 
relationships.

This year’s Top 75 brands 
ranking features some of the 
most trusted brands in the 
country, but between them 
there is a variation that has a 
direct impact on the ability of 
brands to win new consumers 
and build loyalty.

Brand Power is the BrandZ™ 
equity metric that describes the 
predisposition of consumers 
to choose a brand. It is closely 
linked to sales and brand value 
growth, and splitting the Top 75 
according to their performance 
on trust illustrates the effect 
very clearly.

UK  Top 75 Most Valuable Brands 2020 - Power Index
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Trust in a changing world
Retaining or earning consumer 
confidence in a fast-changing 
environment requires a new way 
of thinking about trust. It is still 
essential that brands – and the 
businesses behind them – have 
proven expertise in their field that 
makes people feel secure about the 
products and services they buy.

But there are other, increasingly 
important aspects to trust that 
brands also need to offer. They need 
to inspire consumers expectations, 
both product performance and 
corporate behaviour, and they need 
to show they are highly responsible 
parts of people’s world.

These new precursors of consumer 
trust can be summarised into three 
action points for brands. They need 
to demonstrate the following:

SECTION ONE /  INTRODUCTION BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020

Inclusion means treating everyone as equals 
and showing respect, and it can involve 
ceding some control over a brand to its 

customers, who will then feel invested in it. 
Dove is an outstanding example of inclusion 

in action, and this is something the brand has 
focused on for many years, making women of 
all sizes, shapes and backgrounds appreciate 
the diversity of real beauty. Its recent Project 

#ShowUs involved collecting over 10,000 
images for use by the media and advertisers 
that reflect real women from all walks of life, 

without digital filtering.

Perceptions of integrity stem from a brand 
doing what it promises, admitting mistakes, 

and making amends when promises are 
broken. Traditional signifiers of integrity are 

things like the size of a business and how long 
it’s been around, or even association with 

institutions or figures of authority. But trust in 
many of these ideas has collapsed in recent 

times, and the public is looking for new ways 
of identifying integrity, so brands need to find 

new ways of demonstrating they have it.
Yorkshire Tea’s immediate response to a 

Twitter comment on the Black Lives Matter 
movement showed the power of integrity – 
as well as demonstrating the need to take 
time in order to plan meaningful action. 

The comment was: “I’m dead chuffed that 
Yorkshire Tea hasn’t supported BLM”. 

Yorkshire Tea responded: “Please don’t buy 
our tea again. We’re taking some time to 
educate ourselves and plan proper action 
before we post. We stand against racism. 

#BlackLivesMatter.” Rival brand PG Tips also 
joined the conversation: “If you are boycotting 

teas that stand against racism, you’re going 
to have to find two new tea brands now. 

#blacklivesmatter #solidaritea.”

Identification is being able to make a 
connection at a human level, and this is one 

of the most powerful sources of trust in times 
of uncertainty. It rests on a brand’s ability to 
really “see” someone as an individual human 

being and relate to them in an open and 
caring way, much like a friend would do. The 
importance of identification is evident in the 

way people tend to be more forgiving of 
small brands - the “little guy” – and are often 

sceptical of big “faceless” corporations. 

It boils down to caring for people – 
something most brands say they do, but few 
actually demonstrate. Cadbury’s campaign 

to raise awareness of loneliness among older 
people was a fine illustration of identification 

in action, and shows that big brands can 
achieve this as well as smaller ones. Cadbury 
removed all text from the front of its iconic 
purple Dairy Milk packaging, and “donated 

its words” to Age UK to the tune of 30p 
for every bar sold, helping fund essential 

services for older people.

1

2 3
Inclusion

Integrity

Identification

Inclusion Score

Integrity Score

Integrity Score

Average Brand Score: 100

Average Brand Score: 100

Average Brand Score: 100

115
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EMBRACE YOUR 
RESPONSIBILITIES … AND NOT 
THROUGH CSR CAMPAIGNS! 
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Being a responsible, ethical brand takes real 
commitment. Today’s discerning and resourceful 
consumers know when they smell a rat, and no amount 
of tree-planting, litter-picking or public donations to 
worthy causes will redeem a brand found to be faking it.

A brand’s performance on the BrandZ™ measure of 
responsibility is closely related to its Brand Power, and 
responsibility is a growing area of focus for consumers. It is now 
three times more important to reputation than it was 10 years 
ago, and this influence is likely to keep on rising.

BrandZ™ research into the way consumers form an opinion 
about the responsibility credentials of a brand shows that 
environmental sustainability is the leading consideration.

Components of Responsibility

Supply Chain

14%

Environment

34%

Society

31%

Employees

21%

Innocent uses sustainably 
sourced ingredients, is 

reducing waste and using 
recycled materials in its 

packaging and donates 10 
percent of profits to rural 
development projects in 
countries where its fruit 
is sourced. The brand 

achieved B-Corporation 
status in 2018.

Behaves in a responsible 
way towards the 

environment

Behaves in  
a socially  

responsible way

Deals fairly  
with suppliers and  
other companies

Treats  
employees  

well

Dulux’s Community 
RePaint project has been 

running for 25 years, 
redistributing unused paint 
to people, communities and 

charities in need of low-
cost paint. In 2019 alone, 
close to 500,000 litres of 
paint were collected for 
resharing, and over 670 

jobs, volunteer posts and 
training opportunities were 

created.

John Lewis faces other 
challenges at the moment, 

but it has hard-to-beat 
credentials for treating its 

workers well. The John 
Lewis Partnership is the 

biggest employee-owned 
business in the UK, and 
its unique model hinges 
on the sharing of profits, 

knowledge and power with 
staff (or partners). Its “Your 

Voice” initiative ensures 
employees’ voices are 

heard on a regular basis.

Boots is committed to 
careful supply-chain 

monitoring to ensure fair 
and ethical treatment of 
global suppliers. All raw 

ingredients can be traced, 
own-brand suppliers are 

regularly audited to ensure 
ethical trading standards, 

and new product 
development takes into 

account sustainability and 
biodiversity.

Environment Society Employees Supply Chain

Average brand = 100 Average brand = 100 Average brand = 100 Average brand = 100

128 129 141 130
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WHO’S RESPONSIBLE?  
HOW UK BRANDS MEASURE UP
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At first glance, the brands in the UK Top 75 this year perform pretty well when 
it comes inspiring consumer confidence, with an average Trust index score of 
107 compared to 100 for the average brand in the UK. 

But cast the net a little wider and it becomes clear that “quite good” isn’t good enough. 
When compared to the most valuable brands from other markets, UK brands have plenty 
of work to do if they are to build consumer trust and confidence.

Source: BrandZ™ / Kantar

Consumer Trust
UK Top 30 Most Valuable Brands 2020 (vs. Top 30s in 14 other markets)
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On each of the three “I” factors – inclusion, integrity and 
identification – the UK ranks last out of the 15 markets 
above. It’s also last or close to it on all four aspects of 
responsibility: Environment (12th out of 15), Society 
(14th), Employees (13th) and Supply Chain (last).

THE RISE AND FALL OF A 
FASHION INNOVATOR

Boohoo is a fashion brand created for the digital 
generation. It has used savvy marketing – including 
the clever use of TikTok, Instagram and online 
influencers to thrive at a difficult time in the world 
of e-commerce.

In recent years, fashion brands have been facing 
growing demands for ever-better convenience 
and customer experiences, and doubts in some 
quarters about the ethics of cheap and fairly 
disposable fashion in a world where there’s already 
too much waste being generated.

But while others have faltered, including digital 
rival ASOS, which has lost 30 percent of its brand 
value this year and dropped 10 places in the Top 
30 ranking (to #38), Boohoo has been thriving. 
BrandZ™ consumer research shows Boohoo is 
seen as playful, adventurous, sexy, rebellious and 
creative, and this has helped it succeed and grow.

However, in April this year, claims emerged of 
factory workers in Leicester working in unsafe 
conditions for less than the legal minimum wage. 
The news sent Boohoo shares tumbling 25 percent, 
wiping £1.3 billion off its market capitalisation. If 
proof were needed that the market expects brands 
to behave responsibly, this was it.

Boohoo reacted swiftly to the claims and 
pledged to put things right, fast, including 
by opening what it calls a “model factory” in 
Leicester that will be at the forefront of ethical, 
sustainable garment production. It has vowed to 
“act decisively” on any recommendations made 
by lawyers investigating its UK supply chain.

How much damage has been done to Boohoo’s 
brand – and how long it might take to recover –  
remains to be seen. BrandZ™ fieldwork for the 
Top 75 ranking was done shortly before the 
story broke, but shows that Boohoo had weak 
trust credentials to begin with, scoring just 94 
compared to an average for UK brands of 100.

Among fashion retailers in the UK, it already 
ranked last in a list of 15 for treating its 
employees well and dealing fairly with suppliers. 
In a sense, then, it didn’t have much of a 
reputation to lose in this area, and less ground to 
recover in order to get back to where it was. 

Time will tell whether consumers and 
shareholders’ faith is restored, but we know that 
business success built on poor practices is highly 
risky in a changed attitudinal environment.

New Entry into UK Top 75 
#73
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THE PURPOSE OF 
DIFFERENCE IN 
DRIVING GROWTH
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Why being bold is the safest bet

Elliott Millard
Head of Planning

Wavemaker UK 
Elliott.Millard@wmglobal.com

We live in a marketing world that is obsessed 
with brand purpose. This has been amplified 
by the COVID-19 crisis, in which some brands 
have become anodyne. We’ve all seen brand 
communications assuring us that they are 
“here for you” in these “challenging times”. 

The net effect is that these brands’ communications 
have become un-differentiated and ineffective. 
While there is clearly a moral imperative for brands 
to support the country in times of genuine crisis, this 
is not the same as brand purpose. The “purpose” 
of a brand is, fundamentally, growth. A brand is 
created to stand out from the crowd and drive faster 
growth than its competitors. One of the levers for 
growth can be a higher-level purpose, but at their 
heart, brands are designed to be agents of growth.

And growth is hard. BrandZ™ data shows that 90 
percent of brands over the last 10 years grew less 
than five points of market share. 

So, what unifies the brands that buck that trend and 
grow faster than average? A huge and increasingly 
important element is the intangible part of a brand. 
The balance of tangible to intangible assets is 
currently at the highest it has ever been, at 15:85. 
The tech unicorns are the poster child for this trend: 
Uber has a market cap of around $48 billion despite 
making a loss of more than $8 billion in 2019. Tesla 
is valued as the second most valuable automotive 
brand in the world despite having not yet produced 
its millionth car (for context, VW produce >10 
million units per year).

Components of CSI 300 Market Value

Wavemaker is a next generation agency that sits at the 
intersection of media, content and technology. 

www.wavemakerglobal.com

>>

Source: Intangible Asset Market Value Study 2019
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If the intangible elements of a brand 
are key to growth, can we explore 
what the drivers of that positive 
sentiment are? BrandZ™’s meta-
analysis shows that brand health is 
an almost-perfect proxy for brand 
success. Brand health is composed 
of three key elements – brand 
differentiation, brand salience, and 
the ease of conversion. Or, in Byron 
Sharp language, the combination of 
mental availability (differentiation 
and salience) and physical 
availability. Mental availability is 
much more important to brand 
success than physical availability (a 
ratio of 90:10 according to BrandZ™ 
analysis) and, by a considerable 
degree, brand differentiation has 
the biggest relative importance. 



Clearly, differentiation 
is key. Brands that win 

are brands that are 
different. Brands that 
disrupt and positively 
provoke their audience.
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This can be seen most starkly 
when forecast brand growth is 
mapped against how a brand 
scores for differentiation and 
salience. Salience is a safe bet –  
even being less salient than 
the category average has a 
limited negative impact – but 
differentiation has a much more 
dramatic impact. Deviation either 
way from the category average 
will have a disproportionate effect. 
Being more differentiated will 
lead to more growth while an 
un-differentiated brand will see 
dramatically slower growth.

The impact of differentiation on growth

Source: BrandZ™

Clearly, differentiation is key. Brands that win are brands that are 
different. Brands that disrupt and positively provoke their audience.

This is not a trend limited to BrandZ™ data. Analysis of more than 
6,000 Effies entries over the last 50 years has shown two key drivers 
of success are differentiation and bravery. Focusing on differentiation 
provided a campaign with nearly exponential lift in effectiveness. The 
more your advertising seeks to differentiate your brand, the more 
effective it will be. And campaigns that scored 5/5 for bravery were 
consistently the most successful. The truth is, if you want to create 
effective work, your safest bet is to take the biggest risk.

This can be seen clearly in the brands that sit at the top of the BrandZ™ 
Top 75 list, which is dominated by categories that have been through 
extraordinary disruption over recent years – telecoms, retail, banking, 
etc. The brands that have thrived are those that have embraced risk, and 
the BrandZ™ ranking is packed with brands that have pivoted in some 
way. The most valuable brands in the country take risks in positioning 
(such as HSBC’s “We are not an island”, which was incredibly divisive), 
risks in product development (Sky have responded to the increasingly 
cluttered SVoD market by expanding the brand sideways into telecoms 
and gaming instead of simply competing with Netflix) and risks in 
communications (Brewdog, one of the fastest-growing brands in the list, 
has used comms that are deliberately the antithesis of category norms).

As a marketing community, we are the guardians of the brands we 
work on and with – many of which will outlast us. We owe it to those 
brands to be true to their original purpose: the purpose of differentiation 
and growth. Disruption should be embraced as the surest route to 
disproportionate growth, even at a time when society is itself in 
disruption. Clearly, this has been hard of late; even before COVID-19, the 
market was cluttered, complex and volatile, but the results will pay back 
for the brave. We owe it to ourselves and the brands we represent to 
take risks and to positively provoke the growth that they deserve.
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INVESTMENT, 
INNOVATION 
AND INVENTION

Liam Brennan
Global Director of Innovation

MediaCom
Liam.Brennan@mediacom.com
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How to survive and thrive in challenging times

Regular BrandZ™ readers would know that if you had 
invested 15 years ago in brands from the BrandZ™ Strong 
Brands portfolio, you would be a much richer person today. 
Almost three times richer in fact, having gained far more than 
from a typical S&P 500 tracker fund over the same period.

What you may not know is that 
BrandZ™ performance forecasting 
for UK brands is even better than 
the global average. A similar 
investment in the Top 75 UK 
brands would have outperformed 
a FTSE 100 tracker over the past 
two years by a factor of 10!

Whilst this is fantastic proof of 
the value of BrandZ™, it also 
reflects generally poor recent 
performance of UK companies 
on the global market. In 2018, 
for instance, the global economy 

grew 3.7 percent, while the Top 
75 UK brands’ value shrank by 
3 percent. Indeed, the highest-
ranked UK brand, Vodafone, 
barely scraped into the Global Top 
50 that year.

The advice to marketers then 
was to invest in building brand 
saliency and differentiation, which 
still holds true now. But it was also 
to invest in innovation, which UK 
brands need desperately to do 
now if they are to stay relevant to 
consumers locally and globally. 

Innovation to defend  
against disruption
There is a stark difference 
between BrandZ™’s leading 
Global and UK brands. The top of 
the UK ranking features energy, 
telecommunications, banking and 
retail brands, whereas the global 
leaders are Amazon, Apple, 
Google, Facebook and Alibaba. 
All are household names (they 
have high levels of saliency), but 
many of those top global brands 
have achieved that in just 20 
years or less. 

Having a good product 
and brand saliency are the 
cornerstones of a successful 
business, but those attributes 
alone don’t always prevent 
disruption by a new competitor 
with a radically different, and 
exponentially better, product.

UK brands are particularly 
vulnerable to disruption. 
Innovation scores for UK brands 
tend to be around 10 percent 
lower than those in the BrandZ™ 
Global Top 100. Yet we know that 
British consumers are increasingly 
demanding greater convenience 
and better experiences, which 
requires brands to stand apart 
from the competition and give 
people a reason to buy.

>>

At MediaCom, we help our clients unlock 
growth through media, applying our 
unique Systems Thinking philosophy.

www.mediacom.com
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Necessity is the mother of invention
When observing post-recession brand growth, you see not 
only that brand investment and innovation are key drivers, 
but also that invention has become increasingly important, 
particularly for new brands entering already-competitive 
categories. 

These brands are true disruptors that leverage real-world 
shifts to launch into categories where innovation has been 
slow. A notable post-recession launch was Airbnb, which 
took advantage of home ownership shifts resulting from 
the collapsed housing market, as well as companies such as 
Uber, WeWork and Instacart, which disrupted their respective 
categories through a growing trend for entrepreneurship and 
“side hustles”. 

However, it’s not just real-world circumstance that enables 
disruption, as the emergence of new opportunity can also be 
a key enabler for brands to continue to grow. Apple, Facebook 
and Google (YouTube) have witnessed high growth over the 
past decade by inventing (or acquiring) products built for 
emerging smartphone technology and high-bandwidth 4G.

In the post-COVID world, more disruptive brands could 
emerge. In the UK, online grocery shopping grew 20 percent 
during March, Kantar data shows, as people self-isolated 
or reduced visits to physical stores. Although big-box retail 
will do well in the short term, inventive supply and delivery 
companies will likely see higher growth over the long term.

Both Ocado and Deliveroo have recently partnered with High 
Street retailers to help grocery customers avoid “out-of-stock 
shock” and provide quicker delivery than retailers can manage 
alone. They may have limited fleets and warehouse capacity, 
but as consumers increasingly look to online as grocery 
channel, their ability to deliver a scaled, reliable service 
puts them in a much stronger position to grow as customer 
behaviour evolves.

These conditions also help Amazon continue its incredible 
growth story. Circumstance brings great opportunity for 
disruptors but will also continue to provide opportunity for 
large brands to innovate and outsmart the competition. 

It’s easier to start running when you are already walking rather 
than standing still. And in a post-COVID, pre-Brexit economy, 
it will be more important than ever for brands not just to 
continue investing, but to invest in innovation and invention in 
order to grow and resist new competition.

SECTION TWO /  THOUGHT LEADERSHIP

Within post-recession 
brand growth, brand 

investment and innovation 
are key drivers, but 

invention has become more 
important, particularly 
for new brands entering 

already- competitive sectors
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The top BrandZ™ global brands 
have consistently invested in 
innovation (higher frequency of 
new product launches, and large 
R&D budgets), and this is reflected 
in their brand value growth vs. low-
innovation brands – around seven-
fold over the past decade. But the 
top UK brands need to urgently 
revaluate their innovation approach 
if they are to stay relevant in 
changing times.

Further down the UK list we see 
the difference innovation is making.

// Costa Coffee’s recent purchase 
by The Coca–Cola Company has 
helped them launch at-home 
products and a mobile ordering 
app similar to that of Starbucks

// Scottish brewer, BrewDog, 
innovates in a purposeful way in 
terms of retail, product and how 
the business is run that helps it 
stand out from better-funded 
competition with strong brand 
heritage

Importantly, both brands are 
building global footprints to 
compete against slower innovators 
in their category abroad. But, 
increasingly, brands like Costa and 
BrewDog are also looking to drive 
growth through innovation.
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Why creative commerce is 
the key to building more 

resilient brands

There’s been a lot of discussion 
about what COVID-19 will 
change. In all probability, most 
of the predictions will turn 
out to be exaggerated. Our 
own research suggests that, 
assuming appropriate hygiene 
measures are in place, the “new 
normal” will be pretty much 
identical to the “old normal” for 
70 percent of people.

But one thing that definitely will 
change is the importance we place 
on resilience, in the ecological 
meaning of “being able to respond 
to disturbances by resisting damage 
and recovering quickly”. The 
resilience of the NHS, of our national 
and personal finances, of society 
during a lockdown: all have been 
stress-tested like never before. And 
the same goes for brands.

Michelle Whelan
CEO

Geometry
Michelle.Whelan@geometry.com
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Strong brands are such a powerful economic 
asset precisely because they’re highly resilient. 
They command lasting preference, thereby driving 
profitability and corporate value over time. They’re 
also elastic, able to flex in ways that meet – and even 
shape – emerging needs and wants. For their owners, 
they’re the gift that keeps on giving.

But, like the pandemic, the disturbances confronting 
brands are unprecedented: hyper-competition; heavy 
downward pricing pressure; ongoing disruption of 
routes to market; light-speed evolution in the media 
landscape; increasing levels of consumer scrutiny; 
even some erosion of trust. Faced with these forces, 
there’s growing evidence that brands are much 
less resilient than they were a decade ago. Nearly 
every brand is finding growth challenging. Some are 
struggling badly. How should they respond?

The current crisis has fuelled the argument about 
“sales today” versus “equity tomorrow”. Whilst this is 
an important debate for lots of reasons, it’s time to 
move on. The fact of the matter is that brands need 
to find ways to build equity while in the act of selling. 
This is now critical and would have been with or 
without COVID-19.

We have entered a new era in 
terms of where, when, how and 
why people buy. Omnichannel 
has evolved into end-to-end 
commerce, which is defined by 
two things in particular:

// People expect to be 
able to buy from any and every 
channel: physical retail, D2C, 
a marketplace like Amazon, 
social media or TV. Who owns 
the channel, and whether it’s a 
traditional retailer, is increasingly 
irrelevant.

// Because the moment 
of truth is now, end-to-end 
commerce must be organised 
around the individual rather than 
the point of sale. The motive force 
for transactions becomes people-
forward, not shelf-back.
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Geometry is WPP’s end-to-end 
Creative Commerce Agency. 
We create engaging new 
commerce experiences at the 
moments that matter to unlock 
commercial growth. 

www.geometry.com

To win in this era, brands need to master three core 
capabilities: 

 They must be able to identify signals of need 
and opportunity across multiple channels, and 
understand that these manifest themselves 
differently in different channels.

 They must be able to inspire action by providing 
individual consumers with compelling reasons to 
“buy now” that are distinctive, competitive and 
perfectly tailored to time and context.

 They must ensure every step of the experience is 
rewarding, sharable and friction-free. 

At Geometry, we call this “creative commerce”. It’s an area 
of huge potential that many organisations have yet to 
unlock. At its heart is the insight that traditional “brand” 
reasons-to-buy (familiarity, certainty, affinity, aspiration) 
and traditional “conversion” reasons-to-buy (availability, 
price, format, promotions) have collapsed into each other 
and become indivisible. Brands need to deliver on both, 
strategically and within individual executions.

Brands that recognise this reality have the power to square 
the circle: selling hard whilst simultaneously enhancing 
their meaningfulness, distinctiveness and salience. By 
focusing on the people who matter most – the ones 
who spend time and money on buying your product or 
service – creative commerce can erect a bulwark against 
disruption and maximise the resilience of your brand.

01

02

03

TIME TO 
TOUGHEN UP
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THE 
FUTURE OF 
SUSTAINABILITY 

Marie Stafford
European Director,  

Wunderman Thompson Intelligence
Wunderman Thompson UK

Marie.Stafford@wundermanthompson.com

Neil Godber
Joint Head of Planning 

Wunderman Thompson UK
Neil.Godber@wundermanthompson.com
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At Wunderman Thompson we exist to inspire growth for 
ambitious brands. Part creative agency, part consultancy and 
part technology company, we provide end-to-end capabilities 
across the entire customer experience.

www.wundermanthompson.com

Pioneering brands can be at the heart of regeneration

Sustainability as we know it has long been 
on the agenda, since the UN published the 
Brundtland Report in 1987, but its meaning 
is evolving for a new age. 

Whereas countries, companies, brands and people 
once looked to do less harm, increasingly that is no 
longer enough. The future of sustainability looks to 
regeneration: replenishing and restoring what we 
have lost, and building economies and communities 
that thrive, while allowing the planet to thrive too.

Once regarded as a nice-to-have consideration 
of progressive societies or a trend pursued by 
evangelical segments like “ploggers” (who clear 
litter while jogging), vegans or surfers, Wunderman 
Thompson research across the UK, US, Australia 
and China demonstrates the new mainstream 
mindset and practices of sustainability. 

A snapshot shows we now know that 
9 out of 10 consumers are trying to 
live more sustainably, 79 percent find 
themselves thinking more about what 
they can do personally, and 54 percent 
admit that they could be doing more.

Whilst the majority of respondents 
believe governments should shoulder 
most of the responsibility for ensuring a 
sustainable future, brands rank in second 
place among our global panel. People 
are putting companies and brands at 
the very centre of the sustainability 
debate. As Ray Anderson, former CEO 
of Interface Inc, said in a speech almost 
25 years ago, business “is the only 
institution that is large enough, and 
pervasive enough, and powerful enough, 
to really lead humankind out of this 
mess”.

Research shows 92 percent of consumers 
want sustainable business practices to 
be standard, they believe companies 
and brands have a responsibility to take 
care of the planet and its people, and 91 
percent think businesses that pollute the 
environment should be fined.

>>
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By responding to this demand, the upside for brands 
looks clear. According to conservative estimates 
by the World Business Council for Sustainable 
Development, a rising sustainable economy could be 
worth $12 trillion and create 380 million jobs. Also, 
sustainability has the ability to drive preference and 
choice, with 83 percent saying they always pick the 
brand with the better record of sustainability when 
all else is equal, and 70 percent saying they’re willing 
to pay more for products and services if they protect 
the environment or avoid infringing on human rights.

So far, brands have responded by offering consumers 
greater transparency along with better information, 
educating people on responsibly sourced materials 
and ingredients. Some brands are going beyond that, 
reassuring people that they are reducing waste and 
by-products while monitoring their carbon footprint.

However, a growing consensus suggests businesses 
should aim beyond sustainability, towards 
regeneration. Instead of merely maintaining or 
reducing their impact, companies should be looking 
to restore and improve, leaving the planet and 
population better off for their existence. 

Forward-thinking brands are now working with 
nature and for society, not against, seeking to 
connect with communities and improve lives. 
Economist Kate Raworth has called for a new 
economic model for the 21st century that is 
“generative”; it aims for positive impact: “The very 
way we do business sequesters carbon, cleans the air, 
pays living wages, and builds community—we’re here 
to make good things happen for society and for the 
living world.”

Here’s how businesses and brands can think in a 
regenerative way:

Start with systems
The fastest-growing brands combine a strong 
vision with an ecosystem of services held together 
and defined by the experience, so to truly make a 
difference, companies need to adopt a systemic 

approach to sustainability. Issues such as marine 
pollution, toxic manufacturing processes or 
exploitative working practices are too difficult to 
tackle unless multiple organisations, entities and 
stakeholders make changes together. 

Think symbiotically
Companies often struggle to achieve efficiency 
in their use of materials and other resources; by 
collaborating with the right partners they can find 
creative ways of turning waste into a new resource, 
while also unlocking new business opportunities. At 
Kalundborg in Denmark, nine businesses use each 
other’s waste products as a resource. 

Use nature as inspiration
Designers and innovators have the opportunity 
to draw inspiration from nature, learning from its 
systems to find ways to solve our problems. Cleaning 
products company Ecover used biomimicry to 
identify a suitable structure to reinforce its Ocean 
Plastic bottles, made from recycled marine pollution.

Accept it’s a journey starting with a small step
Little changes will add up over time. Businesses 
should start small, track and measure their efforts 
but accept that it is a long haul. Doing this means 
accepting the tensions between the short term 
versus what can be a 20-30-year project.

Involve the whole business
Working for a business that balances profit with 
purpose is a common aspiration these days. 87 
percent of people want to work for a company with 
good sustainability policies, and 71 percent say they 
would not work for a company that does not have a 
good record on sustainability. Engaging employees 
and encouraging them to participate and contribute 
towards sustainability goals will help attract, motivate 
and retain talent.

“So far, brands 
have responded by 
offering consumers 

greater transparency 
along with better 

information, educating 
people on responsibly 

sourced materials and 
ingredients.”
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SPEAK NOT OF LOVE
What we talk about when 
we talk about brand love

Words matter. They shape the way 
that we see the world. They are the 
critical currency of brand strategy. It is 
irresponsible for us to not consistently 
re-examine their usage and the 
assumptions they bring with them.

We reach for analogies and metaphors 
when talking about brands because they’re 
complicated, intangible beasts. But in doing 
so we often commit a fallacy. Just because 
we can say it, doesn’t mean it’s true. By 
asking “what is the brand essence” we 
presuppose that brands have an essence and 
that it’s meaningful to ask. But it is a fiction. 

There is not necessarily anything wrong 
with that – it can either be a helpful fiction 
or an unhelpful one. “Brand personality” can 
be a useful way to articulate a complex set 
of features. Studies by social psychologist 
Jennifer Aaker in the 90s established that 
personalities and anthropomorphism were a 
useful way of framing brands. Can a brand 
objectively be “witty”? I don’t know, and it 
doesn’t really matter. It can serve a purpose 
and as long as we remain conscious of the 
limitations of our metaphors then we’re okay.

Oliver Feldwick
Head of Innovation 

The & Partnership London
Oliver.Feldwick@theandpartnership.com
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Brand love is a particularly pernicious phrase. I’m 
sure we’ve all casually used it as a “go-to”. “This 
campaign will build brand love by …”. But, for our 
campaigns and our work to actually deliver, we 
need to be precise about what we actually mean 
by that. So, it’s worth examining the origins and 
appropriateness of “brand love”.

Looking back at the origins of brand love, it is 
founded in a certain rigour. Marketing professor 
Aaron Ahuvia spent decades exploring brand 
love as a concept, starting as a PhD thesis in 1993. 
He articulates that love for an object is a valid, 
but that it’s a different kind of love, such as “I love 
my car”. Kevin Roberts’ Lovemarks took the love-
in to an extreme level, positing that lovemarks as 
a concept somehow eclipse brands altogether.

But how many people know the theory behind 
the language? All too often, we use it based on 
folk science rather than as part of a structured 
framework. The simplistic version tends to run: 
“love is a good thing, let’s build love”. But the 
concept of brand love used lazily is an unhelpful 
sentiment on a couple of levels.

It is imprecise. It’s a difficult 
and almost nonsensical thing 
to measure an extent of love. 
Poets have spent centuries trying 
to articulate love. “My love is 
deeper than the deepest ocean.” 
The ineffable, indescribable 
preciousness of love is part 
of what renders it useless in 
the loveless world of brand 
management. Asking “how much 
do you love brand X?” makes 
a mockery of both love and of 
measurement. 

It is inarticulate. It’s lazy 
language in the world of brand 
management. It becomes a default 
thing to reach for. But what do 
you actually mean? Are you 
building affinity? Are you forming 
connections through humour? 
Are you building awareness of a 
new product innovation? Are you 
entertaining? Solving? Providing? 
There’s so much more we can aim 
to do than “build brand love”.

BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020

The&Partnership is both the 
UK’s largest and Europe’s 
fastest-growing independent 
agency network, known for its 
innovative in-sourced model.

www.theandpartnership.com

One of the dangers with love is that it can blind us to other 
things. The obvious one here being to sell stuff or deliver a 
service. “Brand love” shouldn’t get in the way.

It is inflated. Do brands really deserve our love? And is it truly 
possible or meaningful to love a brand? If so, what kind of 
love do we mean? I certainly hope that the love someone has 
for a partner, a parent or a child is something fundamentally 
different to any brand, even a brand you really, really like. 
Certainly, not all brands can be loved (or maybe, there 
are some brands only a brand manager can love!). Maybe 
superfans really can love Nike, Disney, Apple or Supreme but 
those are the exceptions that prove the rule. Maybe it’s time 
to permanently put brands into the friend-zone.

So why do we keep reaching for brand love? Perhaps it’s 
because it’s flattering – it hints at a higher purpose and a 
strength of connection that simply isn’t there most of the 
time. We all want to be loved, so surely our brands deserve 
that too. Why settle for being liked if you can shoot for love?

This isn’t to say that brands should never reach for some kind 
of love, but chasing love can get in the way of building your 
brand. We need to keep using words to articulate our brands. 
So, where we are imprecise, let’s be measurable. Where 
we are inarticulate, let’s be meaningful. And where we are 
inflated, let’s be modest.

Let’s reach for language more fitting for our brands and 
their roles in people’s lives. A more modest, measurable 
and meaningful set of words. In touch with our brand and 
respectful of our audience. Let’s use “love” sparingly, for the 
things (and occasionally brands) that truly deserve it.
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ENERGISE
OR
EXHAUST? 
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Ogilvy is an award-winning 
Creative Experience company 
operating across 132 offices in 
83 countries. 

www.ogilvy.com

Designing our online future

It took one month of 
“lockdown” for me to realise 
how totally dependent we are 
on connectivity. Before the 
pandemic, broadband was 
a utility: now it has become 
a means of survival, as 
fundamental as food and shelter. 

That technology should save us 
from the unpredictability of nature 
and the torture of isolation is not a 
novel concept. We’ve been living an 
increasing amount of our lives online 
in recent years. But with the onset 
of the COVID pandemic we have all 
suddenly been thrown into a massive 
experiment — our entire lives became 
exclusively online. 

Sarah Blackman
Head of Strategic Innovation

Ogilvy UK
Sarah.Blackman@ogilvy.com

The challenge of adapting to a completely digital life
There is a lot of evidence to suggest that much of daily 
life, such as education, play, and cultural events have been 
enhanced virtually, and provide as much a dopamine high, if 
not more, than the real thing. However, an exclusively digital 
life is not without its problems.

Video conferencing is a great example of this, becoming the 
only lifeline for meetings, dinner parties, workshops, weddings 
and everything in between. And while it has somewhat 
satisfied the craving to talk to others and connect with others, 
“Zoom fatigue” has been overwhelming. This is at least partly 
because we normally rely on subconscious clues from non-
verbal displays, such as body language and facial expressions. 
Decoding people from imperfect pixelated images and poor-
quality audio is just plain exhausting. It is tempting to think 
that this sudden leap to virtual space is a natural evolution for 
humans, given our fluency in technology. But Zoom fatigue 
proves that, as the whole world moves online, the brain has 
not adapted, and it may not for many centuries. 

While Zoom may not be perfect, 
it is a powerful analogy to use 
when thinking about the future of 
digital transformation. Because, 
tempting as it may be, it is not 
possible to seamlessly move 
offline activities and services into 
a virtual space. Online disruptors 
have understood this for a while 
now, creating completely new 
modes of interaction in sectors 
such as banking, entertainment, 
and beauty. They have thrived by 
abandoning real-world paradigms 
and limitations, but also crucially 
by understanding the effect of 
digital environments on human 
behaviour. As this global digital 
migration experiment deepens, 
the disruption mindset will 
become imperative because of 
what we consume, and the way 
we consume has changed for the 
foreseeable future. 

According to ethicist James 
Williams, “moving a huge 
proportion of our attention onto 
screens has forced us to live 100 
percent of our time in a new mode 
of ‘deep distraction’”. The 24/7 
immersion in a fire hose of news 
information, social chatter and 
entertainment has left us bereft 
of focus, exhausted and with very 
little room for memory storage. 
Digital is definitely a more hostile 
environment for brands to thrive, 
and begs the question: do we 

do enough today in the way we 
design experiences to calm the 
digital psyche or aggravate it?

Creating sustainable  
meaning in digital chaos
The best brands in the world 
are meticulous about the unique 
signals they convey with every 
interaction. Tiny details, including 
the feel of a particular paper, 
the curve of a font, the tone of a 
rep’s voice, or the click of a car 
door, all matter. They all add up 
to help us form deep memories 
and positive associations. But 
somewhere along the way, 
companies have been so focused 
on web builds, and the utility 
of their products and services, 
that they have ignored the fine 
details of brand building. We 
can see this play out through 
the plethora of brands using 
the same fonts, colour scheme, 
Insta-inspired photography style 
and page formats; it’s no wonder 
they struggle to stick. They 
have forgotten that every tiny 
detail of the digital experience 
communicates meaning, from the 
sound of the clicks, the feel of the 
virtual space, the movement of 
the animations, to the tone of the 
helpful chatbot. And that creating 

brand power in digital requires 
the same level of obsession about 
visual and textual signals, if not 
more, as when branding in real life.

The Zoom experience shows us 
that digital environments are not 
our natural habitat. Without real 
people or products to touch, 
smell, feel and hear in front of 
us physically, our brains do not 
have sufficient cues to decode 
or remember them. Brands will 
need to think how they can design 
experiences that compensate 
for this lack of instinctive 
interpretation. 

Let’s use this crisis as a great 
opportunity to revaluate our 
creativity in the virtual world, 
and ask ourselves: Are our ideas 
coherent and powerful enough 
to carve a distinct space in 
consumers’ minds? Are they 
viscerally immersive enough to 
stop the mind from racing to the 
next click? Do the interactions we 
design energise or exhaust?

Established brands may have to 
work less at this, as they have 
been anchored already in the 
collective consciousness of real 
life, but new or less popular 
brands making an entrance into 
digital will, if they are to stand out 
and avoid being lost in the infinite 
data stream.
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Brand Category
Brand Value 

2020 $Mil.

Brand  
Contribution 

Index

Brand Value  
% Change  

2020 vs. 2019

1 Telecom Providers  2 3 , 1 2 8 3 -13%

2 Banks  1 8 , 7 4 7 3 -19%

3 Energy  1 6 , 1 2 9 1 -22%

4 Energy  1 1 , 0 9 3 1 -16%

5 Telecom Providers  9 , 2 0 8 3 -24%

6 Beverages  9 , 1 0 0 4 0%

7 Telecom Providers  8 , 9 4 8 4 -11%

8 Retail  8 , 4 9 1 5 -7%

9 Personal Care  6 , 3 5 4 4 -2%

1 0 Telecom Providers  5 , 1 6 4 3 -6%

1 1 Banks  4 , 6 2 3 3 -19%

1 2 Telecom Providers  4 , 4 4 3 2 -10%

1 3 Food  4 , 0 9 6 3 +8%

1 4 Luxury  3 , 8 4 7 5 -18%

1 5 Home Appliances  3 , 5 3 6 4 -3%

1 6 Telecom Providers  3 , 4 7 3 4 -24%

1 7 Banks  3 , 4 0 9 3 -19%

1 8 Retail  3 , 2 9 7 4 +63%

1 9 Insurance  2 , 9 0 2 2 -18%

2 0 Lifestyle Platform  2 , 7 5 8 4 +19%

 
Source: BrandZ™ / Kantar (including data from Bloomberg)
Brand contribution measures the influence of brand alone on financial value, on a scale of 1 to 5, 5 being the highest

Brand Category
Brand Value 

2020 $Mil.

Brand  
Contribution 

Index

Brand Value  
% Change  

2020 vs. 2019

2 1 Retail  2 , 7 5 7 3 -2%

2 2 Alcohol  2 , 67 8 5 -8%

2 3 Lubricants  2 , 5 6 4 4 -13%

2 4 Cars  2 , 5 5 4 4 -24%

2 5 Retail  2 , 4 5 0 3 -13%

2 6 Retail  2 , 4 0 3 5 -13%

2 7 Telecom Providers  2 , 3 4 1 3 -9%

2 8 Banks  2 , 1 7 8 2 -18%

2 9 Lifestyle Platform  1 , 9 1 5 5 +40%

3 0 Insurance  1 , 8 6 6 2 -22%

3 1 Entertainment  1 , 8 6 5 3 -19%

3 2 Cars  1 , 8 4 7 4 -20%

3 3 Banks  1 , 8 4 1 3 -8%

3 4 Food  1 , 8 1 0 3 +8%

3 5 Retail  1 , 7 7 8 4 -28%

3 6 Price Comparison  1 , 7 0 3 5 -7%

3 7 Retail  1 , 6 8 7 4 -20%

3 8 Apparel  1 , 6 8 0 4 -30%

3 9 Utilities  1 , 6 3 5 2 -5%

4 0 Retail  1 , 5 2 9 3 +1%

BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020
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Brand Category
Brand Value 

2020 $Mil.

Brand  
Contribution 

Index

Brand Value  
% Change  

2020 vs. 2019

4 1 Entertainment  1 , 5 2 5 2 -20%

4 2 Beverages  1 , 4 7 5 5 +12%

4 3 Gambling  1 , 4 2 2 4 -17%

4 4 Utilities  1 , 4 1 4 2 +13%

4 5 Insurance  1 , 4 0 2 1 -16%

4 6 Gambling  1 , 3 7 9 3 -21%

4 7 Paints  1 , 3 7 5 5 -6%

4 8 Retail  1 , 3 4 1 2 +5%

4 9 Fast Food  1 , 3 3 2 4 -12%

5 0 Utilities  1 , 2 9 8 3 -31%

5 1 Alcohol  1 , 1 7 9 3 -3%

5 2 Banks  1 , 1 6 3 2 -23%

5 3 Entertainment  1 , 1 3 7 4 N E W

5 4 Retail  1 , 1 2 0 5 -9%

5 5 Retail  1 , 1 0 2 3 -36%

5 6 Travel Services  1 , 0 4 0 3 -27%

5 7 Gambling  1 , 0 3 8 4 -10%

5 8 Banks  9 9 8 2 -18%

5 9 Apparel  9 8 6 3 -2%

6 0 Gambling  9 67 3 -12%

 
Source: BrandZ™ / Kantar (including data from Bloomberg)
Brand contribution measures the influence of brand alone on financial value, on a scale of 1 to 5, 5 being the highest

Brand Category
Brand Value 

2020 $Mil.

Brand  
Contribution 

Index

Brand Value  
% Change  

2020 vs. 2019

6 1 Price Comparison  9 3 7 5 -12%

6 2 Payments  8 3 1 2 N E W

6 3 Insurance  8 2 4 1 6%

6 4 Banks  8 1 9 2 -30%

6 5 Cars  7 9 8 3 -37%

6 6 Logistics  7 7 2 4 -32%

67 Retail  7 6 8 4 -11%

6 8 Real Estate  7 0 1 2 N E W

6 9 Insurance  67 9 2 -26%

7 0 Alcohol  6 5 1 3 N E W

7 1 Insurance  6 4 4 2 -7%

7 2 Retail  5 9 5 3 -13%

7 3 Apparel  5 8 3 3 N E W

7 4 Personal Care  5 8 2 4 N E W

7 5 Banks  5 8 2 1 N E W

BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020
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Vodafone is a global telecommunications 
giant operating in 26 countries with partner 
networks in more than 55. Vodafone UK is 
best known for its home broadband and 
mobile phone services, and has undertaken an 
extensive brand refresh to project an optimistic 
view of a future powered by technology, with 
the tagline “The Future is Exciting… Ready?” 
There is a focus in communications on the 
strength of the Vodafone network, “Our Best 
Ever Network – Now With 5G”, used upbeat 
creative messages in the biggest campaign the 
brand has run for at least five years. 

Recent Vodafone advertising features Formula 
1 driver Lewis Hamilton in the first of a series 
of “#5Gamechanger” online films launched 
in early 2020 to demonstrate the power of 
5G. Vodafone customers were able to access 
NHS websites without using their mobile data 
during the COVID-19 outbreak. 

HSBC is one of the world’s largest financial 
service providers, with around 3,900 offices 
in 64 countries and territories worldwide, 
serving more than 40 million customers. In the 
UK it provides personal banking and finance, 
corporate and investment banking. The 
bank’s communications focus on the message 
“We are not an island”, which the brand has 
described as a comment on the international 
outlook of British people. The campaign 
has moved into a new phase, showing how 
neighbourhoods and communities are 
connected to the wider world, highlighting 
the role the UK has played in shaping global 
culture. Comedian Richard Ayoade fronts 
a spot launched in 2020 in which he asks 
“Where are you from?” and poses questions 
about how people define themselves. He 
concludes with “Perhaps, a better question is 
not ‘where are you from’, but ‘where do you 
feel at home?’”. To help homesick international 
students in the UK feel more settled, 
HSBC recently created “Sounds of Home” 
soundscapes from several Asian countries. 

Company
Vodafone Group Plc

Brand Value
US $23,128 Million 

Change since 2019
-13%

Headquarter City
London

Industry
Telecom Providers

Year Formed
1985

Company
HSBC Holdings PLC

Brand Value
US $18,747 Million 

Change since 2019
-19%

Headquarter City
London

Industry
Banks

Year Formed
1865

Company
Royal Dutch Shell Plc

Brand Value
US $16,129 Million 

Change since 2019
-22%

Headquarter City
The Hague, Netherlands

Industry
Energy

Year Formed
1907

Best known to UK consumers as a network of filling 
stations, Shell is a major energy producer and 
supplier, accounting for 10 percent of the UK’s total 
oil and gas production. It has operations in over 
70 countries, producing 3.9 million barrels of oil 
equivalent every day. As well as focusing on the sale 
of non-fuel items from its forecourt convenience 
stores, Shell has gradually been shifting its focus 
away from oil and towards renewable sources of 
energy, with the aim of being a net-zero-carbon 
company by 2050, if not sooner. It has been 
selling renewable energy and biofuels alongside its 
traditional oil and gas, and working on offsetting 
the carbon emissions the business generates. 

Communications around International Women’s 
Day saw the brand add an apostrophe to its 
name (She’ll), and release videos featuring lines 
such as “She will be heard”. The brand has also 
been working to nurture young people’s interest 
in science and technology, and the fourth Shell 
Generation Discover festival was held in 2019, 
aimed at primary-school-aged children.
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BP runs over 1,200 filling stations around 
the country, making it the largest single-
branded network in the country. Working 
primarily in the oil and gas sectors, BP 
describes its business as “reimagining 
energy for people and our planet”, and is 
working to switch its emphasis towards 
renewables. In early 2020, BP’s CEO 
announced plans to become a net-zero-
carbon company by 2050, which will 
require it to cut more greenhouse gas 
emissions each year than are produced by 
the whole of the UK. The global advertising 
campaign “Possibilities everywhere” 
launched in early 2019 has ceased; BP has 
increased its support for the Paralympic 
Games, signing up to sponsor Channel 4’s 
coverage of the games from Tokyo, which 
have been postponed to next year. During 
the COVID-19 outbreak, BP announced a 
donation to the mental health charity Mind, 
enabling it to provide more digital and 
community services during a time of great 
stress for many. BP operates 18,900 retail 
sites in 70 countries.

BT is best known to consumers as a provider 
of fixed-line and mobile telephony, home 
broadband and web-based TV services. 
But it is BT’s role in the UK’s connectivity 
infrastructure and its investment in 
technology training that is at the heart of 
its biggest brand campaign in 20 years. 
The “Beyond Limits” campaign features a 
child reciting the opening lines of “A Tale 
of Two Cities”, and is designed to broaden 
perceptions of what BT does beyond simply 
supplying phone lines and broadband. The 
launch event involved a record-breaking 
drone performance by schoolchildren at 
Wembley Arena. Other advertising focuses 
on the BT Halo bundle of services.

As part of the “Beyond Limits” campaign, 
BT launched a fun digital education 
programme, “Code a Cake”, to help young 
people learn coding while studying from 
home during the COVID-19 school closures. 
BT sponsors The Football Association, 
Scottish FA, Irish FA and FA of Wales, and 
promotes grassroots, para and women’s 
football. It operates in around 180 countries.
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The yellow label of Lipton tea is instantly 
recognisable around the world, and the 
brand has become synonymous with both 
a hot “cuppa” and a growing range of 
chilled, ready-to-drink tea products. It is 
the biggest-selling tea brand in the world, 
available in more than 110 countries. In 
the past year, the brand has focused its 
marketing on a message of togetherness, 
and how sharing tea with others can help 
alleviate loneliness. Lipton said that despite 
millennials being well connected via social 
media, they often suffered hidden loneliness 
that could affect their mental health. Project 
Unlonely led to the launch of a global “You.
Me.Tea.Now” campaign, which encouraged 
people to foster quality real-life connections 
and conversations – over a cup of tea, of 
course – that could help people feel better. 
Other advertising has focused on the health 
benefits of drinking tea, urging consumers 
to “Love your heart”. Parent company 
Unilever is reported to be considering selling 
Lipton, due to concerns about declining 
profits as younger consumers opt for herbal 
teas and coffee over traditional black tea.

Pay TV in the UK was for many years almost 
entirely dominated by Sky; now, consumers 
have more viewing options than ever before, 
with new digital platforms being launched all 
the time. In response to the competitiveness 
of the landscape, Sky has been forming 
content partnerships to establish itself as the 
destination for all the best viewing. The newly 
launched Disney+ streaming service is available 
to Sky customers, and Sky and Netflix have 
agreed a new multi-year deal agreement in the 
UK that gives Sky subscribers the option to 
have Netflix’s Basic Plan on Sky Q. Sky has also 
struck deals with the BBC, Channel 4, Channel 
5 and Warner Media. Sky also produces much 
of its own content, and has announced plans 
for a new film and TV studio in north London 
to open in 2022. The brand is well known for 
live sports coverage, which it is upgrading by 
integrating augmented reality technology. The 
recent “Watch it Live. Feel it all” campaign 
was shot ahead of the Formula 1 racing season 
in international locations where F1 events are 
held, featuring drivers Charles Leclerc and 
Lewis Hamilton in a head-to-head rush for the 
finish line.

4Company
BP Plc

Brand Value
US $11,093 Million 

Change since 2019
-16%

Headquarter City
London

Industry
Energy

Year Formed
1908

Company
BT Group Plc

Brand Value
US $9,208 Million 

Change since 2019
-16%

Headquarter City
London

Industry
Telecom Providers

Year Formed
1846

Company
Unilever Plc

Brand Value
US $9,100 Million 

Change since 2019
0%

Headquarter City
London

Industry
Beverages

Year Formed
1890

Company
Comcast Corp

Brand Value
US $8,948 Million 

Change since 2019
-11%

Headquarter City
London

Industry
Telecom Providers

Year Formed
1990
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Tesco has long been the UK’s leading supermarket chain and remains so 
despite growing challenges, not just from strong competition and the rise of 
discounters, but also the strain of this year’s virus outbreak. Consumer demand 
for produce and delivery slots was unprecedented, and the business responded 
with a series of measures aimed at getting more shopping to more people, 
more safely. These included adding 20 percent more delivery slots, dedicating 
specific shopping times to NHS staff, implementing social distancing in stores, 
and donating £30 million in food and other support to communities in need. 
These difficult times followed a year of celebrations in 2019 to mark Tesco’s 
centenary, which focused on “Prices that will take you back”. The campaign 
culminated in extended TV advertisements across TV networks that took 
viewers back through time. Tesco CEO Dave Lewis stepped down in late 2019 
saying that the company’s turnaround was complete. His replacement, Ken 
Murphy of Walgreens Boots, is due to take the helm later this year.

Dove has been a pioneer in the personal 
care category, taking a deliberate step 
away from traditional portrayals of beauty 
and encouraging everyone, particularly 
women, to feel comfortable in their own 
skin. The long-running #RealBeauty 
campaign champions inner beauty and 
body confidence. In 2019, that included a 
focus on how different women maintain 
their armpits, celebrating everything from 
scars, glitter, tattoos and other variations 
on “normal”. In the US, the brand has been 
part of the CROWN Coalition, which aims 
to end discrimination against black people 
because of their hair.

In response to the COVID-19 outbreak, 
Dove has promoted the importance of 
handwashing, as well as the importance 
of supporting young people’s mental 
wellbeing while schools are closed. The 
brand has also provided free products to 
NHS workers, pharmacists, charities and 
food banks throughout the UK. Globally, the 
brand has donated soap, sanitiser, bleach 
and food where they are needed, and has 
adapted production lines to make sanitiser 
for hospitals and other institutions. Inspired 
by photos of medical staff after their 
shifts, a COVID-era “Courage is Beautiful” 
campaign has run in several markets.

O2 is the second-largest mobile telecoms 
provider in the UK after EE, with more than 
25 million customers. It has been expanding 
its 5G coverage over the past year; the 
service is available to O2 customers in 20 
cities including London, Edinburgh, Cardiff, 
Belfast, Leeds and Slough. The business 
is promoting the availability of additional 
services to subscribers, and in March 2020 
announced it was the exclusive UK mobile 
network distributor for the highly anticipated 
Disney+ video streaming service. The deal 
means new and upgrading pay monthly 
customers can access Disney+ on O2 for 
six months, following an agreement with 
Amazon to provide a “Christmas treat” for 
O2 customers. The Amazon deal allowed 
customers to choose their favourite 
upgrades – including Amazon Prime Video or 
Music membership – from a range of offers.

During the COVID-19 outbreak, O2 was one 
of a range of telecoms providers to highlight 
the work of its staff to help the country “Stay 
Connected”, and invested in improvements 
to services with a focus on the NHS and key 
workers.
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8Company
Tesco Plc

Brand Value
US $8,491 Million 

Change since 2019
-7%

Headquarter City
Welwyn Garden City

Industry
Retail

Year Formed
1919

9 10
Company
Unilever Plc

Brand Value
US $6,354 Million 

Change since 2019
-2%

Headquarter City
London

Industry
Personal Care

Year Formed
1957

Company
Telefonica, SA

Brand Value
US $5,164 Million 

Change since 2019
-6%

Headquarter City
Slough

Industry
Telecom Providers

Year Formed
2001



104

SECTION THREE /  THE TOP 75 UK BRANDS

Barclays UK is a personal and business bank 
with about 1,200 branches across the country 
serving 24 million retail customers and almost 
one million business banking clients. The 
brand prides itself on innovation, and recently 
upgraded its app to enable its customers 
to control their current accounts with other 
banks without leaving the Barclays app – the 
first UK bank to offer this kind of one-stop 
banking. The business is extending its long-
running relationship with payment services 
brand VISA, to help it develop new financial 
services propositions and grow its business in 
Eastern Europe. 

During the COVID-19 outbreak, Barclays 
announced a £100 million community aid 
package, half of which was a corporate 
donation to charities working with vulnerable 
people, with the remainder being used 
to alleviate social and economic hardship 
caused by the crisis. Barclays was the first 
title sponsor of the Women’s Super League 
football competition, and in late 2019 signed 
a three-year deal to expand its role as Lead 
Partner of the professional women’s network, 
Women in Football. 

The Three mobile network brand was the 
first in the market to offer “all you can eat” 
data and now prides itself on the fact that 
its 10-million-plus customers use 3.5 times 
the volume of data as the average Brit. Three 
launched its 5G service with an immersive 
hi-tech show at London Fashion Week before 
rolling out the service to 68 new locations 
early this year. The 5G offering is at the heart 
of Three’s biggest brand campaign to date; 
it takes a step on from Three’s “Phones are 
good” campaign with a look at the future and 
celebration of what “Real 5G” can provide. 
Three’s marketing team said the campaign 
was designed to make Three feel more like a 
fashion brand and less like a utility. The brand 
has partnered with Activision to showcase 
the future of online gaming using 5G home 
broadband, which Three says promises to 
enhance the gaming and home entertainment 
experience. In early 2020, Three announced it 
would be the official shirt sponsor of Chelsea 
Football Club’s men’s, women’s and academy 
teams from the 2020/21 season. 

There’s huge momentum around healthy eating but the nation still loves a chocolatey treat, and 
Cadbury is behind many of UK consumers’ most-loved confectionary brands. Dairy Milk, Flake, 
Creme Egg and Crunchie are some of the best-known products in the Cadbury stable. In late 2019, 
Cadbury partnered with Age UK to tackle loneliness among elderly people, removing the words 
from the iconic Dairy Milk chocolate bar to raise awareness of their plight; it donated a portion of 
sales to help Age UK provide services and support as part of its “Donate your words” campaign.

For Easter, Cadbury encouraged consumers to “Show you care, hide it”, rediscovering some of the 
fun of gift-giving. Creme Egg, meanwhile, has launched its own tongue-in-cheek video streaming 
platform aimed at chocolate lovers, featuring content showing how to make the most of the 
consumption experience. Exclusive content can be accessed by scanning a Creme Egg.

11 12 13
Company
Barclays Plc

Brand Value
US $4,623 Million 

Change since 2019
-19%

Headquarter City
London

Industry
Banks

Year Formed
1690

Company
CK Hutchison Holdings Ltd

Brand Value
US $4,443 Million 

Change since 2019
-10%

Headquarter City
Maidenhead

Industry
Telecom Providers

Year Formed
2003

Company
Mondelez International Inc

Brand Value
US $4,096 Million 

Change since 2019
+8%

Headquarter City
Uxbridge

Industry
Food

Year Formed
1824
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Burberry is a distinctly British luxury brand 
that has been increasing its focus on the 
potential of Asian markets, particularly 
China. This year has seen the launch of a 
“social retail” Burberry store in Shenzhen 
Bay, and a Chinese New Year campaign 
featuring a limited-edition Year of the Rat 
capsule collection and the online game, 
Ratberry, to feed rising demand among 
young Chinese consumers for interactive 
digital content. Other recent innovations 
include an augmented reality shopping tool 
using Google Search technology, allowing 
shoppers to see Burberry products in the 
environment around them before they buy.

Burberry is a founding signatory of the UN 
Fashion Industry Charter for Climate Action 
and aims to be carbon neutral by 2022; it 
is already carbon neutral in the Americas, 
and has set new climate goals for its owned 
operations and extended supply chain. 
In response to the COVID-19 outbreak, 
Burberry retooled a UK factory to make 
surgical masks; it also contributed to funding 
vaccine research by the University of Oxford, 
and donated to charities fighting poverty.

Dyson is the appliances brand built on the 
name of its founder, James Dyson, who 
pioneered a range of premium-priced, bag-
free vacuum cleaners. The Dyson business 
has gradually expanded into fans, heating, 
hand dryers and hairdryers. New to the 
Dyson range are a hair straightener, and an 
upgraded robot vacuum cleaner, the 360 
Heurist, which maps the user’s home and 
can be set via an app to clean only certain 
rooms. In late 2019, Dyson pulled the plug 
on the electric car project that had been 
promoted as the future of the business, 
saying plans to build cars in Singapore were 
no longer commercially viable. The business 
has adapted to changing needs in light of the 
COVID-19 outbreak, announcing in February 
plans to manufacture 15,000 medical 
ventilators within weeks. The UK government 
ordered 10,000 of the devices, and James 
Dyson pledged to fund the production of a 
further 5,000 for use in the UK and abroad. 
Dyson has also designed headphones that 
double up as wearable air purifier.

Virgin Media provides phone, broadband and 
television services – but the brand’s 2020 
campaign features none of these services. Instead, 
it looks at how resilient British people are getting 
through the COVID-19 lockdown, with a special 
focus on healthcare workers. The “Stay Home, 
Stay Safe, Stay Connected” campaign was quickly 
put together as the virus spread, and followed a 
rebranding exercise in late 2019 that puts greater 
emphasis on long-term brand building with the 
aim of becoming the most recommended brand 
among staff and customers. It may not be at the 
heart of the brand’s communications, but Virgin 
has continued to invest in improving customers’ 
connection speeds. Virgin Media switched on 
gigabit broadband for more than a million homes 
early this year, and there are plans to roll out this 
service nationally. 

In May, Virgin Media and mobile network O2 
announced plans for a £31 billion merger, to be 
completed next year provided it meets regulatory 
approval. The parties say the deal would unlock 
£10 billion of investment in the UK over five years.

Lloyds Bank is a retail and commercial bank 
operating from more than 1,100 branches 
across England and Wales. The bank has 
been working to get consumers to engage 
more with decisions that affect their financial 
future, particularly within families, and has 
created a range of content designed to spark 
conversations about the “M” word, money. This 
has involved a partnership with Channel 4 and 
MediaCom to create a money advice series on 
TV, “Save Well, Spend Better”. The show aims 
to break down taboos about money; it features 
real people discussing their finances, and links 
to a live chat service run by the charity Relate, 
which is available to viewers during and after 
the show airs.

During the COVID-19 pandemic, Lloyds worked 
with We Are Digital, The Silver Line and Mental 
Health UK to provide tablet computers and 
remote training to help vulnerable people 
stay connected. Lloyd’s Banking Group 
has pledged to halve the carbon emissions 
generated by projects it finances by 2030, in 
support of the UK’s 2050 net-zero target.

14Company
Burberry Group Plc

Brand Value
US $3,847 Million 

Change since 2019
-18%

Headquarter City
London

Industry
Luxury

Year Formed
1856

Company
Dyson Ltd

Brand Value
US $3,536 Million 

Change since 2019
-3%

Headquarter City
Malmesbury

Industry
Home Appliances

Year Formed
1991

Company
Liberty Global Plc

Brand Value
US $3,473 Million 

Change since 2019
-24%

Headquarter City
Hook, Hampshire

Industry
Telecom Providers

Year Formed
2006 

Company
Lloyds Banking Group Plc

Brand Value
US $3,409 Million 

Change since 2019
-19%

Headquarter City
London

Industry
Banks

Year Formed
1765
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Prudential is a global financial services 
company providing insurance and pension 
services, and while it is UK-based, with 6 
million life insurance and pension customers 
in the UK, it is seeing some of its strongest 
growth in Asia. In the past year, Prudential 
has set up a joint venture asset management 
firm with Chinese conglomerate CITIC Group. 
“The Pru” sets out to help remove uncertainty 
from life’s big events, giving consumers 
confidence and freedom to face the future, 
and communications feature the tagline 
“Always listening. Always understanding”.

A new way of selling Prudential was launched 
in late 2019, called “The Advice Partnership 
from Prudential”. Self-employed advisors 
linked to Prudential are able to build their 
own businesses under the scheme by 
advising on investment vehicles, annuities 
and other products. The next chair of 
Prudential, to take over from Paul Manduca 
in 2021, will be Shriti Vadera, a former Labour 
business minister.

Ocado is an online supermarket that delivers 
groceries direct to customers’ homes. It has 
over one million registered users and offers 
around 55,000 products. Demand for Ocado’s 
services soared during the COVID-19 outbreak, 
to 10 times usual levels, and despite operating 
its warehouses around the clock, and hiring 
new staff, it was still unable to meet demand 
and issued an apology to customers. Long-
time customers, those under the strictest 
lockdown conditions for medical reasons, 
and its own frontline staff, were given priority 
delivery slots.

Marks & Spencer’s investment in half of 
Ocado’s UK retail business is due to start 
transforming the range available to customers 
in late 2020, when the Ocado grocery range 
switches from Waitrose to M&S products. 
Ocado has said the new range will offer lower 
prices, better quality and 50 percent more 
choice. Outside the UK, Ocado Solutions 
operates as a technology provider to other 
retailers, and this year launched its first 
Customer Fulfilment Centre, for Groupe Casino, 
near Paris.

Just Eat is an online food order and delivery 
service which serves as an intermediary between 
independent take-out food outlets and customers. 
Just Eat has over 29,000 restaurant partners 
across the UK. The business operates in 12 markets 
around the world, and during the COVID-19 
outbreak saw a surge in demand in many countries 
as consumers switched from dining out to having 
take-aways at home. Just Eat announced a month 
of reduced commissions for partner restaurants, 
a move it said was worth £10 million, to help them 
through the crisis. It also waived sign-up fees for 
new restaurants on the platform.

Prior to the outbreak, Just Eat had been focusing 
its communications on a partnership with the TV 
series Love Island. The sponsorship deal involved 
delivery driver Derek appearing to enter the Love 
Island villa to compete in challenges and try his 
luck with the women on the series. The supporting 
“Get Stuck In” campaign extended across social 
media, and included a themed augmented reality 
Snapchat lens allowing fans to pair up with their 
perfect islander.

Company
Prudential Plc 
and M&G Plc

Brand Value
US $2,902 Million 

Change since 2019
-18%

Headquarter City
London

Industry
Insurance

Year Formed
1848

Company
Ocado Group Plc

Brand Value
US $3,297 Million 

Change since 2019
+63%

Headquarter City
Hatfield 

Industry
Retail

Year Formed
2000 

Company
Just Eat 
Takeaway.com NV

Brand Value
US $2,758 Million 

Change since 2019
+19%

Headquarter City
London 

Industry
Lifestyle Platform

Year Formed
2001

Company
Next Plc

Brand Value
US $2,757 Million 

Change since 2019
-2%

Headquarter City
Leicester

Industry
Retail

Year Formed
1982 

Next is a chain of stores offering clothing 
and homeware with a growing focus on 
e-commerce, serving more than 5 million active 
customers in over 70 countries. In 2019, Next 
created LABEL, a third-party platform that 
allows a variety of brands to access its customer 
base through its logistics network. LABEL has 
quickly grown to comprise nearly 10 percent of 
the group’s revenue and has proven successful 
in attracting non-UK fashion brands keen 
to find new shoppers through cross-border 
e-commerce, as well as local brands like Tesco’s 
F&F value offer. Next is also collaborating with 
celebrities on new collections; new partnerships 
span a homeware collection with singer Rita Ora 
and fashion with TV presenter Emma Willis.
 
Next’s large UK store base also makes it ideal 
for online fulfilment; many stores double as 
Amazon Hub collection points, and some 
also contain “stores within stores” promoting 
mobile operator O2. Next has made a series 
of environmental pledges, promising to divert 
waste from landfill, reduce its carbon footprint, 
and source materials through sustainable routes.
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22 Castrol is a manufacturer and distributor 
of premium lubricating oils and related 
products, and is the preferred lubricants 
partner for Volkswagen, Audi and BMW. All 
Jaguar vehicles start their lives with Castrol 
lubricants inside, and the link between 
these two brands has been strengthened by 
the recent announcement of a partnership 
with the Panasonic Jaguar Formula E Team, 
in which Castrol products will be used in the 
I-TYPE 4. Jaguar Racing and Castrol have 
shared motorsports success in traditional 
racing, including victories at Le Mans and 
Daytona. Castrol has long been associated 
with high-performing vehicles, and Castrol-
sponsored motorsport teams and their 
drivers have broken the land speed record 
more than 20 times. 

The brand began 2020 by announcing a 
new partnership with Renault Sport for the 
next five years, a link being promoted via 
social media with driver Daniel Ricciardo 
as a Castrol brand ambassador; he has 1.7 
million Twitter followers. Castrol has also 
partnered with ONYX InSight to look at 
ways oil and vibration data can improve the 
efficiency of wind turbines. 

The Johnnie Walker stable of whiskies might 
be two centuries old but it is working hard to 
ensure it is relevant to consumers today through 
associations with popular culture and a refresh 
of its iconic “Keep Walking” campaign. Building 
on the success of a limited-edition “White 
Walker” by Johnnie Walker linked to the TV hit 
series Game of Thrones, the brand in late 2019 
launched two collectors’ edition whiskies – Song 
of Ice and Song of Fire. The brand has also been 
creating exclusive experiences for selected 
guests and key influencers in each market to 
highlight the rarity of Blue Label whiskies. 

Late 2019 saw Johnnie Walker give a colourful 
facelift to its “Keep Walking Campaign”, with 
updated brand imagery and a mission to put the 
product and taste experience back at the heart 
of communications, connecting the brand with a 
new generation of consumers. The brand’s £150 
million Johnnie Walker experience centre in 
Edinburgh is due to open this year, an attraction 
designed to pay homage to the Scottish roots of 
Johnnie Walker, encourage tourists to be brand 
ambassadors, and boost the city’s reputation as 
a food and drink destination.

Land Rover is a motoring brand 
specialising in premium 4x4s and luxury 
sports utility vehicles. To promote the 
release of the new Defender, and mark 
the 30th anniversary of the Defender 
range, the brand has been focusing on 
the spirit of adventure and the vehicle’s 
ability to take on the most challenging 
terrain. The new Defender’s off-road 
capabilities featured in the Bond film 
“No Time to Die”, and the vehicle was at 
the heart of a series of films, “The Shape 
of Things to Come”, in which it visited 
all corners of the earth, highlighting the 
iconic design of the Defender as it tackles 
difficult conditions in far-flung places.

In response to the COVID-19 pandemic, 
Jaguar and Land Rover have deployed 
more than 160 vehicles globally 
to support emergency response 
organisations; 57 of those are being 
used by the British Red Cross to deliver 
medicine and food to vulnerable people. 
The business has also volunteered to 
share its engineering and design expertise 
to support the fight against the virus.

Company
BP Plc

Brand Value
US $2,564 Million 

Change since 2019
-13%

Headquarter City
Pangbourne, Berkshire 

Industry
Lubricants

Year Formed
1899 

Company
Diageo Plc

Brand Value
US $2,678 Million 

Change since 2019
-8%

Headquarter City
London 

Industry
Alcohol

Year Formed
1819 

Company
TATA Motors Ltd

Brand Value
US $2,554 Million 

Change since 2019
-24%

Headquarter City
Whitley, Coventry 

Industry
Cars

Year Formed
1948 

Company
Walmart Inc 

Brand Value
US $2,450 Million 

Change since 2019
-13%

Headquarter City
Leeds 

Industry
Retail

Year Formed
1949 

Asda is third-ranked among the UK’s “Big Four” 
grocers, and in early 2020 had around 15 percent 
market share. Formed as Associated Dairies and 
Farm Stores Limited in 1949, it was acquired by 
US grocery giant Walmart in 1999. It primarily 
operates hypermarkets, with a strong regional 
focus in the north of England. The UK is its only 
operational market.

Asda prides itself on everyday low prices and its 
broad offer across grocery, home goods and its 
George clothing brand. Its ethos is summed up in 
its longstanding brand motto: “Save Money. Live 
Better”. The rise of discounters in the UK in recent 
years has exerted intense price pressure on Asda, 
leading parent Walmart to seek an exit from 
the business as part of a wider global refocus. 
An attempted merger with Sainsbury’s in 2019 
failed and Walmart is now preparing Asda for a 
separate public listing within the next few years. 

After several years of declines, extensive 
restructuring has brought Asda back to 
positive, if not exceptional, performance. 
With new store projects on hold, it is looking 
to maximize its existing estate and recently 
entered the wholesale space with a Sam’s Club-
style warehouse club experiment attached to 
a big-box location in Bristol. Online grocery 
is another focus area, with efforts to provide 
faster fulfilment via intermediaries seeing it enter 
new spaces, like pizza delivery as part of an 
assortment revamp that includes a new vegan 
range and the substitution of serviced counters 
for an expanded grab-and-go food option.
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Sainsbury’s is the number two UK 
supermarket operator, behind Tesco, with 
around 16 percent market share. Parent 
company Home Retail Group’s acquisition of 
general merchandise chain Argos has seen 
Argos collection points set up in Sainsbury’s 
stores, and there are plans to unite the two 
into a single multichannel business that 
optimises space, reduces costs and makes 
shopping more convenient. This is part of 
Sainsbury’s five-year plan, which also includes 
scrapping its “basics” range and launching 12 
new value brands in key categories including 
meat, fish, poultry and bakery.

While the brand has been innovating, 
launching a new On the Go urban 
convenience store format, it was the brand’s 
heritage that was at the heart of its Christmas 
2019 campaign. Its TV ad took viewers back 
in time to show the brand as part of British 
life 150 years ago, “Helping make Christmas 
since 1869”. Looking to the future, Sainsbury’s 
has committed £1 billion over 20 years to help 
it become a net-zero retailer across its own 
operations by 2040.

Standard Chartered is one of the UK’s 
largest banks, and operates in corporate and 
institutional, commercial, private banking, and 
retail segments. The bank launched “nexus”, its 
“banking as a service” solution, in early 2020, 
allowing digital platforms and ecosystems such as 
e-commerce and ride-hailing businesses to offer 
loans, credit and savings accounts featuring their 
own brands, aimed at serving an increasingly 
tech-savvy customer base seeking greater 
convenience. Standard Chartered has a focus on 
fast-growing markets, especially in Asia, where 
it has been developing innovative new services 
with a range of technology partners. Through a 
joint venture with Singaporean payment solution 
provider Assembly Payments, the bank is 
developing new e-commerce payment systems. 
The JV is behind the new Hong Kong virtual bank 
Mox, and the Solv service for small and medium 
businesses in India and other markets.

Sustainability is a key area of focus for the brand, 
which this year launched Opportunity2030, an 
investment map to show funding needs and 
opportunities that contribute to achieving the UN 
Sustainable Development Goals by 2030. 

Company
J Sainsbury Plc

Brand Value
US $2,403 Million 

Change since 2019
-13%

Headquarter City
London 

Industry
Retail

Year Formed
1869 

Company
Standard Chartered Plc

Brand Value
US $2,178 Million 

Change since 2019
-18%

Headquarter City
London 

Industry
Banks

Year Formed
1853

Company
Roofoods Limited

Brand Value
US $1,915 Million 

Change since 2019
+40%

Headquarter City
London 

Industry
Lifestyle Platform

Year Formed
2013 

Deliveroo is a food delivery service which 
partners with 80,000 UK restaurants, in 
over 100 towns and cities, serving more 
than 80 cuisine types. Its services and drive 
for innovation chime with the needs of a 
new generation of digital city-dwellers, 
fuelling the brand’s growth into 12 markets 
worldwide. The COVID-19 outbreak led 
to a sudden drop in demand for meals, 
and many of the restaurant and fast-food 
partners Deliveroo works with were forced 
to close. Several grocery retailers and 
convenience stores turned to Deliveroo for 
help fulfilling orders, as they faced a surge in 
demand that they were struggling to meet. 

The brand raised over £1.5 million during 
the pandemic to fund free meals for NHS 
workers, thanks to the support from 
customers and corporate partners. NHS 
staff could claim vouchers to pay for meals 
to be delivered either to hospitals or their 
homes. As restrictions eased and its food 
partners gradually reopened, Deliveroo 
ran a campaign celebrating the return of 
customers’ favourite meals.

27
EE is the UK’s biggest 4G mobile phone 
network, and has been a pioneer in the rollout 
of 5G services. Communications in 2019 
focused on the extent of EE’s 5G network and 
the difference that the extra speed can make 
to people’s lives. An EE-branded bus toured 
cities where the 5G network is available, 
demonstrating the service using the latest 
Samsung smartphones. Consumers could 
explore 5G streaming and try Nreal mixed-
reality glasses, as well as enjoy snacks and be 
in with a chance of tickets to the FA Cup Final 
and a Harry Styles concert. An augmented 
reality Bastille concert, streamed live to three 
cities where 5G is available, also illustrated 
the possibilities that 5G brings.

During the COVID-19 pandemic, EE provided 
NHS workers with unlimited free data, with 
long-time brand ambassador Kevin Bacon 
fronting a TV ad saying in which he says he 
hopes viewers in the UK are staying safe, and 
that he would “normally be making a joke, but 
not today”.

Company
BT Group Plc

Brand Value
US $2,341 Million 

Change since 2019
-9%

Headquarter City
Hatfield

Industry
Telecom Providers

Year Formed
2010
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The BBC is a public broadcaster with a mission 
to provide programmes and services that inform, 
educate, and entertain. The brand’s public 
service role was highlighted during the lockdown 
period of the COVID-19 outbreak through a 
series of initiatives, including the launch in April 
of the BBC’s biggest ever education offer – 
designed to ensure that every school student in 
the country could keep up their studies.

With TV schedules altered by fast-changing 
events and restrictions on production, the 
BBC experimented with new ways of creating 
programming without the usual live audiences, 
and by having studio guests following social 
distancing rules. New entertainment options 
were provided to help consumers get through 
lockdown, including TV ballet lessons, cooking 
programming, and a singalong on BBC radio. An 
evocative montage fusing real footage with Idris 
Elba reading the poem “Don’t Quit” was created 
to show how the virus was bringing communities 
closer in new ways. Internationally, BBC Global 
News has offered free ad slots for public service 
announcements around the virus.

Aviva is the UK’s leading insurance provider, 
with over 15 million customers in the 
country and 33 million around the world 
using its insurance, savings and investment 
services. The brand has launched a new 
product, Simple Life Insurance, aimed at 
clients who do not have time or funds for 
comprehensive cover; it does not require a 
medical, and provides simple cover based on 
the age of the person. Aviva has extended 
its long-running partnership with the bank 
Santander on the provision of home and 
life insurance to UK customers. The new 
agreement runs until the end of 2026.

Aviva has partnered with the British Red 
Cross since 2016, and during the COVID-19 
outbreak donated an additional £10 million 
support the British Red Cross Community 
Reserve Volunteer (CRV) programme in 
the UK, which helps the Red Cross support 
people coming out of hospital.

Mini is a classic heritage brand that works hard 
to stay current. The launch of its first all-electric 
car marks the latest in a series of moves to 
blend tradition with modernity after 60 years in 
the market with its iconic design and distinctly 
British personality. The launch was supported by 
an upbeat campaign led by out-of-home, online, 
print and social media advertising showing the 
original Mini in silhouette, gradually evolving 
into the latest, environmentally friendly version. 
Taglines included “Feels like remembering your 
password on the last try”. 

In the US, which is the largest of Mini’s 110 export 
markets, the brand’s communications have also 
been showing the richness of Mini’s history. “The 
Inner Drive” campaign uses creative imagery to 
tell the story of the moment that Alec Issigonis 
came up with the idea for the Mini, through to 
manufacturing and launch. To mark International 
Women’s Day in 2020, Mini celebrated the 
achievements of female rally driver Pat Moss 
and other prominent women drivers through a 
digital campaign #DoItForTheDrive. 

Company
British Broadcasting 
Corporation Limited

Brand Value
US $1,865 Million 

Change since 2019
-19%

Headquarter City
London 

Industry
Entertainment

Year Formed
1922 

Company
Aviva Plc

Brand Value
US $1,866 Million 

Change since 2019
-22%

Headquarter City
London 

Industry
Insurance

Year Formed
1696 

Company
Bayerische Motoren 
Werke AG

Brand Value
US $1,847 Million 

Change since 2019
-20%

Headquarter City
Munich

Industry
Cars

Year Formed
1959 
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NatWest is a retail and commercial bank 
focusing on digital innovation. In 2019, NatWest 
began a trial of voice-only banking, giving 
customers direct access to their accounts by 
talking through Google Home smart speakers. 
This first-in-market launch allows customers 
to ask about balances and recent transactions, 
though in future the service may also allow 
transfers and payment of bills. 

NatWest’s TV advertising this year centres 
on the feelgood factor that being smart 
about money can provide, showing a young 
girl proudly strutting across a supermarket 
carpark with the pound coin returned from 
her father’s trolley. The ad chimes with 
NatWest’s MoneySense programme, which 
for 25 years has toured schools to teach 
primary and secondary students how to 
become confident with money. The bank has 
announced a strategic focus on championing 
potential, and as part of this has launched the 
“Back Her Business” initiative to help women 
entrepreneurs prepare their business for 
crowdfunding. Its wider plan is to inspire and 
support 400,000 female-led businesses by 
2025 to help close the business gender gap.

ComparetheMarket.com has been a major 
disruptor in the insurance sector, offering 
quick online comparisons of the price, 
cover and features of car, travel, pet home 
and life insurance as well as energy tariffs, 
broadband and mobile phone packages, and 
financial products. The brand has found huge 
success with the use of Russian-accented 
meerkat characters in its advertising, which 
have featured as its ambassadors for over a 
decade. AutoSergei, a robotic version of one 
of these furry friends, is at the heart of ads 
for automated services that are designed to 
simplify customers’ lives. The brand has taken 
its penchant for humour into new platforms; 
in a campaign linked to the comedy character 
Dame Edna, ComparetheMarket.com created 
Instagram and Facebook filters that allow 
users to “wear” and personalise Dame 
Edna’s iconic glasses. During the COVID-19 
outbreak, parent company BGL announced 
£1.5 million in support for six charity partners 
and other worthy causes.

KitKat is iconic in the world of chocolate – a 
simple chocolate-covered wafer that has been 
produced in more than 350 flavours over the 
years. What’s changed in the past year is the 
idea that a KitKat is a budget purchase from 
a supermarket, convenience store or petrol 
station. Indeed, KitKat has gone premium 
and gone direct. The brand has launched 
its first direct-to-consumer offering: the 
KitKat Chocolatory provides unique premium 
flavours that are personalised and customised, 
and shareable digitally. Personalised, 
premium-priced eight-fingered KitKats were 
also made available from pop-up stores within 
30 John Lewis stores, offering such flavours as 
gin and tonic, priced at up to £14 per bar. 

Other innovations include two-finger biscuits 
in a range of new flavours, including birthday 
cake flavour; last year’s big new KitKat launch 
in the UK was a bright green bar, flavoured 
with matcha tea. Cherry cola and apple pie are 
being talked about as potential KitKat flavours 
of the future.

Marks & Spencer is one of Britain’s leading 
national retailers and is best known for its own-
brand clothing, homeware and food. Food has 
been the powerhouse of the business in recent 
years, and its standalone “Simply Food” small-
supermarket outlets are popular in high-traffic 
locations. In its most dramatic and high-risk shift 
in years, M&S struck a US$950 million deal for 
a 50 percent stake in online grocer Ocado. The 
agreement will instantly make M&S a real force in 
UK grocery e-commerce, an area in which it had 
previously had no presence. During the COVID-19 
outbreak, M&S launched online food boxes aimed 
at providing essentials to vulnerable people.

M&S is repurposing many stores, closing 
unprofitable ones and upgrading operations. In a 
push to promote its clothing range, jumpers rather 
than celebrities were the stars of the brand’s 2019 
Christmas TV ad, and in early 2020 M&S unveiled 
its first-ever standalone ad focused on denim in 
the leadup to the launch of its “Magic Jean” for 
women. M&S has also expanded into sportswear 
with a “Goodmove” range aimed at women.

Company
NatWest Group Plc

Brand Value
US $1,841 Million 

Change since 2019
-8%

Headquarter City
London 

Industry
Banks

Year Formed
1968 

Company
BGL Group Limited

Brand Value
US $1,703 Million 

Change since 2019
-7%

Headquarter City
Peterborough 

Industry
Price Comparison 

Year Formed
2006 

Company
Nestlé SA

Brand Value
US $1,810 Million 

Change since 2019
+8%

Headquarter City
Vevey, Switzerland 

Industry
Food 

Year Formed
1935 

Company
Marks & Spencer Group Plc

Brand Value
US $1,778 Million 

Change since 2019
-28%

Headquarter City
London 

Industry
Retail 

Year Formed
1884 
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ASOS was a UK pioneer in online fashion 
targeting consumers in their 20’s, but found 
itself in an increasingly crowded market for 
fast fashion online, and in 2019 had a difficult 
year and issued two profit warnings. The 
brand says it has now staged a turnaround, 
thanks to a bumper Black Friday and strong 
sales over the Christmas period. ASOS’s chief 
executive said the retailer had improved 
product choice, stock availability, presentation 
and social media engagement – and, crucially, 
had moved on from IT chaos in warehouses 
and a poor Black Friday the previous year.

In early 2020, ASOS began trialling its “See 
My Fit” Augmented Reality tool, which 
offers a simulated image of a given product 
on different body sizes and types. During 
COVID-19, ASOS donated clothing to front-
line NHS staff and launched limited-edition 
“heroes” t-shirts and hoodies, with profits 
from the sale of these items matched by 
ASOS and donated to coronavirus charities.

SSE is a supplier of domestic electricity and gas, 
and describes itself as a reliable and sustainable 
supplier of energy. The business became part 
of the OVO family in early 2020, alongside 
Boost, Spark Energy and OVO energy, helping 
make OVO one of the biggest suppliers in the 
UK, serving close to 5 million customers. The 
deal was announced as a way for SSE to better 
position itself for a low-carbon future. At around 
the same time, SSE revealed plans for a £100 
million wind farm project in Sunderland, adding 
11 turbines to the 35 already in operation.

In April, SSE announced it was developing 
electric vehicle charging sites at lock-up 
garages in London, working with InfraTech 
Property to combine rapid charging with 5G and 
Edge computing technology. The effort is in line 
with the Mayor of London’s aim to have 50,000 
chargers available across the capital by 2025. 
The brand is the sponsor of the SSE Arena 
in London, and SSE customers can get event 
tickets for the venue in advance of general sales. 

Company
ASOS Plc

Brand Value
US $1,680 Million 

Change since 2019
-30%

Headquarter City
London

Industry
Apparel

Year Formed
2000

Company
SSE Plc

Brand Value
US $1,635 Million 

Change since 2019
-5%

Headquarter City
Perth, Perthshire

Industry
Utilities

Year Formed
1998
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Morrisons is one of the so-called “Big Four” 
supermarkets in the UK, with a focus on 
food and grocery. It is also the UK’s biggest 
food producer, a fact that was core to its 
response to the COVID-19 outbreak this year 
as it sought to fulfil what it saw as its duty 
to “feed the nation”. 

Morrisons partnered with Deliveroo to 
deliver boxes of basic household items for 
same-day delivery, accepting orders over 
the phone as well as online so that people 
without an internet connection would not 
miss out. It also ramped up food production, 
extending working hours of its processing 
centres and hiring more staff, including 
drivers. Morrisons pledged to provide £10 
million worth of food to food banks at 
the height of the outbreak, and sped up 
payment to smaller suppliers to help keep 
their cash flowing. The brand’s Christmas 
2019 marketing highlighted Morrisons’ work 
in the community, especially its commitment 
to pass on unsold food to local charities.

Company
WM Morrisons 
Supermarkets Plc

Brand Value
US $1,687 Million 

Change since 2019
-20%

Headquarter City
Bradford

Industry
Retail

Year Formed
1899

40
The Co-op is a network of convenience 
stores and small supermarkets, and is the 
UK’s fifth-biggest food retailer. In April, the 
Co-op scrapped the Easter campaign it had 
planned and donated airtime to the work 
of Fareshare, a charity that tackles hunger 
and food waste, and created a new TV spot 
relevant to a consumer base in the midst of 
the COVID-19 lockdown. The new ad was 
a thank-you message to the people whose 
work was keeping the country going, with 
the tagline “Even though we’re apart, we 
can still help each other out”. In stores, the 
business urged shoppers to make donations 
at the till to support food banks. The brand 
had earlier announced a partnership with 
Mind UK, the mental health charity.

The Co-op this year launched its own 
meat-free brand as it seeks to cater to the 
growing vegan market, and is changing 
its packaging to reduce plastic waste, 
becoming the first UK retailer to introduce 
recyclable pizza packaging.

Company
Co-operative Group

Brand Value
US $1,529 Million 

Change since 2019
+1%

Headquarter City
Manchester

Industry
Retail

Year Formed
1844 
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ITV is the oldest and largest commercial 
TV network in the UK. It is best known for 
its nightly news and reality contests, and 
is home of the world’s longest-running 
serial drama, Coronation Street, which in 
February this year celebrated its 10,000th 
episode, watched by over 6 million people. 
New programming commissioned this year 
includes four drama shorts, “Isolation Stories”, 
to reflect life in the COVID-19 lockdown, as 
well as crime dramas and a special focus on 
“Captain Tom”, the senior citizen who raised 
millions for the NHS by walking laps of his 
garden. ITV has also renewed its partnership 
with Syco and Thames, extending its link with 
Simon Cowell’s talent contests to appear 
exclusively on ITV until 2024.

To help advertisers during the lockdown, ITV 
Commercial launched a new proposition, 
“ITV Hub Shout Outs”, enabling brands to 
quickly develop messages of support and 
gratitude and air them at a reduced rate. And, 
building on its support for mental health, ITV 
developed an updated version of its “Britain 
Get Talking” campaign urging people to 
reach out to elderly or vulnerable neighbours 
during the crisis.

The National Lottery is one of the most 
popular forms of gambling in the UK, having 
paid out over £69 billion in prizes and created 
more than 5,100 millionaires since its launch. 
The brand has this year launched a new 
identity that puts the iconic “crossed fingers” 
image of the National Lottery in the logo of 
every game the brand offers. The move is 
part of parent company Camelot’s three-year 
“Life Changing” strategy to bring the brand’s 
purpose – “Making Extraordinary Happen to 
Everyone” – to life and raise awareness of the 
range of games available. The brand’s online 
Instant Win Games and Scratchcards have 
been united this year under the umbrella 
brand “GameStore” across both digital and 
retail channels, to make it easier for people 
to play and to strengthen the association in 
people’s minds between these games and 
The National Lottery.

A large proportion of ticket sales goes 
towards funding community projects and 
national sporting programmes, to the tune 
of over £33 million per week. The National 
Lottery has raised £300 million in funding 
to provide support relating to the COVID-19 
pandemic.

Company
ITV Plc

Brand Value
US $1,525 Million 

Change since 2019
-20%

Headquarter City
London 

Industry
Entertainment

Year Formed
1955 

Company
Camelot UK Lotteries Ltd

Brand Value
US $1,422 Million 

Change since 2019
-17%

Headquarter City
Watford 

Industry
Gambling

Year Formed
1994

Company
Iberdrola SA

Brand Value
US $1,414 Million 

Change since 2019
+13%

Headquarter City
Glasgow 

Industry
Utilities

Year Formed
1901 

ScottishPower supplies gas and electricity 
to over 5 million households and businesses 
across the UK. The business has a major 
environmental focus, and early this year 
launched a new “green” tariff that will supply 
all of its energy from its own renewable energy 
projects. The business has announced plans 
for significant expansion of onshore windfarms 
across Scotland and possibly Ireland as part of 
what CEO Lindsay McQuade has described as 
an “ambitious pipeline of onshore renewables”. 
It is also planning to instal solar panels on 
windfarms to boost production. ScottishPower 
has launched Zero Carbon Communities in 
Glasgow as it seeks to help the city achieve its 
target of Net Zero emissions; the brand also 
sponsors Glasgow’s first fleet of e-bikes. 

The green side of the business is performing 
more strongly than the rest. In late 2019; 
ScottishPower blamed mild winter weather 
and the government’s cap on the price of 
energy for an 80 percent drop in profits for the 
year to date; a year earlier, freezing weather 
had brought a surge in energy consumption. 

42
Innocent began as three friends selling 
smoothies at music festivals and has grown 
into a multinational business. The brand has 
steadily extended the range from smoothies 
into juices, sparkling juice and dairy-free milks, 
and has now moved into shots combining 
fruit, vegetables and vitamins, designed for 
the health-conscious consumer on the go. 
The shots followed the launch of an Innocent 
Plus range of juices made with botanicals and 
vitamins as well as fruit and vegetables.

The brand has always had a somewhat 
cheeky persona, and it used this to provide 
some light relief during the COVID-19 
outbreak. Its Twitter feed promoted mischief-
making among people working from home, 
such as gate-crashing video conference calls, 
and helpfully announced the day of the week 
for those losing track of time. Innocent has 
announced the selection of a carbon-neutral 
design for a new processing factory in the 
Netherlands, which will produce 400 million 
bottles of juice a year and provide 190 jobs.

Company
Coca-Cola Company

Brand Value
US $1,475 Million 

Change since 2019
+12%

Headquarter City
London

Industry
Beverages

Year Formed
1999
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Legal & General provides a range of financial 
services, including mortgages, insurance, 
investments, pensions, life cover and 
retirement. In April this year, it announced 
a £150 million investment of its own, in the 
West Bar Square development in Sheffield, a 
mixed-use project that will accommodate 1,800 
workers. 

Legal & General promotes a mission to help 
people achieve financial security and enable 
them to be socially and economically useful in 
their communities. It also has a strong focus 
on sustainability and social justice, having 
been part of a campaign to promote women 
entrepreneurs and get more women in the UK 
boardrooms. This year it has increased pressure 
on corporate boards around the world on 
issues including climate change, remuneration, 
diversity and board governance. It opposed the 
election of more than 4,000 company directors 
globally in 2019 and launched sanctions against 
11 companies over environmental concerns. In 
response to COVID-19, Legal & General ramped 
up its research partnership with Edinburgh 
University into elderly social care, in recognition 
of the vulnerability of older people.

Very.co.uk is an online retailer offering men’s 
and women’s fashion, childrenswear, home 
goods, toys, electronics and beauty. The Very 
Group reports generating £2 billion a year 
in revenue from 4 million active customers. 
In the past year, Very has announced it is 
moving its fulfilment operations from Greater 
Manchester to the Skygate site near East 
Midlands Airport. The business says the 
shift will save around one million road miles 
per year, contribute to up to £25 million in 
efficiency savings, as well as enable next-day 
delivery on goods ordered as late as 10pm.

Brand communications in early 2020 urged 
people to express their individuality in the 
way they dressed, telling the story of a 
girl who loves monsters dressing up for a 
friend’s princess-themed birthday party. The 
TV, social media, print, radio and outdoor 
campaign followed a touching Christmas 
2019 ad showing residents of a street working 
together to treat an elderly man to a festive 
gift and meal with his neighbours.

Bet365 is an online gambling business 
offering sports betting, casino games and 
bingo rooms on the internet. The brand 
prides itself on innovation, and has a team 
of in-house developers working on new 
technology to set the brand apart from 
competing betting services. A new offer to 
UK customers launched early this year gives 
new joiners £100 in betting credits, as the 
brand seeks to broaden its user base and lure 
users of competing sites. Bet365 has a strong 
association with football and sponsors several 
Sky Sports football shows as well as Stoke 
City Football Club, whose home ground is 
named the bet365 Stadium. 

The brand has been expanding in the US, 
and in January partnered with Inspired 
Entertainment to launch virtual sports on its 
online sportsbook in New Jersey. Bet365 then 
became the first online betting operator to 
roll out Inspired’s new NFLA Legends Football 
game. An extension into Mexico, as Bet365.
mx, is the result of a long-term partnership 
with Colossus Bets.

Dulux is a paint brand that has a long history 
of innovation in the sector. It has pioneered 
many aspects of paint technology and urges 
householders to use colour to bring joy to their 
lives. One of its latest developments is Dulux 
EasyCare+, a durable matt paint that Dulux says 
prevents marking if plastic, rubber or wood is 
knocked against a wall. The product is available 
in 32 shades, including Dulux’s colour of the 
year for 2020, Tranquil Dawn, which is a grey-
green described by Dulux as “that colour that lies 
between the land and the sky on a misty morning”.

The brand has united its marketing for trade and 
consumer products with some organisational 
changes and a new advertising campaign, “Dulux 
Promises”, spanning TV, outdoor, digital and social 
media. The campaign marks a shift in focus from 
product promises to stories that generate a more 
emotional response at the same time as underlining 
product benefits. All products now feature the 
“Dulux Promise” icon, which represents a pledge 
to provide consistent colour, good coverage, and a 
replacement if customers are disappointed.

Company
Legal & General Group Plc

Brand Value
US $1,402 Million 

Change since 2019
-16%

Headquarter City
London 

Industry
Insurance

Year Formed
1836

Company
Shop Direct Group

Brand Value
US $1,341 Million 

Change since 2019
+5%

Headquarter City
Speke, Liverpool

Industry
Retail

Year Formed
2009 

Company
Bet365 Group Ltd

Brand Value
US $1,379 Million 

Change since 2019
-21%

Headquarter City
Stoke-on-Trent

Industry
Gambling

Year Formed
2000

Company
Akzo Nobel NV

Brand Value
US $1,375 Million 

Change since 2019
-6%

Headquarter City
Slough

Industry
Paints

Year Formed
1931 
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Costa Coffee is a coffee brand with more than 
2,600 stores and over 8,000 Costa Express 
machines across the UK. The business has a new 
CEO, with Dominic Paul succeeded in late 2019 by 
Jill McDonald, who has previously been in senior 
posts with Marks & Spencer and Halfords.

During the COVID-19 crisis, Costa pledged to 
supply one million free cans of ready-to-drink 
coffee to NHS staff and other frontline workers as 
a gesture of thanks. The brand’s community work 
focuses on the environment, and Costa Coffee is 
promoting recycling of coffee cups and supporting 
litter-picking events around the country in 
partnership with Keep Britain Tidy. It recently 
expanded its partnership with the food waste app 
Too Good To Go, enabling fans of the brand to buy 
unsold food at a discount to save it from being 
thrown away, and has pledged to use only cage-
free whole eggs in its products globally by 2025.

British Gas is the UK’s leading energy provider, 
serving customers with both gas and electricity. 
It launched a complete rebrand in early 2020, 
seeking to shift public perceptions away from 
the brand being “just” an energy supplier. In 
what the business has described as a “seismic” 
shift, it is building communications around 
the promise that it is “Here to solve”, showing 
products and services that it hopes will 
lead to a more emotional connection being 
formed between British Gas and consumers. 
The animated animals that have featured in 
British Gas advertising for five years have been 
scrapped as part of the rebrand.

As environmental concerns mount, British Gas 
has launched a “green” tariff, which includes 
renewable sources of electricity. And, in 
response to the COVID-19 outbreak, British Gas 
partnered with the Trussell Trust network of 
food banks, with their engineers and other staff, 
collecting and delivering food parcels to people 
in need.

The BrewDog craft beer brand takes an 
anti-establishment approach to both the 
category and its communications. This 
year, it has also taken a fresh look at the 
company structure, giving fans of the brand 
a stake in the business if they traded in 50 
empty beer cans as part of a plan BrewDog 
said charted “a new course for business as it 
balances profit with people and the planet”. 

During the COVID-19 outbreak the brand’s 
founders announced they would take a 
salary cut in order to protect workers’ jobs 
and switched production at BrewDog’s 
Aberdeen distillery to hand sanitiser. And to 
help lift people’s mood while its bars were 
shut, BrewDog created a digital version of 
the traditional bar experience to encourage 
regulars to get together online for quizzes, 
live music and homebrewing masterclasses.
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Company
Coca-Cola Company

Brand Value
US $1,332 Million 

Change since 2019
-12%

Headquarter City
Dunstable

Industry
Fast Food 

Year Formed
1971

Company
Centrica Plc

Brand Value
US $1,298 Million 

Change since 2019
-31%

Headquarter City
Windsor

Industry
Utilities

Year Formed
1812

Company
BrewDog Plc

Brand Value
US $1,179 Million 

Change since 2019
-3%

Headquarter City
Ellon

Industry
Alcohol

Year Formed
2007
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52 54
53 55RBS is a heritage brand in the banking sector, 

and is investing in the latest technology in 
order to remain relevant to new generations 
of consumers. Having earlier expressed an 
interest in buying digital bank Monzo, RBS 
launched its own online-only standalone rival, 
called Bó, in late 2019, but this was closed 
within a few months. To engage millennials with 
its standard banking offerings, RBS is using 
Spotify as a marketing tool, with sponsored 
“Easy Wins” sessions highlighting the ease with 
which RBS services can be used. The segments 
are aimed at helping millennials better manage 
their finances. RBS is to change its name to 
NatWest Group this year, though RBS branches 
will continue to carry the RBS branding.

RBS plans to reduce its energy consumption by 
40 percent of 2015 levels by 2025, is switching 
to electric company cars, and encouraging 
staff to switch to electric vehicles by installing 
more charging points. RBS is also partnering 
with social enterprise auticon UK, which 
employs IT consultants who are on the autism 
spectrum.

Waitrose is an upmarket supermarket chain with 
349 stores across the UK. The brand positions 
itself as a champion of British produce and 
fair treatment for suppliers and customers to 
encourage sustainable healthy living. Early this 
year, a restructuring of Waitrose and department 
store stablemate John Lewis brought both 
brands together to be run as a single business, 
with a slimmed-down management team. The 
structure, known as the “Future Partnership” is 
designed to reduce costs by £100 million a year 
and better position Waitrose and John Lewis in 
an increasingly challenging retail environment. In 
April, former Sainsbury’s executive James Bailey 
was appointed executive director for Waitrose.

In early 2020, Waitrose created a series of “slow 
TV” spots focusing on the quality and taste of 
staple food items such as eggs, olive oil and 
sourdough. The tagline, “You can taste when it’s 
Waitrose & Partners”, underscores the brand’s 
premium positioning. Waitrose is also continuing 
its efforts to tackle plastic waste with a long-
term “Partners against Waste” campaign.

Grand Theft Auto (GTA) is a series of action-
adventure games that centres on motor vehicle 
theft. The series launched in 1997 and has been 
gradually updated and upgraded as technology 
has improved and gamers’ preferences have 
evolved. There have been seven standalone 
games and four expansion packs. Grand 
Theft Auto III, the third launch in the series, is 
considered a landmark title in the gaming world, 
as it brought the series to a three-dimensional 
setting and a more immersive experience. 
The series has been critically acclaimed and 
commercially successful, having shipped more 
than 280 million units with an estimated gross 
revenue of over $9 billion, making it the fourth-
highest selling video game franchise of all time. 
It has been controversial, though, given its adult 
nature and violent content. In 2006, Grand 
Theft Auto was featured in a list of British 
design icons in the Great British Design Quest 
organised by the BBC and the Design Museum. 
In 2013, The Telegraph ranked Grand Theft Auto 
among Britain’s most successful exports.

Boots is the UK’s leading pharmacy-led health 
and beauty retailer, with more than 2,500 stores 
across the UK, more than 600 Boots optician 
practices and almost 500 hearing care stores. 
During the COVID-19 outbreak, Boots was 
declared an essential retailer, and hired more than 
500 extra drivers to help deliver prescriptions 
to customers who could not get to a pharmacy. 
Boots also launched a range of healthcare, toiletry 
and baby care product bundles to help people 
get the products and advice they needed.

A key area of focus prior to the outbreak was the 
environment, with Boots in February launching 
a range of tights made from recycled plastic 
bottles. It had already switched from plastic to 
paper bags, introduced water refill stations in 
stores, and removed 148 tonnes of plastic from its 
Christmas 2019 range, with the aim of eliminating 
plastic entirely from its online supply chain this 
year. Boots also supports The Hygiene Bank’s 
efforts to end hygiene poverty in the UK, passing 
toiletries and essential items donated in its stores. 

Company
Natwest Group Plc

Brand Value
US $1,163 Million 

Change since 2019
-23%

Headquarter City
Edinburgh 

Industry
Banks

Year Formed
1727

Company
John Lewis Partnership Plc

Brand Value
US $1,120 Million 

Change since 2019
-9%

Headquarter City
Bracknell 

Industry
Retail

Year Formed
1904

Company
Take-Two Interactive 
Software Inc 

Brand Value
US $1,137 Million 

Change since 2019
NEW ENTRY!

Headquarter City
New York City 

Industry
Entertainment

Year Formed
1993

Company
Walgreens Boots 
Alliance Inc

Brand Value
US $1,102 Million 

Change since 2019
-36%

Headquarter City
Nottingham

Industry
Retail

Year Formed
1849
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With more than 280 planes serving over 170 
destinations in more than 70 countries, British 
Airways is the largest British airline based 
on fleet size. It has suffered tremendously 
as a result of the COVID-19 pandemic, and 
has warned that it may have to cut up to 
12,000 jobs. Early on in the outbreak, more 
than 30,000 were suspended under the 
government’s furlough scheme, but as time 
went on the warnings became bleaker, and 
BA was one of several UK airlines taking court 
action to fight a 14-day quarantine for arrivals to 
the UK. British Airways was able to help with the 
practical fight against the virus, adding extra 
flights from China to bring in essential medical 
equipment when the need was most acute.

Prior to the outbreak, BA had been running 
a light-hearted campaign playing on 
holidaymakers’ competitiveness in planning 
and describing their dream trips. “Clever you” 
was a nod to travel smugness and a pointer 
to the services BA offers beyond flights. BA 
is the official airline partner for Team GB and 
Paralympics GB for the now-postponed Tokyo 
Olympic and Paralympic Games.

William Hill is the largest of the “big three” 
land-based UK bookmakers. As one of the 
older players in a sector that is increasingly 
going digital, it has a large network of 
betting shops – over 2,300 around the UK –  
though several hundred were due to close 
this summer as part of the brand’s push 
to become a “digitally led, internationally 
diverse gambling company”. William 
Hill serves around 2.4 million customers 
online every year, and operates in several 
international markets, including Australia, 
the US and Italy. It is expanding in the US, 
where it this year announced a sports 
betting, media and technology partnership 
with CBS Sports that will give William Hill 
access to millions of US sports fans.

Brand communications include a campaign 
in late 2019 promoting the social aspect 
of gambling. The “It’s who you play with” 
campaign showed a group of friends 
messaging one another about their bets, 
focusing on fun and friendship.
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The Nationwide is the UK’s second-largest 
mortgage provider and offers savings 
accounts, current accounts, credit cards, 
ISAs and personal loans. The structure 
of the business means it operates for 
the benefit of its members (customers); 
Nationwide ranked second in Kantar’s CX+ 
Report 2019, making it is one of the most 
customer-centric financial services brands 
in the country. 

The business recently invested in business 
banking technology provider BankiFi, and 
Switchd, a company that automatically 
switches customers to the energy supplier 
offering the best deal for them, as part 
of its £50 million Venturing Fund. The 
Nationwide has also been encouraging 
homeowners to make environmentally 
beneficial improvements to their property 
by offering reduced interest rates on 
lending for “green” projects. In the latest TV 
ads created as part of Nationwide’s “Voices” 
campaign, the brand has sought to shine 
some hope into people’s lives and urge 
them to look to a future beyond the COVID 
pandemic. They show real-life stories of 
Nationwide helping customers in the early 
days of the lockdown by reducing fees and 
offering payment holidays. 

Reebok is a global athletic apparel and 
footwear brand that has been part of the 
adidas stable since 2005. The brand has for 
several years worked with influential celebrities 
from the worlds of fashion, music, design 
and art, as it urges consumers to “Sport the 
Unexpected”. Mixed martial artist Conor 
McGregor featured in an animated fighting 
ring in a recent advertising spot to launch 
Reebok’s Zig Kinetica shoes, fighting off toys 
in his son’s messy bedroom thanks to the 
energy-return properties of the shoes. Rapper 
Cardi B, meanwhile, performed a runway show 
for the Zig Kinetica using a doorbell camera in 
a high-energy Instagram video of her and her 
friends dancing up to a suburban front door. 

The brand has also been promoting female 
empowerment in its 2019 campaign, “It’s a 
Man’s World”, featured women who have 
challenged cultural and gender stereotypes. 
And it has announced plans for the launch 
of vegan, plant-based performance running 
shoes, building on the sustainability work done 
with the launch of its Cotton + Corn collection. 

56Company
International Consolidated 
Airlines Group SA

Brand Value
US $1,040 Million 

Change since 2019
-27%

Headquarter City
Waterside,  
Harmondsworth 

Industry
Travel Services

Year Formed
1919 

Company
William Hill Plc

Brand Value
US $1,038 Million 

Change since 2019
-10%

Headquarter City
London

Industry
Gambling

Year Formed
1934 

Company
Nationwide Building Society

Brand Value
US $998 Million 

Change since 2019
-18%

Headquarter City
Swindon

Industry
Banks

Year Formed
1846 

Company
adidas AG

Brand Value
US $986 Million 

Change since 2019
-2%

Headquarter City
Boston, US

Industry
Apparel

Year Formed
1958
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61 62
MoneySupermarket.com is a website enabling 
consumers to compare prices on a range of 
products, including credit cards, loans and 
mortgages. A new energy auto-switching 
service was launched in 2020, and in its 
communications around the feature highlights 
in a novel way the peace of mind that can 
be achieved by using it. Advertising shows a 
man running through a bear-infested forest 
before reaching a beautiful waterfall, where 
he finds a chilled-out bear floating on a pink 
lilo. The work is a continuation of the “Get 
Money Calm” campaign launched in 2019, 
helping people feel less “aaaaargh” and more 
“aaaaaahhhhh” about their finances. During 
the COVID-19 outbreak, MoneySupermarket 
launched a mortgage payment holiday 
calculator to help people work out the 
long-term impact of taking up the option 
of a suspension of repayments. The tool 
was provided free to charities, consumer 
organisations and lenders, with the option 
for lenders to customise it on their own sites. 
CEO Mark Lewis has announced plans to step 
down.

TransferWise is a money transfer service 
offering multi-currency accounts and 
supporting more than 750 currency routes. 
The business has grown quickly since its 
launch nine years ago; it reports having over 
7 million customers who use TransferWise 
to move more than £4 billion every month. 
TransferWise has attracted high-profile 
investors, including Sir Richard Branson and 
PayPal founders Max Levchin and Peter Thiel. 
An investment round in mid-2019 raised $292 
million and gave the company a valuation of 
$3.5 billion, more than double the valuation 
TransferWise achieved in late 2017 at the 
time of its $280 million Series E round. 
TransferWise promotes itself as “the clever 
way” to convert money and send it abroad, 
bypassing banks and their “unfair” exchange 
rates to make transfers more transparent, with 
a genuine exchange rate and a fee that is easy 
to see. It operates in multiple languages online 
and has 14 offices and over 2,200 employees.

Company
Moneysupermarket.com 
Group PLC

Brand Value
US $937 Million 

Change since 2019
-12%

Headquarter City
Ewloe, London  
and Manchester

Industry
Price Comparison 

Year Formed
1993

Company
TransferWise Limited 

Brand Value
US $831 Million 

Change since 2019
NEW ENTRY!

Headquarter City
London

Industry
Payments

Year Formed
2011
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60
Betfair is an online gambling service with a 
focus on sports fans. The brand has been a 
strong advertiser on television, using tongue-
in-cheek messaging to help it stand out in a 
highly competitive market. In the past year, 
however, it has shifted its focus from TV to 
digital communications, a move that coincides 
with an agreement by the biggest betting 
services in the UK not to advertise “whistle to 
whistle”, during live sporting events. The new 
approach involves a series of 40 short videos 
created primarily for use online, in which real-
life scenarios and analogies are used to help 
simplify the betting process. The films take 
inspiration from Oscar-winning film The Big 
Short; they are fronted by actor Clive Owen and 
promote the Betfair Betting Exchange, a peer-
to-peer betting system. During the COVID-19 
lockdown in the UK, Betfair was among a group 
of betting brands that pulled their TV and radio 
advertising at the request of MPs. Advertising 
time that had already been booked and could 
not be cancelled was replaced with safer 
gambling messages and donated to charities.

Company
Flutter Entertainment Plc

Brand Value
US $967 Million 

Change since 2019
-12%

Headquarter City
London and Dublin

Industry
Gambling

Year Formed
2000

63
Admiral is best known as a car insurer 
and for its multi-car product, which offers 
discounts for households insuring more than 
one vehicle. It also offers home insurance and 
provides lower premiums to customers who 
cover their home and vehicles with Admiral. 
The business has over 7,000 members of 
staff and is consistently voted one of the best 
places to work thanks to its emphasis on 
employee wellness. In April this year, Admiral 
announced it would be returning £110 million 
to its car and van insurance policyholders in 
recognition of the fact few people had been 
driving due to the COVID-19 lockdown. The 
sum was roughly equivalent to a month’s 
premium. Admiral Group CEO David Stevens 
is to retire from his post in early 2021, to be 
replaced by Milena Mondini de Focatiis, the 
Group’s current Head of UK and European 
Insurance. Stevens co-founded Admiral and 
has been Group CEO since May 2016.

Company
Admiral Group Plc 

Brand Value
US $824 Million 

Change since 2019
+6%

Headquarter City
Cardiff

Industry
Insurance

Year Formed
1993 
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64
The Bank of Scotland is the oldest Scottish bank, 
and has 290 branches across the UK, including 
mobile branches in vans to serve more remote 
communities. In late 2019 Bank of Scotland 
launched its Argyle Street, Glasgow, branch as a 
“flagship” designed to meet the changing needs 
of customers. With a dedicated business hub, a 
home-buying service and barista-brewed coffee, 
the branch also offers extended opening hours 
and live events, and serves as a test branch for 
emerging technologies. New polymer £20 notes 
issued by the bank feature Sir Walter Scott, 
The Mound in Edinburgh, the Forth Bridge, and 
the Queensferry Crossing. An auction of notes 
featuring collectable serial numbers raised over 
£110,000 for Mental Health UK. 

Early this year, Bank of Scotland customers 
became the first to benefit from a new 
“confirmation of payee” service to protect 
transfers from fraudsters and provide peace 
of mind that transfers will reach their intended 
recipient.

Company
Lloyds Banking Group Plc

Brand Value
US $819 Million 

Change since 2019
-30%

Headquarter City
Edinburgh 

Industry
Banks

Year Formed
1696 

65
Jaguar is a quintessentially British car, used 
by several British prime ministers as well as 
members of the royal family. The brand has 
been heeding the consumer call for more 
environmentally friendly vehicles and has 
been gradually developing electric versions 
of its most popular models. The electric 
Jaguar I-Pace has won a string of motoring 
industry awards, including World Car of 
the Year 2019 and World Green Car. To 
mark World Animal Day, Jaguar released a 
fun film featuring the electric I-Pace and a 
range of animal friends. Jaguar Land Rover 
is aiming for what it calls Destination Zero: 
a world with zero emissions, accidents and 
congestion. Other recent communications 
include the Just Imagine campaign, a series 
of six films directed by James Bond veteran 
William Bartlett and starring the new F-Type 
sports car. The films urge viewers to “Just 
Imagine” the thrill of driving the F-Type. 

This summer, Jaguar Land Rover announced 
it was cutting 1,100 contractor jobs as 
part of a “transformation programme” to 
become more efficient and support the 
business through a highly challenging time. 
The COVID-19 pandemic shut showrooms 
and factories, and caused vehicle sales for 
all manufacturers to plummet.

Company
TATA Motors Ltd

Brand Value
US $798 Million 

Change since 2019
-37%

Headquarter City
Whitley, Coventry

Industry
Cars

Year Formed
1922

Royal Mail was the UK’s and the world’s first postal and courier system. It is the only delivery 
service offering a “one price goes anywhere” domestic mail service, six days a week, to more than 
29 million UK addresses. Steady declines in the number of letters being sent have led Royal Mail 
to focus on the growing parcel trade thanks to e-commerce, and it has been trialling innovative 
delivery services such as zero-emission e-Trikes. Early this year, Royal Mail announced the rollout 
of 87 electric vehicles at one of its largest mail centres, in London, as part of its £34.5m Optimise 
Prime project, which links leading power, technology, fleet and transport companies.

Royal Mail’s service was uninterrupted during the COVID-19 outbreak; the business committed 
£25 million to protective equipment and delivered the government’s advice on how to stay safe 
to around 30 million homes. To show their support for posties, residents were urged to give a big 
“thumbs up” to their local delivery person, from a safe distance. Prior to the pandemic, Royal Mail 
ran another in its series of advertisements linked to the James Bond franchise, this time featuring 
Blofeld’s fluffy white cat.

66Company
Royal Mail Plc 

Brand Value
US $772 Million 

Change since 2019
-32%

Headquarter City
London 

Industry
Logistics

Year Formed
1516
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John Lewis is a department store and omni-
channel retailer. In 2019, the brand teamed up 
with its supermarket stablemate Waitrose to focus 
on synergies the two could achieve together by 
providing both food and non-food opportunities. 
The 2019 Christmas season was the first time that 
the two brands joined forces in their advertising, 
in a campaign that used a dragon character 
called Edgar to deploy the humour that Waitrose 
is known for, as well as the emotion that always 
accompanies a John Lewis Christmas ad. The 
concept was applied across media platforms, 
including a Snapchat lens. Christmas provided 
disappointing sales, however, and John Lewis 
managing director Paula Nickolds stepped down 
in January.

In April, in response to restrictions on physical 
shopping due to COVID-19, John Lewis launched 
virtual versions of services such as home styling. 
It also launched a new online hub on its web 
site, “Your Partners Through it All”, to provide 
inspiration and activities linked to crafting, 
cooking, homes and gardens.

Berkeley has grown from a small-scale 
construction business, building just four 
homes in its first year of operation, to one 
of the leading developers in the country. 
Its goal is centered on urban regeneration, 
and it aims to build over 95 percent of its 
developments on brownfield land. The 
Berkeley Homes, St George and St James 
brands are all part of the Berkeley Group. 
Its developments focus on sites in London 
and the southwest of England. The business 
built more than 3,600 homes in 2019 and is 
the developer behind several of the capital’s 
luxury apartment blocks, including One 
Blackfriars. The founder of Berkeley, Tony 
Pidgley, remained the company’s chairman 
until his death in June this year. In March 
2020, during the COVID-19 pandemic in 
the United Kingdom, Berkeley said that 
coronavirus had cost it £80 million in just six 
weeks due to restrictions on movement and 
the forced closure of building sites. In June, 
the company announced it was consulting 
on up to 200 redundancies; sales, revenue 
and profits were all significantly down. 

Hiscox is a specialist insurer that 
underwrites a diverse range of personal and 
commercial insurance risks. It operates in 
14 countries around the world, and in the 
UK, Hiscox provides home insurance cover 
for over 60,000 homes. In late 2019, Hiscox 
launched its FloodPlus AR app, using 
augmented reality to bring to life the threat 
to coastal towns and cities due to rising 
sea levels. This year, Hiscox has announced 
a partnership with LeakBot, the smart 
water leak alarm, to provide its leading 
leak detection system to customers. The 
move makes Hiscox the first UK insurer to 
offer a free LeakBot to all new and existing 
buildings insurance customers; if the device 
detects a leak, it notifies the customer and 
links them with experts who can help find 
and fix the problem. The Hiscox Group has 
a strong charitable arm and in 2019 donated 
over $1 million to more than 180 charities 
around the world. Its focus is on education, 
medical science, the arts, independent 
living for the elderly, and disadvantaged or 
vulnerable members of society.
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67Company
John Lewis Partnership Plc

Brand Value
US $768 Million 

Change since 2019
-11%

Headquarter City
London

Industry
Retail

Year Formed
1864

68 69
Company
Berkeley Group 
Holdings Plc

Brand Value
US $701 Million 

Change since 2019
NEW ENTRY!

Headquarter City
Cobham

Industry
Real Estate

Year Formed
1976

Company
Hiscox Ltd

Brand Value
US $679 Million 

Change since 2019
-26%

Headquarter City
Hamilton, Bermuda

Industry
Insurance 

Year Formed
1901
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72
73

70
Gordon’s Gin, named after Alexander Gordon, 
was created more than 200 years ago and 
is now the world’s best-selling gin, sold in 
over 180 countries. The brand says that a 
bottle of Gordon’s is sold somewhere in the 
world every six seconds. It is distilled using 
ingredients that led to it is being recognised 
as the “ginniest” of gins, designed to 
contribute to the perfect G&T. London Dry 
is the classic Gordon’s product, though the 
range has been expanding with flavoured 
blends including Premium Pink Gin, Elderberry 
and – new in 2020 – a Sicilian Lemon variety 
and a Mediterranean Orange Gordon’s. In late 
2019, Gordon’s created a branded experience 
to spice up London commuters’ journey home, 
with “The Gordon’s Line” taking passengers 
along the Thames, with complimentary G&T, 
snacks and a saxophonist for entertainment. 
During the COVID-19 lockdown, Gordon’s 
partnered with Kaya FM to launch a radio 
conversation series to support people in the 
hard-hit entertainment industry.

Littlewoods is a digital retailer selling 
everything from clothing and electrical goods 
to products for the home and garden. It has 
its origins in mail-order catalogues but is 
now online only. In the past year, Littlewoods 
has added Topshop and Topman products 
to its line-up of more than 500 fashion 
brands, thanks to a deal between Topshop 
owner Arcadia Group and Littlewoods parent 
company Shop Direct. Topshop Beauty 
products will be available, as well as clothing, 
footwear and accessories. Littlewoods has a 
long history of celebrity collaborations, and 
this year launched an online-only campaign 
featuring Love Island winner Amber Rose 
Gill. Shop Direct has been facing challenging 
times, even before COVID-19 forced stores to 
close temporarily. It suffered a severe loss in 
2019, attributed to payouts linked to historic 
payment protection insurance policies.

Company
Diageo Plc

Brand Value
US $651 Million 

Change since 2019
NEW ENTRY!

Headquarter City
London 

Industry
Alcohol

Year Formed
1769 

Company
Shop Direct Group 

Brand Value
US $595 Million 

Change since 2019
-13%

Headquarter City
Liverpool 

Industry
Retail

Year Formed
1923

Company
boohoo Group Plc

Brand Value
US $583 Million 

Change since 2019
NEW ENTRY!

Headquarter City
Manchester 

Industry
Apparel

Year Formed
2006 

Boohoo is a fashion brand targeting women 
of the “Instagram generation”, aged 16 to 30, 
with clothing it designs and sources itself. 
The brand claims not to take life or fashion 
too seriously, and is highly active on social 
media with over 10 million followers around 
the world. The brand has also launched a 
weekly podcast, featuring a different guest 
every issue, to discuss issues of interest to its 
customer base. While Boohoo’s home market, 
the UK, is the biggest contributor to sales, it 
is also popular in the US and recently opened 
in Australia. Growing concerns around the 
impact of fast fashion on the environment has 
spurred Boohoo into a focus on sustainability, 
with the launch of its For The Future capsule 
collection made from recycled fibres, and 
initiatives to encourage people to keep 
wearing old clothes, or renew or recycle 
them. The lockdown period due to COVID-19 
proved a boon for Boohoo, with sales of casual 
clothing helping send sales up 30 percent 
on usual levels. The business also went on an 
acquisition spree, bringing Karen Millen, Coast, 
Oasis and Warehouse into the boohoo Group.

71
Standard Life is an insurance and investment 
provider working with customers who come to 
the brand directly, as well as via employer or 
financial advisor referrals. Savings and pension 
plans are sold in the UK, Ireland, Germany 
and Austria and, through a joint venture with 
Tianjin TEDA International, Standard Life has 
established a pensions and insurance presence 
in China, a key market because of its large and 
ageing population. In light of the COVID-19 
pandemic, chief executive Keith Skeoch has 
warned that the outlook for Standard Life 
and the insurance sector more broadly is 
“turbulent”. In response, the business has been 
diversifying revenue streams and focusing on 
financial discipline. Standard Life has been 
widely applauded for introducing a new policy 
for staff who become parents, which provides 
nine months on full pay for all new parents, 
including those who adopt or have a child 
through surrogacy. Standard Life has also made 
headlines with its decision not to be part of the 
World Economic Forum’s meeting in Davos next 
year, dismissing it as divisive, especially in light 
of the challenges people face due to COVID-19.

Company
Phoenix Group Holdings Plc, 
and Standard Life Aberdeen Plc

Brand Value
US $644 Million 

Change since 2019
-7%

Headquarter City
Edinburgh

Industry
Insurance

Year Formed
1825
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Revolut is a British-born digital banking brand 
with global ambitions; its services are currently 
available only in Europe and, since March this 
year in the United States, but the business has 
plans to expand soon into Australia, Singapore 
and Hong Kong. Revolut is growing fast, 
reporting in late 2019 that it was opening around 
7,000 new accounts per day and processing 
$3 billion in transactions per month. Customers 
can choose from different account types with 
a range of benefits and fees according to their 
needs. Services include international transfers, 
a pre-paid debit card that can be used at 
cashpoints in 120 countries, a cryptocurrency 
exchange, and insurance. A Junior account to 
help parents teach children about managing 
money was launched in 2020. Revolut started 
out as a pre-paid debit card, and only became 
a fully-fledged bank in 2019. In March, it was 
reported that the latest funding round for 
Revolut had raised $500 million, valuing the 
business at $5.5 billion. Revolut has said it will 
use the latest injection of cash to expand in 
Europe, begin offering consumer and business 
loans, and improve customer service.

Aquafresh produces a range of oral hygiene 
products but is best known for its distinctive 
triple-stripe toothpaste. The original 
Aquafresh toothpaste had just two stripes, 
blue and white, to represent the twin benefits 
of using it: fighting tooth decay and having 
fresh breath. A third stripe, in red, was later 
added to represent an additional benefit, 
healthy gums. The brand has traditionally 
focused its communications on encouraging 
healthy oral care habits in children; in 2019, 
it launched a year-long partnership with 
Disney featuring “Captain Aquafresh”. Sales 
have been declining, however, so in 2020 
Aquafresh changed its approach, with a 
focus on new flavours. Aquafresh Splash is 
a strawberry and mint flavoured toothpaste 
for children, while two flavours have been 
developed for adults: Energising Grapefruit, 
Lemon & Mint, and Refreshing Watermelon, 
Cucumber & Mint. Earlier this year, the brand 
seized on an opportunity in the Netherlands 
to “claim” over 1,500 blank white billboards 
by sticking temporary Aquafresh toothpaste 
stickers on them. The spaces had to be left 
blank by the NS (National Railways) due to a 
tendering irregularity, and Aquafresh spotted 
a chance to unofficially promote its White & 
Shine paste. 

Company
Revolut Ltd

Brand Value
US $582 Million 

Change since 2019
NEW ENTRY!

Headquarter City
London 

Industry
Banks

Year Formed
2015 

Company
GlaxoSmithKline Plc

Brand Value
US $582 Million 

Change since 2019
NEW ENTRY!

Headquarter City
Brentford 

Industry
Personal Care

Year Formed
1973 
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WHAT’S THE PURPOSE 
OF PURPOSE?
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The value of being a good 
citizen at a time of crisis

Lisa Story
Chief Strategy Officer

BCW
Lisa.Story@bcw-global.com

As we have fought against COVID-19, 
we have expected businesses and 
brands to join us. How they have done 
that and the impact they have had on 
us, on UK society, depends on what we 
could call the power of their purpose.

That power of purpose can be assessed in 
three critical areas:

 The clarity of their purpose and the 
extent to which it avoids “generics” to 
focus on unique and core capabilities, 
products or services. 

 The level to which it is embedded at 
the core to the business or brand, 
driving strategies that deliver value 
to and beyond customers, to other 
stakeholders and to society at large. 

 Finally, the level of commitment with 
which it has been invested in and 
acted upon to create value over time. 
To what extent is the value of purpose 
measured, evaluated for example? We 
only manage what we measure.

BCW is one of the world’s 
largest full-service global 
communications agencies. 
BCW delivers digitally 
and data-driven creative 
content and integrated 
communications programmes.

www.www.bcw-global.com

Some may have recently questioned the value 
of purpose as an idea to drive business growth, 
reputation, equity or brand value. But this has 
only happened where there has been a failure to 
fully embrace purpose as it should be; content 
masquerading as purpose; a beautifully crafted 
story for marketing purposes, where the telling is 
more important than the doing. This is purpose 
without power. You can hear the artfully selected 
soundtrack tugging on your heart strings now. 
Or when purpose has been permission to engage 
in society’s problems as an indirect way to get 
attention. Marketing through society’s back door. 
Often marked by a complete disconnect between 
the core product or service and an issue which 
goes way beyond the inauthentic. I won’t give 
examples, but these are the thermals of Twitter 
storms. We all know what I mean.

Some brands will get it right;  
some will get it wrong
At a time of crisis, businesses and brands 
that receive positive attention, earn coverage, 
conversation and advocacy are those who are 
have already been delivering on purpose fully 
and can now flex with renewed intent. They have 
not just worked out the “why”, neatly captured 
in PowerPoint or creative briefs, but have been 
focused on delivering the “what” for some time 
throughout the business. They’ve closed the gap 
between the two because they believe in the 
importance of behaving like citizens, with the 
responsibility that brings. 

01

02

03

When faced with COVID-19, 
they’ve been able to work out 
quickly how to authentically and 
meaningfully deliver their purpose 
for good, staying true to their 
core product and service and 
leveraging their scale to benefit 
society. We’ve seen brands 
such as LVMH, Dyson and Tesco 
receiving such positive reactions 
because they have shown 
empathy and understanding 
of the British people and their 
concerns. And they have worked 
hard to meet them. They know 
people are worried personally 
about their health, family, jobs, 
security and about society; the 
economy, businesses, the frontline 
workers, the NHS. Brands with 
powerful purpose know there is a 
right and wrong way to respond, 
and can see clearly what their role 
should be.

Getting it right isn’t easy
It’s not surprising that sectors such as supermarkets, healthcare and 
logistics have been performing well given the nature of this crisis 
and the needs of people, particularly employees, customers and the 
vulnerable. Overall, retail hasn’t been doing too badly either. 

The British public is fully appreciative of those businesses and 
brands who have joined them in this fight. This is important, since 
we know that what happens at the eye of the storm will come under 
scrutiny later and impacts the love, trust and value that a brand will 
garner longer-term. 

The British public is also fully aware that there is that critical 
difference between talk and action. Research by WPP company 
PSB (in its Consumer Expectation Monitor) conducted when Brits 
were confined to their homes for all-but-essential outings, showed 
that nearly half (46 percent) of people agreed that “lots of brands 
say they are helping with the fight against Coronavirus, but few 
are taking real action”. They were casting a cynical eye over what 
businesses were doing, and 61 percent believed that “some are 
taking advantage of the pandemic for their own benefit”. This could 
be true, or it could be an unfair perception and a case for better 
communication.

It’s not enough to tell your customers you love the NHS. What 
are you doing for the NHS? But deciding who and how to help in 
a situation such as this isn’t necessarily straightforward. Because 
any action will be a diversion from current strategy, and will require 
investment, change, risk. If the power of purpose is strong and there 
is strong internal alignment and focus already, then the process of 
deciding action will be easier. And we’ll all thank you for it. 
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Kantar is the world’s leading 
evidence-based insights and 
consulting company. We 
help our clients understand 
people and inspire growth.

www.kantar.com
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Andrew Nelson
Client Director, Media Division

Kantar
Andrew.Nelson@kantar.com

BrewDog is a Scottish craft 
brewery and pub chain 
operating 48 bars and a 
hotel. The brand takes an 
anti-establishment approach 
to the category and its 
communications, and has a 
strong core purpose which 
sits squarely in the middle of 
everything it does. 

This can be no better exemplified 
than during the outbreak of 
COVID-19 when the brand 
switched production at 
BrewDog’s distillery to hand 
sanitiser. But what was the impact 
of this on BrewDog’s reputation?

To provide meaningful insight 
we need to look at how all 
social media, media, search 
and purchase data intersected. 
For instance, how a TV news 
appearance by BrewDog’s CEO 
caused a spike in social media 
activity, which precipitated an 
increase in searches. Later on, this 
data could be further expanded 
by looking at sales figures.

At 7.35am on the 18th March, 
BrewDog CEO James Watt went 
public on Twitter with his hand 
sanitiser plan.

The hand sanitiser announcement captured attention and positivity
Searches and social media mentions of ‘BrewDog’ 1st March – 28th April

>>

Learning from BrewDog’s 
COVID-19 strategy

Journalists following Mr Watt 
shared the tweet, spreading the 
news quickly, far and wide. Search 
volume for BrewDog spiked to 
its highest level. Then there was 
a minority backlash, and the few 
comments accusing the brand 
of “shameless marketing” or 
“profiteering” were picked up and 
amplified by the UK media.

James Watt quickly made clear that the sanitiser would be free. This 
quashed most of the naysayers’ arguments, but then came news 

on April 2nd that the first batch of Punk Sanitiser did not meet NHS 
standards. The media was again quick to report on this. 

“BrewDog plans to make its own hand 
sanitiser met with mixed reactions”

“First batch of BrewDog hand sanitiser 
turned down by local hospital”

Given this coverage, one might assume BrewDog 
was conducting an act of self-harm. This could 
not be further from the truth. The naysayers’ 
voices were dispatched quicker than a Punk IPA 
in a beer garden on a sunny Friday evening. 

A GLASS 
HALF FULL
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But it wasn’t James Watt who 
put them right. It wasn’t the 
media, who ought to have been 
congratulating companies who 
were stepping up to the plate. 
It was the great British public. 
A cross-section of society, from 
beer lovers and teetotallers to 
healthcare workers and retirees all 
raised their voices in support of 
BrewDog. Many of these people 
were what Byron Sharp calls “less 
frequent purchasers” – the very 
people that brands need in order 
to grow.

“The guys at BrewDog are making 
hand sanitiser, which is pretty 
awesome right now, so I went 
ahead and ordered some of their 
beer”- Retired person on Twitter.
BrewDog went on to successfully 
deliver thousands of bottles of 
much-needed sanitiser.

What was the impact on brand 
equity? Applying Kantar’s 
Meaningful and Different 
framework to social media data, 
captured both before and during 
the COVID-19 outbreak, showed 
the extent to which the brand 
featured in unpromoted online 
conversations.

Before the outbreak, BrandZ™ 
data showed BrewDog was the 
strongest brand in the UK craft 
beer category, scoring highest 
on our Meaningful, Different and 
Salient measures. The brand rose 
six places up the BrandZ™ Most 
Valuable UK Brands ranking in 
2020 and is strongly associated 
with perceptions of quality and 
happiness.
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What BrewDog did is fascinating 
not just because it was successful 
on several levels, but also because 
the brand took a distinctly 
BrewDog approach to the need 
for hand sanitiser. You can see the 
immediate impact of this in the 
online conversations that followed, 
which reflected happiness, 
quality, taste and innovation – all 
perceptions which help to drive 
meaning and difference. 

When March 2020 data is 
compared with that from a year 
earlier, what shines through is the 
public’s growing view of BrewDog 
as a brand with a strong sense of 
responsibility.

There are always risks involved in 
taking bold, newsworthy actions, 
however BrewDog has set a good 
example for others to follow. 
They’ve succeeded by being able 
to provide answers and actions to 
the three questions their agency 
(Uncommon) asked of them when 
the crisis began.

Question 1 
How can we help NOW?

The production of hand sanitiser increased Meaning, Difference 
and Salience.

Question 2 
How must our brands adapt to survive?

Question 3
What will the world look like when we emerge from the crisis?

BrewDog offered to shout everyone a free beer when pubs 
open again. We know from our social listening and survey 
data that going to the pub and having a drink with friends are 
amongst the activities UK consumers are most looking forward 
to after COVID-19.

The impact of BrewDog’s activity on brand and reputation has 
been overwhelmingly positive, and can be best summed up 
by a light purchaser on Twitter who was not loyal to BrewDog 
before the crisis:

“At the end of this, there will be hero and zero companies. We 
WILL remember & support the ‘good guys’ who did the right 
thing” – Retired healthcare worker.

Resilience is the key to sustainable growth, and BrewDog’s 
ability to adapt quickly to consumers’ changing priorities will 
surely pay off in the long term. Data from our Kantar FMCG 
Panel shows 107 percent year-on-year growth in online beer 
sales in April, while the number of people buying alcohol online 
also doubled between March 1st and April 19th this year. 

Conversation volumes per theme

Strongest brand in the UK craft beer category –  
an acknowledged rebel
 
2019 Equity Strengths

Source: Kantar / BrandZ™

Source: Kantar / BrandZ™
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HOW TO BE A RESILIENT 
BRAND IN A CRISIS 
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Innovate in a meaningfully 
different, responsible way Dr Nicki Morley

Lead Innovation Consultant,  
UK Insights Division, Kantar

Nicki.Morley@kantar.com

In a crowded marketplace, meaningfully 
different innovations are most likely to 
deliver incremental growth for a brand.

Take Halo Top as an example. They developed 
a product that was meaningfully different by 
resolving a long-established tension – wanting 
to eat delicious ice cream, but not wanting to 
indulge in copious amounts of calories. Instead 
of churning out another flavour of the month 
(think salted caramel, ruby chocolate, etc.) they 
solved a real consumer tension. 

This resulted in 3 million units being sold in 
the UK in the first month alone, and a +5,400 
percent value share growth in US take-home ice 
cream between 2015 and 2018.1 These sorts of 
opportunities, however, aren’t just for newer and 
more disruptive brands. Danone, competing in 
an overcrowded category (if you were to try one 
a day of every yoghurt SKU available in the UK 
it would take you 65 years!), resolved a similar 
tension around indulgence with their “Two 
Good” product range. BrandZ™ tells us that 
brands that are perceived as both innovative 
and meaningfully different are those most likely 
to grow, and grow significantly more.2

The key to unlocking growth, therefore, is to develop 
innovations that are tangibly differentiated from 
those of their competitors, and that resolve real 
consumer tensions. They add value to our lives. Not 
only is the core product meaningfully different, but 
its meaning is amplified through marketing messages 
that create strong emotional associations with the 
brand. These associations set up strong expectations 
of an anticipated meaningful experience, which must 
be delivered by the innovation. 

This is what Method did. They disrupted homecare 
by offering consumers a concrete way to behave 
sustainably at home. They busted the myth that 
more gentle chemicals are less effective and don’t 
give the same sensory experiences. This is baked 
in kind, positive messaging and imagery alongside 
gorgeous sensorials.

If we look at the anatomy of how consumers choose, 
we can understand why this is the case. Kantar’s 
proprietary model of decision making, based around 
Type 1 and Type 2 processing (an extension of the 
old System 1 and 2 thinking), tells us that preferred 
choices are those that are drawn from habitual 
behaviours and have strong mental availability but 

1 BrandZ™ Case Study: Halo Top
2  Data point from BrandZ™ Top 75 UK Brands

Kantar is the world’s leading evidence-
based insights and consulting company. 
We help our clients understand people and 
inspire growth.

www.kantar.com

also create a strong “feeling of rightness”. 
Resilient brands create a frictionless choice, 
not only because they evoke a strong feeling 
of rightness, but also because they are less 
affected by more reflective challenges such 
as a change in price.

Resilient brands don’t take their eye off 
the ball. In times of crisis, resilient brands 
evaluate their innovations against the 
prevailing context to identify behaviours that 
are most likely to be meaningfully different 
to consumers in the medium to long term. 
In the short term, resilient brands have the 
agility to pivot existing innovations and 
pipelines to be meaningful different rapidly. 

During the last global recession, Surf 
carried on producing meaningfully 
different innovations, adding products with 
environmental benefits and essential oils to 

the mix. As a result, they increased their Brand Power 
(the BrandZ™ measure of propensity to buy) from 78 to 
114 over 10 years.

Whilst a focus on producing meaningfully different 
innovation is valuable, brands must take it a step further 
and pay attention to meaningfully different innovations 
that encourage positive and sustainable behaviours. 

BrandZ™ informs us that corporate responsibility, which 
leads to trust, is an important success metric. 

Unilever, for example, reported 46 percent faster growth 
among its sustainable brands than others in its portfolio.3 

Consumers are demanding that brands take more 
responsibility, and Kantar has found that 37 percent of 
consumers have actively stopped buying products and 
services due to their impact on the environment.4

In conclusion, resilient brands are those that create 
meaningfully different innovations and amplify their 
meaning through complimentary messaging that builds 
strong and positive mental associations. They build 
anticipation around great experiences through strong 
feelings of rightness and deliver on these experiences 
to ensure that they are the frictionless choice. Resilient 
brands stay close to their consumers in times of crisis 
and focus on doing this in a responsible way. 

3  https://www.thedrum.com/news/2018/05/10/unilevers-sustainable-brands-are-the-
fastest-growing-part-its-business 

4  Kantar’s Sustainability Foundational Study - Fieldwork run 14-24 Feb 2020, n=800
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INERTIA 
IS THE 
ILLNESS
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AKQA is a design and communications 
company that employs 2,200 professionals in 
29 studios across five continents. Awarded two 
Cannes Lion Grand Prix’s in 2019, and recently 
named by Gartner and Forrester as one of 
the world’s leading experience design and 
innovation agencies.

www.akqa.com

3.8  Billion Years of Learnings

Bumblebees have built a 
home outside my son’s 
window. A mouse brazenly 
forages for food on our 
patio. An orange chaffinch 
has claimed his spot on the 
neighbourhood trellises. 
During these times when we 
are reminded of the fragility 
of human life, Mother Nature 
has never looked more 
resilient. 

As business leaders, we crave 
resilience. We seek insights from 
the greatest leaders who’ve come 
before us, each with immense 
wisdom on how to endure. But in 
“business-speak”, we often see 
the same vernacular of inspiration 
drawn from the lessons of war.

However, this is the time to get back to learning from the most 
well-run, most-disciplined organisation in the universe. The one 
organisation which has survived the Stock Market crash of 1929, the 
Dotcom crash of 2001, and Lehman in 2008. The organisation which 
has navigated the hardships of The Great Plague, Black Death, SARS, 
and now COVID-19. The one that’s been thriving for 3.8 billion years.

Given that we each are CPU circuits belonging to the same 
motherboard, the organising principles of Mother Nature are 
universal. The learnings from the most well-designed organisation 
for yours are timeless. So, here are three guiding principles from 
Mother Nature herself:

// Better will outlast bigger

//  Collaboration will chill competition

// Inertia is the illness, as it equals death

SECTION FIVE /  BRAND BUILDING BEST PRACTICE

Better will outlast bigger
Without a doubt, growth is one of the most 
important outputs of a successful organisation. 
However, business leaders who make the pursuit 
of scale their primary input will find themselves 
tempted down an unfruitful quest to standardise, 
replicate, and industrialise the lowest common 
denominator. As Warren Buffet said, “Games are 
won by players who focus on the field, not the 
ones looking at the scoreboard.”

It’s no surprise that the most resilient species in 
nature isn’t the biggest. It is the micro-animal 
called the Tardigrade, known for the powerful 
magic protein in its DNA which allows it to cope 
with extreme changes in water temperature and 
radiation. When it comes to adapting, it’s not 
bigger, but it is better.

01

>>

So how can we be better?

The customer experience.

The one stock that’s exceeded the tremendous success 
of Apple, Google, and Amazon may surprise you. It’s 
Domino’s Pizza. $100 invested in 2004 would now reap 
you $5,410 – a whopping return almost double that of 
Alphabet. Domino’s didn’t achieve this extraordinary 
success by rapidly expanding the scale of their 
product line or opening a swath of new franchises. 
They obsessed the customer experience, asking, 
“How can we make it even simpler? More accessible? 
More personalised? More delightful?” The “Anytime, 
Anywhere” initiative presents 15 ways to order, 
regardless of device, pre-set to your preferences. 
Whether you want to order via text, emoji, voice, TV, 
in-car, live-cam, messenger, GPS, app, chat, Facebook, 
Echo, Slack, one-click or no-click, your pizza is on its 
way. Beautifully simple. Beautifully better.

Ron Peterson
Managing Director

AKQA
Ron@akqa.com



“As business leaders, 
we crave resilience. We 
seek insights from the 

greatest leaders who’ve 
come before us, each 

with immense wisdom 
on how to endure.”
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Collaboration will chill competition
We learn from Mother Nature that we’re all part 
of the same interconnected ecosystem built upon 
symbiotic partnerships, feedback loops, and 
contagious transfers of energy. In business, it’s no 
surprise that the global economy of today mirrors 
this. 

To illustrate, let’s recall the rise of the various 
search engine companies in the 1990s to Google’s 
dominance in the 2000s. After Google gained 
preeminent share, Google then began to extend 
its vines to grab a stronger share of “sunlight” in 
travel. Expedia then bought two of its rivals, Orbitz 
and Travelocity, to maintain its share of sunlight. 
This then impacted Marriott, who bought Starwood 
Hotels to retain its share. Behaviour in organisations 
is contagious because of the vast interdependency 
we have today.

In this environment, organisations that can 
collaborate and connect will thrive. The destructive 
forces of competition will, for a moment, chill.

So how can we better collaborate?

Make the web.

Look no further than the success of Grab in 
Singapore and Meituan Dianping in China. Powerful, 
rising transactional super-apps that connect your 
ride-sharing experience with your coffee shop, 
restaurant, cinema, banking, shopping, or food-
delivery experience. 350 million people served, 2.8 
billion transactions.

Grab and Meituan aren’t winning because they are 
battling against the mighty trees standing in the 
forest; they are becoming the interconnected web 
of life in the soil beneath our feet. Without them, the 
ecosystem shuts down. And as we’ve seen in the rise 
of Google, Amazon, Apple, and Uber, those who can 
become the infrastructure become indispensable.

Inertia is the illness, as it equals death
If energy flow equals life, then inertia equals death.

Without consistent love and care, entropy will take 
hold. Newton’s First Law of Motion teaches us that 
nothing will ever move without a positive force. 
In business, for momentum to form, we need our 
positive spark.

So how can we be break inertia?

Hire better.

This speaks for itself.

Experiment, act quickly, and empower.

Those that best adapt will retain their resilience for 
the long-term. Minecraft’s lightning-fast adaptation 
of its platform for societal good is a prime example. 
AKQA, in partnership with Heart17 and the UNDP, 
worked with Minecraft to create Blockdown: a 
Minecraft simulator map where players work in an 
infected village, combat a Zombie pandemic, and 
learn the social measures to mitigate its spread 
while managing health care constraints inside an 
ICU – turning 120 million monthly active players 
into a creative force for good.

Our lives are short. Mother Nature’s is not.

We have a lot we can learn. Organisations 
that focus on being better, not bigger; which 
collaborate more than they compete; and which 
break inertia will be those that prosper for 
generations to come in the constant renewal of life.

03

02
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We pioneer the use of analytics and technology to 
create valuable, relevant, and trustworthy advertising.

www.essenceglobal.com

What epidemiology can teach 
us about how to manage brands

OK. We know what you’re thinking: 
we’re all armchair epidemiologists now. 
But bear with us ... 

In recent months we’ve seen a lot of coverage 
of simulations, built by epidemiologists, used to 
understand the impact of COVID-19 and guide 
policy-making. When the UK shifted strategy 
from mitigation to suppression, it was based on 
an Imperial College simulation of infections and 
fatalities. When Donald Trump claimed to be 
“saving 2 million American lives”, it was based 
on a simulation of how many would die if we 
did nothing. And it took a Washington Post 
article demonstrating how social distancing 
works for most of us to understand what 
“flattening the curve” actually meant.

Simulations help us understand “what if”, not 
just “what”. They show how certain choices or 
changes play out: who wins, who loses, and 
what the world might look like in different 
scenarios. Epidemiologists and policy-makers 
use them because they describe a range of 
possibilities that are sensitive to our actions. 

As marketers, we face similar challenges 
right now. In stable times, forecasts 
based on data from the recent past 
(for example, the outputs of marketing 
mix models) give us a good guide to 
what we can expect in the near future. 
Indeed, most of the time we’d be mad 
to expect the ROI of our advertising to 
double or halve overnight. But normal 
forecasts break down when the world 
shifts around us. We’re seeing that 
right now: we don’t know how long 
recent changes will last, or how people 
will behave when conditions improve. 
Because we can’t forecast a single right 
answer, we use simulations to plan for 
different possibilities.

At Essence we have worked with data 
science specialists Sandtable (now 
part of WPP), to build models that help 
answer some of our client’s biggest 
strategic questions. These simulations 
(also known as agent-based models) 
are a virtual view of the marketplace, 
a marketing “sim-city” made up of 
economic, marketing and brand-specific 
data, where we can test different 
strategies over months or even years.

SECTION FIVE /  BRAND BUILDING BEST PRACTICE
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These simulations let us see 
“what if short-term changes in 
behaviour persist?”

We used a model based on 
Kantar’s Worldpanel data to look 
at supermarkets’ market share 
and shopper loyalty depending 
on whether people continue 
buying groceries online, or 
switch back to shopping locally 
as restrictions are lifted.

The preference for online 
shopping during the height of 
the lockdown way outstripped 
supermarkets’ capacity, so 
any retailer’s share was more 
dependent on its capacity than 
its brand - meaning bricks-and-
mortar-only stores like M&S 
could steal share by introducing 
an online offering. 

But a returning preference for 
shopping local, and reducing 
drive-times to stores, would have 
a big impact on the retailers 
that do best, with convenience-
focused brands like Co-op the 
biggest winners, and those 
without small-format stores, like 
Asda and Morrisons, hardest hit.

UK grocery simulation model – April 2020
% change in visits over 3-month period relative to normal trends

We have also built a model of the telco networks 
and handsets markets across the US and the UK, 
incorporating BrandZ™’s equity data, Kantar’s 
Comtech panel and macroeconomic trends 
to investigate the long-term impact of post-
coronavirus economic pressures.

We looked at what would happen to brands’ market 
shares if consumers downgraded to lower spend 
tiers: not much, as most would trade down within 
their preferred brand. We also investigated who 
would win if certain groups shifted back toward pre-
paid options, perhaps to mitigate the financial “risk”, 
or if people started prioritising value over quality.

But most interestingly, it let us explore potential 
category disruption if small brands in the category 
went bust, or how much of a threat a brand like 
Amazon or Google might be if they bought an 
existing player: quite a lot, it turns out, if it’s Amazon.

Simulations don’t just show us what might happen, 
they help us find out how to win by “trying out” 
different options.
 

Source: Kantar / BrandZ™
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In the run-up to Christmas last year, L’Oréal wanted 
to launch two new fragrances without cannibalising 
their existing brands. We used a simulation model 
based on their brand tracking data to identify which 
associations would be most valuable to build for each 
brand, to make them appeal to different segments 
and defend against a range of competitors. This 
helped us work out the best positionings for all the 
brands in their portfolio, and how to launch the new 
ones. Both YSL Libre and Idôle by Lancôme cracked 
the top 10 in the critical pre-Christmas period.

Each of these examples used very different 
simulations. Some contain vast quantities of data 
and have huge predictive power; others are simpler, 
rules-based models that show us how different 
forces interact. 

What they share is the ability to play out future 
worlds, and see the impact of different choices, so 
we can pick the route to the best overall outcome. 
They help us learn from the past without assuming 
the future will be the same. As statisticians say, "All 
models are wrong, but some are useful" - and right 
now, we’ll take all the extra utility we can get.
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KNOW 
THYSELF 
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Grey Consulting helps make brands competitive inside and out.

www.greyglobalconsulting.com

How to recession-proof 
your value proposition

It’s impossible to predict what’s going to 
change when we come out of crisis mode and 
enter the depths of the coming recession.

Recessions breed uncertainty — for consumers 
and marketing teams alike. But they also breed 
opportunity: the trick is to spot the latter whilst 
mitigating the former.

The key is to focus on the things we do know, namely:

// Similarities and differences to past recessions

// Current behavioural data and cultural insights

// Pre-crisis consumer trends

Sebastian Hendra
Senior Consultant

Grey Consulting
Sebastian.Hendra@grey.consulting

A Bain study into the early 2000s recession 
found that by the time it was over, 20 
percent of industry leaders (top quartile 
performers) had fallen to the bottom 
quartile, and 20 percent of laggards had 
jumped to the top. A reshuffle indeed. But 
how do brands prepare for it?

Spotting the right opportunities becomes 
easier the more you know your brand’s value.

That’s because perceptions of value change 
in tough times, even if the things we value 
fundamentally do not. When money’s tight, 
luxury takes on a new meaning. When the 
future is unclear, we prioritise the short term. 
When we’re fatigued by anxieties and worry 
on all sides, we seek out familiar shortcuts.

There are five dimensions of value that 
consumers perceive or are influenced by 
differently during recessions. Understanding 
all of them takes time and strategic thinking. 
But there are a few golden rules to keep in 
mind for each.

SECTION FIVE /  BRAND BUILDING BEST PRACTICE

Price, or value for money
Many brands attempt to slash costs and reduce prices when a 
recession threatens. But price changes during a recession don’t 
alter underlying market share trends for the long term. You may win 
or lose share in the near term, but the net effect is balanced out 
over time and tends to match where a brand was already headed.

Instead it’s best practice to maintain an appropriate price 
differential to the competition. Know your worth and defend your 
value. Consumers tighten belts in tough times, but they’re also 
loath to change their behaviours drastically.

Utility, or functional value
Recessions are the time to double down on the core of your 
proposition — or start figuring out what it is.

Post-2008, Starbucks was struggling to justify its premium 
proposition as it shuttered locations and rapidly let go of staff. 
Quick-service competitors like McDonald’s responded by improving 
their coffee offering at a competitive price appropriate to their 
brand. Starbucks eventually recovered, but McCafé also became a 
category leader in the decade that followed.

Tough economic times force consumers to re-evaluate the utility – 
functional or hedonistic – of their purchases.

KitKat in the 1970s is another perfect example. In the depths of this 
worldwide recession, KitKat thinned out the covering on their wafers 
to cut costs as the price of chocolate rose. Mars kept their products 
the same. KitKat suffered share losses that took years to recover.

The market is not stupid: know your value and stick to it.

Experience, or the  
value of convenience
Saving consumers’ time and 
energy is disproportionately 
valuable in a recession, when 
everyone’s horizons are blurred 
by uncertainty.

Reducing anxiety and risk are 
among the top three priorities 
for consumers right now. This will 
only become more accentuated 
during the coming recession, 
as anxiety and risk assault 
consumers from all sides.

Even now, during the COVID 
crisis, Harry’s has seen a surge 
in demand in their core product 
range. That’s because men still 
want to shave in lockdown — 
they just also want a convenient 
shopping experience.

Remember: the D2C economy 
was born out of the last recession. 
Consumers will not suffer 
experiences that lack logistical, 
mental or emotional efficiency.

01
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“So far, brands 
have responded by 
offering consumers 

greater transparency 
along with better 

information, educating 
people on responsibly 

sourced materials and 
ingredients.”

162
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Equity, or emotional value
Recessions are the time to seek a return on your emotional investment in 
consumers’ lives.

BrandZ™ has shown that brands with strong equity recover faster out of a 
recession. And during tough times, brands with existing relationships have 
more of a right to play in consumers’ lives.

In 2008, Starbucks responded to the crisis by investing heavily in 
customer insight. The next several years saw the chain transform into 
a customer-centric “third space”, successfully pivoting away from its 
“premium coffee shop” positioning to offer new value to communities.

In the 2020s, we will continue to expect more of brand citizenship. Brands 
that need revitalising in the coming recession should prioritise the creation 
of meaningful social or economic impact aligned to their purpose.

Innovation, or creating new value
Consumers know instinctively that innovative brands are 
strong brands, but in tough times the market won’t tolerate 
innovation outside of a brand’s core.

Past recessions show that most marketing teams tend to 
overreact to economic uncertainty. This can encourage two 
damaging innovation strategies, which cause brands to lose 
out on valuable opportunities: hunkering down to weather the 
storm or straying into unknown territories. 

Recessions are still a time to innovate: just don’t stray from 
the brand’s core.

Never before have brands had such acute awareness of when 
a recession hit. They had to react. 

This time they can get proactive. The coming storm has 
hundreds of variables in play. The only thing we know for sure 
is that when it’s over, the landscape will look different.

The next step is to move — or risk being moved.
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Kantar is the world’s leading evidence-based  
insights and consulting company. 
 
We have a complete, unique and rounded understanding of how 
people think, feel and act; globally and locally in over 90 markets. 

By combining the deep expertise of our people, our data 
resources and benchmarks, our innovative analytics and 
technology, we help our clients understand people and inspire 
growth.

Contact us:

Bart Michels 
UK&I Country Manager
Kantar
Bart.Michels@kantar.com

Nina Rahmatallah
Chief Client Officer UK&I
Kantar
Nina.Rahmatallah@kantar.com

Jane Bloomfield
Chief Growth Officer
Kantar
Jane.Bloomfield@kantar.com

 
For the latest news and studies from the Kantar network globally, 
visit www.kantar.com 
Follow us: Linkedin.com/company/kantar  |  Twitter.com/kantar

We help build valuable brands
 
WPP is a creative transformation company. We build 
better futures for our clients through an integrated 
offer of communications, experience, commerce and 
technology. 

For more information, visit www.wpp.com or contact:

Karen Blackett
UK Country Manager
WPP
Karen.Blackett@wpp.com

Niken Wresniwiro
Head of Communications EMEA
WPP
Niken.Wresniwiro@wpp.com 

For further information about WPP companies 
worldwide, or BrandZ™, contact:

David Roth
CEO, The Store WPP, EMEA & Asia
Chairman, BrandZ™ and BAV Group
David.Roth@wpp.com



EXPERTLY NAVIGATE THE 
GLOBAL RETAIL AND 
SHOPPER LANDSCAPE 
WITH RETAIL IQ

Insights. Tools. Best practices. 1,600+ 
retailers. 154 global markets. We’re 
fuelling your retail priorities today so you 
can build successful plans for the future. 

Your world moves fast—and access to timely, 
relevant, and actionable insights can make all 
the difference. Retail IQ is the insights platform 
that you can rely on to stay ahead of market 
disruption. This highly personalised solution 
pairs best-in-class analysis with trusted shopper, 
channel, retailer, and macroeconomic data to 
help you drive strategic planning, inform tactical 
execution, and map a clear path for growth.

Visit connect.kantarconsulting.com/retailiq 
or e-mail switchon@kantarconsulting.com to 
request a custom overview.

“The team behind Retail IQ is best-in-class. They 
understand market issues and how I should apply 
them to my business.” – Fortune 100 Manufacturer
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Introduction

A BrandZ™ ranking of brand valuations lists the 
brands making the largest absolute financial 
contribution to the total value of their respective 
parent companies, considering both current and 
projected performance. 

This is the true value of brand building and we 
want to isolate and reward the brands making the 
largest contributions to the success of their parent 
companies.

A company may have a huge overall business value 
but the absolute financial contribution made by 
the relevant brand(s) that the company owns may 
not be a comparatively large figure—at least not a 
large enough figure to qualify for the given BrandZ™ 
ranking of brand values.

The brands that appear in this report are the most 
valuable brands in the UK. They were selected for 
inclusion in the BrandZ™ Top 75 Most Valuable UK 
Brands 2020 based on the unique and objective 
BrandZ™ brand valuation methodology that 
combines extensive and ongoing consumer insights 
with rigorous financial analysis.

The BrandZ™ valuation methodology can be 
uniquely distinguished from its competitors by the 
way we use consumer viewpoints to assess brand 
equity, as we strongly believe that how consumers 
perceive and feel about a brand determines its 
success and failure. We conduct worldwide, 
ongoing, in-depth quantitative consumer research, 
and build up a global picture of brands on a 
category-by-category and market-by-market basis.

Globally, our research covers over 3.8 million 
consumer interviews and more than 17,801 brands 
in 51 markets. This intensive, in-market consumer 
research differentiates the BrandZ™ methodology 
from competitors that rely only on a panel of 
“experts”, or purely on financial and market 
desktop research.

Before reviewing the details of this methodology, 
consider these three fundamental questions: why is 
brand important; why is brand valuation important; 
and what makes BrandZ™ the definitive brand 
valuation tool?

BRANDZ™ BRAND 
VALUATION METHODOLOGY

Importance of Brand
Brands embody a core promise of values and 
benefits consistently delivered. Brands provide 
clarity and guidance for choices made by 
companies, consumers, investors and other 
stakeholders. Brands provide the signposts we need 
to navigate the consumer and B2B landscapes.

At the heart of a brand’s value is its ability to appeal 
to relevant customers and potential customers. 
BrandZ™ uniquely measures this appeal and 
validates it against actual sales performance. 
Brands that succeed in creating the greatest 
attraction power are those that are:

Meaningful 
In any category, these brands appeal more, 
generate greater “love” and meet the individual’s 
expectations and needs.

Different
These brands are unique in a positive way and 
“set the trends”, staying ahead of the curve for the 
benefit of the consumer.

Salient
They come spontaneously to mind as the brand of 
choice for key needs.

Importance of Brand Valuation
Brand valuation is a metric that quantifies the worth 
of these powerful but intangible corporate assets. It 
enables brand owners, the investment community 
and others to evaluate and compare brands and 
make faster and better-informed decisions.

Brand valuation also enables marketing 
professionals to quantify their achievements 
in driving business growth with brands, and to 
celebrate these achievements in the boardroom.

Distinction of BrandZ™
BrandZ™ is the only brand valuation tool that peels 
away all the financial and other components of 
brand value and gets to the core—how much brand 
alone contributes to corporate value. This core, what 
we call Brand Contribution, differentiates BrandZ™.
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The Valutation Process

BrandZ™ valuations isolate the 
value generated by the strength 
of the brand alone in the minds 
of consumers i.e. with all other 
elements removed.

To achieve this, we calculate 
and combine two important 
elements: Financial Value and 
Brand Contribution

 Financial Value –  
the proportion of the 
total financial value of 
the parent company 
that can be attributed 
to the brand in question, 
considering both 
current and projected 
performance.

 Brand Contribution – 
quantifies the proportion 
of this Financial Value 
that is directly driven 
by a brand’s equity i.e. 
the ability of the brand 
to deliver value to the 
company by predisposing 
consumers to choose the 
brand over others or pay 
more for it, based purely 
on perceptions.

Note: this does not include the 
proportion of consumers who 
choose the brand for reasons 
other than this predisposition 
e.g. those attracted by price 
promotions, a particularly 
prominent display etc. Such 
purchases are not due to the 
brand’s equity and so are 
removed as part of the process.

Part 1 –  
Calculating Financial Value
Calculating Financial Value is a 
three-step process:

Step 1
We begin with the brand’s parent 
company, which generates 
earnings from:

// Tangible assets – (assets with 
a physical form, which include 
fixed assets - e.g. buildings, 
machinery, land and current 
assets e.g. cash and inventory)

// Intangible assets (such as 
patents, trademarks and 
brands)

Example: Volkswagen AG is a 
parent company that generates 
earnings from tangible assets 
like its manufacturing plants 
and equipment, as well as its 
intangible assets—the brand 
names under which the cars are 
sold—Volkswagen, Audi, SEAT etc.

To determine the proportion of 
earnings directly derived from the 
company’s intangible assets we 
begin with Corporate Earnings—
sourced from Bloomberg, which 
represent the latest annual 
earnings reported by the parent 
company. Then by using other 
financial data from the same 
source, we calculate and apply a 
metric called the Intangible Ratio.

By multiplying Corporate Earnings 
by the Intangible Ratio, we are left 
with Intangible Earnings, which 
represent earnings derived from 
intangible assets.

Step 2
Next, we need to determine the 
proportion of these Intangible 
Earnings that are directly 
attributable to the brand we want 
to value.

To do this we take the Intangible 
Earnings identified in Step 1 and 
apply the Attribution Rate, which 
attributes a proportion of the 
parent company’s Intangible 
Earnings to the brand we want to 
value.

The Attribution Rate is 
determined by analysis of brand 
level financial information from 
the parent company’s published 
financial reports and other 
credible sources, such as data 
from Kantar’s Consulting and 
Worldpanel Divisions.

Once the Attribution Rate is 
applied to Intangible Earnings, we 
are left with Branded Intangible 
Earnings i.e. the proportion of 
the parent company’s Intangible 
Earnings that can be attributed 
to the specific brand in question 
e.g. this step would attribute 
a proportion of Volkswagen 
AG’s Intangible Earnings to 
Volkswagen, Audi, SEAT etc.

Step 3
The final step is to consider the projected 
earnings of the brand in question, which 
measures the brand’s ability to generate earnings 
in the future and requires the addition of a final 
component—the Brand Multiple, which is also 
calculated from financial data sourced from 
Bloomberg. It’s similar to the calculation used by 
financial analysts to determine the market value 
of stocks (Example: 6X earnings or 12X earnings).

When we multiply the Branded Intangible 
Earnings from Step 2 by the Brand Multiple, we 
reach the brand’s true Financial Value—i.e. the 
proportion of the parent company’s financial 
value that can be attributed to the brand in 
question accounting for current and projected 
performance.

Part 2 – Determining Brand Contribution
To arrive at the true value of the brand (i.e. the 
asset in the minds of consumers) we need to 
quantify its strength relative to competitors 
i.e. to isolate the Financial Value that is directly 
driven by its BRAND EQUITY. 

This allows us to understand the proportion of 
the Financial Value that is explained by the brand 
alone and hence the total financial value of the 
brand itself.

A brand’s equity can impact consumer behaviour 
and contribute value to a corporation in three 
ways:

//  Current demand—based on the strength of its 
equity alone a brand can influence consumers 
to choose it over others in the present—
generating volume share.

//  Price premium—based on the strength of its 
equity alone a brand can influence consumers 
to be willing to pay more for it over others—
generating value share and profit.

01

02

//  Future demand and price—based on the 
strength of its equity alone a brand can 
influence consumers to buy the brand more 
in future or to buy it for the first time at the 
desired price—increasing volume and value 
share in future.

Using BrandZ™’s unique survey-based brand 
equity model (The Meaningfully Different 
Framework) we are able to quantify a brand’s 
abilities in each of these three areas relative to 
competitors, with a survey-based measure:

// Current demand = Power

// Price Premium = Premium

// Future demand and price = Potential

Each of these measures contributes to the 
proportion of the company’s total value 
accounted for by the brand’s equity alone—i.e. 
the BRAND CONTRIBUTION

Part 3 – Calculating Brand Value
Brand Value is the dollar amount that the brand 
contributes to the overall business value of the 
parent company.

BRAND VALUE = 
FINANCIAL VALUE X BRAND CONTRIBUTION
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One of humanity’s greatest recent achievements was 
successfully sequencing our own genome in 2003, revealing 
the key building blocks of what makes us each unique.

The BrandZ™ Brand Genome visualizes your brand’s 
“genome” on a page, with all the genome sequence 
measures providing an instant overview of your brand.

Brand Genome is a unique BrandZ™ tool, exclusive to 
WPP. It’s free, available 24/7, and takes just seconds to 
create.

Visit http://genome-measures.wppbrandz.com/ where 
you will be able to find out about each of the BrandZ™ 
measures, what they are, how they are calculated and 
how you can access a report which contains the measure.

To download a sample genome map visit:  
http://wppwrap.com/bg.pdf

The ultimate tool for a new 
business pitch and a lot more...

NOW BRANDZ™  
GIVES YOU THE ABILITY 
TO DO THE SAME FOR 
YOUR BRAND OF CHOICE

EMIRATI & SAUDI

TM
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Corporate Reputation
Why corporate reputation matters 
and how to influence it using the 
latest analysis. First new report in 
the BrandZ™ Perspectives series.

Vitality Quotient (vQ)
Diagnose a brand’s health based 
on five elements that are proven 
to grow brand value: purpose, 
innovation, communication, 
brand experience, and love.

Brand Equity
Measure brand equity and 
momentum. Diagnose your 
performance across three key 
building blocks: is your brand 
Meaningful, Different and Salient?

Consumer Trust
Third report in the BrandZ™ 
Perspectives series, 
summarising and diagnosing 
your brand’s trust credentials. 

Brand Purpose
How a brand can be more than 
a profitable asset. Why your 
brand exists beyond profit and 
your role in consumers’ lives. 
Second report in the BrandZ™ 
Perspectives series.

CharacterZ
This innovative deck allows you 
to diagnose brand character 
and delve into the dynamics, 
clarity and consistency of a 
brand’s personality.

StoryTeller
An interactive data-visualisation 
tool to allow anyone to create 
story-led insights on how to 
build and maintain brand equity.

InnovationZ
Evaluate a brand’s perceived 
innovative power, what 
drives it and why it’s 
important. Discover sector-
relevant, real-time innovation 
and startup ideas, sourced 
via the exclusive Springwise 
global network of spotters.

PitchDoctor
Everything you need to 
know about your brand’s 
strengths, weaknesses, 
opportunities and threats 
in one easy-to-digest page.

Corporate
Reputation Brand PurposeBrand Equity

Consumer Trust
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New

New

New

BUILDING 
BRAND 
EQUITY

Based on unique insights derived from our proprietary BrandZ™ database, we 
have created an ever-expanding library of tools for building and sustaining 

valuable brands. These tools are only available via your WPP and Kantar agencies.

BrandZ ™ tools diagnose brand 
strengths and weaknesses



Get the BrandZ™ Perspective on Corporate 
Reputation, Consumer Trust and Brand 
Purpose on Kantar.com/Marketplace

– Understand the evolving influence of 
 Consumer Trust, Brand Purpose and Corporate Reputation 

in this series of new BrandZ™ Perspectives reports

– Review your brand’s performance over time, across 
countries and versus competitors

– Access recommendations grounded in insights proven to 
drive brand and business success 

www.kantar.com/marketplace/solutions/brand-insights/corporate-reputation-report 

www.kantar.com/marketplace/solutions/brand-insights/consumer-trust-report

www.kantar.com/marketplace/solutions/brand-insights/brand-purpose-report



180 181

BrandZ ™ Top 75 
Global Retail 
Brands 2020

BrandZ ™ Top 40  
Australian Brands 
2019

BrandZ ™ Top 100  
Global Brands  
2020

BrandZ ™ Top 75  
Indian Brands 
2020

BrandZ ™ Top 50  
Latin American 
Brands 2020

BrandZ ™ Top 50  
Indonesian Brands 
2019

BrandZ ™ Top 30  
Spanish Brands 
2019

BrandZ ™ Top 75 
UK Brands  
2020

BrandZ ™ Top 50  
French Brands  
2020

BrandZ ™ Top 30  
Dutch Brands  
2020

BrandZ ™ Top 30  
Italian Brands 
2020

BrandZ ™ Top 30  
South African 
Brands 2020

BrandZ ™ Top 
100 US Brands  
2020

BrandZ ™ Top 50  
Japanese Brands 
2020

BrandZ ™ Top 50  
German Brands 
2020

BrandZ ™ Top 40  
Canadian Brands 
2019
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GOING 
GLOBAL?

Our BrandZ™ country reports contain unparalleled 
market knowledge, insights, and thought leadership 
about the world’s most exciting markets. You’ll find, 
in one place, the wisdom of WPP and Kantar brand 
building experts from all regions, plus the unique 
consumer insights derived from our proprietary 
BrandZ™ database.

If you’re planning to expand internationally, BrandZ™ 
country reports are as essential as a passport.

BrandZ™  The Ultimate Resource for 
Brand Knowledge and Insight

We wrote the book
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LOOKING 
EAST

The opportunity to build brands in China is greater than ever. But so are the challenges. 

The fastest growth is happening deep in the country, in less-well-known cities and 
towns. Consumers are more sophisticated and expect brands to deliver high-quality 
products and services that show a real understanding of local market needs. Brand 
success requires deep insight about the online-offline brand ecosystems that serve 
consumers with unequaled speed and convenience.

Plus, emerging from the COVID-19 pandemic, the Chinese market is becoming even 
more complicated as consumers reexamine their priorities.

In-depth brand-building intelligence about today’s China

SECTION SIX /  RESOURCES BRANDZ™ TOP 75 MOST VALUABLE UK BRANDS 2020

WPP has been in China for over 40 years. We know the Chinese 
market in all its diversity and complexity. This experience has gone 
into our series of BrandZ ™ China reports. They will help you avoid 
mistakes and benefit from the examples of successful brand builders.

Unmasking the Individual Chinese Investor
This exclusive report provides the first 
detailed examination of Chinese investors, 
what they think about risk, reward and 
the brands they buy and sell. This will help 
brand owners worldwide understand market 
dynamics and help build sustainable value.

The Chinese Golden Weeks in Fast Growth Cities
Using research and case studies, the report 
examines the shopping attitudes and habits 
of China’s rising middle class and explores 
opportunities for brands in many categories.

For the iPad magazine, search Golden Weeks 
on iTunes.

The Power and Potential of the Chinese Dream
“The Power and Potential of the Chinese Dream” 
is rich with knowledge and insight, and forms 
part of a growing library of WPP reports about 
China. It explores the meaning and significance 
of the “Chinese Dream” for Chinese consumers, 
as well as its potential impact on brands.

The Chinese New Year in Next Growth Cities
The report explores how Chinese families celebrate 
this ancient festival and describes how the holiday 
unlocks year-round opportunities for brands and 
retailers, especially in China’s lower-tier cities.

For the iPad magazine, search for Chinese New 
Year on iTunes.



BrandZ ™ Spotlight on Cuba 
Cuba is a market unparalleled 
both in the Caribbean 
region and the world. Brand 
awareness among Cubans 
is high but gaining access to 
them uniquely challenging. 
Now is the time to plan your 
Cuba strategy. 

BrandZ ™ Spotlight on Mongolia 
Mongolia’s GDP has grown at 
rates as high as 17 percent in 
recent years, encouraging a 
growing number of international 
brands to gravitate toward this 
fast-growth market and make a 
beeline for one of Asia’s  
hidden gems.

BrandZ ™ Spotlight on Vietnam 
Check out the latest Spotlight 
report on this fascinating, 
fast-paced market. Whether 
you’re interested in food and 
beverages, have a passion for 
fashion, or would like an insight 
into Vietnam’s financial services,  
this is your first stop! 

SECTION SIX /  RESOURCES

SPOTLIGHT ON...
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WPP COMPANY CONTRIBUTORS
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These companies contributed knowledge, 
expertise, and perspective to the report

AKQA is a global design and 
innovation agency. We aim to 
create the future through the 
imaginative application of art 
and science.

www.akqa.com

Ajaz Ahmed
CEO & Founder
Ajaz.Ahmed@akqa.com

Geometry is WPP’s end-
to-end Creative Commerce 
Agency. We create engaging 
new commerce experiences to 
unlock commercial growth. We 
believe the space of Commerce 
holds the most untapped 
creative potential to grow 
brands and people. Living 
Commerce™ is our proprietary 
approach and platform that 
guides how we work. By 
understanding how, when and 
why people buy, we deliver the 
most innovative and valuable 
commerce experiences across 
Retail, Experience, Design 
and Innovation. We do this in 
54 cities across 40 markets, 
everywhere life intersects with 
commerce – this is end-to-end.

www.geometry.com

Michelle Whelan
CEO, UK
Michelle.Whelan@ 
geometry.com

BCW (Burson Cohn & Wolfe), 
one of the world’s largest full-
service global communications 
agencies, is in the business 
of moving people on behalf 
of clients. Founded by the 
merger of Burson-Marsteller 
and Cohn & Wolfe, BCW 
delivers digitally and data-
driven creative content and 
integrated communications 
programs grounded in earned 
media and scaled across all 
channels for clients in the B2B, 
consumer, corporate, crisis 
management, CSR, healthcare, 
public affairs and technology 
sectors. BCW is a part of 
WPP (NYSE: WPP), a creative 
transformation company. For 
more information, visit www.
bcw-global.com.

www.bcw-global.com

Rebecca Grant
CEO, UK
Rebecca.Grant@ 
bcw-global.com

Grey Consulting helps make brands competitive 
inside and out.  
 
Externally we make brands competitive by 
designing propositions, platforms and products 
that address their thorniest marketing challenges.  
Internally, our management consultants make 
teams more competitive by tackling the cultural, 
operational and organisational hurdles that 
prevent them from addressing these thorny 
challenges in the first place. 
 
Our unique combination of internal and external 
capability means we slay the monsters that keep 
clients up at night.

www.greyglobalconsulting.com

Leo Rayman
CEO
Leo.Rayman@grey.consulting

Essence’s mission is to make 
advertising more valuable to 
the world. We pioneer the use 
of analytics and technology 
to create valuable, relevant, 
and trustworthy advertising 
and offer flexible, collaborative 
partnerships and services 
designed to help 21st century 
business leaders identify 
sources of future growth. We’re 
known for our ability to unite 
data science and technology 
to enhance the strategy, 
creativity, and human expertise 
behind our work and a 
platform-based service model 
that fosters collaboration 
and enables high-frequency 
decision making.

www.essenceglobal.com

Tim Irwin
CEO, EMEA
Tim.Irwin@essenceglobal.com
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GroupM is the world’s 
leading media investment 
company responsible for 
more than US$50 billion in 
annual media investment 
through agencies including 
Mindshare, MediaCom, 
Wavemaker, Essence and m/
SIX, as well as the outcomes-
driven programmatic 
audience company, Xaxis. 
GroupM creates competitive 
advantage for advertisers via 
its worldwide organization 
of media experts who 
deliver powerful insights 
on consumers and media 
platforms, trading expertise, 
market-leading brand-safe 
media, technology solutions, 
addressable TV, content, 
sports and more. 
Discover more about GroupM 
at www.groupm.com.

www.groupm.com

Tom George
CEO
Tom.George@groupm.com

We were born in Asia in 1997, a WPP startup 
designed to make media exciting, fun and life 
changing. We are the Cannes Lions Media 
Network of the Year 2019 and WARC Media 100 
#1 Media Network 2020, with the top three most 
creative campaigns of the past year – so basically, 
statistically the best media agency in the world! 
Our 10,000 people work with some of the 
world’s best brands and companies to challenge 
convention. 

Hear our stories (and join us) at  
www.mindshareworld.com and follow us at: 
WeChat ID: Mindshare_China; 
Instagram and Twitter: @mindshare; 
Facebook: facebook.com/mindshare and 
Linkedin: LinkedIn.com/company/mindshare.

www.mindshareworld.com

Helen McRae
UK CEO & Chair of Western Europe
Helen.McRae@mindshareworld.com

H+K is an international public 
relations network with more 
than 80 offices around the 
globe. Our goal is simple: to 
drive growth, build reputation 
and protect against risk. 

H+K delivers deep sector 
knowledge and breadth of 
public relations expertise which 
enables us to solve complex 
communications challenges 
for our clients. Our "breadth 
and depth" model allows us 
to bring together the best 
expertise and specialisms from 
across the industry to create 
agile teams for our clients.  

We leverage expertise in 
owned, earned and shared 
media to build purpose-driven 
integrated communication 
campaigns that bring stories 
to life and achieve measurable 
impact in an always-on world.

www.hkstrategies.com

Simon Whitehead
CEO, UK
Simon.Whitehead@
hkstrategies.com

MediaCom helps brands unlock 
growth through media. We do 
this by applying our unique 
Systems Thinking approach to 
data, technology and creativity 
to design communication 
strategies that build brands 
and generate sales. 
 
As part of WPP, and part of 
GroupM, we have access to 
rich data sets and most robust 
benchmarks in the business, 
enabling us to identify great 
avenues for growth and unlock 
the potential in every brand. 
 
In 2018, MediaCom became 
the first network to hold all 
six major Media Network of 
the Year titles concurrently: 
Adweek, Campaign, Cannes 
Lions, Festival of Media Global, 
M&M Global and WARC Media 
100.

www.mediacom.com

Kate Rowlinson
CEO
Kate.Rowlinson@ 
mediacom.com

Grey is one of the 10 largest 
advertising agencies in the 
world, with offices in over 83 
countries. It has one overriding 
focus: to produce truly great 
creative work, to produce work 
that soars, makes us proud and 
fosters the brand relationship 
with consumers—work that 
helps our clients prosper. Grey 
Worldwide provides highly 
creative services including 
brand ideas and strategies, 
brand planning, creative 
development and production. 
Our agency is organised into 
four geographical units: North 
America; Europe, Middle East 
& Africa (EMEA), Asia-Pacific 
and Latin America.

www.grey.com/global

Anna Panczyk
CEO, London
Anna.Panczyk@grey.com
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Ogilvy has been producing 
iconic, culture-changing 
marketing campaigns since the 
day its founder David Ogilvy 
opened up shop in 1948. 
Today, Ogilvy is an award-
winning integrated creative 
network that makes brands 
matter for Fortune Global 
500 companies as well as 
local businesses across 132 
offices in 83 countries. The 
company creates experiences, 
design and communications 
that shape every aspect of 
a brand’s needs through 
six core capabilities: Brand 
Strategy, Advertising, 
Customer Engagement and 
Commerce, PR and Influence, 
Digital Transformation, and 
Partnerships. 

www.ogilvy.com

Michael Frohlich
Chief Executive, UK
Michael.Frohlich@ogilvy.com

Superunion is a next-
generation brand agency built 
on a spirit of creative optimism. 
We believe in the power of 
creativity to improve the future 
of people and organisations.

We are experts in 
brand strategy, design, 
communications and brand 
management.

With 750 people in 15 
countries, we are a truly 
global agency. Our clients 
include some of the world’s 
most iconic brands, such as 
Vodafone, Bank of America, 
British Airways, Coca-Cola, 
Deloitte, Ford, FIFA, Heineken, 
Nestle, and the BBC, alongside 
technology unicorns, ambitious 
startups and inspiring not-for-
profits.

www.superunion.com

Holly Maguire
Managing Director, UK
Holly.Maguire@ 
superunion.com

The Store is a global retail 
practice of WPP, specialising 
in providing expertise, support 
and added value to client 
initiatives in retail dynamics. 
The Store is a knowledge hub, 
built to help clients navigate 
through insights for 
consumers, retailing, marketing 
and sales activation, and 
technology. The Store is also a 
host of global workshops that 
bring together retailing and 
branding experts to share their 
vision and expertise for future 
growth.

www.thestore.wpp.com

David Roth
CEO, The Store WPP,  
EMEA & Asia
Chairman, BrandZ™  
and BAV Group
David.Roth@wpp.com

The&Partnership is both the 
UK’s largest and Europe’s 
fastest-growing independent 
agency network, increasingly 
known for its innovative in-
sourced model. 
  
Backed by WPP and spanning 
four continents, with 1,800 
staff, the multi-disciplined 
agency group is also partnered 
with global media planning and 
buying network m/SIX through 
a joint venture with GroupM. 
  
Designed to meet clients’ 
growing need for maximum 
speed, agility, cost-
effectiveness and integration, 
their multi-disciplined "&Model" 
agencies are driving impressive 
results for clients including 
News UK, The Wall Street 
Journal, TELUS and RBS, 
as well as Toyota and Lexus 
across 21 markets globally.

www.theandpartnership.com

Christian Hinchcliffe
CMO
Christian.Hinchcliffe@
theandpartnership.com

VMLY&R is a global brand and customer 
experience agency that harnesses creativity, 
technology, and culture to create connected 
brands. The agency is made up of nearly 7,000 
employees worldwide, with principal offices in 
Kansas City, New York, Detroit, London, São 
Paulo, Shanghai, Singapore and Sydney. VMLY&R 
works with client partners including Colgate-
Palmolive, Danone, Dell, Ford, New Balance, 
Pfizer and Wendy’s. For more information, visit 
www.vmlyr.com. VMLY&R is a WPP company 
(NYSE: WPP).

www.vmlyr.com

Justin Pahl
CEO, UK
Justin.Pahl@vmlyr.com



SECTION SIX /  RESOURCES

These companies contributed knowledge, 
expertise, and perspective to the report

The Experience Advantage

Customer 
Experience? 
It’s everything 
these days

Does your customer experience live up to 
your brand promise? Are you exceeding or 

falling short of your customers’ expectations?

In troubled times, how people experience your brand will be 
more important than ever and can convert a crisis into a real 

opportunity. 

CX+ is the only sector-specific index backed up by rigorous 
research that shines a light on your customer experience 

performance and shows you how to close the gap between your 
brand promise and ultimate delivery. It offers you the insight to 

build the aspirational experiences that really drive preference, 
loyalty and advocacy.

Find out how your brand can get the Experience Advantage at  
www.kantar.com/cxplus 

 
Contact us at  

cxplus@kantar.com

We believe there always is 
a better way to grow. We 
positively provoke growth 
for our clients by reshaping 
consumer decision-
making and experiences 
through media, content and 
technology. The Wavemaker 
way is globally consistent. 
Fuelled by the world’s most 
powerful consumer data, 
we understand where and 
how marketing can intervene 
decisively to help brands win 
more sales. Our 7,200 people 
across 90 markets have the 
deep knowledge, confidence 
and courage to provoke 
growth for some of the world’s 
leading brands and businesses. 

www.wavemakerglobal.com 

Paul Hutchison
CEO, UK
Paul.Hutchison@ 
wmglobal.com

At Wunderman Thompson we exist to inspire 
growth for ambitious brands. Part creative 
agency, part consultancy and part technology 
company, our experts provide end-to-end 
capabilities at a global scale to deliver inspiration 
across the entire brand and customer experience. 

www.wundermanthompson.com

Pip Hulbert
CEO, UK
Pip.Hulbert@wundermanthompson.com
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These individuals from WPP companies 
provided thought leadership, analysis 

and insight to the report.

Sarah Blackman
Ogilvy

Sarah Walker
Essence 

Sebastian Hendra
Grey Consulting

Ron Peterson
AKQA

Oliver Feldwick
The & Partnership

Dr Nicki Morley
Kantar

Marie Stafford
Wunderman Thompson

Liam Brennan
MediaCom

Michelle Whelan
Geometry

Elliott Millard 
Wavemaker 

Toby Roberts
Essence 

Neil Godber
Wunderman Thompson

Andrew Nelson
Kantar

Lisa Story
BCW



 Supercharge
 brand and
business growth

www.kantar.com/marketplace

Access a suite of customised 
reports and data packages 
from BrandZ™, the world’s 
largest brand equity platform 
via Kantar Marketplace. 

Contact:  
BrandZ.Marketplace@kantar.com

Custom Reports

Data Packages

Understand the evolving influence 
of  key drivers of business success 
and your brand’s performance versus 
competitors in this series of reports on:

– Brand Purpose
– Corporate Reputation
– Consumer Trust
– Brand Equity

Explore brand performance 
data: brand equity, corporate 
reputation and brand personality, 
across a range of categories, 
markets and time periods
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These individuals created the report, providing 
research, valuations, analysis and insight, 

editorial, photography, production, marketing 
and communications.

Jane Bloomfield
Jane is Chief Growth 
Officer at Kantar UK, 
and the project lead for 
BrandZ™ UK. She has 
led on shaping the UK 
ranking, report, analysis 
and validation and is the 
lead UK PR spokesperson 
for the ranking.

Martin Guerrieria
Martin is Global Head 
of Research – BrandZ™, 
at Kantar and heads 
the consumer research 
component of BrandZ™. 
He is involved in 
delivering the full suite of 
BrandZ™ research tools.

Elspeth Cheung
Elspeth is the Global 
BrandZ™ Valuation 
Director for Kantar. 
She is responsible for 
valuation, analysis, 
client management and 
external communication 
for the BrandZ™ rankings 
and other ad hoc brand 
valuation projects.

Suzannah Rowland
Suzannah is Senior 
Marketing Manager, Kantar 
UK and is the local lead 
for all local marketing 
communications, including 
PR and launch event 
activities for the ranking.

Halina Bromberg
Halina is the BrandZ™ 
Marketing Director 
at Kantar where she 
is responsible for the 
PR, marketing, and 
communications on 
the BrandZ™ projects.

Paul Reiffer
Paul is a multi-award 
winning British 
photographer, who 
has travelled the world 
capturing people, 
commercial images and 
limited edition fine art 
landscape photography.

Bethan Davies
Bethan is part of The 
Store WPP’s EMEA and 
Asia team, and manages 
worldwide projects, digital 
and online initiatives for 
BrandZ™ and The Store 
WPP.

David Roth
David is the CEO of the 
Store WPP for Europe, 
the Middle East, Africa 
and Asia, and leads the 
BrandZ™ worldwide 
project. Prior to joining 
WPP David was main 
Board Director of the 
international retailer B&Q.

Jo Bowman
A journalist for over 20 
years, Jo worked for 
newspapers in Australia 
before moving to Hong 
Kong to specialise in 
business writing with a 
focus on Asian branding 
and marketing. She has 
since worked in Italy and 
the UK, as a writer and 
editorial consultant.

Helen Pearson
Helen is Head of Marketing, 
Kantar UK and has 
overseen all local marketing 
communications.

Cecilie Østergren
Cecilie is a professional 
photographer based in 
Denmark, she has worked 
closely with WPP agencies 
since 2009. Cecilie 
specialises in documentary, 
consumer insight and 
portraits. She has travelled 
extensively in China, Brazil 
and other locations to 
photograph images for the 
BrandZ™ reports.

Sarah Cousins
Sarah is part of The Store 
WPP’s EMEA and Asia 
team, and coordinates 
worldwide projects, live 
events and partnerships 
for both BrandZ™ and The 
Store WPP.

Raam Tarat
Raam is the Global Project 
Director for BrandZ™ 
at Kantar. He led the 
production of the BrandZ™ 
Top 75 Most Valuable 
UK Brands 2020 report, 
as well as marketing 
communications for other 
BrandZ™ projects.

Mark Chamberlain
Mark is the Managing 
Director, Brand at Kantar 
UK. A regular commentator 
on brands in the UK press 
he has contributed insight 
and to developing the 
narrative for the PR. He is 
one of the lead UK media 
spokespeople for the 
ranking. 

Priyadarshini Dean
Priyadarshini is 
BrandZ™ Valuation 
Manager for Kantar. She 
is involved in managing 
the valuations process 
for BrandZ™ projects.

Doreen Wang
Doreen is the Global 
Head of BrandZ™ and 
China CEO at Kantar, and 
a seasoned executive with 
over 20 years' experience 
in providing outstanding 
market research and 
strategic consulting 
for senior executives in 
Fortune 500 companies 
in both the US and China. With special thanks and appreciation to: 

Richard Ballard, Mark Breen, Sheila Campbell, Salvatore D’Ambrosio, Tuhin Dasgupta, 
Kimberley Jane Fitzsimmons, Ekaterina Ivanova, Dominick Lynch-Robinson, Anthony 
Marris, Lilly McKeague, Marcus Pullen, Chris Russell, Graham Staplehurst and Ellie Thorpe



Mobility 
Futures
How mobility will be shaped by the 
world’s great cities

The great cities of the world are energising places to live. 
But mobility – how people travel to, across and within 
the city landscape – remains a challenge. Congestion, 
air pollution, accelerating urbanisation, shifting working 
patterns and new technologies are all forces which affect 
the future of mobility.

Kantar’s Mobility Futures study reveals which cities are 
leading the way in mobility transformation and uncovers 
what drives people’s mobility decisions. It provides 
clear recommendations to help mobility players and 
municipalities seize tomorrow's opportunities – and shape 
a more sustainable future.

20,000+ interviews | 53 expert perspectives | 31 cities | 1 
forward-facing study

To find out more, contact mobility.futures@kantar.com  
or visit www.kantar.com/mobility-futures

The brand valuations in the BrandZ ™ Top 75 Most Valuable UK Brands 2020 are produced 
by Kantar using market data from Kantar’s Consulting and Worldpanel divisions, along 
with Bloomberg.
The consumer viewpoint is derived from the BrandZ™ database. Established in 1998 and constantly 
updated, this database of brand analytics and equity is the world’s largest, containing over 3.8 million 
consumer interviews and over 17,000 brands in over 51 markets.

For further information about BrandZ™ contact any WPP Group company or:

Bloomberg
The Bloomberg Professional service is the source of real-time and historical financial 
news and information for central banks, investment institutions, commercial banks, 
government offices and agencies, law firms, corporations and news organizations in 
over 150 countries. (For more information, please visit www.bloomberg.com)

Doreen Wang
Global Head of BrandZ™ and CEO China 
Kantar  
+86 166 000 17877
Doreen.Wang@kantar.com

Elspeth Cheung
Global Head of Valuations – BrandZ™ 
Kantar 
+44 (0) 207 126 5174 
Elspeth.Cheung@kantar.com

Martin Guerrieria
Global Head of Research – BrandZ™ 
Kantar  
+44 (0) 207 126 5073
Martin.Guerrieria@kantar.com

SECTION SIX /  RESOURCES

BRANDZ™ 
VALUATION 
CONTACT DETAILS

200 201





Writing:  
Jo Bowman

Design:
Kimberley Jane Fitzsimmons

Photography:  
Cecilie Østergren

Paul Reiffer

www.brandz.com


