GLOBAL OUTLOOK
BRAND RANKING

brands of 100 leading countries

o :
using a method based on the royalty
: relief mechanism employed to value
. the world’s largest companies.

CHINA'S NATIONAL BRAND HAS INCREASED SIGNIFICANTLY IN 2017 AT
44%, REFLECTING A GENERAL GLOBAL DYNAMIC WHERE ASIAN COUNTRIES
ARE ADVANCING WHILE WESTERN COUNTRIES ARE STAGNATING

: US stagnation
¢ With a value of $21,100bn, the US
remains the most valuable nation
brand in the world but low growth
of 2% year on year is putting its
dominance at risk in the long run.
“The US’s nation brand value’s
stagnation can be attributed to mac-
roeconomic challenges, such as the

hina is fast closing the gap
‘ with the US when it comes

to the prestige and value of
its national brand. According to
2017’s annual Brand Finance Nation
Brands study, China is the fastest
growing nation brand this year in
absolute terms, with a change of
more than $3100bn year on year.
This figure is equal to the entire
nation brand value of the UK, a
marker of how quickly China is
outpacing other countries.

Chinese companies make up

50 of the 500 most valuable brands
globally, increasing from eight in
2008. Chinese brands lead in four
sectors — banks (ICBC); spirits
(Moutai); insurance (PingAn);
and real estate (Dalian Wanda)
- compared with none in 2008.

: Enhanced image

¢ “In a virtuous circle, Chinese

. brands and the transformed

¢ national image of China as an

. emerging global power are reinforc-
. ing each other and further add to

. the country’s attractiveness to inves- |
i tors and tourists,” says Brand

Finance CEO David Haigh.

“In relative terms, China’s
nation brand value grew 44%
year on year, or at a pace 20 times
faster than the US. However, at
$10,200bn, China’s nation brand
value is still only half that of the
US’s, and sustaining growth will
be key to narrow the gap.”

To compile the rankings, the con-
sultancy Brand Finance measured
the strength and value of the nation
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declining participation rate caused
by the mass retirement of baby
boomers, ultimately contributing
to a slow pace of GDP growth com-
pared with previous expansions,”

: says Mr Haigh.

“However, perceptions of

Donald Trump’s presidency are
i not exactly helping Brand America.

Mr Trump’s administration is seen

i as increasingly unpredictable and

although tax relief promises can
boost FDI in the short run, a failure
to fulfil them, considering that
many propositions of new legisla-
tion fell through in Congress, will
make investors’ confidence disap-
pear,” he adds.

The dynamic between American
and Chinese nation brands is mir-
rored by the broader trends of
Western stagnation and Asian
advance. Established European
nation brands, such as Germany,

. the Netherlands, Belgium,

. Switzerland, Sweden and Austria,

i recorded either a decline or a negli-
. gible growth of value in this year’s

league tables, while Asian nation
brands are rising up the ranks
rapidly. Vietnam, the Philippines,
Thailand and South Korea have all
added 37% to 43% to their nation
brand value in the past year.
Southern European countries
can also boast record nation brand
value growth year on year as they
regain confidence following their
recovery from crisis, and pursue
reforms. Portugal is up 22%, Italy
34%, Greece 41%, Spain 46% and

. Cyprus 57%.

The fastest growing nation brand

. 0f 2017, however, is Iceland, up 83%

¢ from last year in value, on the back

: of a tourism boom. The most reliable
: performer is Singapore. It not only

. maintained its position as the

i strongest nation brand this year,

: but with a Brand Strength Index

¢ BSIof92.9, it is also the only

¢ country to score more than 90.
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TOP 10 BEST PERFORMING BRANDS —2017  TOP 50 MOST VALUABLE BRANDS — 2017
COUNTRY 2017 2016 % RANK COUNTRY 2017 2016 %
VALUE  VALUE  CHANGE VALUE VALUE CHANGE
Iceland 26 14 83 \ us 21,055 20,574 2

Cyprus
Spain

China
Vietnam
South Korea

Greece
Estonia
Philippines
Thailand

15
1,410
10,209
203
1,845
80
28
466
483

10 57
966 46
7,087

141 43
1,289 43

57 41
20 39
338 38
353 37

TOP 10 WORST PERFORMING BRANDS — 2017

COUNTRY 2017 2016 %
VALUE VALUE CHANGE
Uzbekistan 56 72 -23

Costa Rica
Egypt
Netherlands
Ecuador
Qatar
Sweden
Austria
Bulgaria
Brazil

38
88
1,005
36
223
703
484
47
798

49 -21
98
1,121
39
238
742
501
49
820

TOP 10 STRONGEST BRANDS — 2017

COUNTRY

2017 BRAND

2017 BRAND

STRENGTH INDEX RATING

Singapore
Switzerland

89.8

UAE 88.8
Hong Kong 88.4
Netherlands 86.9
Finland 86.8
New Zealand 86.6
Sweden 85.9
Norwa 85.6
UK 85.3
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Source for all graphs: Brand Finance
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