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“Brands are the most valuable 
intangible assets in business today.  
They drive demand, motivate staff, 

secure business partners and 
reassure financial markets.  Leading 

edge organisations recognise the 
need to understand brand equity and 
brand value when making strategic 

decisions” 

 
David Haigh, Chief Executive  

Brand Finance  Plc 

David Haigh, Chief Executive 
Brand Finance plc 
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 Foreword 

I am delighted to announce the release of Brand Finance® Telecoms 500, our first report on 
the world’s most valuable telecoms brands.  
 
The genesis of the project came from the data collected for our benchmark global brands study (The 
BrandFinance® Global 500), published in March. This suggested that the uplift in global brand values 
2009/10 was largely driven by the resurgence within the banking sector and the continual growth in 
the telecommunications sector.  
 
After identifying this insight we decided it was time to look into the Telecoms sector in more depth. 
 
We chose to segment our  analysis into three sub-sectors within the telecommunications industry;  

 Mobile or wireless providers  

 Fixed-line providers  

 Peripheral manufacturers 

 
Our analysis shows that European and United States domiciled telecoms brands made up 68% of the 
total brand value of the BrandFinance® Telecoms 500.   
 
However, this dominance may be temporary; the growth of the telecoms sector in emerging markets 
has been phenomenal. The Asian region contributed almost a third of total brand value to the 
Telecoms 500. This has been largely driven by the surge in demand for mobile phones in China, 
Hong Kong, Japan and Taiwan. Other developing regions such as South America, the Middle East 
and Africa also saw significant rises in brand value. 
 
You will find sections in the report devoted to our methodology, which we hope will help brand owners 
and managers use our data to determine the impact of brand equity on business performance, as well 
as discussing the impact of the new ISO 10668 brand valuation standard and what it means for 
telecoms brands.  
 
We hope you find this report useful. 
 
 
 

 
 
 
 
 
 
 
 
 

 
David Haigh, Chief Executive 
Brand Finance plc 
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Despite the turmoil in global capital markets and systemic problems in multiple industries, the tele-
coms sector has generally thrived over the last year: 
 

 As mobile infrastructure improves and cheap handsets have stimulated growth in emerging 

markets, smart phones have kick-started previously stagnant markets in the developed world.  

 Technological innovation in this sector has led to its sustained growth in business value and 

brand value 

 The total brand value of the world‟s 500 most valuable telecoms brands this year was US$ 451 

billion and the total Enterprise Value (EV) of the Top 500 is US$ 4.97 trillion. 

 The largest individual brand value increases are AT&T, Vodafone, Verizon, Oi and Movistar 

highlighting the global consolidation of telecoms brands in 2010. AT&T, in particular, saw the 
highest change in its total brand value to US$ 6.7 billion. 

 Vodafone, the global mobile telecommunication network company, is the most valuable tele-

coms brand in the world for the second year running, increasing its brand value by 18% to US$ 
29 billion. The brand was ranked the 7th most valuable global brand across all sectors in the 
2010 BrandFinance® Global 500 report. 

 Nokia recorded a loss of 2% in brand value. The brand has dropped two places to number four 

in 2010.  
 

Telecom brands growth by region: 
 

 Asia contributed the largest number of brands, 150, to the BrandFinance® Telecoms 500. For 

example, China Mobile has increased its brand value by 9% this year. 

 A Singapore-domiciled brand, Nera Telecommunications Ltd, achieved the fastest rate of 

brand value growth, 1942%, increasing from US$1 million to US$15 million. 

 Within emerging market regions, the total brand value of telecoms brand domiciled in Brazil, 

China, Hong Kong and Mexico added up to US$ 66 billion. 

 Despite contributing only 2% to the BrandFinance Telecoms 500, Central American brand val-

ues increased significantly by 73%, making it the fastest growing region.  

 Brands that domiciled in the United States contributed the most to the Telecoms 500, account-

ing to 110 brands in total. 

Executive 
Summary 
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What does this report cover? 
 

 An indicative valuation of the major brands within each sector 

 The publication of a Brand Rating for each major brand* 

 An explanation of the value changes, year-on-year 

 A summary of key changes by geographical location 

 A commentary on the major themes and issues affecting the sector 
 
 

Also… 
 
A detailed examination of the changes affecting India and  how increasingly, companies are adopting 
Indian innovations and learning from the challenges faced there. 
 
A useful guide relating to the forthcoming International Standards („ISO‟) on Brand Valuation. 
ISO10668 sets out principles that should be adopted when valuing any brand, and should be applied 
to any sort of brand valuation commissioned for any purposes. The worksteps and approved 
methodologies are listed in Chapter 10. 
 
Analysis of regional differentiations in Chapter 11. 
 
An Introduction to the Global Intangible Financial Tracker („GIFT‟), Brand Finance‟s extensive, annual 
study of global intangible asset values, covering the largest 58 stock markets in the world. This 
equates to more than 38,000 companies, representing 99% of publicly listed market capitalisation. 
The GIFT monitors changes in tangible net asset value, disclosed intangibles (excluding goodwill), 
goodwill and undisclosed value on a global basis, and is broken down by country. The associated 
Telecoms component of the GIFT analysis can be found in Chapter 12. 
 
A detailed explanation in Chapter 13 of the methodology (known as Royalty Relief) used to calculate 

the brand values used in the BrandFinance® Telecoms 500.  

 

 

 

 

Introduction 
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Telecoms are on the move in India. 
 
The Indian market has emerged as the fastest 
growing in the world and is the second largest 
telecom market after China, with more than 550 
million subscribers. The success of the sector is 
largely attributed to growth in wireless services 
with average additions of over 14 million 
subscribers per month. Recent subscribers 
have been attracted by low cost in both 
services and handsets.  

 
The overall teledensity has reached 43.5 
percent, with urban regions approaching 100 
percent teledensity, however rural teledensity is 
approximately 40.31 percent presenting a large 
untapped potential for the sector. Apart from 
mobile services, Indian telecom has basic fixed 
line and internet services. Though mobile 
services contribute 70% of sector revenues, 
there is huge potential for growth in fixed and 
internet services, which have been 
underexploited in urban, as well as rural 
regions. 
 
The Indian mobile service network is divided 
into 22 geographical blocks or „circles‟. Up to 12 
service providers operate within each of these 
circles, thereby making the market one of the 
most competitive in the world. In recent past, 
well known international service providers like 
Vodafone, Telenor and MTS have partnered 
with Indian license holders to launch their 
services.  The rest of the world is having a 
closer look at India which has become the most 
globalised telecoms market today. 
 
Indian telecom player Bharti Airtel has 
developed a novel and influential business 
model. Though born out of the unique 
conditions of the Indian market, it has offered 
many lessons to telecoms companies the world 
over and has been applied in several other 
emerging markets. The new model has entailed 
the service provider outsourcing the network, IT 
maintenance and customer services along with 
infrastructure and tower sharing, leaving the 

service provider to focus on building its brands 
and subscriber base. Sanjay Kapoor, the CEO 
describes it as, “innovation rather than 
happening on the product and services”. The 
model is able to generate 40% margins with 
average revenue per user (ARPU) of around 
US$ 8.00 to US$ 9.00.  
 
The impending introduction of mobile number 
portability (MNP), will bring twofold benefits for 
customers. It will allow them to switch providers 
more easily and will also create a more 
competitive marketplace, driving innovation and 
lowering prices. The companies that are able to 
provide brand differentiation through their tariff, 
network, distribution and services will be 
sustainable in the future. However with an 
increase in the number of service providers, the 
margins are already under pressure. The 
industry may have to go through a consolidation 
phase in the near term which would result in a 
decrease in  the number of players from a 
dozen to perhaps five or six. 
 
Though the Indian telecoms industry has 
already experienced rapid development and 
profound change, the near future promises a 
revolution. With the launch of 3G technology, 
Indian telecom will have a new dimension of 
growth – “Data Services”. The ongoing auction 
for 3G spectrum which has reached an 
astronomical price of US$2.8 billion for a 
national license (four slots are available for 
auction), provides an indication of the potential 
India holds in the eyes of service providers. The 
other frontiers of growth are broadband wireless 
access (BWA), soon to be auctioned and 
increasing consumption of value added 
services (VAS).   
 
The Indian telecom industry has reached a 
threshold point. Predictions for its future 
trajectory include the diversification of service 
offerings from the existing „pure voice‟, to a 
wider range of data services. This can be 
described as a shift from practical to „lifestyle 
enhancing‟ offerings, corresponding to the 
expansion of the Indian middle class. These 
new services will include mobile entertainment, 
banking and commerce, which are 
underdeveloped in India and ripe for 
capitalization by existing players. Recent 
growth and these predictions for the near 
futures suggest the Indian Telecoms industry is 
all set to attain new heights, which will capture 
the attention of the whole world. 

The Indian  
Telecoms brands 

The rest of the world is having  

a closer look at India which has 

become the most globalised 

telecoms market today. 

By: Unni Krishnan, Managing Director, Brand Finance India 
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In spite of being our first Telecoms report, 
this is the second year that Brand Finance 
has published the top telecom brands 
league tables. This year the study examines 
500 brands in comparison to last year’s 50 
brands. This section of the report takes in to 
account the absolute changes in brand 
value of last year’s brands. 
 
This year AT&T, Vodafone, and Verizon saw 
the greatest increase in total brand value. 
Collectively, the absolute value of these top 3 
Telecoms Giants rose by over US$15 billion. 
Out of this, AT&T achieved the greatest 
increase with US$6.7 billion, the largest 
improvement yet in the BrandFinance® 
Telecom 500. As a result the American telecom 
provider has risen from third to second place in 
the rankings thereby further closing the gap with 
Vodafone. This has been largely fuelled by 
AT&T‟s exclusive rights to the iPhone in the US, 
which has helped pull them through a tough 
year. 
 
Vodafone and Verizon increased the value by 
US$4.3 billion and US$4.1 billion respectively. 
Whilst Vodafone has maintained its top spot 
position in the global rankings, Verizon has also 
improved its position to third place. 
 

Nokia has seen the largest fall in brand value 
with a drop of US$333 million. As a result, the 
Finish mobile manufacturer has this year been 
knocked from its second spot to fourth position. 
This has been largely down to a drop in the 
company‟s revenue (19.2%) together with a 
general fall in volume, predominately in the 
Americas. Nokia has also struggled to gain 
headway in the ever growing smartphone 
market where it still battles to offer a credible 
alternative to the iPhone. 
 
The Spanish telecom giant Telefonica has seen 
a very successful year in terms of brand value. 
Three of the company‟s brands are within the 
top 20 (Movistar, Telefonica, O2). The three 
brands have collectively achieved an increase 
in value of $6.4 billion and together are worth 
$24 billion. In total, the top 50 brands have seen 
their value increase by US$112 billion to 
US$337 billion over the year which represents 
an increase of 50%.  
 
After a crippling year in 2008, 2009 has seen 
uneven improvement in the macroeconomic 
climate which has resulted in many brands 
experiencing substantial increases over the 
year. 

Winners &  
Losers 



“IS 10668 gives brand 
valuation analysis the 
institutional credibility 

which it previously lacked.  
It professionalises brand 

management.” 
 

David Haigh, Chief Executive 
Brand Finance plc 
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In 2007 the International Organization for 
Standardization („ISO‟), a worldwide federation 
of national standard setting bodies, set up a 
task force to draft an International Standard 
(„IS‟) on monetary brand valuation.   
 
After 3 years of discussion and deliberation IS 
10668 – Monetary Brand Valuation – will be 
released in Autumn 2010. This sets out the 
principles which should be adopted when 
valuing any brand.  
 
The new IS applies to brand valuations 
commissioned for all purposes, including: 

 Accounting and financial reporting 

 Insolvency and liquidation 

 Tax planning and compliance 

 Litigation support and dispute resolution 

 Corporate finance and fundraising 

 Licensing and joint venture negotiation 

 Internal management information and 

reporting 

 Strategic planning and brand management 

 
The last of these applications includes: 

 Brand and marketing budget determination  

 Brand portfolio review 

 Brand architecture analysis 

 Brand extension planning 

 
Under IS 10668 the brand valuer must declare 
the purpose of the valuation as this affects the 
premise or basis of value, the valuation 
assumptions used and the ultimate valuation 
opinion, all of which need to be transparent to a 
user of the final brand valuation report. 
 
Requirements of an ISO compliant brand 
valuation? 
IS 10668 is a „meta standard‟ which succinctly 
specifies the principles to be followed and the 
types of work to be conducted in any brand 
valuation. It is a summary of existing best 
practice and intentionally avoids detailed 
methodological work steps and requirements.  
 
As such IS 10668 applies to all proprietary and 
non-proprietary brand valuation approaches 
and methodologies that have been developed 
over the years, so long as they follow the 
fundamental principles specified in the meta 
standard.  
 

IS 10668 specifies that when conducting a 
brand valuation the brand valuer must conduct 
3 types of analysis before passing an opinion 
on the brand‟s value.  
 
These are Legal, Behavioural and Financial 
analysis. All 3 types of analysis are required to 
arrive at a thorough brand valuation opinion.  
This requirement applies to valuations of 
existing brands, new brands and brand 
extensions. 
 

Module 1 Legal analysis  

The first requirement is to define what is meant 
by „brand‟ and which intangible assets should 
be included in the brand valuation opinion. 
 
IS 10668 begins by defining Trademarks in 
conventional terms but it also refers to other 
Intangible Assets („IA‟) including Intellectual 
Property Rights („IPR‟) which are often included 
in broader definitions of „brand‟.   
 
International Financial Reporting Standard 
(„IFRS‟) 3, specifies how all acquired assets 
should be defined, valued and accounted for 
post-acquisition. It refers to 5 specific IA types 
which can be separated from residual Goodwill 
arising on acquisition.   
 
These are: technological, customer, 
contractual, artistic and marketing related IA.  
IS 10668 mirrors this classification by defining 
brands as marketing related IA, including 
trademarks and other associated IPR. This 
refers inter alia to design rights, domain 
names, copyrights and other marketing related 
IA and IPR which may be included in a broader 
definition of „brand‟. 
 
The brand valuer must precisely determine the 

New International 
Standard on Brand 

Valuation 
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bundle of IA and IPR included in the definition 
of „brand‟ subject to valuation. He may include 
names, terms, signs, symbols, logos, designs, 
domains or other related IPR intended to 
identify goods and services and which create 
distinctive images and associations in the 
minds of stakeholders, generating economic 
benefits for the branded business. 
 
The brand valuer is required to assess the 
legal protection afforded to the brand by 
identifying each of the legal rights that protect 
it, the legal owner of each relevant legal right 
and the legal parameters influencing negatively 
or positively the value of the brand. 
 
It is vital that the brand valuation includes an 
assessment of the legal protection afforded to 
the brand in each geographical jurisdiction and 
product or service registration category. These 
legal rights vary between legal systems and 
need to be carefully considered when forming 
the brand valuation opinion. For example, the 
legal rights protecting brands exist at a national 
(UK), supra-national (EU) and global (WIPO) 
level and have different characteristics. 
 
Extensive due diligence and risk analysis is 
required in the Legal analysis module of an IS 
10668 compliant brand valuation. It should be 
noted that the Legal analysis must be 
segmented by type of IPR, territory and 
business category. 
 
The brand valuation opinion may be affected 
positively or negatively by the distinctiveness, 
scope of use or registration (territory and 
business category), extent of use, notoriety of 
the brand, risk of cancellation, priority, dilution 
and the ability of the brand owner to enforce 
such legal rights. 
 

Module 2 Behavioural analysis  
 
 
 
 
 
 
 
 
 
 
 

The second requirement when valuing brands 
under IS 10668 is a thorough behavioural 
analysis.  The brand valuer must  understand 
and form an opinion on likely stakeholder 
behaviour in each of the geographical, product 
and customer segments in which the subject 
brand operates.   
 
To do this it is necessary to understand: 
 

 market size and trends - determined by 

conducting a critical review of predicted 
trends in distribution channels, customer 
demographics, market volumes, values 
and margins. 

 contribution of brand to the purchase 

decision - determining the monetary brand 
contribution in the geographical, product 
and customer segments under review.   

 attitude of all stakeholder groups to the 

brand - to assess the long term demand 
for the brand, any risks to the branded 
business and the appropriate cost of 
capital. 

 all economic benefits conferred on the 

branded business by the brand – to 
assess the sustainability of future 
revenues and profits.  

 
The brand valuer needs to research brand 
value drivers, including an evaluation of 
relevant stakeholders‟ perceptions of the brand 
in comparison with competitor brands. 
Measures commonly used to understand brand 
strength include awareness, perceptual 
attributes, knowledge, attitude and loyalty. The 
brand valuer needs to assess the brand‟s 
strength in order to estimate future sales 
volumes, revenues and risks.  
 

Module 3 Financial analysis  
 
The third requirement when valuing brands 
under IS 10668 is a thorough financial analysis.   
 
IS 10668 specifies three alternative brand 
valuation approaches - the Market, Cost and 
Income Approaches. The purpose of the brand 
valuation, the premise or basis of value and the 
characteristics of the subject brand dictate 
which primary approach should be used to 
calculate its value. 
 
 

New International 
Standard on Brand 

Valuation 

New International 
Standard on Brand 

Valuation 
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Brand Valuation Approaches  
 
Market approach 
The market approach measures value by 
reference to what other purchasers in the 
market have paid for similar assets to those 
being valued. The application of a market 
approach results in an estimate of the price 
expected to be realized if the brand were to be 
sold in the open market. Data on the price paid 
for comparable brands is collected and 
adjustments are made to compensate for 
differences between those brands and the 
brand under review.  
 
As brands are unique and it is often hard to find 
relevant comparables this is not a widely used 
approach. 

 
Cost approach 
The cost approach measures value by 
reference to the cost invested in creating, 
replacing or reproducing the brand.  This 
approach is based on the premise that a 
prudent investor would not pay more for a 
brand than the cost to recreate, replace or 
reproduce an asset of similar utility.  
 
As the value of brands seldom equates to the 
costs invested creating them (or hypothetically 
replacing or reproducing them) this is not a 
widely used approach. 
 
Income approach 
The income approach measures value by 
reference to the economic benefits expected to 
be received over the remaining useful 
economic life of the brand. This involves 
estimating the expected future, after-tax cash 
flows attributable to the brand then discounting 
them to a present value using an appropriate 
discount rate. 
 
Under the income approach, risks that are not 
already reflected in future cash flows must be 
considered in the discount rate.  The discount 
rate used for discounting future expected cash 
flows attributable to a brand is usually derived 
from the Weighted Average Cost of Capital 
(„WACC‟) of the business.  
 

New International 
Standard on Brand 

Valuation 
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As the value of brands stems from their ability 
to generate higher profits for either their 
existing or potential new owners this is the 
most widely accepted and used brand 
valuation approach. When conducting a brand 
valuation using the income approach various 
methods are suggested by IS 10668 to 
determine future cash flows. 
 
Royalty Relief method 
 
This is the most widely used method used to 
determine brand cash flows.  This method 
assumes that the brand is not owned by the 
branded business but is licensed in from a third 
party. The value is deemed to be the present 
value of the royalty payments saved by virtue 
of owning the brand. 
 
The royalty rate applied in the valuation is 
determined after an in-depth analysis of 
available data from licensing arrangements for 
comparable brands and an appropriate split of 
brand earnings between licensor and licensee, 
using behavioural and business analysis.  
The Royalty Relief method is widely used 
because it is grounded in commercial reality 
and can be benchmarked against real world 
transactions. 
Price Premium and Volume Premium methods 
 

The Price Premium method estimates the 
value of a brand by reference to the price 
premium it commands over unbranded, weakly 
branded or generic products or services. In 
practice it is often difficult to identify unbranded 
comparators. To identify the full impact on 
demand created by a brand the Price Premium 
method is typically used in conjunction with the 
Volume Premium method.  
 
The Volume Premium method estimates the 
value of a brand by reference to the volume 
premium that it generates. Additional cash 
flows generated through a volume premium are 
determined by reference to an analysis of 
relative market shares. The additional cash 
flow generated by an above average brand is 
deemed to be the cash flow related to its 
„excess‟ market share. In determining relevant 
volume premiums the valuer has to consider 
other factors which may explain a dominant 
market share. For example, legislation which 
establishes a monopoly position for one brand.  
 
Taken together the Price Premium and Volume 
Premium methods provide a useful insight into 
the value a brand adds to revenue drivers in 
the business model. Other methods go further 
to explain the value impact of brands on 
revenue and cost drivers. 
 

New International 
Standard on Brand 

Valuation 
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Income-split method 
 
The income-split method starts with net 
operating profits and deducts a charge for total 
tangible capital employed in the branded 
business, to arrive at „economic profits‟ 
attributable to total intangible capital employed.  
Behavioural analysis is then used to identify 
the percentage contribution of brand to these 
intangible economic profits. The same analysis 
can be used to determine the percentage 
contribution of other intangible assets such as 
patents or technology. The value of the brand 
is deemed to be the present value of the 
percentage of future intangible economic 
profits attributable to the brand. 
 
Multi-period excess earnings method 
 
The multi-period excess earnings method is 
similar to the income-split method. However, in 
this case the brand valuer first values each 
tangible and intangible asset employed in the 
branded business (other than the brand).  He 
uses a variety of valuation approaches and 
methods depending on what is considered 
most appropriate to each specific asset.   
 
Having arrived at the value of all other tangible 
and intangible assets employed in the branded 
business a charge is then made against 
earnings for each of these assets, leaving 
residual earnings attributable to the brand 
alone. The brand value is deemed to be the 
present value of all such residual earnings over 
the remaining useful economic life of the brand.  
 
Incremental cash flow method 
 
The incremental cash flow method identifies all 
cash flows generated by the brand in a 
business, by comparison with comparable 
businesses with no such brand. Cash flows are 
generated through both increased revenues 
and reduced costs.  
 
This is a more detailed and complex approach 
which tends not to be used in technical brand 
valuations but is extremely useful for strategic, 
commercial purposes.  For example, when 
Virgin negotiates a new brand license with a 
new licensee, the incremental value added to 
the licensee‟s business form‟s the starting point 
for the negotiation. 
 

Application of brand valuations 
 
IS 10668 was developed to provide a 
consistent framework for the valuation of local, 
national and international brands both large 
and small.  The primary concern was to create 
an approach to brand valuation which was 
transparent, reconcilable and repeatable.  In 
the wake of the standard‟s launch it is expected 
that many companies will either value their 
brands for the first time or revalue them 
compliant with the standard. 
 
Brand Valuations and Brand Strategy? 
 
Common commercial applications of brand 
valuation are brand portfolio and brand 
architecture reviews.  
 
Brand Portfolio reviews consider whether the 
right number of brands and sub-brands are in 
the portfolio.  Brand Architecture reviews 
considers whether individual brands are too 
fragmented and extended.   
In both these cases, brand valuation analysis 
can help to evaluate the most effective value 
adding strategy. Brand valuation can help 
companies rationalise and rebuild their brand 
portfolios and trim their brand architecture to 
best address current market conditions.  
 
Brand Dashboards 
 
Having determined an ideal brand portfolio and 
architecture at a point in time it is 
recommended to create a long term brand 
dashboard to monitor changes in brand equity 
and value so that swift corrective action can be 
taken if necessary.   
 
CONCLUSION 
 
IS 10668 gives brand valuation analysis the 
institutional credibility which it previously 
lacked.  It professionalises brand management. 
As evidence of this SAM Group which 
produces the Dow Jones Sustainability Index, 
intends to upweight businesses in the DJSI if 
they adopt ISO 10668 principles.  This is based 
on the view that businesses which manage 
their brands systematically are likely to be 
more sustainable long term. 

New International 
Standard on Brand 

Valuation 
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 Top 3  
Fixed Lines 

Year: 2010 BT Telefónica NTT 

Brand Ranking 12 13 7 

Brand Value 8685 8155 16,989 

Brand Rating AA AA- AA+ 

Enterprise Value 36240 203347 126,646 

Domicile Britain Spain Japan 

BT 
Telefónica 

Geographic Presence: 

NTT 
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BT Group plc is a British tele-
communications company 
which provides local, national 
and international telecommuni-
cations services, in addition to 
providing broadband products 
and internet access services.  
The company was able to 
weather the difficult economic 
climate and posted revenues 
of £21 billion which is approxi-
mately a 1% decrease from 
2008. This was helped in part 
by significant cost cutting 
which amounted to savings of 
over £2 billion in the year. 
 
BT is continuing to expand its 
public WiFi business with around 
a million hotspots and expects 
more than a doubling of traffic in 
comparison to last year. In addi-
tion, the company is seeking to 
increase access to high-speed 
broadband services to its cus-
tomers and expects to reach 
around 75% of the UK by 2011. 
BT‟s Ethernet footprint has more 
than trebled in 2009 further ex-
tending its lead in this area. It 
has also entered into competition 
with Virgin Media in the super-
fast broadband market by 
launching its own service, „BT 
Infinity‟.  
 
BT was able to diversify its client 
base by covering both UK and 
international clients, with both 
B2C and B2B offerings. For ex-
ample, in the UK, BT has won 
contracts with Disclosure Scot-
land, and William Hill. The com-
pany has also strengthened its 
relationships with its multi-
national customers such as Emir-
ates, Solvay and Tommy Hilfiger. 
In its non-UK target markets, BT 
was able to secure contracts with 
companies such as ProRail in 
the Netherlands and the Brazilian 
bank Bradesco. 
 
The BT brand received recogni-
tion for its capabilities and excel-
lence in customer service by 
being rated as the “global leader 
of global leaders” in the Enter-
prise sector in a survey pub-
lished by Ovum, with particularly 
strong results in product innova-
tion and customer service.  
 
 

Spain’s Telefónica is one of 
the largest telecommunication 
companies in the world and 
provides fixed-line and mobile 
telephone, internet, and data 
transmission services to cus-
tomers mainly in Europe and 
Latin America. It is Europe’s 
second biggest phone com-
pany, behind Deutsche Tele-
kom. In 2009, Telefónica’s 
brand value has increased by 
32% to US$8.1 billion. In addi-
tion, its brand rating has re-
mained stable at AA-. 
 
Like BT, Telefónica was able to 
survive the recession with only a 
2% fall in its revenues to €56.7 
billion in 2009. More than a third 
of Telefónica‟s sales come from 
Spain which was affected by the 
recession. However, the com-
pany was able to outperform 
most of its European competitors 
due to the success of its opera-
tions in Latin America. 
 
Telefónica is currently in the 
process of a major overhaul of its 
brands. In addition to the O2 
brand in its European regions 
other than Spain, the company 
currently uses the Telefónica 
brand for its fixed line and broad-
band services in Spain and Latin 
America and the Movistar brand 
for its mobile services in these 
areas. The company intends to 
use the Movistar brand for all its 
mobile services in Spain and 
Latin America whilst keeping the 
O2 brand for the rest of Europe 
whilst the Telefónica brand will 
only be used at an institutional 
level. The launch of the new 
structure is expected to take 
place in the middle of 2010 and 
will be watched closely by ana-
lysts, given the complexity of the 
transition.  
 
 
 
 
 
 
 
 
 
 
 
 
 

NTT is Japan’s largest tele-
communications company and 
comes a very close second to 
China Mobile, in the Asian 
brand value table. NTT is part-
government controlled. Upon 
its founding in 1952 it was 
wholly national, but since 1987 
it has been listed, with the 
Japanese government retain-
ing one third of the shares. 
 
NTT holds a majority of the 
shares of it‟s subsidiary. It con-
trols most „last mile‟ infrastruc-
ture, and hence controls most 
Japanese land lines. Strict regu-
lations prescribe its monopoly 
however, and NTT is forced to 
lease its available fibreoptic ca-
bling to competitors at set rates. 
This dominance of one of the 
largest, most affluent and tech-
nologically advanced markets in 
Asia and the world goes some 
way to explaining the impressive 
brand value of NTT, at US$ 
16,989 million. 
 
NTT has  made recent drives for 
greater profitability by cutting 
operating expenses of its re-
gional units, NTT East and NTT 
West, and reducing staff costs. 
Profit for the second quarter of 
2010 is up 12% on the first, rising 
from 139.6 billion yen to 155.9 
billion. 
Recent acquisitions include the 
purchase of the South African 
Dimension Data at for £2.1 billion 
in a move that experts believe 
will help accelerate the telecom 
giant‟s portfolio diversification 
including cloud computing ser-
vices. 
 
NTT‟s cellular mobile operation 
system is NTT Docomo, founded 
in 1991. The Japanese mobile 
market, in contrast to the fixed-
line market has characteristically 
been highly aggressive. NTT 
Docomo, is the largest player. 
SoftBank Mobile and KDDI are 
strong competitiors, at 21st and 
25th in this year‟s report respec-
tively. They fall well below NTT 
as a whole in terms of brand 
value, though separating out the 
figures for Docomo alone, which 
has a brand value of US$ 5,742, 
reveals a much closer rivalry. 
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Year: 2010 Vodafone at&t Verizon 

Brand Ranking 1 2 3 

Brand Value 28,995 26,585 23,029 

Brand Rating AAA AA+ AA 

Enterprise Value 178,604 229,793 196,293 

Domicile Britain United States United States 

Top 3  
Wireless  

Vodafone at&t  Verizon 

Geographic Presence: 
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Vodafone Group plc is a British 
multinational mobile network 
operator . It has the world's larg-
est mobile telecommunication 
network, based on revenue and is 
currently in operation in 31 coun-
tries and has partner networks in 
a further 40 . Vodafone owns 45% 
of Verizon Wireless which is the 
largest wireless telecommunica-
tions network in the United States 
(US), based on number of sub-
scribers. 
 
Vodafone had a strong year in 
which it earned revenues of £44 
billion for the 12 months ending 
December 2009 which represented 
an increase of 10.5%. This was a 
key contributor to its brand value 
which has risen by 17.6% to US$29 
billion. This has allowed it to retain 
its AAA rating as well as its number 
one position in the Telecom 500. 
However, there has been a de-
crease in the gap between Voda-
fone and its competitors, implying 
that the telecom industry as a whole 
is becoming increasingly competi-
tive as others build their brand val-
ues. 
 
Vodafone increased its presence in 
Africa when in May 2009, Vodacom 
became a subsidiary of the com-
pany, with 35 million customers in 
and around South Africa.  
 
Vodafone is the title sponsor of the 
McLaren Mercedes Formula 1 team 
which saw Lewis Hamilton winning 
the Championship in late 2008, 
providing brand exposure to a 
worldwide audience of over a billion 
people. In late 2009, it was an-
nounced that the 2009 F1 Cham-
pion Jenson Button would be joining 
McLaren . Their recent successes 
have come as welcome news to the 
company. 
 
In January 2010, Vodafone started 
distributing the iPhone on its UK 
network after Apple‟s exclusivity 
deal with O2 ended. The uplift in 
customer demand has been signifi-
cant. 

 
 
 
 

AT&T is the largest provider 
of local, long distance tele-
phone services domiciled in 
the US. The company also 
provides internet and digital 
television services. As the 
second largest provider of 3G 
and wireless internet in the 
US, AT&T has over 81.6 mil-
lion wireless customers and 
more than 150 million total 
customers, as of October 
2009. 
 
AT&T‟s revenues fell by only 
US$1 billion to US$123 billion 
over the year. However, the 
company‟s brand value signifi-
cantly increased by 34% to 
US$26.5 billion and has risen by 
one spot to the number two 
position. The company has also 
been able to maintain its healthy 
brand rating of AA+.  
 
AT&T‟s exclusive rights to distri-
bution of the iPhone in the US 
have helped pull it through a 
tough year. The popularity of the 
iPhone has occasionally proved 
troublesome; the carrier saw the 
wireless data service crash 
several times throughout the 
year due to limitations on its 
network capabilities. In March 
2009 AT&T began to sell 
iPhones without contracts for 
the first time. The retention of 
the exclusive iPhone distribution 
has proven a highly successful 
move for AT&T both from a 
financial and brand perspective 
-benefitting from the „halo‟ effect 
in associating with the Apple 
brand. The exclusivity deal lasts 
until 2012 but with the rise of 
Google‟s Android operating 
system, there may be tougher 
times ahead for AT&T. 
 
 
 
 
 
 
 
 
 
 
 
 

Verizon is a US broad-
band and telecommunications 
company with consumer, 
carrier, business and govern-
ment customers mainly in the 
United States but also inter-
nationally across 150 coun-
tries. 
 
Although Verizon saw its profits 
fall by 43% to US$3.6 billion, it 
had a strong year in terms of 
sales where it has recorded a 
10.7% increase in its revenues 
to US$107.8 billion. The com-
pany saw its brand value rise by 
22% to US$23 billion which was 
helped by maintaining its AA 
brand rating.  Consequently it 
has risen one place in the table 
to number three.  
 
Verizon Wireless broadened its 
reach in the wireless communi-
cations sector in the US when it 
completed its purchase of Alltel 
Corporation in January 2009.  
 
However the company was 
forced to undertake cost cutting 
measures when in June 2009, it 
announced 8000 job cuts in its 
wireline division following a fall 
in revenue of 21% in the first 
half of the year.  
 
In April 2009, Verizon became 

the largest wireless provider, 

surpassing AT&T for the first 

time. The absence of a tie-up 

with Apple‟s iPhone (until 2010) 

proved not to be as big an ob-

stacle as previously anticipated. 

Thanks to Verizon‟s successful 

marketing campaign in the first 

quarter of 2010 for phones fea-

turing the Android operating 

system, phones running the 

Android software outsold the 

iPhone for the first time. In 

March 2010 Verizon included 

Skype‟s calling service for own-

ers of Blackberry and Android 

based smartphones.  
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Year: 2010 Nokia Cisco Motorola 

Brand Ranking 4 7  16 

Brand Value 19,558 11,480  6,254 

Brand Rating AAA- AA+  AA- 

Enterprise Value 48,467 110,003  16,098 

Domicile Finalnd United States  United States 

Top 3  
Manufacturers 

Geographic Presence: 

Nokia Cisco Motorola 
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Nokia, a Finnish multinational 
corporation, is the world’s largest 
manufacturer of mobile phones. 
The company has seen a slight 
fall in brand value of 1.7% to 
US$19.6 billion; however, its 
brand rating remained constant 
at AAA-.  
 
Despite a difficult year financially 
where the company‟s revenue fell 
by 19.2% to €41 billion, Nokia ex-
perienced a certain amount of re-
covery towards the year end with an 
increase in fourth quarter net in-
come of 65% to €948 million from 
the 2008 fourth quarter. This in-
crease in profitability was fuelled by 
severe cost savings, including a 
reduction in the number of its work-
force by 1.8%, or 2,276 employees.  
 
Nokia has been unable to gain 
global market share, especially in 
the smart-phone market. This was 
illustrated by a marginal decrease in 
its share of the global device market 
which fell from 39% in 2008 to 38% 
in 2009. Nokia has suffered heavily 
at the hands of the Apple iPhone 
and it has been unable to provide a 
credible alternative even after three 
years, whilst the Blackberry from 
Research in Motion continues to be 
a major player and the emergence 
of Google‟s Android system has 
made this sector even more com-
petitive.  
 
In terms of volume, Nokia sold 
431.8 million units in 2009 which is 
a 7.8% decline from 2008 with Latin 
America, North America, and Asia-
Pacific experiencing the biggest 
falls. Nokia‟s presence in the Ameri-
can market has been fading steadily 
when as recently as 2002; it was 
leading with a share of 35%, but by 
2009, its share had fallen to 7%. 
Nokia has doubled its portfolio of 
touch-screen smart-phones in re-
sponse to the rapid growth in this 
market, however the success of its 
efforts remains to be seen. 
 
 
 
 
 
 

 
 

Motorola is an American multi-
national widely known for its 
mobile handsets though it also 
sells other products such as 
digital entertainment devices. 
The company’s revenues fell 
by 27% to US$22 billion in 
2009. However, Motorola’s 
brand value increased by 59% 
to $6.3 billion. A significant 
contributor to this increase 
was an improvement in the 
company’s brand rating from 
A+ to AA-.  
 
The company‟s Mobile Devices 
segment achieved sales of 
US$7.1 billion in 2009 which 
represents a fall of 41% from 
2008. Motorola‟s market share 
continues to shrink and is now 
estimated to be about 3.7% of 
the global market.  
 
However, towards the end of 
2009, the company did success-
fully launch two smartphones 
powered by the Android operat-
ing system, including TIME 
magazine‟s “Best new gadget of 
2009” the DROID, as well as 
CLIQ. In addition, the company 
announced four new smart-
phones powered by Android 
which are due for release in 
2010. 
 
Despite the difficult year that the 
company had financially, Mo-
torolla managed to stage a re-
covery in terms of its market 
capitalisation and faces consid-
erably lower risk with regards to 
its key geographical operating 
segments. This, combined with 
an aggressive marketing effort to 
promote its new smart-phones 
has resulted in a significant in-
crease in brand value.  
 
Analysts and manufacturers are 
predicting growth in the mobile 
phone market of between 10-
13% in 2010. In addition, ana-
lysts are predicting a massive 
46% growth in smartphone sales 
over the year from the 172.4 
million units sold last year.  
 
 
 
 

Cisco, an American corpora-
tion, designs and sells con-
sumer electronics, networking 
and communications technol-
ogy and services. The com-
pany is focused on the infra-
structure behind fixed line 
communications and wireless 
technology.  
 
Cisco‟s revenues fell in 2009 to 
UD$36.1 billion, down almost 9% 
on the year before. The enter-
prise value increased by 54% but 
the brand value did not see the 
same growth, only managing a 
6% rise to US$11.5 billion. 
 
Following the economic crisis in 
2008 many companies reduced 
their spending on new equipment 
and technology which had a big 
impact on Cisco‟s sales in 2009.  
Facing tough competition from all 
angles Cisco reacted decisively. 
Apple was threatening the video 
market with the release of a new 
iPhone, IBM had rebranded Bro-
cade to offer competition on IP 
network equipment and services 
and the battle with security giants 
Symantec and McAfee as fierce 
as ever.  As a result in 2009 
Cisco acquired ScanSafe, Tidal 
Software, Tandberg and DVN 
Holdings to expand strengthen 
its position in internet security, 
network management, video 
conferencing and the provision of 
digital television.  
 

Looking forward Cisco hopes to 

seize a larger share of its market 

by expanding offerings to compa-

nies that are beginning to spend 

at pre-recession levels.  It aims 

to show businesses the benefits 

and invaluable opportunities of 

virtual office technology, which 

they use themselves to allow 

their employees to work at home, 

saving Cisco over US$250 mil-

lion in productivity savings during 

2009. 
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Europe

North
America

Asia

Middle East

South America
Africa

Central America
Pacific

North America 
Total Brand Value 
US$109,303 billion 
 

 

Europe 
Total Brand Value 
US$190,268 billion 

Central America  
Total Brand Value 
US$11,455 billion 

South  America 
Total Brand Value 
US$14,943 billion 
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Explanation Guide: 

 

This section explains the presence of 

the top 10 regional brands in two 

aspects: 

 

‘Domiciled’ 

 

This is defined as the presence of the 

brand within the region where it is 

headquartered. 

 

• ‘ Footprint’ 

 

This is defined as the presence, 

which is measured by the revenue 

generated within the region, of the 

brand within the region regardless of 

where it is domiciled. 

Regional Analysis 

Europe 
Total Brand Value 
US$190,268 billion 

Africa 
Total Brand Value 
US$11,610 billion 

Asia 
Total Brand Value 
US$81,357 billion 

Pacific 
Total Brand Value 
US$10,151 billion 

Middle East 
Total Brand Value 
US$15,822 billion 
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Asia contributed 18% to the total brand value of the 
BrandFinance® Telecom 500, with US$ 
81,357million. With 152 brands, Asia has the highest 
proportion of brands in the study, accounting for 30% 
of 500 brands. Within the region, China has the most 
telecom brands with 42. It is also the greatest con-
tributor of brand value with 8%. 
 
China Mobile‟s brand value was US$ 18.7 billion, an 
increase of 9% from last year. As a state owned en-
terprise, China Mobile is also listed on the NYSE and 
is the world‟s largest mobile operator by subscribers 
and the largest telecommunication company in Asia. It 
is also Asia‟s 3rd most valuable brand behind Toyota 
and Samsung in the BrandFinance® Global 500.  
 
In third place, China Telecom has been ramping up its 
investment in its wireless business to close the gap 
with China Mobile, increasing its brand value by 26% 
to US$ 7,027 million and improving its brand rating 
from AA- to AA+.  
  
In terms of absolute value, China Unicom was Asia‟s 
biggest winner. The mobile operator saw a 37% in-
crease in total brand value from US$ 3,585 to US$ 
5,704 million. Unicom last year signed a three year 
agreement with Apple giving them exclusive rights to 
the iPhone in China and an advantage, for the mo-
ment, over rival China Mobile. Subsequently its brand 
rating has also seen an improvement to A+.  

Another champion in the Asian region has been Ja-
pan‟s SoftBank, who have increased its brand value 
by an impressive 40%. As a result SoftBank has man-
aged to leapfrog both KDDI and Airtel, moving from 
7th to 5th in this year‟s ranking. A new entry in this 
year‟s top 10 is China-based ZTE.   
 
Currently, Bharti Airtel is India‟s only domiciled brand 
in the top 10 table. However, this number is set to 
increase as the Indian telecom industry is now the 
fastest growing in the world. China is currently the 
world‟s largest market for mobile telecommunications, 
with 760 million connections. However India, with 560 
million, is expected to experience an unprecedented 
rise in new subscribers to overtake China. Testimony 
to the trend is India‟s Bharti Airtel, which has signed a 
deal to take over the African networks of Kumait-
based Zain. The move will give it a geographical foot-
print that spans an area containing almost a third of 
the world‟s population.  
 
Based on revenue, there are three non-Asian domi-
ciled brands that operate within Asia. Interestingly, 
these are all European brands (Vodafone, Nokia and 
Ericsson). Vodafone, which has been actively extend-
ing its footprint into the emerging markets is now 
starting to make its presence felt in the Asian market, 
most notably in India, which saw a 50% increase in 
revenue to US$2.7 billion last financial year 
(Bloomberg). 

Asia 
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The African region contributed a total US$ 11.6 billion 
to the BrandFinance® Telecom 500. This is relatively 
low in comparison with the more developed regions 
but with a continent of 1 billion people and mobile 
penetration currently only standing at 42%, Africa is 
fast becoming a key growth market in the global 
telecommunication industry. Within the African region, 
South Africa and Egypt were the only true brand 
value generators with US$ 7.6 billion and US$ 2.5 
billion respectively. 
 
African brands still lack the awareness and perceived 
brand performance of other global telecom brands 
however the FIFA 2010 World Cup could prove to be 
a watershed moment for the African 
telecommunications market.  
 
Market leader MTN has already taken full advantage 
of this event, becoming Africa‟s first ever global 
sponsor of the FIFA World Cup. As well as being 
actively involved in African football, the South African-
based operator has also partnered with Manchester 
United FC, the world‟s most valuable football brand. 
The move will see MTN catapulted into the global 
football arena, offering both international appeal and 
massive global audiences. MTN is the most valuable 
brand in the African region and saw its brand value 
jump by a staggering 47% to US$ 4.7 billion, double 
that of Vodacom with US$ 2.4 billion. It is understood 
the Vodacom brand will now transform Vodafone.  
South Africa‟s Vodacom runs mobile networks in five 

African countries and acquired Gateway 
Communications in mid-2008 to enhance its data 
business but it has struggled to keep up with the rapid 
expansion of rival MTN into Africa and the Middle 
East. Despite this Vodacom remains the leading 
network provider in South Africa with an estimated 
market share of 58% and more than 23 million 
customers (WIKI – no source). As of November 2008, 
Britain‟s Vodafone increased its 50% stake in 
Vodacom to 65%. 
 
Valued at US$2 billion, Zain is another key player in 
the African region. In third place, the Kuwait mobile 
operator has a commercial presence in 25 countries 
across Africa and the Middle East. In March 2010 
Bharti Airtel of India acquired the 15-country Africa 
operations of Zain for US$ 10.7 billion which will see 
increase its African customer base by 41.9 million. 
Before acquiring Zain, the Indian mobile company 
also made several attempts to merge with South 
Africa‟s MTN. The merger was unsuccessful but 
would have created a telecom powerhouse with more 
than 200 million subscribers and stretching from Asia 
to Africa. 
 
Other non-African domiciled brands in the top 10 
include Qatar‟s Qtel, Orange from France, China‟s 
ZTE and Indonesia-based Telekom.  Despite the poor 
economic conditions that prevailed in 2009, the 
African telecommunications industry will move 
another step forward in 2010. 

Africa 
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Central America contributed US$11.6 billion to the 
overall value of the BrandFinance® Telecom 500. 
Virtually all of this brand value is attributable to Mexi-
can-domiciled brands. In fact, 10 out of the 11 re-
gional telecom brands were domiciled in Mexico, 
which contributed 2% to the report‟s total. Mexico‟s 
telecoms industry is developing rapidly and still has 
an enormous growth potential over the next 5 years.  
 
América Móvil, which was spun out of Mexico‟s Tel-
mex in September 2000 is the largest wireless service 
provider in Latin America. In the Central American 
region, América Móvil is the parent company for 
Claro, Telcel, Comcel, Tracfone and Conecel. It must 
be noted that the US$647 million of brand value does 
not take into account the value of its subsidiaries. 
Through its subsidiaries, the Mexican-domiciled tele-
com giant is now one of the largest mobile network 
operators in the world with over 200 million subscrib-
ers in 16 countries.  
 
In February 2010, América Móvil also approved a bid 
to buy its former parent company Telmex. Should the 
deal materialise, it will make América Móvil a regional 

telecommunications powerhouse with 250 million 
service subscriptions, strongly positioning it against 
its main rival, Spanish-based Telefonica and other 
emerging competitors. Telmex is the third most valu-
able brand in the region with US$2.2 billion, operating 
around 94% of all Mexican fixed lines.     
 
Through its largest subsidiary Telcel, América Móvil 
also dominates the Mexican wireless market with a 
market share in excess of 70%. Telcel achieved a 
brand value of US$3 billion, ranking it second in this 
year‟s rankings. In first place was Claro (formerly 
known as CTI Móvil) with a brand value of US$3.3 
billion.        
 
Although Comcel, Tracfone and Conecel are domi-
ciled in Mexico, this is purely because of their parent 
company. Their operations are based largely across 
other Northern and South American countries.  
 
Other non-Central American domiciled brands in the 
top 10 include Nextel from the USA, Millicom from 
Luxenbourg and Britain‟s Cable and Wireless.  

Central  
America 
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The total brand value of European-domiciled brands 
reached just over US$ 190 billion, making Europe the 
largest contributor to the overall value of the BrandFi-
nance® Telecoms 500. 24% of global telecom brands 
are domiciled in Europe. They represented 46% of the 
total value. By comparison, North America, with ap-
proximately 25% of the brands, only account for 25% 
of the global brand value. 
 
To date European brands have led the way in brand 
value generation. Not all countries command the same 
level of brand value however. Russia, for example, has 
the most telecom brands in Europe (17), yet their com-
bined value is only a quarter of the value that British 
brands generate. Britain accounts for 3% of all brands 
but represents 9% of global brand value.  
 
After the United States, Britain is the most prolific 
country by brand value creation with US$ 40 billion. 
US$ 29 billion of this value is attributable to Vodafone, 
which is still the world‟s leading telecommunication 
company. It has dominated the European playing field 
for years and little has been done to dislodge it. 
French-owned Orange and Germany‟s T-Mobile are 
joining forces to attack Vodafone in the UK. The com-
bined brand value of the two mobile operators would 
indeed see Vodafone‟s top spot come under threat.  

Within the top 10 European domiciled brands, all  have 
experienced significant increases in brand value, the 
only exception being Nokia, which has seen a 1.7% 
decrease. This highlights the intense competition that 
is currently prevailing in the peripheral market where 
Nokia was once the undisputed king, but now faces 
challenges, especially in the smartphone sector from 
the likes of Apple, HTC, and Research in Motion. 
 
Central and Eastern Europe (Bulgaria, Czech Repub-
lic, Hungary, Poland, Romania, Russia, Slovakia, and 
Ukraine) achieved a collective brand value of $13.3 
billion which accounts for 7% of Europe‟s total brand 
value.   
 
The revenues of Central and Eastern European tele-
com markets have fallen slightly in 2009 when meas-
ured in local currencies. However, the financial crisis 
has also resulted in a weakening of these currencies 
and as such, the figures show a significant drop when 
measured in euro terms. Revenues within this region 
have fallen from €62 billion in 2008 to an estimated 
€52 billion in 2009. Despite this 24 out of a total of 122 
European brands within the top 500 are from the Cen-
tral and Eastern European regions and this figure is 
expected to grow as Europe emerges from the reces-
sion.  

Europe 
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The four companies in the Middle East Top 10 that 
made it in to last year‟s analysis have seen increases 
in their brand values. The most significant movement 
in the table has been Zain, the Kuwait-based mobile 
telecom operator, which increased its brand value by 
39%, climbing up three places to take the top spot in 
this year‟s regional ranking. Qtel on the other hand, 
has fallen four places despite an 11% increase in its 
brand value. This has been largely due to a the 
introduction of a competitor to its home market of 
Qatar.    
 
A majority of the Middle East brands mainly operate in 
their home territories and have not been as exposed to 
the effects of the recession as other regions. As such, 
the gradual global economic recovery has not had 
such a profound offer on brand values when compared 
with North America and Europe.  
 
The number one Middle East domiciled brand is Zain, 
however, it should be noted that $2 billion of its brand 
value is derived from Africa. Financially, the company 
had a good year with its Middle East operations 
experiencing significant increases in sales revenues. 

Etisalat has seen a 31% rise in its brand value which 
has resulted in a two point rise to second place. The 
company has seen its brand rating rise from AA- to AA 
and, largely driven by an increase in revenues of 21% 
to $3.5 billion in 2009. 
 
The Middle East region brand value and number of 
BrandFinance®Telecom 500 brands are $15.8 billion 
and 33 accounting for 3.6% and 7% of global figures 
respectively. The biggest contributors to Middle East‟s 
brand value are the major Arab nations with Saudi 
Arabia providing $3.6 billion. Israel contributes the 
most number of brands from this region to the 
Telecom 500 with 14.  
 
The region is dominated by Middle East domiciled 
brands with the only exception being Telecom Egypt. 
This highlights the inability of Western 
telecommunications brands to tailor their products to 
the Middle Eastern market unlike other industries such 
as the Banking sector where Western brands such as 
Standard Chartered have been able to break in to this 
region.  

The Middle  
East 
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The total value of North American brands is $109 
billion which is the second largest regional total behind 
Europe. North America also contributes 127 telecom 
brands to the Global 500 which is second behind Asia 
which contributes 152.  
 
All the top 10 North American brands have achieved 
significant rises in brand value with the biggest relative 
increase being 100% which was achieved by Sprint. 
As such, Sprint has also seen the biggest jump in 
rankings amongst North American brands with a 4 
point rise to 6th place. The total of the top 10 amounts 
to $84 billion which is a 27% increase over the year. 
This highlights the improving economic climate that 
has been prevalent in 2009 and as such, a majority of 
these companies have been able to show 
improvements in both financial as well as brand 
values.  
 
AT&T and Verizon occupy the top 2 positions and are 
comfortably ahead of 3rd placed CISCO. The two 
network operators have been battling it out for years 
with AT&T ahead in both brand value and profitability. 

Verizon has been the industry leader in terms of the 
number of subscribers, however one of the main 
reasons that AT&T has been able to stay ahead is 
because of its exclusivity on the iPhone. This position 
may change in the near future as Verizon is also trying 
desperately to secure the iPhone. A further significant 
action taken in December by AT&T was to sever ties 
with Tiger Woods as one of its sponsors.  
 
The Top 10 is dominated by brands that are 
predominantly network providers or engage in other 
services such as broadband and wireless solutions. 
The only infrastructure and peripheral manufacturers 
are CISCO and Motorola which have both seen a 
decrease in their BV/EV ratio, implying that they have 
been leveraging their brands to a lesser extent. 
 
The only brand from outside North America to have a 
significant presence within the region is Germany‟s T-
Mobile which has reported a slight increase in 
revenues from its US operations. 

 

North  
America 
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Only eight companies based in the Pacific 

region feature in the BrandFinance® Telecom 

500; seven in Australia and one, „Telecom‟, in 

New Zealand. This low number reflects the size 

of the market, which is by far the smallest by 

any indicator; geographic, demographic or 

economic. However even taking this into 

consideration, 2010 has, in general terms, not 

been a successful year for Pacific 

telecommunications brands. The total brand 

value is also the smallest, at US$10.151 billion. 

The region‟s only major player is Telstra which 

has seen very modest brand value growth. 

Telstra, which at 23 is the only Australian brand 

in the top 50, 100 or even 200, has seen a 

brand value increase of just US$55 million, to 

US$ 4.308 billion. The Australian Federal 

government has recently drawn up legislation to 

force the separation of Telstra‟s retail and 

wholesale networks which may affect growth in 

the future and undoubtedly affect brand value. 

M2 Telecom, at 365 on our list, was another 

poor performer. The growth in brand value last 

year was just 4, which was the smallest 

increase of any brand other than Nokia, whose 

value actually fell. Other brands put in a slightly 

better performance, with TPG, Service Stream, 

Codan, Pipenetworks, Amcom and TPG 

receiving an A+ rating, while the lone New 

Zealand Brand, „Telecom‟, scored an AA. 

The Pacific 
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South American brands account for $14.9 
billion of brand value, for 2.6% and 3.4% of the 
BrandFinance® 500 total respectively. 
 
The biggest contributor to the South American 
region by far is Brazil which accounts for 90.5% 
of the region‟s brand value with US$13.5 billion.  
Brazil is the largest South American country by 
any measure but this still represents an 
astonishing performance, out of proportion with 
any socio-economic indicator. However when 
we look at the South American Telecoms 
market as a whole rather than just those 
companies domiciled in the region, a slightly 
different picture emerges. Brazilian domiciled 
firms still dominate, the combined brand value 
of those in the top ten is US$ 11,890 million, but 
at 49%, this represents less than half of South 
American brand value. By contrast, of those 
brands domiciled in South America, those 
domiciled in Brazil represented over 90% of the 
value. This disparity arises because external 
players control a large stake of the South 
American market. Given the prevalence of 
Spanish, it comes as little surprise that Spanish 
domiciled brands have a major presence, 

constituting 38% of brand value. In addition to 
this, though Vivo is listed as Brazil domiciled, it 
is in fact the product of a merger between 
Portugal Telecom and Telefonica Telecom Italia 
and Mexico‟s Claro represent approximately 6% 
each. As such, it is no surprise that a majority of 
the Top 10 South American domiciled brands 
are from Brazil. „Oi‟ claims the number one 
position and has seen its brand value almost 
double over the year and has a comfortable 
lead over second placed Vivo. Only 4 of the 
region‟s 13 countries feature in the report, 
further reflecting the dominance of larger 
players, be they regional (Brazil) or international 
(Spain).  
 
Although Oi continues to have the biggest 
presence in the South American region, it does 
face stiff competition from European brands. 
Movistar, Telefónica, and O2 which are owned 
by Spanish company Telefónica S.A. each have 
a significant foothold in the South American 
market. Telefónica S.A. is also joint venture 
partners with Portugal Telecom in the formation 
of Vivo which further strengthens the 
company‟s presence in the region.  

South  
America 
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 The BRIC 

Brazil, Russia, India and China, termed the 

BRIC countries by Jim O‟Neil of Goldman 

Sachs in 2001, already dominate  global raw 

material production and manufacturing.  Brazil, 

the world‟s largest soy and iron ore producer, 

and Russia, with vast reserves of gas and oil, 

lead the world in terms of raw material supply. 

China and India are the world‟s manufacturing 

power-houses.  

Now all four threaten to overtake well-

established markets such as the US, Western 

Europe and Japan in high tech industries such 

as telecoms. China has more mobile phones 

than any country in the world. Next is  India, 

followed closely by  Russia and Brazil in 4th 

and 5th place respectively. In terms of internet 

use, China is again ranked 1st, with India, 

Brazil and Russia taking the 4th, 5th and 8th 

places.  

The combined value of telecoms brands in all 4 

of the BRIC countries has increased this year. 

In particular Russia and Brazil have seen large 

increases, with the latter„s brand values having 

quadrupled  in just a year. Brazilian domiciled 

Oi has seen the 4th greatest increase of any 

brand in the BrandFinance Telecom 500 2010, 

its brand value having increased by US$2,841 

billion. Brazil and Russia have in fact overtaken 

India this year.  

China, however, remains the flagship country of 

this increasingly powerful group. China Mobile 

is the most valuable Asian brand, with China 

Telecom the third and China Unicom the fourth 

most valuable.  



GLOBAL 

INTANGIBLE 

FINANCE 

TRACKER  

(GIFT
TM

) 
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The Role of Intangible Assets and Brands  

 

Understanding intangible asset values 

The BrandFinance® Global Intangible Finance 

Tracker (GIFT™) is an extensive annual study 

of intangible asset values, covering the 58 

leading stock markets of the world, more than 

38,000 companies and 99% of globally listed 

market value.  The top line results for 2009 are 

as follows: 

 

The roller coaster ride of intangible asset 

values 

The first decade of the 21st century saw a 
progressive rise in the value of intangible 
assets owned by companies quoted on global 
stock markets.  The proportion of intangible 
assets as a proportion of global enterprise 
value rose to an aggregate of 62% by the end 
of 2007.  In many instances such as 
pharmaceuticals, software, fashion and luxury 
branded sectors; the percentage was even 
higher, in the 70-90% range. 

However, the value investors attach to 
intangible assets is volatile, responding to the 
level of confidence in promised future revenues 

and profits. Economic shocks adversely affect 
investor sentiment about intangible asset 
returns, as the crash of 2008 demonstrated. In 
2008 the intangible asset percentage of 
enterprise values fell to 39%.  By 2009, it had 
risen back to 52% of total enterprise value.   

Intangible asset values have dived twice in the 
last decade, once in 2002 in the aftermath of 
the dotcom bust, and once in 2008 when the 
banking crisis burst the asset bubble.  This 
speculative bubble had been fuelled by strong 
economic performance and by the availability of 
cheap money, both of which ran out in 2008.   

However, the concerted action of global 

governments to save the banking system, 

including the injection of $14 trillion dollars of 

liquidity, and the reduction of interest rates 

close to zero, allowed share prices, enterprise 

and asset values to rebound dramatically in 

2009. 

 

After a roller coaster ride during the period 2007

-2009 global enterprise and intangible asset 

values are now returning to pre crash levels. 

The largest proportion of intangible asset value 

is in undisclosed value. It will be seen that the 

largest proportion of intangible asset value is in 

Global Intangible 
Finance Tracker  
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undisclosed value.  This is the value the 

markets attach to the assets owned by 

companies, but which is not reported in balance 

sheets because accounting standards do not 

permit companies to capitalise internally 

generated intangible assets on their balance 

sheets.  

Only acquired intangible assets and residual 

goodwill arising from M&A transaction may be 

disclosed in the balance sheet.  Increasingly, 

investors are asking whether it would be more 

helpful if accounts included an intrinsic 

valuation of the business and its tangible and 

intangible assets each year to improve 

understanding of such disclosure may provide 

investor with a more comprehensive 

appreciation of the totality of assets owned by 

the company and might avoid opportunistic 

takeovers. 

The recent takeover of Cadbury plc is a case in 

point.  Prior to the Kraft bid in autumn 2009 

Cadbury shares traded at £4.50.  The winning 

bid valued them at £8.50 but some analysts 

believe that the true intrinsic value of Cadbury 

including its intangible assets is closer to £10 a 

share. 

Intangible asset value by country 

The USA is by far the largest global economy 

with the largest share of intangible asset value 

in both percentage and absolute terms.  

However, the rising economies of India and 

China both display increasing intangible asset 

values. This is a strong indication of the 

significant value investors are prepared to 

attach to intangible assets in major emerging 

markets. 

The role of brands in driving enterprise 

value 

Brands that stakeholders trust create value by 

shifting both the demand and supply curves. On 

the demand side they influence customer 

Global Intangible 
Finance Tracker  



42© Brand Finance Plc 2010   42 

 

behaviour - leading to greater trial, improved 

frequency of use, increased loyalty and a 

willingness to pay a price premium. On the 

supply side, strong and trusted brands attract 

better employees, influence terms of trade, and 

even reduce the cost of capital. 

An understanding of brand value - and its key 

drivers - is therefore important to a range of 

decision makers: 

 Brand managers (up through to CEO‟s) 

need to understand how brands influence 

customer perceptions and behaviour in 

order to develop strategies that optimize 

market performance and brand value. 

 Finance decision makers are faced with 

impairment risks and transfer pricing 

considerations that require an 

understanding of intangible asset values. 

They also play a role in protecting brand 

value by maintaining aequate levels of 

brand investment – in good and bad times. 

 Deal makers increasingly need to gauge the 

value potential of brands in assessing the 

merits of a transaction within the context of 

licensing arrangements and mergers & 

acquisitions. 

 

The fact is that despite the recession, strong 

and valuable brands tend to outperform the 

market.  Some remain under-valued and may 

be on the receiving end of unwanted bids, like 

Cadbury‟s. This study is intended to report 

progress in the rebuilding of value and strength 

of these vitally important intangible assets. 

Global Intangible 
Finance Tracker  
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The methodology employed in the 
BrandFinance® Telecoms 500 is the 
discounted cash flow (DCF) technique to 
discount estimated future royalties, at an 
appropriate discount rate, to arrive at a net 
present value (NPV) of the trademark and 
associated intellectual property: the brand 
value.  The steps in this process are: 
 
1. Obtain brand-specific financial and revenue 
data.  
 
2. Model the market to identify market demand 
and the position of individual brands in the 
context of all other market competitors. Three 
forecast periods were used: 
 

Historical financial results up to 2009. Where 

2009 results are not available forecasts using 
Institutional Brokers Estimate System (IBES) 
consensus forecasts are used. 

A five-year forecast period (2010-2014), based 

on three data sources (IBES, historic growth 
and GDP growth). 

Perpetuity growth, based on a combination of 

growth expectations (GDP and IBES). 
 
3. Establish the royalty rate for each brand. This 
is done by: 
 

Calculating brand strength – on a scale of 0 to 

100, according to a number of attributes across 
three main categories, financial, risk & security, 
and brand equity. 

Use brand strength to determine ßrandßeta® 

Index score  

Apply ßrandßeta® Index score to the royalty 

rate range to determine the royalty rate for the 
brand. The royalty rate is determined by a 
combination of the sector of operation, historic 
royalties paid in that sector and profitability of 
the company. 
 
4. Calculate future royalty income stream. 
 
5. Calculate the discount rate specific to each 
brand, taking account of its size, geographical 
presence, reputation, gearing and brand rating 
(see below). 
 
6. Discount future royalty stream (explicit 
forecast and perpetuity periods) to a net 
present value – ie: the brand value. 
 

Royalty Relief Approach 
 
Brand Finance uses the royalty relief 
methodology that determines the value of the 
brand in relation to the royalty rate that would 
be payable for its use were it owned by a third 
party. The royalty rate is applied to future 
revenue to determine an earnings stream that is 
attributable to the brand. The brand earnings 
stream is then discounted back to a net present 
value. 
 

The royalty relief approach is used for three 
reasons: it is favoured by tax authorities and the 
courts because it calculates brand values by 
reference to documented third-party 
transactions; it can be done based on publicly 
available financial information and it is 
compliant to the requirement under the 
International Valuation Standards Committee 
(IVSC) to determine Fair Market Value of 
brands. 
 
Brand Ratings 
 
These are calculated using Brand Finance‟s 
ßrandßeta® analysis, which benchmarks the 
strength, risk and future potential of a brand 
relative to its competitors on a scale ranging 
from AAA to D. It is conceptually similar to a 
credit rating.  
 
The data used to calculate the ratings comes 
from various sources including Bloomberg, 
annual reports and Brand Finance research. 
 
Brand Ratings definitions 

 
 
 
 
 
 
 

Note: The AAA to A ratings can be altered by including a plus 
(+) or minus (-) sign to show their more detailed positioning. 

 
Valuation Date 
All brand values in the report are for the end of 
the year, 31st December 2009. 

Explanation of 
Methodology 



“Intangible assets, most 
notably brands, are vital 

strategic and financial assets 
which marketers are 

increasingly being held 
accountable for managing 

and building.” 
 

David Haigh, Chief Executive 
Brand Finance Plc  

Bridging the gap between marketing and financeTM  

VALUATION  |  ANALYTICS  |  STRATEGY  |  TRANSACTION 
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Brand Finance Plc is the world‟s leading brand 
valuation consultancy. We advise strongly 
branded organisations on how to maximise their 
value through the effective management of their 
brands and intangible assets.  Founded in 
1996, Brand Finance has performed thousands 
of branded business, brand and intangible as-
set valuations worth trillions of dollars.  
 
Brand Finance's services support a variety of 
business needs:  
 

 Technical valuations for accounting, tax and 

legal purposes 

 Valuations in support of commercial transac-

tions (acquisitions, divestments, licensing and 
joint ventures) involving different forms of 
intellectual property 

 Valuations as part of a wider mandate to de-

liver value-based marketing strategy and 
tracking, thereby bridging the gap between 
marketing and finance. 

 
Our clients include international brand owners, 
tax authorities, Intellectual Property (IP) lawyers 

and investment banks. Our work is frequently 
peer-reviewed by the big four audit practices 
and our reports have also been accepted by 
various regulatory bodies, including the UK 
Takeover Panel. 
 
Brand Finance is headquartered in London and 
has a network of international offices in Amster-
dam, Bangalore, Barcelona, Cape Town, Co-
lombo, Dubai, Helsinki, Hong Kong, Istanbul, 
Lisbon, Madrid, Moscow, New York, Paris, Sao 
Paulo, Sydney, Singapore, Toronto and Zagreb. 
 

Our Experience 

The Brand Finance team has a unique combi-
nation of talents. We employ experienced con-
sultants and analysts with backgrounds in ac-
counting, finance, economics, investment bank-
ing, trademark and brand management, strat-
egy and market research. 
We work for blue chip companies across a wide 
range of sectors. We customise our tools and 
approaches to meet specific client needs. Our 
flexible approach has resulted in longstanding 
client relationships. 

www.brandfinance.com 
 

Brand Finance® and BrandFinance® are registered trademarks 

About Brand 
Finance 

http://www.brandfinance.com
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We provide a robust way of addressing client 
needs, combining commercial acumen, 
creativity, marketing insights and sound 
corporate finance practice. 

 
VALUATION 

 
Brand Finance is the world’s leading 
independent brand valuation consultancy. 
 
We conduct valuation and analytics 
assignments for branded enterprises and 
branded businesses. We value brands, 
intangible assets and intellectual property in 
many jurisdictions for accounting, tax, corporate 
finance and marketing purposes. We act on 
behalf of intellectual property owners, tax 
authorities and work closely with lawyers, 
private equity firms, and investment banks. 
 
Our work is frequently peer-reviewed by 
independent audit practices and our approach 
has been accepted by regulatory bodies 
worldwide. 
 
 
Reasons for Brand Valuation: 
 
Financial Reporting: Accounting standards in 
most developed markets allow for capitalisation 
of purchased intangible assets. The initial 
valuations and subsequent impairment reviews 
generally require the opinion of an independent 
valuation expert.  
 
Tax Planning: The growing importance of 
intangible assets has significant tax planning 
implications. Brand Finance works for both 
fiscal authorities and brand owners on transfer 
pricing and capital gains tax issues. 
 
Dispute Resolution: We have helped clients 
protect the commercial value of their brands 
through a range of licensing and trademark 
disputes that have been settled both in and out 
of court. We also provide litigation support work 
for various legal firms and IP companies. 
 
Marketing & Brand Management: There is an 
increasing demand from investors and analysts 
for information on brand value and brand 
performance. Brand Finance advises clients on 

both the external disclosures and required 
brand metrics. Our valuation services have 
assisted many companies to understand and 
improve the value of their intangible assets. 
 
Commercial Transactions: We help clients to 
determine the value of their intangible assets 
and enterprise value for mergers and 
acquisitions, negotiations, franchise and 
licensing and deal structuring to ensure that 
they make informed decisions. 

 
ANALYTICS 

 
Our analytical services help clients to better 
understand the drivers of business and brand 
value. Understanding how value is created, 
where it is created and the relationship between 
brand value and business value is a vital input 
to strategic decision making. By furthering 
knowledge of this relationship, Brand Finance is 
able to help clients‟ leverage brand value and 
ultimately maximise shareholder value. 
 
Some of our key analytical services include:  
 
Brand Dashboards and Scorecards: We help 
companies improve brand performance 
management and reporting by integrating 
market research, investment, market and 
financial metrics into a single insightful model to 
track performance over time and against 
competitors and to uncover the most important 
drivers of overall brand and business value. 
 
Competitor Benchmarking: We conduct a 
benchmarking study of the strength, risk and 
future potential of a clients brand relative to its 
competitor set. This helps understanding the 
strengths and weaknesses of the client brand 
compared with key competitor brands. 
 
Value Drivers Analysis: We help businesses 
understand the relationship between brand 
attributes and key value drivers in the business 
model. This is achieved by creating a 
framework for measuring brand equity and 
connecting it to value driving behaviour in each 
stakeholder group. Resources can then be 
allocated and prioritised based on the overall 
impact on financial value. 
 

About Brand 
Finance 
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Demand Forecasting: We provide clients with 
a market demand forecasting framework for 
long term strategic planning. 
 
Marketing Mix Modelling: We help improve 
the efficiency of brand campaign planning and 
targeting by isolating and quantifying the impact 
of different marketing activities. The model 
guides the mix and combination of future 
marketing activities  
 
Marketing ROI: We help clients improve 
decision-making by providing insights which 
assist with budget optimisation, resource 
allocation, brand performance and evaluation of 
marketing activities. 

 
STRATEGY 

 
Combined with brand valuation results, our 
analytical service creates the framework for 
better corporate reporting and brand 
performance management. 
 
We conduct market studies, market sizing, 
feasibility studies, brand audits and brand 
portfolio evaluation. Combining market 
intelligence, brand analytics, market research 
and financial assessment, we provide greater 
depth and insights into our clients‟ strategies.  
 
Some of our key Brand Strategy Advisory 
Services include: 
 
Brand Strategy Evaluation: We help clients 
make disciplined choices about how to 
maximise economic value, by providing a 
framework for optimal resource allocation and 
strategy selection. This helps identify the value 
optimising allocation of marketing investment, 
provides a strategic overview of the risks and 
returns associated with each market segment  
 
Strategic Optimisation: We help branded 
businesses increase their value. Using brand 
valuation techniques, we help clients determine 
the financial impact of different strategic brand 
options such as licensing, joint ventures, 
investment, divestment, brand architecture 
changes, entering or exiting new segments or 
markets and other transactions.  
 

Brand Architecture and Portfolio review: We 
help companies evaluate different branding 
architecture scenarios. Using sensitivity 
analysis, this identifies potential addition or loss 
of economic value under alternative brand 
architecture options and enables informed 
decision making.  
 
Market Entry and New Product 
Development: We work together with 
companies to develop successful market entry 
and new product strategies.   
 
Naming and Visual Identity Management: 
We work together with clients to help develop 
research-based naming strategies that are 
aligned with the overall business objectives of 
the company. In addition, we help manage the 
entire visual identity process to help ensure that 
new and refreshed brand identities are 
implemented efficiently and effectively.    
 
Budget Determination: We help clients 
identify which products or services and brands 
create or destroy the most value. Clients can 
use this to allocate resources and budgets 
across their marketing activities to yield the best 
returns.   
 
Communications Strategy: We help 
companies develop effective results-oriented 
communication strategies. All communication 
strategies are driven by market research with 
the aim of meeting clients key objectives 
including building goodwill across customer 
base; generating sales; creating and reinforcing 
brand and professional corporate image; 
informing and creating positive perceptions and 
assisting in the introduction of new products to 
market.  

 
TRANSACTION 

 
Our transaction support services help 
companies evaluate and mitigate risks, extract 
maximum value in mergers and acquisitions as 
well as private equity investments. We also 
assist private equity companies, venture 
capitalists, brand owners and businesses 
identify and assess the value of opportunities 
through brand due diligence and brand strategy 
option, including licensing. 

About Brand 
Finance 
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Some of our key Transaction Support 
Services include:  
 
Brand and Market Due Diligence: We help 
clients by valuing branded businesses, brands 
and other intangible assets for purchase or sale 
providing reassurance to the investment and 
management teams. In addition, we assist in 
securing finance against brands by using a 
mixture of financial, legal, marketing and 
commercial due diligence. 
 
Brand Licensing and Franchising: We help 
maximise earnings and provide greater brand 
presence and knowledge by identifying the best 
opportunities for licensing and franchising, both 
internally and externally. We also provide 
advice on best practice in licensing 
agreements. 
 
Purchasing & Sales: We provide clients with 
an understanding of the financial potential of 
their intellectual property to help inform 
negotiation of rates and terms to strike the best 
deals. Our role also includes the identification of 
potential purchasers and execution of the sales 
process. 
 
Financing & Securitisation: We help clients 
communicate the financial potential of the brand 
to inform and assist potential investors. Our 
independent reports provide reassurance to 
leveraged finance / debt providers and have 
enabled clients to secure finance against their 
brand, intellectual property and 
intangible assets.  
 
Thought Leadership 
 
Every year Brand Finance produces Global 
Brand Studies, which reveal the most valuable 
brands across specific sectors and countries. 
Each report uses publicly available information 
to calculate the worth of the most valuable 
brands within a range of sectors and countries.  
 
Studies include: 

 BrandFinance® Banking 500 

 BrandFinance® Global 500 

 BrandFinance® Telecoms 500 

 BrandFinance® Global Intangible Financial 

Tracker (GIFT™)  

 Country and sector specific studies 

 
For further detail on these studies, please visit 
www.brandfinance.com. 
 
 
 
Brandirectory 

Brandirectory is an online encyclopedia of 
brands where financial results, visual identities, 
trademark histories and the latest marketing 
news will be compiled and shared. To find out 
more, please visit:  
www.brandirectory.com 
 
 
 
Brand Finance Institute 
 
 
 
 
 
 
 
 
 
 
The Brand Finance Institute, is the education 
and training division of Brand Finance plc. The 
Institute runs forums on subjects including 
brand valuation, analysis and strategy.  
 
The Institute has expanded its global footprint, 
holding forums in Australia, Croatia, Dubai, 
Finland, India, Malaysia, Portugal, Singapore, 
Spain, Turkey and the UK. For further details on 
forthcoming events, please visit:  
www.brandfinanceforum.com 

About Brand 
Finance 

http://www.brandfinance.com
http://www.brandfinanceforum.com
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Brand: There is no single definition of brand. For the 
purpose of this valuation  report, brand is defined as 
trademarks and associated Intellectual Property. 

 
ßrandßeta®: Brand Finance‟s proprietary methodology for 

adjusting the Weighted Average Cost of Capital 
(WACC) to arrive at a specific discount rate for 
each brand (based on its Brand Rating). 

 
Branded business: The whole business trading under a specific brand, 

branded business value includes all tangible and 
intangible assets at work within the branded 
business. 

 
Brand rating: A summary opinion, similar to a credit rating, 

reflecting the brands‟ strength on a brand based on 
its strength as measured by Brand Finance‟s 
ßrandßeta® analysis.  

 
Brand value: The net present value of estimated brand earnings 

(see Explanation of Methodology for more detail) 
 
Cumulative Average Growth Rate (CAGR): The average growth rate over a specified period of 

time 
 
Discounted cash flow (DCF) : A method of determining an asset‟s value by 

estimating its expecting future cash flows and 
taking into consideration the time value of money 
and risk attributed to the future cash flows  

 
Discount rate: The interest rate used in discounting expected 

future cash flows. 
 
Disclosed Intangibles: This represents the value of acquired intangible 

assets as reported in a company‟s financial 
statements 

 
Enterprise value: Enterprise value is calculated by combining the 

market value of equity and the market value of net 
debt.  Minority interest and preferred shares are 
also included.  Cash and cash equivalents surplus 
to the working capital needs of the business are 
deducted from debt to derive net debt. 

 
Fair market value (FMV): The price at which an asset would change hands 

between a willing buyer and a willing seller, neither 
being under any compulsion to buy or sell and both 
having reasonable knowledge of all relevant facts at 
the time. 

 
Global Intangible Finance Tracker (GIFT): The Brand Finance® „Global Intangible Finance 

Tracker is an extensive annual report summarising 
the extent of intangible assets worldwide. 

 
Holding company: A company controlling a group of other companies.  

Glossary   
of Terms 
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Institutional Brokers Estimate System (IBES): A system which gathers and compiles equity 
analysts‟ forecasts of anticipated future earnings of 
major publicly traded companies 

 
Intangible asset: An identifiable non-monetary asset without physical 

substance 
 
Net present value (NPV): The present value of an asset‟s net cash flows 

(minus any initial investment)  
 
Market Capitalisation (Market Cap) : Current price per share multiplied by the number of 

shares in issue 
 
Perpetuity Growth: The stable growth rate assumed to apply in 

perpetuity following an explicit forecast period 
 
Royalty Rate: The rate at which usage-based payments are made 

by one party (the licensee) to another (the licensor) 
for ongoing use of the licensor‟s assets usually an 
Intellectual Property Right (IPR). 

 
Royalty Relief Method: Please see methodology section. 
 
Tangible Asset: The fair market value of the physical assets of a 

business including working capital 
 
Undisclosed Intangible Value: The value of intangible assets and goodwill not 

separately disclosed in a company‟s balance sheet 
 
Weighted average cost of capital (WACC): WACC is the average cost of all capital employed in 

a business.  WACC is calculated by first 
determining the source of capital (equity and debt), 
determining the cost of each source of capital and 
then determining a weighted average of the two 
sources 

Glossary   
of Terms 



52© Brand Finance Plc 2010   52 

 

For further information on BrandFinance‟s services and valuation experience, please contact: 

 

 

 

 

 

 

 

 

 

 

For all other enquiries, please email:  enquiries@brandfinance.com  

www.brandfinance.com 

 

 

 

 

 

 

Contact  
Details 

Country Name of Contact Email address 

Australia Tim Heberden t.heberden@brandfinance.com 

Brazil Gilson Nunes g.nunes@brandfinance.com 

Canada Andrew Zimakas a.zimakas@brandfinance.com 

Croatia Borut Zemljic b.zemljic@brandfinance.com 

France James Park j.park@brandfinance.com 

Holland Marc Cloosterman m.cloosterman@brandfinance.com 

Hong Kong Rupert Purser r.purser@brandfinance.com 

India Unni Krishnan u.krishnan@brandfinance.com 

Portugal Pedro Tavares p.tavares@brandfinance.com 

Russia Alexander Eremenko a.eremenko@brandfinance.com 

Singapore Josephine Wee j.wee@brandfinance.com 

South Africa Ollie Schmitz o.schmitz@brandfinance.com 

Spain Pedro Tavares p.tavares@brandfinance.com 

Sri Lanka Ruchi Gunewardene r.gunewardene@brandfinance.com 

Switzerland Mike Rocha m.rocha@brandfinance.com 

Turkey Muhterem Ilguner m.ilguner@brandfinance.com 

USA Andrew Zimakas a.zimakas@brandfinance.com 

 
 
 

David Haigh 

Chief Executive 

d.haigh@brandfinance.com 

 
 
 

Mike Rocha 

Managing Director 

m.rocha@brandfinance.com 

 
 
 

Malcolm McDonald 

Chairman 

m.mcdonald@brandfinance.com 
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Brand Finance has produced this study with an independent and unbiased analysis. The values 
derived and opinions produced in this study are based only on publicly available information and 
certain assumptions that Brand Finance used where such data was deficient or unclear. No 
independent verification or audit of such materials was undertaken. Brand Finance accepts no 
responsibility and will not be liable in the event that the publicly available information relied upon is 
subsequently found to be inaccurate. 
 
The BrandFinance® Telecoms 500 brand valuations follow IVSC guidance but will only comply with 
ISO 10668 Monetary Brand Valuation Standard when accompanied by detailed Legal and 
Behavioural analysis. 
 
The conclusions expressed are the opinions of Brand Finance and are not intended to be warranties 
or guarantees that a particular value or projection can be achieved in any transaction. The opinions 
expressed in the report are not to be construed as providing investment advice. Brand Finance does 
not intend the report to be relied upon for technical reasons and excludes all liability to any 
organisation. 

Disclaimer 



Appendix: 

Top 500 
most 
valuable 
telecoms 
brands 
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 Top 500 most  
valuable brands  

(1 - 50) 
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 Top 500 most  
valuable brands  

(51 - 100) 
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 Top 500 most  
valuable brands  

(101 - 150) 
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 Top 500 most  
valuable brands  

(151 - 200) 
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 Top 500 most  
valuable brands  

(201 - 250) 
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 Top 500 most  
valuable brands  

(251 - 300) 
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 Top 500 most  
valuable brands  

(301 - 350) 
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 Top 500 most  
valuable brands  

(351 - 400) 
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 Top 500 most  
valuable brands  

(401 - 450) 
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 Top 500 most  
valuable brands  

(451 - 500) 
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