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(states, corporations, communities, publics etc.) through attraction or 
persuasion rather than coercion.”

Our methodology is based on 55,000 surveys of specialists and the 
general public, which were carried out in 100 countries, and incorporate 
a broad range of measures, to provide a balanced and holistic 
assessment of nations’ presence, reputation, and impact on the world 
stage. These include: 

 • Awareness and Familiarity: nation brands which people know tend 
to have greater soft power

 • Overall Influence: the degree to which a nation is seen to have 
influence in the respondent’s country as well as on the world 
stage

 • Overall Reputation: is this nation deemed to have a strong and 
positive global reputation?

 • Performance on the 7 Soft Power Pillars (Business & Trade, 
Governance, International Relations, Culture & Heritage, Media & 
Communication, Education & Science, People & Values)

Figure 1 shows each pillar and the variables measured in each one of them. 
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There are no quick fixes but by better understanding what drives Soft 
Power and a nation’s prosperity in general, resources can be allocated 
more effectively in terms of improving the seven pillars.

Just as perceptions do not change abruptly, soft power cannot be 
reached or lost overnight. But identifying and understanding these levers 
of influence is essential to delineate long-term strategies consistent with 
national goals of public and economic diplomacy.

Among the public diplomacy tools and techniques that can positively 
impact soft power and strengthen the country’s brand, “gastrodiplomacy” 
and “sports diplomacy” can play a fundamental role in building soft power 
having an impact on one of its fundamental pillars: “Culture & Heritage.” 

But at this moment, an old type of diplomacy acquires a renewed 
relevance: the health diplomacy. Thus, with the United States hit hard by 
the pandemic, China is leveraging its experience and production capacity 
of medical equipment as a “soft power” tool: in mid-March, it announced 
that it would help 82 countries, and since then, it has sent medical staff 
and equipment to Italy, and donated equipment to Pakistan, Japan, 
Argentina and other Latin American countries.

Pandemic, Leadership and Soft Power

The United States, Germany, the United Kingdom, Japan, and China are 
the top five countries in terms of soft power, according to the Global Soft 
Power Index 2020 by Brand Finance. These examples help us understand 
that soft power goes far beyond public policy. The United States scores 
first in culture and entertainment, sports and brands, and products. 
This is a testament to the symbiotic relationship between the strength 
of the commercial brands of a country and its global influence. That is, 
commercial brands act as ambassadors of the progress, dynamism 
and business environment of a nation. Forging an optimal environment 
for innovation, including an educational, fiscal, and legal system that 
promotes it, is key when designing nation brand strategies. But what 
happens during a crisis of the magnitude that we are experiencing?

This is even more important. The last few months, we have witnessed how 
public-private collaboration is key to mitigating the effects of the health, 
social, and economic crisis we are living. The French luxury group, LVMH, 
will dedicate its production plants for perfume and cosmetic brands in 
France to manufacture large quantities of hand sanitizers, which will be 
donated to hospitals. Armani decided to convert part of its production 
capacity to put together PPE to support medical staff during the crisis. In 
an industry that has been among the hardest hit by the crisis, many other 
Italian fashion brands have also coordinated to produce millions of masks. 
In Spain, Santander Bank and BBVA have donated financial resources to 
acquire medical equipment. The fashion giant, Inditex, will dedicate part 
of its productive assets and logistic network to making and facilitating the 
acquisition of medical supplies.
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But many of the leading brands, have looked to protect their employees, 
long before governments confined them to their homes, putting their 
health above any economic consideration. Twitter, EY Spain, and 
Santander were among the first to react and implemented home office or 
“smartworking” in an effort to protect the their employees’ health. CVS in 
the United States eliminated the shipping costs of medicines. Patagonia 
closed all its stores voluntarily and promised to continue paying the 
wages to its employees despite the losses in which it will incur. 

These are all examples of brave brands, who have understood that 
leadership in the 21st century exceeds economic power and revolves 
around the ability to have a positive impact on the world.

In his work “The Diary of the Year of the Plague”, Daniel Defoe wrote: 
“Another year of the plague [...] would end with animosities and would 
make us see with other eyes the same things that we have seen before.” 
The brands we mentioned have understood that leadership and influence 
today are about cooperation.

Similarly, and in the midst of the crisis, some countries have embraced 
this new concept of leadership and influence. They have understood 
that leadership today depends more on collaboration than on unilateral 
decisions based on short-termism and a thin concept of “value creation” 
which does not consider the impact of their decisions on the larger 
ecosystem of nations. 

This is precisely the great opportunity that the pandemic represents for 
nations and brands in general: to generate soft power through proactive 
collaboration and cooperation with other nations, which will probably 
have a positive effect on their familiarity and reputation, as well as on 
international relations and perceptions associated with the “People and 
Values” pillar.

Although our research data does not cover the recent coronavirus 
response, next year’s data is more than likely to reflect the impact of 
decisions and actions taken during the pandemic. And we know what 
to expect. When we observe initiatives such as those of the Chinese 
government, which is supporting Europe, donating protection equipment, 
and sending medical experts to help to overcome the pandemic, the 
words spoken by Ban Ki-moon, the eighth Secretary General of the United 
Nations, during the Global Soft Power Summit that Brand Finance hosted 
in London this February, take on a new meaning: “Soft power is key to 
creating a more sustainable world through cooperation, collaboration and 
mutual understanding.” This is the true meaning of leadership and power 
in the 21st century.
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MARKETING FINANCE TAX LEGAL

We help marketers to 
connect their brands to 
business performance by 
evaluating the return on 
investment (ROI) of brand-
based decisions and 
strategies.

We provide financiers and 
auditors with an 
independent assessment on 
all forms of brand and 
intangible asset valuations.

We help brand owners and 
fiscal authorities to 
understand the implications 
of different tax, transfer 
pricing, and brand 
ownership arrangements.

We help clients to enforce 
and exploit their intellectual 
property rights by providing 
independent expert advice 
in- and outside of the 
courtroom.

1. Valuation: What are my intangible assets worth?
Valuations may be conducted for technical purposes and to set a baseline 
against which potential strategic brand scenarios can be evaluated.

+ Branded Business Valuation
+ Trademark Valuation
+ Intangible Asset Valuation
+ Brand Contribution

2. Analytics: How can 
I improve marketing 

effectiveness?
Analytical services help to 

uncover drivers of demand and 
insights. Identifying the factors 

which drive consumer behaviour 
allows an understanding of 

how brands create bottom-line 
impact.

Market Research Analytics +
Return on Marketing 

Investment +
Brand Audits +

Brand Scorecard Tracking +

4. Transactions:  
Is it a good deal?  
Can I leverage my 
intangible assets?
Transaction services help 
buyers, sellers, and owners of 
branded  
businesses get a better deal 
by leveraging the value of their 
intangibles.

+ M&A Due Diligence 
+ Franchising & Licensing
+ Tax & Transfer Pricing
+ Expert Witness

3. Strategy: How can I  
increase the value  

of my branded business?
Strategic marketing services enable brands to be leveraged to grow 

businesses. Scenario modelling will identify the best  opportunities, ensuring 
resources are allocated to those activities which have the most impact on 

brand and business value.

Brand Governance +
Brand Architecture & Portfolio Management +

Brand Transition +
Brand Positioning & Extension + 
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Consulting and 
Evaluation Services. 
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Brand Finance is the world’s leading independent brand valuation and 
strategy consultancy. 

Brand Finance was set up in 1996 with the aim of ‘bridging the gap between marketing 
and finance’. For more than 20 years, we have helped companies and organisations of 
all types to connect their brands to the bottom line.

We pride ourselves on four key strengths:

 + Independence
 + Technical Credibility

 + Transparency
 + Expertise

We put thousands of the world’s biggest brands to the test every year, evaluating 
which are the strongest and most valuable.

Brand Finance helped craft the internationally recognised standard on Brand 
Valuation – ISO 10668, and the recently approved standard on Brand Evaluation – 
ISO 20671.

For further information on our services and valuation experience, 
please contact your local representative:

Market Contact Email Telephone

Africa Jeremy Sampson j.sampson@brandfinance.com +27 82 885 7300

Asia Pacific Samir Dixit s.dixit@brandfinance.com +65 906 98 651 

Australia Mark Crowe m.crowe@brandfinance.com +61 282 498 320

Brazil Eduardo Chaves e.chaves@brandfinance.com +55 16 9 9161 7075

Canada Charles Scarlett-Smith c.scarlett-smith@brandfinance.com +1 514 991 5101

Caribbean Nigel Cooper n.cooper@brandfinance.com +1 876 825 6598

China Scott Chen s.chen@brandfinance.com +86 186 0118 8821

France Bertrand Chovet b.chovet@brandfinance.com +33 6 86 63 46 44

Germany Holger Muehlbauer h.muehlbauer@brandfinance.com +49 151 54 749 834

India Ajimon Francis a.francis@brandfinance.com +44 207 389 9400

Indonesia Jimmy Halim j.halim@brandfinance.com +62 215 3678 064

Ireland Simon Haigh s.haigh@brandfinance.com +353 087 669 5881

Italy Massimo Pizzo m.pizzo@brandfinance.com +39 02 303 125 105

Japan Jun Tanaka j.tanaka@brandfinance.com +81 90 7116 1881

Mexico & LatAm Laurence Newell l.newell@brandfinance.com +1 214 803 3424

Middle East Andrew Campbell a.campbell@brandfinance.com +971 508 113 341

Nigeria Tunde Odumeru t.odumeru@brandfinance.com +234 012 911 988

Romania Mihai Bogdan m.bogdan@brandfinance.com +40 728 702 705

Spain Teresa de Lemus t.delemus@brandfinance.com +34 654 481 043

Sri Lanka Ruchi Gunewardene r.gunewardene@brandfinance.com +94 11 770 9991

Turkey Muhterem Ilgüner m.ilguner@brandfinance.com +90 216 352 67 29

UK Richard Haigh rd.haigh@brandfinance.com +44 207 389 9400

USA Laurence Newell l.newell@brandfinance.com +1 514 991 5101

Vietnam Lai Tien Manh m.lai@brandfinance.com +84 90 259 82 28

For business enquiries,  
please contact:

Alex Haigh
Valuation Director

a.haigh@brandfinance.com

For media enquiries,  
please contact:

Konrad Jagodzinski
Communications Director 

k.jagodzinski@brandfinance.com

For all other enquiries,  
please contact:

enquiries@brandfinance.com
+44 (0)207 389 9400

Follow our social channels:

linkedin.com/company/brand-finance 

facebook.com/brandfinance 

twitter.com/brandfinance 

About Brand Finance.

Get in Touch.

http://linkedin.com/company/brand-finance
http://facebook.com/brandfinance
http://twitter.com/brandfinance 

