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A return to
positivity, but not
to more of the same
This has been a year
in which economies
across the region
have moved back
into positive territory.
And, in climbing out
of recession, they
have taken consumer
confidence up at the
same time.

been over 20 percent, while Mexican
brand value growth is up just 4 percent,
and the leading Argentinian brands
have grown in value by 45 percent. This
volatility is indicative of the new normal.

DAVID ROTH
CEO The Store WPP EMEA and Asia
Chairman BAV Group
David.Roth@wpp.com
Blog: www.davidroth.com
Twitter: davidrothlondon

But this does not signal a return to
business as usual. In fact, it signals the
start of a new era, in which much of what
we previously thought of as normal has
changed. Normal consumer behavior,
normal communications strategies for
reaching them, and normal ways to get
goods and services to market. All are
being redefined.
This is a recovery that is inconsistent
across the region and is being felt by
different consumer groups to varying
degrees. This variation is reflected in
our BrandZ™ brand valuation rankings,
which show overall growth in the
BrandZ™ Top 50 Most Valuable Latin
American Brands 2018 of 18 percent.
Look behind this strong, top-line figure,
though, and there are brands that have
increased their brand value by as much
as 99 percent in the past 12 months,
while others have suffered a 33 percent
decline, and there are brands at every
point in between.
Average brand value growth among the
top Brazilian and Chilean brands has

6

Even within categories, there are
significant inconsistencies; while some
retail brands, communications providers
and financial institutions have made
great strides, for example, others in
those categories have seen significant
losses in brand value over the same
period.
In this report, we strive to make sense
of the current state of play for brands,
drawing on nearly a century of WPP
company expertise in LatAm, working
with some of most valuable and iconic
brands in the region. Our network of
talented and experienced colleagues
have an intimate knowledge of the
countries in which they work, and a
deep understanding of what motivates
the changing consumer.
We couple this market knowledge with
more than a decade of BrandZ™ global
brand valuation research, which has
tracked over 100,000 brands in more
than 50 markets to identify the key
drivers – local, regional and global – of
long-term growth in brand value.
In the pages ahead, we analyze the
unique demands and opportunities for
brand builders in each of our featured
markets. While each market has unique
conditions, challenges and cultural
nuances, there are some common
themes to the new normality in which
brands now must operate. And it is
largely the extent to which individual
brands have grasped these themes that
has influenced how they have fared in
the past year.

The big idea is key
Shopping habits have
shifted, and are still on
the move
Several years of strain on household
budgets have led shoppers to be more
fragmented in the way they shop.
They’re using different store formats
for different shopping occasions,
depending on their priorities at the time
when it comes to value, convenience
and a different shopping experience.
This has all led to a rise in discounters,
online shopping and convenience
stores.

Consumers are sceptical
and increasingly
sophisticated
Corruption scandals and strikes have led
to a consumer weariness with promises,
whether they’re from politicians,
business leaders or brands. People
are tech savvy and willing to trust only
the promises that are substantiated.
They’re also increasingly open to trying
something new, whether that’s a new
category, brand or a private label
alternative to the big brand names.
And when money is tight, they’re
economizing in one category so they
can indulge in another.

Connectivity creates
intimacy, but needs to be
respected
Mobile connectivity is reaching a critical
mass across the region, and brands are
finding digital media usage provides
an ideal route to both broad reach and
targeted advertising. But consumers are
being so frequently bombarded with
brand messaging, they’re hitting back
against the intrusion with ad blockers.
Use caution, and offer something of
genuine interest.

Many of the brands posting the
strongest value growth over the
past year are those that have taken a
powerful creative idea and used it in
clever ways both on and offline. Big
campaigns can still have a big impact,
provided they do more than create a big
noise. A clever idea, that resonates with
the audience, needs to be at the heart
of everything.
We know, through experience in this
region and around the world, that
brands that invest in maintaining and
building relationships with consumers
during turbulent times generate the
highest levels of closeness and loyalty.
Strong, valuable brands also deliver
superior shareholder returns.
I hope this report helps brands in
LatAm get to grips with the new normal
landscape in which we operate, and
helps them build for the future at a
time when many brands are looking to
expand beyond national and regional
boundaries.

ABOUT BRANDZTM
This report is a collaborative effort
by leading brand experts from WPP
companies around the LatAm region.
Their insights and Thought Leadership
essays provide strategic understanding
and tactical advice for brands seeking
to grow their presence and improve
their brand value.
WPP companies have been working in
Latin America for close to 100 years.
Within these companies are specialists
in advertising; insight; branding and
identity; direct marketing, digital,
promotion and relationship marketing;
shopper marketing and e-commerce;
media investment management and data
investment management; and public
relations and public affairs. All share a
passion and determination to use their
creativity and resources to establish and
build strong, differentiated brands that
deliver lasting shareholder value.

Collectively, our experts bring global
knowledge based on our WPP
experience in 112 countries. By
connecting this talent and wisdom,
we explore global trends and insights
that help our clients in unique and
useful ways.
The backbone of all the intelligence in
this report is the WPP BrandZ™
database, the world’s largest,
customer-focused source of brand
equity knowledge and insight, and the
BrandZ™ brand valuation methodology
of Kantar Millward Brown, a WPP
company.
Other titles in our industry-leading
BrandZ™ resource library include:
The BrandZ™ Top 100 Most Valuable
Global Brands, the BrandZ™ Top 100
Most Valuable Chinese Brands 2018, the
BrandZ™ Most Valuable Spanish Brands
2017 and the BrandZ™ Top 50 Most
Valuable French Brands. To download
these and other BrandZ™ reports,
please visit www.brandz.com. For the
interactive BrandZ™ mobile apps, go to
www.brandz.com/mobile.
Our BrandZ™ chatbot, RoZie, is ready to
answer your questions about BrandZ™
global rankings at rozie.wppbrandz.com.
She’s also happy to chat with you via
Amazon Alexa-powered voice devices.
Just download the RoZie Alexa skill.
To find out more about how we can help
brands across the LatAm region, please
contact any of the WPP companies
that have contributed expertise to this
report. They are listed in the resources
section at the end. Or, feel free to
contact me directly.
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HEADLINE NEWS

Headline
News
Brand Value
Total Value of Latin American Brands

US $130.8 BILLION
Brand Value Change 2017 – 2018

+18%

10

Corona, the Mexican beer, became the
most valuable Latin American brand,
returning to the top spot for the first
time since 2014, and bumping Brazilian
beer brand Skol into second place.
Corona's strong Mexican heritage
has allowed it to surpass geographic
frontiers based on distributions
prowess, but also the ability to create
strong brand cues that relate the brand
to relaxation, fun and music.
Skol, the second most valuable Latin
American brand, has positioned its
brand as focusing on young people.
By promoting various music festivals
throughout Brazil, the brand has
strengthened its relationship with this
audience.
In third and fourth places are Bradesco
and Itaú, the biggest private Brazilian
banks. Bradesco stands out in the
insurance segment, where brand
plays a prominent role in consumers’
decision-making process. Itaú, in turn,
is well known for its innovation and
efficiency. Despite the rise of FinTech
brands, these two banks are still
important and relevant to the Brazilian
financial market.
Telcel, the fifth most valuable Latin
American brand, is the leading cell
phone services provider in Mexico,
with more than 70 percent market share
in the country.

Source: BrandZ™ / Kantar

The Latin America region returned to
growth, with a rise in GDP estimated
at 1.3 percent in 2017. This follows six
years of economic slowdown, and two
of recession. Growth has mainly been
fueled by the emergence of Brazil and
Argentina from recession: Brazil’s GDP
grew 1 percent in 2017 and Argentina is
expected to have grown by around 2.5
percent. The BrandZ™ Top 50 LatAm
Brands 2018, however, grew in brand
value by 18 percent and are now have
a combined brand value of US$130.8
billion, demonstrating that strong and
valuable brands recover faster from times
of recession than weaker brands.

The Top 5 Positions

In the 2018 Latin America ranking,
37 brands increased in value and
just six decreased, while in 2017 we
observed the opposite situation; 36
brands decreased in value and only six
increased. This shift is a clear signal of
economic recovery in the region.
The Top 10 also posted strong growth,
with their combined value up 23 percent
in comparison to last year.

Top 10 Most
Valuable Brands
The Top 10 ranking is mainly
represented by beer (four brands),
followed by financial institutions
(two brands), retail (two brands) and
communications providers (one brand).
Over the years the beer segment has
been dominant in this ranking, but this
year, four beer brands are present in
the Top 10, rather than five. In addition,
brands in the financial institutions
category have achieved their best
positions in the Top 10 since 2012.

#

Brand

1
2
3
4
5
6
7
8
9
10

Brand Value
2018
(US$ millions)

YoY %
Change

8,292

8%

Country

Beer
8,263

1%

Beer
7,018

58%

Financial Institutions
6,198

42%

Financial Institutions
6,048

32%

Communication Providers
5,373

26%

Retail
4,478

2%

Beer
4,318

n/a

TV Stations
3,924

13%

Beer
3,757

5%

Retail

Source: BrandZ™/Kantar

The four beer brands in the Top 10
this year together posted a 5 percent
increase in their combined brand
value compared with 2017. At the same
time, Bradesco and Itaú grew their
value by more than 50 percent. Retail

brands held on to positions in the Top
10 despite being pushed down the
ranking. Falabella fell two positions
and Bodega Aurrera three. Globo (the
leading Brazilian TV channel) makes its
debut in the LatAm Top 50 this year, in
at eighth position.
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HEADLINE NEWS AND BRAND DISTRIBUTION BY COUNTRY

Newcomers
The 2018 BrandZ™ Top 50 Latin
American Brands ranking has seven
new entrants.
Brazilian brands dominate this list,
providing six of the ranking’s seven new
brands. This demonstrates that brands
are rising as the country pulls out of
recession.

#

Brand

1
2
3
4
5
6
7

Brand Value
2018
(US$ millions)

Country

4,318
TV Stations
1,399

Brand value
distribution
by country

Home Care

Brand Value Brand Value
2018
2017

YoY %
Change
2018-2017

1,167

Country

Financial Institutions

Mexico

45,917

44,520

3%

Brazil

44,367

31,318

42%

Chile

20,693

17,669

17%

Colombia

8,860

7,958

11%

Peru

4,626

4,419

5%

LatAm

3,350

2,806

19%

Argentina

3,008

1,889

59%

130,820

110,579

18%

1,140
Communication Providers
1,025
Retail
939

For the fifth year in a row,
Mexico leads the Top 50
LatAm ranking, accounting
for 35 percent of the
ranking’s value, with Brazil
following close behind with
34 percent share.

Communication Providers
922

Total

Insurance

(US$ millions)

(US$ millions)

Source: BrandZ™/Kantar

Source: BrandZ™/Kantar

Brand value
distribution
by country

4%

3% 2%

4%

3% 2%

7%

7%

Mexico

40%

Brazil
Chile

16%

35%

16%

Colombia
Peru

28%

34%

2017

2018

LatAm
Argentina

Source: BrandZ™/Kantar
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BRAND DISTRIBUTION BY COUNTRY AND BRAND DISTRIBUTION BY INDUSTRY SECTOR

1
2
3
4

In comparison to 2017, Mexico posted slight growth,
of 3 percent, in total brand value, but its contribution
to the Latin American Top 50 fell 5 percentage
points. Financial Institutions influenced this growth,
growing their brand value by 52 percent. Retail, on
the other hand, saw a decrease in brand value of 21
percent in the period.

Brand value
distribution by
industry sector
4%

Brazil improved its contribution to the Latin American
ranking, delivering total brand value of US $44 billion,
which represents 34 percent of the entire ranking’s
value. Substantial growth in the value of Brazilian
brands – up 42 percent – reflected a more stable
economy and low inflation in 2017, resulting in a rise
in consumption, seen mainly in Retail (34 percent
growth in brand value) and Financial Institutions (up
48 percent).

Chile remains the third-largest contributor of brand
value in Latin America, with a total brand value of US
$21 billion, representing 16 percent of the regional
ranking’s value. Between 2017 and 2018, Chile
increased its total brand value by 17 percent. Retail,
the most important category in the country, grew 9
percent, while Financial Institutions, Services and B2B
grew by 30 percent.

3% 2%

4%

7%
Category

7%

Brand
Value
($M)

YoY %
Change
2017-2018

Beer, Food & Personal Care

48,736

4%

Financial Institutions

27,750

Services

25,885

53%

Retail

21,502

2%

B2B

6,947

3%

130,820

18%

Total

16%

Beer, Food & Personal Care

40%

46%

28%

2017

2018

Source: BrandZ™/Kantar

Brand value distribution
by industry sector

5%

6%
20%

 eer, Food &
B
Personal Care
 inancial
F
Institutions
Services

Beer, Food & Personal Care is still
the leading category in the BrandZ™
Top 50 Most Valuable LatAm Brands
35%of
ranking, responsible for 37 percent
total brand 16%
value in 2018, however its
influence dropped 5 percentage points in
comparison with 2017.
The Beer subcategory34%
remains strong;
the Top 2 positions are occupied by beer
brands, and the segment contributes 12
brands to the Top 50, representing almost
one third of the total brand value of the
Latin American ranking. Beer brands with
a very clear brand proposition, focused
on exploring emotional attributes to meet
local needs, are proving highly successful in
capturing value.

15%
In fourth place in the region, Colombia contributed
US $9 billion in brand value to the Latin American
ranking, corresponding to a 7 percent share. In
comparison to 2017, its total brand value in the Latin
America ranking went up 11 percent. All categories
performed better than a year ago, particularly
Financial Institutions, which grew their brand
value by an average of 29 percent.

3% 2%

37%

43%
19%

17%
17%

21%

Retail
B2B

2017

2018

Source: BrandZ™/Kantar
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BRAND DISTRIBUTION BY INDUSTRY SECTOR AND COMPARISON WITH OTHER BRANDZ™ RANKINGS

Brazil and Mexico are important
producers and consumers of beer, and
this is reflected in their contribution to
the Beer subcategory, with shares of 43
percent and 37 percent, respectively. AB
InBev and Heineken strongly dominate
the markets in these countries, owning a
large number of beer brands.

Financial Institutions
(Banks and Insurance)
Despite Latin America’s modest
recovery in 2017, Financial Institutions
(mainly banks) exceeded expectations
and increased their brand value by
46 percent in the BrandZ™ Top 50
LatAm ranking in 2018, and became
the second-biggest category in the
regional ranking, with a value share of
21 percent.
In terms of growth, among the
category’s Top 10 risers, the Top 5
positions are represented by banks
from Argentina, Brazil, Chile and
Mexico. Throughout 2017, inflation has
been relatively stable in Latin America,
allowing central banks to reduce
interest rates to record levels, bringing
significant benefits to banks, especially
in Brazil and Mexico. Consolidation
in the banking sector in the region –
particularly in Brazil – has bolstered
both investors’ and depositors’
confidence, reflecting positively in
banks’ market value and, consequently,
their brand value.
Among the top-ranking Financial
Institutions in Latin America, Brazil
accounts for the majority of brands and
brand value in this category, with 51
percent, and Mexico comes next, with
22 percent.

Services (Communication
Providers, TV Stations and
Airlines)
This year, the Services category of
the BrandZ™ Top 50 LatAm ranking
includes Communication Providers (74
percent value share of the category),
TV Stations (17 percent) and Airlines (9
percent). Services increased their total
brand value by 53 percent – the bestperforming category in the region –
with a total brand value of US$26 billion,
representing 20 percent of total value
share in the ranking.
This year Globo (a Brazilian TV station)
entered the BrandZ™ LatAm Top 50 and
contributed strongly to the category’s
growth. Not only that, but Embratel and
Net (Communication Providers) also
are new to the ranking. Claro, another
communication provider that is present
in many countries in Latin America, grew
in brand value by 19 percent. Embratel,
Net and Claro belong to the same
group, América Móvil.

Retail
Retail has overall been stable, with
brand value for the category rising by
around 2 percent in comparison to 2017.
It represents 17 percent of the regional
ranking’s value.
The category is notably strong in Chile:
the country is the main contributor
of Retail brands in the Latin America
ranking (57 percent share), and its
brands grew 9 percent in the period.
Brazil, the second-biggest Retail
contributor, stood out in the period with
a 34 percent increase in the value of its
Retail brands, reflecting the expansion
in household consumption in 2017,

stimulated by low inflation. Retail brand
value in Mexico, in turn, declined 21
percent in the period.
The structure of retail has been
changing in recent years, largely
due to disruptive technologies and
the increasing number of consumer
touchpoints. This new reality has forced
companies to rethink their strategies
and has made it even harder for stores
to attract customers. As a consequence,
many retailers have closed stores and
shifted their efforts to digital. The
fast expansion of internet usage and
mobile devices in emerging markets
is the reason for sizable growth in
e-commerce. The Retail segment
in Latin America, where these sales
channels are not fully developed, was
the weakest-performing category in
the Top 50 LatAm ranking, and seems
to reflect the fact that this sector is in a
transitional phase.

Comparison
with other
™
BrandZ Rankings
When comparing Latin America with BrandZ’s China and Global rankings, there are clear
differences in the relative influence of different brand categories. While Beer, Food &
Personal Care is the leading category in Latin America, in China and Global its contribution
is more modest. On the other hand, Technology represents the largest category in both
the China and Global rankings, while in Latin American countries, this category is almost
non-existent; in Brazil, Technology accounts for only one percent of brand value. China
seems to be more aligned with the Global ranking than Latin America does.

B2B (Energy /
Oil and Industrial)

Looking at the different countries in Latin America, Beer, Food & Personal Care is the
most significant category in Brazil, Mexico, Colombia and Peru. In Chile, meanwhile, Retail
emerges as the main industry in the country. Finally, in Argentina, Financial Institutions are
the category making the biggest contribution to the country’s leading brands.

B2B brands were the smallest
contributor of value to the LatAm Top
50, delivering just 5 percent of the
ranking’s total value. In comparison
with the 2017 Top 50 ranking, it grew
3 percent in brand value, a strong
turnaround following a 29 percent
decline in 2017. This category includes
Energy (66 percent of value in the
category) and Industry (34 percent).
In 2017, commodity prices regained
their momentum, allowing a slight
recovery in the Energy subcategory
following turbulence in commodities
in 2016. Industry also stabilized in
2017, particularly in Brazil, after a
decline in 2016.

Summary 2018

Latam*

Technology

Brazil*

Mexico**

Chile*

Colombia*

Peru*

Argentina*

1%

Global***

29%

36%

B2B

5%

3%

4%

12%

6%

4%

31%

4%

1%

Beer, Food & Dairy
and Personal Care

37%

38%

42%

4%

59%

56%

13%

8%

6%

Financial Institutions

21%

26%

11%

13%

19%

31%

44%

21%

16%

Retail

17%

11%

18%

59%

3%

7%

0%

13%

9%

Services

20%

21%

24%

12%

14%

2%

12%

19%

22%

5%

10%

100%

100%

Others (*)
Total

100%

100%

Sources:
* BrandZ™ Top 50 Most Valuable Latin American Brands 2018
** BrandZ™ Top 100 Most Valuable Chinese Brands 2017
*** BrandZ™ Top 100 Most Valuable Global Brands 2017
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China**

100%

100%

100%

100%

100%

Figures may not add up to 100% due to rounding.
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Key Findings and
Future Trends
In the 21st century, we are living in a disruptive economy, where new
technologies and innovative thinking have changed established markets and
broken the models that have previously driven them. Banking and automobiles
are prime examples of markets where this tendency has been observed:
brands like Paypal and Tesla have been successful in changing the way we pay
and drive cars, forcing competitors to rethink the way they do business.

Roberto de Napoli
Director
Kantar Consulting
Roberto.Napoli@kantarconsulting.com

Despite that, the BrandZ™ Top 50
Most Valuable LatAm Brands 2018
have grown 18 percent in value, and
the reason for this is not only explained
by the region’s economic recovery,
with GDP growing around 1.3 percent
in 2017. There is a cultural aspect to
consider: Latin American people tend to
establish strong emotional relationships
with their favorite brands; deciding
which brands to consume is more of
an emotional than a rational decision.
Moreover, they are keen to consume
local brands, in part due to their great
respect and pride for those brands.
We observe this characteristic of Latin
American people’s behavior in several
categories in the BrandZ™ LatAm
ranking in 2018.
Brands in the Financial Institutions
category are facing an increasing threat
from FinTechs - the innovative and
technological way of delivering financial
services. In Brazil, Nubank started this
revolution and became the first billion-

Eduardo Tomiya
Managing Director, Latin American Region
Kantar Consulting
Eduardo.Tomiya@kantarconsulting.com
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dollar startup in the country, followed
by Banco Original and Banco Neon.
However, despite this threat, very wellpositioned brands like the Brazilian
banks Bradesco and Itaú, and the
Chilean bank Banco de Chile, are still
very strong brands in consumers’ minds,
with strong attributes aligned with local
needs, generating great brand values.
In addition, these banks have also
launched digital platforms, in line with
the new market reality.
In the Beer category, the global brewing
companies AB Inbev and Heineken
control the most important brands
in Latin America – Corona (Mexican
beer and the most valuable Latin
America brand), Skol (Brazilian beer),
the second-most valuable brand in the
region, and Brahma (another Brazilian
beer), in seventh positon, all belong
to AB Inbev. Aguila, in ninth positon,
belongs to Heineken. Nevertheless,
these multinational companies have
maintained the local characteristics
of these brands and invested in this

positioning, which allows them to
maintain their high brand value and
stay in the top positions in the LatAm
ranking.
In the Services category, brands that
have sought to understand the most
relevant attributes to consumers
and have reinvented themselves
accordingly have been the most
successful. They, too, tend to focus on
local attributes when communicating
to consumers. The Brazilian brands
Claro, Embratel and Net – all
belonging to América Móvil, the giant
Latin American telecom group – are
successful examples of this approach.
A similar degree of disruption
is happening in Retail, where
e-commerce is constantly replacing
stores as internet usage and mobile
phone penetration grow. The
Retail portion of the Top 50 Latin
America ranking posted slight
growth, of 2 percent, and seems to
be in a transitional phase in terms of
technology innovation. The Chilean
Retail brands, even in this changing
scenario, remain very robust, adding
significant value for shareholders.
Furthermore, many Latin American
retail brands have investested
considerable sums in improving
their brand experience at all touch
points, allowing them to stay favorably
positioned in the ranking.

• Innovation: Innovative brands
stay ahead of the market and set
new trends or create something
new. Innovation does not only mean
technological advances; it could be
new services, new sales channels
or entering into a new category.
Innovation can lead to a long-term
relationship with consumers.
• Communication: Brands must gain
visibility through advertising with a
message that differentiates them
from the competition. To do this, a
brand must engage in something that
really matters to people, and then
advertise it in the right place.
• Brand Experience: Experience is
related to how a person interacts with
a brand. This interaction includes
much more than just the moment of
purchase, it starts before a person
considers what to buy and goes
beyond the moment of consumption.
Brands must show consumers that
they are focused on delivering the
best experience at every touch point.
• Love: In this case it means an
emotional connection with a brand.
Love is developed when a brand
invests in purpose, innovation and
in delivering a great experience.
Love is what helps maintain a longterm relationship with the consumer,
alongside innovation.

In spite of the disruptive backdrop,
the Latin American brands that have
stayed true to their purpose and
relevant to consumers have managed
to stand out and perform well in the
LatAm ranking.
To be as successful as possible in the
market, brands need to outperform
others in their categories on five key
attributes shared by healthy, strong
and valuable brands, identified by
BRANDZ™ analysis: Brand Purpose,
Innovation, Communication, Brand
Experience and Love.
• Brand Purpose: this is what a
brand does beyond producing and
selling, and is the way in which the
brand aims to make people’s lives
better. Having a sense of purpose is
particularly important to consumers
who are looking for brands that have
a positive impact on society.

The combination of these five metrics
is called a brand’s Vitality Quotient (vQ)
and represents how healthy the brand
is (the average vQ for all brands is 100).
A high vQ (a score of 105 or higher) in
all five attributes means that the brand
has “Healthy” vital signs and can drive
growth in brand value. If the brand
scores 99 or less in all five measures it
is considered “Frail”. When the brand
has a mix of high and low scores, it is at
risk of damaging its brand health and
underperforming in the market, and it is
classified as “OK”.
Looking at the Top 50 LatAm brands,
more than a third are considered
healthy, while nearly half of them are OK.
Just 15 percent are frail, but this figure is
higher than amongst the Top 50 brands
globally, in China and in the US.

TOP 50

38%

48%

48%

50%

2%

2%

4%

China

Global

USA

46%

15%
LatAm

52%

Frail

Source: BrandZ™/Kantar

44%

50%

OK

Healthy
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33%

11%

18%
9%

17%

14%

18%

8%

12%

25%

26%

30%
20%
12%

Each of the five metrics has an average
score of 100 for all brands. A brand can
score above or below the average. For
example, if a brand has a score of 120
on any attribute, it means that performs
20 percent above the average.

19%

In Latin America, the brands Falabella,
Corona and Globo are examples of
healthy brands, all with outstanding
vQ scores. Each brand has invested in
strong ties with consumers, taking into
consideration local preferences and
priorities.

Healthy Brands

16%

The performance of Falabella, Corona
and Globo on the five signs of brand
health are as follows:

20%

by exploring local preferences, and
becoming healthier brands as a
consequence.

18%

When we put the LatAm ranking in a
global context, there are important
differences. Latin America has a smaller
proportion of healthy brands than
the Global, China and US rankings. At
the same time, the proportion of frail
brands in Latin America is bigger than
the other regions. This demonstrates
that there is scope for OK and frail
brands to improve their performance,
being more relevant to consumers

Brand Purpose

Innovation

Corona

Communication

LatAm

Innovation
China

Communication

Global

9%

11%

16%

16%

21%
24%

23%
26%

23%
26%
17%

8%

11%

15%

15%
16%
18%

21%
19%

22%

26%

Brand Purpose

Brand
Experience

Love

USA

vQ Score

Source: BrandZ™/Kantar

Innovation
China

Global

USA

10%
12%
14%
7%

10%
12%
13%

Brand
Experience

7%

8%
11%
13%
14%

Communication

5%
8%
11%
11%

9%
11%
13%
15%

Brand Purpose
LatAm
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vQ Score

Latin American brands underperform
on all indicators when compared to the
other regions, and this is observed for
both the Top 10 and the Top 50 brands.

Top 10

9%
11%
13%
16%

contributing to the social transformation
of the country. This year, the station
invited Brazilian people to record a
video sharing their thoughts about the
way they would like to see the country’s
future develop. These videos were then
aired in Globo’s main news programs.

Love

Source: BrandZ™/Kantar

Globo

Top 50
Globo, the Brazilian TV station, has a
mission to tell stories and to broadcast
quality, relevant content to the public.
The station has been sharing its content
across different platforms and devices,
investing in interactive experiences,
and has a sense of responsibility for

Brand
Experience

The next charts compare, by attribute,
the performance of both the Top 10
and the Top 50 LatAm brands with the
leading brands in China, Global and
the US.

22%

“earned media” coverage had shows
the brand’s strong influence among
Mexican society and among the
Hispanic community abroad. Through
several experience-led platforms, and
sponsorship of highly influential music
events, football clubs, sports and
entertainment events, Corona continues
to invest in customer engagement to
drive preference and increase loyalty. It
is also innovating in product formats and
promotions at point of sale, especially
focused on the upcoming soccer World
Cup, and its Light sub-brand.

Falabella

15%

Corona is a highly popular brand,
benefiting from an exceptionally wide
distribution network across Mexico and
the LatAm region. Its communications
have shifted in recent years to become
more creative and engaging, turning the
brand into a true “lovemark” and one
of the most iconic Mexican products
available globally. The brand aims to
unite Mexicans, and its campaigns
achieved the strongest levels of media
effectiveness of any brand in 2017, with
high ad recall, branding and enjoyment
scores. The big impact that Corona’s

a leader in e-commerce development,
offering a valuable experience that is
constantly reviewed and adjusted. All
the platforms developed by the brand
have enhanced the way they interact
with consumers, improving shopper
affinity. Falabella is the most valuable
Chilean brand, and ranks sixth in the
LatAm Top 50.

18%

Falabella has been an innovative and
trendsetting brand in Chile. It was the
first in its category to develop an online
platform offering the full range of
products, and this allowed Falabella to
boost its loyalty schemes and expand
to new territories. The brand has a drive
to understand its consumers and is an
effective communicator. Falabella is also

Love

However, when we compare the
performance of the Top 10 LatAm
brands with the Top 50 for the region,
the Top 10 brands score far better. This
trend is seen in China, Global and the
US as well. This indicates that brands
that focus on all five elements of brand
health improve their brand value.
These brands have a purpose (creating
the perception of making consumers’
lives better), are creating perceptions
of innovation, are communicating
creatively, providing a great brand
experience that meets consumers’
needs, and are fostering a strong sense
of love. These brands have an huge
advantage in the market, delivering
meaningful difference for consumers,
and this, ultimately, translates into
greater value for the brand and its
shareholders.

vQ Score

Source: BrandZ™/Kantar
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Affinity Correlates Strongly with Usership
(Based on 16,489 global brands r=0.82)
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The future is
holistic, how about
your brand?
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Source: Kantar Millward Brown BrandZ™ Database 2014-2016

Once upon a time (not so long ago), the world
was streamlined. Brand equity was relatively
simple to build, define and measure. Brand
identity could be pushed from a single source,
and evaluated in a single reading. In the new
world, where everyone and their fridge is
online, that is no longer the case. Now that the
internet has given more people a chance to
broadcast their thoughts and feelings, brands
are no longer defined just by their companies.
They are now defined by everyone.

Gabriel Castellanos
CEO, Hispanic Latam, Insights Division
Kantar
Gabriel.Castellanos@kantar.com

However, it is still true that brands that
are loved attract higher usage which,
in turn, helps the brands grow their
value. Our top two brands in Latin
America for this year, Corona and Skol,
owe a large part of their value to their
brand contribution. Furthermore, it is
very telling that two beer brands that
embrace diversity have reached the top
two positions of the ranking.

Corona goes beyond its
frontiers
This year, Corona outdid itself, growing
8 percent in brand value to conquer the
number one spot on the Latin America
ranking. How? In 2017, Corona dared to
go further than it had ever gone before,
and “removed its borders”.
The fundamental idea behind
“desfronterízate” (remove your borders)
is simple: follow your dreams, since the
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one thing holding you back is yourself.
They pursued every angle of this idea,
from encouraging young entrepreneurs
to launch their long-nurtured business
ideas, to inciting people to seek their
fortunes in wild, new cultural settings.
Corona encouraged a whole generation
to rise up, chase their passion, and seize
their moment.

Skol rewrites history
through diversity
Skol’s focus on diversity (“The world
evolves and Skol does too!” claims
one of their ads) is bold, leaving
behind preconceived ideas of beer
and advertising. By leaving behind
the past and leaving “the square” of
its old logo behind, Skol indirectly
advocates the usage of alternative
channels to accommodate a whole
spectrum of voices and messages. This
they accomplish by sponsoring events
favoring diversity, social acceptance and
eradication of preconceived ideas. In a
particularly insightful example, Skol took
old campaigns and revamped them
from a more inclusive point of view.

Not here, not there, but
everywhere
A change in the DNA on the scale
of the work Corona and Skol have
done across multiple channels is

impossible to capture in a single
traditional study. While it is true that
much of the repositioning has been
achieved through some very clever
TV advertising, a good chunk of the
message has been spread through
online ads and social networking. The
community managers of the official
fanpages on Facebook and their Twitter
accounts work overtime to answer fan
comments and questions.
Back in the offline world, both brands
sponsor myriad events, ranging from
local to national to international. Both
Corona and Skol are old hands at
throwing parties (Corona Capital and
Skol Beats are highlights of their home
countries’ music calendars), but now,
they explore new activation venues
(a personal favorite being Corona
releasing dozens of flying pig
balloons over Mexico City, with
the tagline “now you can do
all those things you promised
to do when pigs could fly”).
Of course, those go back online:
TV campaigns, events and activations
going viral, sparking conversations and
challenging points of view. In other
words, the new way to grow brands is
through a holistic brand strategy.

and we need to be on top of all that
information. We need to follow the
conversations and evaluate the ads both
on TV and online, and we should know
how this affects brand equity. Brands
must be able to gauge the intuitive
reaction they provoke in consumers. To
further complicate things, they need to
do all this in an agile way because each
of the brand touchpoints organically
affects the others. Moreover, research
agencies need to be as holistic in
researching brands as our clients are in
building them, drawing from our whole
toolkit and integrating learnings from
each other.
To sum up, brands have changed and
are more expansive and inclusive than
ever. In order to understand them and
help guide their growth, we also need
to be more holistic and integral than
ever. So, say goodbye to streamlining,
and hello to the diverse world!

The challenge for us is that
every single one of those
touchpoints generates
affinity. Together
and in synergy,
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Follow the shopper:
the changing
channel landscape
Shoppers in Latin America are more willing than ever to try new retail
formats in their quest to get the most from their grocery budgets.
As a result, the channel structure in the region is changing rapidly.
Understanding the emerging channels, and having a clear strategy for
being where shoppers are, is a critical part of brand building.

traditional formats such as minimarkets,
kiosks and street fairs. Almost three
quarters (70 percent) of the modern
trade channels are owned by local Latin
American retailers, rather than global
names.
The modern channels that are growing
most strongly are the “limited range”
retailers – including discounters, cash
and carries, and wholesalers – which
offer low prices and convenience.
Discounters reach over 60 million
families across Latin America, and this
will increase: in the last year alone,
discounters grew their footprint by 20
percent, and Kantar Worldpanel data

indicates that the growth opportunity
is worth $700 million. The presence of
wholesalers, meanwhile, is on the rise
in half of the region’s countries, and
these account for almost 10 percent
of FMCG sales in Brazil, Argentina and
Ecuador. Drugstores, e-commerce and
convenience stores are also increasing
in importance.

Be present, be available
Brands must have a clear strategy for
ensuring they are selected by retailers
and by shoppers.
Help retailers meet their objectives. A

Discounters, drugstores, e-commerce and convenience stores are
increasing in importance
This comes at the expense of traditional trade, which still accounts for 35% of FMCG spending in LatAm.
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Sonia Bueno
Kantar President – Brazil
Kantar Worldpanel Latam CEO
Kantar & Kantar Worldpanel
Sonia.Bueno@kantarworldpanel.com

Fast-moving consumer goods (FMCG)
volume growth in the region dropped
to 2 percent by the end of 2017,
according to Kantar Worldpanel data.
Despite consuming less, households
are spending 10 percent more on their
basic shopping basket. Price inflation
and lower incomes put shoppers under
greater pressure to manage their
expenditure. They buy less frequently,
and make more considered and rational
purchases. They have become skilled
"omnishoppers" who, for example,
visit the cash and carry to stock up on
home and personal care items, and use
convenience stores for perishable goods.
This has led to a shift in the retail
landscape, with a proliferation of new
formats and channels.
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This is a brand’s world
In contrast to many markets in Europe,
where private label goods can account
for 30 percent of FMCG sales, only
1 percent of FMCG goods sold in
Latin America are retailers’ own
brands. Shoppers regard “A brands”
as aspirational, and improving their
premium brands portfolio will be the
key to long-term success for many
retailers.
This means there are huge
opportunities for brands owned by
manufacturers – but the channel
structure in the region also creates a
challenging environment.
The modern trade accounts for 46
percent of FMCG sales, which means
that most shopping is still done in

CHI

BRA

Modern Trade

46

LATAM

44

CAM

Traditonal Trade

43

AR

40

MEX
Door to Door

39
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36
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Wholesalers

35

VEN

19

15

BOL

PER

Drugstores

Others

Source: BrandZ™/Kantar

priority for discounters, for example, is
to maintain differentiation by offering
unique promotions and offers. By
understanding and supporting this,
brands can win themselves a place in
limited assortments.
Find ways to get into shoppers’
baskets. More than half (58 percent)
of households want to spend less
money, so they buy cheaper or own-

brand products. Brands can help
them continue to buy the items they
most desire, for example by offering
alternative pack sizes.
Take full advantage of e-commerce.
There is a significant opportunity for
brands to gain market share in countries
including Argentina, where e-commerce
will account for 10 percent of the FMCG
market by 2025.
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See every country as unique. In Mexico,
more than 1,000 convenience stores
open each year, with more than half
of households buying items there to
consume in the home and 80 percent
to consume outside the home. In
Colombia, where eight in every 10
households shop in discounters,
“hiperbodegas” are also growing.
Consider out-of-home opportunities.
Each year, consumers in Mexico eat
or drink outside the home an average
of 108 times and in Brazil 68 times –
representing close to half of all food
and beverage purchases. Moving out of
home requires a different strategy: pack
sizes have to be practical for on-the-go
consumption, for example.
Above all, it is vital that brands do not
make assumptions about the channel
landscape in Latin America – expecting
that trends will reflect those in other
regions, or even be the same from one
country to another.
This is a market that has become more
fragmented, in order to become more
convenient and practical for consumers.
Ultimately, it is the shoppers who are
the winners – but the brands that know
how to build on these trends will also
succeed.

Brand growth
in the era of
fragmentation and
hyper-information
Nowadays, media
fragmentation is a reality,
as well as increasing
levels of advertising
that targets specific
consumers. Thus, brands
face a great challenge
as they seek to engage
their audience and
build a brand through
advertising.

Brands are striving to make their
advertising unique; remarkable in
each creative endeavor and adapted
to each medium, yet also consistent
across all the different points of
contact. The work done by agencies,
advertisers, media, researchers and
insights teams truly works when,
in times like this, at the heart of
communications is a great, relevant
idea.
A brand story is not limited, then, to
an encounter with a great TV ad, a
spectacular video on YouTube, or a
loyalty contest in social media. We
must think about building ideas that
support future brand goals, not in
isolation, but defined, created and
thought out from the lead medium
where the idea originated, in order to
adapt that content to creative efforts
that complement and support the
achievement of those goals. According
to AdReaction, a global study
conducted by Kantar Millward Brown,
a correctly integrated and adapted
campaign can lead to an increase of
57 percent or more of brand health
indicators.
Three things to consider when defining
campaign efficiency with the aim of
brand growth and, ultimately, business
growth:

Stephanie Klinge
Latam Creative Development Brand Director
Kantar Millward Brown
Stefanie.Klinge@kantarmillwardbrown.com
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1. Stop worrying about the shortand long-term effects. Good
campaigns of all types create a
predisposition to choosing a brand
today for the first time, tomorrow

as a repurchase, or in the future
due to a craving or need. Actually,
creating lasting brand memories
or impressions leads to demand,
and if the product, service or brand
is properly activated, available
and tied to the purchase cycle, a
campaign will surely improve the
likelihood of purchase.
2. Do not flood consumers with
everything you know about them.
Let consumers get to know you so
you can really connect with one
another; allow your consumers to
understand your values and your
purpose; be honest, and connect
from the understanding of the
biggest of all universal truths: for
any relationship to exist, interest
must be mutual.
3. Forget the isolated online and
offline worlds – today there is
just one world. People are hyperconnected to their devices but
not always entirely receptive to
receiving messages on them.
Reaching them through different
media and generating a range of
experiences is important; create
outstanding, inspiring or useful
content and people will want to see
it and share it.
This topic, then, is not limited to
media or its fragmentation, and
with advertising reaching saturation
point; the question is bigger: how
to effectively connect brands with
people.
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Emotions
and brands:
at the crossroads

It is widely understood that brands live
in consumers’ minds, but now we can
determine that they occupy specific
territories within the brain, and that
we can classify them into the following
three dimensions:
• Knowledge
What we know about a brand
• Experience
What we have experienced or
imagine experiencing with a brand

The world of brands is as fascinating as it
is complex, and it is therefore logical to
approach it from different perspectives if we
want to lessen the uncertainty surrounding
such a multifactorial and dynamic
ecosystem. One source that strengthens our
understanding of this field is science, and
particularly neuroscience.

• Emotions
What we feel about a brand
Knowledge and experience lend
themselves to being evaluated with
conventional research techniques,
while the third one (emotions) responds

Luis Gabriel Mendez
Director of Neuroscience for
Latin America
Kantar
LuisGabriel.Mendez@kantarmillwardbrown.com

better to the indirect techniques
offered to us by neuroscience.
Our research has shown us that the
brands with most equity reside solidly
in all three areas of the consumer’s
mind. That means that if, besides
transmitting its key information clearly
and suggesting its desired experiences
when using it, a brand is able to convey
positive emotions, it will make its
market performance more powerful.
This graph show us the degree to
which this is reflected in metrics such
as brand strength and its possibilities
for growth, with brands solid in the
three dimensions (they are “balanced”),
significantly surpassing those strong in
only one or two of them (“unbalanced”).

Brand Strength

Growth Potential

15

2.99
8

From this discipline, we have learned
that any stimulus we expose ourselves
to is perceived by the brain’s rational
resources only after it is processed by
our emotional filters. This explains why
a sudden clap of thunder can make us
jump, though immediately afterwards,
we see that we are not in any danger
and relax.
Even though the gap between
emotional impact and conscious
recognition is minimal, and can be
expressed in fractions of a second,
this order implies that rational thought
is conditioned by the emotional
response provoked by the stimulus in
the first place.
This understanding breaks our culture’s
prevailing paradigm, under which we
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understood emotion as being opposed
to reason, as if they were mutually
exclusive mental states, when really they
are successive ones. We now understand
that these factors actually work in a flow:
emotion followed by reason.
And what applies for natural stimuli,
such as a clap of thunder, also applies
to those stimuli deliberately generated
to communicate something, including
those developed by brands. By this
logic, if a brand for which I feel a
positive emotional predisposition offers
me a message, I will process it favorably
at a rational level, conditioned because
of that predisposition. I will process the
same message differently if it comes
from a brand towards which I feel
indifferent or negatively, and surely in a
manner less beneficial to that brand.

Balanced

Unbalanced

Balanced

0.42
Unbalanced

Base: 3,500 interviews, 42 brands
Source: Kantar Millward Brown BrandDynamics™ database

By linking the apparent intangibility
of what is emotional to directly
quantifiable metrics, we can then
assess the emotions a brand triggers in
consumers as a vehicle that favors their
disposition. This state of mind affects
people's purchase decisions, helping
them overcome barriers and reinforcing
facilitators to making a purchase.
In practice, a positive emotional
predisposition becomes a shield in
times of adversity and an accelerator in

favorable moments. Naturally, attaining
that status implies a process that is far
from immediate, but it offers benefits
that are also long-lasting, and which
result in the building of a valuable
asset over time. There are few better
investments for brands than building
emotional strength. Realizing this
process with clear and measurable
objectives can only make this route
become more effective and productive.
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BrandZTM Top 50 Most Valuable
#

1
2
3
4
5
6
7
8
9
10
11
12
13

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

8,292

7,647

8%

Brand
Contribution
Index

4

Beer
8,263

8,146

1%

5

Beer
7,018

4,438

58%

2

Financial Institutions
6,198

4,359

42%

2

Financial Institutions
6,048

4,598

32%

3

Communication Providers
5,373

4,257

26%

5

Retail
4,478

4,385

2%

5

Beer
4,318

-

NEW

4

TV Stations
3,924

3,486

13%

4

Beer
3,757

3,593

5%

2

Retail
3,621

3,316

9%

4

Beer
3,350

2,806

19%

Communication Providers
3,244

4,035

-20%

Communication Providers

2
LATAM
2

#

14
15
16
17
18
19
20
21
22
23
24
25
26

Brand

Brand Value
(US$ millions)

2018

3,176

2017

Brand
Value
Change

Brand
Contribution
Index

2,689

18%

5

Retail
3,059

2,558

20%

5

Energy
2,977

2,854

4%

4

Beer
2,937

2,027

45%

3

Financial Institutions
2,740

2,136

28%

2

Communication Providers
2,666

2,990

-11%

4

Food
2,646

1,982

34%

5

Retail
2,515

2,139

18%

2

Financial Institutions
2,444

1,889

29%

5

Airlines
2,353

2,294

3%

1

Cement
2,192

3,269

-33%

3

Retail
2,177

2,132

2%

4

Beer
1,838
Beer

1,568

17%

4

Latin American Brands 2018
#

27
28
29
30
31
32
33
34
35
36
37
38
39

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

1,662

1,489

12%

Brand
Contribution
Index

3

Communication Providers
1,605

1,570

2%

5

Beer
1,535

1,149

34%

1

Energy
1,472

741

99%

2

Financial Institutions
1,469

1,884

-22%

2

Food
1,440

1,396

3%

5

Beer
1,399

-

NEW

3

Home Care
1,350

1,256

7%

5

Cosmetics
1,265

976

30%

4

Retail
1,228

1,047

17%

4

Beer
1,167

-

NEW

3

Financial Institutions
1,165

822

42%

990

16%

40
41
42
43
44
45
46
47
48
49
50

Brand

Brand Value
(US$ millions)

2018

1,140

1,096

Brand
Contribution
Index

-

NEW

1

851

29%

4

Financial Institutions
1,075

1,080

0%

5

1,025

4%

2

Beer
1,067

Financial Institutions
1,058

810

31%

4

918

14%

2

Retail
1,045

Financial Institutions
1,025

-

NEW

2

1,073

-6%

1

-

NEW

2

Retail
1,010
Retail
939

Communication Providers
933

1,044

-11%

2

-

NEW

3

Food
922
Insurance
* Tigo and Une have merged into Tigo Une.
Source: BrandZ™/Kantar (with data from Bloomberg)

2

Brand contribution measures the influence of brand alone
on earnings, on a 1-to-5 scale, 5 being highest.

Financial Institutions
Argentina

30

2017

Brand
Value
Change

Communication Providers

2

Financial Institutions
1,146

#

Brazil

Chile

Colombia Mexico

Peru
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BEST COUNTRIES

Spotlight

34

It is possible not only to measure the value of brands in Latin America, but also
to assess the brand strength of the individual countries within the region. The
Best Countries ranking does exactly that, comparing perceptions of countries
around the world held by a broad spectrum of consumers. There is a close
relationship between how people feel about a country, and their attitudes
towards the brands they associate with that country. Strong countries fuel
strong brands, and vice versa.
Developed by WPP’s Y&R BAV Group, the annual Best Countries ranking was
first launched in 2016 at the World Economic Forum’s meeting in Davos, the
world’s largest gathering of global leaders and heads of industry and influence.
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The virtuous cycle
every brand hopes for
Think of Germany and BMW; France
and Chanel or Louis Vuitton; Japan and
Sony; Italy and Ferrari or Armani. In
each case, the brand and the country
are part of a virtuous cycle, a symbiotic
relationship.

How a country is viewed around the world is of huge importance to brands. The
words “Made in …” can instantly lend credibility and trust to a product or brand
that a consumer hasn’t previously encountered. That can be enough to convince
someone to buy, and, beyond that, convince them to pay a premium. Likewise,
“Made in …” can prove to be an instant turn-off if a consumer associates the
country of origin with poor safety standards, or sees it as being behind the
times on social issues, or workers’ rights.

The annual Best Countries ranking
measures global perceptions of
countries against a series of attributes
– impressions that have the potential
to drive trade, travel, and investment,
and directly affect brands. It was
developed by WPP’s Y&R BAV Group,
and The Wharton School of the
University of Pennsylvania, with U.S.
News & World Report.
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These associations can evolve over time.
Japan in the 1970s, for example, was
known as a cheap manufacturing base,
but is now respected as a world leader
for quality electronics and technology
thanks largely to brands like Sony and
Toyota. South Korea has taken a similar
path, with Samsung and Hyundai
demonstrating to the world what

modern South Korea is and, in doing
so, creating a consumer predisposition
in international markets to favor other
Korean brands.
In a relatively short time, China, too,
has shifted perceptions from being
seen as the world’s toy factory, to
a place of entrepreneurship and
innovation, particularly in digital
technology. This is partly because of
government strategy and a rebalancing
of the Chinese economy, but also due
to the ambassadorial role of some of
China’s leading export brands, such as
Haier, Huawei, and Alibaba.

In Europe, Ireland has rapidly gone from
being viewed as a centre of agriculture
and a huge exporter of its talent, to
being seen as a young and vibrant
nation with a thriving tech and creative
scene that attracts global investment.

The ranking is based on a large
global survey, which asks a range
of people about how they perceive
different countries against a range of
key attributes.
The relationship between country
brands and the products and services
those countries produce is complex
and changes over time. When a
country and its brands represent
consistent qualities and values, they
lend one another credibility, and
there is a multiplier effect for both.
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How to measure
a country
The Best Countries 2018 ranking incorporates the views of
more than 21,000 individuals surveyed in 36 countries in
four regions: the Americas, Asia, Europe, and the Middle
East and Africa. These people include a high proportion of
“informed elites” – college-educated people who keep up
with current affairs – along with business decision makers
and members of the general public.

POWER: it is a leader, is economically
and politically influential, has strong
international alliances and a strong
military.
QUALITY OF LIFE: there’s a good job
market, affordable living costs, it’s
economically and politically stable,
family-friendly, safe, has good income
equality and well-developed public
education and health systems.
Each of the eight measures is given a
weighting in its contribution to the total
score for each country, as follows.
As seen in the graphic below, a nation
focused on providing great quality of
life for its people, which cares about
rights and equality, and has a focus on
entrepreneurship, is seen as having

the most powerful nation brand. This
reflects how the world has changed;
no longer is it just tanks and banks that
give a country influence around the
world. Hard power is making way for
softer power that comes about as a
result of entrepreneurship and cultural
exports.
In addition to the eight categories
above, a momentum metric called
“Movers” represents 10 percent of
the index, measuring how different,
distinctive, dynamic and unique a
country is seen to be.
To see the full Best Countries
methodology, visit:
www.usnews.com/news/best-countries/
articles/methodology

Country Brand Factors
Respondents are asked about the
80 countries that feature in the 2018
ranking; between them, these countries
account for about 95 percent of global
Gross Domestic Product, and represent
more than 80 percent of the world’s
population.
People surveyed for Best Countries
are asked how closely they associated
65 attributes with a range of countries.
These attributes are then grouped into
eight categories, which are used to
calculate the Best Countries ranking:

State of a nation –
the 8 elements of a
country’s brand
ADVENTURE: a country is seen as
friendly, fun, has a pleasant climate, and
is scenic or sexy.
CITIZENSHIP: it cares about human
rights, the environment, gender
equality, is progressive, has religious
freedom, respects property rights, is
trustworthy, and political power is well
distributed.
CULTURAL INFLUENCE: it is culturally
significant in terms of entertainment,
its people are fashionable and happy,
it has an influential culture, is modern,
prestigious and trendy.
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ENTREPRENEURSHIP: it is connected to
the rest of the world, has an educated
population, is entrepreneurial,
innovative, and provides easy access
to capital. There is a skilled labor force,
technological expertise, transparent
business practices, well-developed
infrastructure, and a well-developed
legal framework.
HERITAGE: the country is culturally
accessible, has a rich history, has great
food, and many cultural attractions.
OPEN FOR BUSINESS: manufacturing
is inexpensive, there’s a lack of
corruption, the country has a favorable
tax environment, and transparent
government practices.

ENTREPRENEURSHIP

QUALITY OF LIFE

CITIZENSHIP

OPEN FOR BUSINESS

19%

19%

19%

13%

POWER

CULTURAL INFLUENCE

ADVENTURE

HERITAGE

8%

14%

4%

4%
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The World View
of Latin America
Brand building on the move

The countries of Latin America have much in
common with one another, at least in the eyes
of observers from around the world. They
are generally seen as fun, adventurous places
to visit, with good food and a rich cultural
heritage. These attributes are all seen as
strengths, and reflect well on the countries and
the region more broadly.

What countries in the region
also have in common is a global
perception about what they lack:
great infrastructure, transparency in
government and business dealings,
and in providing a good, equitable
quality of life for their people. While
these countries exert cultural influence
internationally, they are lagging
when it comes to demonstrating
entrepreneurial spirit and being a place
where it’s easy to get things done.
We will detail the world view of
individual countries in the region later
in this section, but what the top-line
Best Countries data shows is that many
markets in the region are not yet clearly
defined in the minds of consumers
from farther away.
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Outside the region, the differences
between markets in Latin America are
somewhat blurred; brands that come
from the region face a challenge in
defining themselves not just as Latin
American but as distinctly Brazilian,
Peruvian, Colombian or something else.

Learning from Europe
Many countries in Europe face a similar
challenge as those in Latin America,
in that many of their strengths – and
weaknesses – are shared by some of
their nearest neighbors. Consider Italy,
France and Spain. They are all seen as
powerful magnets for tourism, with good
food and wine, fashion, cultural heritage
and a sense of fun and adventure on
offer. But despite these similarities in the

way they are perceived, these countries
– and the brands that come from each
country – have managed to define for
themselves an image that is distinct,
meaningful and valuable.
The same applies to countries like
Germany and the UK, which have
much in common in the minds of
consumers. Both are seen as politically
and economically stable, with good
infrastructure and a strong sense of
entrepreneurship. But they have built
subtle yet clearly distinct messaging
around what “Made in” either country
means.
The countries of Latin America, and the
brands that emanate from them, would
do well to mirror the way European
markets have focused perceptions
of their brands. A broad definition of
heritage, for example, could apply to all
countries in Latin America, and to most
markets in the world, for that matter.
But there are aspects of each country’s
heritage and culture that are uniquely
theirs, and these can be emphasized to
shape a distinct country brand.
Brazil, for instance, has a diversity in
its population that is unmatched in the
region, which is linked to its history of
immigration. Its cultural and natural
diversity extends well beyond the
Carnaval do Brasil and samba music.
Mexico, meanwhile, has an association
with North America thanks to its
geography, and stability relative to
many of its southern neighbors that can
be underlined. Its culinary specialties
are distinct in the region, and unique
aspects of its Aztec and Mayan
heritage can be areas of focus.

Best of the best – the
global view
2018 Best Countries
1 Switzerland
2 Canada
3 Germany
4 United Kingdom

UK, though Germany is stronger on
entrepreneurship and is seen as offering
a better quality of life. Japan’s greatest
strength is also entrepreneurship, but
it also scores highly across all the other
measures.

Best Countries in Latin
America – rankings out of
80 countries worldwide

5 Japan
6 Sweden

Country

7 Australia

2018
ranking

2017
ranking

8 United States

Argentina

40

42

9 France

Brazil

29

28

10 Netherlands

Bolivia

67

72

Chile

52

52

Colombia

55

62

Costa Rica

45

47

Dominican Republic

46

51

Ecuador

60

55

Guatemala

66

65

Mexico

31

33

Switzerland tops the ranking as it is
highly regarded for its citizenship,
being open for business, for having
an environment that encourages
entrepreneurship, offering its citizens
a high quality of life, and for being
culturally influential. All of the other
countries in the top five also score
highly across all of these measures.
Canada is especially strong on the
citizenship measure. Germany has a
similar Best Countries profile to the

Panama

48

41

Peru

43

44

Uruguay

58

54

Travel to a country is an important way
people become aware of a market and
the brands it produces. It is not just
that when travellers use services or
buy products they remember them. A
visitor’s entire experience of a country
will be reflected in the brands that
country produces, even if the traveller
encounters these brands many years
later. So, while tourism campaigns
might not have an immediate effect
on demand for or appreciation of a
country’s brands, there is a gradual
impact on perceptions over time,
and tourism campaigns can often be
the starting point of an international
consumer’s relationship with a country
and its brands.
In Latin America, tourism is an important
way for countries to highlight the ways
in which they are distinct from other
markets in the region. It encourages
visitors to explore beyond the brochure
shots of beaches or rainforest, and see
what else makes a country, its people
and its culture special. All of this reflects
on the brands that come from there.
Visitor numbers to Latin America
are growing at a pace far faster than
the global average, according to the
World Tourism Organization. While
the average annual increase in tourist
arrivals is a little under 4 percent a
year, South America is up 6 percent
on average. Brazil and Argentina are
growing at less than the regional
average, but from the strongest starting
position, while Peru is up 8.4 percent
(2016), Colombia 11.4 percent and Chile
a massive 26 percent. This represents a
huge opportunity for these countries to
develop their brands.
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Spotlight
on Argentina
Heritage and
adventure at heart
of country’s global
image

In the 2018 Best Countries ranking, Argentina ranks 40th out of 80 major markets
around the world across all measures. Argentina stands out for being a fun country,
with great scenery and good weather. The food and its cultural attractions are
among its strongest attributes in the minds of global consumers.

Argentina’s strengths
(ranking out of 80 countries):

The birthplace of tango, Argentina has deep traditions in literature, theater,
cinema, visual arts and music, along with a high literacy rate. It is a relatively
young democracy, however, and has endured a turbulent history both before and
since democracy was re-established in 1983. This has impacted on the country’s
reputation abroad, particularly for stability and confidence in its institutions.

#9 for having a pleasant climate
#10 for having great food
#11 for fun
#19 for being culturally accessible

A closer look at Brand Argentina
Argentina has risen two places in the Best Countries ranking in 2018. Scores below
are out of a possible 10, and rankings show the country’s place on each attribute out
of 80 countries.

#40
OVERALL RANK

out of 80 countries

2.2
OVERALL SCORE

out of 10
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#8 for adventure

Argentina’s weaknesses
(ranking out of 80 countries):
#79 for income equality
#77 for transparent government
practices

Adventure

6.8

#8

Citizenship

1.6

#28

Cultural Influence

2.4

#32

Entrepreneurship

1.3

#39

#74 for well-distributed political
power

Heritage

5.0

#18

#72 for being innovative

Movers

2.6

#46

Open for Business

3.2

#68

Power

0.5

#53

Quality of Life

1.0

#56

#76 for transparent business
practices

Argentina’s strengths have contributed
to its sense of adventure, which has
fueled a thriving tourism industry. But
it also has key areas of weakness when
it comes to credibility as a business
destination, and this is an area ripe with
opportunity to improve. It has one of
the least-favorable tax regimes in the
world, expectations of corruption are
widespread, government practices are
seen as opaque, and it’s a bureaucratic
place to work. Argentina ranks 44th
out of 80 countries as the best place to
headquarter a corporation, and 43rd
as the best place to start a business.
Overall, it ranks only 68th out of 80
when it comes to being “open for
business”.
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Spotlight
on Brazil
Adventure capital
of the world

In the 2018 Best Countries ranking, Brazil ranks 29th out of 80 major markets around
the world across all measures. Brazil is the continent’s biggest country and one of
the world’s top tourist destinations thanks to its reputation for fun, dance, sport and
celebration – as well as its diverse natural beauty. Consumers around the world rank
it number one country in the world for adventure; it’s seen as a friendly, sexy place,
with an appealing climate and, culturally, lots going on.
Brazil’s rich natural resources have made it a major world economic power, yet
repeated boom-bust economic cycles have damaged the country’s reputation
internationally, so while it’s a large economy, it’s not viewed as particularly influential.

Brazil’s strengths
(ranking out of 80 countries):
#1 for adventure
#2 for culturally significant
entertainment
#5 for having a pleasant climate
#5 for scenery

A closer look at Brand Brazil

#8 for cultural influence

Brazil has climbed one place in the Best Countries ranking in 2018. Scores below are
out of a possible 10, and rankings show the country’s place on each attribute out of
80 countries.

Brazil’s weaknesses
(ranking out of 80 countries):

Adventure

10.0

#1

#80 for transparent government
practices

Citizenship

1.5

#31

Cultural Influence

5.5

#8

out of 80 countries

Entrepreneurship

1.4

#37

3.9

Heritage

5.7

#14

Movers

6.2

#9

Open for Business

3.8

#60

Power

1.1

#30

Quality of Life

1.1

#52

#29
OVERALL RANK

OVERALL SCORE

out of 10
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#80 for well-distributed political
power

Brazil’s image abroad is highly
influenced by perceptions of its beach
culture and fun-loving lifestyle. It’s a
cultural and racial melting pot that has
for centuries welcomed the world. The
country is also confronting significant
challenges, however, such as poverty,
inequality, governance and the
environment, and these are all reflected
in the way consumers around the world
view Brazil.
Allegations of corruption have dogged
a range of institutions, and corruption
is blamed for costing the country
billions of dollars. In a country with a
poor reputation for the distribution
of political power, a lack of income
equality and concerns about safety and
access to public services, perceptions
of funding gaps due to corruption

dominate domestic debate and affect
Brazil’s reputation more widely.
In this context, although Brazil is a large
economy it is not seen as particularly
business-friendly. It ranks 18th out of
80 countries as a good place to invest,
and 18th best country in which to start
a business, but only 51st as an ideal
business headquarters. Brazil is seen as
well connected to the rest of the world,
and somewhat more entrepreneurial
than its neighbors, but concerns about
a lack of innovation, skills and education
among the workforce tarnish its appeal.

#79 for a well-developed public
health system
#75 for being economically stable
#75 for a well-developed legal
framework
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Spotlight
on Chile
Low-key public
profile centers on
natural beauty

While many of its Latin American neighbors put in an outstanding performance
on some measures and a poor one in others, perceptions of Chile are more evenly
balanced. Chile ranks near the middle of the field of 80 countries in the Best
Countries survey on a broad range of attributes.

Chile’s strengths
(ranking out of 80 countries):

The country’s unique geography, taking in the long western coastline of the country,
plays a key role in how it is seen abroad – a place of dramatic landscapes, which
have inspired Chile’s notable arts scene. It has a strong reputation for music, dance
and literature, particularly poetry.

#19 for having a pleasant climate

Chile gained independence from Spain in the early 19th century, and has a longer
history of democracy than many Latin American countries. However, the rule of
General Augusto Pinochet from the early 1970s to 1990 has left deep scars, both on
its population and impressions of the country from outside.
Since democracy and an independent judiciary were restored, Chile has worked
hard on improving the lives of the poorest Chileans, and on opening up trade with
the rest of the world.

Chile has retained 52nd place in the Best Countries ranking in 2018. Scores below
are out of a possible 10, and rankings show the country’s place on each attribute out
of 80 countries.

#52

Adventure

3.9

#22

Citizenship

1.2

#37

Cultural Influence

1.0

#48

out of 80 countries

Entrepreneurship

0.8

#49

1.7

Heritage

3.2

#34

Movers

1.9

#56

Open for Business

5.1

#37

Power

0.2

#68

Quality of Life

1.6

#43

OVERALL SCORE

out of 10
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#22 for adventure
#27 for affordability
#27 for being family friendly

This, coupled with heavy bureaucracy
and a lack of government transparency
and innovation, dampen Chile’s
performance as a business destination.
Yet, with an “open for business” ranking
of 37 out of 80 countries, Chile scores
significantly better than its larger
neighbors, Argentina and Brazil.

Chile’s weaknesses
(ranking out of 80 countries):
#78 for technological expertise
#75 for income equality

A closer look at Brand Chile

OVERALL RANK

#18 for having great food

Chile’s open market economy focuses
on its natural resources – mining,
agriculture and fishing – and on trade
with the world. Compared to the rest
of Latin America, Chile ranks favorably
for human development and income.
International institutions laud Chile’s
government for reducing the number
of poor, but also note that income
inequality is still quite high, in part due
to unequal access to quality education.

#72 for being politically influential
#71 for being individualistic
#70 for being economically
influential
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Spotlight
on Colombia
Recovery from dark
days leads to rise up
the rankings

Colombia’s reputation internationally has, since the 1960s, been dominated by the
successive governments' conflict with leftist guerrillas and right-wing paramilitary
groups, most notably the Revolutionary Armed Forces of Colombia (FARC). The
illegal drug trade heavily funded that conflict and became a large part of what
Colombia was known for abroad. The government reached a peace deal with the
FARC in 2016 – not without some controversy – but the effect on the country has
been positive, as has the shift in how Colombia is perceived.
While safety remains a major concern for consumers around the world – the country
ranks 76th for safety out of 80 countries measured – it is seen as a great destination
for adventure, with good weather, great food and fun. While Colombia’s cultural
influence is still fairly low by world standards (50th out of 80), Colombians like to
boast that more poets than soldiers have occupied the president’s office. Gabriel
Garcia Marquez’s 1982 Nobel Prize in Literature underscored the central role the
written word plays in the country’s arts.

A closer look at Brand Colombia

Colombia’s strengths (ranking
out of 80 countries):
#17 for having a pleasant climate
#19 for adventure
#23 for having great food
#25 for cheap manufacturing
costs
#25 for being fun

Colombia’s weaknesses
(ranking out of 80 countries):
#79 for being trustworthy

Colombia has been the fastest-rising country among the six Latin American markets
featured in this report, rising from 62nd place last year to 55th this year. Scores
below are out of a possible 10, and rankings show the country’s place on each
attribute out of 80 countries.

#76 for safety
#74 for having a good job market

Colombia is classified as an upper
middle-income economy and is one
of Latin America’s largest economies.
Like many of its neighbors, it has
rich natural resources that fuel its
economy, and cheap manufacturing
costs attract investment. It is perceived
internationally, however, as being highly
corrupt and bureaucratic, with a lack of
transparency in government practices.
While unemployment has been
declining, it is still high compared to
other countries in the region, leading
to significant wealth gaps among the
population and high levels of poverty.
This, together with poor access to
health and education services in the
eyes of global consumers, leads to
generally negative perceptions of
Colombia as a place to do business. The
country ranks 62nd out of 80 countries
on the “open for business” measure.

#72 for being progressive

#55
OVERALL RANK

Adventure

4.2

#19

Citizenship

0.7

#47

Cultural Influence

0.9

#50

out of 80 countries

Entrepreneurship

0.5

#58

1.2

Heritage

2.5

#42

Movers

2.7

#41

Open for Business

3.5

#62

Power

0.4

#56

Quality of Life

0.8

#65

OVERALL SCORE

out of 10

48

#68 for having strong
international alliances
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Spotlight
on Mexico
Reforms add
business appeal
to country’s
cultural charms

Mexico’s rich heritage and the sense of adventure it evokes in consumers worldwide
are its strongest distinguishing factors in the Best Countries ranking. It’s seen as a
lively, fun place to be, with good weather and scenery, as well as a rich history, many
cultural attractions, and outstanding food.

Mexico’s strengths
(ranking out of 80 countries):

World Bank data shows that starting a business in Mexico now takes just eight days,
thanks to a range of business registration reforms that have led to a rise in people
setting up on their own. Access to credit is also high by regional standards. High
levels of violent crime are a very real problem in many parts of Mexico, however, and
it is seen as one of the least-safe countries in the world.

#4 for fun

Mexico has climbed two places in the Best Countries ranking in 2018, up from 33rd
a year earlier. Scores below are out of a possible 10, and rankings show the country’s
place on each attribute out of 80 countries.

#31

Adventure

3.9

#22

Citizenship

1.2

#37

Cultural Influence

1.0

#48

out of 80 countries

Entrepreneurship

0.8

#49

3.3

Heritage

3.2

#34

Movers

1.9

#56

Open for Business

5.1

#37

Power

0.2

#68

Quality of Life

1.6

#43

OVERALL SCORE

out of 10
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#5 for heritage

access to public education and good
health services are also factors here.
Kidnapping and killings linked to drug
cartels are a major problem, and poor
perceptions of public safety in the Best
Countries ranking reflect this.

#9 for adventure
#12 for having a rich history

A closer look at Brand Mexico

OVERALL RANK

#3 for having great food

Mexico faces a range of domestic
challenges, including low wages,
income inequality and a lack of job
opportunities. There are extremes
of wealth and poverty, which lead
to Mexico ranking 42nd out of 80
countries for quality of life. A lack of

Mexico’s weaknesses
(ranking out of 80 countries):
#76 for income equality
#76 for transparent government
practices
#75 for being health-conscious
#75 for a well-developed public
education system
#73 for well-distributed political
power
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Spotlight
on Peru
Impressions of Peru
paint a picture of
a scenic land of
opportunity

International perceptions of Peru are dominated by its natural diversity, rich history,
and its cultural attractions. The ancient empire of the Incas was centered in Peru,
leaving remnants of an expansive kingdom in its wake. It is home to the Incan citadel
of Machu Picchu, instantly recognizable around the world and a strong magnet for
tourism to Peru. This all contributes to Peru’s position in 19th place in the world in
the Best Countries ranking for heritage.

Peru’s strengths
(ranking out of 80 countries):

An unrelated area in which Peru also excels is as a place that’s perceived as being
“open for business”, ranking 23rd in the world out of 80 countries. What sets Peru
apart from many of its Latin American neighbors here is a relatively low expectation
of corruption, less red tape than in nearby countries, and cheap manufacturing
costs. A lack of government transparency remains a problem, however, as it does
elsewhere in the region.

#19 for heritage

#17 for being scenic

#19 for momentum
#19 for having a rich history

Peru’s weaknesses
(ranking out of 80 countries):

A closer look at Brand Peru
Peru has jumped up one place in the Best Countries ranking in 2018, up from 44th a
year earlier. Scores below are out of a possible 10, and rankings show the country’s
place on each attribute out of 80 countries.

#74 for innovation

Adventure

4.0

#21

#71 for well-developed
infrastructure

Citizenship

0.8

#45

Cultural Influence

1.2

#42

out of 80 countries

Entrepreneurship

0.2

#67

2.1

Heritage

5.0

#19

Movers

4.7

#19

Open for Business

6.0

#23

Power

0.2

#72

Quality of Life

1.6

#49

#43
OVERALL RANK

OVERALL SCORE

out of 10
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#9 for being affordable

#72 for having a skilled labor
force

While Peru has much in its favor, like
many countries in the region it also
faces sizeable challenges. Peru rivals
Colombia for cocaine production,
and the narcotics trade is linked
to organized crime, illegal mining
and concerns over citizens’ safety.
And, while poverty levels have been
drastically reduced over the past
20 years, they are still high by world
standards, particularly in rural areas.
A lack of quality infrastructure and
economic stability, coupled with poor
access to good public health and
education, put Peru’s quality of life in
the lower half of the 80 markets ranked
in Best Countries. These factors, along
with a lack of technological expertise
and skills in the labor market, also lead
to a poor ranking for entrepreneurship.

#69 for being economically
influential
#67 for entrepreneurship
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Best countries
for...
Best Countries
for Cultural Influence

Best Countries
for Education

1

Italy

1

Italy

1

United Kingdom

2

France

2

Spain

2

United States

3

United States

3

Greece

3

Canada

4

Spain

4

France

4

Germany

5

United Kingdom

5

Mexico

5

France

6

Japan

6

India

6

Australia

7

Switzerland

7

Turkey

7

Switzerland

8

Brazil

8

Thailand

8

Japan

9

Australia

9

Portugal

9

Sweden

10 Sweden

Best Countries
for being
‘Open for Business’

10 China

10 Denmark

Best Countries
for Entrepreneurship

Best Countries
to Raise Kids

1

Germany

1

Denmark

2

Japan

2

Sweden

3

United States

3

Norway

4

United Kingdom

4

Finland

5

Switzerland

5

Canada

6

Sweden

6

Netherlands

7

Canada

7

Switzerland

1

Luxembourg

2

Switzerland

3

Panama

4

Denmark

5

Sweden

6

Finland

7

Canada

8

Norway

8

Singapore

8

New Zealand

9

Netherlands

9

Netherlands

9

Australia

10 New Zealand

54

Best Countries
for Heritage

10 Norway

Opportunities for
Latin American
brands
Brands can best leverage their country
of origin when they align with the
values and positive attributes already
associated with that country. This often
means walking a fine line between using
accepted wisdom to benefit a brand,
and perpetuating stereotypes.
Striking the right balance is different
for each brand, and will depend on
their category and the market they
are entering. For some brands, the
reputation of their country will help fill
gaps in what consumers know about an
individual brand.
The following guide can be applied
to brands from countries around the
region:

• Several countries in the region
are perceived as fun, friendly
and adventurous places.
Brands that adopt a warm
yet energetic tone will feel
authentic to consumers around
the world, even if they don’t
specifically reference their
country of origin.

• Brands can play on the
strengths already associated
with their country, but should
look beyond stock images,
especially those that apply
to more than one market.
Look for country-specific or
even region-specific links with
nature or history, rather than
generic connections.

• Don’t shy away from
promoting a brand’s country of
origin, even if it’s in a category
not naturally associated with
the country’s strengths. A
technology brand, for instance,
can talk about how it’s helped
overcome a uniquely Peruvian
or Mexican problem that has
wider applications.

• A rich cultural heritage
naturally leads to consumer
expectations of creativity,
which can be a plus for brands
in design-related categories.
This applies not just to apparel
and accessories, but other
categories in which looking
good is an advantage.

• Consider linking associations
people already have with a
country – food or a particular
landmark – with some they
might not be aware of.
International consumers know
that no country is just a beach
or a jungle, but they often have
few other reference points.
• Authenticity needs to be at the
heart of a country brand, and
brands’ associations with their
country of origin. Messaging
can deviate from what people
already think and feel about
a country, but only to the
extent that it still feels real and
believable.

10 Austria
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OVERVIEW

Where 2017 left
us: the search for
sustainable growth
for Argentina
After several difficult
years for Argentines,
2017 finally showed
several signs of
recuperation.

The direction of governmental
decisions was seen as healthy for part
of the year, and Argentines generally,
according to Kantar TNS Argentina, still
trust that the future will be better. In
the second quarter, economic activity
and consumption volumes improved,
as did the social climate, with growing
support for decisions that should
lead to a more sustainable future for
Argentina. In that sense, patience won
over immediacy. Perhaps December
was the exception that confirms the
rule. It was a month of controversial
advertising and protests in the streets.
That dampened the projected recovery
for all of 2017 somewhat, and cooled
down some people’s optimism a little.
It seems as though Argentines insist on
never letting down their guard and they
always stay creative about how to face
the future. That can be good or bad,
depending on how you view it.

What was good in 2017

Mariana Fresno Aparicio
CEO Argentina,
Insights Divison,
Kantar
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At a macro level, the numbers tell us
there’s momentum in the Argentine
economy that’s been lacking for
several years. GDP rose by 2.5 percent
over the year (source: FMI), mortgage
loans increased by 67 percent, car
registrations had their second-best year
in history. Even though the scourge
of inflation has not been corrected,
Ecolatina reports that the Consumer
Price Index rose by 24.8 percent, which
is “moderate” compared to the 40
percent inflation rate seen in 2016. That,
along with a price deceleration policy

(at least until the month of December)
and good negotiations by union
members, for the first time in several
years caused salaries to win the price
race and purchasing power to grow by
two percent (source: Ecolatina).
Against this backdrop, Kantar
Worldpanel Argentina data shows the
“Basic Basket” finally stopped shrinking,
by either sustaining or increasing its
volume in certain categories, most
notably alcoholic beverages, household
products, dry foods and infusions. That
added a positive note to the political
and economic outlook.

December 2017:
A stumble does not have
to be a fall
December 2017 was an atypical
December for Argentines. Christmas
was especially warm when they faced
shop shelves and saw the highest
inflation levels of the entire year. A new
interest rate was also announced, with
the resulting rise in goods and services
regulated part of the gradual correction
plan for rates announced by Macri´s
government. The government also
modified the Argentine pension system,
which led to widespread protests and
a heated social climate. This led to the
positivity seen throughout the year
take a dip for the first time all year.
The Índice General de Expectativas
Económicas [General Index of Economic
Expectations] in December 2017 was

four points lower than the same month
of the previous year, showing a decline
in optimism. Result: on balance for the
year, economic recovery failed to meet
forecasts made at the start of the year.
That stems from a number of basic
conditions in Argentina that have not
yet been corrected. These include
double-digit inflation, powerful parity
negotiations, a correction of tariffs
for regulated services and goods,
and industrial activity that has still not
reached 2015 values. Therefore, it is
no coincidence that the brands and
categories that retained or grew their
volume in 2017 did so by focusing less
on the capital city and more on the
interior of the country, or by maintaining
a lower price strategy than other
brands. Nor is it by chance that there
is sustained growth of own brands
and wholesalers, as new channels and
options open up for the Argentine
consumer.
But these same basic conditions in
Argentina have made us a versatile,
creative country when faced with
adversity; a country accustomed to
riding out the waves of inconvenience
and the shortages. Those who are
responsible for brands know this,
and never let down their guard.

But the word “caution” in a country
going through such extremes as
Argentina should not necessarily
be interpreted as a bad sign. In its
IGEE (General Index of Economic
Expectations), Kantar TNS Argentina
reports that January opened the
year with a degree of uncertainty,
but that some of the optimism lost in
December was recovered (-0.4 percent
January 2018 vs. January 2017, but an
improvement over December 2017
values). General confidence indices
and consumer expectations are still
positive. We Argentines continue to put
our vote of confidence in decisions we
believe will give us a more sustainable
future, but those who are responsible
for brands cannot let down their guard
or fail to take into account these basic
conditions in their brand strategies.
Guillermo Oliveto – a specialist at the
W consulting firm – has defined 2018
as a year of “slight growth that will not
give room for partying”. Actually, all the
macro-economic specialists agree on
one thing about 2018; GDP growth
will be between 1 percent and
3 percent (depending on
the source), showing
slight, yet constant and
sustainable growth in

Argentina. The 2016 contractive cycle
finally seems to be on the way out,
but business leaders know it will be
an austere year, an austerity that has
become the new Argentine normality.
Faced with this scenario of moderation,
the challenge facing those responsible
for brands is to find and execute drivers
for more appropriate growth of brands
and categories. The search for new
markets as well as the consumer’s
rational and emotional desire for price,
accessibility, convenience, channels and
innovation must be a fundamental part
of the plan of any brand that seeks to
have a good 2018.

Expectations of 2018
December was a month of conflict and
it dampened the previously buoyant
optimism in some sectors. Even though
the medium and long-term direction of
the economy did not change, some of
the rules of the game were changed.
For example, 2018 inflation goals
had to be redefined, the dollar kept
gaining ground (almost 20 percent in
a three-month period), the gradual
correction of rates for regulated goods
and services was changed to become
less gradual, and fears regarding the
labor market for the coming months
continued to have a negative impact on
consumers’ trust in the market.
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1

2

PARENT COMPANY

YPF
Buenos Aires
INDUSTRY Oil & Gas
YEAR OF FOUNDATION 1922
WEBSITE www.ypf.com
BRAND VALUE US $1,535 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

YPF is Argentina’s leading energy company and
the country’s largest fuel producer. It operates a
fully integrated oil and gas business, with leading
market positions across both the domestic
upstream and downstream segments. Upstream
operations include the exploration, development
and production of crude oil, natural gas and
propane. Downstream operations are focused
on refining, marketing, transportation and
distribution of oil and a wide range of petroleum
products, petroleum derivatives, petrochemicals,
propane and bio-fuels. YPF operates a network
of more than 1,600 filling stations and has the
ability to produce 530,000 barrels of oil daily
from 91 production areas. The company was
founded in 1922 and operated as a state-run
enterprise until 1993, when a public offering
reduced the government’s ownership stake
to a minority position. In 1999, Spain’s Repsol
acquired majority ownership of YPF, but early in
2012 the government reasserted ownership with a
presidential decree to nationalize YPF.

Macro is a private bank that has undergone
enormous growth in the past 10 years. Founded
in 1988 as a commercial bank, Macro acquired
capital stock in numerous privatized provincial
banks such as Banco Misiones, Banco Salta,
Banco Jujuy, and Banco Bansud. It also acquired
some branches of Scotiabank Quilmes, Nuevo
Banco Suquía, Banco Nuevo Bisel, and Banco
Privado de Inversiones Banco Tucumán. This
ambitious acquisition program has resulted
in Macro becoming the third-ranking private
Argentine bank in terms of net assets, the fourth
in terms of deposits and the fifth in terms of
credit outstanding to the private sector. Macro
Bank was listed on the New York Stock Exchange
in 2006, becoming the first Argentine company to
be listed abroad since the end of the 1990s.

Brand Value
Total Value of Argentinian Brands

US $5 BILLION
Brand Value Change 2017 – 2018

+45%

Macro Group
Buenos Aires
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1988
WEBSITE www.macro.com.ar
BRAND VALUE US $1,472 million

Source: BrandZ™ / Kantar

Key Facts
Capital City

Buenos Aires

Currency

Argentine New Peso

Area

2.78 million km2

Population (THOUSAND)

44,552 (2018)

Population growth rate (ANNUAL)

0.9% (2015-2020)

Life expectancy

77 years (2015-2020)

Literacy rate of 15-24 year-olds

99.3% (2015)

Unemployment rate

6.5% (2015)
8.5% (2016)
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ANNUAL GDP AT CURRENT PRICES
Total at current prices

US $620 billion (2017)

GDP per capita

US $14,062 (2017)

Growth rate

2.46% (2017)

Country's share in regional GDP 9.8% (2016)
Net foreign direct investment

US $11.1 billion (2015)
US $1.5 billion (2016)

Sources: CEPAL, Comisión Económica ONU
CEPALSTAT – Database and Statistical Publications
Financial Times Latin America & Caribbean
World Bank
Unesco
The Statistics Portal
International Monetary Fund
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3

4
Cervecería y Maltería Quilmes
Buenos Aires

The Telecom Group
Buenos Aires
INDUSTRY Communication Providers
YEAR OF FOUNDATION 1990
WEBSITE www.personal.com.ar
BRAND VALUE US $624 million

5
Banco de Galicia Y Buenos Aires S.A
Buenos Aires
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1905
WEBSITE www.bancogalicia.com
BRAND VALUE US $734 million

PARENT COMPANY

PARENT COMPANY

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

INDUSTRY

Beer

1890
WEBSITE www.cerveceriaymalteriaquilmes.com
BRAND VALUE US $662 million
YEAR OF FOUNDATION

Cervecería y Maltería Quilmes is the top brewer
in Argentina and part of Anheuser-Busch InBev
group’s extensive portfolio of more than 200
brands. Within the Anheuser-Busch InBev
brand hierarchy, Quilmes is regarded as a “local
champion” due to its leadership position within
Argentina. The company has around 5,300
employees and operates five plants and eight
distribution centers. During 2017, the brand made
an agreement with the Argentine Football Super
League, and as main sponsor is working with the
league to highlight positive sporting habits and
values, with the aim of recovering national pride
in Argentine soccer.
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Personal is the mobile brand of The Telecom
Group. Personal has led the market since 1996,
and continues to evolve to meet the changing
needs of digital consumers. It is seen as an
innovator in the sector, driving brand awareness
through sponsorship of signature events, such as
the annual Personal Fest musical festival, which
draws thousands of people over two days. The
brand also seeks to drive loyalty through its Club
Personal program. Personal’s parent company,
The Telecom Group, was created in 1990 when
the government allowed private ownership of
the previously state-run enterprise. Its shares are
traded on the New York Stock Exchange.

Founded in 1905, Banco Galicia is one of the
largest private-sector banks in the Argentine
financial system and a leading provider of
financial services in the country. Banco Galicia
offers, through affiliated companies and a variety
of distribution channels, a full spectrum of
financial services to over 4.2 million customers,
both individual and corporate. Banco Galicia
operates one of the most extensive and
diversified distribution networks among privatesector banks in Argentina, offering more than 350
points of contact with customers through its bank
branches, along with electronic banking facilities
and a further 187 customer service centers
operated by regional credit card companies. The
company’s shares are traded on the Buenos Aires
Stock Exchange.

BrandZ™ Top 5 Most Valuable
Argentinian Brands 2018
#

1
2
3
4
5

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

Brand
Contribution
Index

1,535

1,149

34%

1

741

99%

3

Energy
1,472

Financial Institutions
734

346

112%

3

Financial Institutions
662

648

2%

5

589

6%

3

Beer
624

Communication Providers
Source: BrandZ™ / Kantar
Brand contribution measures the influence of brand
alone on earnings, on a 1-to-5 scale, 5 being highest
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What´s up with
digital? Investing
is not enough
In previous years, the main question among
advertisers was whether digital should be
included in their media mix, or not, and whether
digital could build brand equity. This channel was
seen as an “appendage” that complemented
large TV and offline investments. Given a very
low share of investment, the creative used on
digital media was often simply a copy of that
used on outdoor or TV. This media was often
used only to support tactical call-to-action
strategies, without considering whether it was
able to promote branding.

It has since been proven that digital
does build brands, and does it very
efficiently. This has promoted the
growth of digital’s role in the media
mix: it currently has a 30 percenti share
of investment. In some cases, brands
have shifted the majority of their
advertising budgets to digital, having
learnt both from local experience and
from observation of global activity. The
question then becomes not whether
digital should be used, but rather how
to use it in the most effective and
efficient way.
This is not a simple task. We know
that digital media has certain implicit
barriers:
• Only three in every 10 Argentinians
is open to receiving an advertising
message in the digital environment.ii
• 40 percent feel “stalked” and that
brands are chasing them.iii
• 47 percent say that branded content
in social networks is irrelevant.iv
• In tune with this, 28 percent have
downloaded an adblocker.v
• The youngest consumers are the least
tolerant, and are most likely to skip
ads faster.vi
On the other hand, the diversity of
digital media, platforms and formats,
as well as the fact they are constantly
being updated, means marketing
departments must keep up to date with
the codes and functions of each.

Karina Kuczynski
Media & Digital Director
Kantar
Karina.Kuczynski@kantar.com
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Agustina Servente
Innovation Director Argentina
Kantar
Augustina.Servente@kantar.com

Digital consumption is increasingly
migrating from desktop to mobile. This
represents a huge challenge, because
the latter has a screen with very different
characteristics. Users see it as a more

Measurement

personal and private device, so most of
the advertising there is seen as intrusive,
and is more likely to be rejected than
ads on any other screens. Nevertheless,
it is the medium with which Argentinians
spend the most time, and presents
a huge opportunity for brands to
take advantage of different “micromoments” in consumers’ lives.
In this context, what can we do
to develop more effective digital
communications, seizing opportunities
and minimizing risks?

Creativity
The strength of creative content plays
a key role in the performance of digital
campaigns. In fact, even though
digital is a very efficient and effective
medium for building brand equity, when
used with poor creative, it can have a
negative impact. For that reason, it is
essential to consider:
• Synergy across platforms is key to
creating a “big idea” with a strong
concept that cuts through all
communications.
• Customization: each platform and
medium has its own codes and
languages. Content should be
adapted or developed for each one
and speak their “language”, but
always reflecting the same concept
and the big idea of the campaign.
At the same time, it is essential to
develop distinct creative content for
use on mobiles and desktops.

• Content: this must be relevant,
appealing and offer something to
users, whether that be entertainment,
information or utility.

Implementation
Even though creativity is key, it is also
fundamental to understand the most
effective and efficient media mix, and
the best digital platforms for every
category, brand and target, by taking
into consideration:
• Context is the key factor to
understanding the mood, place,
time and objective with which users
consume each platform to generate
relevant content for each of them.
• Formats: consumers must feel in
control, so ads must not intrude with
elements that cannot be skipped.
Formats that offer rewards or give
the audience control – they can be
“skipped”, or perhaps clicked to open
– tend to be preferred by users.
• Targeting: this is at the heart of
reaching the correct person, the
correct moment, with the correct
message.

With the constant change and
appearance of new platforms,
touchpoints and formats, it’s vital to
measure and learn in order to be able
to innovate and maximize the impact
of digital investment. The key is to
understand not only the performance
of campaigns for likes, shares, reach
or clicks, but also their contribution to
brand strength.
Brands that respect these guidelines
will be able to build and strengthen
their brand equity through digital
campaigns. It’s not by chance that
two Argentine brands that are strong
BrandZ™ performers, Quilmes beer and
Banco Galicia, use powerful campaign
concepts, integrated across platforms
and adapted for each medium.

What next?
The greatest challenge for advertisers
now is to stay abreast of the
consumption models of their users, in
order to develop interesting, relevant
and new content. Brands that lead in
seizing opportunities to innovate using
digital media are those that will make
the deepest impressions on
consumers’ minds.

i
ii
iii
iv
v
vi

Source: CAAM
Source: Connected Life 2018
Source: Connected Life 2018
Source: Connected Life 2018
Source: Connected Life 2018
Source: Connected Life 2018
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Real brands,
fake news
Argentina is perhaps the country in Latin
America that generates the highest expectations
among foreign investors and large multinational
corporations. A market of approximately 43
million inhabitants is not to be underestimated. In
recent years, internal consumption has suffered,
mainly due to rising inflation affecting purchasing
power. In addition, global brands and companies
have faced significant restrictions hindering their
ability to effectively compete in the market.
However, with the recent change in government,
the country is showing signs of opening up to the
international market. This “reopening” begs the
question: will Argentina once again be one of the
key Latin American markets?

on direct or indirect interactions. These
brand experiences are shared in real
time and travel without filters through
social media.
Guido Gaona
Managing Director, Argentina
Burson Marsteller
Guido.gaona@bm.com

As if local economic conditions are
not challenging enough, companies
operating in Argentina (and around
the world) are facing consumption
trends that did not exist 10 years
ago. Previously, brands were focused
on ensuring that their products and
services were seen by potential
consumers, securing the best spots at
the retail store and appearing on the
right television or traditional media
channels. Nobody initially imagined
the radical change the advent of the
internet would bring to the brandconsumer relationship.
A critical component of brand building
comes into play here: reputation. In
the blink of an eye, a brand can be
damaged and public opinion can
change. Brands are constantly prone
to judgments, opinions, complaints
and sometimes praise that consumers
exchange amongst themselves based

66

We can refer to this time of digital
turmoil as the “Fake News Age”. This
new era brings a multitude of factors
that continually threaten brands’
reputation and success in the market.
“Fake news” is one of the biggest risks
affecting brands today. A baseless
rumor spread by a total stranger – put
together in a matter of seconds – has
the potential to be retransmitted in
minutes, without anyone stopping it or
questioning the accuracy or source of
the information.
In this day and age, digital influencers,
who are nothing more than the
evolution of brand ambassadors, have
become more sophisticated. The risk
involved is that many do not have a
code of conduct and don’t report to
anyone other than themselves. Their
number of followers personifies them
as deities and their egos make them
demanding and impossible to question.
Marketers are sometimes dangerously
quick to link their brand with influencers,
based only on their number of followers,
without questioning psychological or
behavioral traits that could lead them
to be associated with public scandals
opposed to the values of their brand.
Last but not least, a risk that is often
overlooked is unqualified online
community management. Yet, statistics
show this is the main cause of most

crises that brands and organizations
face on social networks. In these
scenarios, the team or individual that
performs community management
work is not the only responsible
party. There are entire areas of digital
marketing behind a strategy, and
even the management team that
erroneously responds plays a critical
role when a brand is compromized
on social networks. Unfortunately,
Argentina has some of the most
controversial crisis cases generated
by the mismanagement of social
networks in the region.
The speed in which information is
spread over social networks, the lack
of data verification and the elimination
of language barriers through the
increasing use of images, coupled
with the high penetration of mobile
devices, all create a perfect storm that
leaves brands exposed. The reputation
of a brand is too valuable to leave in
the hands of an isolated community
manager, and the best way to protect
it is by accompanying all social media
actions with a contingency plan that
permits swift and effective responses
to any questioning from the court of
public opinion.
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THOUGHT LEADERSHIP

Mainstream Brands:
between WHAT’S
URGENT AND WHAT’S
IMPORTANT
Big brands in
Argentina are
undoubtedly facing
a challenging
present and a
transformative future.

Natalia Fachado
Account Director
Kantar Millward Brown Argentina
Natalia.Fachado@kantarmillwardbrown.com
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And this is mainly so because
consumers are no longer the same.
Due to successive ups and downs in
the domestic economy, they have
developed certain habits which seem
now to be here to stay. Moreover, they
are using as many digital platforms as
possible to get informed, make better
decisions, save time or simply distract
themselves from the concerns of
everyday life.
Consequently, brands have had to
quickly change their strategies. And
what’s more, some have come to view
change as a constant, and are highly
attentive to consumers’ appetite for
adaptation. Consumers’ assessments
of the economy oscillate frequently,
according to the survey of Economic
Expectations General Index by
Kantar TNS Gallup. And faced with
this uncertainty, 35 percent of the
population say they might reduce
their levels of consumption to match
their budgets, according to Kantar
Worldpanel.
It is not a new phenomenon to see
different brand tiers to meet the needs
of the different consumers’ purchasing
power. Nonetheless, in recent years this
pattern has been altered by new brand
dynamics. According to Argentina’s
Kantar Millward Brown database, pricedriven shopping has increased from 28
percent to 34 percent in the last year.
It’s not surprising, therefore, that many
brands are discussing the right price
for their products to meet the needs
of the target audience. Ultimately, the
question is: how much is your brand
worth to the consumer in this new
scenario.

The new brand landscape
After years of recession and doubledigit inflation, Argentine purchasing
power has been affected. Consumers
have not stopped consuming, but have
developed a different modus operandi
to make their money go further. They
have become strategists searching
for convenient prices, discounts and
promos at an acceptable quality. Kantar
Worldpanel (KWP) data shows that 23
percent of fast-moving consumer goods
are bought on promotion. Shoppers
are making their purchases at different
points of sale: wholesalers, e-commerce
or even buying certain products from
abroad, such as clothing, which costs
50 percent more in Argentina than the
international average, according to the
Production Ministry.

brand, has reinforced its value proposal
by focusing on relevant benefits it offers
to consumers, such as cleaning and
fragrance. It has leveraged not only
massive media investment but has also
been active on social networks with a
campaign about “saving tips”.
This is leading to a search for
convenience, which explains the growth
in “secondary brands” (also called B
brands) during 2016, followed by the
rise of supermarkets’ own brands and
low-price brands in 2017. Both types
have grown at the expense of A brands,
which have not been able to match
consumers’ needs with their value
proposals, especially in the categories
most affected by inflation, such as dairy
products and non-alcoholic flavored
beverages.
But this is not all. Supermarkets’ own
brands or low-price brands break the
mold and bet on forging an emotional
bond beyond merely convenience.
Look at Carrefour’s campaign, Precios
Corajudos, which reinforces their
commitment to not increasing prices
of their own brands despite inflation.
Día Discount has developed more
premium products to meet the needs
of consumers with higher purchasing
power who are not buying more
categories but have more money to
spend. Kin, the low-priced pure water
from Coca-Cola, is for the first time
mentioning the quality of its product in
its advertising.
This is having a double effect. On the
one hand, it drives low-mid-price B
brands to communicate their values, to
defend themselves from supermarket’s
own brands and low-price brands. For
example, Manaos, with investment and
perseverance, has positioned itself as
the national favorite – the Argentine
cola. In this way, it has been able to lead
the category on household penetration
for the second year in a row, KWP data
shows. Or Drive, primarily a convenience

On the other hand, brands’ first reaction
was to focus either on convenience
or price in their TV advertising. Those
opting for convenience gave consumers
a sense of benefit, which somehow
strengthened their emotional bond with
the target. Those opting to go directly
to price, not a very common practice
for leading brands in Argentina, caused
an ephemeral impact that had to be
quickly supported by campaigns that
worked on improving brand equity.
Consumers expected more from them.

Still brand lovers, but
more selective
In general, Argentine consumers love
big brands, because they reflect their
aspirations and their identity; they
define their status and belonging. They
like to be seen using them. In fact,
Kantar Millward Brown research shows
that 66 percent of consumers make
their purchase decisions based on
brand. In Argentina the value share of
private label brands is seven times less
in than in Europe. Consumers therefore
expect these brands to offer them a
relevant and significantly different value
proposal to justify their selection. What
does this imply for the brand? They have
to fulfil their basic product promise,
but also provide a really rewarding
experience.
This explains the rise of craft beers and
healthier foods, such as Terma in nonalcoholic beverages or Gallo snacks,
which offer higher value proposals.
Brands that are not just salient but
which are also meaningfully different

tend to grow their value more strongly,
even in challenging economic times.
This shows that consumers do not
behave in the same way regarding all
categories and brands. In some cases,
their choice is more rational; in others
they are willing to pay more, and if
necessary consume less, in order to
maximize the pleasure of the experience
when the proposal is worth it.

The big challenge
Mainstream brands have a dual task
ahead as they look to build their power.
In the short term, they must meet
consumers’ immediate needs, reacting
quickly to demands for convenience.
And in the longer term, they will need
to play a significantly different role in
people’s lives if they wish to shield their
Brand Love. In fact, brands with both
strong meaningful difference and rising
levels of salience are 20 percent more
likely to grow in market share, according
to BrandZ™ data globally.
There is a high number of brands
that are increasingly targeting
the convenience buyer. However,
the capacity of a brand to offer a
significantly different value proposal beyond price - is plays a greater role in
purchase predisposition.
This is especially important if we want
to maintain the appeal of massive
brands to young people, who are
today drawn to smaller brands that
offer a craft element, exclusivity and
customization. It represents a sizable
challenge for big brands, which are
used to mass production, selling
through traditional channels, and
communicating via mass media.
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OVERVIEW

Creative and
disruptive
innovations deliver
relevance and
drive growth

Valkiria Garre
CEO Brasil, Insights Division
Kantar
Valkiria.Garre@kantar.com

The accumulated inflation rate is now
at its lowest level since 1998; and we
have the lowest interest rate (Selic) since
the beginning of the historical run in
1986. The unemployment rate is still
very high, but it has decreased slightly,
closing 2017 at 12.7 percent; the number
of people unemployed fell by 5 percent,
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The years of recession in Brazil in
recent years have triggered, for better
or worse, a change in the attitude of
Brazilian consumers. Brazilians have
always been seen as very creative,
and great at juggling priorities as they
adapt to new conditions. Conscious and
rational consumption have become the
watchwords and challenges for brands.
Consumers have become more
cautious, as a result of their lack of
control over their finances, high debts,
financial default and the unpleasant
coexistence of all this with high interest
rates, especially on credit cards.
BrandZ™ continues to demonstrate
that strong brands deliver more value to
their shareholders, and are more likely
to deliver positive returns, even when
external conditions are challenging.
Big brands often, however, have more
challenges in achieving differentiation,
even when they seek to lead through
innovation. In the case of banks and
financial services providers, which are
the fastest-growing category in terms of
brand value, there is a huge challenge in
building strong brands.

After two consecutive years in decline, Brazilian
GDP grew one percent in 2017 and started to
reflect signs of change in the Brazilian economy.
This shift was driven by agribusinesses, which
were largely responsible for this small signal of
increasing growth.

Although this recovery is still rather
slow, other figures show that Brazil is
beginning to emerge from crisis, and
that cautious planning is needed in the
months ahead.

It is time to move; to seek creative and
disruptive solutions, and to continue
being a protagonist in the market, ready
for when the economy takes off again.

according to data from PNAD (Pesquisa
Nacional de Amostras por Domicílio).
In the industry and the services sector,
these small improvements are taking
effect, although brands continue
to face great challenges. Despite a
long period of decline, we have seen
segments that grow and brands that
outperform their categories, indicating
that there are ways, often disruptive
and creative, to navigate this landscape
in which traditional strategies do not
bring clear signs of growth.

In recent years, newer brands in the
financial market have seized the
opportunity; they have made significant
growth and are starting to be a threat
to the market’s big, traditional brands.
Starting from a small base, growth has
been exponential for these challenger
brands, based on customization that
allows consumers to make their own
choices. They can be treated as “one of
a kind”, with specific needs and profiles.
Brands like XP, Rico, Original, Órama
and others have entered the market in
the digital era, where there is no need
to go to a bank to open an account, and
everything can be done remotely via the
internet, using attractive digital tools
that give users strength and power.

Grocery retail is the other category that
has found a way to innovate, meeting
the need for more rational and daily
purchases. All of the traditional brands
have opened their own version of a
mini, fast and practical format, close to
your home or work: Extra Mini, Minuto
Pão de Açucar, Carrefour Express, etc.,
delivering more relevance to consumers.
At the other end of the retail spectrum,
so-called ‘atacarejo’ (whole retail)
formats have emerged, catering to
consumers’ rationality, budgets and
desire for conscious consumption with a
place where families can come together
for a collective experience. And there
have been growing numbers of microentrepreneurs – people outside the
formal labor market and seeking their
livelihoods through small businesses –
especially in food.
Innovation is not limited to large
technology leaps based on high levels
of investment. Innovations like the
Internet of Things, nanotechnology,
big data, epigenetics, or the use of
robots that require a high level of
investment, are still in the far future.
Smaller-scale innovations, often with
minimal investment, can deliver a
qualitative leap in meeting the needs
of consumers, delivering relevance, and
bringing forth differentiation to brands.
Magazine Luiza is one such innovation
success story. The brand is a home
appliances and electronics retailer, and
has been one of the pioneers in online
sales. It has enjoyed a jump in sales
through strategic partnerships that have
helped it create more attractive sales
channels: customers can buy online
and pick up at flagship stores or at
partner stores, even in areas where
the brand is not present.

A historical series analysis by the Promo
KantarWorldpanel study clearly shows
that the levels of promotions carried
out by different categories, especially
the hygiene and cleaning segment,
often end up being much larger than
necessary. Brand strength ensures a
premium inherent to high value-added
brands. So, even under pressure to
generate volume, strong brands can
offer smaller discounts, which have a
smaller impact on their revenue.
Don’t get too comfortable. Delve
deeply into the needs of your
consumers, and connect in a relevant
and consistent way throughout the
process: at the point of sale, through
media and all communication.
Emphasize the benefits of your
product, and ensure they are truly
relevant and differentiated. Consumers
are willing to pay a little more, but they
need confidence that they will get a
little more in return.

This marketplace strategy differs from
pure e-commerce by aligning the digital
channel with the structure of physical
stores. It is a case of on-and-offline
integration, where physical stores
become digital centers and act as
delivery channels.
Even in times of crisis, consumers are
open to innovation at an affordable
premium. Promotions are expected,
especially in difficult times, but there’s a
very thin line between what’s expected
and the level of promotions that can
damage a brand. As brands pursue
growth, getting the right balance
between promotions and brand
building is a major challenge.
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TOP 60 BRAZILIAN BRANDS

BrandZTM Top 60 Most Valuable
#

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

8,263

8,146

1%

Brand
Contribution
Index

5

Beer
7,018

4,438

58%

2

Financial Institutions
6,198

4,359

42%

2

Financial Institutions
4,478

4,385

2%

4

Beer
4,318

4,123

5%

4

TV Stations
2,977

2,854

4%

4

Beer
1,605

1,570

2%

5

Beer
1,469

1,884

-22%

2

Food & Dairy
1,399

1,132

24%

3

Home Care
1,350

1,256

7%

5

Personal Care
1,265

976

30%

3

Retail
NEW

1,140

1

Communication Providers
1,025

731

40%

2

Retail
NEW

939

2

Communication Providers
922
Insurance

640

44%

3

#

16
17
18
19
20
21
22
23
24
25
26
27
28
29
30

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

874

775

13%

Brand
Contribution
Index

1

Communication Providers
820

684

20%

2

Retail
790

703

12%

2

Financial Institutions
788

719

10%

1

Energy
768

442

74%

3

Retail
767

396

94%

1

Mining
757

624

21%

2

Drugstores
706

519

36%

1

Healthcare
660

391

69%

2

Loyalty Programs
634

730

-13%

1

Credit Cards
622

460

35%

3

Beer
609

261

133%

2

Retail
595

480

24%

3

Retail
589

491

20%

2

Drugstores
528

549

Food & Dairy

-4%

3

Brazilian Brands 2018
#

31
32
33
34
35
36
37
38
39
40
41
42
43
44
45

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

474

185

156%

Brand
Contribution
Index

5

Apparel
472

283

67%

2

Retail
469

637

-26%

3

E-Commerce
464

301

54%

2

Travel Agency
458

333

38%

2

Education
437

255

71%

2

Car Rental
432

319

35%

1

Healthcare
425

187

127%

2

Financial Institutions
425

272

56%

1

Stock Exchange
413

340

21%

5

Alcohol
375

345

9%

4

TV Stations
344

365

-6%

2

Loyalty Programs
337

249

36%

3

Retail
331

371

-11%

2

Food & Dairy
327
Apparel

163

101%

4

#

46
47
48
49
50
51
52
53
54
55
56
57
58
59
60

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

Brand
Contribution
Index

327

206

58%

3

281

16%

3

11%

3

159

96%

2

234

24%

3

176

61%

2

NEW

2

9%

1

Healthcare
325

Food & Dairy
313

283

Technology
313
Education
292
Paint
284

Technology
281
Food & Dairy
271

248

Financial Institutions
265

366

-27%

4

3%

4

Food & Dairy
257

249

Material Construction
247

218

13%

4

226

8%

1

196

5%

2

-4%

3

NEW

3

Personal Care
244
Airlines
206

Real Estate
200

208

Food & Dairy
187
Apparel

Source: BrandZ™ / Kantar (including data from Bloomberg)
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Brand contribution measures the influence of brand
alone on earnings, on a 1-to-5 scale, 5 being highest
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KEY FACTS & BRAND PROFILES

1

2

PARENT COMPANY Companhia de Bebidas das
Américas – AmBev
HEADQUARTERS São Paulo, São Paulo State
INDUSTRY Beer
YEAR OF LAUNCH 1964
WEBSITE www.skol.com.br
BRAND VALUE US $8,263 million

PARENT COMPANY

Skol is Brazil’s most popular beer, and has led
the market since 1988. The brand first launched
in Europe in 1964, and became available in Brazil
three years later. It has been a pioneer in the
category and is known as an innovator. In 1971,
Skol became the first canned beer in the market;
in 1989 it was the first in Brazil to sell in aluminum
cans and, in 1993, launched long-necked bottles.
Skol’s brand positioning is focused on young
people – the brand supports music festivals
throughout Brazil and celebrates the importance
of enjoying life. The Skol logo has evolved over
time, but always features a circular arrow. In the
most recent change, the circular arrow has been
incorporated into the letter “O” in the Skol name.

Brand Value
Total Value of Brazilian Brands

US $65.1 BILLION

Banco Bradesco SA
Osasco, São Paulo State
INDUSTRY Financial Institutions
YEAR OF LAUNCH 1943
WEBSITE www.bradesco.com.br
BRAND VALUE US $7,018 million
HEADQUARTERS

In 2017, Bradesco became the second-largest
private bank in the country in terms of total
assets, through the acquisition of HSBC’s
operations in Brazil. It is also among the
top 40 banks in the world based on market
capitalization. Bradesco offers online banking,
insurance, pension plans, credit card services,
savings bonds, and personal and commercial
loans. Bradesco continues with its strategy to
become Brazil’s most accessible bank, through a
network of branches around the country. It is also
working to reach new customers among Brazil’s
rising middle class. Bradesco sells insurance and
pension plans through its subsidiary Bradesco
Seguros.

Brand Value Change 2017 – 2018

+23%
Source: BrandZ™/Kantar

Key Facts

4

Itaú Unibanco Holding
São Paulo, São Paulo State
INDUSTRY Financial Institutions
YEAR OF LAUNCH 1945
WEBSITE www.itau.com.br
BRAND VALUE US $6,198 million

PARENT COMPANY Companhia de Bebidas das
Américas – AmBev
HEADQUARTERS São Paulo, São Paulo State
INDUSTRY Beer
YEAR OF LAUNCH 1888
WEBSITE www.brahma.com.br
BRAND VALUE US $4,478 million

PARENT COMPANY
HEADQUARTERS

Capital City

Brasilia

Currency

REAL

Area

8.51 million km2

Population (THOUSAND)

208,713

Population growth rate (ANNUAL)

0.8%

Life expectancy

75.8

Literacy rate of 15-24 year olds

98.9%

Unemployment rate

11.8%
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3
ANNUAL GDP AT CURRENT PRICES
Total at current prices

US $2,081 trillion (2017)

GDP per capita (annual dollars)

US $10,020 (2017)

Growth rate

0.75% (2017)

Country´s share in regional GDP 34% (2016)
Net foreign direct investment

US $61.5 billion (2015)
US $78.2 billion (2016)

Sources: CEPAL, Comisión Económica ONU
CEPALSTAT – Database and Statistical Publications
Financial Times Latin America & Caribbean
World Bank
Unesco
The Statistics Portal
International Monetary Fund

Itaú is Brazil’s largest private bank in terms of
total assets, the largest financial conglomerate in
the Latin America, and within the top 30 largest
banks in the world in terms of market value. Itaú
was established more than 70 years ago, but it
was the 2008 merger of Banco Itaú and Unibanco
that gave the brand its current scale. The bank
operates in South America, Europe, Asia and the
United States, and has almost 4,200 branches
and around 28,000 ATMs in Latin America. Itaú
is building on its reputation for innovation and
efficiency, emphasizing personal service with
the communications tagline “Feito para Você”
(Made for You). It is also working to attract new
customers from the expanding Brazilian middle
class, offering credit cards to individuals who until
now have lacked access to bank credit.

Brahma is Brazil’s second-largest beer in terms
of market share (after Skol), well known for its
innovative and witty advertising that relies
heavily on sex appeal. Brahma was founded in
1888 by Companhia Cervejaria Brahma, and is
now marketed in 31 countries. In 2007, Brahma
launched a new variant, Brahma Fresh, in the
Northeastern region of Brazil in order to compete
with a range of low-priced competitors. This
was relaunched as Brahma Refresh in 2016. The
Brahma brand is owned by AB InBev, the world’s
largest brewer.
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5

6

9

10

Grupo Globo
Rio de Janeiro, Rio de Janeiro State
INDUSTRY TV Stations
YEAR OF LAUNCH 1965
WEBSITE www.redeglobo.globo.com/
BRAND VALUE US $4,318 million

PARENT COMPANY Companhia de Bebidas das
Américas – AmBev
HEADQUARTERS São Paulo, São Paulo State
INDUSTRY Beer
YEAR OF LAUNCH 1885
WEBSITE www.antarctica.com.br
BRAND VALUE US $2,977 million

PARENT COMPANY

Química Amparo
Amparo, São Paulo State
INDUSTRY Home Care
YEAR OF LAUNCH 1950
WEBSITE www.ype.ind.br
BRAND VALUE US $1,399 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

Ypê is a leading Brazilian personal care and
home care brand specializing in hygiene and
cleaning products. It began with the production
of a traditional bar soap, Sabão in Barra Ype, in
1950, and under the leadership of founder Waldyr
Beira has gradually expanded both its range and
distribution. It is now a significant exporter. The
Ypê brand belongs to Química Amparo, which
began its activities in Amparo, São Paulo State, in
1950. In 2017, Ypê held 12.5 percent market share
in Brazil.

Natura is Brazil's leading manufacturer and
marketer of cosmetics. Formed in 1969 and
publicly traded since 2004, Natura has used
a direct-selling approach to distribution for
more than 30 years. It now has more than 1.5
million sales representatives – or consultants - in
Argentina, Australia, Brazil, Chile, Colombia,
the United States, France, Mexico, Peru and
Venezuela. One of the first cosmetics brands
to market natural and environmentally friendly
products, Natura has a reputation for social
responsibility. The brand is also known for its
emphasis on research and development, and its
use of ordinary people rather than supermodels
in its advertisements.

PARENT COMPANY
HEADQUARTERS

TV Globo was launched in 1965 by Roberto
Marinho. It has grown from a single channel
serving Rio de Janeiro into the largest
commercial TV network in South America and
the fourth biggest in the world. The signal of
free-to-air network Rede Globo now reaches 98
percent of Brazilian municipalities. TV Globo has
expanded its reach through the gradual launch of
more channels and the establishment of links with
affiliates. TV Globo's high production standards
have become an industry benchmark around the
world; it has a modern studio complex in Brazil, as
well as offices in several countries.

Antarctica is a leading Brazilian beer and soft
drinks producer. Launched in 1885 in São Paulo,
Antarctica adopted the image of two penguins
as its logo in 1935, and the penguins continue
to symbolize the brand today. Antarctica
beer is positioned as “the beer for the good
moments of life”. Antarctica’s most popular
soft drink is a soda called Guaraná Antarctica,
made from the tropical guaraná berry. In 1999,
Antarctica combined with another large Brazilian
beer brand, Brahma, to form AmBev, which
subsequently joined with Belgium’s Interbrew,
becoming the world’s largest beer marketer, now
called AB InBev.

Natura Cosméticos SA
Itapecerica da Serra, São Paulo State
INDUSTRY Personal Care
YEAR OF LAUNCH 1969
WEBSITE www.natura.com.br
BRAND VALUE US $1,350 million

7

8

11

12

PARENT COMPANY Companhia de Bebidas das
Américas – AmBev
HEADQUARTERS São Paulo, São Paulo State
INDUSTRY Beer
YEAR OF LAUNCH 1853
WEBSITE www.bohemia.com.br
BRAND VALUE US $1,605 million

PARENT COMPANY

BRF – Brasil Foods SA
Itajaí, Santa Catarina State
INDUSTRY Food & Dairy
YEAR OF LAUNCH 1944
WEBSITE www.sadia.com.br
BRAND VALUE US $1,469 million

PARENT COMPANY

Ultrapar Participações SA
São Paulo, São Paulo State
INDUSTRY Retail
YEAR OF LAUNCH 1937
WEBSITE www.ipiranga.com.br
BRAND VALUE US $1,265 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Sadia is a leading producer of processed and
frozen foods including hamburger patties and
pizza. Founded in 1944 and listed on the stock
market in 1971 as Sadia Concórdia SA Indústria
e Comércio, Sadia also produces dairy products
and serves both consumers and commercial
customers, including fast-food chains. Sadia is
part of BRF - Brasil Foods SA, a public company
formed in 2009 by the merger of Sadia with
another food giant, Perdigão. Sadia began
exporting in the 1970s, selling frozen halalcertified chicken to the Middle East. It now
exports to more than 65 countries.

Ipiranga is Brazil’s largest private fuel distribution
company, with a network of around 7,100 service
stations. After expanding in rural Brazil during
the 1960s and 70s, Ipiranga became a national
brand through its acquisition of Atlantic in 1993.
In 2008, Grupo Ultra bought both Ipiranga (in
most regions), and Texaco, as Chevron was
known in Brazil, and began to consolidate all
of its gas stations under the Ipiranga brand.
Ipiranga uses the tagline “Apaixonados por carro,
como todo brasileiro” (Passionate about cars,
like every Brazilian), and enjoys strong brand
recognition. This helps Ipiranga maintain brand
loyalty in a highly commoditized category where
convenience is often the key determinant of
brand choice.

Embratel is one of the largest telecommunications
operators in Brazil. It has a modern network with
more than 71,000km of fiberoptic cables and
17,500km of submarine cables. Embratel has five
data centers and nine satellites, making it the
largest satellite company in the Latin American
region. In 2004, America Movil acquired control of
Embratel Participações S.A.

Bohemia is a leading premium beer in Brazil.
Established in 1853, Bohemia enjoys the distinction
of being the oldest beer brand in the country, as well
as the leader in the premium segment, thanks to a
strategy of restricting distribution to select locations
and introducing limited-edition offers. The Bohemia
brand is available in four variations, including wheat
and dark beers. Bohemia was acquired by fellow
Brazilian brewer Antarctica Paulista in 1961. The
brand became part of an even larger brewer in
1999 when Antarctica Paulista and Brahma brewery
merged to created Ambev. Then in 2004, Belgiumbased InterBrew acquired a majority interest in
AmBev to form a new global brewing giant known
as InBev. In 2008 Bohemia became part of a still
larger company known as Anheuser-Busch InBev.
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América Móvil
Rio de Janeiro, Rio de Janeiro State
INDUSTRY Communication Providers
YEAR OF LAUNCH 1965
WEBSITE www.embratel.com.br
BRAND VALUE US $1,140 million

79

Brazil

TOP 50 MOST VALUABLE LATIN AMERICAN BRANDS 2018

BRAND PROFILES

13

14

17

18

PARENT COMPANY

Lojas Americanas SA
Rio de Janeiro, Rio de Janeiro State
INDUSTRY Retail
YEAR OF LAUNCH 1929
WEBSITE www.lojasamericanas.com.br
BRAND VALUE US $1,025 million

PARENT COMPANY

América Móvil
São Paulo, São Paulo State
INDUSTRY Communication Providers
YEAR OF LAUNCH 1991
WEBSITE www.netcombo.com.br
BRAND VALUE US $939 million

PARENT COMPANY

HEADQUARTERS

Lojas Renner SA
Porto Alegre, Rio Grande do Sul State
INDUSTRY Retail
YEAR OF LAUNCH 1912
WEBSITE www.lojasrenner.com.br
BRAND VALUE US $820 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Lojas Americanas is a national chain of discount
department stores. One of Brazil’s largest
non-food retailers, Lojas Americanas sells over
60,000 items in categories including apparel,
health and beauty, home furnishings, and toys.
With distribution centers in São Paulo, Rio de
Janeiro, and Recife, the company has more
than 1,300 physical stores in Brazil, as well as an
online presence. The brand has a long heritage;
it was established in 1929, and is popular among
consumer across the income spectrum.

Net is the largest cable television operator in
Latin America. With a presence in more than 200
major cities and regions in Brazil, it offers service
packages that bring together pay TV, broadband,
landline and mobile telephony. It is the market
leader for pay TV and broadband in the country.
It also leads the market for growth in fixed-line
telephony; it is the operator receiving the most
ported numbers from other operators.

Renner is Brazil's largest fashion retail brand,
and has been rapidly expanding since a public
offering in 2005, when the US department store
JC Penney divested its interest. Lojas Renner now
operates around 260 stores across Brazil. The
business began in 1912 as AJ Renner, a retailer
specializing in outdoor gear for gauchos in rural
areas. The style later became popular with city
customers, and the company transformed into
a department store retailer, with an expanded
range, during the 1940s. It was renamed Lojas
Renner in 1965 and became publicly traded in
1967. In 2017, Renner launched its first operations
outside Brazil, in Uruguay. Today it has more than
500 stores in the region.

Caixa bank was created in 1861 and has grown
into the leading mortgage provider in Brazil,
and the country’s third-largest bank in terms of
assets. The bank is publicly owned and plays a
key role in the country's urban development and
social justice. Caixa handles various state benefit
payments, such as unemployment benefit. The
brand is a strong supporter of artistic, cultural,
educational and sports activities.

15

16

19

20

PARENT COMPANY

Porto Seguro SA
São Paulo, São Paulo State
INDUSTRY Insurance
YEAR OF LAUNCH 1945
WEBSITE www.portoseguro.com.br
BRAND VALUE US $922 million

PARENT COMPANY

Vivo Participações SA
São Paulo, São Paulo State
INDUSTRY Communication Providers
YEAR OF LAUNCH 2003
WEBSITE www.vivo.com.br
BRAND VALUE US $874 million

PARENT COMPANY

HEADQUARTERS

Petróleo Brasileiro SA
Rio de Janeiro, Rio de Janeiro State
INDUSTRY Energy
YEAR OF LAUNCH 1953
WEBSITE www.petrobras.com
BRAND VALUE US $788 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

One of Brazil's leading insurance brands, Porto
Seguro offers a comprehensive portfolio of
insurance products. Services span vehicle, health,
life and personal injury insurance, and Porto
Seguro offers policies to individuals, families,
companies, and governmental agencies in
Brazil and Uruguay through direct and indirect
subsidiaries. Since establishing an alliance with
the bank Itaú in August 2009, Porto Seguro
products have been available at the bank’s
branches.

Vivo is the largest telecommunications company
in Brazil. It has 73.3 million mobile connections,
giving the brand 30.9 percent market share
(as of September 2017) as well as 23.9 million
customers with fixed-line services. As the result of
a joint venture between Telefónica, the Spanish
telecommunications provider, and Portugal
Telecom (PT), Vivo has an extensive network. It
therefore invests heavily in advertising to deliver
its message, “Best coverage in Brazil”. In 2010,
Telefónica bought PT’s shares, and Vivo became
the umbrella brand for all the company’s phone,
TV, and internet communication services.

Petrobras is Latin America's largest company
in terms of market value. Controlled by the
Brazilian government, Petrobras is publicly
traded and operates in 28 countries. The brand
is highly regarded for its deep-sea exploration
and is credited with enabling Brazil to achieve
energy self-sufficiency. Petrobas also operates
oil refineries and a network of gas stations. Its
national presence contributes to the brand’s
stature in Brazil, which is also enhanced by its
reputation for social responsibility and highprofile sponsorships of sporting and cultural
events. Since 2014 the company has suffered due
to falling oil prices around the world, exchange
rate depreciation, and problems with corporate
governance.

Pão de Açúcar is a neighborhood supermarket
chain with a focus on upmarket consumers. The
brand is part of the giant retail conglomerate
Group Pão de Açúcar, which began as a pastry
shop in 1948 and now includes more than 185
stores. Pão de Açúcar is known for quality,
innovation, and strong customer service. The
chain enjoys high levels of shopper loyalty,
and was among the first supermarkets to offer
imported products during the 1990s.
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Caixa Econômica Federal
Brasília, Federal District
INDUSTRY Financial Institutions
YEAR OF LAUNCH 1861
WEBSITE www.caixa.gov.br
BRAND VALUE US $790 million

Grupo Pão de Açúcar
São Paulo, São Paulo State
INDUSTRY Retail
YEAR OF LAUNCH 1948
WEBSITE www.paodeacucar.com.br
BRAND VALUE US $768 million
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22

25

26

PARENT COMPANY

Vale SA
Rio de Janeiro, Rio de Janeiro State
INDUSTRY Mining
YEAR OF LAUNCH 1942
WEBSITE www.vale.com
BRAND VALUE US $767 million

PARENT COMPANY

Raia Drogasil SA
São Paulo, São Paulo State
INDUSTRY Drugstores
YEAR OF LAUNCH 1935
WEBSITE www.drogasil.com.br
BRAND VALUE US $757 million

PARENT COMPANY

HEADQUARTERS

Cielo SA
Barueri, São Paulo State
INDUSTRY Credit Cards
YEAR OF LAUNCH 2009
WEBSITE www.cielo.com.br
BRAND VALUE US $634 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Vale is among the largest mining companies in
the world and is the largest producer of iron ore
and nickel. The business generates more than
50 percent of its revenue from iron ore. Diverse
mining operations, including copper, bauxite,
potash and aluminum, generate the balance
of revenues. One of Brazil’s largest logistics
companies, with railroads, ports and fleets of
ships, Vale also operates in the electric energy
sector, participating in several consortia and
running nine hydroelectric plants. Originally
government-owned, Vale became a private
company in 1997.

Drogasil is Brazil’s fourth-largest retail drugstore
by sales revenue, and operates 800 stores
throughout the Northeast, Southeast and
Midwest regions. The business has been a retailer
of pharmaceutical healthcare, skin care and
personal care products for more than 80 years.
The brand belongs to Raia Drogasil S.A., formed
by the merger in 2011 of DrogaRaia and Drogasil,
and the largest pharmaceutical retail company in
the country.

Cielo is the largest credit and debit card operator
in Brazil. Formed in 1995 by several financial
organizations, including Visa International,
Bradesco, Banco do Brasil, Banco Real and the
now-obsolete Banco Nacional, Cielo was initially
known as Visanet. The brand was renamed Cielo
in advance of its 2010 initial public offering (IPO),
which was one of the largest in Brazil’s history.
In an industry challenged by deregulation, Cielo
surpasses its competition in profitability thanks to
its competitive pricing and its reputation for high
levels of customer service.

Schin is one of the most popular beers in the
country, with an especially strong presence in
São Paulo State and in the Northeast region.
The Schin story began with a small and simple
production center in São Paulo in 1939. At that
time, production was limited to soft drinks and
only in 1989 expanded into pilsner-style beer,
which quickly became a hit. In 2011, Japan’s
Kirin Holdings acquired Schin parent company
Schincariol Group, and operations were sold to
Heineken in 2017. Today, Schin’s product line
includes bottled and draft beer, soft drinks and
mineral water, which are distributed throughout
Brazil as well as in several countries in the region,
and in Asia and Europe.

23

24

27

28

PARENT COMPANY

UnitedHealth Group
Rio de Janeiro, Rio de Janeiro State
INDUSTRY Healthcare
YEAR OF LAUNCH 1972
WEBSITE www.amil.com.br
BRAND VALUE US $706 million

PARENT COMPANY

Smiles SA
Barueri, São Paulo State
INDUSTRY Loyalty Programs
YEAR OF LAUNCH 1994
WEBSITE www.smiles.com.br
BRAND VALUE US $660 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Magazine Luiza SA
São Paulo, São Paulo State
INDUSTRY Retail
YEAR OF LAUNCH 1957
WEBSITE www.magazineluiza.com.br
BRAND VALUE US $609 million

PARENT COMPANY Iguatemi Empresas de
Shopping Centers
HEADQUARTERS São Paulo, São Paulo State
INDUSTRY Retail
YEAR OF LAUNCH 1979
WEBSITE www.iguatemi.com.br
BRAND VALUE US $595 million

Amil is the largest provider of managed health
care in Brazil. Its beginnings stem from the
acquisition of Casa de Saúde São José, a small
maternity clinic in the city of Duque de Caxias,
and Amil has since expanded both organically
and through strategic acquisitions. It now
has about 5 million members. The company
provides medical plans for both individuals
and businesses, and its network of providers
includes more than 1,700 hospitals, 20,000 clinics
and 6,500 laboratories. UnitedHealth Group,
the American healthcare giant, bought Amil in
October 2012.

Smiles is a consumer loyalty scheme that was
originally developed as the frequent flier mileage
business for now-defunct Brazilian airline Varig.
Now, Smiles works in partnership with a range
of companies – both in the airline industry and
businesses in other sectors. The Smiles Program
has over 12 million members and 150 airline and
non-airline partners, including the airline GOL
Linhas Aéreas.

Magazine Luiza is one of Brazil's largest appliance
retailers. The chain focuses on serving the nation’s
low-to-middle-income consumers. It employs
more than 20,000 people and operates a network
of more than 740 stores. The company’s stores are
located in 16 Brazilian states and are supported
by a network of eight distribution centers.
Magazine Luiza has been one of the first Brazilian
retailers to become a multichannel brand – with
strong sales online as well as in its stores – and it
is a pioneer in the sector for its innovative use of
social media to drive online sales.
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Heineken
São Paulo, São Paulo State
INDUSTRY Beer
YEAR OF LAUNCH 1939
WEBSITE www.schin.com.br
BRAND VALUE US $622 million

Iguatemi is one of the largest shopping mall
operators in Brazil. The company designs,
develops and operates shopping centers
throughout the country. Formed in 1979, the
company began its shopping center activity with
the acquisition of Construtora Alfredo Matias SA.
The transaction included an ownership interest
in Iguatemi São Paulo, which was constructed
in 1966 as the first shopping center in Brazil.
The company also developed the first shopping
center in the Brazilian countryside—Iguatemi
Campinas—and the first shopping center in the
southern region of Brazil—Iguatemi Porto Alegre.
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30

33

34

PARENT COMPANY

Raia Drogasil S.A.
São Paulo, São Paulo State
INDUSTRY Drugstores
YEAR OF LAUNCH 1905
WEBSITE www.drogaraia.com.br
BRAND VALUE US $589 million

PARENT COMPANY

JBS SA
São Paulo, São Paulo State
INDUSTRY Food & Dairy
YEAR OF LAUNCH 1956
WEBSITE www.seara.com.br
BRAND VALUE US $528 million

PARENT COMPANY

HEADQUARTERS

Netshoes
São Paulo, São Paulo State
INDUSTRY E-commerce
YEAR OF LAUNCH 2000
WEBSITE www.netshoes.com.br
BRAND VALUE US $469 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Droga Raia is one of the largest retail drugstore
by sales revenue in Brazil, with a strong presence
in the Southeast, Midwest and South regions and
a network of 730 stores. The Droga Raia story
began in 1905 with the opening of Pharmacia
Raia, in Araraquara City, São Paulo State. The
founder of the business wanted to focus on the
human element of the drugstore, and the role
of the pharmacists themselves, who at that time
prepared medications by hand. The name Droga
Raia was officially adopted only in 1982. In 2011,
Droga Raia and Drogasil merged, becoming Raia
Drogasil S.A. This parent company is the largest
in Brazil’s pharmaceutical retail sector.

Seara is Brazil’s largest exporter of pork meat.
The business began in 1956 in the city of Seara
City, Santa Catarina, with the inauguration of
the first large fridge in the region. The business
gradually expanded and invested in new
processing technology. The Seara brand is
now synonymous with quality meat, farmed in
harmony with nature and carefully processed.
Seara is controlled by JBS Group, a world leader
in the processing of bovine meat, ovine meat
and poultry, which exports to over 27 countries
around the world.

Netshoes is the largest e-commerce sporting
goods specialist in the world. The brand was born
in 2000 with the launch of a physical footwear
store in the city of São Paulo. Within two years,
the brand expanded online and into sport, and
in 2007 it was decided to focus all efforts on an
exclusively online operation. Today, Netshoes
has operations in Brazil, Argentina and Mexico.
Netshoes offers over 40,000 items in more than
25 categories.

CVC is the largest tourism operator in Brazil and
the Americas. It was founded in 1972 by two
entrepreneurs with experience in the tourism
segment, Guilherme Paulus and Carlos Vicente
Cerchiari. The brand name itself comes from
Carlos Vicente Cerchiari’s initials. CVC is based
in the city of Santo André (near the capital of São
Paulo State), and now operates 1,041 branches
around the country, mainly in shopping malls,
as well as a virtual travel agency online. The
business sells tourism packages with flights on
chartered aircraft, as well as hotel stays, cruises
and transatlantic crossings.

31

32

35

36

PARENT COMPANY

São Paulo Alpargatas SA
São Paulo, São Paulo State
INDUSTRY Apparel
YEAR OF LAUNCH 1907
WEBSITE www.havaianas.com
BRAND VALUE US $474 million

PARENT COMPANY

Grupo Pão de Açúcar
São Paulo, São Paulo State
INDUSTRY Retail
YEAR OF LAUNCH 1952
WEBSITE www.casasbahias.com.br
BRAND VALUE US $472 million

PARENT COMPANY

HEADQUARTERS

Kroton Educacional
Belo Horizonte, Minas Gerais State
INDUSTRY Education
YEAR OF LAUNCH 1994
WEBSITE www.anhanguera.com
BRAND VALUE US $458 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Havaianas produces the world's most
recognizable flip-flop sandals. The company
introduced the sandals in the early 1960s,
adopting a Japanese design made from rice
straw and producing it in rubber. In the early
1990s, Havaianas began to emphasize a growing
range of designs and colors, transforming the
brand from inexpensive and utilitarian into a
way consumers could make a fashion statement.
Havaianas has expanded its operations in Brazil
through brand franchise-stores – currently there
are 444 stores all over the country. Around 280
million pairs of Havaianas are now sold each year
in over 100 countries.

A retail chain specializing in furniture and
home appliances, Casas Bahia was launched
in 1957 and for many years appealed to lowincome consumers by offering store credit and
a reputation for quality and affordability. Since
being acquired in December 2009 by Grupo
Pão de Açúcar, the brand has repositioned itself
to benefit from spending by Brazil’s expanding
middle class. Casas Bahia reaches customers
throughout Brazil, with more than 700 stores and
a web presence.

Anhanguera Educacional is one of Brazil's largest
private education companies. Founded in 1994 by
a group of professors, Anhanguera Educacional
Participações provides post-secondary education
to prepare individuals for productive roles in
Brazil’s fast-developing economy. Anhanguera
has more than 73 campuses and hundreds
of long-distance learning centers. In 2013
Anhanguera was acquired by Kroton Educacional,
creating the world’s largest educational group,
serving more than 900,000 students.

Localiza is the largest car rental network in Brazil.
Localiza was launched in 1973 in the city of Belo
Horizonte with a fleet of just six used Volkswagen
Beetles. Its total fleet now includes more than
116,000 cars. The franchising of Localiza’s
branches, which started in 1983, enabled the
company to expand its operations beyond
Brazil. It now has 534 branches in 379 cities
throughout Brazil and in eight other countries in
Latin America. Along with car rentals, Localiza is
present in two related businesses – commercial
leasing and used-car sales.
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CVC Turismo
Santo André, São Paulo State
INDUSTRY Travel Agency
YEAR OF LAUNCH 1972
WEBSITE www.cvc.com.br
BRAND VALUE US $464 million

Localiza SA
Belo Horizonte, Minas Gerais State
INDUSTRY Car Rental
YEAR OF LAUNCH 1973
WEBSITE www.localiza.com
BRAND VALUE US $437 million
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37

38

41

42

PARENT COMPANY

Odontoprev SA
Barueri, São Paulo State
INDUSTRY Healthcare
YEAR OF LAUNCH 1987
WEBSITE www.odontoprev.com.br
BRAND VALUE US $432 million

PARENT COMPANY

Banco do Brasil SA
Brasília, Federal District
INDUSTRY Financial Institutions
YEAR OF LAUNCH 1808
WEBSITE www.bb.com.br
BRAND VALUE US $425 million

PARENT COMPANY

HEADQUARTERS

Grupo Silvio Santos
Osasco, São Paulo State
INDUSTRY TV Stations
YEAR OF LAUNCH 1981
WEBSITE www.sbt.com.br
BRAND VALUE US$375 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

OdontoPrev is the largest dental benefits
company in Brazil, with over 6.2 million members.
The organization develops dental plans for
corporate, institutional and not-for-profit clients.
The OdontoPrev network includes approximately
28,000 certified dentists, of whom roughly 16,000
are specialists and post-graduates, located in
more than 2,500 cities throughout Brazil. To
reach people in the under-served middle class,
OdontoPrev recently launched an initiative to sell
dental plans directly to consumers.

Banco do Brasil is the oldest active bank in Brazil
and one of the oldest financial institutions in the
world. It is also the largest Latin American bank
in terms of total assets. Banco do Brasil played an
important role during the global financial crisis in
2008-2009, providing credit at affordable rates to
small- and medium-sized companies. Founded in
1808 by Prince Regent João VI to fund the debt of
a kingdom that included Portugal, Brazil, and the
Portuguese colonies in Africa, Banco do Brasil is a
publicly traded company that is controlled by the
Brazilian government.

SBT is the second-largest commercial TV station
in Brazil. It was founded by Silvio Santos in 1981,
when the national government opened up the TV
market to competition and awarded licenses for
two new television networks. Today, SBT reaches
97 percent of the country, and has over 6,000
employees.

Multiplus provides a network of loyalty programs
across diverse business sectors, including
airlines, hotels, rental cars, retail, banking and
gas stations. Multiplus members enjoy the
flexibility of earning and redeeming points
without restriction within the network. TAM
Airlines formed the company in 2009 to expand
and strengthen its own frequent flyer program.
Besides TAM, the list of partnerships includes
Oi (telecommunications), Livraria Cultura
(bookstores), Accor (hotels), Peugeot (cars) and
Apple (technology). Multiplus also provides
services for managing, connecting and operating
customer loyalty programs. It currently has close
to 12.2 million participants.

39

40

43

44

PARENT COMPANY

B3 SA - Brasil, Bolsa, Balcão
São Paulo, São Paulo State
INDUSTRY Stock Exchange
YEAR OF LAUNCH 2008
WEBSITE www.bmfbovespa.com.br
BRAND VALUE US $425 million

PARENT COMPANY

Diageo
Fortaleza
INDUSTRY Alcohol
YEAR OF LAUNCH 1846
WEBSITE www.ypioca.com.br
BRAND VALUE US $413 million

PARENT COMPANY

HEADQUARTERS

Grupo Pão de Açúcar
São Paulo, São Paulo State
INDUSTRY Retail
YEAR OF LAUNCH 1989
WEBSITE www.extra.com.br
BRAND VALUE US$337 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

B3 is the leading stock exchange in Latin America
and the fifth-largest stock exchange in the world
in terms of market value. BM&F BOVESPA was
created in 2008 by the merger of BM&F (which
controlled the futures exchange) and Bovespa
(which controlled the São Paulo Stock Exchange).
BM&F BOVESPA introduced stock investment to
a wider public audience, while at the same time
gaining credibility among corporations with its
record of successful IPOs. In 2017, BM&F Bovespa
and CETIP merged, creating the brand B3.

Ypioca is a traditional producer of cachaça, a
popular alcoholic drink in Brazil. Dario Menezes
founded the company when he arrived in
Fortaleza from Portugal in 1843. In 1968, Ypioca
began to export cachaça, and in 2012 Britishbased global beverage giant Diageo bought the
Ypioca brand.

Extra is a retail brand with more than 300 stores
including hypermarkets, supermarkets, and
Drogarias Extra pharmacies, which are located
within Extra outlets. Minimercado Extra stores
offer a select range of about 3,000 items, and
there are Extra gas stations at some Extra retail
locations. The brand also runs home appliance
stores, and is present online as Extra.com.br. The
brand is part of Brazil's Grupo Pão de Açúcar, the
country’s second-largest retail conglomerate in
terms of revenues in 2017.

Perdigão is one of Brazil’s largest food producers,
specializing in frozen and chilled products.
Its range of about 3,000 items is distributed
throughout Brazil and to more than 90 countries.
The company’s scale enables it to pursue a
low-cost producer strategy. Established in 1934
as Brandalise, Ponzonie & Cie, the company
changed its name to Perdigão SA in 1958. It
began exporting in 1975 and went public in 1980.
The 2009 merger of Perdigão and Sadia created
BRF, the world's largest poultry company.

86

Multiplus SA
São Paulo, São Paulo State
INDUSTRY Loyalty Programs
YEAR OF LAUNCH 2010
WEBSITE www.multiplusfidelidade.com.br
BRAND VALUE US$344 million

BRF – Brasil Foods SA
Itajaí, Santa Catarina State
INDUSTRY Food & Dairy
YEAR OF LAUNCH 1934
WEBSITE www.perdigao.com.br
BRAND VALUE US$331 million
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46

49

50

PARENT COMPANY

Arezzo Indústria e Comércio SA
Campo Bom, Rio Grande do Sul State
INDUSTRY Apparel
YEAR OF LAUNCH 1972
WEBSITE www.arezzo.com.br
BRAND VALUE US $327 million

PARENT COMPANY

Fleury
São Paulo, São Paulo State
INDUSTRY Healthcare
YEAR OF LAUNCH 1926
WEBSITE www.fleury.com.br
BRAND VALUE US $327 million

PARENT COMPANY

HEADQUARTERS

Estácio Participações S.A.
Rio de Janeiro, Rio de Janeiro State
INDUSTRY Education
YEAR OF LAUNCH 1970
WEBSITE www.portal.estacio.br
BRAND VALUE US $313 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Arezzo is a retailer of fashionable women's
footwear. Two brothers, Anderson and
Jefferson Birman, created the Arezzo brand
in 1972. Today, Arezzo is Brazil’s leading retail
brand in fashionable women’s footwear and
accessories. The brand focuses on high quality
and contemporary designs, and introduces about
eight new collections annually. Arezzo has 525
franchised stores and 51 of its own stores. The
Arezzo company also markets under four other
brands Schutz, Anacapri, Alexandre Birman and
Fiever. These brands contribute to a presence for
the company at more than 2,700 points of sale.
An initial public stock offering last year on the
Brazilian Stock Exchange raised capital to fund
further expansion.

Fleury is one of the most respected medical
and healthcare organizations in Brazil. Gaston
Fleury Silveira founded the business in 1926,
initially as a clinical laboratory. From there, the
brand expanded into diagnostics, treatments
and medical tests. In 2010, the company made 27
acquisitions in order to enter new regions, create
a complementary mix of services, and increase
its knowledge base. Today Fleury is part of Fleury
Group, which has many laboratories serving the
Brazilian healthcare category. In 2015, Fleury
Group sold 13 percent of its shares to Advent
International.

Estácio is one of Brazil’s largest private-sector,
post-secondary education providers. With
a strong presence in almost every state of
Brazil, Estacio has more than 530,000 students
distributed in university centers and colleges, and
around 10,000 teachers offering post-graduate
courses, undergraduate options, and other
courses. Estácio is also known for offering summer
courses, which are open to the wider community,
in January, with others available in July.

Suvinil is a leading Brazilian producer of paint in
Brazil. It began in 1961 with a small production
center making paint based on synthetic latex.
Years later, BASF bought the business. Suvinil
has over 40 percent market share in Brazil, and is
exported to other countries.

47

48

51

52

PARENT COMPANY

Pandurata Alimentos
São Paulo, São Paulo State
INDUSTRY Food & Dairy
YEAR OF LAUNCH 1952
WEBSITE www.bauducco.com.br
BRAND VALUE US$325 million

PARENT COMPANY

Totvs SA
São Paulo, São Paulo State
INDUSTRY Technology
YEAR OF LAUNCH 1969
WEBSITE www.totvs.com
BRAND VALUE US$313 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Naspers
São Paulo, São Paulo State
INDUSTRY Technology
YEAR OF LAUNCH 1999
WEBSITE www.buscape.com.br
BRAND VALUE US $284 million

M Dias Branco
Jaboatão dos Guararapes,
Pernambuco State
INDUSTRY Food & Dairy
YEAR OF LAUNCH 1993
WEBSITE www.vitarella.com.br
BRAND VALUE US $281 million

Bauducco is a Brazilian food producer focused
on traditional recipes. Founded in 1952 by Carlo
Bauducco, the brand began as a small sugar
factory in the neighborhood of Brás, in São Paulo.
About 10 years later, Bauducco made its first big
leap into expansion, with the inauguration of a
factory in the city of Guarulhos and industrial
production of "Panettone Bauducco". The
company currently has three industrial units in
Guarulhos and one in Extrema, and produces
more than 100 products, exporting to several
countries. In 2004, after the acquisition of several
other companies, the parent company changed
its name to Pandurata Alimentos.

Totvs is the country’s largest provider of
integrated information technology solutions and
is a sector leader across Latin America. Known as
an innovator, and for its high levels of customer
service, Totvs has been raising its brand profile
with extensive advertising. The business, which
traces its origins to a service bureau called SIGA
(Sistemas Integrados de Gerência Automática
Ltda, formed in 1969), has been growing rapidly
and delivering strong financial results. In March
2006, in advance of an IPO, the company
changed its name from Microsiga Software SA
to TOTVS SA. Totvs is the leader in enterprise
resource planning in Brazil, with 35 percent
market share.

Buscapé is a free search engine that consumers
can use to compare prices and products in
Brazil and across Latin America. It is the largest
free search engine in Latin America, with
approximately 60 million visits per month and
listings of over 25 million registered products.
Buscapé groups and organizes products in one
place, making it simple for buyers and sellers
to connect, and making the selection and
purchase process as quick and easy as possible
for consumers. It works with retailers and brands
to provide consumers with access to information.
In 2009, Buscapé sold 91 percent of its shares
to South African media conglomerate Naspers
Limited, through its digital media company MIH
Holdings. This move has contributed to the
internationalization of the brand.
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BASF
São Paulo, São Paulo state
INDUSTRY Paint
YEAR OF LAUNCH 1961
WEBSITE www.suvinil.com.br
BRAND VALUE US $292 million

PARENT COMPANY
HEADQUARTERS

Vitarella is one of the main producers of pasta
and pastries in Brazil, and is the market leader in
the Northeast region. Vitarella was launched in
1993 in Jaboatão dos Guararapes. Initially, the
business had only 30 employees and focused
on the production of pasta; it has gradually
expanded its portfolio and now makes more than
100 products. In 2008, Vitarella was acquired
by M Dias Branco, the largest pasta and biscuit
manufacturer in Latin America; the parent
company has 12 factories around Brazil. Vitarella
directly employs about 2,800 people.
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PARENT COMPANY

BTG Pactual SA
São Paulo, São Paulo State
INDUSTRY Financial Institutions
YEAR OF LAUNCH 1981
WEBSITE www.btgpactual.com
BRAND VALUE US $271 million

PARENT COMPANY

Grupo Lala
São Paulo, São Paulo State
INDUSTRY Food & Dairy
YEAR OF LAUNCH 1917
WEBSITE www.vigor.com.br
BRAND VALUE US $265 million

PARENT COMPANY

HEADQUARTERS

Gol SA
São Paulo, São Paulo State
INDUSTRY Airline
YEAR OF LAUNCH 2001
WEBSITE www.gol.com.br
BRAND VALUE US $244 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

BTG Pactual is one of the largest investment
banks in Latin America, and specializes in
investment banking, wealth management and
asset management. It was established in 1983 as
a brokerage in Rio de Janeiro City. In 2006, UBS
AG purchased Pactual, creating "UBS Pactual",
the division of UBS in Latin American countries,
and André Esteves became CEO of all of UBS's
Latin American operations. In October 2008,
André Esteves and a group of partners who had
left UBS Pactual joined with Persio Arida to create
BTG, a global investment company with offices in
São Paulo, Rio de Janeiro, London, New York and
Hong Kong. In 2009, BTG acquired UBS Pactual.
The transaction was finalized in September 2009,
resulting in the creation of BTG Pactual.

Vigor is one of the most significant dairy brands
in Brazil. The business was founded in 1917 as a
small milk supplier in the city of Itanhadu, Minas
Gerais, with operations in São Paulo. In 1982,
Vigor acquired the company Leco, and became
one of the principal dairy companies in Brazil. In
2009, Vigor became a subsidiary of group JBS
and in 2013 acquired a 50 percent stake in Itambé
dairy. Vigor has in its portfolio more than 300
products, is the Brazilian leader in creamy cheese,
and has 15 industrial plants around the country.
In the end of 2017, Grupo Lala (Mexico) acquired
JBS’s shares in Vigor.

Gol is the largest airline for domestic fights in
Brazil. With its low-cost, low-fare business model,
Gol has democratized air travel in Brazil and more
widely in South America. Gol offers routes across
South America and the Caribbean, with almost
700 flights a day to more than 60 destinations,
both domestic and international, in 13 countries.
The company has partnerships with several major
international airlines, including Delta Airlines,
AeroMexico and Air France.

MRV is one of Brazil's largest real estate
developers. Operating in 145 cities in 20 states,
as well as the Federal District, MRV focuses on
building affordable housing for middle-class
and low-income consumers. Growth in market
capitalization and brand equity has made the
MRV Group the most valuable Brazilian real
estate brand.
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PARENT COMPANY

Grupo Tigre
Joinville, Santa Catarina State
INDUSTRY Material Construction
YEAR OF LAUNCH 1941
WEBSITE www.tigre.com.br
BRAND VALUE US $257 million

PARENT COMPANY

Sanofi
São Paulo, São Paulo State
INDUSTRY Personal Care
YEAR OF LAUNCH 1971
WEBSITE www.dorflex.com.br
BRAND VALUE US $247 million

PARENT COMPANY

HEADQUARTERS

JBS S.A.
São Paulo, São Paulo State
INDUSTRY Food & Dairy
YEAR OF LAUNCH 1953
WEBSITE www.friboi.com.br
BRAND VALUE US $200 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Tigre is a multinational construction brand that
leads the sector in Brazil and has a presence
in around 40 countries. It employs more than
7,000 workers and has nine plants in Brazil and
13 internationally. Its products are used in the
construction of buildings and other infrastructure.
Tigre has around 40 percent market share in
Brazil.

Dorflex is the best-selling medicine in the
Brazilian pharmaceutical market. It is a pain
reliever and muscle relaxant, and celebrated 45
years in the market in 2016. The brand is owned
by Sanofi, the French global healthcare company,
which has more than 100,000 employees in 145
countries.

Friboi is well-known brand of beef products,
which began in 1953 in Anápolis city in the
state of Goiás. Founder José Batista Sobrinho
started selling beef in the neighborhood, and
later moved the business to Brasilia, the new
national capital. Throughout the 1980s and 90s,
Friboi expanded to many cities in the CentralWest region and then into supermarkets all over
the country. In 2007, Friboi became part of JBS
Group, which is one of the world's largest food
producers, and the largest meat processor in
Brazil.

Hering is Brazil’s largest manufacturer and
marketer of clothing for men, women, and
children. Its merchandise is sold throughout
South America in both company-owned and
franchised stores as well as online. The brand
is represented in 749 stores in all Brazilian
states there are 623 Hering stores, 107 Hering
Kids stores, and 58 PUC stores. Sales have
grown dramatically during the past few years,
suggesting that customers value the brand’s
combination of quality casual apparel and an
enjoyable shopping experience. Two German
immigrants formed the business, initially known
as Hering Textil, 138 years ago.
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MRV Engenharia e Participações
Belo Horizonte, Minas Gerais State
INDUSTRY Real Estate
YEAR OF LAUNCH 1979
WEBSITE www.mrv.com.br
BRAND VALUE US $206 million

Hering
Blumenau, Santa Catarian State
INDUSTRY Apparel
YEAR OF LAUNCH 1880
WEBSITE www.hering.com.br
BRAND VALUE US $187 million
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The relationship between companies and consumers is being transformed by
people’s access to knowledge. Consumers are increasingly demanding, and
have tools that enable them to be more discerning in their purchasing decisions.

Melissa Vogel
CEO
Kantar IBOPE Media

Many companies invest a lot of money
to promote their brands, in the hope
they will be top of mind for consumers.
One of the factors taken into account
when ranking BrandZ™ Most Valuable
Brands is their Brand Contribution, a
measure that evaluates—on a scale
from one to five—brand strength in
consumers’ minds.
Investment in media is not the only way
that brands become well known to, and
remembered by, consumers. However,
it is a means through which advertisers
invest significant marketing resources.

75.4

Among the 60 BrandZ™ Most
Valuable Brands in 2018, 82 percent
ran campaigns using seven or more
media – of a total of nine monitored
– suggesting that brands need to
invest across multiple platforms if
they are to communicate effectively
with increasingly multimedia
consumers.
In this group, the brands that
invested most in communication
in the past year were financial
institutions, followed by retail brands
and communication providers,
which together accounted for close
to 60 percent of all investment made
by the most valuable brands.

TV*

Newspapers

Radio

Magazines

OOH

0.8

0.4

3.5

3.0

3.6

3.5

4.5

3.8

5.1

Digital**

Cinema

Top 60 BrandZ™

Brazil

Source: Kantar IBOPE Media - Advertising Intelligence
*TV (TV + cable TV) **DIGITAL (Display + Search)

Among the 60 BrandZ™ Most
Valuable Brands, 48 percent increased
their advertising investment in 2017.
For comparison purposes and aiming
to put brand investments under
the same umbrella, since they have
different communication budgets,
the Media Investment Index allows an
equivalent analysis of the performance
of the most valuable brands.
Based on the values from 2016
(base=100), values above or below 100
indicate growth or decline compared
to the base year, respectively. Among
the 10 most valuable brands, Ypê,
Skol, Globo, Brahma and Itaú showed
the strongest growth in media
investment in the past year.

2017 GROSS
AD VALUE

Some brands have reduced their media
presence in the last year. However,
their communication efforts still ripple
through, and contribute to these brands
maintaining prominence in the minds of
consumers, and this is reflected in their
Brand Contribution scores.
Nevertheless, communication is an
important factor in building and
maintaining the prominence of a brand
with its target consumers. As a rule, a
lack of media investment may result—in
the long run—in customers forgetting
about a brand, and consequently,
a significant value reduction in a
company’s asset, its brand.

Gross Ad Value Index
Index (2016 = 100)

Financial Institutions

31%

Retail

19%

Skol

10%

Bradesco

Communication Providers

4.7

If we only look at the BrandZ™ Most
Valuable Brands of 2018, their media
investments accounted for 11 percent
of all advertising activity in Brazil. The
media strategy adopted by these brands
tracked the rate of advertising investment
across the rest of the market.

11.6

According to a survey by Kantar IBOPE
Media that monitors advertising activity
in the main markets, in 2017 alone, over
84,000 brands had media exposure, 1.4
percent more than in 2016.

BrandZ™ CATEGORIES

The media landscape nowadays is
fragmented, and content consumption
increasingly cross-platform, challenging
brands as they strive to grab consumer
attention. According the Target Group
Index, a Kantar IBOPE Media study,
the more media people have access
to, the more time they tend to spend
consuming media. Brazilians consume
on average eight hours and 20 minutes
of media per day, whereas consumers
impacted by six types of media (TV, out
of home, newspaper, radio, internet
and magazines) consume 10 hours and
51 minutes of media per day.

Share% Gross Ad Value

7.8

How the
most valuable
brands are investing
in communications

The Most Valuable
Brands and their Media
Investments

72.4

THOUGHT LEADERSHIP

167
83

Itaü

Food

8%

Beer

8%

Energy

5%

Cosmetics

4%

Bohemia

Education

3%

Sadia

Travel Agency

2%

Ypê

Fashion

2%

Natura

Others

9%

2016

117

Brahma

123

Globo

156

Antarctica

96
0
31
213
96

2017

Source: Kantar IBOPE Media – Advertising Intelligence

Source: Kantar IBOPE Media – Advertising
Intelligence
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Digital for
building scale
With the rise of digital media came the promise
of a new future in marketing: monitoring user
behavior, segmenting with precision, and
measuring results. Everything would be possible,
thanks to technology. Then came the bubble.
Right after that, Google. And the promise
started to become reality.

Henrique Russowsky
Managing Partner
Jüssi
Henrique@Jussi.com.br
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Because of digital media’s capacity to
segment, and especially to measure,
e-commerce brands were the pioneers
in making large investments, and
the ones who experimented in this
channel. With the goal of generating
website traffic, paying per click was an
advantage when compared to the cost
of renting a bricks-and-mortar location.
An e-commerce enterprise buys the
volume of clicks that its owner’s budget
allows and, depending on the effect on
sales, it becomes possible to expand
the business from one day to the next,
without having the costs or headaches
involved in opening any new stores.
This logic of expanding, based on
concrete, observable results, started
impacting not only e-commerce, but
all businesses – pure online players and
traditional retail brands – for whom the
digital medium has an important role
in purchase decisions. Retail brands set
up e-commerce operations and started
investing according to online sales;
automakers focused their investments
to generate test-drive bookings via
their sites; phone operators generated
leads to their call centers; and so forth.
Investments grew gradually, according
to companies’ capacity to generate
concrete returns on their digital
investments.

And, for this reason, investment in
digital media was always thought of
and distributed in a linear way. Beyond
that, sales metrics often overlap
audience metrics. While in TV and
other above-the-line media we seek
the quickest way to get maximum
coverage, with online, we learn to be
surgical, attempting to reach only
highly qualified audiences, which are
most likely become buyers. On one
hand, we gain efficiency. On the other
hand, we lose impact and the capacity
to mobilize a wider public.
But this is changing, and two key factors
have contributed to this: digital media
has acquired maturity and volume
(which makes high impact possible) and
there have been advances in the use
of data and technology (which make it
possible to track sales that happen at
the physical point of purchase).

Online Impact
For a few years now, digital has been
the second-most-used medium for
consumers in Brazil. Among younger
demographic segments, digital has
a penetration similar to TV – with the
difference being that a cell phone is
checked more than 100 times a day
(meaning 100 possibilities of interaction
for a brand). Beyond this, video formats
are now dominant in the medium.
Hence, the online universe can be used
to create impact, not just for delivering
complementary audience points over
the duration of a campaign.

Digital is now mature enough to play a
leading role when building coverage.
However, the possibility of building
coverage quickly should not replace
the traditional forms of buying digital
media. These strategies should be
complementary. When launching a
campaign, we build coverage quickly
with concentrated investment. The
concentrated impact generates
immediate interest, and efficient
buying creates frequency. This
combination brings digital media to the
center of a strategy.

Measuring at the
point of sale

In spite of the maturity achieved by
e-commerce, it is known that less
than 10 percent of all sales in Brazil
take place online. In other words, if
we don’t measure what happens in
the physical world, we are missing the
real impact of digital media. Thanks
to data-capturing technologies, it is
possible to link digital investments
to sales in bricks-and-mortar outlets.
However, whether by beacons, data
management platforms, store visits,
or any other form of measurement,
understanding the impact of
investment directly at the point of sale
is essential.
Perhaps this is the greatest change
we are experiencing. Digital media
was always seen as a channel that
generates efficiency, and this efficiency
was always measurable in the online
environment. Today, this discipline
not only has the capacity to make an
impact in formats that build brand
and generate omnichannel traffic,
but can also measure this traffic and,
consequently, sales. This makes all the
difference, so that agency and client
can always be on the same page: in the
relentless pursuit of business results.

Due to the nature of the medium, being
efficient in buying audience exposure
is not enough. It is just a starting point.
It is important to understand what
happens after the user interacts
with brand activity.
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Efficient
communication
and social media
Integrating creative
elements and
understanding
social capital
Maura Coracini
Head of Media & Digital
Kantar Millward Brown
Maura.Coracini@kantar.com

Viviane Varandas
Head of Innovation
Kantar Millward Brown
Viviane.Varandas@kantarmillwardbrown.com

In the digital world, the reality of
integrated brand communication, using
a mix of media, is impossible to ignore.
Adapting creative elements and content
for different channels, and properly
integrating them, is the foundation of a
successful multimedia campaign. Failure
to do this means missing out on the
opportunity for brands to connect with
their consumers.
Today, communication must be multiplatform and directed at a multitasking, multimedia consumer, with
the consumer given control over what
matters and what does not.
The AdReaction global study by Kantar
Millward Brown, which is conducted
annually, brings forth interesting
recommendations on how to maximize
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2. Idea
Having a solid creative platform with
a campaign idea running throughout
creative development is essential to
the art of integration. Campaigns
with a strong core idea are 64 percent
more efficient in building brands—
performing especially well on imageassociation metrics—compared to
campaigns without a central campaign
idea permeating all creative content.

3. Creativity
Even with strong integration and an
inspiring campaign idea, isolated
creative executions can fail to generate
consumer engagement. How these
creative elements are incorporated
can make all the difference. The study
showed a high correlation between the
total attractiveness of a campaign and
the average attractiveness among all
tested creative elements. This means
that all creative elements in a campaign
count towards a campaign’s ability to
efficiently generate brand uplift.

4. Channels

the impact that multi-channel
campaigns have on brands.

We proved that all media can help
achieve any brand-building objective.
Defining the role of different media—so
each channel works efficiently for the
brand—at the campaign planning stage
is essential to maximizing ROI.

AdReaction presents five key principles
for a more efficient campaign:

5. Customization

1. Integration
A combination of different creative
elements or cues, such as celebrities,
logos, hashtags and broadcasters,
amplifies the brand impact of
campaigns.
A key issue for marketers is the gap
between their perception of what
they’re doing and the consumer’s view
of it: 89 percent of marketers say they’re
developing integrated campaigns, but
that integration is perceived by only 76
percent of Brazilians.

The adaptation of pieces is a balancing
act: the use of more media channels
increases the opportunity to maximize
campaign efficiency – if the channels
work synergistically and are integrated
and customized. Campaigns with
four or more channels, integrated
and customized individually in every
channel, were 26 percent more efficient
in generating brand uplift.

The study also revealed that while all
media benefit from content integration
with a mix of media, particularly TV and
online video, they work even better for
the brand when they are well integrated
and have customized creative elements.
Another brand challenge in today’s
digital environment is managing the
power that consumers have gained
through the digital tools available to
them. Consumers are now content
producers, and brands have less control
over the messages shared about them.
Social media can be a highly efficient
medium but is also a complex world.
Understanding how social media works
is vital to making the right marketing
decisions.
The complexity of this environment has
heightened awareness around the need
to have a more holistic understanding
of the relationship between production
in social media – or what we call social
capital – with other elements of the
marketing mix. It is extremely important
to consider brand equity beyond
communication, product, sales and
distribution.
There is an abundance of information
available about campaigns, but what
exactly are we looking for?
Sophisticated statistical modeling
systems are not enough to help us
understand what we need to know.
A partnership between humans
and machines, drawing on in-depth
knowledge about the brand-building
process, becomes fundamental. A
more holistic analysis, with a critical role
played by a data “curator” has been
shown to be essential in understanding
how to develop a brand’s social capital.

Kantar Millward Brown analysis of a
range of brands shows the importance
of considering equity or brand strength
in understanding the possibility of
developing a brand’s social capital.
This leads us to four stages of brand
equity and social capital development:
Brands with strong equity have low
media dependence and high social
capital.
These brands use media in an
aggressive way to consolidate brand
strength, and reach high, stable levels of
social media activity in the long run.
Brands in an equity-consolidation
phase have high media dependence.
These brands have a more recent
evolutionary history and use less
aggressive social media activity.
Brands with equity under
construction: highly dependent on
viral components.
These are brands that despite
benefiting from high investment, are not
as focused on brand building, making
them more vulnerable to and open to
be influenced by viral components.
Brands with strong equity but only
moderate social capital.
These are strong brands that offer
quality goods, but they are less active
and successful in their use of social
media.
There are groups of brands falling into
each of these categories. It is important
to keep in mind that there is no single
recipe for success in any of them, and
success itself cannot be measured
purely using logic and mathematics.
The world is much more complex and
unpredictable.
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Signs of recovery
signal brighter
future lies ahead
After a prolonged period of slow economic growth, the outlook for Chile in
the months ahead looks brighter. This is thanks to factors such as a recovery
in the price of copper – a key element of the country’s economy – as well as
the finalization of elections during the last quarter of 2017.

Chileans, more
incredulous than ever
Mauricio Martinez Vázquez
CEO Chile, Insights Division
Kantar
Mauricio.Martinez@kantarmillwardbrown.com

Both situations have created a greater
sense of optimism and market stability,
forming a sturdy platform for sustained
growth in exports and greater internal
dynamism, including higher levels of
private consumption.
Beyond this good news on positive
change in internal demand, there are
important social and recent historical
peculiarities of the country that affect
Chilean consumption patterns.
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In the past few years, the Chilean
consumer has been witness to a variety
of scandals in different settings, both
political and corporate. All this has
triggered substantial disenchantment
among Chilean consumers, and created
a crisis of confidence toward different
entities, including brands.
Multiple Kantar Millward Brown and
Kantar TNS indicators show that the
Chilean consumer has become more
critical, more open to trying new
options, and is breaking away from
convention. This dynamic has opened
the door to the development of new
brands, and new dynamics in purchase
channels, such as a rise in buying on
promotion in the modern retail trade,
a phenomenon documented by Kantar
World Panel in the past few months.

From isolation
to open door
The geographic isolation that results
from having natural borders in all four
directions has inevitably made Chile
a country that has looked inward. Yet
economic strategy promoted by recent
governments has made it one of the
countries with the most free trade
agreements in the world.
Today, multiple global economic
and political forces have made Chile
an open-door market. The influx of
immigration from Colombia, Venezuela,
the Dominican Republic and Haiti has
shown extraordinary growth in the last
decade. In Chile, brands must attend
the changes these new social dynamics
involve, understanding the impact that
these new arrivals can have on local
market preferences.

As discussed, Chileans have become
more critical and informed consumers,
demanding better service that draws
on recent technological advances. They
understand brands, seek out those that
best serve their needs, and they are
willing to looking at new brands.
Among even the country’s leading
brands, there is still much work to
be done. The Top 15 Chilean brands
have Brand Equity scores of 140
(40 percent higher than the market
average). However, if we compare them
to the most valuable global brands,
which have scores around 200, there
is significant room for improvement.
These Chilean brands have many
opportunities to strengthen consumer
perceptions of what they stand for,
boost affinity, underline their important
differences, and transmit their
messages more convincingly.

The communications
challenge
It is noticeable that Chileans enjoy
advertising significantly less than
consumers in the rest of Latin America.
Only 33 percent say they enjoy it either
somewhat or a lot, while the regional
average stands at 62 percent. If we add
media fragmentation to that fact, we
see that we face a very complex setting
in which brands must communicate.
In this market, brands that know
how to send out messages across
different channels in a consistent and
high-impact way will be the ones that
establish difference, build competitive
advantage, and will surely grow at a
faster pace.

Chile’s increasingly open view on the
world is not only reflected in levels
of immigration, but also in Chilean
brands’ increasing presence in other
parts of the region. Retail brands
in particular have developed solid
consumer awareness outside Chile by
exporting key features, such as their
financial services and loyalty programs,
but above all, by being meaningfully
different to competing brands in these
new markets.

View of the future
Chilean brands that have stayed in
the BrandZ™ Top 15 Most Valuable
Chilean Brands over the past few years
have understood the changes taking
place in this dynamic society, and the
im-plications of those changes on their
strategy to deliver what the consumer
wants.
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2
S.A.C.I. Falabella
Santiago
INDUSTRY Retail
YEAR OF FOUNDATION 1988
WEBSITE www.sodimac.cl
BRAND VALUE US $3,176 million
PARENT COMPANY

1

HEADQUARTERS

S.A.C.I. Falabella
Santiago
INDUSTRY Retail
YEAR OF FOUNDATION 1889
WEBSITE www.falabella.com
BRAND VALUE US $5,373 million

Homecenter Sodimac is Chile's leading home
improvement brand, with more than 70 stores
throughout Chile. The Homecenter brand is
the most prevalent of the three formats its
parent company Sodimac uses to serve the
home improvement, building and construction
materials market, which it has segmented into
homeowners, contractors and medium-tolarge construction companies. The origins of
the Homecenter brand date back to the 1940s,
when a small company known as Sogeco began
providing construction companies in Valparaíso
with building materials. In 1952, the company
became known as Sodimac. It entered the
home-improvement retail space in 1988, with
the introduction of the Homecenter brand. In
2003, Sodimac became part of the Falabella retail
conglomerate, which just two years earlier had
bought out Home Depot’s ownership interest in a
joint venture established in 1997. The Homecenter
brand now enjoys a regional presence beyond
Chile, with stores located in Argentina, Colombia
and Peru.

PARENT COMPANY
HEADQUARTERS

Brand Value

Falabella is the leading department store
retailer in Chile. It operates more than 40 large
department stores throughout Chile and is the
leading brand in the retail channel. The brand
appeals to Chile’s more affluent shoppers,
with a consistently executed fashion-forward
merchandising strategy. The brand’s first store
opened in 1958, and following several decades
of expansion throughout Chile, its presence was
extended regionally in the 1990s. Falaballa now
has a strong presence in other Latin American
markets such as Peru, Argentina and Colombia.

Total Value of Chilean Brands

US $26 BILLION
Brand Value Change 2017 – 2018

+26%
Source: BrandZ™/Kantar

Key Facts
Capital City

Santiago

Currency

Chilean Peso

Area

756,000 km2

Population (THOUSAND)

17,574 (2017)

Population growth rate (ANNUAL)

1.6% (2002-2017)

Life expectancy

80 years (2015-2020)

Literacy rate of 15-24 year-olds

99.1% (2015)

Unemployment rate

6.4% (2017)
6.5% (2018)
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ANNUAL GDP AT CURRENT PRICES
Total at current prices

US $263 billion (2017)

GDP per capita

US $14,315 (2017)

Growth rate

1.38% (2017)

The origins of the brand date back to 1889, when
Italian immigrant Salvatore Falabella opened
a tailor’s shop. Today, the brand he created is
synonymous with department store retailing
and also serves as the corporate identity of
parent company SACI Falabella. This major
conglomerate has extensive interests across the
retail industry, including the Mall Plaza shopping
center brand, the Sodimac home improvement
brand, the Tottus supermarket brand as well as
financial services offered under the Banco de
Falabella and CMR brands.

Country’s share in regional GDP 4% (2016)
Net foreign direct investment

US $4.6 billion (2015)
US $5.1 billion (2016)

Sources: CEPAL, Comisión Económica ONU
CEPALSTAT – Database and Statistical Publications
Financial Times Latin America & Caribbean
World Bank
Unesco
Instituto Nacional de Estadísticas - Chile
The Statistics Portal
International Monetary Fund
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3
PARENT COMPANY

Compañía de Petróleos de Chile

Copec SA
Santiago
Energy
YEAR OF FOUNDATION 1934
WEBSITE www.copec.cl
BRAND VALUE US $3,059 million
HEADQUARTERS

4

INDUSTRY

Copec is Chile's leading fuel brand, with a
history dating back more than 80 years. The
company leveraged its petrochemical expertise
to enter the market for lubricants in 1996, and
has successfully captured market share in this
sector. Copec aims to differentiate itself through
the service it offers, putting the customer
experience at the center of its marketing strategy.
To enhance the experience offered at each of
its fuel stations, the company has created a
complementary brand called Pronto. Pronto
comprises three convenience store formats
offering expanded assortments of general
merchandise and food at Copec-branded service
stations, under the banners of Ciudado, Pronto or
Barra. Copec also operates a chain of about 200
small-format, non-fuel convenience stores under
the Punto Copec brand.

Banco de Chile SA
Santiago
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1893
WEBSITE www.bancochile.cl
BRAND VALUE US $2,937 million
PARENT COMPANY
HEADQUARTERS

Banco de Chile is one of the nation's largest fullservice financial institutions. It is a commercial
bank focused on serving individuals and
corporations with traditional banking products
and services; it ranks among Chile’s leading
consumer lenders and mortgage providers, and
operates around 440 branches.
Founded in 1893, through the merger of Banco
Nacional de Chile, Banco Agricola and Banco
de Valpariso, Banco de Chile has become
the nation’s largest privately held bank. The
bank remained privately controlled through
the 1970s, when the Chilean government
asserted ownership of other Chilean financial
institutions. The bank’s long history and record
of independence have enabled the brand to
associate itself with stability and reliability,
attributes that were reinforced in 2002 with the
merger of Banco de A. Edwards and again in
2008 with the Banco de Chile and Citibank Chile
merger.

5
Walmart Chile SA
Santiago
INDUSTRY Retail
YEAR OF FOUNDATION 1976
WEBSITE www.lider.cl
BRAND VALUE US $2,646 million
PARENT COMPANY
HEADQUARTERS

7

The Lider supermarket chain operates around 70
supermarkets, as well as some 60 smaller-format
Lider Express stores. In early 2009, Walmart
Stores, Inc. acquired a controlling interest in
the Lider brand’s parent company, Distribución
y Servicios D&S S.A. The following year D&S
changed its name to Walmart Chile SA. Under
Walmart’s ownership the Lider brand has placed
an increased emphasis on everyday low prices,
in keeping with the long-standing strategy of its
parent company.

PARENT COMPANY

6
Latam Airlines Group SA
Santiago
INDUSTRY Airlines
YEAR OF FOUNDATION 1929
WEBSITE www.latam.com
BRAND VALUE US$2,444 million
PARENT COMPANY
HEADQUARTERS

S.A.C.I. Falabella
Santiago
INDUSTRY Retail
YEAR OF FOUNDATION 2002
WEBSITE www.tottus.cl
BRAND VALUE US $1,058 million
HEADQUARTERS

Tottus, a network of supermarkets and
hypermarkets, was established in Peru in 2002. In
2004, retail giant Falabella Group acquired a local
supermarket chain in Chile called San Francisco,
which it renamed Tottus, bringing the brand to
Chile. With more than 40 sites in Chile and more
than 30 in Peru, the Tottus chain includes a range
of different formats, including supermarkets,
which sell traditional categories of food and
personal care products, and hypermarkets, which
also offer durable goods, appliances, electronics
and homeware.

LATAM airlines was born out of the joint
operations of Chile’s LAN and Brazil’s TAM and
is now Latin America’s top airline. The airline
provides passenger services to 15 cities in Chile
as well as to hundreds of destinations throughout
the Americas and beyond. It does so with direct
services and through code share agreements
with other carriers, and its participation in the
Oneworld Alliance. It also operates a cargo
business. The Chilean government established
the LAN airline in 1929 as LAN Chile SA. In 2012,
LAN merged with top Brazilian airline TAM S.A.
to create LATAM Airlines Group S.A. With a
combined fleet of more than 300 aircraft, the
company’s aspiration is to become the thirdlargest carrier in the world.
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9
Parque Arauco
HEADQUARTERS Santiago
INDUSTRY Shopping Centers
YEAR OF FOUNDATION 1982
WEBSITE www.parquearauco.cl
BRAND VALUE US $848 million
PARENT COMPANY

8
Cencosud SA
Santiago
INDUSTRY Retail
YEAR OF FOUNDATION 1900
WEBSITE www.paris.cl
BRAND VALUE US $915 million
PARENT COMPANY
HEADQUARTERS

Founded more than 30 years ago, Parque Arauco
is a business devoted to the development and
operation of multi-format shopping malls in Chile,
Peru and Colombia, aiming to serve differentiated
socio-economic sectors in these markets. They
operate four shopping center formats and have
as tenants a range of different retailers, including
department stores, supermarkets, restaurants,
cinemas and even health centers. Their tenants
include key brands for each of the markets they
serve – many of which also feature in Chile’s Top
15 Most Valuable Brands Ranking.

10
Entel Chile S.A
Santiago
INDUSTRY Communication Providers
YEAR OF FOUNDATION 1964
WEBSITE www.entel.cl
BRAND VALUE US $777 million
PARENT COMPANY

Paris is the second-largest department store
brand in Chile, operating around 35 stores
in leading shopping centers around the
country. Paris appeals to shoppers through
its differentiated product assortment, which
includes brands from well-known designers,
complemented by a range of well-established
proprietary brands in key categories, such as
apparel, homeware and electronics.
Spanish entrepreneur José María Couso
established the Paris brand in 1900 with the
opening of the Paris Furniture store. In 1950, the
name changed to Almacenes Paris and in 2005
the company’s name was shortened to Paris
following an acquisition by retail conglomerate
Cencosud. To enhance its competitive
positioning in recent years, Paris has sought
to project a more modern and stylish image
that appeals to younger shoppers. The brand
expanded its presence to Peru in 2015 with the
opening of its first store outside of Chile.
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HEADQUARTERS

Entel is one the biggest providers of
telecommunications in Chile, with a history
going back more than 50 years. Entel offers
mobile services and outsourcing of IT and call
centers, serving individual consumers, businesses
and corporations. In 1964, Empresa Nacional
de Telecomunicaciones S.A was created to
provide telephone and telegraph services. In
1993 it broadened its scope with the creation
of Americatel Corp to provide services abroad.
In 2000 the company created Entel call centers,
expanding services to Peru, and later formed an
alliance with Vodafone. The business has since
expanded into internet and cable TV services.

11

13
Compañía de Cervecerías Unidas
Santiago

Cencosud SA
Santiago
INDUSTRY Retail
YEAR OF FOUNDATION 1976
WEBSITE www.jumbo.cl
BRAND VALUE US $604 million

PARENT COMPANY

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

INDUSTRY

Beer

1902
www.ccu.cl
BRAND VALUE US $670 million
YEAR OF FOUNDATION
WEBSITE

Cristal is the leading brand from Chile’s largest
brewer. The Cristal brand has been a market
leader in Chile for the past 20 years thanks to
heavy and consistent advertising support that
positions Cristal as a local Chilean brand. It is
regarded as the flagship brand of Compañía de
Cervecerías Unidas (CCU).
The origins of Cristal date back to 1850, when
Chile’s first brewery was opened in Valparaíso
by don Joaquín Plagemann. It later merged with
other brewers and in 1902 became Compañía
Cervecerías Unidas SA. In 1992, the company’s
shares began trading on the New York Stock
Exchange under the symbol CCU.

Jumbo was the first hypermarket in Santiago
when it launched in 1976, and when it launched
a second branch three years later, it became
the country’s first chain of hypermarkets. The
chain was founded by German Horst Paulmann,
for whom Jumbo served as a stepping stone in
building the parent company Cencosud. Today,
this is one of Latin America’s dominant retail
holding companies.
There are now more than 30 stores operating
under the Jumbo brand in Chile. The company
uses large-format stores that average around
8,250 square meters. Cencosud uses the Jumbo
brand for some of its hypermarkets outside of
Chile, particularly in Argentina and Colombia.

12
Ripley Corp SA Y Subsidiarias
Santiago
INDUSTRY Retail
YEAR OF FOUNDATION 1956
WEBSITE www.ripley.cl
BRAND VALUE US $626 million
PARENT COMPANY
HEADQUARTERS

Ripley operates more than 40 department stores
in Chile and is one of the country’s best-known
names in retail. Stores sell apparel and household
products. The business also operates a financial
services arm that offers credit cards. Brothers
Lazaro and Marcelo Calderón founded Ripley,
opening their first department store in Santiago
in 1956. The brand began expanding outside
the capital in 1986. Originally focused on serving
low-to-middle-income customers, Ripley has
broadened its appeal to more affluent shoppers
during the past 15 years. In 1997, Ripley expanded
to Peru, where it now operates more than 20
stores, and in 2013 launched in Colombia, though
withdrew from the market after three years.
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14
Banco de Crédito e Inversiones
Santiago
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1937
WEBSITE www.bci.cl
BRAND VALUE US $471 million

15
Agrosuper SA
Rancagua
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1974
WEBSITE www.agrosuper.cl
BRAND VALUE US $439 million

PARENT COMPANY

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

BrandZ™ Top 15
Most Valuable
Chilean Brands
2018

#

1
2
3

Banco de Credito e Inversiones offers a full
range of financial services and is one of the few
financial institutions that remained private during
Chile’s period of nationalization. Since 1984, BCI
has promoted itself with the promise “We are
different”, reinforcing its identity with a distinctive
and colorful logo. The bank was founded in 1937
in Santiago and in 1956, BCI opened its first
branch in Valparaíso. In 1987 the bank created its
first subsidiary, Bancrédito Securities S.A Agent,
and two years later opened its first international
branch, in Miami. BCI’s range of services, and
presence throughout Chile with around 300
branches, have helped it retain its position as one
of the nation’s most important banks.

The Super Pollo brand was born in the 1970s,
when parent company Agrosuper expanded
its operations to cover the production and
commercialization of processed chicken.
The Super Pollo brand quickly become
a household name in Chile and it utterly
dominates its competitors in terms of market
share. The role of chicken in the Chilean diet,
as well as the brand’s strong distribution
strategy, continuous product innovation as
well as its aggressive communication strategy,
has positioned Super Pollo as an iconic
brand for most Chilean households. Parent
Company Agrosuper is the country’s largest
producer of animal protein products in Chile.

4
5
6
7
8
9
10
11
12
13
14
15

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

Brand
Contribution
Index

5,373

4,257

26%

5

2,689

18%

5

2,558

20%

5

2,027

45%

3

Retail
3,176
Retail
3,059
Energy
2,937

Financial Institutions
2,646

1,982

34%

5

1,889

29%

5

810

31%

4

777

18%

5

679

25%

4

17%

2

Retail
2,444
Airlines
1,058
Retail
915
Retail
848

Shopping Centers
777

664

Communications Providers
670

520

29%

4

570

10%

4

575

5%

5

288

63%

2

Beer
626
Retail
604
Retail
471

Financial Institutions
439

-

NEW

4

Food
Source: BrandZ™/Kantar (with data from Bloomberg)
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Brand contribution measures the influence of brand alone
on earnings, on a 1-to-5 scale, 5 being highest.
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The role of
communication
for Chile’s most
valuable brands
We know that communication can be a powerful tool for developing and
growing a brand by highlighting what makes it different. And we know that
this differentiation can lead to higher sales. Growth comes about when there
is both a solid brand proposal, and appealing communications. According to
BrandZ™ data, brands that have combined these two factors have managed to
grow their brand value by 187 percent in the past 10 years.

Matías Garber
Creative Development Leader

Sergio Jimenez
Media and Digital Expert

Kantar
Matias.Garber@kantarmillwardbrown.com

Kantar
Sergio.Jimenez@kantarmillwardbrown.com
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However, a basic fact must
be dealt with: audience
receptiveness towards
communication is generally
low around the region, and is
especially low in Chile. While in
Brazil and Argentina, 11 percent
and 22 percent of consumers
respectively say they don’t
enjoy advertising, in Chile, that
figure is 39 percent. Coupled
with this is the fact that the
number of brands advertising in
Chile has grown 30 percent in
the past seven years.

This situation is more critical online,
where there is a greater feeling of
consumer control: 66 percent of
Chileans skip online ads or pay to
avoid them, while 48 percent use some
type of ad blocker and 45 percent do
not watch advertising – they look away
or do something else – when they’re
exposed to it.
The Chilean is a disenchanted
consumer. Their trust in institutions
and in some iconic brands has been
rocked by corruption scandals. The
modern Chilean is a consumer who is
informed, demanding, and very critical
of brands and their communication.
This creates a challenging environment
for brands, yet it is still possible for
brands to win consumers’ attention –
in a good way – through advertising.
Beyond maintaining a presence
that ensures they are in consumers’
minds, strong brands also generate
engagement by developing quality
communication that reflects
investment of time and creative energy
in applying audience insights.

And while there has been explosive
growth in investment in digital media,
there are signs that this will slow down
in the coming five years. Large brands
now face the challenge of integrating
their multimedia communications,
communicating consistently across
different channels in ways that play
to the strengths of each. Kantar
Millward Brown has discovered that
brands become more significant and
differentiated when they are capable
of being relevant in different media
contexts, changing the manner in which
they are presented, but maintaining
recognizable coherence for the
consumer.
Brands in the BrandZ™ Top 15 are
daring to continuously experiment
with new media and formats; they’re
investing in approaches with proven
effectiveness, and are also pursuing
avenues that are more risky and perhaps

more of a novelty. Marketing teams face
the challenge of moving from a classic
concept of the consumer, defined by
socio-demographics, to new definitions
based on the browsing habits and
preferences that more closely reflect
consumption habits. This approach
will be more powerful in capturing
the attention of the hyper-connected
Chilean consumer. Successful brands
will be those that invest continuously in
improving their creativity and adapting
it to new scenarios.

Connecting with Chilean consumers
means understanding some distinctly
Chilean consumer drivers. For
example, the Chilean consumer is
quite local. They place a high value
on Chilean culture and its integration
into everyday life. We have found
that fewer than 40 of ads developed
outside Chile are as successful here as
they were in their country of origin.
Besides developing quality
communication, strong brands
harmonize their presence in traditional
media with investment in new points
of contact.
Most successful brands have changed
their media mix by populating the
digital ecosystem, but these efforts
have not always been in tune with their
offline communication. Achieving cutthrough on television is useful, but it is
not the whole task, as people and their
media habits evolve.
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Brands for
Millennials
The Chilean marketing landscape is being transformed by a generation of
consumers more educated and with more purchasing power and higher
levels of connectivity than many in other Latin American countries and even
some European countries. Chilean millennials and the lives they lead are
radically different to those of Chilean consumers 15 years ago, so how are
brands maintaining their relevance?

The Chilean challenge
For several years, the marketing world
in Chile has been working on ways
of facing the effects of going from
an offline to an online world. How
should they attract and communicate
with their consumers when absolutely
everything has changed? Though this
is a global phenomenon, our recent
history shows certain particularities:
Marcela Pérez de Arce
• At the start of the last decade,
Client Service Director – Quantitative
and into the middle of this one, we
Kantar
lived through a period of economic
Marcela.PerezdeArce@kantarmillwardbrown.com

expansion that increased household
income. Between 2010 and 2015
alone, incomes rose more than 25
percent in real terms, which had
a significant impact on attitudes
towards consumption: people started
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to look beyond price, to quality and
brand.
• During that same period, Chile
advanced in negotiations with other
economies, which turned us into
the country with the most free trade
agreements in the world.
• The demand for higher education
grew 93 percent between 2005 and
2015.
• The combination of these phenomena
fueled high demand for technology in
Chile, which has also meant high levels
of connectivity and online activity.
Chileans rapidly lost their fear of
buying online and paying with cards.

which were mere aspirations in the
times of Generation X, are now seen
as an inalienable right. Values are
linked to a brand’s purpose, and
brand purpose is linked to the way
consumers define themselves.

3.
Banking and retail developed a credit
offer, which also helped promote
demand for having products and
services immediately, without the
need to save in advance.
Thus we saw campaigns like “La
Vida es ahora” [Life is Now] or “Hay
ciertas cosas que el dinero no puede
comprar…” [There are things that
money can’t buy] emerge, and the first
decade of this millennium became
an era of consumption in Chile. That
happened in combination with a rise
in technology and connectivity.

How to be relevant:
What do millennials
want?
There is no single answer to this
question. After all, we are still going
through this period of change. But
brands should start by considering
three key aspects of millennials’ lives
and attitudes:

1.

The current marketing challenge,
therefore, is to face a generation of
educated Chileans who have become
used to much greater consumption
levels than older generations; Chilean
millennials are highly connected and
very much open to considering new
products and services.

Understand their relationship to
money. Prices seem to be increasingly
more important to consumers in Chile,
regardless of whether we are in an
economy that has slowed down, is in
crisis or is growing. Why? There seems
to have been a shift away from saving
and towards self-gratification. People
want to spend more of their money on
what interests them and makes them
feel good, and less on life’s basics.
They look to save on detergent so they
can spend more on mobile telephone
services; they’ll use a bicycle to get
around the city but spend more on trips
abroad. They shop at the Vega Central
(the largest produce market in Santiago)
where they get the best prices on fruit,
vegetables and other products, then
splash out at a gourmet café.

And in this new era of growing
competition and rising consumer
expectations, the power of brands
is changing. So, the question of the
moment is…

Understand millennial values.
Topics like diversity, authenticity,
transparency and the demand for more
balanced relationships with institutions,

These factors have been the main
elements of change in Chileans’
attitudes towards consumption. As
Chile gained a window on the wider
world, consumers suddenly had
access to a large amount of imported
products and quality services at
previously unthinkable prices.

Understand the profound
meaning of the wellness concept.
This, defined as a harmonious balance
between different aspects of a
person’s life, is the new axis around
which millennials’ lifestyles are defined.
Physical activity levels have risen
systematically in Chile. Furthermore,
the state has promoted policies
orientated to education on eating,
including the “black seals” labels that
all foods must have, indicating when
they have high levels of sugar, sodium,
saturated fats or calories. But it is
also evident that increasing numbers
of adults under 35 years of age are
starting their own businesses, often
driven by their personal interests. For
example, almost half of the people in
this age group in Chile say they intend
to venture into business in the next
three years. At the end of the day,
Chilean millennials are considering
these different aspects of life as
important aspects of their wellbeing,
and their wellbeing has increasingly
become one of their core values.
Brands can look ahead to a period of
excitement, as they understand and
respond to the new ways in which
consumers are living. There is no fast,
easy way of doing this, but for those
that work hard, the reward is clear:
we will have more powerful brands,
adapted to the millennial generation.

2.
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Learning
from the
Success of
Chilean Retail
An important particularity of our Top 15 is the number
of retail brands it includes. This is a characteristic
that sets the Chilean ranking apart from those of
other countries around the world. In fact, more than
half of the brands in the Chilean ranking – and more
than half of the ranking’s total value – come from the
retail category. Not only that: two of the three most
valuable brands in Chile are from that same category.

As a country, Chile has one of the most
competitive retail environments in the
region, which has led to a constant
search for innovation by brands seeking
to differentiate themselves and make
connections with consumers. What can
we learn from the most valuable retail
brands in our country, and what has led
them to perform so well in the ranking?
There are five key components that help
us understand the strength of the two
leading retail brands in Chile:
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• Development of e-commerce: Without
a doubt, retail brands have been
working to strengthen online sales, a
platform that has fueled the growth
of the sector in the past two years.
Online sales have grown exponentially
over the past few years as consumers
have grown used to shopping digitally.
Today, retail brands concentrate a
good portion of their advertising
online, and often hold promotions
specifically for online shoppers. They
are working to make searching more
efficient and improving the digital

purchase experience. Social media
has also been a medium on which
these brands have gambled to attract
the attention of a consumer who is
decreasingly loyal.
• Own-brand development: Home
improvement chains, large stores
and supermarkets are in the process
of developing and promoting their
own brands. Today, private label
goods no longer respond to only one
convenient equation. There is a range
of own-brand options, supported by
communications that clearly set out
the benefits of each. Consumers are
increasingly willing to try and stay with
these brands, especially in times of
economic contraction. Both Falabella
and Sodimac have done important
work to connect their own brands to
Chilean consumers’ needs.
• Regional expansion: Chilean
retail brands, led by Falabella and
Cencosud, are expanding into other
markets in the region, with a focus
on Argentina, Peru, Colombia and
Brazil. In most of these cases, this
expansion has gone hand in hand
with the purchase of local brands that
consumers love, which has allowed
them to narrow gaps in logistics
and operations: they are achieving
efficiency and effectiveness.
• History and weight of brands: we
are talking about solid, powerful
brands with history and heritage.
In Chile, retail holding companies
allow businesses to operate different
formats for customers’ varied needs:
large stores, supermarkets, home
improvement, financial services,
and more. Leading brands in the

ranking have become part of Chilean
consumers’ lives - not by chance,
but through a conscious effort to do
just that. Sodimac, for example, has
established that the brand is “Chile’s
home”.
• Payment methods: For many brands
in the ranking, significant leverage has
been achieved by brands using their
own credit cards and other financial
instruments to provide access not just
to credit but also shopper benefits,
which fuel customer loyalty.

Now, what is the key
to their success?
In addition to these areas of focus,
successful retail brands have
established their customer as the
center of their attention. They have
become immersed in their needs, and
have constantly reappraised what they
offer. Another factor in their success
has been constant, sustained and
coherent communication: the most
successful retail brands have used their
communications to maintain relevance
and develop their relationship with their
customers. Without a doubt, emotional
elements of communication have been
key factors in driving predisposition and
preference.

Where are the
challenges for Chilean
retail brands now?
Differentiating themselves in an
environment that leans toward a certain
degree of commoditization.

Nowadays, Chile is a more complete
and more regulated market. It is also
a market developing on two fronts:
local brands are growing, but they face
increasing pressure from competing
international brands.

They need to provide the highest quality
service, by prompting and controlling
their customers’ trips, to minimize any
friction or disappointment. Today’s
consumers are more empowered and
demanding. This challenge is obvious
in the offline world, but increasingly
relevant in the online world.

They need to deploy big data and
powerful analytics: use available
information and manage it well.

Brands must seek to understand their
customers’ consumption patterns by
knowing their psychography if they are
to get ahead of the competition.

Outstanding advertising, which makes
emotional connections with consumers,
must be both relevant and help
differentiate a brand from its rivals.
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You snooze,
you lose...
...or the sleeping shrimp
goes out with the tide

Ignacio Arriagada H.
Executive Vice President Latin America
Bookmark
Ignacio.Arriagada@bookmarkcontent.com

As consumers demand more personalized
experiences, South America’s marketing
agencies are slowly transforming
themselves and creating client messages
that appeal to their audiences’ own
experiences and interests.

Latin American companies and
marketers should know this:
traditional advertising is no longer
the only way to connect with the
end user. This isn’t a new idea, but
many companies and marketers have
opted to wish the new reality away.
Those who figured out the new world
quickly – like airlines, for example,
which by their nature think globally –
now enjoy the fruits of their foresight.
Other marketers managed to stay
afloat, temporarily, with strategies
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that won’t enjoy a long shelf life. But
the majority of marketers are trying,
reaching out to new audiences, trying
to be relevant to both millennials and
centennials dancing to "Despacito",
always ready to dance to the next
big thing. It’s all new, new, new. New
channels, new platforms … even new
dances. This, of course, offers huge
opportunities to a growing market
such as Latin America, where there is
still much to be done, and so much
infrastructure to be laid.

The great moment
of LatAm: time to
make the jump
Not only is connecting through a single
channel no longer smart strategy, but
the way in which more current media,
such as social networks, relate to
consumers isn’t a standalone solution
either. Many brands have maintained
their classic strategies in the form
of advertising messages in digital
media, without generating deeper
links with their increasingly mobile
audiences. And so it is difficult for
them to succeed. At a global level,
however, there are numerous examples
of successful brands that speak to their
consumers one on one, using highly
bespoke personalization tactics, and
almost always via mobile platforms.
New marketing also has to speak to
something deeper: connections in
communication imply personality
and voice, and brands must develop
a unique personality to interact
with real people. Some try to do it
spontaneously, but without a welldeveloped content strategy, real and
measurable results will remain elusive.

Finally, Latin America has the economic
and cultural confidence to break from
the old models under which we’d send
raw resources to Europe (think cacao,
for example) to be packaged and resold
to us. Instead, we’re taking control of the
entire value chain and, in the process,
creating world-class products that we
need to market and sell globally. And
what better way to sell our products
than to tell our rich and evocative
stories? Brands like the National Coffee
Growers of Colombia and their creation
Juan Valdez, and Promperu, have done
it and done it well.

ideas to local realities. And it does so
because we understand that content
is "liquid": that multiple content
streams across multiple platforms can
serve multiple audiences. Bookmark
understands that content that enriches
is the content that can enlighten their
audience by being of the highest
quality, honest, and transparent. It
is content that speaks directly to the
consumer, no matter where they live.

The challenge for our agencies is to
understand the essence and culture
behind a brand and, from there, to
create stories that will enrich
audiences around the
world. This is what
Bookmark does: it
adapts global

Experiences,
experiences,
experiences
A good content strategy takes a
product or service and incorporates
itself seamlessly into the dreams and
desires of the consumer. An example:
today’s high-net-worth travelers, who
have almost everything they need,
value quality time with their family, the
time to practise hobbies, to experience
new things of meaning. These are the
values that a brand such as Explora
transmits; a brand promise that offers
unique experiences, and peace and
quiet. It’s a brand that realizes that we
are all content, and that the sum of
our experiences tells a larger brand
story. A brand that can transform you
and is thus transformative. And these
quality experiences are meant to be
shared, which is the greatest currency
in today’s media.
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Changing
Environments:
A Major Challenge
To Brands
The slow-down in the global economy, the drop in
oil prices, the devaluation of the peso, the trucking
strike and the showdown at the peace referendum
all made 2016 a very difficult year for most
economic endeavors in Colombia.

All these events indicated that 2017 was
going to be a difficult year for all, and
that generating growth was going to be
a major challenge.
Colombians had just adjusted to a new,
high exchange rate and then had to face
a new tax reform, which increased VAT
from 16 percent to 19 percent.

Carolina Solanilla
CEO Colombia, Insights Division
Kantar
Carolina.Solanilla@kantar.com
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The economy continued on its
downward trend, ending the year with
a low growth indicator of 1.8 percent
(DANE). The consumer confidence index
contracted 8.9 percent with respect to
2015, to a discouraging -30.2 percent
(Fedesarrollo, February 2017) reflecting
a downturn in Colombian household
spending, which grew only 0.53 percent
over 2016 (Raddar Enero 2018).
The consolidation of hard discounters
had a strong effect on marketers’
brands, as the average household
changed their purchase habits, reduced
their number of shopping trips (-20
percent compared to 2011 according

to Kantar Worldpanel, Oct. 2017), and
shopping fragmentation increased.
The purchase journey became more
complex, and Colombian consumers
became less loyal to their usual brands.
In this context, it is not difficult to
explain the decrease in value of many
traditional Colombian brands in the
retail, food and airline sectors, which
experienced a very complex 2017.
The airline sector faced the longest
strike that any airline in the world has
ever faced. The effect of the 51-day strike
on the country’s main airline not only
reduced its earnings by US $150 million,
but had a serious impact on passengers:
flight cancellations, disproportionate
increases in airfares, and widespread
unhappiness with the service.
In such a changing environment, it
is fundamental not to retreat or get
caught up in price wars simply to
maintain sales volume.
Colombian brands have both a big
opportunity and a sizeable challenge:
generating value for their consumers in
order to justify their prices.
Consumers not only expect brands
to meet their needs (functional and
emotional), but to go a step beyond.
They expect brands to maintain their
relevance to their lives by eliminating
points of friction in their dealings with
the category, the service, or their world
in general.
The brands that have the ability to set
trends, with a unique value proposal,
will be the ones to succeed in defending
their territory and shielding themselves
from the price wars.

Consumers who are opting to “sacrifice”
their usual brand for a cheaper option in
one category are also spending more in
other categories, “indulging” in what they
want at the time they want it. And we see
clear evidence of this in the growing usage
of e-commerce platforms by Colombian
households.

Brand Value
Total Value of Colombian Brands

US $14.46 BILLION

Understanding the ever-changing
environment of consumers today is more
relevant than ever. Mapping the frictions
that they experience in their daily lives, and
determining how those tensions connect
with the purpose of our brands in a real
and authentic way, is the key to success.

Brand Value Change 2017 – 2018

+9%
Source: BrandZ™/Kantar

Key Facts
Capital City

Bogotá Distrito Capital

Currency

Colombian Peso

Area

1.14 million km2

Population (THOUSAND)

49,834 (2018)

Population growth rate (ANNUAL)

0.8% (2015–2020)

Life expectancy

75 years (2015-2020)

Literacy rate of 15-24 year-olds

98.5% (2015)

Unemployment rate

9.4% (2017)

ANNUAL GDP AT CURRENT PRICES
Total at current prices

US $307 billion (2017)

GDP per capita

US $6,238 (2017)

Growth rate

1.70% (2017)

Country’s share in regional GDP 5.1% (2016)
Net foreign direct investment

US $7.5 billion (2015)
US $ 9.2 billion (2016)

Sources: CEPAL, Comisión Económica ONU
CEPALSTAT – Database and Statistical Publications
Financial Times Latin America & Caribbean
World Bank
Unesco
The Statistics Portal
International Monetary Fund
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1

2

5

6

PARENT COMPANY

AB InBev
Bogotá
INDUSTRY Beer
YEAR OF FOUNDATION 1913
WEBSITE www.cervezaaguila.com
BRAND VALUE US $3,924 million

PARENT COMPANY

AB InBev
Bogotá
INDUSTRY Beer
YEAR OF FOUNDATION 1930
WEBSITE www.cervezapoker.com
BRAND VALUE US $2,177 million

PARENT COMPANY

HEADQUARTERS

AB InBev
Bogotá
INDUSTRY Beer
YEAR OF FOUNDATION 1904
WEBSITE www.pilsen.com.co
BRAND VALUE US $632 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Águila was founded in the city of Barranquilla
and the origins of this beer can be traced back
to 1913. A cultural icon, the brand has sponsored
the Colombian national soccer team in every
category for over 17 years. It is also recognized
for its “Aguila girls”, who promote the brand
at live events, and for its non-alcoholic variety,
Águila Cero. The brand positions itself as the
official sponsor of joy. Águila was founded by
Bavaria S.A., a Colombian company acquired in
2005 by SABMiller.

Poker is the largest-selling beer brand in Colombia.
It was first brewed in Manizales in 1929 and soon
spread to the Coffee Zone and then the Valle
del Cauca, becoming the lead brand in western
Colombia. In 2004, Póker began a program of
national expansion, achieving rapid growth as it
entered Bogotá and the center of the country. A line
extension in 2011 saw the launch of Póker Ligera, a
beer with less alcohol, aimed at expanding the range
of consumption occasions. In recent years, Póker
has been known for its communications promoting
messages of confidence and positivity around
friendship, even creating an annual “Póker friends
day”, a special day for spending time with friends
and celebrating with a good beer.

Brewed since 1904, Pilsen is the leading beer
brand in the Antioquia region of Colombia. Pilsen
is the official sponsor of the Festival of Flowers in
Medellin, and features as part of the customs and
traditions of the region. It is promoted as a “beer
for sharing”.

Formerly known as Empresa Colombiana de
Petróleos S.A., Ecopetrol is Colombia´s largest
petroleum company and is among the top four in
Latin America. Ecopetrol is a vertically integrated
oil business with a presence in Colombia, Peru,
Brazil and the US gulf coast. Its operations
include exploration, production, transport,
supply and marketing of its own oil surplus and
by-products. Ecopetrol stocks are traded on the
BVC (Bolsa de Valores de Colombia), the New
York Stock Exchange, and the Toronto Stock
Exchange.

3

4

7

8

PARENT COMPANY

Tigo Une
Medellín
INDUSTRY Communications Providers
YEAR OF FOUNDATION 2006
WEBSITE www.tigo.com.co
BRAND VALUE US $1,662 million

PARENT COMPANY

Bancolombia SA
Medellín
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1945
WEBSITE www.grupobancocolombia.com
BRAND VALUE US $1,096 million

PARENT COMPANY

HEADQUARTERS

Banco Davivienda SA
Bogotá
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1972
WEBSITE www.davivienda.com
BRAND VALUE US $539 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Une is a telecommunication services provider
offering fixed, local and long-distance calls,
wireless and digital television services. It aims
to offer the ultimate in diverse technological
solutions for large, medium and small businesses,
as well as individuals and families. The brand
launched 4G mobile services in 2012 through
pre-paid and post-paid packages that could
be bundled with other Une services. Une is a
public company headquartered in Medellín and
founded in 2006. EPM (Unidad de Negocios
Estrategicos) controls the company with 51
percent share; the other 49 percent is held by
Millicom International Cellular, a Swedish digital
solutions company. Une is a founding shareholder
in the operator Colombia Móvil-Tigo.

Bancolombia is the largest commercial
bank in Colombia and one of the biggest in
Latin America. It was founded in 1945 and is
headquartered in Medellín. The bank has more
than 8.1 million customers, a branch network of
779 Bancolombia-branded locations and 2,876
ATMs. The bank employs around 27,000 people.
Bancolombia is owned by the SURA group and is
part of Grupo Empresarial Antioqueño. Shares in
Bancolombia have been traded on the New York
Stock Exchange since 1995, when it became the
first Colombian company to enter the US market.
The bank has operations in El Salvador, Peru,
Puerto Rico, Panama and the Cayman Islands.

Davivienda is a bank with a network of 743
branches in 176 cities, along with 2,000 ATMs
around the country. It has nearly 15,000
employees serving 6.6 million customers. The
brand was founded in 1972 as the Corporación
Colombiana de Ahorro y Vivienda, and initially
operated as a savings and loan provider under
the brand name Coldeahorro. The brand
identity changed to Davivienda in 1973, and the
distinctive “La Casita Roja” (little red house)
logo was adopted. In 1997, the Corporación
Colombiana de Ahorro y Vivienda became a
commercial bank and changed its name to Banco
Davivienda SA. Davivienda has operations in
Panamá, Costa Rica, Honduras, El Salvador and
Miami and is part of the Sociedades Bolívar
holding company.

SURA Business Group focuses on two types
of investments: strategic (focused on financial
services, insurance, pensions, savings and
investments) and portfolio investments,
mainly in the processed food, cement and
energy sectors. Grupo Business Group is
listed on the Stock Exchange of Colombia
(BVC). It is also the only Latin American
financial services organization to be included
in the Dow Jones Sustainability Index. This
index recognizes companies that support
best practices on economic, environmental
and social issues.
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Ecopetrol SA
Bogotá
INDUSTRY Energy
YEAR OF FOUNDATION 1951
WEBSITE www.ecopetrol.com.co
BRAND VALUE US $600 million

Grupo Suramericana
Medellín
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1944
WEBSITE www.gruposura.com
BRAND VALUE US $440 million
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9

10

13

14

PARENT COMPANY

Nutresa Group
Medellín
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 2001
WEBSITE www.pietran.com.co
BRAND VALUE US $393 million

PARENT COMPANY

Almacenes Éxito SA
Envigado
INDUSTRY Retail
YEAR OF FOUNDATION 1949
WEBSITE www.exito.com
BRAND VALUE US$ 381 million

PARENT COMPANY

HEADQUARTERS

Banco Popular SA
Bogotá
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1950
WEBSITE www.bancopopular.com.co
BRAND VALUE US $277 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Pietrán was launched in 2001 as a specialist,
premium brand of lean meats that is part of the
larger Zenú family of processed meat products.
A key competitive differentiator is that Pietrán
products contain 25 percent less sodium
than others in the category. In 1960, Zenú was
acquired by Noel, now called Nutresa.

Éxito is Colombia´s leading retail brand, operating 470
stores in Colombia and 54 in Uruguay, offering food and
non-food products. Its stores also operate under brand
names including Surtimax, Home Mart, Disco, Devoto, and
Geant. Éxito also operates a portfolio of related businesses,
which include consumer credit, travel agencies, insurance,
textiles, gas stations, and shopping center development.
In 1998, Éxito began selling online. The brand was founded
in 1949 by Gustavo Toro Quintero in Medellin. In 1999,
France’s Groupe Casíno began increasing its stake in
Éxito, gaining majority control in 2007. Éxito expanded
internationally for the first time in 2011, when it acquired
52 Casino stores in Uruguay that were operating under the
banners of Disco, Devoto and Géant. In 2013, the brand
launched “Movil Éxito”, offering mobile phone services
including voice plans, SMS and data.

Banco Popular is bank with an emphasis on
providing consumer loans. It is the seventhlargest bank in Colombia, with a network
of 184 branches and 925 ATMs. The bank
was established in 1950 as a governmentowned institution, and began the process of
privatization in 1996 when entities controlled
by Colombian finance magnate Luis Carlos
Sarmiento Angulo acquired the bank.

Club Colombia is a premium lager produced
in Colombia. There are three sub-brands in
the Club Colombia range: Dorada, Roja and
Negra. The Dorada version gets its golden
tones from the combination of malted barley
and caramel malt with which it's made. This
beer has been enjoyed by Colombians since
1962 and has won three gold medals at the
renowned Monde selection in Belgium.

11

12

15

16

PARENT COMPANY

Banco de Bogotá
Bogotá
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1870
WEBSITE www.bancodebogota.com
BRAND VALUE US $358 million

PARENT COMPANY

Avianca-TACA Group
Colombia
INDUSTRY Airlines
YEAR OF FOUNDATION 2010
WEBSITE www.avianca.com
BRAND VALUE US $305 million

PARENT COMPANY

HEADQUARTERS

Postobon
Medellín
INDUSTRY Soft Drinks
YEAR OF FOUNDATION 1954
WEBSITE www.postobon.com
BRAND VALUE US $260 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Banco de Bogotá is the oldest bank in Colombia,
dating back to 1870 when it opened its doors with
COP$500,000. Since then, the bank has seen steady
growth through mergers and acquisitions. In 2013, the
bank expanded its operations abroad by acquiring
Grupo Financiero Reformador in Guatemala, through
its subsidiary Credomatic International Corporation,
as well as BBVA Panamá through its subsidiary
Leasing Bogotá S.A. Panamá. The bank’s international
operations are run by its own subsidiaries and agencies
in Panama, the Bahamas, Miami and New York. In
Colombia, Banco de Bogota has around 263 branches.
In recent years, the brand has invested in enhancing
its virtual banking channels and modernizing its
communications with consumers and stakeholders.

Avianca is the third largest airline in South America, serving
more than a hundred destinations around America and
Europe. Formerly known as AviancaTaca Air Holdings Inc.,
Avianca Holdings history dates back to 1910, when it ran
under the name Sociedad Colombo Alemana de Transporte
Aéreo, SCADTA. In 1940, the company was integrated with
SCADTA and the Servicio Aéreo Colombiano – SACO.
The first international flights covered routes to Quito,
Lima, Panama, Miami, New York and Europe. In 2009, the
company merged with Central American carrier TACA
Airlines, and during 2010 it formalized a strategic union
that includes Avianca, Tampa Cargo and AeroGal. Avianca
is a subsidiary of Synergy Group in Brazil and shares are
traded on the New York Stock Exchange as ANH, and in the
Colombian Stock Market as AVT_P.

Manzana Postobón is the leading brand in
the flavored soft drink segment in Colombia,
anchoring its brand strategy in two fundamental
pillars: innovation and distribution. Since its
launch in 1954, it has been strongly associated
with the distinctive pink color of both the drink
itself and the brand logo. Since 1986, Postobon
has sponsored the Manzana Postobón team, a
professional Colombian cycling team.

Cementos Argos is a leading brand in the
Colombian cement industry. With 51 percent
market share, Argos is the fourth-largest cement
producer in Latin America, and the only white
cement producer in Colombia. The business is
owned by Argos Group, founded in Medellìn in
1934. The operation has 388 plants worldwide,
with locations that include Panama, Haiti, the
Dominican Republic and Surinam. Recently the
company entered the Dow Jones Sustainability
Index, an indicator used to monitor the
performance of leading companies on economic,
social and environmental performance.
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AB InBev
Bogotá
INDUSTRY Beer
YEAR OF FOUNDATION 1962
WEBSITE www.clubcolombia.co
BRAND VALUE US$ 269 million

Argos Group
Colombia
INDUSTRY Cement
YEAR OF FOUNDATION 1934
WEBSITE www.argos.com.co
BRAND VALUE US $254 million
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17

18

PARENT COMPANY

Nutresa Group
Medellín
INDUSTRY Food & Dairy
YEAR OF FOUNDATION around 1950
WEBSITE www.industriadealimentoszenu.com.co
BRAND VALUE US $245 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

Zenú is a well-known name in meat
production and distribution. It launched in
Medellìn in the 1950s, and today is recognized
for its high technological standards, quality
control, unique flavor, and for innovation in
canned meats, sausage products and frozen
fast foods, among others. Today the company
has more than 2,500 employees.

Doria is the country's largest pasta brand, with
three product lines: Pasta Comarrico, Pastas
Doria and Pasta Monticello. It is committed to
the development of the country and the nutrition
of Colombians. The Pastas Doria brand is widely
recognized by the moustache-wearing chef in its
logo, and by the catchphrase "Ciao bambino" –
which has become the staple slogan of the brand.

Nutresa Group
Bogotá
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1952
WEBSITE www.pastasdoria.com
BRAND VALUE US $230 million

BrandZ™ Top 20 Most Valuable Colombian Brands 2018
#

1
2
3
4
5
6

19
Nutresa Group
Medellín
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1920
WEBSITE www.chocolates.com.co
BRAND VALUE US $209 million

20
Postobon
Medellín
INDUSTRY Soft Drinks
YEAR OF FOUNDATION 1917
WEBSITE www.postobon.com
BRAND VALUE US $208 million

PARENT COMPANY

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

7
8
9
10

Brand

Brand Value
(US$ millions)

2018

3,924

2017

Brand
Value
Change

Brand
Contribution
Index

3,486

13%

5

Beer
2,177

2,132

2%

5

Beer
1,662

1,489

12%

3

Communication Providers
1,096

851

29%

4

Financial Institutions
632

618

2%

4

Beer
600

554

8%

1

Energy
539

499

8%

4

Financial Institutions
440

329

34%

2

Financial Institutions
393

403

-3%

5

Food & Dairy
381
Retail

609

-37%

4

#

11
12
13
14
15
16
17
18
19
20

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

358

319

12%

Brand
Contribution
Index

3

Financial Institutions
305

333

-8%

3

271

3%

3

Airlines
277

Financial Institutions
269

264

2%

3

-

NEW

5

266

-5%

1

251

-3%

5

-3%

5

NEW

5

NEW

4

Beer
260
Soft Drinks
254
Industry
245

Food & Dairy
230

236

Food & Dairy
209

-

Food & Dairy
208

-

Soft Drinks
* Tigo and Une have merged into Tigo Une.
Source: BrandZ™/Kantar (including data from Bloomberg)

Chocolates Jet is a chocolate bar manufactured
by The National Chocolates Company, part of
Grupo Nutresa, headquartered in Medellìn.
The company started operations in 1920 as the
Red Cross Chocolate Company. The National
Chocolates Company is known for being the first
industrial producer of chocolate in the country
and for offering the chocolate drink that has
been part of Colombian life since the 1960s. The
company produces 27 brands across chocolate
snack treats, hot beverages, milk modifiers, nuts,
cereals and baked goods. It is widely considered
to be one of the best companies to work for in
Colombia.
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The brand was created in 1917 as Cristal water
and was the first local brand to succeed in
the world of bottled waters. It goes through a
strict purification process according to quality
and health standards. Innovation, especially in
packaging, and excellent distribution, have made
it the top-selling water brand in Colombia, with
25 percent market share.

Brand contribution measures the influence of brand alone
on earnings, on a 1-to-5 scale, 5 being highest.
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How Shakespeare,
vegans and
Nintendo can
help us grow
In a world where you can find hair salons
offering "Vegan haircuts", it is easy to think
about that and conclude that our obsession with
personalizing products and services has reached
unnecessary levels. However, it is worthwhile
thinking about what is behind all of this. The
answer is ... Shakespeare.

Experts thought the brand had
made a mistake by going against
the flow of market development for
game consoles. To users, the console
redefined the video game experience
by bringing back the simple and
entertaining concept that Sony and
Microsoft had forgotten about by
designing consoles focused on the
expectations of “professional” players.
Wii became a success and defined
a route in which the video game
experience was about fun and the
capacity to simulate the reality of
movement – not the visual reality. Its
new proposal for 2018 is the Nintendo
Labo; judge for yourself.
So, to be or not to be? Be a player that
invests hours in games and adopts
virtual identities? Or an occasional
player who enjoys the immediate
experience of movement?

Javier Barrera
Qualitative AGD Colombia
Kantar
Javier.Barrera@kantar.com

Shakespeare wrote Hamlet in around
1600 and today, 418 years later, a
concept he crafted seems to make
more sense than ever: To be or not to
be. Nowadays brands are or aren’t; they
endure a constant race to be the first
option that comes to mind in doubtful
or indecisive mental processes that
consumers face on a daily basis.
The problem is that we understand that
race as navigating between commodity
and luxury, between personalized
and massive, and we forget that a
brand’s growth lies in its capacity
to offer something beyond a better
performance than its competitors.
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Think about Nintendo. In 2006, the
manufacturer decided to distance
itself from the battle to achieve
hyper-real video games and, in
launching the Wii, created a product
with lower graphic standards than its
competitors.

The Nintendo example does not
only show us how much more there
is beyond the trend, beyond the
benchmark. It also renders visible the
challenge of understanding possible
realities in which our brands live.
Let’s think about mobile phones for
a minute. Sure, we live in the world of
communication. Now, let’s think for a
while about our own personal phone.
What applications do we have, what
solutions do we have, how often do
we use it to make calls?

Our phones are more than a
communication tool: they are
the family photo album, a vault
of memories, experiences and
emotions. We visit the bank through
an app, and the phone becomes the
tool that saves me from standing
in line for 30 minutes so that I can
share time with my friends or family.
They are the assistant that tells us
which route to take to avoid traffic;
they are even the retailer who
knows my preferences and delivers
everything I need to my doorstep.
If we think about this, we humans
are consumers of symbols.
Therefore, growth is a product
of understanding which territory
brands are playing in, beyond their
primary offer. Should a mobile
phone brand sell time in calls,
personal memories or security?
Should an airline sell routes and
punctuality, or should it live in a
world of solutions for anxiety?
Of course, there is no magic formula
for growth, but it is worthwhile to
stop and think: who is or who does
my buyer want to be, and how does
my brand play a role in their world
beyond the category’s basic offer?
The “Vegan Haircut” salon could
very well be a sign of excess, and
a product of our obsession with
personalizing everything. But it also
teaches us an important lesson: we
live in an age in which we literally
and metaphorically consume
brands.
Our challenge as creators of brands
is in deciphering what there is
beyond our primary service, turning
our business questions into multiple
problems and focusing ourselves –
why not? – on problems that might
seem to have little to do with us. It
might just be the case that we can
help our consumers to “be”.
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The Leap
from the
Mule to the Jet

Opportunity:
These ingrained
social behaviors make
the transition to
e-connectedness quite
likely; LatAm consumers
just need a nudge.
Transforming the consumer experience
will rely on leveraging deeply human,
social connections and deploying
technological advances to take the
experience to new heights.

Colombia is a country of contrasts. While some brands and industries – financial
services, telecom, and travel – are using technology to build connected
communities, other sectors – consumer packaged goods, B2B and pharma –
have been slow to embrace the connected consumer experience (CCX).

Our history and culture, however, show
that we have never shied away from
taking technological leaps. In Colombia,
our grandparents literally went from
mule-pack travel and commerce
through the Andes to flying overseas on
jetliners. It’s in our daily vernacular to
describe our adoption of technological
changes – skipping intermediate stages
such as train transport – as having taken
“a leap from the mule to the jet”.
Joan Villas
Group Director, Client Engagement
VML
Joan.Villas@vml.com
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Catalina Hernandez
Managing Director Creative, Colombia
VML
Catalina.Hernandez@vml.com

We are both collective and social by
heritage. From the Spanish conquest,
we inherited the grid layout of cities
centered around a town square. Visiting
the plaza mayor was a stimulating way of
being in the know. Today, that word-ofmouth culture is booming, multiplied
by social networks. Through Facebook
(58.6 percent penetration)1 and other
social networks, most Colombians learn
what is going on – and know everything
there is (and isn’t) to know.

For e-commerce, the cultural
groundwork already exists. LatAm has
a collective, not individualistic culture,
and the neighborhood convenience
store has traditionally delivered almost
everything we need.
In the US, the Sears catalog (first
published in 1888) gave rise to a
purchase-by-catalog culture. And this
historical backdrop paved the way for
the rapid adoption of e-commerce we
see today. Paradoxically, the legendary
retailer never embraced e-commerce
successfully.
Although LatAm consumers haven’t
adopted some innovations, we have
taken quantum leaps in others. We
skipped the desktop phase to embrace
mobile and smartphones (48.1 percent
penetration).2 More people of all ages
are use Google and YouTube search
every day. Even in lower-income
communities, people are sharing and
shopping via WhatsApp. Consumers are
leaping from mule to jet – even if we as
marketers fail to catch on immediately.

Kodak can provide a key learning for
marketers today: the iconic brand
overlooked that the market was
“taking the leap” from film to digital.
In the same way that we jumped
from mule to jet, building peopleconnectedness gives us the
opportunity to bring change to our
communities. More than focusing on
elevated, abstract causes, brands in
LatAm can excel by showing a greater
level of commitment to people.
Committing to more pragmatic goals,
such as creating better-informed, civicminded communities will help make a
difference to people’s development,
health and overall wellbeing.
We are ready to bridge the gap to the
connected consumer experience. As
a developing society we may have a
foot in the past, but we have another
foot in the future. Over centuries as a
plaza-centric people, we have become
a strong, social-networking culture.
The opportunity, and the mule, are set
and raring to go.

Sources
1. Dec. 2017. https://www.internetworldstats.com/south.htm
2. 2018 estimates.https://www.statista.com/statistics/
467750/forecast-of-smartphone-users-in-colombia/
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OVERVIEW

Resilient and
growing, but with
a foggy outlook
Despite a complicated relationship with its
neighbor the USA, two major earthquakes and
handful of tornadoes in 2017, the Mexican economy
still managed to grow. After achieving 2.4 percent
growth in 2017, the Mexican economy is forecast to
continue growing at rates above 2 percent in 2018.

A strong recovery in external trade led
to a vigorous rise in net exports. This
was thanks to accumulated currency
depreciation and strengthened US
industrial production.
Annual consumer price inflation peaked
in August at 6.7 percent following
the impact of domestic fuel price
hikes and the effects of accumulated
currency depreciation. This dampened
consumers’ purchasing power by
limiting real labor income growth;
but monetary policy has reduced the
inflationary index so far in 2018, with an
increase in interest rates from 3 percent
at the end of 2015 to around 7 percent
at the end of 2017. These high interest
rates should continue into 2018 in order
to ensure price stability.

NAFTA renegotiations are clouding
Mexico’s outlook and increasing
uncertainty levels about the future
of the trade agreement. Further
complicating this is the proximity
of the presidential elections in
Mexico (July 2018) and US mid-terms
(November 2018).
Moreover, limiting the flow of US
dollars into the Mexican economy
could have a huge impact on Mexicans
via gas prices, and on 43 percent of
all the food consumed by Mexican
households, which is now imported.

A Strategy for Brands
We have seen that even when sales
decrease, the impact on brand value
can be softened by strengthening
brand contribution. At the same
time, we have almost never seen
brand contribution grow at a time
when brands stop investing.
The message is clear: even when the
topline is struggling, building brands
and investing in them can pay off.

These types of scenarios are the new
normal. No more ducking our heads
while we await better conditions.
It’s under these conditions that new
businesses must thrive and plan ahead.
Continue investing in customer
satisfaction, retention, innovation and
brand differentiation.
The brands that do will live longer and
be stronger.

Direct investment and confidence will
degrade unless Mexico improves its
institutional structure, the functioning
of the rule of law, and pursues an anticorruption agenda.

An improved fiscal stance contributed
to a revision of the outlook on Mexico’s
sovereign credit rating from negative
to stable by two of the main credit
rating agencies.

Jorge Vargas
CEO Mexico Insights Division
Kantar
Jorge.Vargas@kantar.com

Structural reforms are starting to have
a positive impact on the economy.
Telecommunications reforms led prices
for mobile broadband services to fall
by up to 75 percent, and the number
of subscribers jumped by nearly
50 million between 2012 and 2016.
Energy reforms have boosted private
investment by nearly $80 billion.
Despite the resilience and growth of
the Mexican economy, there are still
some factors threatening to create
turbulence and cloud the road ahead:
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Brand
Value

1

2

PARENT COMPANY

Grupo Modelo, SAB de CV
Mexico City
INDUSTRY Beer
YEAR OF FOUNDATION 1925
WEBSITE www.corona.com
BRAND VALUE US $8,292 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

Corona’s strong Mexican heritage has allowed
it to reach beyond geographical frontiers; it is
currently sold in over 180 countries. Corona was
first launched in 1925; the same year its parent
company Grupo Modelo began operations. The
brand has a rich history of innovation, having
been able to tie itself to Mexican culture through
sim-ple, yet iconic communications. It has created
strong brand cues that relate it to relaxation and
music. The group’s most successful brand across
the globe, Corona is the best-selling Mexican
beer in the world and the best-selling import beer
in almost 50 of the markets in which it is present.

With 24 years of experience, coverage in more
than 200 thousand towns and a community of
more than 70 million users, Telcel is the leading
wireless telecommunications company in
Mexico.

3

4

PARENT COMPANY

Walmart de México, SAB de CV
Mexico City
INDUSTRY Retail
YEAR OF FOUNDATION 1958
WEBSITE www.bodegaaurrera.com.mx
BRAND VALUE US $3,757 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

Bodega Aurrera is a chain of supermarkets in
Mexico, created for the lower-income sector of
the population. Its offer focuses on low prices,
embodied in its brand cue “Mamá Lucha”, a
masked luchadora (fighter) who battles high
prices and is constantly struggling to make it to
the end of the month. Bodega Aurrera is one
of the fastest-growing business unit of Walmart
de México, partly because of its ability to create
more flexible store formats, such as Mi Bodega
in small cities, and Bodega Aurrera Express. This
latter format has a unique price-convenience
offer that brings high-turnover lines to urban
locations that other retailers, using bigger store
formats, find more difficult to reach.

Founded in 1925 under two sub brands,
Especial and Negra, Modelo was subsequently
relaunched as one of Grupo Modelo’s first
beers. Modelo has focused on developing
a strong portfolio that spans different beer
types and can catch consumers with premium
offerings through strong positioning cues.
Modelo is particularly effective in its use of
innovative and differentiated packaging, and
emotionally charged campaigns that convey
the premium quality and uniqueness of the
products they promote.

América Móvil, SAB de CV
Mexico City
INDUSTRY Communications Providers
YEAR OF FOUNDATION 1989
WEBSITE www.telcel.com
BRAND VALUE US $6,048 million

Telcel is part of the América Móvil group, the
largest provider of cellular communication
in Latin America and third in the world. It has
more than 328 million customers and is present
in 18 countries in the Americas.

Total Value of Mexican Brands

US $52.8 BILLION
Brand Value Change 2017 – 2018

+4%
Source: BrandZ™/Kantar

Key Facts
Capital City

Ciudad de Mexico

Currency

Mexican Peso

Area

1.96 million km2

Population (THOUSAND)

127,878 (2017)

Population growth rate (ANNUAL)

1.3% (2015–2020)

Life expectancy

77 years (2015-2020)

Literacy rate of 15-24 year-olds

98.9% (2015)

Unemployment rate

4% (2015)
4.3% (2016)
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Grupo Modelo, SAB de CV
Mexico City
INDUSTRY Beer
YEAR OF FOUNDATION 1925
WEBSITE www.gmodelo.mx
BRAND VALUE US $3,621 million

ANNUAL GDP AT CURRENT PRICES
Total at current prices

US $1,142 trillion (2017)

GDP per capita

US $9,249 (2017)

Growth rate

2.15% (2017)

Country’s share in regional GDP 19% (2016)
Net foreign direct investment

US $22.1 billion (2015)
US $27.8 billion (2016)

Sources: CEPAL, Comisión Económica ONU
CEPALSTAT – Database and Statistical Publications
Financial Times Latin America & Caribbean
World Bank
Unesco
The Statistics Portal
International Monetary Fund

137

Mexico

TOP 50 MOST VALUABLE LATIN AMERICAN BRANDS 2018

BRAND PROFILES

5

6

9

10

PARENT COMPANY

Grupo Televisa, SAB
Mexico City
INDUSTRY Communication Providers
YEAR OF FOUNDATION 1930
WEBSITE www.televisa.com
BRAND VALUE US $3,244 million

PARENT COMPANY

América Móvil, SAB de CV
Mexico City
INDUSTRY Communications Providers
YEAR OF FOUNDATION 1947
WEBSITE www.telmex.com
BRAND VALUE US $2,740 million

PARENT COMPANY

HEADQUARTERS

Cemex, SAB de CV
Monterrey
INDUSTRY Cement
YEAR OF FOUNDATION 1906
WEBSITE www.cemex.com
BRAND VALUE US $2,353 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Founded in 1930, Televisa is the largest
communications company in the Spanishspeaking world, and one of the most important
players in the global entertainment business.
Televisa operates four broadcasters in Mexico,
produces, distributes and exports content to
the American market through Univision – the
leading Spanish-speaking media company in
the US – and to more than 50 countries through
other media partners. Televisa also publishes
and distributes magazines and films, and owns
radio broadcasters around the country.

Telmex is the market leader in landline phone
services, providing services nation-wide. Telmex
is owned by Teléfonos de México, a company
created in 1947, nationalized in 1972 and reprivatized in 1990. At that point, over 32 billion
pesos were invested to set up a wide fiberoptic
network, connecting people nationwide and to
39 other countries through submarine cable. In
2010, América Móvil purchased 59.5 percent of
Telmex shares.

Cemex is a leader in the production and
marketing of concrete, cement and other building
materials. Cemex is a well-known name not only
in Mexico, where it has over 100 years of history,
but also in the rest of the world. It was a local
brand that became global, and has been involved
in in projects around the world including tunnels
in America, highways in Asia, and social housing
in South America. As a company, it is making
efforts to become a more agile competitor
capable of meeting the growing demand for
housing and infrastructure all over the world
during the next few decades.

El Puerto de Liverpool S.A.B. de C.V., commonly
known as Liverpool, is a mid-to-high-end retailer
which operates the largest chain of department
stores in Mexico, with 17 shopping malls. It has
89 stores run under the Liverpool name, 38 stores
under the Fábricas de Francia name, six Duty
Free stores, and 27 specialized boutiques. Its
aim is to have people perceive the brand as an
integral part of their lives. In order to get closer to
consumers, it has expanded to cover a huge area
of Mexican territory, innovating with store formats
that coexist with shopping centers and malls. This
is because Liverpool not only operates its stores,
but also controls their construction so that it can
create appealing formats. Its income also comes
from the lease of premises, and from loans to
consumers.

7

8

11

12

PARENT COMPANY

Grupo Bimbo, SAB de CV
Mexico City
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1943
WEBSITE www.grupobimbo.com
BRAND VALUE US $2,666 million

PARENT COMPANY

Grupo Financiero Banorte, SAB de CV
Mexico City
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1947
WEBSITE www.banorte.com
BRAND VALUE US $2,515 million
HEADQUARTERS

PARENT COMPANY Cervecería Cuauhtémoc
Moctezuma, SA de CV (subsidiary of Heineken
International NV)
HEADQUARTERS Monterrey, Nuevo León
INDUSTRY Beer
YEAR OF FOUNDATION 1944
WEBSITE www.tecate.com.mx
BRAND VALUE US $1,838 million

PARENT COMPANY

HEADQUARTERS

Bimbo is a bakery brand dating back to 1943,
which has become a strong heritage brand
familiar to generations. Bimbo’s bakery products
are common features in the diet of many families
in Mexico. The image of the Bimbo bear and the
slogan “with love as always” are widely known by
consumers, and their products reach almost every
store in Mexico through an excellent distribution
network. Bimbo also has a significant presence
abroad as a result of the expansion of Grupo
Bimbo and its portfolio of over 10,000 products
to 32 countries.

Banorte is a brand that has become stronger
in recent years, reflecting its slogan “The
strong bank of Mexico”. Banorte is part of
Grupo Financiero Banorte, which successfully
completed mergers and acquisitions to
become the third-largest bank in the Mexican
financial system (based on the size of deposits
and credits). The bank started operations in
its current guise in 1947 but its origins stretch
back to 1899, when it operated under the name
Banco Mercantil del Norte.
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Tecate was founded in 1944 in the City of
Tecate, in the Mexican state of Baja California.
In 1954, Cervecería Cuauhtémoc Moctezuma,
a subsidiary of FEMSA (the largest Coca-Cola
bottling company worldwide) purchased it. The
brand is characterized by innovation in its product
presentation – it was the first company to use
cans for packaging beer in Mexico. In addition
to being an innovative brand, Tecate is a socially
responsible brand. Its campaign for a Mexico
without gender violence is a campaign that lays
the foundation for a new relationship with men,
with women and with Mexico.

El Puerto de Liverpool, SAB de CV
Mexico City
INDUSTRY Retail
YEAR OF FOUNDATION 1847
WEBSITE www.liverpool.com.mx
BRAND VALUE US $2,192 million

CM/Heineken
Monterrey, Nuevo León
INDUSTRY Beer
YEAR OF FOUNDATION 1899
WEBSITE www.sol.com.mx
BRAND VALUE US $1,228 million
HEADQUARTERS

“El Sol” was first launched in 1899 as a popular
beer for the working class. In 1912, the brand was
acquired by Cervecería Moctezuma and its name
became simply Sol. In 1980, the brand began a
successful expansion program, first in the United
Kingdom, then progressing to more than 50
countries in Latin America, Europe, Asia and the
Middle East. Its brand portfolio comprises several
sub-brands such as Sol, Sol Cero (the first nonalcoholic beer in Mexico), Sol Clamato (beer with
tomato juice) and Sol Limón (beer with lemon and
salt) and Sol Michelada (beer with a perfect mix of
sauces). Sol’s marketing activities have focused on
sponsoring Mexican soccer clubs since 1993, but
recently it has also ventured into music festivals.
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13

14

Grupo Salinas SA de CV
Mexico City
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 2002
WEBSITE www.bancoazteca.com.mx
BRAND VALUE US $1,167 million

PARENT COMPANY Banco Nacional de México,
SA de CV (subsidiary of Citigroup Inc.)
HEADQUARTERS Mexico City
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1884
WEBSITE www.banamex.com
BRAND VALUE US $1,165 million

PARENT COMPANY
HEADQUARTERS

The strength of Banco Azteca builds upon
almost 60 years of credit experience operating
under the name Grupo Elektra; the business
has an unparalleled debt-collection system,
and state-of-the-art technology that supports
solid management practices. With more than
5.2 million savings accounts, Banco Azteca
also offers consumer credit for goods (through
Credimax) and offers credit cards, personal
loans, as well as car loans and mortgages, among
other types of credit. Through Empresario Azteca
it also offers small business loans. Additionally,
Banco Azteca offers payroll systems, and as an
agent for Procampo, a government agricultural
financing program, the bank has reinforced its
presence in rural areas. Banco Azteca currently
operates through Grupo Salinas’ stores Elektra,
Salinas & Rocha and Bodega de Remates, which
together account for more than 3,762 direct
customer touchpoints. Recent
communications have targeted
the middle class with very
specific products, and there
is growing emphasis on
digital services.

Banamex is a long-standing Mexican bank that
was an early pioneer of online banking in Mexico.
Created in 1884 when Banco Nacional Mexicano
and Banco Mercantil Mexicano merged, it was
the first bank to issue banknotes in Mexico. In
1926 it became a financing entity, and established
the first branch of a Latin American bank in New
York. In 1982 it was nationalized by presidential
order, and remained so for nine years. In 2002 it
became a subsidiary of Citigroup, and that same
year the products and services of Citibank and
Banca Confía were merged. In recent years it
has launched products that have revolutionized
the market, such as Superservicio Banamex,
Tarjetahabiente Cumplido, Transfer Banamex,
Tarjeta Saldazo, Cuenta Básica Banamex and
Mi Cuenta Banamex. Citigroup has recently
unveiled plans to invest US $1 billion in its
Mexican business Banamex, and is rebranding as
Citibanamex. With this new investment, Citi will
equip its branches with smart banking technology
and expand operations in major Mexican cities,
including Guadalajara, Monterrey, and Mexico
City. The upgrading of technology platforms and
the development of solutions for key customer
segments, in addition to the installation of
hundreds of ATMs across the country, are the
biggest initiatives on Citigroup’s agenda.

15
PARENT COMPANY

16
Grupo Financiero Inbursa,

PARENT COMPANY

Fomento Económico Mexicano,

SAB de CV

SAB de CV

HEADQUARTERS

Mexico City
Financial Institutions
YEAR OF FOUNDATION 1992
WEBSITE www.inbursa.com
BRAND VALUE US $1,146 million

HEADQUARTERS

INDUSTRY

INDUSTRY

Banco Inbursa, previously known as Inversora
Bursátil, was formally created in 1992. It
was formed as a result of the government
authorizing the creation of new banks in order
to promote competition in the financial sector.
It is a subsidiary of Grupo Financiero Inbursa,
which was created in 1985. Other subsidiaries of
the group include Seguros Inbursa, purchased
in 1984 when it was known as Seguros México.
The company is owned by Mexican billionaire
Carlos Slim.

Oxxo is currently the largest chain store in Latin
America, with almost 13,000 stores serving over
9 million customers per day. Oxxo is owned by
FEMSA, the largest Coca-Cola bottling company
worldwide. It was founded in Monterrey in 1978,
with the purpose of promoting the products
manufactured by Cervecería Cuauhtémoc Moctezuma. In 1994 it was consolidated as a separate
unit, independent of the beer company. In 2009,
the brand was launched in Colombia. Oxxo as
a brand is focused on building the country’s
convenience store par excellence; not only does
it sell everyday products but it has expanded its
portfolio to services such as bus tickets and prepaid pay-as-you-go cellular phones. Oxxo has
entered the gas station business through OXXO
Gas, and the pharmaceutical industry with YZA
pharmacies, which has more than 550 outlets.

17

Monterrey, Nuevo León
Retail
YEAR OF FOUNDATION 1978
WEBSITE www.oxxo.com
BRAND VALUE US $1,010 million

Grupo Bimbo, SAB de CV
Mexico City
INDUSTRY Food
YEAR OF FOUNDATION 1954
WEBSITE www.marinela.com.mx
BRAND VALUE US $933 million
PARENT COMPANY
HEADQUARTERS

Baked goods brand Marinela lauched in 1954 with
a mission to bake fine cakes for every occasion.
It soon began producing convenient bakerystyle birthday cakes packed with matches to
light the candles. These were followed by slices
of cake and individual-sized cakes sold without
packaging, in paper baking cups. The nowfamous Ganisto cake was created by Marinela
as Mexico’s first industrially manufactured cake.
Gansito was so successful that when Bimbo
purchased Marinela, the latter maintained an
exclusive distribution arrangement for its bestselling product. In 1980 the brand expanded to
the United States, and in 1992 entered the South
American market.
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18

19

22

23

PARENT COMPANY

Gruma SAB de CV
Mexico City
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1949
WEBSITE www.gruma.com
BRAND VALUE US $882 million

PARENT COMPANY

Grupo Sanborns, SAB de CV
Mexico City
INDUSTRY Retail
YEAR OF FOUNDATION 1903
WEBSITE www.sanborns.com.mx
BRAND VALUE US $827 million

PARENT COMPANY

HEADQUARTERS

Grupo Aeroméxico, S.A.B. de C.V.
Mexico City
INDUSTRY Airlines
YEAR OF FOUNDATION 1934
WEBSITE www.aeromexico.com
BRAND VALUE US $544 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Gruma is a Mexican multinational corn flour and
tortillas business headquartered in Monterrey. Its
products are sold under brand names including
Mission (Misión in Mexico), Guerrero and Maseca.
The latter is Mexico’s leading corn flour brand
- the base ingredient for tortilla, one of the
country’s staple foods. The brand was launched
following Gruma’s opeing of the first nixtamal
(processed corn) flour facility in the world, in
1949. Beyond its home territory, Maseca is also
an important player in the European, African and
Middle Eastern corn grits markets. The brand
has been built upon establishing a reputation for
superior quality, and the omnipresence of the
tortilla across the nation.

Sanborns has grown from a single pharmacy
into a large department store chain. Sanborns
offers on-premise food services and retail space
that includes a wide variety of departments
such as jewelry, bakery, books, electronics, and
pharmacy. Founded in 1903 as a small pharmacy,
the format first expanded by adding a soda
fountain, in 1918. It opened its first branch (La
Casa de los Azulejos – a building that became
a tourist attraction in Mexico City because of its
architecture) in 1919. It was acquired in 1985 by
Grupo Carso, and in 1999 Grupo Sanborns was
created, connecting Sanborns to brands such as
Sears, iShop and Mix Up.

Aeromexico has been flying for 82 years, regularly
launching new routes with a renovated and
modern fleet. Considered the best airline in
Mexico by Global Traveler, Aeromexico lets
travelers personalize their travel experience by
selecting from a range of fares: Basic, Classic,
Flexible, AM Plus, Comfort and Premier. To
give the best traveling experience, Aeromexico
connects fliers with the best local experiences
through its Curio app. Always looking to
differentiate themselves, their advertising focuses
on challenging prejudices about the destinations
to which it flies.

Soriana is a department store retail chain
headquartered in Monterrey, Mexico. The
company is 100% capitalized in Mexico and
has been publicly traded on the Mexican stock
exchange, since 1987.

20

21

24

PARENT COMPANY

Grupo Modelo, SAB de CV
Mexico City
INDUSTRY Beer
YEAR OF FOUNDATION 1935
WEBSITE www.gmodelo.mx
BRAND VALUE US $607 million

PARENT COMPANY

Grupo Elektra, SAB de CV
Mexico City
INDUSTRY Retail
YEAR OF FOUNDATION 1950
WEBSITE www.elektra.com.mx
BRAND VALUE US $552 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Victoria beer was first produced in 1865 by
Compañía Cervecera Toluca y México, which was
purchased in 1935 by Grupo Modelo. This Viennastyle beer is the longest-standing product in the
Grupo Modelo portfolio. Particularly popular
in the regions of central and southern Mexico,
it has also been successfully exported to the
United States since 2010. Victoria has in recent
years redefined its target market; previously
considered a beer for the lower-middle class, its
communication efforts are now more focused on
young and middle-upper-class adults.

Grupo Elektra focuses on two businesses:
commercial and financial. Part of its commercial
business, Elektra provides world-class products
and services targeted at the lower end of the
socioeconomic pyramid. Products include
electronics, appliances, furniture, motorcycles,
mobile telephony, computing, and electronic
money transfers. Elektra is part of Grupo Elektra
S.A.B. of C.V., the leading specialized financial
and trade services company in Latin America, and
the largest provider of short-term non-bank loans
in the United States.

Produced since 1900 in Mazatlán, an important
port on the Mexican northwestern coast, Pacífico
is another beer brand in Grupo Modelo’s
portfolio. Pacífico is particularly popular in
Mexico’s northern states, where it has worked
at building a more friend-oriented and relaxed
brand image, using campaigns that focus heavily
on its distinctive taste and freshness.
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Organización Soriana, SAB de CV
Monterrey, Nuevo León
INDUSTRY Retail
YEAR OF FOUNDATION 1905
WEBSITE www.soriana.com
BRAND VALUE US $527 million

It currently has over 650 stores divided into seven
formats: Soriana Híper Plus, Soriana Híper, Mega
Soriana, Soriana Súper, Mercado Soriana, Bodega
Soriana, Soriana Express, a membership club City
Club and the Super City convenience store chain.
In 2007, leasing rights were purchased from
Gigante for over 200 stores. In early 2015, they
agreed to purchase 160 stores from competitor
Comercial Mexicana.

Grupo Modelo, SAB de CV
Mexico City
INDUSTRY Beer
YEAR OF FOUNDATION 1925
WEBSITE www.gmodelo.mx
BRAND VALUE US $521 million
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25

26

29

PARENT COMPANY

Grupo Modelo, SAB de CV
Mexico City
INDUSTRY Beer
YEAR OF FOUNDATION 1925
WEBSITE www.gmodelo.mx
BRAND VALUE US $519 million

PARENT COMPANY

Walmart de México, SAB de CV
Mexico City
INDUSTRY Retail
YEAR OF FOUNDATION 1965
WEBSITE www.superama.com.mx
BRAND VALUE US $454 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Another beer brand from Grupo Modelo, León
positions itself as a young alternative to more
“adult” and established brands. From its origins
in Yucatan, León has expanded and gained
significant market share elsewhere in the country.
It has leveraged its positioning by associating
itself with young and urban cultures, especially
through music and music festivals. This is part
of an important trend in the market; brands
have been pushed to participate in ever-morecomplex branded environments and experienceled marketing efforts.

Superama is the premium grocery store format
of Walmart de México, focused on offering
quality, convenience and service to consumers.
Superama leverages the medium size of its
premises to enable it to operate from locations
close to urban consumers, offering a carefully
selected range of products. Superama is seen as
an innovator; it was an early mover in the launch
of a mobile app and e-commerce offering.

One of the many beer brands owned by Grupo
Modelo, Montejo was established in 1900 in
Mérida, Yucatan. Montejo is an authentic Mexican
beer that was named for the founding father of
the city of Mérida, Don Francisco de Montejo.
The product was originally a dark Vienna lager
before it became a Czech-style Pilsner. Today,
it has a light golden color and is renowned for
its crisp, refreshing finish. Montejo has never
been brewed outside Mexico but the brand was
recently launched in the United States.

27

28

30

PARENT COMPANY

Bachoco
Guanajuato
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1952
WEBSITE www.bachoco.com.mx
BRAND VALUE US $416 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

Grupo Bimbo, SAB de CV
Mexico City
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1971
WEBSITE www.tiarosa.com.mx
BRAND VALUE US$413 million

PARENT COMPANY Concesionaria Vuela Compañía
de Aviación, S.A.P.I. de C.V.
HEADQUARTERS Mexico City
INDUSTRY Airlines
YEAR OF FOUNDATION 2003
WEBSITE www.volaris.com
BRAND VALUE US $339 million

Bachoco is the main producer of chicken in
Mexico and the second-biggest producer
of eggs. It is also active in exploring growth
opportunities in related value-added products,
such as ready-to-cook items, seasonings and
marinated products. The brand is a prominent
and well-known advertiser in Mexico, using local
references in creative ways that have proved
popular with consumers.

Tía Rosa is one of Grupo Bimbo’s key brands. It
specializes in iconic products such as Tortillinas
Tía Rosa. Founded in 1971, this brand generates
relevance through a promise built around the
taste of homemade products. Tía Rosa marked a
milestone in Mexico’s food industry when in 1976
it installed the first wheat flour tortilla-making
machine. The brand is known for reinterpreting
recipes from the country’s rich baking tradition,
such as Cuernitos, Doraditas and Orejas, and
putting its own particular stamp on them. This,
together with a strong distribution network,
has made Tía Rosa one of the key players in the
landscape of Mexican food.

144

Grupo Modelo, SAB de CV
Mexico City
INDUSTRY Beer
YEAR OF FOUNDATION 1900
WEBSITE www.montejo.com
BRAND VALUE US $348 million

Volaris is an ultra-low-cost airline committed
to arrive on time to your destination, offering
flights in and out of Mexico, the United States,
Guatemala, Costa Rica and Puerto Rico. Volaris
offers cheap plane tickets, good quality service
and a vast choice of products. It was formed in
2003 when Discovery Americas and Columbia
Equity Partners investment funds joined forces
with TACA Airlines to integrate a new Mexican
airline that would offer the opportunity of air
travel to more Mexicans. Volaris has the youngest
aircraft fleet in Mexico, with an average age of
four years; the fleet includes 68 Airbus used for
flights to Mexico and the United States. It is listed
on the Mexican Stock Exchange and the New
York Stock Exchange.
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THOUGHT LEADERSHIP

Finding
Growth
Beyond The
Comfort
Zone
Our latest BrandZ™ ranking report shows
a few brands leading the way in terms of
brand value increase (such as Corona, Telcel
and Citibanamex). Others have struggled to
maintain a strong position amongst the most
valuable Mexican brands (Televisa or Liverpool,
for instance, losing significant momentum
after previous years of growth). Along with
learnings from new entrants (Elektra, Bachoco),
new insights are emerging that help brands
better equip themselves to learn from the
present and build for the future.

Oliver Pacht
Managing Director
Kantar Consulting Mexico,
Central America and the Caribbean
Head of Brand and Marketing,
Hispanic Latam
Oliver.Pacht@kantarconsulting.com

Technology continues to play an integral
role in developing more meaningful,
relevant and differentiating customer
connections, whilst continuing to drive
and evolve a revolution in Mexico and
Latam overall, directly influencing the
way customers stay in touch, engage
and interact with brands. Slowly,
though. There is still much work ahead
and many opportunities to pursue.
Mexico’s society still depends largely
on cash despite the various efforts
of financial institutions, retailers,
e-commerce players and telecom
providers (the latest being Samsung
Pay) to change the way consumers pay
for goods and services. Still, a very large
proportion of the population has no
access to banking services and relies on
cash, despite most young people using
smartphones as part of their everyday
social activities. Brands need to unlock
relevant, simplified yet highly effective
ways of securing this opportunity
beyond traditional shopper schemes.

driven perspective of Mexican
businesses needs to shift towards a
long-term, customer-centric vision. As
a consequence, companies that excel
at anticipating future trends and driving
customer preference will succeed, or
at least be much better positioned
for when disruptive competitors enter
Mexico, when there is economic turmoil,
or when corporate reputation issues
emerge. This underlines the importance
of continuing to invest in strengthening
a brand’s position in the market;
reinforcing customer preference and
loyalty helps a company to minimize
risk. Anticipation means finding
growth at the edges of businesses
and their core capabilities, disrupting
organizational structures and ensuring
big data turns into smart data and is
deployed across a company, with the
customer at the very heart of it.
The fact that food and retail brands
have been declining in value can be

analyzed with the following statement:
A retail-driven formula (channels,
formats, ranges, pricing, promotions)
will not be sustainable in the long term
when compared to shopper-driven
strategies (simplicity, convenience,
predictive, seamless). Think more
about experiences rather than productrelated, commercially driven strategies
to conquer customers’ hearts, their
loyalty and their pockets.
Lastly, we can also identify the need
for stronger transparency, authenticity
and trustworthy communications,
and for collaborative interactions and
meaningful relationships between
brands and customers. Action –
tangible proof of companies’ value
propositions or promises – need to
follow the talk. Be it, do it, say it, is a
mantra very few Mexican companies
follow. The reward justifies the
investment in developing customercentric organizations.

This year’s BrandZ™ Top 30 Most
Valuable Mexican Brands shows how
testing these times are. In order to
anticipate how best to create and
increase value, we cannot ignore the
fact we live in a new era of consumption.
Demand has shifted but it has not
disappeared. Growth can no longer be
assumed, yet there are more, not fewer,
opportunities to build breakout brands
and create new lines of business.
In this world of shifting demand, the
growth models of the past are no
longer sufficient. Future growth exists,
but beyond the comfort zone of most
organizations; it is more granular, more
difficult, and more opportunistic. It is
time to rewrite the rules of demand – on
how it is both generated and converted.

In fact, BrandZ™ shows how brands
need to go beyond their comfort zone.
The usual short-term, commercially
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BrandZ™ Top 30 Most Valuable Mexican Brands 2018
#

Brand

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

8,292

7,647

8%

Brand
Contribution
Index

5

Beer
6,048

4,598

32%

4

Communication Providers
3,757

3,593

5%

2

Retail
3,621

3,316

9%

5

Beer
3,244

4,035

-20%

3

Communication Providers
2,740

2,136

28%

2

Communication Providers
2,666

2,990

-11%

4

Food & Dairy
2,515

2,139

18%

3

Financial Institutions
2,353

2,294

3%

2

Cement
2,192

3,269

-33%

3

Retail
1,838

1,568

17%

4

Beer
1,228

1,047

17%

4

Beer
1,167

611

91%

3

Financial Institutions
1,165

822

42%

2

Financial Institutions
1,146

990

16%

Financial Institutions

2

#

16
17
18
19
20
21
22
23
24
25
26
27
28
29
30

Brand

Brand Value
(US$ millions)

Brand
Value
Change

Brand
Contribution
Index

2018

2017

1,010

1,073

-6%

2

1,044

-11%

2

-16%

4

907

-9%

3

594

2%

5

-

NEW

3

670

-19%

3

612

-14%

3

510

2%

5

-

NEW

5

Retail
933

Food & Dairy
882

1,051

Food & Dairy
827
Retail
607
Beer
552

Brand Building
in a Digital
Ecosystem:
Simple or
Complex?

Retail
544
Airlines
527

How easy it used to be to
buy media! Or at least it
seemed so.

Retail
521
Beer
519
Beer
454

Charly Suarez

511

-11%

3

-

NEW

3

Retail
416

Food & Dairy
413

462

-11%

2

341

2%

3

575

-41%

3

Food & Dairy
348
Beer
339
Airlines

Client Service Director
Mindshare México
Charly.Suarez@mindshareworld.com

We liked to think that the current digital
ecosystem was ushering in an age of
industry simplification, where, in theory,
it would become increasingly simple
to build a media plan working with the
titans of the industry, Google, Facebook
and Amazon, and a group of DSPs
sweeping oceans of data to feed our
DMPs (that’s demand-side platforms
and data management platforms).
The reality is that the digital media
world is an industry that complicates
itself every time it seems about to be
simplified. Just when we thought we
could measure and control almost all
the variables influencing brand ROI,
we found issues that led the industry
into discussions on viewability and,
later, brand safety. Today, in a world in
which it is easier than ever before to
buy media, we encounter increasingly
complex challenges, like how to figure
out how much invalid traffic actually
exists and, more complex still, how to
control it. Simplification and complexity
go hand-in-hand.

Complex Simplification
We see are now seeing the arrival of a
new kind of “complex simplification”.
If we could remove all fraud from
the media-buying equation, digital
media performance would grow
exponentially, because we would only
be buying real impressions. Today
the buzz is around solutions like ads.
txt that work on the promise of being
more trusted marketplaces, whereas
we are really still just talking about the
need to secure real users on real sites.
In an effort to move toward more
trusted marketplaces, we are
also hearing conversations about
cryptocurrency technologies, like
blockchain, where user transactions
and other data are encrypted and
not susceptible to manipulation
or modification. Theoretically,
this encryption facilitates direct
communication between marketers
and consumers. Imagine the changes
that this simplifying technology could
have on the digital relationships
between people and brands,
without the need for aggregating
intermediaries or third-party analysts.
And how do these changes affect
the relationship between marketers,
agencies and consumers?

So, what does this have
to do with Latin America?
How vital is it for brands to engage in
discussions like this in Latin America?
The answer is: “very”. If a brand
marketer isn’t talking about these
topics yet, he or she is neglecting
the care of their brand and its future
relationships with consumers. These
concerns have sped across the globe,
and they are already relevant here.
Simplification in our industry is
synonymous with easy access to
consumers, greater control of
information and the ability to add
depth to our data analyses. However,
rather than just simplifying a media
strategy or plan, technology also adds
transparency and the capability for
us to transform media conversations
into dialogues about business
values and shared results. And those
conversations will support brand
growth in Latin America.

Source: BrandZ™ / Kantar (including data from Bloomberg)
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Brands must
stand for something
in order to speak
to consumers
Tommie Smith and John Carlos, gold medal
winners in the 1968 Olympic Games, made sports
history when they lifted their black-gloved fists in
protest during the medal ceremony.

Their action led to social censure and
ending their lives in low-paying jobs, but
it was also the starting point for athletes
to think more about their commercial
image and income than putting
forth their personal beliefs on social,
environmental or political situations.
The reality for athletes is nothing more
than a reflection of how brands have
behaved for many years. Brands’ most
common position on controversial
issues is to abstain or maintain a low
profile, to avoid affecting their sales.
Consumers, however, now expect
brands to take a position on the
situations that affect them. The digital
reality in which we live has turned them
into brand interlocutors, judges and
amplifiers. In other words, we went from
a unidirectional discourse to a brandconsumer conversation.

Alejandro Tanco
VP Client Management
Kantar Millward Brown
Alejandro.Tanco@kantarmillwardbrown.com
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For dialogue to take place, we must
assume a position; therefore, brands
must define the topics in which they
want to be present and to what extent,
and even anticipate the situations in
which consumers expect a response
from them. All of this must take
into account the manner in which
conversations happen on the internet,
which are characterized by:

• Short and humanized conversations
• Greater radicalization of positions
• Viral conversations
• The permanence of everything that’s
said and done
• A lack of leadership to guide the
conversation; hence, anyone can
intervene
Though this reality is complex, it
cannot be avoided, and silence
will be interpreted and judged by
consumers. A clear example of this
was the complaint made by Mexicans
to brands that failed to take action
or communicate about the 2017
earthquake.
We increasingly find examples of brands
taking a stand in different situations:
Tecate beer has used its
communications to send a strong
message on gender violence, and has
even talked about rejecting consumers
who engage in this behavior.

In the NFL, quarterback Colin
Kaepernick took a well-publicized
posture against racial injustice by
refusing to stand for the US national
anthem before games.
And more recently and painfully, in
relation to school massacres in the
United States, we have found that
brands such as Hertz, First National
Bank, United, Best Western and
others have begun withdrawing
from agreements with the National
Rifle Association.
It is important for brand
interventions to be authentic and
not have hidden agendas involving
drumming up sales. On the contrary,
the aim is to communicate a position
that builds upon each brand’s values
and positioning. This tightens and
strengthens consumers’ emotional
connections and identification with
brand associations.

This helps build loyalty, trust, appeal
and even inspiration.
More than a conclusion, this is an
invitation to start a conversation as
to how brands should behave toward
a society where individuals have
increasing power to have their opinions
heard – and expect a response from
their interlocutors. Brand humanization
demands a position and it is therefore
necessary to adapt to this new reality.
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Innovation as an
engine of growth
and value
There are two basic axes to which innovation
should contribute in any company.

Alexandro Herrera
VP Client Management
Kantar TNS
Alexandro.Herrera@kantartns.com
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The first one is usually more seductive
in the short term and speaks of
“Generating volume with Innovation”.
This can bring about relatively fast
results with renovation development
(Doing better innovation), and help
to attain growth in our businesses. In
Mexico, this is usually common practice.
The consumer likes to find a new size
of his favorite brand in the point of sale
that adapts better to his consumption
pattern or a new flavor that allows
him to take his brand to new times
of consumption. The key in all these
cases is called “incrementality”. If my
innovation is not going to generate
significant incremental volume, then
we are likely to remove that product
from our portfolio very quickly. Kantar
Worldpanel data has shown us that
in fast-moving consumer goods
categories, products with both high
volume and high incrementality have
more than twice as much chance of
staying on the market than those with
high volume but low incrementality.

Percent of products
remaining in market
after two years
Laundy Category

Savory Snacks Category

80%

80%

60%

60%

40%

40%

20%

20%

0%

0%

High Volume Medium Volume High Volume
High
High
Low
Incrementality Incrementality Incrementality

High Volume Medium Volume High Volume
High
High
Low
Incrementality Incrementality Incrementality

And on the other hand, this is the
strongest axis, which though not the
most popular in a highly competitive
context and pressure to reach our
financial results, if to a larger degree,
that can contribute to long-term
growth. This last one speaks of
“Creating value with Innovation”, which
means creating products that not only
give us short-term volume but would
also generate value for our brands and
contribute significantly to the long-term
growth of our businesses. BrandZ™
has shown us that brands perceived
as “innovators” increase in value more
quickly. Brands seen as being different,
creative and likely to shake things up
can not only gain volume but also give
their brands value. In an 11-year period
(2006-2016), brands widely perceived as
being innovators have increased their
value by 154 percent, while brands less
likely to be perceived as innovators have
only increased their value by 17 percent.

Creating value
with innovation

+154%

95 common brands valued in
both 2006 and 2016

Soft Drinks Category

Skin Care Category

80%

80%

60%

60%

40%

40%

20%

20%

0%

+64%

+17%

0%

High Volume Medium Volume High Volume
High
High
Low
Incrementality Incrementality Incrementality
Source: Kantar Worldpanel

High Volume Medium Volume High Volume
High
High
Low
Incrementality Incrementality Incrementality
Source: Kantar Worldpanel

Bottom Third
Innovation
Source: Kantar

Middle Third
Innovation

Top Third
Innovation

What we have to do with our innovation
plans seems clear, but the complicated
part is finding those spaces where
brands can create products that deliver
both volume and value.
It is a big challenge. Brands have never
before faced complexity levels like the
market has today, or at the speed at
which products and categories now
evolve. People are more demanding
now, and their needs are increasingly
more specific, which makes it difficult for
new and existing brands to identify real
opportunities for growth. The millions
of moments experienced every day are
multiple opportunities for brands, but
that large volume of moments can be
overwhelming. We should identify the
moments that seem ordinary but that
could be a great opportunity for our
brands. If we take a good look, it is very
likely that we find moments in which
two key forces unite. On the one hand,
there are people who are not able to
resolve their needs in the way they want
to, and on the other, the strengths of
a particular brand provide superiority
over its competitors at that time.
It would seem that the story should
start here. We should look for strong
moments of opportunity for my brand,
then think about innovation and
how to break down market inertia of
those specific moments in a creative,
innovative manner and then we should
be closer to that balance between
volume and value. Naturally, this is not
going to solve all the complications of
innovating in our beloved Mexico but
it will give us a good line of thinking
and inspiration for our innovation
developments to lead us to long-term
growth of our businesses.
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Brands need to
go back to basics
About the decrease
in value

One look at the 2018 BrandZ™ Mexico
shows us an interesting polarization:
powerful brands from previous years
have seen their value diminished today
(Televisa, Bimbo, Liverpool, Volaris), and
brands focused on more basic needs,
such as telecommunications and financial
services, have grown (Telcel, Telmex,
Banorte, Azteca). Why is that?

Many companies today focus on
creating emotional brands. They
invest a great portion of their budget
in generating feelings. The desire to
touch the heart of audiences is almost a
constant in campaign communications.
How is it, then, that a company striving
to be emotional loses value? There are
two main reasons:
1. Failure to connect feelings and
emotions to business basics.
2. Referring to people as consumers or
buyers instead of individuals.

About basic needs
Mexicans’ main concerns now are
the following (according to Kantar
Consulting Global Monitoring):
1. Strong concerns about the financial
situation

Sergio Olavarrieta Marin
Associate Director
Kantar Consulting
Sergio.Olavarrieta@kantarconsulting.com
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Four ways brands can grow their brand value this year
1. Articulating influence
architecture from a
functional standpoint
A brand’s influence capacity has four
stages: functional, emotional, lifechanging, and influential. Each one
builds upon the previous one; that is,
there is no emotional proposal without
a functional base. The challenge of
what is functional, as we see with
the BrandZ brands this year, stems
from differentiation from a brand’s
competitors. The closer a brand is to
resolving a basic need, the greater the
influence capacity.
We recommend that brands in Mexico
focus on the following consumer needs
of Mexicans, which Kantar Consulting
Global Monitor identifies as the most
pressing:
1. Having enough to retire (money,
property, peace of mind, etc.).

2. Mistrust in authority

2. Conquering the fear of lack of
security.

3. Preference for small, local brands

3. Creating the feeling of belonging.

All of those concerns can be explained
by what we call the “Healthy Recession”
trend. It means individuals are looking
for alternative options to the bestknown names – those that provide
them with a memorable experience.
There’s a constant search for economic
options that explore creativity. People
want brands that solve their basic needs
first, such as being in touch with others,
living a fun life, offering access to
opportunities, and that secondly deliver
on their promises.

4. Supporting the local economy.
5. Buying durable goods.
6. Having enough rest.
7. Getting away from the pressure we
put on ourselves.
8. Having time to have fun (cooking,
sports, movies).
9. Having a little escape from everyday
reality.

2. Focusing on benefits people
receive, not brand attributes
What brands offer is not what really
matters to people; what matters are the
benefits a brand provides. What’s the
difference between the two? Let’s give
an example:
• Offered attribute:
Delivery in less than 24 hours
• Perceived benefit:
Avoiding impediments to
someone’s daily plans

4. Delivering on a promise
The last and most important brand
influence challenge is to do what we
promised to do. The key, to anyone
building brands, is in being measured
on what is promised and ensuring that it
is done consistently.
We suggest brands go back to basics.
It is basic needs that are driving
individuals’ behavior today, and at the
same time providing opportunities for
business development and innovation.

This seems absurd, but the number of
brands that base their communication
on their offering’s attributes are in the
majority. Let us remember that today
people have unprecedented power.
This makes it essential that we focus on
the impact our brands have on them.

3. Thinking about a healthy
recession
Current financial conditions in Mexico
are far from desirable, but people
haven’t lost their optimism. Today, we
speak of “low-cost premiumization”,
which in addition to being accessible
provides hope, inspiration and fun. Take
as one clear example, foreign fastfashion brands (Zara, H&M, Bershka),
which offer opportunities to build a
modern identity at a more accessible
cost relative to high-end couture
brands. As one shopper said: “It means
bringing fashion into my life".
Let us remember that this is not about
reducing options, but rather making
something valuable more accessible.
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The relevance
of integrated
marketing in
public relations
Marketing, communication and public relations, disciplines that have
existed separately since almost the beginning of time despite their
overlaps. Now, they seem to co-exist more closely than at any other time.

Patricia Ramírez
General Manager
Burson Cohn & Wolfe
Patricia.Ramirez@cohnwolfe.com.mx
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Nowadays, part of business success
comes from focusing not just on selling,
but on generating an entire experience
around the process of buying and
consuming a brand.

services have integrated marketing
communication as the strategic axis of
communication campaigns whose main
purpose is to strengthen the visibility of
brands.

A task that is not as simple as it might
seem, especially if we consider that the
brands are facing a highly competitive
market, while looking to ensure an
adequate delivery of the message,
aiming to connect with their consumers
through a wide range of communication
experiences.

Traditional PR is a relic of the past. It’s
only those agencies that truly offer a
complete brand experience through
integrated marketing communication
that allows a brand to live in customers’
minds and build a deeper emotional
connection.

And it’s precisely this context that has
fueled PR agencies to move forward,
to “go beyond”. They are evolving
and innovating, immersing brands
in consumers’ lives, hitting the right
audience exactly in the right spot,
with the most engaging ideas. Their

Brands are looking for numerous
benefits by increasing brand loyalty,
cultivating consumer relationships and
boosting profits by increasing sales.
And best of all is that consumers are
ready to embrace it! When agencies
develop campaigns that use integrated
marketing communication, they are

more effective. These campaigns
carefully blend a range of marketing
tools such as advertising, public
relations, offline branding and social
media, influencer marketing, Google
ads, and digital search engine
optimization to reinforce the message
and inspire consumers to take action.

The Benefits
Changes in business models,
technological innovation and
consumers, have led organizations to
move forward and drive an integrated
marketing approach that improves their
relationship with the audience, based
on a strong core proposition.
The customer's journey is more
connected than ever, and brands seek
to inspire consumers through messages
that reach the right people, with the
right message, at the right time. Public
relations agencies can use a vast range
of approaches, from media buys to PR
activities, loyalty clubs, social media
and direct marketing, to create stronger
campaigns.
The most interesting development is an
effort to go beyond integration of paid,

earned, shared and owned channels
in order to create an “immersive
brand experience”. However, the main
reason why integrated marketing
deserves more attention is the growing
importance of the customer experience,
the focal point of all optimization
efforts.
Consistency of message across different
channels will lead to better results
and a better return on investment.
Integrated marketing campaigns help
by optimizing the spend, whether online
or offline, and for this reason, brands
should consider aligning all their efforts
to generate a powerful message and
connect with consumers.

What’s the Goal?

agencies to influence decision making
by creating a seamless, consistent
customer experience. PR agencies will
continue looking to expand their skills
to achieve marketing objectives, and to
do so effectively and efficiently. Firstly,
this will take team work by different
departments and agencies; secondly, it
will be vital to plan and monitor different
messages; and thirdly, communication is
actually dialogue between the company
and the consumer.
An integrated marketing strategy
merges offline and online to create a
strong, unique customer experience. It’s
therefore essential that public relations
agencies have an understanding of all
three.
When brands and consumers
understand each other, the result is
greater brand awareness, engagement
and loyalty. Clear communication
and effective collaboration help
brands become better prepared and
empowered to deliver on their brand
promise.

Integrated marketing is the
strategic fusion and coordination of
communication tools in marketing
campaigns. The goal here is for
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Brands under
scrutiny, but
sharing hope

Inca Kola, which retakes fifth position,
has done so by retaining pride in its
Peruvian roots, and by finding new ways
of approaching consumers, including
the young. Inca Kola’s digital strategy
aimed not just to make it the country’s
most followed brand, but the brand
that a majority of Peruvians followed.
Likewise, its packaging strategy,
involving a redesign featuring the
most frequently used Peruvian words,
reconnected the brand with one of the
most important parts of Peruvian life:
food.

Cemento Sol, in turn, is still on the road
toward building a valuable brand in an
unexpected category. Last year, it kept
building connections with its users by
speaking of highly emotional subjects
far beyond the product’s characteristics.
This gave Peruvians peace of mind from
living in a home built with this concrete.
It is clear that 2017 was a year of sorrow
for Peru, but it was also a year that
brought back hope. It marked the
beginning of a special year for Peru
because of the country’s long-awaited

return to the World Cup finals. The
hearts of Peruvians will surely be open
to receive the brands that consistently,
year after year, have maintained a
connection with their roots and kept
believing that the impossible dream is
possible.
To the brands that have worked to build
significantly different positioning, this is
the year to amplify their message and
raise their voice to mark an historic year.

The year 2017 was memorable for harsh events such as mudslides and
floods (Huaicos), but also for an avalanche of consumer criticism directed
at some of the country’s most emblematic brands.

The thing is, consumers are becoming
increasingly critical of the products
they consume, and want to be better
informed about what goes into them
and the public policies surrounding the
products that affect their lives.

Catalina Bonnet
MD Peru, Insights Division
Kantar
Catalina.Bonnet@kantar.com
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However, even in light of this period
of scrutiny, some of Peru’s most iconic
brands have being able to recover their
consumers’ trust, thanks to the strong
relationship they have built up over
many years.
Brands such as D’onofrio, Gloria and
Sublime, newcomers to Peru’s ranking
this year, are precisely the kind of brands
that have remained present in people’s
homes thanks to a strong emotional
connection. They have been able to
develop consumer habits that have
remained anchored to Peruvian culture
to this day, such as Panettone, drinking
evaporated milk, or sharing chocolate.

When we analyze the value of these
brands, we can see the extent to which
this shared history counts heavily for
Peruvians.
It does not mean they are willing to
forgive everything, but it does mean
that these brands are part of their
families and, like all family problems, it is
dealt with internally, by talking about it
and making it transparent.
In the ranking, however, we still see the
unarguable leadership of beer brands.
Cristal and Pilsen remain the two most
valuable brands in the country, and
this dominance reflects the role these
two brands have played in the hearts
of Peruvians and their celebration
traditions.
Now, among the Top 10 there are two
brands that are remarkable for their
significant growth this past year.
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Brand Value
Total Value of Peruvian Brands

US $8.4 BILLION
Brand Value Change 2017 – 2018

+12%
Source: BrandZ™ / Kantar

Key Facts
Capital City

Lima

Currency

New Sol

Area

1.29 million km2

Population (THOUSAND)

32,167 (2017)

Population growth rate (ANNUAL)

1.2% (2015–2020)

Life expectancy

75 years (2015-2020)

Literacy rate of 15-24 year-olds

98.9% (2015)

Unemployment rate

6.5% (2015)
5.4% (2016)
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ANNUAL GDP AT CURRENT PRICES
Total at current prices

US $210 billion (2017)

GDP per capita

US $6,598 (2017)

Growth rate

2.67% (2017)

Country’s share in regional GDP 3.4% (2016)
Net foreign direct investment

US $6.8 billion (2015)
US $6.6 billion (2016)

Sources: CEPAL, Comisión Económica ONU
CEPALSTAT – Database and Statistical Publications
Financial Times Latin America & Caribbean
World Bank
Unesco
The Statistics Portal
International Monetary Fund

1

2

PARENT COMPANY UCP Backus & Johnston
(subsidiary of ABInBev)
HEADQUARTERS Lima
INDUSTRY Beer
YEAR OF FOUNDATION c.1920
WEBSITE www.cristal.com.pe
BRAND VALUE US $1,440 million

PARENT COMPANY UCP Backus & Johnston
(subsidiary of ABInBev)
HEADQUARTERS Lima
INDUSTRY Beer
YEAR OF FOUNDATION 1863
WEBSITE www.pilsencallao.com.pe
BRAND VALUE US $1,075 million

Cristal is the leading beer in the Peruvian market.
It has a presence throughout Peru and is seen
as the benchmark in the category, calling itself a
"Proud Ambassador of the Peru Brand". Cristal
is promoted as the Peruvian beer that is always
present at celebrations, and the beer that unites
Peruvians. With values such as unity, harmony
and collectivism, its communications based on a
“neighborhood” creative platform have helped
the brand to increase its relevance and affinity with
consumers, building strong associations related
to Cristal’s brand purpose. Cristal is produced
by the largest beer company in Peru, Backus,
which produces the majority of the country’s most
popular beers: Cristal, Pilsen Callao, Cusqueña,
Pilsen Trujillo, Barena, Arequipeña and San Juan.
UCP Backus & Johnston is a subsidiary of ABInBev,
one of the largest brewing groups in the world.

Created in 1863, Pilsen Callao was the first beer
produced in Peru. Pilsen Callao is known for its
traditional flavor, and its positioning is based on
“the flavor of true friendship”. It is a brand that
has been very consistent with its communication,
using the friendship message in all advertising,
promotions ad activities. The brand has been
able to created strong associations with specific
days or moments that are part of the daily life
of the Peruvian; the brand makes it feel almost
impossible to celebrate with your friends without
Pilsen Callao.

3

4

PARENT COMPANY

BCP
Lima
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1889
WEBSITE www.viabcp.com
BRAND VALUE US $1,067 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

BCP is a financial institution that began operating
in Peru in 1889 under the name Banco Italiano.
It became Banco de Crédito Peru in 1942. The
bank has a widespread network across the whole
country. The brand has strong associations with
tradition, strength and expertise – important
characteristics in the financial category. In fact,
according to Kantar Millward Brown’s CharacterZ
brand profiling, BCP is perceived as a “King”,
in common with some of the most valuable
global banking brands. The bank has recently
been focusing on digital transformation, using
technology and innovation to improve the
consumer experience.

One of the largest financial institutions in Peru,
Banco Internacional del Peru (Interbank) has
a growing portfolio of services. These include
personal credit, vehicle loans, mortgages,
deposits, trade credits and retail banking
services. Interbank aims to accompany Peruvians
as they work to achieve their dreams, improving
people's quality of life. The brand promises
dependable, fast and friendly service, based on
the slogan “Time is worth more than money”. Key
to this vision is encouraging customers to save so
they can fulfil their dreams.

Grupo Interbank
Lima
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1897
WEBSITE www.interbank.com.pe
BRAND VALUE US $1,045 million
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5

®

Corporación Lindley
Lima
INDUSTRY Soft Drinks
YEAR OF FOUNDATION 1935
WEBSITE www.incakola.com.pe
BRAND VALUE US $688 million
PARENT COMPANY
HEADQUARTERS

Inca Kola is the best-selling soft drink in Peru.
Launched in Lima in 1935, it has a characteristic
yellow-gold color. In a country famous for its
gastronomy, this drink is considered to be a good
accompaniment to the nation’s traditional cuisine,
which focuses on spices and strong flavors.
In 1996, the Coca-Cola company acquired 49
percent of the brand.

6

9

10

PARENT COMPANY UCP Backus & Johnston
(subsidiary of ABInBev)
HEADQUARTERS Lima
INDUSTRY Beer
YEAR OF FOUNDATION 1909
WEBSITE www.cusquena.com.pe
BRAND VALUE US $622 million

PARENT COMPANY

Interbank Group
Lima
INDUSTRY Shopping Centers
YEAR OF FOUNDATION 2005
WEBSITE www.realplaza.pe
BRAND VALUE US $308 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

Real Plaza is a chain of shopping malls. It is based
in Lima but has a presence in many other cities in
Peru. Launched in 2005, Real Plaza is the largest
shopping mall chain in Peru and in recent years
its strategy has centered on expansion. Currently
its vision is more focused on consolidation in
order to generate more traffic and increase sales
per square meter. In the past year, Real Plaza has
been the fastest-growing Peruvian Brand in the
BrandZ™ ranking. Real Plaza is part of lnterbank
Group (a corporate group present in many sectors
including finance, retail, services and industry).

Cemento Sol is the market-leading cement
brand in Peru and UNACEM’s best-selling
building product. Backed by more than 40 years
of experience, it is the best-known brand in
the category and is viewed as highly reliable.
Cemento Sol is used by professional builders
and self-builders across Peru. Despite the
slowdown of the construction sector in the
country, Cemento Sol has managed to maintain
its leadership and increase its brand value,
promoting its dependability and quality.

Cusqueña is a premium beer brand and the
winner of many international industry awards. The
brand was launched in 1909 and is now exported
to countries across the Americas, Europe and
Asia. The beer is produced in four different
varieties: Rubia, Negra, Trigo and Red Lager.
In 2000, the brand was acquired by Backus &
Johnston.
The brand promotes its quality credentials
through the tagline "Good things done better".
Its communications reflect brand values of
dedication and passion, and the brand is
positioned as always seeking to do things better,
following great traditions.

Unión Andina de Cementos
Lima
INDUSTRY Cement
YEAR OF FOUNDATION 1916
WEBSITE www.unacem.com.pe
BRAND VALUE US $225 million

7

8

11

12

Credicorp Group
Lima
INDUSTRY Insurance
YEAR OF FOUNDATION 1992
WEBSITE www.pacificoseguros.com
BRAND VALUE US $425 million

PARENT COMPANY UCP Backus & Johnston
(subsidiary of ABInBev)
HEADQUARTERS Lima
INDUSTRY Beer
YEAR OF FOUNDATION 1920
WEBSITE www.pilsentrujillo.com.pe
BRAND VALUE US $315 million

PARENT COMPANY

Nestlé S.A
Lima
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1897
WEBSITE www.nestle.com.pe/productos/helados
BRAND VALUE US $183 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

D’onofrio is the leading Ice Cream Brand in Perú.
It was founded in 1897 by Pedro D'Onofrio Di
Restra, a young Italian who sold ice-cream from
a wheelbarrow in Lima, announcing his arrival
with the sound of a horn. After 22 years, Don
Pedro transferred the business to his eldest
son, Antonio D'Onofrio Di Paolo. The business
expanded into chocolate in the 1920s and later
into cookies and candies. In April 1997, D'Onofrio
was acquired by Nestle S.A., which continues to
produce classic D'Onofrio products, as well as
innovating and launching new products under a
much-loved Peruvian brand. The wheelbarrow
and the horn sound are still strongly associated
with the D’onofrio brand.

InkaFarma is the largest retail pharmacy chain in
Peru. InkaFarma was founded in 1996 and today
has more than 11,000 employees throughout
Peru. Its pharmacies offer a wide range of
products including medicine, perfumery and
personal care items. Inkafarma is expanding, with
the promise to consumers that the brand offers
“more health at the best price”.

PARENT COMPANY
HEADQUARTERS

Pacifico is the leading brand in Peru’s insurance
market. Pacifico was established in 1992 and
its main purpose is to provide clients with
risk-management solutions. Pacifico is part of
Credicorp, the largest financial group in Peru. It
has more than 5,000 professionals dedicated to
providing customers with a full range of products
and services through its three lines of business:
general risks, health – through its subsidiary
Pacific Health – and life, through Pacific Life.
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Pilsen Trujillo beer is associated with the Peruvian
region from where it gets its name – the northern
city of Trujillo. Launched in 1920, Backus &
Johnston acquired the brand in 1994 and it is now
widely available across Peru. The beer is known
for the careful control of its fermentation process,
which ensures its quality and taste are always
consistent. In its communications, Pilsen Trujillo
often focuses on local traditions and the brand’s
role in celebrations, highlighting local pride
through its slogan "Celebrate what we are".

Interbank Group
Lima
INDUSTRY Drugstores
YEAR OF FOUNDATION 1996
WEBSITE www. inkafarma.com.pe
BRAND VALUE US $155 million
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14
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18

PARENT COMPANY

Interbank Group
Lima
INDUSTRY Retail
YEAR OF FOUNDATION 2001
WEBSITE www.plazavea.com.pe
BRAND VALUE US $134 million

PARENT COMPANY

Cencosud
Lima
INDUSTRY Retail
YEAR OF FOUNDATION 1992
WEBSITE www.metro.com.pe
BRAND VALUE US $132 million

PARENT COMPANY

HEADQUARTERS

Nestlé S.A
Lima
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1926
WEBSITE www.nestle.com.pe/productos/
chocolates/sublime
BRAND VALUE US $103 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Plaza Vea is a Peruvian brand of hypermarkets
and supermarkets owned by Interbank Group.
The first store was opened in 2001 and the chain
has since expanded to more than 80 stores across
the country. The brand employs around 13,000
people in Lima and the provinces. In recent years,
the brand has used its communications to build
brand equity, moving away from the industry
norm of tactical communications focused
on price promotions. Plaza Vea’s promise to
consumers is "low prices every day", a highly
relevant message in the current climate.

Metro Chorrilos was the first hypermarket to
open in Peru, back in 1992. Since then the brand
has built its presence up to 69 stores around
the country. It is part of one of the biggest retail
organizations in Latin America, Cencosud. This
conglomerate operates in Argentina, Brazil,
Chile, Peru and Colombia across many segments,
including supermarkets, financial services and
shopping centers.

15

16

19

20

PARENT COMPANY UCP Backus & Johnston
(subsidiary of ABInBev)
HEADQUARTERS Lima
INDUSTRY Beer
YEAR OF FOUNDATION 1898
WEBSITE www.ariquipena.com.pe
BRAND VALUE US $120 million

PARENT COMPANY

Gloria S.A.
Lima
INDUSTRY Food & Dairy
YEAR OF FOUNDATION 1941
WEBSITE www.gloria.com.pe
BRAND VALUE US $117 million

PARENT COMPANY

Minibanco (subsidiary BCP)
Lima
INDUSTRY Financial Institutions
YEAR OF FOUNDATION 1998
WEBSITE www.minibanco.com.pe
BRAND VALUE US$74 million

PARENT COMPANY

HEADQUARTERS

HEADQUARTERS

HEADQUARTERS

Gloria is the market leader in milk in Peru. The
brand started in 1942 in Arequipa, with the
production of evaporated milk. It moved into
other dairy products such as yoghurts in 1993
and in 1994 into other milks, ready-to-drink UHT,
cream, cheese and juices. Unlike many other
countries, Peru is a market where the majority of
consumers prefer evaporated milk over fresh or
UHT milk, but Gloria has been able to successfully
launch new, innovative products that capture
opportunities in what is a complex market.
BrandZ data shows Gloria is an iconic brand and
is the Peruvian brand with the highest Power
score, a measure of consumers’ predisposition
to choose a particular brand over others in the
category.

Mibanco is a financial institution that provides
banking, lending and insurance services for small
businesses and entrepreneurs. Mibanco started
operations in Lima in 1998, building upon the
business of Acción Comunitaria del Perú (ACP), a
non-profit civil association operating in the micro
and small business sector.

Bolivar is Peru’s leading laundry soap bar brand,
and Bolivar detergent is the second most popular
in its category. The Bolivar brand portfolio is
owned by Àlicorp, the largest consumer goods
company in the country.

Arequipeña originated in the city of Blanca and
today this brand of Pilsen beer is becoming
widely recognized across not just the country but
the world. The brand positions itself as a product
prepared with great care. Arequipeña appeals
to local pride and promotes the importance of
kindness in its communications. At the same time,
it reflects an intensity and sense that people can
achieve great things. It uses the tagline “We are
not a few, we are all”.
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Sublime has become the favorite chocolate of
Peruvians. The brand began in 1926, founded
by the man who at that time led D’Onofrio icecream, Antonio D'Onofrio. Sublime has been
familiar to Peruvian consumers for generations,
so evokes memories of childhood and happiness.
Since 1997, along with other D'Onofrio chocolates
and sweets, Sublime has been part of the product
portfolio of Swiss multinational Nestlé.

Unacem
Lima
INDUSTRY Cement
YEAR OF FOUNDATION 1956
WEBSITE www.unacem.com.pe
BRAND VALUE US $99 million

Cemento Andino has been producing cement
and derivative products since 1952. In 2012 it
merged with Cementos de Lima to form Unacem
(Unión Andina de Cementos). In 2015, Cemento
Andino refreshed its image. A new packaging
design promotes the quality and durability of its
cement, in an effort to differentiate the product
and create a more premium positioning.

Àlicorp
Lima
INDUSTRY Home Care
YEAR OF FOUNDATION 1971
WEBSITE www.alicorp.com.pe
BRAND VALUE US$73 million
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TOP 20 PERUVIAN BRANDS

BrandZ™ Top 20 Most Valuable Peruvian Brands 2018
#

Brand Value
(US$ millions)

Brand

1

1,440

1,396

3%

1,075

5

1,080

0%

5

Beer
1,067

3

1,025

4%

2

Financial Institutions
1,045

4

6

2017

Brand
Contribution
Index

Beer

2

5

2018

Brand
Value
Change

918

14%

3

Financial Institutions
®

688

568

21%

5

Soft Drinks
622
Beer

605

3%

5

#

7
8
9
10
11
12
13
14
15
16
17
18
19
20

Brand

Brand Value
(US$ millions)

2018

2017

Brand
Value
Change

Brand
Contribution
Index

425

414

3%

4

333

-5%

4

267

15%

3

37%

2

Insurance
315
Beer
308

Shopping Centers
225

165

Cement
183

-

NEW

3

Food & Dairy
155

126

23%

2

115

16%

2

Drugstore
134
Retail
132

98

34%

2

Retail
120

110

10%

4

Beer
117

-

NEW

3

NEW

4

Food & Dairy
103

-

Food & Dairy
99

73

37%

1

49

51%

1

Cement
74

Financial Institutions
73

49

50%

5

Home Care
Source: BrandZ™ / Kantar (including data from Bloomberg)
Brand contribution measures the influence of brand alone on earnings, on a 1-to-5
scale, 5 being highest
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To answer this question, we linked each
sector of the economy with consumption
as tracked by Kantar Worldpanel. We
found that growth in construction has
a correlation of 0.7 with consumption,
but this has contributed marginally to
the economic growth in recent years.
Mining, meanwhile, has been the
engine of economic growth but has no
correlation with consumption.
Construction’s poor performance
has been the result of corruption
scandals. Fortunately, better times
are on the horizon: in 2018 and
beyond, construction will be a growth
driver again. With the Pan-American
Games around the corner (2019) and
big infrastructure projects (airports,
roads, highways and metro lines) on
the agenda, we can expect a positive
impact on consumption.

An
expected
return…
The question in the air: If the national economy
has grown 19 percent during the past five years,
why has consumption not done the same?

The return of Peru to the FIFA World
Cup finals after a 36-year absence is
also expected to energize consumption:
• Even though Peru did not participate
in the last World Cup, consumption
of beverages grew around 16 percent
in the two months that the cup was
played, while in Latin American
countries that attended, consumption
of the same categories grew
around 30 percent, boosting other
categories, such as home care, due
to the rise in gatherings at home to
watch games with friends and family.
• The World Cup is an inclusive event; it
is common to see women cheering on
the team as great fans, and this also
opens up opportunities for beauty
products. Who doesn’t want to look
pretty for the celebrations?
But maybe more importantly, Peru’s
long-awaited return to the finals is
injecting positivity and a fresh sense of
identity into a country where political
conflicts and corruption scandals have
monopolized the agenda. For that
reason, we believe that it is the year to
“Peruvianize” efforts to connect with
consumers, to lay the foundations for
future growth.

In addition, demographics and
lifestyle changes are opening up new
opportunities:
• Peru’s population will continue growing
for the next 50 years, from 32 million
in 2018 to 42 million in 2065, growth
that is expected to be accompanied
by greater spending capacity, building
opportunities for growth in penetration
and premiumization.
• Young adults (aged 20-39) will
number around 11 million for the
next 40 years, a generation that is
looking for experiences, opening up
opportunities for innovation.

Francisco Luna
Country Manager
Kantar Worldpanel Peru
Francisco.Luna@kantarworldpanel.com

• Women’s roles are rapidly evolving: in
2017, seven out of 10 new job positions
were for women, and in almost 30
percent of households, the main
income earners are women. They will
demand practicality and convenience.
We believe that the best is yet to come,
so the time to invest and build in the
world’s best culinary destination is
upon us.
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A market
infected by
soccer fever
and the 2018
World Cup

Fidel de La Riva
CEO
Mindshare Peru
Fidel.laRiva@mindshareworld.com

The last few years have meant a high and
mighty challenge for the advertising and
media market in Peru. After a decade of
steady growth, over which time the level
of investment roughly tripled, the Peruvian
advertising market has since remained
indubitably flat.

The slowing down of the Peruvian
economy and the internal political
turmoil this has caused are two of
the causes of the slowdown of the
advertising market in Peru. Others
include prominent corruption cases,
such as that involving Brazilian
construction corporation Odebretch,
just to name one, and natural disasters
brought on by the El Niño phenomenon
in the northern region.
Despite all this adversity, and after two
long years, the Peruvian national team
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earned a spot in the 2018 soccer World
Cup in Russia. Peru was the last country
to qualify, after the qualifying rounds in
South America and a play-off for the final
place against New Zealand. The two playoff matches generated historic TV ratings
of almost 40 points (source: Kantar Ibope
Media). Peru is back in a World Cup after
36 years. This milestone was experienced
like a typical Latin American soap opera:
every match was full of drama and
uncertainty, which Peruvians faithfully
followed, and with an ending that made
their dreams come true.

This is why we are soon to experience
not only our first World Cup of this
century, but also the first digital World
Cup. Between 1982 and now, practically
every mass medium has been drastically
transformed. In this sense, both the
audience and the advertisers in Peru are
readying up for the soccer fest that will
be Russia 2018. Our protagonist will be
a revitalized team that instils passion in
Peruvian people.
This fact, for us, is expected to
translate into 10 percent growth in
the advertising market for 2018. In this
context, categories, products, and
brands are playing a World Cup of their
own. Categories such as beverages,
snacks, beer, sports attire, and other
“sport-adjacent” categories, mainly
connected to soccer, are preparing
promotions, campaigns, and other
activities to encourage consumption.
This couldn’t have happened at a better
time; according to Kantar Worldpanel
data, consumption has slowed down
strongly in recent years. 2017 saw the
worst contraction of consumption of
the past seven years. Other categories
that have jumped at the opportunity
to encourage consumption are banks,
insurance, the auto industry, and even
home improvement stores. All this
thanks to football fever.

Brands are not built on one event, not
just through soccer. They’re built in
the day-to-day, in the point of sale, in
mass media communications, in the
interaction with their digital assets,
and above all, in time. Determination is
paramount in our communications.
So, will the World Cup be beneficial to
Peru? Yes. An unequivocal yes. Since
last year, more than 100,000 licensed
national team jerseys have been sold.
Growth of 60 percent is predicted in
the sale of TVs compared to a year

without a World Cup; 40 percent growth
is predicted in consumption outside
the home. This means that from a
consumption perspective, and also
from a national economy perspective,
a conservative bet would be to predict
a growth hiccup because of the World
Cup. However, with our brands, we have
to be consistent and determined in
what we do, in order to bring real and
sustained growth.

In this context, the question we hear
constantly from clients and marketing
people is: will this football fever help
build our brand? And our answer never
changes: It depends. Just like with
everything and anything that belongs in
the world of marketing, advertising, and
business—it depends.
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From

360
to
365
Eduardo Grisolle
General Manager
Y&R Advertising Lima
Eduardo.Grisolle@yr.com
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Until recently, agencies and advertisers
focused their efforts on reaching their target
market based on defining and intervening in a
“customer journey”. This journey set out points
of contact brands can have with consumers, with
the aim of surrounding them as they made their
journey. This surrounding has led to the strategy
being described as a “360-degree” approach,
complementing traditional mass media, which
was the basis of previous strategies.

At one point, this sounded quite
innovative and undoubtedly produced
- and produces - business results,
value and creative possibilities for
brands. Data has made it possible for
us to put less emphasis on achieving
mass exposure and instead be more
accurate and thorough when choosing
the most appropriate point of contact.
Perhaps we do not end up surrounding
the consumer entirely, as dictated by
the 360-degree concept, but we do
reach them.
New digital platforms and media have
led to this approach to targeting being
complemented by a new interpretation
of the time dimension. Campaigns in
the past always had a finite duration.
People talked about the number of
“flights” or campaign periods in a year
at different levels (brand, product and
tactical). No matter how much was
done to ensure continuity in a brand’s
exposure, brands were limited by
their budgets; therefore, if there was
no advertising, the brand essentially
disappeared from view.

At present, and with the new
possibilities opened to us by
technology, campaign duration and
timing have changed radically. Brands
are not only in the hands of consumers
to critique or value them, but they
coexist and interact with them on a
daily basis, regardless of whether a
consumption occasion is involved.
Most of that contact happens without
the need for guidelines to do it. Thus,
the “365” concept is born, which is
none other than that of an “ongoing”
brand or that of a “living brand”.
Though brands did not die when their
advertising campaigns ended, in a
way, advertisers and marketers saw the
periods off the air as a sort of “break”
or intermission in their communication
plan.
That small arithmetic difference
between both concepts – 360 and
365 – has huge implications for brand
communication. The “space axis”
will still be considered for setting
strategies, but the complementing
“new time axis” is something for which

we must be very well prepared at
budget level as well as capacity level.
There are several basic elements to
enable this kind of strategy to come to
life; for now, we will focus on just the
three most important ones.
First, it would seem that once the
content to be communicated is
defined for an entire year, the issue is
resolved, but actually this is just when
the challenges begin. Problems and
opportunities strike at unexpected
moments, and this is where the
decisions and response capacity of
a marketing or agency manager can
make a big difference.
Secondly, it is essential to ensure
coherence and consistency in where
and how a brand presents itself. Let us
remember that it is in new platforms
and social media where almost 80
percent of brand communication will
appear, often with a reach far superior
to that of mass media. This means
impressions are made on a “day-today” basis, rather than built on how
extraordinary a campaign is.
The third factor to consider relates to
available resources. It is quite different
to deal with a concrete campaign than
to deal with a 365 brand. Sometimes,
nei-ther advertiser nor their agency
has the human resources with the
necessary time and capacity to
manage it.
Traditionally, quotidian life is
synonymous with minimal action and
sometimes even boredom. Today, the
“day-to-day” life of brands is quite the
opposite.
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Deceleration
continues, valuable
brands grow
In economic terms, 2017 was not much different
to 2016; hopes for an economic recovery by the
last quarter in 2017 were dashed by a political
crisis, leaving that last quarter with growth below
expectations. Deceleration has remained, hence
Peruvian consumers are still seeking a good
value equation. Now more than ever, Peruvian
consumers are looking for quality and good prices.

Olivia.Hernandez@kantarmillwardbrown.com
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Against this economic backdrop, it is
striking that the value of the 20 most
valuable brands in Peru saw a 12 percent
increase in brand value over the past
year. How did they do it?
Let’s start with the alcoholic beverage
category, where we see aggressive price
and distribution strategies favored by
the growth of new convenience retail
formats, such as cash and carry (showing
46 percent growth according to Kantar
Worldpanel), and discounters (30
percent growth). Therefore, although
value in the beer category has been
severely threatened, brands were able
to maintain their value within the
ranking and we even saw a 1.4 percent
increase in the total category value.
In this category, we see clear examples
of strategies for delivering a good value
equation. On the one hand, Cristal
adopted an “affordability” strategy
with the launch of a one-liter pack at
strategic points of sale, mindful of
cannibalizing its own SKUs and even
other brands in their portfolio.

Olivia Hernandez
Client Management Director
Kantar Millward Brown Peru

Cusqueña 2017

On the other hand, we have Cusqueña,
a brand that has been working on
strengthening its equity through
quality credentials via a communication
campaign based on “the good
made better”; taking advantage of
the premiumization halo and clearly
justifying its higher price.
Players in the soft drink category have
been facing challenges, including a
growing desire for health, and the
passing of the Healthy Nutrition Act.

Meaningful

Cusqueña 2013

128

164

100

23.2

19.3

175

175

Different

Salient

Inca Kola, a highly esteemed Peruvian
brand, has experienced 21 percent
growth in brand value by acting in line
with these trends and not against them.
Relevant investment in communication
campaigns around sugarless varieties,
and the launch of smaller SKUs, have
been key actions that offer consumers a
different value proposition.
Malls are still experiencing strong
growth in Peru, numbering more than
80 nationwide, and Real Plaza has
grown 15 percent this year and has
contributed significantly to the total
value of the most valuable Peruvian
brands. Although it is still engaged
in expansion, its strategies also focus
on brand consolidation through
improving consumers’ experience and
homogenizing its brand proposal in its
different locations.

Power

100 Index average

Source: BrandZ™/Kantar

growth, is the leading institution in the
microfinancing sector. It has a measured
branch expansion strategy and is
betting on a “customer-centric” focus
via customer segmentation in order to
understand the depth of customers’
needs; thus, becoming relevant and
amplifying its value proposal.
Lastly, Bolivar, the premium Peruvian
brand in the laundry category, is
leveraging innovation without losing
sight of the importance of offering
consumers options within their reach,
such as sachets.
Thus, we see how, through different
strategies, the most valuable brands are
continuing to grow. They are focused on
a clear brand purpose and amplifying it,
without losing sight of the importance
of the value equation that remains so
important to Peruvian consumers.

As for financial institutions, Mi Banco
has posted 51 percent brand value
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BRANDZ™ BRAND VALUATION METHODOLOGY

The Valuation
Process

Introduction
The brands that appear
in this report are the
most valuable in Latin
America. They were
selected for inclusion
in the BrandZ™ Top
50 Most Valuable
Latin American Brands
2018 based on the
unique and objective
BrandZ™ brand
valuation methodology
that combines
extensive and on-going
consumer insights
with rigorous financial
analysis.

The BrandZ™ valuation methodology
can be uniquely distinguished from
its competitors by the way we use
consumer viewpoints to assess brand
equity, as we strongly believe that how
consumers perceive and feel about
a brand determines its success and
failure. We conduct worldwide, ongoing, in-depth quantitative consumer
research, and build up a global picture
of brands on a category-by-category
and market-by-market basis.
Globally, our research covers 3.2 million
consumers and more than 100,000
different brands in over 50 markets.
This intensive, in-market consumer
research differentiates the BrandZ™
methodology from competitors that
rely only on a panel of “experts”, or
purely on financial and market desktop
research.
Before reviewing the details of this
methodology, consider these three
fundamental questions: why is brand
important; why is brand valuation
important; and what makes BrandZ™
the definitive brand valuation tool?

Importance of brand
Brands embody a core promise of
values and benefits consistently
delivered. Brands provide clarity
and guidance for choices made by
companies, consumers, investors and
other stakeholders. Brands provide
the signposts we need to navigate the
consumer and B2B landscapes.
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At the heart of a brand’s value is its
ability to appeal to relevant customers
and potential customers. BrandZ™
uniquely measures this appeal and
validates it against actual sales
performance. Brands that succeed in
creating the greatest attraction power
are those that are:
MEANINGFUL
In any category, Meaningful brands
appeal more, generate greater
“love” and meet the individual’s
expectations and needs.
DIFFERENT
Different brands are unique in a
positive way and “set the trends,”
staying ahead of the curve for the
benefit of the consumer.
SALIENT
Salient brands come spontaneously
to mind as the brand of choice for key
needs.

Importance of
brand valuation
Brand valuation is a metric that
quantifies the worth of these powerful
but intangible corporate assets. It
enables brand owners, the investment
community, and others to evaluate
and compare brands and make faster
and better-informed decisions.
Brand valuation also enables
marketing professionals to quantify
their achievements in driving business
growth with brands, and to celebrate
these achievements in the boardroom.

Distinction of BrandZ™
BrandZ™ is the only brand valuation
tool that peels away all of the financial
and other components of brand value
and gets to the core – how much
brand alone contributes to corporate
value. This core, which we call Brand
Contribution, differentiates BrandZ™.

Step 1: Calculating
Financial Value
PART A
We start with the corporation. In some
cases, a corporation owns only one
brand. All Corporate Earnings come
from that brand. In other cases, a
corporation owns many brands, and we
need to apportion the earnings of the
corporation across a portfolio of brands.
To make sure we attribute the correct
portion of Corporate Earnings to each
brand, we analyze financial information
from annual reports and other sources,
such as Kantar Consulting and Kantar
Worldpanel. This analysis yields a metric
we call the Attribution Rate.
We multiply Corporate Earnings by the
Attribution Rate to arrive at Branded
Earnings, the amount of Corporate
Earnings attributed to a particular
brand. If the Attribution Rate of a brand
is 50 percent, for example, then half the
Corporate Earnings are identified as
coming from that brand.
PART B
What happened in the past – or even
what’s happening today – is less

important than prospects for future
earnings. Predicting future earnings
requires adding another component to
our BrandZ™ formula. This component
assesses future earnings prospects as
a multiple of current earnings. We call
this component the Brand Multiple.
It’s similar to the calculation used by
financial analysts to determine the
market value of stocks (Example: 6X
earnings or 12X earnings). Information
supplied by Bloomberg data helps us
calculate a Brand Multiple. We take the
Branded Earnings and multiply that
number by the Brand Multiple to arrive
at what we call Financial Value.

Step 2: Calculating
Brand Contribution
So now we have got from the total value
of the corporation to the part that is the
branded value of the business. But this
branded business value is still not quite
the core that we are after. To arrive at
Brand Value, we need to peel away a
few more layers, such as the in-market
and logistical factors that influence
the value of the branded business,
for example: price, availability, and
distribution.
What we are after is the value of
the intangible asset of the brand
itself, which exists in the minds of
consumers. That means we have to
assess the ability of brand associations
in consumers’ minds to deliver sales by
predisposing consumers to choose the
brand or pay more for it.

more and pay more for brands: being
Meaningful (a combination of emotional
and rational affinity), being Different (or
at least feeling that way to consumers),
and being Salient (coming to mind
quickly and easily as the answer when
people are making category purchases).
We identify the purchase volume and
any extra price premium delivered by
these brand associations. We call this
unique role played by brand, Brand
Contribution.
Here’s what makes BrandZ™ so unique
and important. BrandZ™ is the only
brand valuation methodology that
obtains the customer viewpoint by
conducting worldwide on-going, indepth quantitative consumer research,
online and face-to-face, building up a
global picture of brands on a categoryby-category and market-by-market
basis. Our research now covers 3.2
million consumers and more than
100,000 different brands in over 50
markets.

Step 3: Calculating
Brand Value
Now we take the Financial Value and
multiply it by Brand Contribution,
which is expressed as a percentage
of Financial Value. The result is Brand
Value. Brand Value is the dollar amount
a brand contributes to the overall
value of a corporation. Isolating and
measuring this intangible asset reveals
an additional source of shareholder
value that otherwise would not exist.

We focus on the three aspects of
brands that we know make people buy

179

Resources

TOP 50 MOST VALUABLE LATIN AMERICAN BRANDS 2018

BRANDZ™ BRAND VALUATION METHODOLOGY

Why BrandZ
is the definitive
Brand valuation
methodology
™

What’s missing? The picture of the
brand at this point lacks input from
the people whose opinions are most
important—the consumers. This is
where the BrandZ™ methodology and
the methodologies of our competitors’
part company.

How does the
competition determine
the consumer view?

All brand valuation methodologies are similar—up to a point.
All methodologies use financial research and sophisticated mathematical
formulas to calculate current and future earnings that can be attributed directly
to a brand rather than to the corporation. This exercise produces an important
but incomplete picture.

Interbrand derives the consumer
point of view from different sources
like primary research and panels of
experts who contribute their opinions.
The Brand Finance methodology
employees a complicated accounting
method called Royalty Relief Valuation.

Why is the BrandZ™
methodology superior?

What’s the BrandZ™
benefit?

BrandZ™ goes much further and is
more relevant and consistent. Once we
have the important, but incomplete,
financial picture of the brand, we
communicate with consumers, people
who are actually paying for brands
every day, regularly and consistently.
Our on-going, in-depth quantitative
research includes 3.6 million consumers
and more than 120,000 brands in
over 50 markets worldwide. We have
been using the same framework to
evaluate consumer insights since we
first introduced the BrandZ™ brand
building platform in 1998, which
enables historical understanding of
changes in brand equity.

The BrandZ™ methodology produces
important benefits for two broad
audiences.
•

Members of the financial
community, including analysts,
shareholders, investors and C-suite
executives, depend on BrandZ™
for the most reliable and accurate
brand value information available.

•

Brand owners turn to BrandZ™ to
more deeply understand the causal
links between brand strength, sales
and profits, and to translate those
insights into strategies for building
brand equity and fueling business
growth. Since we have been using
the same framework to measure
these insights, this enables
historical and cross-category
comparisons.

Eligibility criteria
The brands included in the BrandZ™ Top 50 Most Valuable Latin
American Brands 2018 report meet two eligibility criteria:
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•

Brands are owned by an enterprise listed on stock exchanges in
Latin America

•

Bank brands derived at least 25 percent of earnings from retail
business
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BRANDZ™ GENOME MAPPING
THE SCIENCE BEHIND OUR ART

One of humanity’s greatest recent achievements was
successfully sequencing our own genome in 2003, revealing
the key building blocks of what makes us each unique.

Now BrandZ gives
you the ability to do
the same for your
brand of choiCE
™

The BrandZ™ Brand Genome visualizes your
brand’s “genome” on a page, with all the
genome sequence measures providing an
instant overview of your brand.

The ultimate tool for a new
business pitch and a lot more
Brand Genome is a unique BrandZ™ tool, exclusive to WPP. It’s
free, available 24/7 and takes just seconds to create.
Visit http://genome-measures.wppbrandz.com/ where you will be
able to find out about each of the BrandZ™ measures, what they
are, how they are calculated and how you can access a report which
contains the measure.
To download a sample genome map visit
http://wppwrap.com/bg.pdf
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BRANDZ™ GENOME MAPPING
THE SCIENCE BEHIND OUR ART

BrandZ Brand Building
Tools and Personalized
Publications
™

STRENGTHS

Tesco Bank
McDonald’s
Fast Food
Italy
2010

Growth Potential

Loyalty

THREATS

This is a strong brand with good current
potential. The marketing mission should be
maintaining the brand’s strengths and
exploring new ways to apply it. Understand the
sources of current strength so that it can be
efficiently maintained. Check you have taken
the brand’s appeal to all possible consumers.
Can you export the brand to new products,
categories or markets? Ensure that the brand
stays fresh and relevant to the consumers who
already appreciate it.

OPPORTUNITIES

Brand Summary

WEAKNESSES

Only available via your WPP Agency

Test Data: 33057 en 271
Prepared for Travyn Rhall October 2015

Powered by

InnovationZ

CharacterZ

PitchDoctor

Discover real-time innovation
and startup ideas sourced via the
exclusive Springwise global network
of 20,000 spotters.

Brand personality analysis
deepens brand understanding.

Everything you need to know
about your brand on one page.

Need an interesting and stimulating
way to engage with your clients?
Want to impress them with your
understanding of their brand? A new
and improved CharacterZ can help! It
is a fun visual analysis, underpinned by
the power of BrandZ™, which allows
detailed understanding of your brand’s
personality.

Ever wished that you could instantly
analyze every one of the 5.1 billion
individual data points included in
BrandZ™? All the brand metrics,
interrelationships, including TrustR,
ValueD and then seamlessly use this
to pinpoint an individual brand’s
Strengths, Weaknesses, Opportunities
and Threats in one easy to digest page?
Well now you can.

StoryTeller

SocialZ

WebZ

An interactive data visualization tool
to allow anyone to build story-led
insights.

See the real-time social
landscape of brands, instantly.

A web traffic story for your brand.

InnovationZ packages provide real
time access to the latest innovation
and startup ideas and inspiration
from across the globe to ensure you
are up to date and ahead of your
competition.

Brazil | Soft Drinks (carb and non-carb) |
2017
Prepared January 2018

Produced by

Powered by

Vitality Quotient (vQ)

TrustR

RepZ

vQ introduces a new framework to
effectively diagnose a brand’s health.

Engaging Consumers in the
Post-Recession World.

Maximizing Brand and
Corporate Integrity.

A high vQ score has a direct
relationship with a brand’s
performance and its ability to grow
its brand value. vQ looks at five key
areas of a brand’s health: Purpose,
Innovation, Communication, Brand
Experience, and Love. Ideal for new
business pitches, brainstorming
sessions and creative development.
See how your brand performs against
its competitors.

Trust is no longer enough. Strong
brands inspire both Trust (belief in
the brand’s promise, developed
over time) and Recommendation
(current confirmation of that
promise). This combination of Trust
plus Recommendation results in a
BrandZ™ metric called TrustR.

Major brands are especially
vulnerable to unforeseen events
that can quickly threaten the
equity cultivated over a long
period of time. But those brands
with a better reputation are
much more resilient. Four key
factors drive Reputation: Success,
Fairness, Responsibility, and Trust.
Find out how your brand performs.
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Its intuitive interactive nature means
that you can see as little or as much
of the detail as you wish and navigate
seamlessly to content of interest.

SocialZ is the social media data
visualization product from BrandZ™
that enables you to easily depict,
visualize, and present a real-time view
of the social landscape surrounding
any brand.

WebZ helps you understand your
brand’s digital journey! Through
analyzing how traffic is driven to
your brand’s website, it will help
you understand your audience
demographics and gain insights into
viewer trends.
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REPORTS AND APPS POWERED BY BRANDZ™

Going
Global?
WE WROTE THE BOOK
BrandZ™ The Ultimate Resource for Brand Knowledge and Insight

BrandZ™ Top 20 Most
Valuable Saudi Arabian
Brands 2017

Our BrandZ™ country reports contain unparalleled market knowledge, insights, and thought
leadership about the world’s most exciting markets. You’ll find, in one place, the wisdom of WPP
brand building experts from all regions, plus the unique consumer insights derived from our
proprietary BrandZ™ database.

As Saudi Arabia embarks
on an ambitious program of
transformation, this ranking
explores the country’s most
accomplished brands, analyzes
their success and identifies
the key forces that are driving
growth in this market.

If you’re planning to expand internationally, BrandZ™ country reports are as essential as a passport.

brandz.com/region/saudiarabia

BrandZ™ Top 100
Most Valuable Global
Brands 2017

BrandZ™ Top 50 Most
Valuable Latin American
Brands 2018

BrandZ™ Top 50 Most
Valuable Indian
Brands 2017

BrandZ™ Top 50 Most
Valuable Indonesian
Brands 2017

BrandZ™ Top 50 Most
Valuable French Brands 2018

BrandZ™ Top 100 Most
Valuable US Brands 2018

BrandZ™ Top 50 Most
Valuable German Brands 2018

This is the definitive global
brand valuation study,
analyzing key trends driving
the world’s largest brands,
exclusive industry insights,
thought leadership, B2B
trends and a look at emerging
brands.

The report profiles the most
valuable brands of Argentina,
Brazil, Chile, Colombia, Mexico
and Peru and explores the
socio-economic context for
brand growth in the region.

This in-depth study analyzes
the success of powerful
and emerging Indian
brands, explores the Indian
consumer’s shopping habits,
and offers insights for
building valuable brands.

Now in its third year, this
study analyzes the success
of Indonesian brands,
examining the dynamics
shaping this fast-developing
market, and offering insights
for building valuable brands.

brandz.com/report/
india/2017

brandz.com/report/
indonesian/2017

While America is in the midst of
a unique economic and political
period, US brands remain
focused—and continue to
thrive. This report demonstrates
how consumers reward brands
that evolve and deliver meaning
over time, while also welcoming
innovative game-changing
brands.

In a world rippling with
uncertainty, we have come to
regard Germany as the ballast
that keeps Europe steady. This
inaugural German BrandZ™
ranking looks at the invention
and creativity behind the
country’s leading brands.

brandz.com/report/latinamerica/2018

France is one of the largest
economies in the EU, seventh
largest in the world, and has
proved itself as being adept
at managing change. This new
report explores a landscape
in transition, and how its rich
heritage and expertise can
help define the path for French
brands in the future.
brandz.com/region/france

brandz.com/region/us

brandz.com/region/global
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BrandZ™ Top 30 Most
Valuable Spanish Brands 2017

BrandZ™ Top 50 Most
Valuable UK Brands 2017

BrandZ™ Top 30 Most Valuable
Italian Brands 2018

This new report identifies
the key forces driving growth
in one of the largest, most
influential and dynamic markets
in Western Europe, built
on centuries-old strengths,
and adapting to new and
challenging conditions.

As the UK embarks on
a tumultuous period of
transformation and uncertainty,
this debut ranking explores
the UK’s most iconic brands,
successes, and identifies the
key forces driving growth in this
market.

Italy is home to some of
the most recognizable and
most coveted brands on the
planet. In this first ever Italian
BrandZ™ ranking, we look at
how vision, passion, know-how
and determination have turned
small businesses into national
treasures.

brandz.com/region/spain

brandz.com/region/uk
brandz.com/region/italy

brandz.com/region/germany
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REPORTS AND APPS POWERED BY BRANDZ™

Looking East
IN-DEPTH BRAND-BUILDING
INTELLIGENCE ABOUT
TODAY’S CHINA
The BrandZ™ China Insights Reports
The opportunity to build brands in China is greater than ever. But so are the challenges.
The fastest growth is happening deep in the country, in less well-known cities and towns.
Consumers are more sophisticated and expect brands to deliver high-quality products and
services that show real understanding of local market needs.

WPP has been in China
for over 50 years. We
know the Chinese
market in all its diversity
and complexity. This
experience has gone into
our series of BrandZ™
China reports. They will
help you avoid mistakes
and benefit from the
examples of successful
brand builders.

BrandZ™ Top 100 Most
Valuable Chinese Brands 2018

BrandZ™ Top 50 Chinese
Global Brand Builders 2018

This report examines the impact on
brands as China transforms into a
technology innovator and Chinese
consumers set the pace for how
people worldwide shop and buy.

Now in its second year, this report
profiles Chinese brands looking
beyond Asia. It outlines major
trends driving brand growth, with
insights into the growing influence
of Chinese brands at home and
abroad.

brandz.com/region/china
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Unmasking the Individual Chinese Investor

The Power and Potential of the Chinese Dream

This exclusive report provides the first detailed examination of
Chinese investors, what they think about risk, reward and the
brands they buy and sell. This will help brand owners worldwide
understand market dynamics and help build sustainable value.

The Power and Potential of the Chinese Dream is rich
with knowledge and insight, and forms part of a growing
library of WPP reports about China. It explores the
meaning and significance of the "Chinese Dream" for
Chinese consumers as well as its potential impact on
brands.

brandz.com/article/unmasking-the-individual-chinese-investorreport

brandz.com/article/chinese-dream-report

The Chinese Golden Weeks in Fast Growth Cities

The Chinese New Year in Next Growth Cities

Using research and case studies, the report examines the
shopping attitudes and habits of China’s rising middle class
and explores opportunities for brands in many categories.

The report explores how Chinese families celebrate this
ancient festival and describes how the holiday unlocks yearround opportunities for brands and retailers, especially in
China’s lower-tier cities.

brandz.com/article/chinese-golden-weeks-report
brandz.com/article/chinese-new-year-report
For the iPad magazine, search Golden Weeks on iTunes.
For the iPad magazine search for Chinese New Year on iTunes.
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REPORTS AND APPS POWERED BY BRANDZ™

Spotlight:
JUST LAUNCHED:
ON CUBA
Cuba is a market unparalleled
both in the Caribbean region
and the world. Brand awareness
among Cubans is high, but
gaining access to them uniquely
challenging. Now is the time to
plan your Cuba strategy.

BrandZ
Online & Mobile
™

...OR VISIT US ONLINE!

BrandZ Industry
Insights Report

» View the latest BrandZ™ valuation rankings from
across the world

™

» Read the latest thought leadership, research and
insights on brands
» Create your own ranking tables, and sort by
value or brand
» Create interactive graphs for brands you want to
compare

brandz.com/article/spotlighton-cuba

» Access the new media and AV gallery
» Create and print your own reports

GET THE FREE APP

» Test your brand knowledge with our BrandZ™
Quiz

If you are interested in brands, you need this
app to get valuation data and a lot more at your
fingertips. It enables you to:
» Access the latest brand news in real time
» View individual brand profiles and videos
» Obtain unique content and insights

ON MONGOLIA
Mongolia’s GDP has grown
at rates as high as 17 percent
in recent years, encouraging
a growing number of
international brands to gravitate
toward this fast-growth market
and make a beeline for one of
Asia’s hidden gems.
brandz.com/article/spotlighton-mongolia-report

BrandZ™ Top 75 Most Valuable
Global Retail Brands 2018

» Share articles and data across social media

Changing consumer priorities and a rapidly
shifting shopping landscape present the world's
retail brands with unprecedented challenges. This
exclusive WPP report looks at how the leading
brands are adapting, and provides insights into
key trends and analysis of emerging opportunities.

You can access on and offline on any Android or
Apple device—just search for BrandZ.

» Save your favorite articles

Visit us at www.brandz.com
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WPP COMPANY CONTRIBUTORS

These companies contributed
knowledge, expertise and
perspective to the report

Bookmark is the global content and
communications company, a member of the
Spafax Group. Bookmark create beautiful
content that helps boost brilliant brands.
Bookmark is a new kind of company that
puts excellent storytelling, one-of-a-kind
events and consumer experiences and
activations at the heart of all projects.
Their work is customer-centric and brand
focussed. Bookmark is multi platform, multi
channel and multimedia. Bookmark's agile
approach, speed-to-market and attention
to detail make us the preferred partner for
innovative premium, luxury and travel brands
the world over.
Their unique approach ensures that clients
connect with all of their customers in an
engaging way via all types of content.
Bookmark believes that content, story and
narrative are the same thing, and that an
engaged customer is a loyal customer.
They believe excellent content can only be
produced by excellent people for excellent
brands.

Burson-Marsteller, established in 1953,
is a leading global public relations and
communications firm. It provides clients with
strategic thinking and program execution
across a full range of public relations, public
affairs, reputation and crisis management,
advertising and digital strategies. The firm’s
seamless worldwide network consists of
72 offices and 85 affiliate offices, together
operating in 110 countries across six
continents. Burson-Marsteller is a unit of WPP,
the world’s leading communications services
network.
http://latam.bm.com/
Guido Gaona
Market Leader, Argentina
Guido.gaona@bm.com

Cohn & Wolfe, a global communications
agency, builds brands and corporate
reputations through an uncompromising
commitment to creativity. The agency’s
strategic approach unearths fresh insights
leading to communications solutions that
deliver measurable success. Throughout
its 45- year history, Cohn & Wolfe’s brand
marketing work and world-class digital
campaigns have attracted top global
brands, winning awards at the Cannes
Health Lions, the Global SABREs and the
Global PRWeek Awards. Cohn & Wolfe has
more than 50 offices across Asia, EMEA,
Latin America and North America, and has
been named a Best Place to Work by The
Holmes Report, PRWeek and PRNews.

www.cohnwolfe.com
Patricia Ramírez
General Manager
Patricia.Ramirez@cohnwolfe.com.mx

Based in São Paulo, Jüssi is a digital
marketing company focused on
providing tangible business results to its
clients. Part agency, part consultancy,
Jüssi employs 300 marketing
professionals and carries a wide range
of skills, including strategic planning,
digital platforms, media planning,
performance and programmatic
media, data-based creativity, and data
intelligence.
www.jussi.com.br
Henrique Russowsky
Managing Director
Henrique.Russowsky@jussi.com.br

Kantar Consulting is a specialist
growth consultancy. With over 1,000
analysts, thought leaders, software
developers and expert consultants,
Kantar Consulting help clients develop
and execute brand, marketing, retail,
sales and shopper strategies to deliver
growth. Kantar Consulting own marketleading assets including PoweRanking,
GrowthFinder, Global Monitor, RetaiI IQ,
RichMix, XTEL and Marketing, Insights
and Purpose 2020. They track 1200
retailers globally, have purchase data on
over 200 million shoppers and forecast
social, cultural and consumer trends
across the world. Kantar Consulting
is part of Kantar, the data investment
management division of WPP.

Kantar Millward Brown is a leading
global research agency specializing
in advertising effectiveness, strategic
communication, media and brand
equity research. Kantar Millward
brown helps clients grow great brands
through comprehensive researchbased qualitative and quantitative
solutions, embracing the latest
technologies and leveraging them to
develop new products and services
to help marketers compete and win
today and in the future. Part of Kantar,
WPP’s data investment management
division, Kantar Millward Brown
operates in more than 55 countries.

www.consulting.kantar.com

Gabriel Castellanos
CEO, Hispanic Latam,
Insights Division
Gabriel.Castellanos@kantar.com

Eduardo Tomiya
Managing Director
Eduardo.Tomiya@kantarconsulting.com

www.millwardbrown.com

www.bookmarkcontent.com
Ignacio Arriagada H.
Executive Vice President Latin America
ignacio.arriagada@bookmarkcontent.com
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WPP COMPANY CONTRIBUTORS

These companies contributed
knowledge, expertise and
perspective to the report

Kantar TNS is one of the world’s
largest research agencies with
experts in over 80 countries. With
expertise in innovation, brand and
communications, shopper activations
and customer relationships Kantar
TNS helps identify, optimize and
activate the moments that matter to
drive growth for their business. They
are part of Kantar, one of the world’s
leading data, insight and consultancy
companies.
www.tnsglobal.com
Gabriel Castellanos
CEO Hispanic LatAm
Gabriel.Castellanos@kantar.com

Kantar Worldpanel is the global expert in
shoppers’ behavior.
Through continuous monitoring,
advanced analytics and tailored
solutions, Kantar Worldpanel inspires
successful decisions by brand owners,
retailers, market analysts and government
organizations globally.
With over 60 years’ experience, a team of
3,500, and services covering 60 countries
directly or through partners, Kantar
Worldpanel turns purchase behavior
into competitive advantage in markets
as diverse as FMCG, impulse products,
fashion, baby, telecommunications and
entertainment, among many others.
www.kantarworldpanel.com
Sonia Bueno
CEO LatAm
Sonia.Bueno@kantarworldpanel.com
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Mindshare is a global media agency
network with billings in excess of
US$34.5 billion (source: RECMA). The
network consists of more than 7,000
employees, in 116 offices across 86
countries spread throughout North
America, Latin America, Europe, Middle
East, Africa and Asia Pacific. Each office
is dedicated to forging competitive
marketing advantage for businesses
and their brands based on the values
of speed, teamwork and provocation.
Mindshare is part of GroupM, which
oversees the media investment
management sector for WPP, the
world’s leading communications
services group.
www.mindshareworld.com

VML is a lead marketing agency that
transforms brands through a connected
consumer experience. VML’s clients include
Bridgestone, Colgate-Palmolive, Electrolux/
Frigidaire, Ford, the Kellogg Company,
Kimberly-Clark, New Balance, PepsiCo,
Sprint and Wendy’s.

Y&R is one of the world's leading full-service
advertising agencies, distinguished by our
proprietary knowledge, analytic rigour and
creative solutions.

Founded in 1992 and headquartered in
Kansas City, Missouri, VML joined the world’s
largest communications services group, WPP,
in 2001. VML has more than 3,000 employees
with principal offices in 33 locations across
six continents.

Y&R pioneered integrated marketing more
than 30 years ago. Through our collaborative
efforts with our Young & Rubicam Brands
partners, we are uniquely positioned to help
our clients with best-in-class solutions.

Y&R ignites brand energy through big ideas before and beyond advertising.

www.yr.com

www.vml.com
Joan Villas
Group Director, Client Engagement
joan.villas@vml.com

Eduardo Grisolle
Co-General Manager Y&R Advertising Lima
Eduardo.Grisolle@yr.com

Jorge Guglielmone
CEO, Latin America
Jorge.Guglielmone@mindshareworld.
com
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The BrandZ Top 50
Latin American Team
™

With special thanks and
appreciation to:
Jo Bowman, Sarah Cousins,
Tuhin Dasgupta,
Lucy Edgar, Anthony Marris
and Peter Walshe
Roberto de Napoli

David Roth

Igor Tolkachev

Eduardo Tomiya

Ana Valdespino

Jessica Velasco

Doreen Wang

Roberto is a Director at Kantar
Consulting. He is responsible
for valuation and analysis
for the BrandZ™ LatAm 50
rankings and other ad hoc
brand valuation projects.

David Roth is the CEO of the
Store WPP for Europe, the
Middle East, Africa and Asia,
Chairman of the BAV Group,
and leads the BrandZ™
worldwide project. Prior
to joining WPP David was
main Board Director of the
international retailer, B&Q.

Igor Tolkachev manages
Business Development at
The Store WPP and manages
BrandZ™ worldwide
project. He is involved in the
development of content and
overall project management
for BrandZ™ LatAm
Top 50.

Eduardo Tomiya is the
Managing Director of Kantar
Consulting Latin America
(ex BrandAnalytics, of which
Eduardo was the founder).
He runs projects on brand
valuation and brand strategy
for companies such as
Bradesco, Petrobras, Vale,
Santander, Fiat and O
Boticário.

Ana is a Marketing lead
for Hispanic Latam &
Brazil, Insights Division,
Kantar. She helps with
project management of the
BrandZ™ LatAm Top 50
report and is leading the
launch of the report.

Jessica Velasco is an Analyst
at Kantar Consulting and
part of the team involved in
the development of contents
and the overall project
management for BrandZ™
Top 50 Most Valuable Latin
American Brands and its
country rankings.

Doreen Wang is the Global Head of
BrandZ™ at Kantar Millward Brown, and
a seasoned executive with over 18 years
experience in providing outstanding
market research and strategic consulting
for senior executives in Fortune 500
companies in both the US and China.
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The BrandZ
Brand Valuation
Contact Details
™

The brand valuations in the BrandZ™ Top 50 Most Valuable Latin American
Brands are produced by Kantar Millward Brown using market data from
Kantar Worldpanel, along with Bloomberg.

in Latin America
We help build valuable
brands
Our WPP companies have been
engaged in Latin America for nearly 100
years. Today, approximately 24,000 WPP
professionals including associates work
across the region.
They provide the advertising,
marketing, insight, media, digital, retail,
shopper marketing, PR, knowledge,
insight, and implementation necessary
to understand Latin America and build
and sustain brand value. To learn more
about how to apply this expertise to
benefit your brand, please contact any
of the WPP companies that contributed
to this report or contact:
Ann Newman
Country Head
WPP Latin America
Ann.Newman@wpp.com

The consumer viewpoint is derived from the BrandZ™ database.
Established in 1998 and constantly updated, this database of brand analytics
and equity is the world’s largest, containing over 3.6 million consumer
interviews about more than 120,000 different brands in over 50 markets.

For further information about WPP
companies worldwide, please visit:
www.wpp.com/wpp/companies

For further information about BrandZ™
contact any WPP Group company or:
Doreen Wang
Global Head of BrandZ™
Kantar Millward Brown
+1 212 548 7231
Doreen.Wang@kantarmillwardbrown.com

or contact:
David Roth
CEO The Store, WPP EMEA and Asia
David.Roth@wpp.com

Martin Guerrieria
Global BrandZ™ Research Director
Kantar Millward Brown
+44 (0) 207 126 5073
Martin.Guerrieria@kantarmillwardbrown.com
Elspeth Cheung
Global BrandZ™ Valuation Director
Kantar Millward Brown
+44 (0) 207 126 5174
Elspeth.Cheung@kantarmillwardbrown.com
Eduardo Tomiya
Managing Director – Latin American Region
Kantar Consulting
+55 (11) 3069 9620
Eduardo.Tomiya@kantarconsulting.com
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Bloomberg
The Bloomberg Professional service is
the source of real-time and historical
financial news and information for
central banks, investment institutions,
commercial banks, government offices
and agencies, law firms, corporations
and news organizations in over 150
countries. (For more information, please
visit www.bloomberg.com)
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