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Our Purpose AMCHAN

Focus on Business, il Provide a forum to Leverage the
Marketing and learn, debate and experience of
Media Issues network Members

Voice of American Business
Marketing & Media
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Marketing Committee Group | Pauls
& WeChat ID: PaulLin123

Follow Us on WeChat

Latest Reports, Trends
and Events.

Group has over 200 people, so add me
and | will add you into the Group.

* If you are in Group 1, you DO NOT need to be in Group 2.
They are the same. Scan the QR code to add me on WeChat
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Todays Speaker XM

* Doreen Wang is a seasoned executive with extensive
experience in brand research and strategic consulting
services for senior executives in Fortune 500 Companies in
both China and the U.S. Doreen has helped many global
companies and fast-growing Chinese brands on their
brand strategy and growth plans.

 Doreenis being regarded as one of the most trustworthy
and forward-looking branding experts worldwide.

* Doreen currently leads the global BrandZ™ engagement
across 51 countries, and the launch of BrandZ™ Global Top
100 Most Valuable Brands.

Doreen Wang
CEO Kantar China  She returned to Beijing in January 2020 from New York.

Global Head of BrandZ
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How to Build Strong Resilient Brands
En the Post-Pandemic World?

Lessons Learned from 2020 Global and Chinese Top 100 Brands
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BRANDZ TOP
L“ Most Valuable

M Global

Brandsi

BrandZ 2020 £¥k1005845 8

1 Amazon 18 Moutai 34 Chanel 51 Cisco 67  HSBC 84  Aldi
b Apple 19 Louis Vuitton 35 Adobe 52 JD 68  Haier 85 Uber
3 Microsoft 20 UPS 36 China Mobile 53  Budweiser 69 Agricultura.l 86  UnitedHealthcare
54 Meituan Bank of China i -
4 Google 2l Nike 37 YouTube e o 70  Pampers -
- i 38 Ping An geaione 88  FedEx
> Visa 22 Disney i 71 Dell Technologies _
6 Alibaba 723 PayPal 39 Hermeés 56 Mercedes-Benz 89 Gillette
72 IKEA
7 Tencent 24 Starbucks 40 Samsung 57  Zara == 90 BCA
8 Facebook 25 XFINITY 41 Salesforce China Construction 91  Baidu
58 74  ).P. Morgan :
9 McDonald’s 26 Netflix 42 Wells Fargo Bank __ 92 Adidas
10 Mastercard 27 Walmart 43 LinkedIn 59  HDFC Bank 93  DHL
’ 76  Colgate
11 AT&T 28 Spectrum 44 L'Oréal Paris 60 RBC R 94 NEELN
12 Verizon 29  Instagram 45 Huawei 61  BMW _ 95  Subway
78 Bank of America \
13 Coca-Cola 30 Accenture 46 American Express 62 Chase 96 Lowe's
79 TikTok .
14 IBM 31 ICBC a7 Goath 63 NTT . 97 Bank of China
80 Movistar 98 Lancs
15 Marlboro 32 Deutsche Telekom 48 Toyota 64 Didi Chuxing 5 SOCREE
16 The Home Depot 33 Intel 49 Gucci 65 Xbox a3 e 99 Pepsi
50 Oracle 66 0 100 Commonwealth
17 SAP 34  Chanel range 83  Shell Bank of Australia

KANTAR



BRANDZ TOP

BrandZ strong brand portfolios continue JCO)Most Valuable
to out-perform the market x Global
Brands

BrandZ™ Portfolios vs S&P 500 vs MSCI World (April 2006 - April 2020)

400%
350%
BrandZ
oy Powerful brands
) Top 10 Portfolio
285.2%
250%
200% BrandZ Strong
° Brands Portfolio
172.9%
150%
S&P 500
100% 120.0%
50%
45.6%
0% vy
_50% I I I I I I I I I I I I I I I
2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

More detail of 2020 declines on next slide

ICANTAR 12



When turbulence drives, markets down,
strong brands decline more slowly

BrandZ portfolios vs. S&P500 and MSCI World: 14 February to 20 March 2020, indexed on April 2006

v 42%

v % of value lost:

250%

200%

150%

100%

50%

0%

BRANDZ TOP
Most Valuable

Global

Brands

v 75%

Feb Mar

BrandZ Strong Brands Portfolio

Feb Mar

MSCI World Index

ICANTAR
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BRANDZ TOP

1 0 Most Valuable

Global

P Brands

The changed Top 10

B® Microsoft

2006

Google

amaZon .’ B Microsoft Google VISA

2020

£ AlibabaGroup Tancent Bifl FACEBOOK McDonald's .

ICANTAR s« Branz Global, 2020



BRANDZ TOP
{_f )Most Valuable

“AGlobal

Brandsi

How many brands have been displaced
among the Global Top100 since 20067
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Dropouts lack Meaning and Difference T

. Top 100 2018

Dropouts
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10 Years
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Slowing economic growth, aglng p
and intensifying China-US tensmn
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New brands emerge, old brands resurge
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Chinese Brands
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Trading Up vs. Trading Down
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Even in Stressful Times, Valuable Brands Deliver Superior Returns

BRANDZ
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Valuable brands rebound faster TOP -
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Most Valuable
Chinese Brands
2 ENMEPEREI00R

Lessons to Bulld Resilient
Brand in Post-Pandemic Era
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Justified Premiumization Drives Value Growth
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From Traffic Growth
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Brand Value Growth
% over 6 years
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Difference is the key driver BRANDZ

of Premium TOP12D
ERURAREUNES oot
TEST T AT

2020

Salience 9%

13% in

Meaningful 44%

51% in 2014

Difference
46%

Z3
36% in 2014
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Occasion Brand
Owning Distinct Territory
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From ACG to Wikipedia among youth
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e Stand for something unique %
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Among survivor from 2014 to 2020
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Have a distinctive look and feel %
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Ecosystem Brand '?'CR)AIsNDZ

i* - | H-E I\C/Ihqst Vqll?’uqbée
inese Brands
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A new brand paradigm that encourages the co-creation among brands, users and partners to provide
unbounded and continuously iterative integrated value experiences |
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Balance Brand Building and Actﬁw
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Balance brand building and activation

to drive both short-term and long-term sales

Impact on sales = . 'NCREMENTAL_
MARKETING \/ BRAND SALES
MIX :
. _ I Gl BASE e
Impact on equity BRAND SALES

——

SALES REVEALED IN
THE'SHORT TERM

SALES REVEALED
IN THE LONG TERM
The majority (58%)
of advertising
returns over

the long term.

l(AN TAR Source: BrandZ Global, 2020




Re-allocating budget to more efficient channels can increase impact
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Normal Scenario 1:
investment Investment on affected
TPs* stopped

Brand equity share** RS BT IEERAIGN B= 1
[ sales Volume share*** SHEE(D B 231 %E’ﬂﬂxﬁﬂﬂ?xﬁﬂl
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Scenario 2:
Investment re-distributed
to remaining TPs

5= 2:
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Online social media communication based on content marketing, combined with frequent offline
communication based on core life scenes, are two major communication trends to win the promotion of

brand value
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Mobile phone applications such as Wechat, Weibo, Tiktok, and Bilibili Apartment, office building, mall and cinema media
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Brands are Entering the Era of the Public
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Purpose in China links with The China Dream
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BRANDZ

Brands with a strong Corporate Reputation grow brand
value at a faster rate TOPW@@
Most Valuable

BERFPTIWEER M Chinese Brands
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Integrity Identification Inclusion
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Is Open & Honest Cares for customers Treats everyone with respect as equals
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SHEIN

Trip com

| tapZifun

HUERIR: Google KHE BrandZ™ FESEKLRE, 2020
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Build Super Salience!

miiEkEgR a2 |

Find your product meaningful difference
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Emulate top brands and local giants
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Partner up, employer brand building

AIEFEHE, FTEEMEITE



BRANDZ

TOPIC

Most Valuable
Chinese ds
OB

DARE

BENETERRO
2020

BIEX

Safa  mfa  afa®  ERECECERE  atatitate

BRI miit Siamt

HoH

lﬁ({-\NTAR



T3 (Doreen WANG)
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Marketing Café

Date: Friday, Jan 29 @ 8am
AmCham Shanghai Office

Join us for our 9t edition of
Marketing Cafeé.

Get inspired, share your stories
and meet some new people.




March 2021
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Register For AmCham SH Membership AMCHAN

HHHHHHHH

NOT A MEMBER?

Learn more about AmCham Shanghai!

3,000+ 1,300+

MEMBERS COMPANIES
450+ 21
EVENTS/YEAR COMMITTEES
| R %’t"‘}’“
. KAREN YUEN
% karen.yuen@amcham-shanghai.org Senior Director

Corporate and Commercial Development




Thank You e  Pault
& WeChat ID: PaulLinl23

Follow Us on WeChat

Latest Reports, Trends
and Events.

Group has over 200 people, so add me
and | will add you into the Group.

* If you are in Group 1, you DO NOT need to be in Group 2.
They are the same. Scan the QR code to add me on WeChat



