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NIKKEI RESEARCH SURVEYED OVER 70,000 PEOPLE IN 11 MARKETS, INCLUDING
CHINA, TAIWAN, THAILAND, INDIA, VIETNAM, INDONESIA, MALAYSIA AND THE PHILIPPINES FROM ASIA.

SURVEYED IN 11 MARKETS

8 ASIAN MAKERTS WITH 200 BRANDS
JAPAN, U.S. AND GERMANY Selected from 15 categories of lifestyle-related
- industries, including auto, home appliance, sports,
@ . o a E game and food.

< o @ % ) ® AROUND 70,000 RESPONDENTS

NIKKEIFR BRAND EQUITY SCORE AND
DASHBOARD OF BRAND DATABASE
BRAND RANKING IN 11 MARKETS
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OVERALL RANKING IN ASIA

8 MARKETS, incLubine CHINA, TAIWAN, THAILAND, INDIA, VIETNAM,
INDONESIA, MALAYSIA AND THE PHILIPPINES

© Nikkei Research Inc. All Rights Reserved *around 6,000 respondents in each market 4
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TOP 3 BRANDS IN EACH ASIAN MARKET

CHINA Haier

[
o [N

INDIA Tata Motors
Samsung
oo [N

MALAYSIA Panasonic

I Nike

© Nikkei Research Inc. All Rights Reserved

Coca-cola
Nintendo
Samsung
Samsung
Panasonic
Yamaha
Apple
Nestle

Coca-cola
Adidas
Honda
Adidas
Samsung
Toyota
Samsung
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J introduction 1/2 O

o GLOBAL BRAND SURVEY is aservice provided by Nikkei Research Inc.

that evaluates and analyzes the value of corporate brands on a global basis.

Our service is based on surveys in each country and area to index and visualize the value of
corporate brands, clarifying brand issues in a data-driven manner, and supporting the resolution
of these issues.

Global Brand Survey's Brand Value

Based on the basic idea that "brands are built through relationships with consumers and customers," we
conduct surveys of consumers and customers in each country and area, and use the results to analyze and

evaluate the value of brands.

In this evaluation, we quantitatively calculate indicators for each of the components of brand value, and also
calculate

The Nikkei-R Brand Equity Score (NBES), an evaluation index representing brand value by
integrating these components.

© Nikkei Research Inc. All Rights Reserved 6



I Nikkei-R Brand Equity Score (NBES) O

Nikkei-R Brand Power  Nikkei-R Brand Contribution
(NBP) (NBC)

Nikkei-R

Brand Equity

Score
(NBES)
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I Introduction 2/2

Brand Value Indicators
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1. Nikkei-R Brand Equity Score (NBES)

In the GLOBAL BRAND SURVEY, an overall indicator of brand value is calculated as a score called the
Nikkei-R Brand Equity Score (NBES). This indicator represents the value of a brand to consumers and
customers, and is calculated based on "brand power (Nikkei-R Brand Power)" and "brand contribution
analysis (Nikkei-R Brand Contribution)," which analyzes the degree to which a brand influences the

purchase of products and services.

2. Nikkei-R Brand Power(NBP)

"Brand power (Nikkei-R Brand Power, NBP)" is based on Keller's Brand Equity
Pyramid concept and calculates the degree to which a brand is recognized by
consumers and customers as the strength of "brand awareness (Awareness)"
and "relationships with the brand (Engagement)." In other words, a brand that is
more widely and deeply recognized has stronger brand power. "Engagement,”
an indicator of the depth of brand recognition, consists of four categories:
"uniqueness," "affinity," "recommend," and "endorse." It evaluates the extent to
which consumers and customers are aware of these categories for each
company.

© Nikkei Research Inc. All Rights Reserved

3. Nikkei-R Brand Contribution(NBC)

Along with the power of the brand, an important consideration of the value of the
brand is the extent to which the brand influences the actual purchase of the product
or service. The Global Brand Survey analyzes the degree of contribution, and
quantifies the extent to which the brand plays a role in "the brand contribution
analysis (Nikkei-R Brand Contribution, NBC)." The NBC scores by multiplying a
company's attractiveness score on ten items for consumers and customers (quality,
price, convenience, customer service, logo, design and style, events and
campaigns, ads/CM, reputation, traditional and history) and the importance of the
brand in the purchase of products and services. These 10 items are classified* as
"fundamental value," "practical value," "emotional value," and "ideational value,"
and the composition of each value is analyzed to understand the characteristics of
the company, country, and area.

*WADA, Mitsuo. Marketing Strategy, Tokyo: Yuhikaku Publishing.
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I Nikkei Research’s Brand Power (NBP) o SURVEY 2024

Nikkei-R Brand Power
(NBP)

NBP calculates the degree to which a brand is recognized by consumers and customers as the
strength of "brand awareness (Awareness)" and "relationships with the brand (Engagement).”

Brand Awareness Brand Engagement

Awareness Uniqueness Recommend
Affinity Endorse

© Nikkei Research Inc. All Rights Reserved 9
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Nikkei-R Brand Contribution
(NBC)

The NBC scores by multiplying a company's attractiveness score on ten items for consumers and customers (quality, price,
convenience, customer service, logo, design and style, events and campaigns, ads/CM, reputation, tradition and history) and
the importance of the brand in the purchase of products and services. These 10 items are classified* as "fundamental value,"
"practical value," "emotional value," and "ideational value," and the composition of each value is analyzed to understand the
characteristics of the company, country, and area.

Advantage Importance

of the brand in the purchase of products and services

Fundamental Valuex* Practical Value* Emotional Valuex* Ideational Value*
) . Event and -
Price Customer Design and Ads and
service Style Commercials

© Nikkei Research Inc. All Rights Reserved *WADA, Mitsuo. Marketing Strategy, Tokyo: Yuhikaku Publishing. 10
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L ETCLERITI YAV I USA, Germany, China, Taiwan, Thailand, India, Vietnam, Indonesia, Malaysia, the Philippines, Japan

Survey target Ages of 20-59 (gender x generations)  *Equally distributed by gender and generation
Total No. of responses collected: 70,786s

No. of samples 1 USA 6,347 7 Vietham 6,057
collected per 2  Germany 6,106 8 Indonesia 6,234
market:
3 China 6,358 9 Malaysia 6,018
No. ::I:Zf:::ses 4 Taiwan 6,450 10 Philippines 6,383
5 Thailand 6,059 1 Japan 8,437
6 India 6,337

Covered companies per market: 200 companies,
300 samples per company by market (400s for Japan only)

m 5 SCR questions + 16 main questions
Companies covered 200 major companies wlth overseas 'saleg.ln deS|gn§1ted industries |
(Randomly selected by Nikkei Research. Foreign-affiliated companies were selected based on an overseas sales ratio of 30% or more)

Motor Vehicles, Electronics/Industrial Machinery, Toiletries/Health Care, Food Products/Beverages/Services,
Other Manufacturing, Technology Services, Retail Trade/Consumer Services

© Nikkei Research Inc. All Rights Reserved 1 1

Industries covered



I Main questions

Brand Power ~

Awareness and Engagement

awareness

affinity

recommend

endorse

Contact Points[*]

Seen or heard about each
brand in the past one year

O TV commercials

O TV/radio programs

O Online advertisements

O Shops and retail stores

O Online articles, blogs, and
social media

O Word of mouth (from colleagues,

friends, or family) etc.

© Nikkei Research Inc. All Rights Reserved

How well do you know the company?

How unigue do you think the company is?

Do you have an affinity for the company?

How strongly would you recommend the
company’ s products and/or services to others?

How strongly would you endorse the company’s
attitudes, activities and philosophies?

Company Image [[]

Evaluation and impression
of the company

O Innovative

O Has leadership

O Customer oriented

O Provides high-quality
products and services

O Environmentally conscious
/ sustainable

etc.

Brand Contribution ih

<» GLOBAL
BRAND
SURVEY 2024

Aadvantage and Importance
of the brand in the purchase of products and services

Quality Convenience

Customer

Price service

Advantages

Product/Service
Image @

Impression of the company’s
products and/or services

O Trustworthy
O Sophisticated
O Global-leading
O Advanced technologies
O User-friendly
O Environmentally conscious
/ sustainable
etc.

Logo ?;%7; ;}Zg Reputation
Design and Ad's and Tradition
Commercials @ and History

Importance
(total 100%)

Company Image D’

What do the following
companies remind you of?

Purchase intention,

and Experience
ofproducts and services

12
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attitudes g

Independence-
oriented

Value criteria
Planning-oriented

Quality-oriented

Environment-
oriented

Brand-oriented

Customer-
oriented

Innovation-
oriented

National-oriented

Beliefs

Design-oriented

Global Marketing Insights

from the voices of about 70,000 people

I decide everything by myself before making a
purchase

Functional value is more important to me

I tend to make impulse purchases

I value quality over price

I prefer to purchase more environmentally friendly
items

Good brand reputation means good value to me

I like brands that actively engage with their
customers

Latest technology is more important

I prefer domestic brands to foreign ones
I prefer to purchase items that fit my values
I prefer to purchase at a good price or with coupons

I prefer simple designs

© Nikkei Research Inc. All Rights Reserved

I discuss everything with somebody before making a
purchase

Emotional value is more important to me
I tend to make planned purchases

I value price over quality

I rarely care about whether items are environmentally
friendly or not

Value to me is more important than brand reputation

The engagement of brands with their customers does not
affect my evaluation

Basic function is more important

I rarely care about whether domestic brands or not
I rarely care about whether items fit my values or not
I rarely care about good price or coupons

I prefer unique and original designs

13



I Our service | Dashboard of 200 Brands is available!

o1 Check the current brand positions across 11 markets,
4 and determine where to look first
6 GLOBAL Brand KPIs Across Regions
BRAND Understand the differences in brand evaluation across different areas
SURVEY 2024

Brand Name Brand KPI

Industry Sub

ApparellFootwear [ JNIQLO NBES (Equity Score) 2956

Dashboard image

© Nikkei Research Inc. All Rights Reserved
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Our service | Dashboard of 200 Brands is available!

Compare your brand with your competitors

02

compare

Guideline Highlight I: Brand ...

- A
B ¥

Highlight II: Brand K. Highlight Ill: 324 .. TSI R A=TD.. BHEEOIHEL  Lowlignt It NBP L. Lowlight II: NBC ... [l = o bl =1 M o

Brand Name

UNIQLO

NBES (Equity Score)

Rank NBES (Equity Score)

122

NBP {Power)

18.1

Rank NBP (Power)

135

NBC (Contribution)

39.6

Rank NBC (Contribution)

101

Industry Sub

Apparel/Footwear

E&etail Trade/Consumer Services

Dashboard image

Toiletries/Health Care 1088 275 38.0

Food Products/Beverages 908 225 391

Other Manufacturing 1688 34.0 441

Your Comparison with Competitors: NBES Your Comparison with Competitors: NBP Your Comparison with Competitors: NBC
Hé&M 2668 H&M H&M 46.4
vorex e R e [T orex zxv, [E]
s orrex o [NNERE
* UNIQLO E GAP 245 E SHEIN E
GAP 6 ; *UNIQLO ; GAP 2715 ;
0 500 1000 1500 2000 2500 40 60 80 100 0 20 40 60 20 100

B value ==== value_mean

© Nikkei Research Inc. All Rights Reserved

B vaue ==== value_mean

B value ==== value_mean

15



I Our service | Dashboard of 200 Brands is available! 6 SURVEY 2024

0)4

compare Understand strengths and weaknesses of your brand
by comparison with other brands

Quick Guide Highlig... Highli... Highlig... Brand ... Text Vi... Lowlig... Lowlig... Heatm...

Brand Name NBES (Equity Score) NBP (Power) NBC (Contribution)
* -
B ~UNIQLO 2794 59.2 47.2
Power Factors in score Stats for Power Factors

KPI * UNIQLO GAP H&M INDITEX

Dashboard image

R[4 R 77N 71 R

Level Factors Factors Stat 1: Stat 2: Stat 3:

RParnmmand

Contributing Factors in score Stats for Contributing Factors
KPI Level Factors * UNIQLO GAP H&M INDITEX Factors Stat 1: Stat 2: Stat 3:
(ZARA) Max Mean Min
NBC 1 Fundamental value 3.1 33 29 3.0 - Fundamental value 4.8 3.0 .
Practical value 515/ _ ; 4.7 Practical value 7.9 6.0
Emotional value 216 210 20.5 Emotional value 251 20.0 1
Ideational value 17.1 20.5 18.2 Ideational value 276 19.6 1.
2 Quality 1.5 2.1 2.2 Quality 3.4 2.1
Price 1.5 1.2 0.9 0.8 Price 1.5 1.0 (
Convenience 26 3.0 26 22 Convenience 3.9 26

© Nikkei Research Inc. All Rights Reserved 1 6
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02 Understand how consumers perceive your brand and how it is positioned in
the marketplace relative to competitors.

Quick Guide Highlig... Highlig... Highlig. .. Brand ... Text Vi... Lowlig... Lowlig... Heatm

. Brand Positioning
]
Understand how consumers perceive your brand and how it is positioned in the marketplace relative to competitors, in order to inform future brand positioning.

Company Image Map Product Image Map

Dashboard image

@® 03 Leadership

©08 Lugr @ NIKE
U8 inovative @ UNIGLO @ 15 Popular among job seekers
@ INDITEX (ZARA) @02 Challenging s
@ 12 Sustainable @ 10 Clear message
@UuNIQLO
@ 13 Contributing to society
Dim1
@ 14 Ethical and humane
Company Image Table in % Product Image Table in % ®05 Customer oriented e —_—
. .
Brand Name 011 tive 02 Challengi 03 Leadership 04 Potential 05 Customer 06 High-quality Brand Name F l l l b l
i rionted N utiscreen IS avaltaople

=UNIQLO @ 11 Consistent in their philosophy and activities &5k e
*UNIQLO €3P SH&M @03 Leadership
H&M
GAP @08 Lo | ative @ NIKE
HaM INDITEX (ZARA)
NIKE INDITEX (ZARA)
INDITEX (ZARA) L4 (z8RA) @02 Challenging spirit
SHEIN
NIKE
SHEIN J
@ 12 Sustainable
+ ’

© Nikkei Research Inc. All Rights Reserved 1 '7



GLOBAL
BRAND

Our service | Dashboard of 200 Brands is available! SURVEY 2024

0)4

compare Spontaneous Associations by Brands

Quick Guide Highlight I: ... Highlight 11 ... Highlight IlI:.... Brand Imag. .. Text Visualization Lowlight I: ... Lowlight Il: ... Heatmap Vi...

Spontaneous Associations by Brands
: v

Nevelnn a deener 1inderstandina nf how consiimers nerceive volir hrand and identifv ite strenaths and weaknesses The size nf the wnrds indirates the niimher nf mentinns

« Il

Brand Name Brand Hame-1 EBrand Name-2

GAP H&M INDITEX (ZARA)

rd image

widely ~refiable much oo

countries,
am:’gfﬁ;ﬁg& supportdesigned various

featuresservice differentModerncusiomers
largestjatest iNNOVative WO used parg

cellent user
sws’;‘f;:f:‘ﬁg;products ‘onling Sieiomer i
P ey lfe betterqua ity dress  really ¢ b
mtemgtlongltre” Yf% need 5 fngndly
|°°5me‘|55 P”Ce ard G O O ipfir%reat traditional

Fullscreen is available
retail china use!%® company feefoid™
||neham0us Fltot‘tlli‘]r]egsbrand tfsé’ﬂ?g:;:gfﬁgg

wear accessonesc
maodelProduction

EBrand Name 3 Brand Mame-4

SHEIN UNIQLO

Wordcloud-3 Wordcloud-4

seea

ce
popularngpg” women retal ercreatmg gives

environmental
durability PP reminds l?v‘f product idearemember
image remindaffordable cosmellc media 93dgets
expensive easy peauty chinese already games
convenience soCIal 3vems|ng lovely

e N a® familiarfounded natural
head%uartered look Perfect

© Nikkei Research Inc. All Rights Reserved 1 8
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03

et In-depth analysis of your brand by demographics and segmentations

Quick Guide Highlig... Highlig... Highlig... Brand ... Text Vi... Lowlig... Lowlig... Heatm...

Brand Name NBP (Power) Segment Consumers

B uniaLo 59.2 #1 Gender/Age

Power Factors Level 1 in score Power Factors Level 2 in score Overall Segment Consumers in %

#of Columns: 1 ~ | OJFit [JsyncX

Segment Consumers

6 types of segmentation is available
@® #1 Gender/Age

(O #2 Profession/Industry
(O #3 Funnel Segments
(O #4 NBP Factors

01 Uniqueness

PDashboardimage

jrs

Awareness by Segment Consumers in score Engagement Factors by Segment Consumers in score Contact Points by Segment Consumers O #5 Info Sources
cov_varname_ag cov_valuename n cov_varname_ag cov_valuename n cov_varname_ag cov_valuena O #6 Persona
2 En
Total Consumers 322 - Total Consumers 235 -
Gender Male 166 - Gender Male 124 .
Total Consumers 235 l

Female 156 Female 111 -
Gender Male 124 I
Age 20s 65 - Age 20s 54 -
Female 11 I
30s 88 - 30s 79 -
Age 20s 54 I
40s 77 - 40s 57 -
30s 79 I
| |
»

50s 92 50s 45 -
40s 57

© Nikkei Research Inc. All Rights Reserved 1 9
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I Our service | Dashboard of 200 Brands is available!

Understand how corporate activities shape current brand images and
identify which activities to enhance for more effective brand promotion.

03

In-depth

Quick Guide Highlight I: ... Highlight II: ... Highlight Il1:... Brand Imag... Text Visualization Lowlight I: .. Lowlight II: .. Heatmap Vi...

Brand Name

Brand Image by Consumer Contact Points

GAP

Heatmap: Contact Points and Product Image

Heatmap: Contact Points and Company Image

02 Radio CM -

Contact Points

TOTTOTTOT IO

14 Events/seminars -

06 Magazine ads -

05 Newspaper ads -

-

I Indaretand hnwr rarnnrata activiitiae echana riirrant hrand imanae and idantifir which activitiace tn anhanra far mnra aoffactivia

24.832.728.725.1 30.527.028.522.926.825.6 29.728.830.722.8 15.0

S REBEETEIE8Ba=2Roe o (R N ER ey 1w W92 629 322.123.5 25.628.125.226.628.623.931.526.729.828 4
S og XOoTOCmMOQwoms®™
- 03 TV/radio programs -
Company Images 02 Radio CM -
= — - = — 01TV CM -
k= ] 5 T e = 3 E @&
= = = @ @ @ 3 =
= 2 = 23 = o B T o Q o o o o o S
g g o g @ o - N B (5] ~ [==] O - N w £
< e 2 2 2
E w =
g 8 Product Images
>
ko] =<
@ 5] = =% =3 Q =2 = w 2 2 7
5 Z & %gg &:°
@ g 53 38°
= 7 & 3
3 3 3
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NIKKE]-

Nikkei Research Inc.

Kamakuragashi Bldg.,2-1, Uchikanda 2-chome,
Chiyoda-ku, Tokyo 101-004%7, Japan

E-mail:gbs@nikkei-r.co.jp
https://www.nikkei-r.co.jp/english/about/
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