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Riding on the Nano, the | The petrochem-to-retail The state-run bank, Out of the woods led Dropped two rungs India’s largest private Surging consolidated With increasing The company’s diversifi- With earnings per

shares more than dou-
bled during last year, the
oil major from public
sector unit moved a slot
up, to number 10 for the
first time

demand for steel and no
Greenfield projects in
sight, Tata Steel holds
tremendous potential for
growth on account of its
global footprints

down, this state-run oil
company increased its
brand value on the back
of subsequent oil price
hikes and ability to cre-
ate value for investors

world’s cheapest car, and
smooth integration of its
acquired Jaguar Land
Rover, Tata Motor has
demonstrated a huge
potential to create value

major, surprisingly
pushed to the second
position, suffered a big
brand value erosion, but
its ability to recoup
remains unchallenged

although moved a rank
down, still retains its
charm as the biggest
banking brand in the
country and has added
huge value this year

by global meltdown last
year, largest technology
company in the country
held its own at No. 4
and managed to limp
ahead in brand value

telco is fast expanding
global reach to drive
value. After Warid Tele-
com, it has snapped up
Zain's African business
and Telecom Seychelles

profits, that grew 158%
last fiscal, an the back of
higher crude throughput
and sales helped the oil
major make incremental
growth in brand value

cation strategy or derisk-
ing model with low
dependence on a single
market or client helped it
tied over recession and a
robust last year
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ONLY FIRMS LISTED ON
BSE were considered for
the study. Also, those with
a number of stand-alone
brands were eliminated.
Hence, no Amul or HUL.
Five years of historic rev-
enues and current market
value of the firms were ob-
tained using Bloomberg
and other publicly-avail-
able sources.

Evaluation of top 500
firms (by market cap) was
used to arrive at the Top 50.

Only public data— bro-
ker reports, annual reports
and market research —
was used for the study.

The valuation was done
using the 'Relief from Roy-
alty' approach, which as-
sumes that a firm does not
ownits own brand and cal-
culates howmuch it would
need to pay to license it
from a third party. The
present value of the (hypo-
thetical) royalty represents
the brand’s value.

THE NEXT 40 IN THE BIG LEAGUE

estimates, plentiful inflow of
global capital and strength of
equity markets. Yet some
introspection is needed by the
firms about the sustainability
drivers of profitable growth,
which they have enjoyed with
relative ease till date.

Twenty years ago, things like
customers, brand, stakeholder
relationships or intellectual prop-
erty did not matter. But now, hy-
per competitive markets, rapid
innovation and choosy
customers are becoming the
norm rather than an exception.
This puts customers at the centre
of the business and makes brands
the pivot of a value exchange
interface between customers and
the enterprise.

In the next decade,
sustainable businesses are those
that will learn to walk the talk
on customer—centricity and
construct a brand and intangible
asset-heavy business design. A
brand-led business design and
investment thesis is not a fancy
option, but a necessity to deliver
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never before. New global compulsions are forc- Sectors like IT that have so far competed on  tionately high representation in the 2010 edition
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Dld It ¢ There is considerable excite-
ment about India’s GDP on the business’s full potential

and for long-term viability.

Brand Finance’s global and
Indian experience shows thata
large majority of businesses are
overbalanced towards short-
term fire-fighting priorities
because they have little orno
visibility into directing manage-
ment attention and investments
into future value-producing
activities driven by brands and
intangible assets.

The goal of this annual index
isnot only to provide a snapshot
of India’s biggest and most
powerful brands, but also ignite
aninformed debate about what
really matters for Indian firms —
adopting brand value as a surro-
gate for business’ value creation
capability in the long run.

Tt is critical to bridge the gap
between ‘Delivering Today’
(short-term priorities) and ‘Cre-
ating Tomorrow’ (long-run
goals) of any business by provid-
ing a common platform and set
of metrics that can be used by
the senior management as well
as by analysts and investors.




