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ABOUT BRAND FINANCE 

 

Brand Finance is an international leader in quantifying and leveraging the value of intangible assets. 
We advise organisations across a wide range of sectors on how to maximise shareholder value 
through effective management of their intangible assets. Headquartered in London, Brand Finance 
was founded in 1996 and now has twenty three offices in twenty two countries. The Singapore 
subsidiary was established in 2001. 
 
Our services complement and support each other, resulting in an in-depth understanding of 
intangible assets from financial, consumer and commercial perspectives: 
 
Valuation: We are an international leader in the field of intangible asset valuation and 

transfer pricing. 
 purchase price allocations and impairment reviews 
 financial reporting 
 transfer pricing 
 litigation 

Analytics: We help companies quantify the return on marketing investment and track 
brand performance. 
 brand investment dashboards 
 return on marketing investment 
 marketing mix modelling 
 benchmarking 

Strategy: We use value-based management and marketing tools to enable 
management to allocate resources to activities that create the most value. 
 scenario modeling and valuation 
 brand architecture  
 resource allocation and budget setting 
 portfolio evaluation and strategy  

Transactions: We help clients extract value from their intellectual property through 
transactions. 
 intellectual property and brand due diligence 
 intellectual property structuring 
 licensing  
 joint venture, mergers, acquisitions, investment and divestment decisions 

 
Brand Finance has worked with many of the world‟s leading brand owners and branded enterprises. 
We also advise private equity companies, investment banks, intellectual property lawyers, and tax 
authorities.  
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FOREWORD 

  

 
Intangible assets should be an important issue to be considered by the 
boardroom. The Brand Finance‟s „Global Intangible Tracker‟ covers more than 
10,000 companies quoted in 32 countries over a six year period. Brand Finance 
plc is the world‟s leading independent brand and intangible asset valuation firm, 
and for over a decade Brand finance has been dedicated to the measurement of 
brand strength and value.  The Brand Finance network is independent and global, 
meaning that our analysis is both objective and well-informed.    

 
Brand Finance‟s League Tables take into consideration a sector approach in 
which brands are compared against their peers and provide an aggregate finding 
of the value generated by these businesses and their brand strategies. We use 
quantitative market data, detailed financial information and expert judgment to 
provide reliable Brand Ratings and Brand Values. We use methods that are 
technically advanced and well recognised by our peers, by various technical 
authorities and by academic institutions. 
 
Our methods and reports are highly actionable for accounting, tax litigation and 
commercial purposes. They also produce diagnostics and analytics that can be 
used to manage your strategy better. This is how we add value to our client‟s 
brands and intangible assets. 
 
Singapore has done very well economically as a nation and I am very impressed 
by the efforts of EDB and IPOS in increasing the IP standards in the industry as 
well as making this economy attractive for IP owners. This report demonstrates 
that Singapore companies can do more to develop and leverage their intangible 
assets to grow shareholder value as fast as other leading world economies. 
Singapore has positioned itself as an IP hub and I believe that IP will be the 
future engine of growth in Singapore. 
 
I am pleased to say we have taken this 43rd National Day to recognize the 
entrepreneurial culture in Singapore. We have shortlisted three Rising Star 
Brands to accord them the recognition in their investment in brands and 
intangible assets. It is also my belief that more IP will be created not only in 
technology and manufacturing sectors, but also in the realm of education, arts 
and entertainment.  
 
I am sure Singapore companies will continually thrive for a compelling growth 
story overseas with your brand and intangible assets.  

 

 
David Haigh 
Chief Executive 
Brand Finance plc 
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GLOSSARY OF TERMS 
 
 
Brand Portfolio Value 
The value of trade marks and trade mark licenses, 
together with associated goodwill. 
 
ßrandßeta® 

Brand Finance‟s proprietary method for adjusting a 
weighted average cost of capital to arrive at a specific 
discount rate for each brand (based on its Brand 
Rating). 
 
Branded Business 
The whole business trading under particular brands, 
the associated goodwill and all the other tangible and 
intangible elements at work within the business. 
 
Brand Rating 
A summary opinion, similar to a credit rating, on a 
brand based on its strength as measured by Brand 
Finance‟s „Brand Strength Index‟. 
 
Brand Value 
The net present value of the estimated future cash 
flows attributable to the brand (see Methodology 
section for more detail). 
 
Discounted Cash Flow (DCF) 
A method of evaluating an asset value by estimating 
future cash flows and taking into consideration the time 
value of money and risk attributed to the future cash 
flows. 
 
Discount Rate 
The interest rate used in discounting future cash flows. 
 
 

  
Enterprise Value 
The combined market value of the equity and debt of a 
business less cash and cash equivalents. 
 
Fair Market Value (FMV) 
The price at which a business or assets would change 
hands between a willing buyer and a willing seller, 
neither of whom are under compulsion to buy or sell 
and both having reasonable knowledge of all relevant 
facts at the time. 
 
Holding Company 
A company controlling management and operations in 
another company or group of other companies. 
 
Intangible Asset 
An identifiable non-monetary asset without physical 
substance. 
 
Net Present Value (NPV) 
The present value of an asset‟s net cash flows (minus 
any initial investment). 
 
Tangible Value 
The fair market value of the monetary and physical 
assets of a business. 
 
Weighted Average Cost of Capital (WACC) 
An average representing the expected return on all of a 
company‟s securities. Each source of capital, such as 
stocks, bonds, and other debts, is assigned a required 
rate of return, and then these required rates of return 
are weighted in proportion to the share each source of 
capital contributes to the company‟s capital structure. 

 
Other notes 
 
The valuation date of this report is 31 December 2007. 
 
All quantitative data and listed company data sources are obtained from Bloomberg, annual reports, 
company websites, analyst and industry reports and other publicly available data sources. 

 
Neither all nor portions of this report may be reproduced or published without acknowledgment to, 
or the express written authorisation of Brand Finance Singapore. 
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Disclaimer 

 
Brand Finance Singapore has produced this study with an independent and unbiased analysis. The values derived 
and opinions produced in this study are based only on publicly available information. No independent verification or 
audit of such materials was undertaken. Brand Finance Singapore accepts no responsibility and will not be liable in the 
event that the publicly available information relied upon is subsequently found to be inaccurate.   
 
The conclusions expressed are the opinions of Brand Finance Singapore and are not intended to be warranties or 
guarantees that a particular value or projection can be achieved in any transaction. The opinions expressed in the 
report are not to be construed as providing investment advice. Brand Finance Singapore does not intend the report to 
be relied upon for technical reasons and excludes all liability to any organization.  
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EXECUTIVE SUMMARY 
 
Purpose of Study 
 
The sources of value creation have shifted rapidly from tangible assets to intangible assets in the 
last 50 years. Intangible assets now account for 66% of global market value, yet management skills 
have not broadened at the same pace. Many companies are poor at taking stock of their intangible 
assets, let alone tracking their role in driving cash flow and enterprise value. 
 
The purpose of this study is three-fold: 
 
Firstly, to enhance the recognition amongst Singapore’s companies that intangible assets play a 
pivotal role in driving enterprise value;  
 
Secondly, to identify the most valuable and productive brand portfolios and brands of Singapore, 
and compare them to global leaders in their fields; and  
 
Thirdly, to highlight the impact of intangible assets on accounting, tax and strategy, and how 
Singapore companies can leverage their intangible assets in various ways.  
 
How does Singapore fare on intangible value creation? 
 
The findings of Brand Finance‟s Global Intangible Tracker lend good insights into how Singapore‟s 
intangible assets are performing on a global level. Global Intangible Tracker is the most extensive 
study on intangible assets, covering 32 leading stock markets, more than 10,000 companies and 
99% of global listed value. 
 
It validates the importance of intangibles and demonstrates the significant growth in global 
intangible value, even in countries which have traditionally been dominated by commoditised 
sectors. In addition to brands, intangible assets comprise patents and technology, contracts, 
copyright, customer relationships, design rights and human capital.  
 
Singapore may be the world‟s second most competitive economy renowned for its economic 
performance, business and government efficiency and infrastructure according to Lausanne‟s 
business school IMD. But it is in a distant 27th place for the contribution of intangible assets to 
enterprise value, as compared to US in number one position where intangible assets comprise 
75% of enterprise value. Singapore also lags India and China where intangible value accounts for 
73% and 58% of enterprise value respectively. In contrast, Singapore‟s proportion of intangible 
value stands at 50%. Though this represents a 10% improvement over Brand Finance Singapore 
Intangibles Study released in 2004, this report demonstrates that Singapore companies are 
undervaluing their intangible assets.   
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The charts below show the split of enterprise value for listed companies in a selection of countries 
and Singapore. 
 

 
 

 

 
 

 

Hence, for Singapore to stay competitive with the most innovative intangible-generating countries, 
corporate Singapore has a colossal task to recognise and invest in intangible assets, and to 
strengthen the management‟s capabilities in managing and capitalising on intangible assets to 
generate superior value for the enterprise.   
 
 
Brands and branding have emerged to be a forefront topic in the Singapore business community. 
Increasingly, brands make up a significant portion of our intangible value. In many sectors, brand is 
the dominant asset category.  
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Singapore’s Most Valuable Brand Portfolios and Brands 
 
Brand Finance has ranked the brand portfolios and brands of SGX listed companies by their 
absolute dollar value and the percentage contribution that the brands make to enterprise value.  
 
Singapore‟s 50 largest brand portfolios and brands amount to S$36.2 billion. In this report, we have 
looked at some of Singapore‟s top brands and compared them with global players in similar 
industry. There is a wide disparity in terms of the value and contribution to enterprise value. This 
spells opportunities for Singapore companies to invest in their brands and intangible assets, and to 
scale up.  
 
Kudos to:  
 
 Singapore Airlines for being the overall champion of Singapore‟s brands, with the highest 

brand rating and the most valuable Singapore brand  
 
 MacCoffee for being the „hardest working‟ brand in terms of its contribution to enterprise value  
 
 StarHub for being the company with the most intangible value  
 
 
How do brands drive enterprise value? 
 
Brands create value by shifting both the demand and supply curves. On the demand side they 
influence consumer behaviour leading to greater trial, improved frequency of use, increased loyalty 
and a willingness to pay a price premium. On the supply side, strong brands can attract better 
talent, influence terms of trade, and even reduce the cost of capital.  
 
An understanding of brand value is essential to various decision-makers in various ways: 
 
 Brand managers need to understand how brands influence consumer perceptions and 

behavior in order to develop strategies that optimise market performance and brand value. 
 
 Finance managers are faced with impairment risks as well as transfer pricing considerations 

that require an understanding of intangible asset values. They also play a role in protecting 
brand value by maintaining adequate levels of brand investment in bad and good times. 

 
 Deal makers increasingly need to gauge the investment value and value potential of brands in 

assessing the merits of a transaction. 
  
 



 

10  © Brand Finance plc 2008 

 

Moving Ahead 
 
The business environment for 2008 has changed drastically. These are challenging times as the 
world economies await to price in effects of the unfolding credit and banking crisis. Coupled with 
high oil and commodity prices, inflation and a weakening US economy, the instinct for most 
companies is to hold off investments and cut back on spending. There are good bargains to be had 
during an economic downturn. This is perhaps the most appropriate time for companies to review – 
to take stock of their intangible assets and brands, to be astute in brand investments, to restructure 
the portfolio if necessary. Companies with the courage to go against the grain, which can cut 
through the market noise of gloom and doom, will find worthy investments and utilise this time to 
strengthen their intangible portfolios.  
 
Happy 43rd National Day! 

 
Lucy Gwee 
Managing Director 
Brand Finance Singapore  
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 The global importance of intangible assets increased steadily between 
2001 and 2007. Intangibles now account for 66% of global market value. 
But for Singapore, intangibles account for 50% of the enterprise value of 
SGX listed companies.  
 

 Singapore is ranked a distant 27th position for the contribution of 
intangible assets to enterprise value and lags India and China where 
intangible value accounts for 73% and 58% of enterprise value 
respectively. The global leaders are the USA and Switzerland where 
intangibles contribute about 75% of market value. 
 

 For Singapore to compete with the most innovative intangible-generating 
countries, it is imperative for corporate Singapore to recognise and invest 
in intangible assets and to strengthen the management‟s capabilities in 
managing and capitalising on intangible assets to generate superior value 
for the enterprise. 
 

 Singapore‟s 50 largest brand portfolios and brands amount to S$36.2 
billion (US$25.0 billion). Compare this with Australia‟s Top 50 brands 
which account for A$80 billion (US$69.6 billion).  

 

 Singapore Airlines has the most valuable brand portfolio (excluding SIA 
Cargo) of listed SGX companies with a brand value of S$4.97 billion and 
the best brand rating „AAA‟ in Singapore. 

 

 MacCoffee, the flagship brand of Food Empire, is the hardest working 
Singapore brand that contributes 52% to the enterprise value.  

 
 StarHub takes top honours for being the Singapore company with the 

highest intangible value where intangible assets make up 89% of 
enterprise value. 

 
 In recent years, we have seen how some Singapore companies are 

successfully taking their brands to international markets. In the future, we 
would expect Singapore companies to drive greater value from their 
intangible assets and brands.  

 
 Singapore companies have to continuously and arduously work on their 

intangible assets and brands to harness their potential and bridge the gap 

with global leaders.  

KEY FINDINGS 
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SINGAPORE’S TOP 10  
 
The ten most valuable brands and brand portfolios (listed in the table below) of Singapore are 
worth S$21.8 billion. Our methodology for the valuation of the brands can be found on page 38. 
This represents 60% of the total brand value of the Top 50 Singapore brands.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
* The valuation only covers Singapore Airlines Ltd and SilkAir (S) Private Ltd. 
** The valuation covers the total brand portfolio of Keppel Corporation Ltd except Keppel Land Ltd and Keppel 
Telecommunications & Transportation Ltd. 
*** As this study focuses on brands of Singapore origin, Optus has been excluded from SingTel‟s valuation. The 
Enterprise Value for Singapore Telecommunications is a calculated number which excludes Optus to ensure a fair 
comparison. 
**** The valuation only covers SembCorp Industrial Parks, SembCorp Utilities and SembCorp Environmental. 

 
 
1. Singapore Airlines Ltd 

Brand portfolio: Singapore Airlines, SilkAir 
 

 

2007 Enterprise Value 
SGD 17,330 m 

2007 Trademark Value  
SGD 4,932 m 

2007 Total Revenue (est.) 
 SGD 13,839 m 

 
Singapore Airlines (SIA) was originally founded in 1947 as a small regional airline. It has since 
grown rapidly into one of the world‟s leading carriers, flying to over 100 destinations in 42 countries. 
Having won several awards including Airline of the Year by Air Transport World (Global), Best 
Overall Airline of the World (19th consecutive year) by Business Traveller USA 2007, Singapore 
Airlines is not only Singapore‟s most valuable brand but also an internationally respected one. 
Brands that are being valued in its portfolio include Singapore Airlines and SilkAir. 
 
Besides having successfully achieved continual financial profitability, SIA has a strong brand name 
established due to its longstanding commitment particularly in the areas of innovation, safety and 
legendary service. The Singapore Girl, an iconic brand image of SIA, and the Sarong Kebaya 
uniform that the cabin crew dons has gained global recognition as part of Singapore Airline‟s 
recognisable signature branding. 
 

Rank Parent Company Brand(s)

Trademark Value 

(SGD m) 

2007

Brand Value / 

Enterprise 

Value

Brand 

Rating

1 Singapore Airlines Ltd Singapore Airlines (Brand Portfolio)* 4,932 28% AAA

2 Wilmar International Ltd Wilmar (Total Brand Portfolio) 2,924 7% A

3 DBS Group Holdings Ltd DBS (Total Brand Portfolio) 2,554 7% AA

4 Keppel Corporation Ltd Keppel (Brand Portfolio)** 2,194 10% AA-

5 Asia Pacific Breweries Ltd APB (Total Brand Portfolio) 1,811 49% AA

6 United Overseas Bank Ltd UOB 1,687 5% AA-

7 Neptune Orient Lines Ltd APL 1,613 27% AA-

8 Oversea-Chinese Banking Corporation Ltd OCBC 1,470 5% A

9 Singapore Telecommunications*** SingTel 1,351 7% A+

10 SembCorp Industries Ltd Sembcorp  (Brand Portfolio)**** 1,259 11% A
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2007 was a landmark year for SIA as it was the first to fly the world‟s largest aircraft, the A380. 
With more Boeing 777-300ERs to be delivered, Singapore Airlines is set to maintain its position of 
having one of the youngest, most modern and efficient fleet. Singapore Airlines constantly uses 
innovation to drive brand value to be the best, and the „first‟ to enhance customer‟s in-flight 
experience and to deliver the Asian‟s hospitality and warmth.  
 
 
2. Wilmar International Ltd 

Total brand portfolio  
 

 

2007 Enterprise Value 
SGD 41,106 m 

2007 Trademark Value  
SGD 2,924 m 

2007 Total Revenue (est.) 
 SGD 4,219 m 

The merger in 2007 with Kuok Group‟s palm plantation edible oils and related business has 
created a leading agribusiness group in Asia. The company is engaged in activities such as oil 
palm cultivation, edible oils refining, grains processing and merchandising. Originally established in 
1991, Wilmar International has built an extensive network in over 20 countries, with a principal 
focus on the Europe, India, China, Malaysia and Indonesia markets. 

Wilmar International employs an integrated agribusiness model which allows it to capture the 
complete value chain of the agricultural commodity processing business, from origination, 
processing, transportation to the branding, merchandising and distribution of a great variety of 
agricultural products. The success of this business strategy has allowed Wilmar International to 
reap the benefits of significant operational synergies and lowered costs due to economies of scale, 
integration, logistical and distribution advantages and market intelligence.  

Its consumer brand portfolio includes “Arawana” brand, a market leader in China alongside other 
consumer pack edible oil brands like “Golden Carp”, “Wonder Farm”, “Gold Ingots” and “Orchid”. 
Other than consumer pack edible oils, it is also the largest producer and supplier of speciality fats 
in China with a distribution network that spans more than 150 Chinese cities.  
 
 
3. DBS Group Holdings Ltd 

Total brand portfolio 
 

 

2007 Enterprise Value 
SGD 36,420 m 

2007 Trademark Value  
SGD 2,554 m 

2007 Total Revenue 
 SGD 6,499 m 

 
DBS Group Holdings, the holding company of DBS bank, commenced operations in 1968 as a 
development bank to aid in Singapore‟s industrialisation efforts. Today, DBS now owns the largest 
network of branches in Singapore and has diversified its business to offer a full range of services in 
corporate, Small and Medium-sized Enterprise (SME), wholesale and consumer banking activities.  
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Through the acquisition of POSBank in 1998, DBS Bank now has a customer database of more 
than 5 million. With main operations based in Hong Kong and Singapore, DBS has a strong 
presence in 16 markets across Asia, and is looking to extend their services in China, India and 
Indonesia. Active in the capital markets, DBS Bank is also a leader in corporate lending and makes 
available real estate investment trusts to investors in Singapore and the region. The Bank‟s credit 
ratings of Aa1 by Moody‟s and AA- by Standard & Poor‟s are amongst the top in the region. 
 
The bank has recently embarked on a strategic brand repositioning. In order to emotionally 
communicate the brand's Asian heritage and specialization, the bank has even introduced a 
„fragrancing and music styling‟ solution in their bank branches to enhance the overall bank 
customer experience.  
 
 
4. Keppel Corporation Ltd 

Entire brand portfolio excluding Keppel Land and Keppel Telecommunications & Transport 
 

 

2007 Enterprise Value 
SGD 22,523 m 

2007 Trademark Value  
SGD 2,194 m 
2007 Total Revenue 
 SGD 10,431 m 

 
Keppel Corporation started out as a Singapore shipyard back in 1968 and has since diversified its 
operations, particularly in the offshore, marine, property and infrastructure sectors. It became a 
public company in 1975 and was one of the first companies to regionalise its operations as it 
recognised the vast opportunities abroad. To date, Keppel has operations in more than 30 
countries, and staff strength of about 30,000 employees in its Singapore headquarters 
 
Keppel Offshore & Marine, a wholly owned subsidiary of Keppel Corporation, is among the largest 
offshore and marine groups worldwide. It managed to clinch a record of $7.4billion worth of orders 
in 2007. Keppel FELS Brasil was awarded a US$1.2billion contract by Petrobras SA to build one of 
the world‟s largest floating production units. Keppel AmFELS has painstakingly established its 
presence in US and was awarded a package of four jackup rigs contract worth a total of US$780 
million.  
 
Winning the contracts highlight that the Keppel brand has won the confidence of the overseas 
companies, and their faith in the Keppel brand to deliver its promise.  
 
 
5. Asia Pacific Breweries Ltd 

Total brand portfolio 
 

 

2007 Enterprise Value 
SGD 3,716 m 
2007 Trademark Value  
SGD 1,811 m 

2007 Total Revenue (est.) 
 SGD 1,748 m 

 
In 1931, a joint venture of the Fraser and Neave Group and Heineken International gave rise to 
Malayan Breweries Limited which was later renamed to Asia Pacific Breweries (APB) in 1990. With 
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more than 70 years in the beer industry, APB has become one of the key players in the market 
today. APB manages a vast worldwide marketing network which covers 60 countries including 
Singapore, Cambodia, China, India, Papua New Guinea and Vietnam. Currently, APB handles a 
portfolio of more than 40 beer brands and brand variants. Besides Tiger and Heineken, which is 
well received in the regional beer market, APB has also established various local mainstream beer 
brands for different countries. These include Gold Crown in Cambodia, DB Draught in New 
Zealand and SP Lager in Papua New Guinea.  

APB‟s flagship brew, Tiger Beer, launched in 1932, has maintained a stronghold in Asia Pacific. It 
has won over 40 international accolades and awards including its achievement of the Gold Award 
in the New Zealand International Beer Awards in 2008 and was the UK Cool Brand Leader every 
year from 2004 to 2006. In its pursuit of quality excellence, APB benchmarks itself with the global 
brewing standards and has several quality assurance certifications. 

The company uses various marketing platforms, campaigns and medium to reach out to its 
customers. In its recent campaign of the Tiger Beer where it transformed the underpass to an 
interactive den, the brand aims to remind people of the "winning spirit of Tiger". 

 
6. United Overseas Bank Ltd 
 

 

2007 Enterprise Value 
SGD 34,216 m 

2007 Trademark Value  
SGD 1,687 m 

2007 Total Revenue 
 SGD 4,853 m 

United Chinese Bank begun operations in 1935 and was later renamed to United Overseas Bank 
(UOB) in 1965. UOB has grown rapidly over the past 73 years, offering a diverse range of financial 
services including investment banking, general insurance and trust services. To date, UOB has a 
network spanning across more than 500 offices in 18 countries in Asia Pacific, North America and 
Western Europe. In 2001, UOB successfully acquired Overseas Union Bank Ltd and became a 
single entity under the UOB name.  

As a leading bank in Singapore, it has proved to be a key player in the private residential home 
loan business as well as loans to the Small and Medium sized Enterprises (SME). UOB has 
recently garnered the best SME Bank in Asia Pacific award at the Asian Banking & Finance Retail 
Banking Awards 2007. Its total card base of more than 1.5 million positions it in the top spot for the 
credit and debit cards services. UOB is also ranked among the top global banks by Moody‟s 
Investors Service, receiving Aa1 and Prime-1 for long term and short term bank deposits 
respectively. 
 
The UOB brand has been widely associated with the flourishing of its credit card business. As the 
largest card issuer, it has taken aggressive steps to introduce innovative and exciting programmes 
to woo card members and merchant partners.  From its first highly successful lady‟s card to the 
recent launch of the first regional card, UOB has displayed a strong commitment to enhance the 
experience of using the UOB card through exclusive privileges.  
 
 

http://www.apb.com.sg/abt-Mkts-Spore.html
http://www.apb.com.sg/abt-Mkts-Cambodia.html
http://www.apb.com.sg/abt-Mkts-China.html
http://www.apb.com.sg/abt-Mkts-India.html
http://www.apb.com.sg/abt-Mkts-PNG.html
http://www.apb.com.sg/abt-Mkts-Vietnam.html
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7. Neptune Orient Lines 
Brand portfolio: APL 

 

2007 Enterprise Value 
SGD 5,929 m 

2007 Trademark Value  
SGD 1,613 m 

2007 Total Revenue (est.) 
 SGD 2,527 m 

 

Neptune Orient Lines (NOL) was Singapore‟s national shipping line when it first started. Now, it has 
grown to become one of the world‟s largest container shipping and logistics companies with 3 key 
operating brands: APL, APL Logistics and APL Terminal. The focus of this valuation would be 
solely based on APL, the wholly owned subsidiary of NOL. 
 
APL, with a history that dates back to 1848, is an international transportation and logistics unit that 
has a global presence across Asia, America, Europe, the Middle East, Australia and the Indian 
Subcontinent. Its extensive network of ships, terminals, trucks and trains allows APL to carry 2 
million containers annually. Supported by over 4,200 employees in more than 200 locations, it 
offers a wide range of container transportation solutions through intermodal operations. As a leader 
in transportation services, APL offers more than 60 weekly services reaching over 25,000 locations 
in 140 countries.  
 
The shipping business has always been one filled with risk and cyclicality, however, APL remains 
as a strong leader in the industry. The APL brand has often been associated with quality service 
and customers value the reliable transportation and responsive customer service that APL has 
been offering. APL is renowned for its inventive technologies that allow it to deliver operations with 
greater efficiency and has regularly appeared on the annual Information Week top 100 
technological innovators. 
 
 
8. Overseas-Chinese Banking Corporation Ltd 
 

 

2007 Enterprise Value 
SGD 29,280 m 

2007 Trademark Value  
SGD 1,470 m 

2007 Total Revenue  
 SGD 4,032 m 

 
Overseas-Chinese Banking Corporation (OCBC) is Singapore‟s longest established bank, with a 
heritage that began way back in 1912. Today, it is among one of Asia‟s leading financial services 
groups, having a vast network stretching across 15 countries with more than 460 branches located 
worldwide. Its core businesses include consumer banking, business banking, investment banking, 
transaction banking, global treasury and stockbroking services to satisfy the needs of customers 
across various communities.  

Besides being termed as the Third Strongest Bank in Asia Pacific by The Asian Banker, OCBC has 
received a strong credit of Aa1 by Moody‟s and an A+ by Standard & Poor‟s. OCBC currently 
commands a strong presence in both business and consumer banking sectors in the Malaysia and 
Singapore markets. OCBC is looking to pursue growth in China as it recently penetrated into the 
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China market when its locally incorporated and wholly owned subsidiary OCBC Bank (China) 
begun operations on 1st August 2007.  

In late 2007, OCBC freshened up its communication efforts and embarked on a “Stay Curious” 
integrated brand campaign to heighten brand awareness. It aims to provoke curiosity amongst 
businesses and public members as to the service offerings of OCBC - to get consumers intrigued 
enough to try. The bank also communicated the theme of staying curious to its employees by 
sending teaser cards and surprise parcels filled with foodstuff and inspirational messages. The 
next phase of this $5 million campaign will continue in 2008, showcasing the products and service 
innovations of OCBC. 
 
 
9. Singapore Telecommunications 

 

2007 Enterprise Value 
SGD 19,000m 

2007 Trademark Value  
SGD 1,351 m 

2007 Total Revenue 
 SGD 4,430 m 

 
With more than 128 years of operating experience in Singapore, Singapore Telecommunications 
Limited (SingTel) has played a vital role in the development of Singapore as a major 
communications hub in the region. SingTel, with a presence in over 20 countries, positions itself as 
one of the leading global communications groups today. The comprehensive portfolio of services 
that SingTel currently provides include fixed, mobile and data communications, Internet, 
information technology, and subscription television.  

The Group‟s mainstay is in the mobile industry, where SingTel Mobile, a wholly owned subsidiary 
of, is one of the market leaders in Singapore with over 1.9 million customers. SingNet, another 
subsidiary of SingTel, is currently one of the top Internet Service Providers in Singapore, with over 
450,000 broadband lines and dial-up customers. Widely recognized by the consumers and 
industry, the outstanding awards SingTel has received include Mobile Operator of The Year, 
Singapore by Asian MobileNews Awards 2007 and both Platinum (Telecom Company) and Gold 
(Mobile Service Provider) by Readers‟ Digest Trust Brands Awards 2007. 

SingTel, in the last quarter of 2007, has aimed to engage and capture the younger crowd of 
Singapore for its new mobile plan through Windows Live Messenger. One month into its campaign, 
it received an overwhelming response where 17 million impressions were downloaded. In reaching 
out to the younger segment of the market, SingTel brand aims to be more refreshing and hip. 
Becoming the title sponsor for the upcoming Singapore Formula 1TM Grand Pix serves to provide 
SingTel the platform to achieve global recognition of its brand. 
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10. SembCorp Industries Ltd 

Brand portfolio: SembCorp Industrial Parks, SembCorp Utilities and SembCorp Environmental  

 

2007 Enterprise Value 
SGD 11,180 m 

2007 Trademark Value  
SGD 1,259 m 

2007 Total Revenue 
 SGD 8,619 m 

 
SembCorp Industries is a leading utilities and marine group with more than 6,700 employees 
worldwide.  Operating in Singapore, Middle East, United Kingdom and across Asia, it primarily 
provides services in 4 business segments: environment, marine, utilities and industrial parks.  
 
SembCorp has grown to become a worldwide leader in the provision of centralized utilities and 
services. With more than 4,000,000 m3 a day globally, SembCorp is Singapore‟s top water 
management company. In 2007, the Industrial Parks business has managed to increase its 
presence in the Vietnam market with the opening of a new 700 hectare Industrial Park. Its Marine & 
Offshore Engineering unit is a leading global marine engineering group that provides integrated 
solutions in ship repair, offshore engineering related sectors. However, this unit is not included in 
the valuation because it is separately listed on the Singapore Stock Exchange. The Environmental 
Management business offers integrated environment solutions in waste collection, reuse of waste, 
recycling and pre-disposal waste management. It is an established brand name in Asia‟s fast-
growing markets. 
 
SembCorp leverages on the expertise, strength and synergies of its integrated business to allow a 
better understanding of the needs of its customers. SembCorp therefore views itself as a key 
partner to its customers, delivering solutions for their needs. The SembCorp brand is anchored on 
its positioning statement of “Vital Partners, Essential Solutions”, to communicate strength and 
reliability. Internal campaigns were also carried out to communicate SembCorp‟s brand to its 
employees in order to foster greater employee communications. 
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SINGAPORE’S TOP 50 BRANDS  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Rank Parent Company Brand(s)

Trademark Value 

(SGD m)

2007

Enterprise Value 

(SGD m)

2007

Brand Value / 

Enterprise Value

Brand 

Rating

1 Singapore Airlines Ltd Singapore Airlines (Brand Portfolio)* 4,932 17,330 28% AAA

2 Wilmar International Ltd Wilmar (Total Brand Portfolio) 2,924 41,106 7% A

3 DBS Group Holdings Ltd DBS (Total Brand Portfolio) 2,554 36,420 7% AA

4 Keppel Corporation Ltd Keppel (Brand Portfolio)** 2,194 22,523 10% AA-

5 Asia Pacific Breweries Ltd APB (Total Brand Portfolio) 1,811 3,716 49% AA

6 United Overseas Bank Ltd UOB 1,687 34,216 5% AA-

7 Neptune Orient Lines Ltd APL 1,613 5,929 27% AA-

8 Oversea-Chinese Banking Corporation OCBC 1,470 29,280 5% A

9 Singapore Telecommunications*** SingTel 1,351 19,000 7% A+

10 Sembcorp Industries Ltd Sembcorp  (Brand Portfolio)**** 1,259 11,180 11% A

11 Great Eastern Holdings Ltd Great Eastern 979 8,679 11% A-

12 City Developments Ltd Millenium & Copthorne 924 14,129 7% A-

13 Sembcorp Marine Ltd Sembcorp Marine Ltd 828 8,096 10% AA-

14 Neptune Orient Lines Ltd NOL 802 5,929 14% AA-

15 Singapore Technologies Engineering Ltd ST Engineering (Total Brand Portfolio) 783 11,576 7% A-

16 Dairy Farm International Holdings Ltd Cold Storage 762 8,573 9% A

17 Shangri-La Asia Ltd Shangri-La 700 14,588 5% A

18 CapitaLand Ltd CapitaLand (Total Brand Portfolio) 669 20,079 3% A

19 Fraser and Neave, Ltd F&N 541 9,191 6% A

20 StarHub Ltd StarHub 527 5,606 9% A-

21 GuocoLand Ltd GuocoLand 480 3,587 13% A

22 Fraser and Neave, Ltd Fraser 407 9,191 4% A

23 Singapore Press Holdings Ltd SPH (Total Brand Portfolio) 367 6,576 6% A+

24 Hong Leong Asia Ltd Hong Leong Asia 346 2,467 14% A-

25 Singapore Petroleum Company Ltd SPC 344 4,271 8% A-

26 Chartered Semiconductor Manufacturing Ltd Chartered 307 4,276 7% A+

27 ComfortDelGro Corporation Ltd ComfortDelGro 288 4,293 7% A

28 Banyan Tree Holdings Ltd Banyan Tree 272 2,019 13% A

29 Jardine Cycle & Carriage Ltd Jardine Cycle & Carriage 269 13,193 2% A-

30 STATS ChipPAC Ltd STATS ChipPAC 268 3,768 7% A-

31 CapitaLand Ltd Ascott 263 20,079 1% A

32 Keppel Land Ltd Keppel Land 250 5,816 4% A-

33 Singapore Exchange Ltd SGX 230 10,582 2% A+

34 UOB-Kay Hian Holdings Ltd UOBKayHian 229 1,791 13% A-

35 Venture Corporation Ltd Venture 214 3,492 6% A-

36 City Developments Ltd CDL 202 14,129 1% A-

37 UOL Group Ltd UOL 191 4,585 4% A-

38 Kim Eng Holdings Ltd Kim Eng 191 1,546 12% BBB

39 MobileOne Ltd M1 185 1,960 9% A-

40 Olam International Ltd Olam 184 6,459 3% A-

41 SIA Engineering Company Ltd SIA Engineering Company 176 4,607 4% A-

42 Food Empire Holdings Ltd MacCoffee 170 326 52% A-

43 Cerebos Pacific Ltd BRAND'S 163 1,166 14% A-

44 WBL Corporation Ltd Wearnes 146 1,276 11% BBB-

45 Allgreen Properties Ltd Allgreen Properties 144 2,928 5% BBB

46 Singapore Airport Terminal Services Ltd SATS 143 2,778 5% A-

47 Petra Foods Ltd Petra Foods (Total Brand Portfolio) 142 1,160 12% A-

48 Stamford Land Corporation Ltd Stamford 118 550 21% A-

49 SMRT Corporation Ltd SMRT 117 2,334 5% A

50 OSIM International Ltd OSIM 112 418 27% A-

* The valuation only covers Singapore Airlines Ltd and SilkAir (S) Private Ltd.

**The valuation covers the total brand portfolio of Keppel Corporation Ltd except Keppel Land Ltd and Keppel Telecommunications & Transportation Ltd.

***As this study focuses on brands of Singapore origin, Optus has been excluded from SingTel‟s valuation. The Enterprise Value for Singapore Telecommunications is a 

calculated number which excludes Optus to ensure a fair comparison.

**** The valuation only covers SembCorp Industrial Parks, SembCorp Utilities and SembCorp Environmental.
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Notes: 
 
1. This report focuses primarily on individual listed entities.  
 
2. Since our report emphasizes brands of Singapore origin, the following brands have been 

excluded: 
 

 Optus 
 Astra  

 
3. For Dairy Farm International, we have only valued the Cold Storage Brand.   
 
4. We have split the branded revenues of “Frasers” and the “Fraser and Neave” food portfolio 

(excluding brewery revenues) to better reflect the revenues of distinct business units.  
 
5. Although these brands are not listed on SGX, they are included for their Singapore origin and 

sizeable revenues. 
 
 Millennium & Copthorne 
 Ascott 
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THE ROLE OF INTANGIBLE ASSETS IN BRAND-DRIVEN SECTORS 
 
This section examines the role of intangible assets in brand-driven sectors as identified in the table 
below. 
 

No. Top Sectors Total Brand Value 

S$ million 

Key Companies  

1 Food & Beverage 5,750  Asia Pacific Breweries 

 Wilmar  

 F&N  

 Petra Foods 

 Cerebos Pacific 

 Olam  

2 Banking  5,711  DBS  

 UOB 

 OCBC 

3 Airlines* 4,932  Singapore Airlines 

4 Hospitality 2,759  Millennium & Copthorne (part of City 
Developments) 

 Shangri-La 
 GuocoLand 
 Banyan Tree 
 Ascott – CapitaLand  
 Stamford Land 

5 Telecommunications 2,063  SingTel 
 StarHub 
 MobileOne 

 
*As the sole company in the airlines sector, it is not meaningful to study Singapore Airlines in isolation. 
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F&B Sector Laps it Up 
 
Singapore Food & Beverage brands generate the highest brand value at S$5.8 billion. Significant 
contributions from Wilmar International and Asia Pacific Breweries put the food and beverage 
sector in the leading position. Cerebos helms the list with 79% of the enterprise value driven by 
intangible assets. Apart from its anchor brand, “Brand‟s”, that contributes 14%, Cerebos has 
multiple brands in its portfolio including Woh Hup, Asian Home Gourmet, Robert Harris and Gravox 
which enhances the company‟s overall intangible asset base.  

Tangible vs. Inatangible Value (S$ Million)
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Banking is the second largest sector with a total brand value of S$5.7 billion contributed by DBS, 
UOB and OCBC. Compared against the national average of 50% for Singapore, intangible assets 
make up 46%, 52% and 49% of the enterprise value of DBS, UOB and OCBC respectively, 
suggesting that Singapore banks can better leverage their intangible assets and brands to create 
greater value.    

Tangible vs. Intangible Value (S$ Million)

10,901
13,595 10,803

5,842

4,265
3,444

19,677
16,357 15,033

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

DBS UOB OCBC

Undisclosed Intangibles Disclosed Intangibles Tangible NAV

 
 



 

23  © Brand Finance plc 2008 

 

With a total brand value of S$2.8 billion, hospitality is the fourth largest sector. Stamford Land has 
the highest intangible value which accounts for 88% of the enterprise value. GuocoLand and 
Banyan Tree are almost on par with the national average whereas Shangri-La falls 10% short of 
the national average. We are not able to comment on Millennium & Copthorne and Ascott which 
are part of listed entities City Developments and CapitaLand. 

Tangible vs Intangible Value (S$ Million)
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The telecommunications sector has a total brand value of S$2.1 billion. StarHub has the highest 
intangible value in this study with 89% of its enterprise value can be attributed to intangible assets. 
Nine percent of StarHub‟s enterprise value is due to its brand while the remaining could be owing 
to its large base of mobile, broadband and cable TV subscribers as well as contracts. Beyond 
mobile and broadband, StarHub dominates the cable TV market in Singapore with a subscriber 
base of 508,000. It has also been able to build brand loyalty via the “Hub” club CRM initiative which 
gives existing customers more reasons to use StarHub for all services. M1 derives 80% of its 
enterprise value from intangible assets whereas understandably for SingTel, the proportion of 
intangible assets is lower at 73% due to its fixed line business.  
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SINGAPORE’S 10 HARDEST WORKING BRANDS 
 
The percentage of brand value to enterprise value is driven by the importance of the brand(s) to 
the company, the brand value, the size of the parent company (enterprise), the existence of, and 
the extent in which other intangible assets are driving value. From a brand management 
perspective, it is more informative to understand the extent to which the brands are driving cash 
flows and enterprise value. This is one measure of the brand‟s productivity. 
 
For instance, if brands represent 10% of enterprise value, this indicates that for each dollar of cash 
flow, 10 cents are dependent on the brands. This will be largely due to the impact of brands on 
consumer behavior such as trial, frequency of use, loyalty and willingness to pay a price premium. 
 
The relative importance of brands and other intangible assets varies from sector to sector. 
 
Singapore’s Hardest Working Brands (in terms of contribution to enterprise value) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Largest Brand Contribution to Enterprise Value  
 
The MacCoffee brand makes the most valuable contribution to the enterprise value of Food 
Empire. It represents 52% of total enterprise value. The brand owes in part its entry to a relatively 
low enterprise value compared to its revenues (revenues are one of the key drivers in our valuation 
methodology).  Nonetheless, perhaps unknown to many Singaporeans, MacCoffee is the leading 
coffee brand in Russia, Ukraine and Kazakhstan. For the past few years, MacCoffee has 
consistently emerged as a market leader ranked among the top three most popular instant 3-in-1 
coffee brands in these territories. Food Empire has leveraged on the strength of MacCoffee brand 
to extend into other product categories such as MacTea and MacChocolate.   
 
The second most hardworking brand is the portfolio of beer brands of Asia Pacific Breweries 
which contributes 48.7% of the company‟s value. This finding reinforces our intangible study of the 
company which reveals that 77% of the enterprise value of Asia Pacific Breweries is driven by 
intangible assets, and is a testament to the leadership and brand management capabilities of the 
company. APB oversees a portfolio of over 40 beer brands including Tiger Beer, Heineken, Anchor, 
ABC Stout and several brand variants. APB‟s portfolio of beers, in particular, Tiger Beer, has won 
numerous prestigious awards and accolades. Other than Singapore, APB generates its revenue 
from IndonChina, PNG, New Zealand, and as far as Mongolia.  The other intangible assets of Asia 

Rank Parent Company Brand(s)

Enterprise 

Value

(SGD m)

2007

Brand Value

(SGD m)

2007

Brand Value / 

Enterprise 

Value

Brand 

Rating

1 Food Empire Holdings Ltd MacCoffee 326 170 52% A-

2 Asia Pacific Breweries Ltd Portfolio of Beer Brands 3,716 1,811 49% AA

3 Singapore Airlines Ltd Singapore Airlines 17,330 4,932 29% AAA

4 Neptune Orient Lines Ltd APL 5,929 1,613 27% AA-

5 OSIM International Ltd OSIM 418 112 27% A-

6 Stamford Land Corporation Ltd Stamford 550 118 22% A-

7 Hong Leong Asia Ltd Hong Leong 2,467 346 14% A-

8 Cerebos Pacific Ltd BRAND'S 1,166 163 14% A-

9 Neptune Orient Lines Ltd NOL 5,929 802 14% AA-

10 Banyan Tree Holdings Ltd Banyan Tree 2,019 272 14% A

http://www.apb.com.sg/brand-KeyBrands.html
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Pacific Breweries could consist of its brewing techniques, recipes and know-how as well as its 
distribution assets.  
 
It is hardly surprising that Singapore Airlines, also the best rated brand in this report, makes the 
third entry. Singapore Airlines is the most highly consistent airline amongst i ts peers in generating 
profits without cutting corners in its product offering and service quality. In spite of the increasingly 
difficult operating environment, Singapore Airlines has improved revenues and remained profitable.  
 
Neptune Orient Lines makes a double entry along with subsidiary APL. A leader in container 
shipping, APL has a rich brand heritage that dates back 1848. Not one to rest on its laurels, APL 
continues to innovate. It launched the industry‟s first 45-foot container in 1980, the 48-footer in 
1986, and the domestic 53-foot box in 1989. Last year, its latest innovation – the 53-foot ocean 
container is changing the US import market by shipping cargo direct from Asian factories to US 
stores without the need for trans-loading.  
 
Burdened by the non-profitability of Brookstone operations in the US, the share price of OSIM has 
taken a hard beating falling to an all time low of S$0.27. Nonetheless, the OSIM brand is almost 
synonymous with healthy lifestyle and its range of high-end and high-tech massage chairs in Asia. 
Though attempts to grow OSIM have not been viewed as successful including the brand extension 
into vitamins and supplements, the company should continue its innovative spirit in exploring out of 
box solutions for increasing its brand value.  
 
Hospitality brands Stamford Land and Banyan Tree also made entries. Stamford Land has a 
relatively low enterprise value. That aside, the Stamford brand has been able to capitalise on its 
luxurious hotel brand image in Australia to develop upmarket residential projects in Sydney. 
Starting from a single property, Banyan Tree has transformed the tourism landscape of Phuket. It 
has revived the romance of travel and by remaining true to its brand philosophy Banyan Tee has 
cleverly extended the brand‟s success to capture new segments as evident in the Banyan Tree 
Spa and Banyan Tree Private Collection.  
 
Hong Leong Asia makes a surprising entry at number seven challenging the traditional paradigm 
that brands are much less relevant in the B2B setting. Despite the diversity of its businesses 
ranging from building materials, property, hospitality to finance, Hong Leong has also chosen a 
monolithic branding approach to accord the group unity and strength.  
 
Innovation has also paid off for Cerebos which has ably harnessed the appealing attributes of 
BRANDS‟s to venture into new product categories such as bird‟s nest and health supplements. 
From Brand‟s Chicken Essence, the management of Cerebos has successfully grown the brand 
architecture of BRAND‟S to include BRAND‟S Children‟s Range, BRAND‟S InnerShine Berry 
Essence, BRAND‟S Bird Nest and BRAND‟S Health Supplements.  
 
As competition between companies and brands intensify in Asia, there is urgency for 
companies to understand, analyse the drivers of brand value and utilise that knowledge to 
aid management in making strategic decisions as to which branding and brand architecture 
strategy will yield the best pay off in the long run. 
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Most Highly Rated Brands   
  
The Brand Rating score represents a summary opinion on a brand based on its strength as 
measured by Brand Finance‟s „Brand Strength Index‟. This competitive benchmarking tool provides 
an understanding of the strength of each brand and is used to determine appropriate royalty and 
discount rates in the brand valuation process using our proprietary βrandβeta® methodology. 
 
The Brand Rating delivers insight into the underlying equity and performance of each brand. It 
illustrates how valuations require robust analysis of each brand‟s performance in order to 
determine its value. This information is useful for both marketing and finance departments in brand 
strategy formulation and financial forecasting. 
 
Brand Finance‟s Brand Ratings are conceptually similar to company credit ratings.  A total of eight 
brands top the Brand Rating namely, Singapore Airlines, DBS, Asia Pacific Breweries, UOB, APL, 
SembCorp Marine and Neptune Orient Lines. Singapore Airlines is the only Singapore brand with 
a „AAA‟ brand rating. DBS and Asia Pacific Breweries have Brand Strength Index scores exceeding 
70 which translate to a „AA‟ Brand Rating while UOB, APL, SembCorp Marine and Neptune Orient 
Lines achieve a „AA-„ rating with a Brand Strength Index score which ranges from 65 to 67. 
 
Brand Ratings are important because they are a leading indicator of future performance. Some 
very large and valuable brands may have deteriorating ratings. This ultimately leads to destruction 
in brand value, and vice versa.   
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INTERNATIONAL SECTOR BENCHMARKING 
 
Since the relative importance of brands varies across sectors, we evaluated the performance of 
brands in Singapore‟s Top 50 by sector, and identified companies within a sector which generate 
the most value from their brands.  
 
The comparison was done using Brand Finance 500™, a study of the world‟s most valuable brands, 
is dominated by brands from the US (194) and Europe (188). We can access valuable insights by 
comparing the performance of Singapore‟s best brand portfolios and brands against global leaders 
in each sector. 
 
In summary, we noted that Singapore’s food and beverage sector has done relatively well to 
capitalise on brands to drive enterprise value. In contrast, the telecommunications and 
banking sectors could optimise their brands to realise higher commercial value. Greater 
emphasis should be placed on ‘sweating the brands’ and tracking marketing effectiveness. 
This is especially relevant in tightening economic conditions since short-sighted reductions 
in brand investment can destroy long term value.    
  
Interpreting the bubble charts: 
 
 The further to the right, the greater the contribution that the brands are making to the business 

value 
 The higher the circle, the stronger the brand equity and market performance of the portfolio 
 The bigger the circle, the greater the value of the brand portfolio 
 
Local and International Benchmarking: Alcoholic Beverages 
 
Asia Pacific Breweries may have the lowest Brand Strength Index but it appears to have the most 
productive brand portfolio vis-à-vis Foster‟s, Heineken and Anheuser-Busch. This is a remarkable 
achievement and an opportune time for Asia Pacific Breweries to seek growth through brand 
expansion, brand extension and brand development. 
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Local and International Benchmarking: Food 
 
The size of Cerebos and Petra Foods brand portfolios are significantly smaller than Kraft and 
Nescafe. Whilst growth can be achieved through acquisitions to scale up, emphasis should also be 
given to generate maximum return from the existing brand assets. Singapore companies‟ brand 
portfolio outperforms Nescafe in their ability to generate branded earnings. Similarly, the food 
portfolio of Fraser and Neave is superior to Kraft in generating value for the company.  
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Local and International Benchmarking:  Retail Banks 
 
Although UOB and OCBC have comparable Brand Strength Index to Standard Chartered, they are 
only working half as hard as Standard Chartered in generating cash flow. To be specific, for every 
dollar of cash flow due to UOB and OCBC, five cents are dependent on their brands. This 
compares with seven cents for DBS, ten cents for Standard Chartered and fourteen cents for 
HSBC. 
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Local and International Benchmarking: Hospitality 
 
Unlike other sectors where the absolute size of Singapore brands is much smaller compared to the 
global counterparts, our hospitality brands can hold their own weight against the likes of Hilton. 
Banyan Tree and GuocoLand are working as hard as the Hilton brand to generate earnings for 
their companies. Shangri-La and Millennium & Copthorne lag its peers and can afford to “sweat 
their brands” more to create added value.  
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Local and International Benchmarking: Communications 
 
Our telco heavyweights SingTel, StarHub and M1 lag far behind Vodafone‟s brand contribution of 
17%. SingTel is a relatively stronger brand than StarHub and M1 reflecting its market leader 
position but the latter brands are working harder than SingTel. In a bid to shake up the pay-TV 
market monopolised by StarHub, SingTel launched mio TV and deployed a different pricing 
strategy. Unlike StarHub which charges subscription based on the program package a customer 
signs up for, SingTel has opted for pay per view strategy modelled closely after the success of 
Apple‟s iTunes. If SingTel scores with mio TV assuming content issues are resolved, it can expect 
to ramp up the brand contribution against StarHub. Other than size, Vodafone has adopted 
monolithic branding, aggressively built its brand presence globally and set up a strong brand 
infrastructure to manage the Vodafone brand globally.   
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INTANGIBLE ASSETS 

 
There are different definitions of „intangible assets‟. According to Singapore Financial Reporting 
Standard (FRS) 38 „Intangible Asset‟, an intangible asset is „an identifiable non-monetary asset 
without physical substance held for use in the production or supply of goods or services, for rental 
to others, or for administrative purposes‟. According to FRS 38 the definition of an intangible asset 
requires it to be: 
 

A) Non-monetary 
B) Without physical substance 
C) „Identifiable‟ 

 
In order to be „identifiable‟ it must either be separable (capable of being separated from the entity 
and sold, transferred or licensed) or it must arise from contractual or legal rights (irrespective of 
whether those rights are themselves „separable‟). 
 
Intangible assets can be broadly grouped into three categories: 
 

(1) Rights: leases; distribution agreements; employment contracts‟ covenants‟ financing 
arrangements; supply contracts; licenses; certifications; franchises. 
 

(2) Relationships: trained and assembled workforce; customer and distribution relationships. 
 

(3) Intellectual Property: trademarks; patents; copyrights‟ proprietary technology (e.g. 
formulas; recipes; specifications; formulations; training programs; marketing strategies; 
artistic techniques; customer lists; demographic studies; product test results; business 
knowledge – processes; lead times; cost and pricing data; trade secrets and know-how). 

 
In addition, there is what is sometimes termed „Unidentified Intangible Assets‟, including „internally 
generated goodwill‟ (or „going concern value‟). It is important to recognize the distinction between 
internally-generated and acquired intangible assets. Current accounting standards only allow 
acquired intangible assets to be recognized on the balance sheet provided that they meet the 
above mentioned criteria. i.e.; the internally generated intangibles of a company cannot be 
explicitly stated on its balance sheet. 
 
This results in what is sometimes described as „internally generated goodwill‟. This is the difference 
between the fair market value of a business and the value of its identifiable net assets. Although 
not an intangible asset in a strict sense (i.e. a controlled “resource” expected to provide future 
benefits – see below), this residual value is treated as an intangible asset in a business 
combination when it is converted into goodwill on the acquiring company‟s balance sheet. 
 
Intangible assets that may be recognized on a balance sheet under FRS 38 are typically only a 
fraction of the total intangible asset value of a business, with the remaining value continuing to be 
classified as „goodwill‟. Brands, if acquired, can be identified under these rules and added to the 
balance sheet. This results in an unusual situation where internally-generated brands of the 
acquiree may be recognized on the acquirer‟s balance sheet but the acquirer‟s own internally-
generated brands may not. For this reason, Brand Finance thinks there is a strong case for the 
inclusion of internally-generated brands on the balance sheet. 
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Brands fulfill the definition of intangible assets above, in that they are controlled by 
management, provide future economic benefits and are identifiable and therefore can be 
sold, transferred or licensed as appropriate. We are increasingly seeing companies taking 
advantage of this transferability by moving brands (including trademarks and other 
associated intellectual property, such as design rights and other marketing collateral) to 
special purpose vehicles, such as brand holding companies, for the purpose of raising 
finance and tax planning. 
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FINANCIAL REPORTING OF INTANGIBLE ASSETS 
 
Until 2001, no countries required recognition of acquired intangible assets separately from goodwill. 
International Financial Reporting Standard (IFRS) 3 now requires that, on acquisition, intangible 
assets should be separately disclosed on the acquiring company‟s balance sheet providing they 
meet the above criteria and if the value of the intangible asset can be determined reliably (FAS 141 
introduced the same requirement for US companies four years earlier, in 2001).  
 
In 2005, all listed companies in EU member countries – as well many other countries - switched to 
IFRS. Listed companies in most major markets outside the US are now required to adapt or report 
under International Financial Reporting Standard (IFRS) but there are a number of notable 
exceptions such as Japan, South Korea, Switzerland, Canada and the major South American 
markets. The table below summarises the countries which do and do not currently require all listed 
companies to report under IFRS  

 
 
 
 
 
 
 
 
 
 
 
The accounting standards mean that the value of disclosed intangible assets is likely to increase in 
the future. Strong advocates of „fair value reporting‟ believe that the changes should go further and 
that all of a company's tangible and intangible assets and liabilities should regularly be measured 
at fair value and reported on the balance sheet, including internally generated intangibles such as 
brands and patents, so long as valuation methods and corporate governance are sufficiently 
rigorous.  
 
Some go as far as to suggest that „internally generated goodwill‟ should be reported on the balance 
sheet at fair value, meaning that management would effectively be required to report its own 
estimate of the value of the business at each year end together with supporting assumptions. 
However, the current international consensus is that internally generated intangible assets 
generally should not be recognised on the balance sheet. Under IFRS, certain intangible assets 
should be recognised, but only if they are in the “development” (as opposed to “research”) phase, 
with conditions on, for example, technical feasibility and the intention and ability to complete and 
use the asset. 'Internally generated goodwill', as well as internally generated “brands, mastheads, 
publishing titles, customer lists and items similar in substance”, may not be recognised. 
 

FRS 103: Allocating the cost of a business combination 
 
In Singapore, the Financial Reporting Standard (FRS) 103 „Business Combination‟ is consistent 
with IFRS 3 in all material aspects. At the date of acquisition, an acquirer must measure the cost of 
the business combination by recognising the acquiree‟s identifiable assets (tangible and intangible), 
liabilities and contingent liabilities at their fair value. Any difference between the total of the net 
assets acquired and the cost of acquisition is treated as goodwill (or negative goodwill).  
 

 
Yes 
Australia, Belgium, Finland, France, 
Germany, Hong Kong, Italy, Netherlands, 
Singapore, South Africa, Africa, Spain, 
Sweden, UK 

 

 
No 
Brazil, Canada, China, India, Japan, 
Malaysia, Mexico, Russia, South Korea, 
Switzerland, Taiwan, US 
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The classification of intangible assets under FRS 103 include: 
  

 Artistic-related intangible assets 
 Marketing-relating intangible assets 
 Technology-based intangible assets 
 Customer-related intangible assets 
 Contract-based intangible assets 

 
 
Goodwill: After initial recognition of goodwill, FRS 103 requires that goodwill be recorded at cost 
less accumulated impairment charges. Whereas previously goodwill was amortised over its useful 
economic life, it is now subject to impairment testing at least once a year. Amortisation is no longer 
permitted. 
 
Negative Goodwill: Negative goodwill arises where the purchase price is deemed to be less than 
the fair value of the net assets acquired. It must be recognised immediately as a profit in the profit 
and loss account. However, before concluding that "negative goodwill" has arisen, FRS 103 
requires that an acquirer should “reassess” the identification and measurement of the acquired 
identifiable assets and liabilities. 
 
Impairment of Assets 
 
Previously an impairment test was only required if a „triggering event‟ indicated that impairment 
might have occurred. Under the revised rules, FRS 36 „Impairment of Assets‟ also requires an 
annual impairment test is required for certain assets, namely: 
 
 Goodwill acquired in a business combination   

 
 Intangible assets with an indefinite useful economic life (e.g. strong brands) and intangible 

assets not yet available for use. The recoverable amount of these assets must be measured 
annually (regardless of the existence or otherwise of an indicator of impairment) and at any 
other time when an indicator of impairment exists. Brands are one major class of intangible 
assets that are often considered to have indefinite useful economic lives. Where acquired 
brands are recognised on the balance sheet post acquisition it is important to establish a 
robust and supportable valuation model using best practice valuation techniques that can be 
consistently applied at each annual impairment review. There is also new disclosure 
requirements, the principal one being the disclosure of the key assumptions used in the 
calculation. Increased disclosure is required where a reasonably possible change in a key 
assumption would result in actual impairment. 
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IMPACT ON MANAGEMENT AND INVESTORS 
 
Management 

 
Perhaps the most important impact of new reporting standards has been on management 
accountability. Greater transparency, rigorous impairment testing and additional disclosure should 
mean more scrutiny both internally and externally. The requirement for the acquiring company to 
attempt to explain at least a part of what was previously lumped into “goodwill” should help 
analysts to analyse deals more closely and gauge whether management have paid a sensible price. 
The new standards are also having a significant impact on the way companies plan their 
acquisitions. When considering an acquisition, a detailed analysis of all the target company‟s 
potential assets and liabilities is recommended to assess the impact on the consolidated group 
balance sheet and profit and loss post-acquisition. 

 
Companies need to pay close attention to the likely classification and useful economic lives of the 
identifiable intangible assets in the target company‟s business. This will have a direct impact on the 
future earnings of the acquiring group. In addition to amortisation charges for intangible assets with 
finite useful economic lives, impairment tests on assets with indefinite useful economic lives may 
lead to one-off charges, particularly if the acquired business falls short of expectations post-
acquisition. The requirement for separate balance sheet recognition of intangible assets, together 
with impairment testing of those assets and also goodwill, is expected to result in an increase in the 
involvement of independent specialist valuers to assist with valuations and on appropriate 
disclosure. 

 
Investors 

 
The requirement for companies to attempt to identify what intangible assets they are acquiring as 
part of a corporate transaction may provide evidence as to whether a group has paid too much in a 
deal. Subsequent impairment tests may also shed light on whether the price paid was a good one 
for the acquiring company‟s shareholders. Regular impairment testing is likely to result in a greater 
volatility in financial results. Significant one-off impairment charges may indicate that a company 
has overpaid for an acquisition and have the potential to damage the credibility of management in 
the eyes of the investment community. Analysts and investors are often skeptical about disclosed 
intangible assets. In the case of brand (and other intangible asset) valuation, where a high degree 
of subjectivity can exist, it will be important to demonstrate that best practice techniques have been 
applied and that the impairment review process is robust. 



 

36  © Brand Finance plc 2008 

 

TAX AND INTANGIBLE ASSETS 
 
As well as impacting on M&A, strategic planning and ROI analysis, the rise in the importance of 
marketing intangibles can often mean there is a strong business case for setting up a central 
intellectual property (IP) holding company (IPCo). Locating and managing an IPCo from one 
central location, potentially in a low tax jurisdiction, makes a compelling commercial case, 
particularly where a group is active in a number of different territories. 
 
The size and authority of the IPCo are variable and dependent on the requirements of the group in 
question. The benefits include greater IP protection and consistency and improved resource 
allocation. It is important that genuine commercial drivers for the establishment of IPCo can be 
demonstrated. 
 
Examples of established IPCo’s by global companies include: 
 
 BATMark (in UK, US, Switzerland & Netherlands) 
 Shell Brand International AG (Switzerland) 
 Société des Produits Nestlé (Switzerland) 
 Philip Morris Products SA (Switzerland) 
 
Commercial benefits of central IPCo’s include: 

 
 Governance and controls - more effective, efficient IP protection. This reduces the risk of 

infringement or loss of a trademark in key categories and jurisdictions. 
 
 Higher return on brand investment 
 
 Internal licenses should be used to clarify the rights and responsibilities of the IPCo and 

operating units. The adoption of consistent and coherent brand strategy, marketing investment 
and brand control improves brand performance. 

 
 Better resource allocation 
 
 Internal royalties result in greater visibility of the true economic performance of operating 

companies improved earnings streams from external licenses. 
 
 Clarity of the strength, value and ownership of the IP ensures that full value is gained from third 

party agreements. 
 
 Tax savings can be achieved in certain circumstances 
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This can have the following results: 
 

 Accumulation of profits in a low tax jurisdiction 
 
 Tax deductions in high tax jurisdictions 
 
 Tax deductions for the amortisation of intangible in IPCo 
 
 Depending on double tax treaties, the elimination or reduction of withholding taxes on income 

flows resulting from the exploitation of the IP. 
 
 

 
 
 
 

The Singapore government has several IP friendly tax policies for IP rights holders to 
establish Singapore as an attractive country to manage their IP. There are a variety of IP tax 
incentives, deduction, benefits and grants to encourage the creation, ownership, protection 
and exploitation of IP in Singapore. For instance: 
 

 Unilateral tax credit scheme is available for royalty income received in Singapore 
 Tax deductions for patent costs  
 Patent application fund (PAF) Plus, Initiatives in New Technology (INTECH) and 

several IP grants 
 Automatic written down allowance for five years for the capital expenditure incurred 

by a Singapore company in acquiring any intellectual property rights for use in that 
trade or business. Intellectual Property Rights include patents, trademarks, registered 
designs, copyrights, layout designs of integrated circuits, geographical indications and 
confidential information.  

 

More information is available from www.sedb.gov.sg as well as www.ipos.gov.sg 

http://www.sedb.gov.sg/
http://www.ipos.gov.sg/
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METHODOLOGY  

 
Royalty Relief Method 

 
The „Royalty Relief‟ method is based on the notion that a brand holding company owns the brand 
and licenses it to an operating company. The notional price paid by the operating company to the 
brand company is expressed as a royalty rate. The NPV of all forecast royalties represents the 
value of the brand to the business. The attraction of this method is that it is based on commercial 
practice in the real world. It involves estimating likely future sales, applying an appropriate royalty 
rate to them and then discounting estimated future, post-tax royalties, to arrive at a NPV. 
 
Brand Finance uses the „Royalty Relief‟ method for two reasons: 
 
 It is favoured by tax authorities and the courts because it calculates brand values by reference 

to be documented, third-party transactions. 
 It can be done based on publicly available financial information. 
 

 
 
Steps in the Royalty Relief brand valuation process 
 
The steps in the brand valuation process are as follows: 
 
1. Obtain brand specific financial and revenue data 
 

This quantitative data is obtained from Bloomberg, company data sources such as websites 
and annual reports, investment analyst and industry expert reports and other publicly available 
data sources. 
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2. Determine Market Related Revenue Forecast 
 

Three forecast periods were created for each brand portfolio: 
 
 Estimated financial results for 2007 using Institutional Brokers Estimate System (IBES) 

consensus forecasts. 
 
 Estimated four-year financial forecast (2008-2011), based on historic growth trends for the 

brand, IBES consensus forecasts, and Organization of Economic Co-operation and 
Development (OECD) Gross Domestic Product (GDP) growth forecasts. 

 
 Perpetuity growth, based on a combination of growth expectations (IBES and OECD 

forecasts). 
 
3. Establish the notional royalty rate for each brand portfolio 
 

Steps in determining the notional Royalty Rate: 
 
Establish a royalty rate range for each industrial sector. 
 
 Royalty rate ranges were set for each industry by reference to a review of comparable 

licensing agreements and industry norms. A review of publicly available licensing 
agreement indicates the royalty rates set between third parties in arm‟s length commercial 
transactions. 

 
 Compare royalty rates with operating margins in the industrial sector. 

 
 Fundamental profitability in each industrial sector influences the determination of royalty 

rate ranges. This must be taken into account when determining the royalty rate ranges. A 
„Rule of Thumb‟ exists within the licensing industry („Rule of 25‟), which states that, on 
average, a licensee should expect to pay between 25% and 40% of its expected profits for 
access to the licensed intellectual property. 

 
 For example, if profit margin is 20%, an appropriate royalty rate should fall between 25% x 

20% = 5% and 40% x 20% = 8%. The rule is based on heuristic evidence of a relationship 
between market royalty rates and margins earned in licensee businesses. Royalty rates 
may be higher or lower than 25% of profits, depending upon a variety of quantitative and 
qualitative factors that can and do affect commercial negotiations. When determining 
royalty rate ranges, the „25% rule‟ is a useful indicator of what an appropriate royalty rate 
range might be in each industrial sector.  

 
 Conduct Brand Value Added (BVA®) analysis 

 
 BVA® analysis is a research driven process, which estimates the proportion of income 

attributable to each category of intangible asset, including brand, to determine the 
proportion of margins, which should be attributed to the brand. The results of this BVA® 
analysis refine the margin analysis in determining royalty rate ranges.  

 
 Establish the appropriate royalty rate within the range for each brand portfolio 
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Having established the royalty rate range, it is necessary to pinpoint where in the range is 
appropriate for each brand portfolio under review. This is calculated by reference to 
„ßrandßeta®‟ analysis. 
 
„ßrandßeta®‟ analysis is a benchmarking study of the strength, risk and future potential of 
a brand relative to its competitor set. It is conceptually similar to a credit rating. Brand 
portfolios are awarded Brand Ratings based on their strength, risk and future earning 
potential. 
 
A Brand Rating:  
 Quantifies the strength and performance of the brand being valued  
 Provides an indication of the risk attached to future earnings of the brand  

 
The Brand Finance plc Brand Ratings panel considered a variety of factors in this 
„ßrandßeta®‟ analysis process. Factors include both „hard‟ and „soft‟ brand performance 
measures: 

 
I. Input measures:  

 Brand Management  
 Brand Presence  

II. Brand Equity:  
 Emotional Connection  
 Familiarity  
 Functional Performance  
 Brand Preference  

III. Output measures:  
 Revenue Growth  
 Market Share  
 Profitability  
 Analyst Rating Growth Probability 
 S&P Credit Rating 

 
Brand Ratings incorporate both quantitative and qualitative data. Qualitative data is compiled 
by Brand Finance from secondary research. Quantitative data is sourced from Bloomberg and 
annual reports. 
 
The final Brand Ratings are expressed as an index score from 0-100. Brand Ratings are also 
expressed alphabetically from AAA to D. AAA is a very strong and growing global brand. D is a 
sub-optimal or moribund brand.  
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Brand Rating Definitions 

Rating Definition  The ratings from AA to CCC can 
be altered by including a plus (+) 
or minus (-) sign to show their 
more detailed positioning in 
comparison with the general 
rating group. 

AAA Extremely Strong  

AA Very Strong  

A Strong  

BBB Average  

BB Under-performing  

B Weak  

CCC Very Weak  

CC Extremely Weak  

C Failing  

 
 
4. Calculate the notional future royalty income steam for each brand portfolio 
 

This is calculated by applying the royalty rate, determined in step 3, to sales in the explicit 
forecast and perpetuity periods. 
 

5. Calculate discount rate specific to each brand portfolio, taking account of its size, 
international presence, reputation and Brand Rating 

 
Brand Ratings are used to determine a Weighted Average Cost of Capital (WACC), debt 
costs, equity costs and the debt to equity ratio are all given a discount or premium based 
on the strength of the brand. The principle being that a strong brand should command a 
lower discount rate in the valuation calculation than a weak one. 
 

6. Discount future royalty stream to a net present value (NPV) 
 

The result is the brand value for inclusion in our table. Where enterprise values can be 
calculated by reference to public market information the brand value is expressed as a 
percentage of Enterprise Value (EV). 
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CONTACT DETAILS  
  
Brand Finance is the leading independent brand and intangible asset valuation firm, helping 
companies to manage their brands more intelligently for improved business results.   
 
If you have further enquiries relating to this report or would like our assistance in articulating the 
study findings for your corporate communications, please contact: 
Lucy Gwee, Managing Director l.gwee@brandfinance.com 
Josephine Wee, Director j.wee@brandfinance.com 
 
For further information on Brand Finance‟s services and valuation experience, please contact 
your local representatives as listed below: 
 

 Name of contact Email address 

Australia Tim Heberden t.heberden@brandfinance.com 

Brazil Gilson Nunes g.nunes@brandfinance.com 

Canada Andrew Zimakas a.zimakas@brandfinance.com 

Croatia Borut Zemljic b.zemljic@brandfinance.com 

Finland Jari Taipale j.taipale@brandfinance.com 

France Greg Linn g.linn@brandfinance.com 

Germany Ferdy de Smeth f.desmeth@brandfinance.com 

Greece Panos Michalopoulos p.michalopoulos@brandfinance.com 

Holland Marc Cloosterman m.cloosterman@brandfinance.com 

Hong Kong Rupert Purser r.purser@brandfinance.com 

India Unni Krishnan u.krishnan@brandfinance.com 

Middle East Gautam Sen-Gupta g.sen-gupta@brandfinance.com 

Portugal Victor Mirabet v.mirabet@brandfinance.com 

Russia Alexander Eremenko a.eremenko@brandfinance.com 

South Africa Dirk Kemp d.kemp@brandfinance.com 

Spain Victor Mirabet v.mirabet@brandfinance.com 

Sri Lanka Ruchi Gunewardene r.gunewardene@brandfinance.com 

Switzerland Greg Linn g.linn@brandfinance.com 

Turkey Muhterem llguner m.ilguner@brandfinance.com 

UK David Haigh d.haigh@brandfinance.com 

USA Hampton Bridwell h.bridwell@brandfinance.com 

 
 

For all other countries, please email enquiries@brandfinance.com 
www.brandfinance.com 


