
Brand Finance Indonesia 100 October 2015  1.

Indonesia
100
 2015

The Brand Finance Top 100 Indonesia Brands 2015
October 2015



Brand Finance Indonesia 100 October 2015 Brand Finance Indonesia 100 October 2015 2.  3.

Foreword

Brand Finance is dedicated to using brand valuation as 
an input for strategic decisions and driving 
organizational performance.

The transition into an intangible driven economy has 
never been as prominent as it is today. Seven of the top 
ten Most Valuable Global Brands (Apple, Samsung, 
Google, Microsoft, Verizon, AT&T and amazon.com) are 
in technology related industries, where investment in 
brand and R&D is important in staying relevant to 
consumers. 

Over the past two decades, Brand Finance has been 
dedicated in helping companies track and measure 
their investments in their intangible asset portfolio.

Certain steps can be undertaken to ensure that an 
economic value driven strategy occurs throughout the 
organization. 

1. Accountability – ensure that all invested funds are 
accounted for through returns on investment analysis

2. Credibility – ensure that investments are linked to 
organizational objectives

3. KPI’s setting – Economic returns based marketing 
ROI becomes extremely critical to assess the success 
of marketing contribution to the bottom line, in hard 
dollar value terms  vs. softer qualitative KPIs currently 
measured.

Valuations are a great tool to evaluate the returns on 
investments as it drives the monitoring and tracking of 
the long term performance of your investments.

David Haigh
Chief Executive Officer
Brand Finance plc 

Foreword
tables using methods that do not stand up to technical 
scrutiny or to the ISO Standards for Brand Valuation. 
Brand Finance rankings are the world’s only 
published ranking of ISO compliant brand values. 
We use quantitative market data, detailed financial 
information and expert opinion to provide reliable Brand 
Strength Index Ratings and Brand Values. Our methods 
that are technically advanced, which conform to ISO 
Standards and are well recognised by our peers, by 
various technical authorities and by academic 
institutions.

The 2015 ranking report pits the best Indonesian 
brands against one another in the most definitive list of 
brand values available. Each brand has also been given 

Samir Dixit
Managing Director,
Brand Finance Asia Pacific

We are in the ideas economy. The economy of 
intangibles. The balance between tangibles and 
intangibles has changed dramatically over the past 50 

Jimmy Halim
Deputy Managing Director,
Brand Finance Indonesia

Indonesia is a country with huge economic potential. 
Blessed with tremendous natural and human resources, 
Indonesia stands out in Asia as a country able to move 
its economy independently and put itself in the global 
economic constellation.

However, in Indonesia, just like in some other parts of 
the world, managing a company’s performance, which 
can directly be linked and reflected by its brand value, 
is easier said than done. It only gets more complex over 
time. The company’s stakeholders are constantly faced 
with the intense challenge of addressing and taking 
control of hundreds of possible key driving factors, be it 
internal or external, which could lead to either success 
or failure.

The big question is, can the prominent Indonesian 
brands sustain and increase their brand values in the 
future? Or will they instead tumble having failed to 
tackle the increasingly ferocious competition?

Brand Finance has helped companies all over the world 
to connect their brands to the bottom line by tracking 
their brand and business value growth thereby building 
robust business cases for brand decisions, strategies 
and investments.

In Indonesia, we proudly present the third edition of the 
“Brand Finance Top 100 Indonesia Brands 2015” report. 
We do hope that Indonesian companies can leverage 
on this report as a reference and benchmark to escalate 
their performance and realise more success in the near 
future.

years as corporate performance is increasingly driven 
by exploitation of ideas, information, expertise and 
services rather than physical products.

Intangibles make up for over 60% of the value of an 
enterprise in Indonesia. Yet, it’s an area of least focus 
amongst the management. While marketers do not 
measure or care much about the intangible assets, the 
discrepancy between market and book values shows 
that investors do. The intangibles are driven by the 
brand and equity and not sales.

Knowing and tracking the value of your brand therefore 
is a critical aspect, to provide tangible, financial 
evidence of the Brands status as assets and an 
indication of the value generated through the 
investment in brand equity.

We have also observed that a number of brand 
valuation consultancies produce brand value league 

a brand rating, which indicates its strength, risk and 
future potential relative to its competitors. 

The brand values show how important an asset these 
brands are to their respective owners. As a result, we 
firmly believe that brand value economic ROI based 
brand management approach can offer marketers and 
financiers critical insight into their marketing activities 
and should be considered as a key part of the decision 
making process.

I am therefore very excited to announce the annual 
ranking of Top Indonesian Brands by Brand Finance 
and hope that the market will benefit from the insights 
and information captured in this report.
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Introduction
Brand Finance has been researching and tracking the 
role of intangible assets since 2001 as part of its annual 
Global Intangible Finance Tracker (GIFT™) with an 
emphasis on helping corporations understand brand 
strength and value. 

Brand Finance has found that intangible assets play a 
significant part in enterprise value generation. The 
GIFT™ is a study that tracks the performance of 
intangible assets on a global level.

The GIFT™ is the most extensive study on intangible 
assets, covering 120 national stock markets, more than 
58,000 companies, representing 99% of total global 
market capitalisation. The analysis goes back over a 
fourteen-year period from the end of December 2014.

Currently, 52% of global market value is vested in 
intangible assets. There is just a marginal decrease as 
compared to last year. However, the management 
paradigm is yet to shift in tandem with large proportion 
and the importance of intangible assets.

In this year’s GIFT™ 2015 report , the Enterprise Value of 
the companies covered has increased by $40.3 trillion 
since the end of 2001: of that increase, $22.2 trillion has 
been an increase in Net Tangible Assets, $7.7 trillion an 
increase in disclosed intangible assets (including 
goodwill) and $10.5 trillion an increase in ‘undisclosed 
value’.

The fact that most of the intangible value is not disclosed 
on company balance sheet further illustrates how poorly 

understood intangibles still are by investors and 
management alike – and how out of date accounting 
practice is.

Such ignorance leads to poor decision-making 
companies and systematic mis-pricing of stock by 
investors.

Purpose of study

To this end, our study aims to examine the performance 
of Indonesia’s intangible assets and brands.

For the intangible asset study, the total enterprise value 
of corporate Indonesia is divided into four components 
shown below.

Undisclosed Value Disclosed Goodwill

The difference between 
the market and book value 

of shareholders’ equity, 
often referred to as the 
premium book value

Goodwill disclosed on 
balance sheet as a result 

of acquisitions

Disclosed Intangible 
Assets

Tangible Net Assets

Intangible assets 
disclosed on balance 

sheet including 
trademarks and licences

Tangible net assets is 
added to investments, 

working capital and other 
net assets 

Report Card on Intangible Assets
Indonesia’s intangible assets increased by US$29 
billion in 2014 as compared to the US$21 billion 
decrease in 2013

By the end of 2014, total enterprise value of indonesia 
increased to US$498 billion. 

Intangible assets value made up 60% of enterprise value, 
increased 2% compared to 58% in 2013. This result is 
slightly higher than the global average where the 
intangible asset % of enterprise value is 53%.

Spotlight On Sectors

Total Enterprise value of the Top 10 Sectors in 
Indonesia is worth US$248 billion. The ten largest 
sectors for Indonesia are Banking & DFS, 
Telecommunications, Retail, Agriculture, Food, 
Household Products, Building Materials, Media, Real 
Estate and Coal.  

Banking & DFS Sector has the highest enterprise 
value. The banking & DFS sector holds the number 1 
position for the highest Enterprise Value of US$41 billion. 
Telecommunications sector is number 2 with an 
Enterprise Value of US$40 billion, followed by the Retail 
sector at number 3 with an Enterprise Value of US$34 
billion. Agriculture sector has the fourth highest 
Enterprise Value of US$33 billion amongst the top 10. 
Coal sector ranks number 10 with an Enterprise Value of 
US$ 13billion.

Agriculture Sector with the highest intangible value. 
The agriculture sector is the number 1 position for the 
highest Intangible Value of US$26 billion followed by 
telecommunications sector at number 2 with a total 
Intangible Value of US$25 billion.

TOP 10 SECTORS BY ENTERPRISE VALUE SPLIT
(% AGE) 2014 (US$ BILLION)

TOP 10 SECTORS BY ENTERPRISE VALUE SPLIT
(VALUE) 2014 (US$ BILLION)

Copyright Brand Finance plc

Copyright Brand Finance plc
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Getting a Grip 
on Intangibles
Bryn Anderson 
Chief Operating Officer, Brand Finance UK

Getting a grip on intangibles

Intangible assets make up nearly half the value of quoted 
companies around the world. Yet intangibles remain 
poorly understood and managed.

Intangible assets including brands have never been 
more important. Survey after survey shows that brands 
and other intangibles typically account for between 30 
per cent and 70 per cent of a company’s market value, 
and in certain sectors, such as luxury goods, this figure 
can be even higher.

Research from Brand Finance, the 2015 BrandFinance 
Global Intangible Financial Tracker (GIFT) report is the 
most extensive research ever compiled on intangible 
assets. Over the past thirteen years, GIFT has tracked 
the performance of more than 58,000 companies quoted 
in 120 over countries and it shows that in 2014, 
intangibles across the world accounted for 52 per cent of 
the value of quoted companies, continuing the increase 
since the global economic downturn in 2008. The 
proportion of intangible assets not recognised on the 
global balance sheet is up from 32 per cent to 37 per 
cent comparing from the year before. The increase can 
be attributed strong stock prices in the biotechnology 
and technology sector, in particular those highly geared 
towards servicing the internet. A number of analysts 
believe that a potential stock market bubble has formed, 
and a correction is underway. 

The balance between tangible to intangible assets has 
changed dramatically over the past 50 years, as 
corporate performance has become increasingly driven 
by the exploitation of ideas, information, expertise and 
services rather than physical things. Yet despite the rise 
in intangible value, the fact that most of it is not disclosed 
on company balance sheets highlights how poorly 
understood intangibles still are by investors and 
management alike — and how out of date accounting 
practice is. Such ignorance leads to poor decision 
making by companies and systematic miss-pricing of 
stock by investors.

Overall, the 2015 GIFT study shows that the value of the 
top 58,000 companies in the world has recovered from 
the ‘double drip’ result in 2011. The total Enterprise Value 
of corporates under the scope of the study was $71 
trillion as at the end of 2014. Of this value, $33.5 trillion 
represented Net Tangible Assets (NTA), $11 trillion 
disclosed intangible assets and $26.5 trillion 
‘undisclosed value’.

Categories of intangible assets under IFRS 3

1. Rights. Leases, distribution agreements, employment 
contracts, covenants, financing arrangements, supply 
contracts, licences, certifications, franchises.

2. Relationships. Trained and assembled workforce, 
customer and distribution relationships.

3. Intellectual property. Patents; copyrights; 
trademarks; proprietary technology (for example, 
formulas, recipes, specifications, formulations, training 
programmes, marketing strategies, artistic techniques, 
customer lists, demographic studies, product test 
results); business knowledge — such as suppliers’ lead 
times, cost and pricing data, trade secrets and knowhow.

But a fourth category, ‘undisclosed intangible assets’, is 
usually more valuable than the disclosed intangibles. 
The category includes ‘internally generated goodwill’, 
and it accounts for the difference between the fair market 
value of a business and the value of its identifiable 
tangible and intangible assets. Although not an 
intangible asset in a strict sense — that is, a controlled 
‘resource’ expected to provide future economic 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. Current accounting practice does not 
allow for internally generated brands to be disclosed on 
a balance sheet. Under current IFRS only the value of 
acquired brands can be recognised, which means many 
companies can never use the controlled ‘resource’ of 
their internally generated brands to their full economic 
benefit. For example, they can’t take out a loan against 
the asset and potentially bolster their balance sheet.

In accounting terms, an asset is defined as a resource 
that is controlled by the entity in question and which is 
expected to provide future economic benefits to it. The 
International Accounting Standards Board’s definition of 
an intangible asset requires it to be non-monetary, 
without physical substance and ‘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’). Therefore, intangible assets that 
may be recognised on a balance sheet under IFRS are 
only a fraction of what are often considered to be 
‘intangible assets’ in a broader sense.

However, the picture has improved since 2001, when 
IFRS3 in Europe, and FAS141 in the US, started to 
require companies to break down the value of the 
intangibles they acquire as a result of a takeover into five 
different categories — including customer-and market 
related intangibles — rather than lumping them together 
under the catch-all term ‘goodwill’ as they had in the 
past. But because only acquired intangibles, and not 
those internally generated, can be recorded on the 
balance sheet, this results in a lopsided view of a 
company’s value. What’s more, the value of those assets 
can only stay the same or be revised downwards in each 
subsequent year, thus failing to reflect the additional 
value that the new stewardship ought to be creating.

Clearly, therefore, whatever the requirements of 
accounting standards, companies should regularly 
measure all their tangible and intangible assets 
(including internally-generated intangibles such as 
brands and patents) and liabilities, not just those that 
have to be reported on the balance sheet. And the higher 
the proportion of ‘undisclosed value’ on balance sheets, 
the more critical that robust valuation becomes.
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Global intangible and tangible value 
by country (%)

Global intangible and tangible value 
by sector (%)

MARKETING-RELATED 
INTANGIBLE ASSETS

• Trademarks, tradenames
• Service marks, collective marks, certification marks
• Trade dress (unique colour, shape or package design)
• Newspaper mastheads
• Internet domain names
• Non-competition agreements

CUSTOMER-RELATED 
INTANGIBLE ASSETS

• Customers lists
• Order or production backlog
• Customer contracts and related customer relationships
• Non-contractual customer relationships

CONTRACT-BASED 
INTANGIBLE ASSETS

• Licensing, royalty, standstill agreements
• Advertising, construction, management, service or supply contracts
• Lease agreements
• Construction permits
• Franchise agreements
• Operating and broadcast rights
•  Use rights such as drilling, water, air, mineral, timber, cutting and route authorities
• Servicing contracts such as mortgage servicing contracts
• Employment contracts

TECHNOLOGY-BASED 
INTANGIBLE ASSETS

• Patented technology
• Computer software and mask works
• Unpatented technology
• Databases
• Trade secrets, such as secret formulas, processes, recipes

ARTISTIC-RELATED 
INTANGIBLE ASSETS

• Plays, operas and ballets
• Books, magazine, newspaper and other literary works
• Musical works such as compositions, song lyrics and advertising jingles
• Pictures and photographs
• Video and audio visual material, including films, music, videos, etc

Categories of Intangible
Asset under IFRS 3

Copyright Brand Finance plc
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Indonesia’s Top 10 Most Valuable 
Brands

1 TELKOM INDONESIA

Telkom Indonesia is the only state-owned telecommunications enterprise as well as the 
largest telecommunications and network service providers in Indonesia, listed on multiple 
exchanges. Telkom Indonesia serves millions of customers throughout Indonesia with a 
complete range of telecommunications services that includes fixed wireline and fixed 
wireless connections, mobile communications, networking and interconnection services 
and Internet and data communication services. Telkom Indonesia also provides various 
services in the field of information, media and edutainment, including cloud-based and 
server-based managed services, e-Payment services and IT enabler, e-Commerce and 
other portal services. Since 2008, Telkom Indonesia began transforming its business focus, 
infrastructure, systems, organization and human resources, as well as the corporate culture, 
as their effort faced rising competition. With several strategic initiatives in place, such as 
center of excellence and cost transformation, Telkom is pursuing its vision “To become a 
leading Telecommunication, Information, Media, Edutainment and Services (“TIMES”) 
player in the region”.

Brand Value
$2,808m
Enterprise Value
$25,302m

Company:
Pt Telekomunikasi 
Indonesia (Persero) Tbk.
notes:
Total Portfolio
Industry:
Telecommunications
Year Formed:
1856

2 GUDANG GARAM

Gudang Garam is one of the leading companies within the cigarette industry in Indonesia. It 
was established since 1958 in the town of Kediri, East Java. Until now, Gudang Garam has 
widely known both domestically and abroad as a producer of high quality kretek clove 
cigarettes. Gudang Garam products can be found in many varieties, ranging from SKL 
(sigaret kretek klobot or corn husk-wrapped clove cigarettes), SKT (sigaret kretek linting 
tangan or hand-rolled clove cigarettes, up to SKM (sigaret kretek linting mesin or machine-
rolled clove cigarettes). For the true clove cigarettes lovers, we are committed to provide an 
outstanding experience in enjoying kretek clove cigarettes made from high-quality 
materials. In 2013, the company area has expanded to 208 hectares from only 1,000 square 
metres in the beginning, located in Kediri regency and Kediri city, also in Pasuruan area. 
Gudang Garam and its subsidiaries provide livelihoods for a workforce of over 36,400 at the 
end of 2014.

Brand Value
$2,035m
Enterprise Value
$10,673

Company:
Pt Gudang Garam Tbk
notes:
Total Portfolio
Industry:
Tobacco
Year Formed:
1958

01 2014: 2
Telkom Indonesia
Brand Value:
$2,808m +46%
Brand Rating: 
AA+

02 2014: 4
Gudang Garam
Brand Value:
$2,035m +54%
Brand Rating: 
AA

03 2014: 3
Bank Mandiri
Brand Value:
$1,738m +5%
Brand Rating: 
AAA-

04 2014: 1
Sampoerna
Brand Value:
$1,697m -25%
Brand Rating: 
AA

05 2014: 6
Bank Rakyat Indonesia
Brand Value:
$1,302m +46%
Brand Rating: 
AA

06 2014: 7
Bank Central Asia
Brand Value:
$1,111m +30%
Brand Rating: 
AA+

07 2014: 9
Bank Negara Indonesia
Brand Value:
$962m +23%
Brand Rating: 
AA

08 2014: 5
Dji Sam Soe
Brand Value:
$907m -18%
Brand Rating: 
AA-

09 2014: 8
Gas Negara
Brand Value:
$678m -16%
Brand Rating: 
A+

10 2014: 12
XL
Brand Value:
$641m +19%
Brand Rating: 
AA+

Indonesia’s Top 10 Most 
Valuable Brands
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Indonesia’s Top 10 Most Valuable 
Brands

3 BANK MANDIRI

Bank Mandiri was established on 2 October 1998 as part of the Government of Indonesia’s 
bank restructuring program. In July 1999, four state-owned banks - Bank Bumi Daya, Bank 
Dagang Negara, Bank Ekspor Impor Indonesia and Bank Pembangunan Indonesia were 
merged to become Bank Mandiri. Each of the four legacy banks played an integral and 
essential role in the development of the Indonesian economy. Today, Bank Mandiri 
continues a more than 140-year tradition of contributing to the banking industry and the 
Indonesian economy. After going through a thorough process of consolidation and 
integration in all areas, Bank Mandiri successfully developed a solid bank organization and 
introduced a new, integrated core banking system to replace the separate core banking 
systems of the four legacy banks. Since its foundation, Bank Mandiri’s performance has 
continued to improve, as evidenced by an increase in earnings from Rp 1.18 trillion in 2000 
to Rp 5.3 trillion in 2004. Bank Mandiri conducted its initial public offering (IPO) on 14 July 
2003, when it sold 20% of its shares (4 billion) to the public. With the goal of achieving a 
market capitalization of USD 55 billion and a return on equity of 23%-27% by the end of 
2020, Bank Mandiri is committed to becoming an icon of the Indonesian banking sector in 
ASEAN.

Brand Value
$1,738m
Enterprise Value
$20,341m

Company:
Pt Bank Mandiri Persero 
Tbk.
notes:
Total portfolio
Industry:
Banks
Year Formed:
1998

4 SAMPOERNA

Sampoerna is one of the largest Indonesian tobacco companies and it produces kretek-
type clove cigarettes. At the end of 2013, Sampoerna’s market share reached 36.1% and 
employs more than 33,500 employees. Its mission is to offer the best smoking experience 
to the adult smokers in Indonesia by constantly figuring out the preferences of adult 
smokers and providing products that meet their expectations. In addition, the Company is 
also working with 38 units Cigarettes Production Partners (MPS) located in various locations 
on the island of Java in producing Clove Cigarettes (SKT), and has more than 56,500 
employees. The Company sells and distributes cigarettes through 105 sales offices 
throughout Indonesia. 2013 is a special year for Sampoerna, marked by the anniversary of 
the 100th year and several important milestones achieved, such as the expansion of 
production capacity in West Java, export to Asia Pacific region as well as the increase in 
market share to 36% in Indonesia.

Brand Value
$1,697m
Enterprise Value
$39,786m

Company:
Pt Hm Sampoerna Tbk.
notes:
Total portfolio
Industry:
Tobacco
Year Formed:
1913

Indonesia’s Top 10 Most Valuable 
Brands

5 BANK RAKYAT INDONESIA

Bank Rakyat Indonesia (BRI) is one of the largest state-owned banks in Indonesia. Initially, 
BRI was established in Purwokerto, Central Java by Raden Bei Aria Wirjaatmadja under the 
name of De Poerwokertosche Hulp en Spaarbank der Inlandsche Hoofden or “Help and 
Savings Bank of the Aristocrats in Purwokerto”, a financial institution which served people of 
the Indonesian nationality (the natives). The institution was incorporated on December 16, 
1895, which later becomes the anniversary of BRI. To carry out the best banking activities 
by putting priority on service to micro, small and medium sized enterprises in order to 
support the economy of the community. To provide prime service to customers through a 
widespread network, this is supported by professional human resources by implementing 
excellent corporate governance practice.  It specialises in small scale and microfinance 
style borrowing from and lending to its approximately 30 million retail clients through its over 
4,000 branches, units and rural service posts. It also has a comparatively small, but 
growing, corporate business. During period of 2006-2011 its assets have jumped almost 62 
percent and the bank topped the list of the nation’s most profitable banks for six years. 
BRI’s Vision – “To become a leading commercial bank which always puts priority on 
customer satisfaction”.

Brand Value
$1,302m
Enterprise Value
$23,052m

Company:
Pt Bank Rakyat Indonesia 
(Persero) Tbk.
notes:
Total Portfolio
Industry:
Banks
Year Formed:
1895

6 BANK CENTRAL ASIA

Ever since it was established in 1957, Bank Central Asia (BCA) has been growing steadily. 
From the beginning, BCA has always offered diverse financial solutions through banking 
transaction services for many diverse groups and ages. And now everyone can enjoy the 
banking transaction ease and convenience BCA offers, enabled by strong inter-branch 
links, an extensive ATM network, and all the other electronic banking services. Through the 
extensive range of well-targeted, high quality products and services the Bank provides, 
BCA’s financial solutions have proven they encourage the business growth of all the Bank’s 
customers, whether small, medium-sized, or large-scale businesses. For BCA, earning 
customers’ trust through offering them the best solutions to meet their financial needs is an 
honour and a source of pride. By living its slogan, “Always by Your Side”, BCA will continue 
to strive to provide all its customers with only the very best services and solutions. BCA’s 
strategic focus on growth, credit quality and efficiency enables the Bank to achieve high-
quality growth and enhance its role as a transaction bank which provides payment 
settlement services in Indonesia to support the achievement of a strong economy and 
national development goals.

Brand Value
$1,111m
Enterprise Value
$26,530m

Company:
Pt Bank Central Asia Tbk.
notes:
Total Portfolio
Industry:
Banks
Year Formed:
1957
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Indonesia’s Top 10 Most Valuable 
Brands

7 BANK NEGARA INDONESIA

Founded on July 5, 1946, Bank Negara Indonesia (BNI) is the first state-owned bank 
established after Indonesia’s independence. BNI achieved a milestone through its initial 
public offering on the Jakarta Stock Exchange and Surabaya Stock Exchange in 1996. In 
the national history of banking, BNI was the first state-owned bank to go public. BNI’s ability 
to adapt to environmental, socio-cultural and technological advances is reflected through 
the continuous refinement of its corporate identity over time, which signifies the Bank’s 
dedication and commitment to continuous improvement of performance. From Sabang to 
Merauke, from Asia to Europe and America, BNI provides complete solutions for the entire 
banking needs by capitalizing on more than 1,700 outlets and more than 14,000 ATMs 
across Indonesia, six overseas branches and representative offices in global financial 
capitals that include Singapore, Hong Kong, Tokyo, Osaka, London, and New York; more 
than 1,600 correspondent banks in 104 countries and the convenience of its Internet 
Banking, SMS Banking, and Phone Banking services. Historically BNI has focused on 
corporate banking, supported by a strong retail banking infrastructure. At present, BNI 
strives to expand the capabilities of both to become BNI’s core strength. With its rich 
background, solid financial base, competent human resources and reliable technology, BNI 
forges ahead to become a national bank with global capabilities.

Brand Value
$962m
Enterprise Value
$9,090m

Company:
Pt Bank Negara 
Indonesia (Persero) Tbk.
notes:
Total Portfolio
Industry:
Bank
Year Formed:
1946

8 DJI SAM SOE

Dji Sam Soe is a trademark of cigarettes produced by PT HM Sampoerna Tbk, formerly 
distributed by PT Bentoel Internasional Investama Tbk in 1980 - 2005. Dji Sam Soe is the 
pronunciation of the language dialect Hokkien, in the province of Fujian, China, which 
means 234 which, when summed into numbers 9. Seeng Tee, the founder believed that 
myth number 9 will bring good luck and perfection. These cigarettes are made in 4 factories 
in East Java, which is 3 factories in Surabaya and 1 factory in Malang. Dji Sam Soe retains 
the packaging for nearly one century. Dji Sam Soe is now the market leader in the Clove 
Cigarettes Hand (SKT) sector in battlefield filled by Bentoel True and MinaSpesial, thanks to 
its aggressive marketing and promotional strategy. The distribution group, Philip Morris 
International Indonesia has the largest distribution network of cigarettes in Indonesia, which 
penetrates almost every region, provides a wider market penetration through the supply 
chain and delivery.

Brand Value
$907m
Enterprise Value
$5,064m

Company:
Pt Hm Sampoerna Tbk.
notes:
Subsidiary of 
Sampoerna
Industry:
Tobacco
Year Formed:
1913

Indonesia’s Top 10 Most Valuable 
Brands

9 GAS NEGARA

PGN are specialists in the transportation and distribution of natural gas, connecting 
Indonesia’s natural gas supplies with customers across the country. PGN operates a natural 
gas distribution pipeline network stretching more than 3,750 km, supplying natural gas to 
power plants, industry, commercial businesses, including restaurants, hotels and hospitals, 
and households, in some the country’s most densely populated areas. With demand for 
natural gas continuing to rise and existing sources unable to keep up, PGN is seeking 
strategic solutions to ensure security of supply for its customers, and to prevent gas 
shortages in a number of regions. PGN is currently looking for new gas supplies, primarily 
from locations close to existing infrastructure, as well as trying to obtain more allocation 
from the gas earmarked for domestic market usage. PGN is building on foundations firmly 
established over many decades and evolving from a gas transmission and distribution 
company into an integrated energy solution provider, maximizing the utilization of natural 
gas to meet the ever increasing and ever more challenging demands of modern industry 
and society. As the demand for clean, affordable energy continues to grow, PGN will 
continue to use its expertise and experience to secure new sources of energy to meet 
customers’ long-term needs.

Brand Value
$678m
Enterprise Value
$12,573m

Company:
Pt Perusahaan Gas 
Negara (Persero) Tbk.
notes:
Total portfolio
Industry:
Gas
Year Formed:
1965

10 XL

Started operating commercially since October 8, 1996, XL has become the one of the best 
in Asia, and is owned majorly by Axiata Group Berhad with 66.55% shares and the rest is 
owned by the public. With more than 17 years of experience in the Indonesian market, PT 
XL Axiata Tbk. (XL) is one of Indonesia’s leading cellular providers. Presently, XL is regarded 
as one of Indonesia’s premier cellular mobile Data and Telephony services provider and a 
leading market player in Indonesia. The operator’s coverage includes Java, Bali, and 
Lombok as well as the principal cities in and around Sumatra, Kalimantan and Sulawesi. XL 
offers data communication, broadband Internet, mobile communication and 3G services 
over GSM 900 and GSM 1800 networks. At the end of 2010, the company had more than 
40 million subscribers with more than 22,000 BTS towers across Indonesia. XL’s vision is to 
be a leader in providing easy-to-use mobile internet experience at a lower price to 
Indonesians, with the XL brand having strong appeal to the Emerging Middle Class 
segment.

Brand Value
$641m
Enterprise Value
$5,282m

Company:
Pt Xl Axiata Tbk.
notes:
Total Portfolio
Industry:
Telecommunications
Year Formed:
1996



Brand Finance Indonesia 100 October 2015 Brand Finance Indonesia 100 October 2015 18.  19.
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Rank 
2015

Rank 
2014

Brand Parent Company 2015 
Brand 
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(US$m)

2015 
Brand 
Rating

Enterprise 
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(US$m)

Brand
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Enterprise 
Value
(%)

2014 
Brand 
Value 

(US$m)

2014 
Brand 
Rating

Enterprise 
Value

(US$m)

Brand 
Value /

Enterprise 
Value
(%)

1 2 Telkom Indonesia PT TELEKOMUNIKASI INDONESIA (PERSERO) TBK. 2,808 AA+ 25,302 11% 1,921 AAA- 19,048 10%

2 4 Gudang Garam PT GUDANG GARAM TBK 2,035 AA 10,673 19% 1,318 A+ 8,113 16%

3 3 Bank Mandiri PT BANK MANDIRI PERSERO TBK. 1,738 AAA- 20,341 9% 1,658 AA+ 15,375 11%

4 1 Sampoerna PT HM SAMPOERNA TBK. 1,697 AA 39,786 4% 2,249 AA- 18,509 12%

5 6 BRI PT BANK RAKYAT INDONESIA (PERSERO) TBK. 1,302 AA 23,052 6% 893 AA- 13,918 6%

6 7 BCA PT BANK CENTRAL ASIA TBK. 1,111 AA+ 26,530 4% 857 AA 18,784 5%

7 9 BNI PT BANK NEGARA INDONESIA (PERSERO) TBK. 962 AA 9,090 11% 780 AA- 5,990 13%

8 5 Dji Sam Soe PT HM SAMPOERNA TBK. 907 AA- 5,064 18% 1,110 A+ 6,294 18%

9 8 PGN PT PERUSAHAAN GAS NEGARA (PERSERO) TBK. 678 A+ 12,573 5% 803 AA 11,726 7%

10 12 XL PT XL AXIATA TBK. 641 AA+ 5,282 12% 538 A+ 4,950 11%

11 11 Indosat OOREDOO QSC

12 10 Garuda Indonesia PT GARUDA INDONESIA (PERSERO) TBK.

13 14 Indomie PT INDOFOOD SUKSES MAKMUR TBK.

14 13 Bank Danamon PT BANK DANAMON INDONESIA TBK.

15 16 Astra International PT ASTRA INTERNATIONAL TBK.

16 15 MNC PT MEDIA NUSANTARA CITRA TBK.

17 17 Semen Indonesia PT SEMEN INDONESIA (PERSERO) TBK.

18 18 Indocement PT INDOCEMENT TUNGGAL PRAKARSA TBK.

19 19 Matahari PT MATAHARI DEPARTMENT STORE TBK.

20 20 Bank Cimb Niaga PT BANK CIMB NIAGA TBK.

21 21 Panin Bank PT BANK PAN INDONESIA TBK.

22 27 Roma PT MAYORA INDAH TBK.

23 22 Gajah Tunggal PT GAJAH TUNGGAL TBK.

24 25 Pembangunan Perumahan PT PEMBANGUNAN PERUMAHAN (PERSERO) TBK.

25 38 Beng-Beng PT MAYORA INDAH TBK.

26 23 Sinar Mas Multiartha PT SINAR MAS MULTIARTHA TBK.

27 26 BTPN PT BANK TABUNGAN PENSIUNAN NASIONAL TBK.

28 New Bir Bintang HEINEKEN NV

29 35 Multipolar PT MULTIPOLAR TBK.

30 36 Bank BTN PT BANK TABUNGAN NEGARA (PERSERO) TBK.

31 34 Bimoli PT INDOFOOD SUKSES MAKMUR TBK.

32 24 Ramayana PT RAMAYANA LESTARI SENTOSA TBK.

33 31 Maybank Indonesia PT BANK INTERNASIONAL INDONESIA TBK.

34 30 SCTV PT SURYA CITRA MEDIA TBK.

35 41 Kopiko PT MAYORA INDAH TBK.

36 39 Indofood PT INDOFOOD SUKSES MAKMUR TBK.

37 29 Mnc Sky Vision PT MNC SKY VISION TBK.

38 33 Adira Finance PT ADIRA DINAMIKA MULTI FINANCE TBK.

39 37 Kalbe Farma PT KALBE FARMA TBK.

40 32 Bank Permata Tbk PT BANK PERMATA TBK.

41 44 Indomilk PT INDOFOOD SUKSES MAKMUR TBK.

42 40 Bank Mega PT BANK MEGA TBK.

43 42 Bank Bjb
PT BANK PEMBANGUNAN DAERAH JAWA BARAT DAN 
BANTEN TBK.

44 New Alfa Mart PT SUMBER ALFARIA TRIJAYA TBK.

45 49 Tower Bersama PT TOWER BERSAMA INFRASTRUCTURE TBK.

46 45 Jasa Marga PT JASA MARGA (PERSERO) TBK.

47 46 Bank Bukopin PT BANK BUKOPIN TBK.

48 70 Mayora Indah PT MAYORA INDAH TBK.

49 48 Smart Tbk PT SINAR MAS AGRO RESOURCES & TECHNOLOGY TBK.

50 43 United Tractors PT UNITED TRACTORS TBK.

Indonesia
Top 100 Brands 2015
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Enterprise 
Value
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51 54 Smartfren PT SMARTFREN TELECOM TBK.

52 63 Supermi PT INDOFOOD SUKSES MAKMUR TBK.

53 56 Bank OCBC NISP PT BANK OCBC NISP TBK.

54 50 Indomobil PT INDOMOBIL SUKSES INTERNASIONAL TBK.

55 52 Bumi Resources PT BUMI RESOURCES TBK.

56 66 BPD Jatim PT BANK PEMBANGUNAN DAERAH JAWA BARAT 

57 51 Dharma Satya Nus PT DHARMA SATYA NUSANTARA TBK.

58 59 Indah Kiat PT INDAH KIAT PULP & PAPER TBK.

59 62 Simas PT INDOFOOD SUKSES MAKMUR TBK.

60 53 Sarimi PT INDOFOOD SUKSES MAKMUR TBK.

61 New Bfi Finance Indo PT BFI FINANCE INDONESIA TBK.

62 47 Charoen Pokphand PT CHAROEN POKPHAND INDONESIA TBK.

63 65 AKR Corporindo PT AKR CORPORINDO TBK.

64 60 Better PT MAYORA INDAH TBK.

65 69 Kis PT MAYORA INDAH TBK.

66 71 Torabika PT MAYORA INDAH TBK.

67 57 Panin Financial PT PANIN FINANCIAL TBK.

68 58 Adaro Energy PT ADARO ENERGY TBK.

69 New Electronic City PT ELECTRONIC CITY INDONESIA TBK.

70 61 Medco Energi PT MEDCO ENERGI INTERNASIONAL TBK.

71 73 Barito Pacific PT BARITO PACIFIC TBK.

72 New Tempo ScanPacific PT TEMPO SCAN PACIFIC TBK.

73 New WIKA BETON PT WIJAYA KARYA (PERSERO) TBK.

74 75 Siloam Hospital PT SILOAM INTERNATIONAL HOSPITALS TBK.

75 67 Danisa PT MAYORA INDAH TBK.

76 New First Media PT FIRST MEDIA TBK.

77 55 Japfa PT JAPFA COMFEED INDONESIA TBK.

78 New Bakrie Telecom PT BAKRIE TELECOM TBK.

79 New Link Net PT LINK NET TBK.

80 90 Catur Sentosa Adriprana PT CATUR SENTOSA ADIPRANA TBK

81 98 Vitazone PT MAYORA INDAH TBK.

82 83 Popmie PT INDOFOOD SUKSES MAKMUR TBK.

83 76 Astra Agro Lestari PT ASTRA AGRO LESTARI TBK.

84 New Intermedia Capit PT INTERMEDIA CAPITAL TBK.

85 74 Bentoel Internasional PT BENTOEL INTL INVESTAMA TBK.

86 78 Salim Ivomas Pratama PT SALIM IVOMAS PRATAMA TBK.

87 88 Solusi Tunas Pra PT SOLUSI TUNAS PRATAMA TBK.

88 79 MAP Mitra Adiperkasa PT MITRA ADIPERKASA TBK.

89 72 Astra Otoparts PT ASTRA OTOPARTS TBK.

90 80 Indo Tambangraya Megah PT INDO TAMBANGRAYA MEGAH TBK.

91 85 Bukit Asam PT TAMBANG BATUBARA BUKIT ASAM TBK.

92 86 Global TV PT GLOBAL MEDIACOM TBK.

93 82 Lippo Karawaci PT LIPPO KARAWACI TBK.

94 81 Antam PT ANEKA TAMBANG PERSERO TBK.

95 89 Ciputra Development PT CIPUTRA DEVELOPMENT TBK.

96 New Elang Mahkota Teknologi PT ELANG MAHKOTA TEKNOLOGI TBK.

97 91 Berau Coal PT BERAU COAL ENERGY TBK.

98 77 MNC Investama PT BHAKTI INVESTAMA TBK.

99 84 Bank Mayapada PT BANK MAYAPADA INTERNASIONAL TBK.

100 95 Bank Ekonomi PT BANK EKONOMI RAHARJA TBK.

Copyright Brand Finance plc Valuation date: 1 January 2015
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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 Indonesian 
Accounting Standards (“PSAK”) 19, the definition of an 
intangible asset requires it to be:

A) Identifiability 
B) Control 
C) Future Economic Benefits

Identifiability 

An intangible fixed assets must be separately identifiable 
so that they can be clearly distinguished from goodwill. 
Goodwill arising from the enterprise merger of re-
purchase character is shown with a payment made by 
the asset purchaser in order so as to possibly obtain 
future economic benefits. An intangible fixed asset is 
considered identifiable when the enterprises may lease, 
sell or exchange it or acquire concrete future economic 
benefits therefrom. Those assets which can only 
generate future economic benefits when combined with 
other assets shall be still seen as separately identifiable if 
the enterprises can determine with certainty future 
economic benefits to be brought about by such assets.

Control 

An enterprise is in control of an asset if it has the right to 
acquire future economic benefits yielded by such asset 
and, at the same time, is able to limit other subjects’ 
access to these benefits. The enterprise’s controllability 
of future economic benefits from intangible fixed assets, 
often derives from legal rights. Market knowledge and 
expertise may bring about future economic benefits. The 
enterprise may control these benefits if they have legal 
right, for example: Copyright, aquatic resource 
exploitation permit. If an enterprise has a contingent of 
skilled employees and through training, it may ascertain 
that improvement of their employees’ knowledge would 
bring about future economic benefits, but it is unable to 
control these economic benefits, therefore the enterprise 
cannot recognize such as an intangible fixed asset. 
Leadership talent and professional techniques shall not 
be recognized as intangible fixed assets except where 

these assets are secured with legal rights to use them 
and acquire future economic benefits and, at the same 
time, meet all the requirements of the intangible fixed 
asset definition and recognition criteria. For enterprises 
which have customers’ name lists or market shares, if 
they have neither legal rights nor other measures to 
protect or control economic benefits from the relations 
with customers and their loyalty, they must not recognize 
these as intangible fixed assets.

Future Economic Benefits

Future economic benefits yielded by intangible fixed 
assets for the enterprises may include: Turnover 
increase, saved costs, or other benefits originating from 
the use of intangible fixed assets. The enterprises must 
determine the degree of certainty to acquire future 
economic benefits through using reasonable and 
grounded assumptions on the economic conditions 
which will exist throughout the useful life of the assets. 
Intangible fixed assets must have their initial value 
determined according to their historical cost.

Types of Intangible Assets

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 recognise the distinction between internally-
generated and acquired intangible assets. Current 
accounting standards only allow acquired intangible 
assets to be recognised on the balance sheet. However, 
this is provided that they meet the above-mentioned 
criteria i.e. 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 this residual value is not 
strictly an intangible asset in a strict sense (i.e. a 
controlled “resource” expected to provide future 
benefits), it is treated as an intangible asset in a business 
combination when converted into goodwill on the 
acquiring company’s balance sheet.

Intangible assets that may be recognised on a balance 
sheet under PSAK 19 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 recognised 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.

Brands fulfil 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.

Value Characteristics of Definition of Intangible 
Assets

Valuation of intangible assets requires an understanding 

of their characteristics and the role that they play in the 
entire value chain. The following attributes of intangible 
assets have important value implications:

•  Absence of efficient trading markets: 
Unlike tangible assets, the absence of efficient trading 
markets for intangible assets makes the market 
approach to valuation by using transaction price not 
possible.

•  Lack of a linear relationship between investment 
and returns: 
This limits the use of the cost approach to valuation, 
except for easily replicable assets.

•  Poor non-financial metrics to measure the quality of 
intangible asset: 
Nevertheless, useful valuation insights can be gained 
from sources such as market research, intellectual 
property audits and business plans.

•  Value is derived from interactions with other assets 
(both tangible and intangible): 
This results in a complex value chain, and thus calls for 
the need of value maps to explore the interactions 
between them.

•  Specific bundle of rights (legal and otherwise): 
There are rights associated with the existence of any 
intangible asset.

•  The need for convenient identification: 
For valuation purposes, the intangible assets must be 
readily identifiable and capable of being separated 
from the other assets employed in the business. It is 
sometimes necessary to group complementary 
intangibles for valuation purposes.

•  The need for a detailed and precise definition of the 
asset: 
This is particularly important where this consists of a 
bundle of rights. The components should be broken 
down in terms of specific trademarks, copyright, 
design rights, formulations, patents, and trade secrets.

Background On
Intangible Asset Value
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Impact on Managment 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 will mean more scrutiny both 
internally and externally. The requirement of the 
acquiring company having to explain at least a part of 
what was previously considered as “goodwill” should 
help analysts to analyse deals more closely and gauge 
whether management have paid a sensible price. The 
new standards will also have a significant impact on the 
way companies plan their acquisitions. When 
considering an acquisition, to assess the impact on the 
consolidated group balance sheet and profit and loss 
post-acquisition, a detailed analysis of all the target 
company’s potential assets and liabilities is 
recommended.

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. This is 
particularly so 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 in 
valuations and 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 overpaid in a deal. Subsequent 
impairment tests may also shed light on whether the 
price paid was a respectable 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 sceptical about disclosed intangible 
assets. In the case of brand (and other intangible asset) 
valuation, where a high degree of subjectivity can exist, it 
is important to demonstrate that best practices have 
been applied and that the impairment review process is 
robust.

Tax and Intangible Assets: IPCo Aspect

Other than M&A, strategic planning and ROI analysis, the 
rise in the importance of marketing intangibles can often 
mean that 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:

•  BATMark (in UK, US, Switzerland & Netherlands)

• Shell Brand International AG (Switzerland)

• Société des Produits Nestlé (Switzerland)

• Philip Morris Products SA (Switzerland)

• Marvel Characters, Inc (USA)

Commercial benefits of central IPCo’s include:

• Better resource allocation.

• Higher return on brand investment.

• Tax savings under certain circumstances.

•  Clarity of the strength, value and ownership of the IP 
will ensure that full value is gained from third party 
agreements.

•  Internal royalties result in greater visibility of the true 
economic performance of operating companies 
improved earnings streams from external licenses.

•  More effective and efficient IP protection will reduce the 
risk of infringement or loss of a trademark in key 
categories and jurisdictions.

•  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.

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 intangibles in 
IPCo.

•  Depending on double tax treaties, the elimination or 
reduction of withholding taxes on income flows 
resulting from the exploitation of the IP.
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Outlook, Importance, Challenges and Opportunities

Samir Dixit 
Managing Director, Brand Finance Asia Pacific

Importance of Intellectual Property for the Country

The IP industry drives significant contribution to the 
economies and it has increased by US$ 40 trillion since 
2001. Of these, over US$ 18 trillion were intangibles. In 
our annual published Global Intangible Financial Tracker 
(GIFT) report, the current global Enterprise Value is US$ 
71 trillion, of which US$ 33.1 trillion is the tangibles. The 
global intangibles are therefore upwards of US$ 38 
trillion to be more precise. (US$11 trillion is disclosed 
and US$26.5 trillion is undisclosed value). 

Indonesia has a total intangible value of about US$299 
billion while total of ASEAN is about US$ 956 billion. That 
means Indonesia represents only merely 31% of the 
ASEAN value.

Importance of IP for the Businesses

Intangibles form a large part of the business value - 53% 
globally and 56% in Indonesia. Depending on the type of 
business and the geographic penetration, the value of 
Intangibles and how it contributes to the business 
success varies. This is recognised by the shareholders 
and investors but unfortunately, the marketing fraternity 
and the management seldom pays attention to the 
Intangibles. This is demonstrated by the fact that most 
companies would not even know the value of their most 
important intangible – The BRAND.  
 
Currently, 53% of all companies’ value globally is in the 
Intangibles – disclosed & undisclosed. It shows that a 
very large number of companies do not know anything 
about or ignore from managing it as a business asset. 

Importance of Trademarks (Brand) for the Business

Depending on the type of business and the geographic 
penetration, the value of Intangibles and how it 
contributes to the business success varies. While 
trademarks or brands are one of the many forms of IPs, 

Trademark/Brand is one of the most important and 
highest value contributing vs. others forms of Intellectual 
Property. There are however differences for B2B and 
B2C companies.

- Brand is estimated to be 50-70% of the total value of the 
intangibles for a brand driven business – e.g. Indomie 
has an EV to BV of over 38%. 

- Brand finance has been tracking performance of 
strongly branded companies since 2007 and it is proven 
that companies with stronger brands perform better 
financially. 

- Even a country as a brand contributes to the success of 
the nation-based businesses. The “GREAT” campaign 
from Britain and several other success stories of using 
country brand to drive economic and business success 
are proven examples.

- Indonesia as a nation brand is ranked 21st globally 
(same as 2014) with a value of USD563 billion in 2015, 
that proves that the “country brand” does not seem to be 
fully exploited by the business in Indoensia. 

Trademarks vs. Patents

Business Need

We have always talked about patents which of course 
are important. However, in the overall IP universe, the 
brand importance and their value contribution far 

exceeds the business contributions from the patents. 

Patents usually have to be bundled together with other 
forms of IP and offered as a “branded benefit” which is 
critical for their commercial success.

Therefore it is safe to say that a company usually needs 
a strong brand to exploit the full value and potential of a 
patent and drive its commercial success. But a strong 
brand does not necessarily require a patent to drive 
success.

- A patent always needs a brand

- A brand does not always require a patent.

Useful Economic Life of Patents vs Brands.

Unlike brands, patents have a significantly lower useful 
economic life. The usefulness gets further shortened with 
fast pace of technological changes and further 
improvements of patents by others.

Trademarks or Brands on the other hand have an infinite 
useful economic life as long as they are managed and 
invested into and continue to provide the competitive 
advantage which gets enhanced over time through 
effective management.

Depreciating vs. Appreciating IP Value

Patents and trademarks as two important forms of IP for 

the businesses have a uniquely opposite characteristic.

While patents are a depreciating IP due to the limited 
useful economic life, a brand is an appreciating IP.

Volume vs. Value Contribution

Patents are short term volume drivers. With patents, 
companies can make drive quick sales volume and 
monetary gains in a short period of time. Brands or 
trademarks on the other hand require investment & 
nurturing and are long term value drivers for any 
business.

So to conclude, if Indonesia wants to have stronger 
Intellectual Property existence and contribution in ASEAN 
(& ASIA), it needs to have just as much focus on the 
Trademarks as it currently has on Patents. It needs to 
shift gears from short term gains to long term value 
creation.

Trademarks and Other Intangibles
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David Haigh 
CEO, Brand Finance plc

In 2007, the International Organisation for Standardisation 
(‘ISO’), a worldwide federation of national standard setting 
bodies, set up a task force to draft an International 
Standard (‘IS’) on monetary brand valuation.

After 4 years of discussion and deliberation ISO 10668 
– Monetary Brand Valuation – was released in 2010. This 
sets out the principles, which should be adopted when 
valuing any brand.

THE NEW ISO APPLIES TO BRAND VALUATIONS 
COMMISSIONED FOR ALL PURPOSES, INCLUDING:

• Accounting and financial reporting

• Insolvency and liquidation

• Tax planning and compliance

• Litigation support and dispute resolution

• Corporate finance and fundraising

• Licensing and joint venture negotiation

•  Internal management information and reporting • 
Strategic planning and brand management

THE LAST OF THESE APPLICATIONS INCLUDES:

•  Brand and marketing budget determination 

• Brand portfolio review

• Brand architecture analysis

• Brand extension planning

Under ISO 10668 the brand valuer must declare the 
purpose of the valuation as this affects the premise or 
basis of value, the valuation assumptions used and the 
ultimate valuation opinion, all of which need to be 
transparent to a user of the final brand valuation report.

REQUIRED WORK STREAMS IN AN ISO COMPLIANT 
BRAND VALUATION?

ISO 10668 is a ‘meta standard’ which succinctly specifies 
the principles to be followed and the types of work to be 
conducted in any brand valuation. It is a summary of 
existing best practice and intentionally avoids detailed 
methodological work steps and requirements.

As such, ISO 10668 applies to all proprietary and non-
proprietary brand valuation approaches and 
methodologies that have been developed over the years, 
so long as they follow the fundamental principles 
specified in the meta standard.

ISO 10668 specifies that when conducting a brand 
valuation the brand valuer must conduct 3 types of 
analysis before passing an opinion on the brand’s value.

These are Legal, Behavioural and Financial analysis. All 
three types of analysis are required to arrive at a 
thorough brand valuation opinion. This requirement 
applies to valuations of existing brands, new brands and 
extended brands.

MODULE 1 - LEGAL ANALYSIS

The first requirement is to define what is meant by 
‘brand’ and which intangible assets should be included 
in the brand valuation opinion.

ISO 10668 begins by defining Trademarks in 
conventional terms but it also refers to other Intangible 
Assets (‘IA’) including Intellectual Property Rights (‘IPR’) 
which are often included in broader definitions of ‘brand’.

International Financial Reporting Standard (‘IFRS’) 
specifies how all acquired assets should be defined, 
valued and accounted for post-acquisition. It refers to five 
specific IA types, which can be separated from residual 
Goodwill arising on acquisition.

These are: technological, customer, contractual, artistic 
and marketing related IA.

ISO 10668 mirrors this classification by defining brands as 

marketing related IA, including trademarks and other 
associated IPR. This refers inter alia to design rights, 
domain names, copyrights and other marketing related IA 
and IPR which may be included in a broader definition of 
‘brand’.

The brand valuer must precisely determine the bundle of 
IA and IPR included in the definition of ‘brand’ subject to 
valuation. He may include names, terms, signs, symbols, 
logos, designs, domains or other related IPR intended to 
identify goods and services and which create distinctive 
images and associations in the minds of stakeholders, 
generating economic benefits for the branded business.

The brand valuer is required to assess the legal 
protection afforded to the brand by identifying each of 
the legal rights that protect it, the legal owner of each 
relevant legal right and the legal parameters influencing 
negatively or positively the value of the brand.

It is vital that the brand valuation includes an assessment 
of the legal protection afforded to the brand in each 
geographical jurisdiction and product or service 
registration category. These legal rights vary between 
legal systems and need to be carefully considered when 
forming the brand valuation opinion. For example, the 
legal rights protecting brands exist at a national (UK), 
supra-national (EU) and global (WIPO) level and have 
different characteristics.

Extensive due diligence and risk analysis is required in 
the Legal analysis module of an ISO 10668 compliant 
brand valuation. It should be noted that the Legal 
analysis must be segmented by type of IPR, territory and 
business category.

The brand valuation opinion may be affected positively 
or negatively by the distinctiveness, scope of use or 
registration (territory and business category), extent of 
use, notoriety of the brand, risk of cancellation, priority, 
dilution and the ability of the brand owner to enforce 
such legal rights.

MODULE 2 - BEHAVIOURAL ANALYSIS

The second requirement when valuing brands under ISO 

10668 is a thorough behavioural analysis. The brand 
valuer must understand and form an opinion on likely 
stakeholder behaviour in each of the geographical, 
product and customer segments in which the subject 
brand operates.

To do this, it is necessary to understand:

•  Market size and trends - determined by conducting a 
critical review of predicted trends in distribution 
channels, customer demographics, market volumes, 
values and margins.

•  Contribution of brand to the purchase decision - 
determining the monetary brand contribution in the 
geographical, product and customer segments under 
review.

•  Attitude of all stakeholder groups to the brand - to assess 
the long-term demand for the brand, any risks to the 
branded business and the appropriate cost of capital.

•  All economic benefits conferred on the branded 
business by the brand - to assess the sustainability of 
future revenues and profits.

The brand valuer needs to research brand value drivers, 
including an evaluation of relevant stakeholders’ 
perceptions of the brand in comparison with competitor 
brands. Measures commonly used to understand brand 
strength include awareness, perceptual attributes, 
knowledge, attitude and loyalty. The brand valuer needs 
to assess the brand’s strength in order to estimate future 
sales volumes, revenues and risks.

MODULE 3 - FINANCIAL ANALYSIS

The third requirement when valuing brands under ISO 
10668 is a thorough financial analysis.

ISO 10668 specifies three alternative brand valuation 
approaches - the Market, Cost and Income Approaches. 
The purpose of the brand valuation, the premise or basis 
of value and the characteristics of the subject brand 
dictate which primary approach should be used to 
calculate its value.

New International Standard
On Brand Valuation
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Market approach

The market approach measures value by reference to 
what other purchasers in the market have paid for similar 
assets to those being valued. The application of a market 
approach results in an estimate of the price expected to 
be realised if the brand were to be sold in the open 
market. Data on the price paid for comparable brands is 
collected and adjustments are made to compensate for 
differences between those brands and the brand under 
review.

As brands are unique and it is often hard to find relevant 
comparables, this is not a widely used approach.

Cost approach

The cost approach measures value by reference to the 
cost invested in creating, replacing or reproducing the 
brand. This approach is based on the premise that a 
prudent investor would not pay more for a brand than the 
cost to recreate, replace or reproduce an asset of similar 
utility.

As the value of brands seldom equates to the costs 
invested creating them (or hypothetically replacing or 
reproducing them), this is not a widely used approach.

Income approach

The income approach measures value by reference to 
the economic benefits expected to be received over the 

remaining useful economic life of the brand. This 
involves estimating the expected future, after-tax cash 
flows attributable to the brand then discounting them to a 
present value using an appropriate discount rate.

As the value of brands stems from their ability to 
generate higher profits for either their existing or potential 
new owners, this is the most widely accepted and 
utilised brand valuation approach.

When conducting a brand valuation using the income 
approach, various methods are suggested by ISO 10668 
to determine future cash flows.

Royalty relief method

This is the most widely used method used to determine 
brand cash flows. This method assumes that the brand is 
not owned by the branded business but is licensed in 
from a third party. The value is deemed to be the present 
value of the royalty payments saved by virtue of owning 
the brand.

The royalty rate applied in the valuation is determined 
after an in-depth analysis of available data from licensing 
arrangements for comparable brands and an appropriate 
split of brand earnings between licensor and licensee, 
using behavioural and business analysis.

The Royalty Relief method is widely used because it is 
grounded in commercial reality and can be 
benchmarked against real world transactions.

Price premium and volume premium methods

The Price Premium method estimates the value of a 
brand by reference to the price premium it commands 
over unbranded, weakly branded or generic products or 
services. In practice it is often difficult to identify 
unbranded comparators. To identify the full impact on 
demand created by a brand, the Price Premium method 
is typically used in conjunction with the Volume Premium 
method.

The Volume Premium method estimates the value of a 
brand by reference to the volume premium that it 
generates. Additional cash flows generated through a 
volume premium are determined by reference to an 
analysis of relative market shares. The additional cash 
flow generated by an above average brand is deemed to 
be the cash flow related to its ‘excess’ market share. In 
determining relevant volume premiums, the valuer has to 
consider other factors which may explain a dominant 
market share, such as legislation which establishes a 
monopoly position for one brand.

Taken together, the Price Premium and Volume Premium 

methods provide a useful insight into the value a brand 
adds to revenue drivers in the business model. Other 
methods go further to explain the value impact of brands 
on revenue and cost drivers.

Income-split method

The income-split method starts with net operating profits 
and deducts a charge for total tangible capital employed 
in the branded business, to arrive at ‘economic profits’ 
attributable to total intangible capital employed. 
Behavioural analysis is then used to identify the 
percentage contribution of brand to these intangible 
economic profits. The same analysis can be used to 
determine the percentage contribution of other intangible 
assets such as patents or technology. The value of the 
brand is deemed to be the present value of the 
percentage of future intangible economic profits 
attributable to the brand.

Multi-period excess earnings method

The multi-period excess earnings method is similar to the 
income-split method. However, in this case the brand 

Cost ApproachMarket Approach Income Approach

Brand Valuation Approaches

Based on an estimate of the price 
expected to be realised if the brand 
were to be sold in an open market.

Based on the premise that a prudent 
investor would not pay more for a 
brand than the cost to recreate, 
replace or reproduce an asset of 
similar utility.

Based on estimating the expected 
future, after-tax cash flows attributable 
to the brand then discounting them to 
a present value using an appropriate 
discount rate.

Income ApproachMarket Approach Cost Approach

Royalty relief method Income-split method

Price Premium & Volume  
Premium method

Incremental cash
flow method

Multi-period excess
earnings method

Direct Methods Indirect or
Residual Methods

Brand Valuation Approaches
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valuer first values each tangible and intangible asset 
employed in the branded business (other than the 
brand). He uses a variety of valuation approaches and 
methods depending on what is considered most 
appropriate to each specific asset.

Having arrived at the value of all other tangible and 
intangible assets employed in the branded business, a 
charge is then made against earnings for each of these 
assets, leaving residual earnings attributable to the brand 
alone. The brand value is deemed to be the present 
value of all such residual earnings over the remaining 
useful economic life of the brand.

Incremental cash flow method

The incremental cash flow method identifies all cash 
flows generated by the brand in a business, by 
comparison with comparable businesses with no such 
brand. Cash flows are generated through both increased 
revenues and reduced costs.

This is a more detailed and complex approach, which 
tends not to be used in technical brand valuations but is 
extremely useful for strategic, commercial purposes such 
as when Virgin negotiates a new brand license with a new 
licensee. The incremental value added to the licensee’s 
business form’s the starting point for the negotiation.

Discount rate determination

Under the income approach, risks that are not already 
reflected in future cash flows must be considered in the 
discount rate.

The discount rate used for discounting future expected 
cash flows attributable to a brand is usually derived from 
the Weighted Average Cost of Capital (‘WACC’) of the 
business.

HOW SHOULD INTERNATIONAL BRANDS 
APPROACH THE VALUATION OF EXISTING MARKS?

ISO 10668 was developed to provide a consistent 
framework for the valuation of local, national and 
international brands both large and small. The primary 

concern was to create an approach to brand valuation 
which was transparent, reconcilable and repeatable. In 
the wake of the standard’s launch, it is expected that 
many businesses will either value their brands for the first 
time or revalue them compliant with the standard.

HOW SHOULD COMPANIES APPROACH THE 
QUESTION OF BRAND DIVERSIFICATION VERSUS 
ENTRENCHMENT? 

Common commercial applications of brand valuation are 
brand portfolio and brand architecture reviews. The first 
considers whether the right number of brands and 
sub-brands are in the portfolio. The second considers 
whether individual brands are too fragmented and 
extended.

A good example of both applications at work can be 
found in Unilever’s ‘Path to Growth’ strategy. In 2000, 
Niall Fitzgerald announced a plan to increase Unilever’s 
annual revenue growth rate to 5-6% with margins of 16%.

To achieve this, Unilever’s 1600 brands were to be 
valued, reviewed and rationalised down to 400 power 
brands. The a priori assumption was that many smaller, 
local brands were sub-optimal and offered slower growth 
prospects than the global brands. Within 2 years, 1200 
under-performing local and regional brands were sold or 
starved of investment to feed the growth of the 400 
global power brands.

In many respects the Unilever policy made sense. For 
example, Dove has been turned into a global power 
brand with diversification into many product lines and 
market segments, rapid volume growth, and revenues 
and profits measured in billions of dollars.

However, the strategy sacrificed many new or developing 
brands in countries like India because they could not be 
turned into global brands quickly. Local brand owners 
enthusiastically bought the divested brands or exploited 
the gap created by starving local Unilever brands of 
investment.

In this case, internal brand valuation teams were used to 
evaluate and prioritise the brand portfolio. Unilever is a 

leading edge company which follows best practices 
represented by ISO 10668.

Rationalisation and extension was supported by Legal 
Analysis to establish the strength and extendibility of its 
brands. Extensive Behavioural Analysis was applied 
throughout its portfolio and Financial Analysis was 
conducted by a cadre of internal marketing finance 
analysts.

If any mistakes were made, it merely demonstrates that 
brand valuations are a mechanism for decision making 
which are driven by data, analysis and assumptions that 
may prove to be incorrect. The ISO standard insists that 
sensitivity analysis showing a range of values, based on 
different assumptions, should be included in an opinion, 
not just a single value.

A brand valuation is an opinion at a point in time. Brand 
valuation models need to be updated and reviewed on a 
regular basis, and management decisions need to 
change in the light of changing conclusions flowing from 
them.

Brand valuation is a technique to support management, 
which is why it is vital that the technique should be 
consistent, transparent and reproducible as required by 
ISO 10668.

HOW DO YOU VALUE AN EXISTING BRAND, THEN 
EXTEND THE ANALYSIS TO MEASURE THE 
POSITIVE AND NEGATIVE IMPACT OF ADDITIONAL 
TRADEMARKS/BRAND EXTENSIONS TO THE 
EXISTING BUSINESS/MARKS? 

Dove is a good example of a Unilever brand, which was 
prioritised in the ‘Path to Growth’ strategy. It has been 
extended into many product categories and each 
extension was rigorously valued.

The Dove brand was launched in the US in 1955, as a 
cleansing soap bar with moisturising properties, which 
had been developed to treat burn victims during the 
Korean war. In 1957, the basic Dove soap bar formula 
was refined and developed into the “Original Dove 
Beauty bar”. It was launched as a beauty soap, clinically 

proven to be milder on dry and sensitive skins. In 1979, 
an independent clinical dermatological study proved 
Dove “Beauty bar” was milder than 17 leading bar soaps. 
The phrase “cleansing cream” was replaced with 
“moisturiser cream” in its marketing materials.

Dove was launched in the UK in the 1990s. In 2001, Dove 
made its first foray into antiperspirant deodorant lines. 
Hair care products followed in 2003. Dove was launched 
in the soap category but has always been positioned 
without referring to it as “soap”. It is always referred to as 
a “beauty bar” with 25% cleansing cream. Positioning the 
brand this way has allowed it to extend into 
antiperspirants, deodorants, body washes, beauty bars, 
lotions, moisturisers, hair care and facial care products 
globally. It is now a global brand with a variety of sub-
brand ranges (Original, Go Fresh, Intensive Care, 
Supreme, Summer Care).

To become a global brand, Dove needed wide appeal, 
across cultural, racial and age boundaries. In 2004, it 
therefore launched the Campaign for Real Beauty, which 
highlighted the brand’s commitment to broadening 
definitions of beauty. Dove launched the Self Esteem 
Fund in 2005, which acts as an agent of change to 
educate and inspire young girls on a wider definition of 
beauty. It aims to boost the self-confidence of young girls 
and women, enabling them to reach their full potential in 
life. In 2007, Dove also launched Pro*Age, a range of 
skin care, deodorant and hair care specifically designed 
for mature skin.

Dove’s apparently effortless success makes brand 
extension look easy. But the Unilever marketing team 
could have stumbled at many points. They needed a 
clear and universally appealing brand proposition...
simple, natural, caring, feminine, healthy, inclusive, 
multi-cultural, unpretentious, good value. They then 
needed a strong and memorable brand name that could 
be registered and defended in all likely product 
categories and geographical jurisdictions. They needed 
defensible sub-brand names. They needed a logo (a 
simply drawn dove), trade dress (predominantly white 
packaging), compelling copyright (advertising and 
collateral) and they needed a compelling trade sales 
force and campaign.
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Having gone global in many SKUs, a valid question now 
hangs over the Dove brand. Has it reached the limits of 
its capacity to extend? There is a danger that if Dove is 
extended any further into fragrance, personal care or 
household products, its brand equity with consumers will 
become diluted and confused. Its brand value may 
decline.

IF BRANDS DIVERSIFY, WHAT CHALLENGES DOES 
THIS CREATE FOR TRADEMARK COUNSEL?

Brand valuations following the ISO 10668 standard help 
to alert management to all manners of opportunities and 
threats. They consider the Legal ability of the brand to 
win protection in new categories, the financial 
attractiveness of extending into any new categories, the 
risks posed by new extensions and above all the 
Behavioural response of consumers to further brand 
extension.

CONCLUSION

A robust brand valuation can help avoid the fate which 
befell the Pierre Cardin brand, which was extended and 
diluted to such an extent that over extension is now 
referred to as ‘Cardinisation’.

The role of trademark counsel in this process is vital.

•  Firstly, to keep up with marketing management keen to 
extend and extend.

•  Secondly, to advise whether and how brands and 
sub-brands can be registered.

•  Thirdly, providing advice on the cost efficiency of ever 
extending trademark protection; some global brands 
find that they have tens of thousands of trademarks 
which require huge financial and management 
support. Trademark counsel working within the brand 
valuation team help to answer the question of whether 
this is a value enhancing strategy.

ISO 10668 will help integrate Trademark Counsel into a 
multi-disciplinary brand management team. Trademark 

Counsel will no longer be working in their own technical 
silo.

In my view, ISO 10668 is a major breakthrough, which 
will help further professionalise the business of brand 
management.

Alfredo Chandra 
Director, Brand Finance Asia Pacific

There is less regulation of the valuation profession in 
comparison to the accounting, auditing and legal 
fraternity. Whilst there are standards which provide a guide 
to valuers such as those set by the International Valuation 
Standards Council, many professionals can conduct 
valuations without any accreditation from a governing 
body. Organisations requiring valuation services are thus 
left to choose from a pool of valuers who are mostly 
unregulated. Whilst the valuation fraternity works towards 
accreditation and recognition on both a country and 
global basis, the importance in any valuation exercise is to 
ensure that valuers are independent from the business 
being valued.

Valuation is an art, not a just a science. Brand valuations 
are no different from the valuation of buildings, equipment, 
pension assets and liabilities, shares, bonds, patents, art, 
wine and many other assets. If you ask two expert valuers 
for an asset valuation opinion in any asset class you will 
inevitably get different answers. Even if they use identical 
methods and similar assumptions they may come to 
different conclusions. However, if the calculations are 
entirely transparent it is possible to form a balance view on 
the validity of the valuer’s opinion. It also helps to know 
that the valuer reached their opinion independently and 
objectively. Why might the valuer’s independence be 
compromised?

1. Self-interest – having an interest in the outcome of 
the brand valuation.

2. Self-review – both creating the asset and forming a 
valuation opinion of it.

3. Advocacy – compromising an arm’s length opinion to 
promote the client’s interest.

4. Familiarity – becoming too familiar with the 
management of the company under review.

5. Intimidation – letting commercial or other threats 
affect the result of the brand valuation.

6. Process application – brand valuations should 
ideally be ISO certified under ISO 10668 as it provides a 
complete framework which includes bringing in financial, 
legal, and marketing perspectives that is not regularly 
done by valuers.

Valuers must be objective and present values that reflect 
all information at their disposable, without having a 
predetermined outcome. There is a strong and growing 
body of opinion that it is impossible for a consultancy to 
provide genuinely independent brand valuation opinions 
on brands that they, or their parent company, built in the 
first place. Brand Finance plc continues to promote the 
Campaign for Independent Brand Valuation, which 
promotes strict guidelines on the conduct of brand 
valuers to avoid actual and perceived threats to their 
independent judgement. 

Unfortunately, Interbrand and Milward Brown are both 
wholly-owned subsidiaries of marketing services giants 
(Omnicom and WPP respectively), which make millions 
of dollars building the very brands their subsidiaries then 
value Indeed, Interbrand’s strapline is ‘Creating and 
managing brand value.’

In the 1980s and 1990s such threats led accountancy 
bodies and regulators to discourage audit firms from 
providing consulting and valuation services to their audit 
clients. We believe the same restriction should apply to 
the valuation of brands by companies whose primary 
role is to build them to ensure greater independence and 
transparency.

Transparency in Brand Valuation
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Methodology 

Brand strength expressed 
as a BSI score out of 100.

BSI score applied to an 
appropriate sector royalty 
rate range.

Split revenue into separate 
streams for each service 
area. Royalty rates applied 
to forecast revenues to 
derive brand values

Post-tax brand revenues 
are discounted to a net 
present value (NPV) which 
equals the brand value.

The Valuation Process 

Brand Finance calculates the values of the brands in its 
league tables using the ‘Royalty Relief approach’. This 
approach involves estimating the likely future sales that are 
attributable to a brand and calculating a royalty rate that 
would be charged for the use of the brand, i.e. what the 
owner would have to pay for the use of the brand if it were 
not already owned.

1  Calculate brand strength on a scale of 0 to 100: the BSI 
captures the ability of clubs to drum up popular interest 
and then convert interest into support and custom. The 
BSI covers three broad topics of brand investment, equity 
in the form of emotional connection harboured by a brand, 
and bottom line commercial performance.

2  As brand has differing effects on each source of income, 
we then split revenues down into three streams: match-
day, broadcasting and commercial. As brands have 
differing effects on different revenue streams, these will 

Definition of ‘Brand’ 

In the very broadest sense, a brand is the focus for all the 
expectations and opinions held by fans, players, staff and 
other stakeholders about a club. However when looking at 
brands as business assets that can be bought, sold and 
licensed, a more technical definition is required. Brand 
Finance helped to craft the internationally recognised 
standard on Brand Valuation, ISO 10668. That defines a 
brand as “a marketing related intangible asset including, 
but not limited to, names, terms, signs, symbols, logos and 
designs, or a combination of these, intended to identify 
goods, services or entities, or a combination of these, 
creating distinctive images and associations in the minds of 
stakeholders, thereby generating economic benefits/value”

Strong      brand

   Weak      brand

Brand Strength Index
(BSI)

Brand
‘Royalty rate’

Brand revenues Brand value

Brand 
investment

Brand 
equity

Brand 
performance

Brand Strength 

Brand Strength is the part of our analysis most directly and 
easily influenced by those responsible for marketing and 
brand management as well as success on the pitch. In 
order to determine the strength of a brand we have 
developed the Brand Strength Index (BSI). We analyse 
marketing investment, brand equity (the goodwill 
accumulated with fans, customers, staff and other 
stakeholders), which includes on-pitch success, and finally 
the impact of those on business performance. Following 
this analysis, each brand is assigned a BSI score out of 
100, which is fed into the brand value calculation. Based 
on the score, each brand in the league table is assigned a 
rating between AAA+ and D in a format similar to a credit 
rating. AAA+ brands are exceptionally strong and well 
managed while a failing brand would be assigned a D 
grade.

each have their own respective royalty rate applicable to 
them. The royalty rates are derived by looking at 
comparable agreements and through in-house analysis.

3  Calculate royalty rate. The brand strength score is applied 
to the royalty rate range to arrive at a royalty rate. For 
example, if the royalty rate range in a brand’s sector is 
0-5% and a brand has a brand strength score of 80 out of 
100, then an appropriate royalty rate for the use of this 
brand in the given sector will be 4%.

4  Determine brand specific revenues estimating a proportion 
of parent company revenues attributable to a specific 
brand.

5    Determine forecast brand specific revenues using a 
function of historic revenues, equity analyst forecasts and 
economic growth rates.

6  Apply the royalty rate to the forecast revenues to derive 
brand revenues.

7  Brand revenues are discounted post tax to a net present 
value, equal to the brand value.

Forecast revenues

Definitions
+  Enterprise Value – the value of the entire 

enterprise, made up of multiple branded 
businesses

+  Branded Business Value – the value of a 
single branded business operating under 
the subject brand

+  Brand Value – the value of the trade 
marks (and relating marketing IP and 
‘goodwill’ attached to it) within the 
branded business

What do we mean by ‘brand’?

‘Brand’

‘Branded 
Business’

‘Branded 
Enterprise’

E.g.
Bentley

Bentley
Brand

E.g.
VW Group

Methodology 
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Brand 

Trademarks and trademark licenses together with 
associated goodwill

ßrandßeta®

Brand Finance’s proprietary method for determining the 
strength, risk and future potential of a brand relative to its 
competitor set

Branded Business

The whole business trading under a particular brand or 
portfolio of brands, the associated goodwill and all the 
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

Glossary of Terms About Brand Finance
Brand Finance is the world’s leading independent 
brand valuation and strategy consultancy. Brand 
Finance was set up in 1996 with the aim of ‘bridging the 
gap between marketing and finance’. For almost 20 
years we have helped companies to connect their 
brands to the bottom line, building robust business 
cases for brand decisions, strategies and investments. In 
doing so, we have helped finance people to evaluate 
marketing programmes and marketing people to present 
their case in the Board Room.

Independence 
Brand Finance is impartial and independent. We 
access and help to manage brands, but we do not 
create or own them. We are therefore able to give 
objective, unbiased advice because we have no vested 
interest in particular outcomes of a project and our 
recommendations are entirely independent. We are 
agency agnostic and work collaboratively with many 
other agencies and consultancies. 

Technical credibility
Brand Finance has high technical standards.
Our work is frequently peer-reviewed by the big four 
audit and our work has been accepted by tax authorities 
and regulatory bodies around the world. We are one of 
the few companies certified to provide brand valuation 
that is fully compliant with ISO 10668, the global 
standard on monetary brand valuations.
 

Global 
500
 2015
The annual report on the world’s most valuable global brands
February 2015

Transparency 
There are no black boxes. Our approach is to work 
openly, collaboratively and flexibly with clients and we 
will always reveal the details of our modelling and 
analysis. This means our clients always understand what 
lies behind ‘the number’.

Expertise
We possess a unique combination of skills and 
experience. We employ functional experts with 
marketing, research and financial backgrounds, as well 
as ex-client-side senior management who are used to 
‘making things happen’. This gives us the mindset to 
think beyond the analysis and to consider the likely 
impact on day-to-day operations. We like to think this 
differentiates us because our team has real operational 
experience.

For more information, please visit our website: 
brandfinance.com 

Brand Finance puts thousands of the world’s biggest brands to the test every year, evaluating which are the most 
powerful and most valuable. The Indonesia 100 is just one of the many annual reports produced by Brand Finance. 
Visit www.brandirectory.com to access all the sectors and countries report.
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Contact details
Our offices

Contact us
For enquiries, please 
contact:
Samir Dixit
Managing Director
Brand Finance Asia Pacific
s.dixit@brandfinance.com
+65 6329 9738

Jimmy Halim
Deputy Managing Director
Brand Finance Indonesia
j.halim@brandfinance.com
+62 21 5367 8064 

Sutan Banuara
Director
Brand Finance Indonesia
s.banuara@brandfinance.com
+62 21 5367 8064

linkedin.com/company/
brand-finance

facebook.com/
brandfinance

twitter.com/
brandfinance

For further information on Brand Finance’s services and valuation experience, please contact your local representative:

Country Contact Email address
Argentina Pablo Bolino p.bolino@brandfinance.com
Australia Mark Crowe m.crowe@brandfinance.com
Brazil Geoffrey Hamilton-Jones g.hamilton-jones@brandfinance.com
Canada Bryn Anderson  b.anderson@brandfinance.com
Caribbean Nigel Cooper n.cooper@brandfinance.com
Central America Rajesh Ingle r.ingle@brandfinance.com
East Africa Jawad Jaffer j.jaffer@brandfinance.co.ke
France         Luc Bardin         l.bardin@brandfinance.com
Germany Dr. Holger Mühlbauer h.muehlbauer@brandfinance.com
Greece Ioannis Lionis i.lionis@brandfinance.com
Holland Marc Cloosterman m.cloosterman@brandfinance.com
India Ajimon Francis  a.francis@brandfinance.com
Indonesia Jimmy Halim j.halim@brandfinance.com
Italy  Massimo Pizzo  m.pizzo@brandfinance.com
Middle East Andrew Campbell  a.campbell@brandfinance.com
Nigeria Tunde Odumeru t.odumeru@brandfinance.com
New Zealand Jai Basrur j.basrur@brandfinance.com
Portugal Joao Baluarte  j.baluarte@brandfinance.com 
Russia Alex Eremenko a.eremenko@brandfinance.com
Singapore Samir Dixit s.dixit@brandfinance.com
South Africa Oliver Schmitz o.schmitz@brandfinance.com
Spain  Pedro Tavares  p.tavares@brandfinance.com
Sri Lanka Ruchi Gunewardene r.gunewardene@brandfinance.com
Turkey Muhterem Ilguner m.ilguner@brandfinance.com
UK Bryn Anderson b.anderson@brandfinance.com 
USA Ken Runkel  k.runkel@brandfinance.com
Vietnam Lai Tien Manh m.lai@brandfinance.com

Understand Your Brand’s Value 

A League Table Report provides a complete 
breakdown of the methodology, data sources and 
calculations used to arrive at your brand’s value. 
Each report includes expert recommendations for 
growing brand value to drive business performance 
and offers a cost-effective way to gaining a better 
understanding of your position against competitors. A 
full report includes the following sections which can 
also be purchased individually.

Brand Valuation Summary
 
Overview of the brand valuation including executive 
summary, explanation of changes in brand value and 
historic and peer group comparisons. 

+ Internal understanding of brand

+ Brand value tracking

 

Royalty Rates

Analysis of competitor royalty rates, industry royalty rate 
ranges and margin analysis used to determine brand 
specific royalty rate.

+ Licensing/ franchising negotiation

+ International licensing

+ Competitor benchmarking

Cost of Capital

A breakdown of the cost of capital calculation, including 
risk free rates, brand debt risk premiums and the cost 
of equity through CAPM. 

+  Independent view of cost of capital for internal 
valuations and project appraisal exercises
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Trademark Audit

Analysis of the current level of protection for the brands 
word marks and trademark iconography highlighting 
areas where the marks are in need of protection.

+ Highlight unprotected marks 

+ Spot potential infringement

+ Trademark registration strategy

For more information regarding our League Table 
Reports and business enquiry, please contact:

Samir Dixit
Managing Director, Brand Finance Asia Pacific

s.dixit@brandfinance.com
+65 6329 9740

Contact us.

The World’s Leading Independent Brand Valuation and Strategy Consultancy
T: +65 6329 9740
E: bfs@brandfinance.com
 www.brandfinance.com


