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About Brand Finance
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Global

Headquartered in London with offices in over 15 countries

Unique expertise

We possess a unique combination of marketing, 
research, management and financial expertise

Independent

We manage brands, not create them – so we have no 
vested interest in the outcome of a project

Transparent 

There are no black boxes. We work openly and will 
always reveal the details of our modelling and analysis

Technical credibility 

We provide ISO, IVSC and IASB compliant valuation 
and analytics services and our assessments are widely 
accepted by regulatory bodies and tax authorities

We are also a registered training office for Chartered 
Accountants, Marketers and Financial Analysts 

Experience 

Over 15 years experience working with 500+ national and 
international clients of all sizes and across all sectors

Brand Finance helps clients to measure, manage, 
maximise and monitor the value of their brands 
to drive business performance
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Brand Finance
Banking 500
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The Banker and Brand Finance have partnered on the Top 500 Banking Brands for 
nine years.

Together we have raised branding awareness among banks and established a ranking 
that has become an industry standard, generating huge interest in this critical subject.

Brian Caplen, 
Editor, The Banker  

“

”

The Banker / Brand Finance Banking 500
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2015 Brand Finance Banking 500
The rise and rise of Chinese banking brands
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All results published on Brandirectory.com
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2015 2014 Brand

Brand 

Value 2015 

(USDm)

Brand 

Value 2014 

(USDm)

Change (%)
Change 

(USDm)

Brand 

Rating 

2015

Brand 

Rating 

2014

Market Cap 

2015 

(USDm)

Market Cap 

2014 

(USDm)

1 1 34,925 30,242 15% 4,683 AAA- AAA- 284,437 236,831

2 6 27,459 22,803 20% 4,656 AA+ AA+ 244,336 213,282

3 2 27,280 26,870 2% 410 AAA AAA 173,250 184,737

4 9 26,417 18,954 39% 7,463 AAA- AA+ 198,264 187,014

5 4 26,210 24,518 7% 1,692 AA+ AA+ 159,045 146,635

6 3 25,713 26,683 -4% -969 AA+ AA+ 154,014 139,399

7 5 24,819 23,157 7% 1,662 AA AA+ 123,977 118,687

8 10 22,714 17,783 28% 4,931 AA+ AA+ 162,489 133,594

9 12 20,392 16,725 22% 3,666 AAA- AA+ 152,427 122,168

10 8 18,700 20,021 -7% -1,321 AAA- AAA- 104,976 93,839

Top 10 Most Valuable Banking Brands in 2015
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$407bn (44%) 

Retail 

Banking

$263bn (28%) 

Commercial & 

Wholesale

$95bn (10%) 

Investment 

Banking

$58bn (6%) 

Credit 

Cards

$66bn (7%) 

Asset & 

Wealth Mgmt.

$19bn (2%) Other 

$23,752m

$14,242m

$9,088m

$8,068m

$12,966m

$7bn (1%) Insurance

$991m

$12bn (1%) Mortgages

$3,039m

$927 bn.
global brand value

Global brand value by service line
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Source: 2015 Brand Finance Banking 500
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-29%

+5%

-13%

+6%
+16%+18%

+48%

Aggregate brand value of top 500 banking brands has almost doubled from the low of 2009

Banking 500
On the path to recovery
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European banks halt recovery

2009 2010 2011 2012 2013 2014 2015

Europe

North
America

Asia

South
America

Pacific

Middle East

Africa

– Europe 

– N. America

– Asia

– S. America

– Pacific

– Middle East

– Africa

+13%

+11%

+28%

-17%

+8%

+189%

-54%

Banking now out of intensive care
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Portugal
Historical performance of top Portuguese banking brands

Source: 2015 Brand Finance Banking 500
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RANK BRAND BRAND VALUE BRAND RATING US$ million

2015 2014 2015 2014 2015 2014

213 225 605 521 AA+ AA+

216 181 594 734 AA+ AA

363 342 265 278 AA AA+

N/A 197 N/A 649 N/A AAA-

Three Portuguese banks are listed in Brand Finance’s Global 

Banking 500  League Table

Most Valuable Portuguese Banking Brands 2015
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Reputation Damage
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The current public perception of banks?
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£2.1bn £6.3bn £5.0bn
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Banking fines
The global banking industry racked up more than £166bn in fines, 

settlement fees and provisions between 2009 and 2013

Fines and settlements and provision for future liabilities, 2009-2013, £bn

Source – Guardian (Banks pay out £166bn over six years: a history of banking misdeeds and fines, Nov 2014)
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• Commerzbank was fined over $1bn to settle allegations it broke US

sanctions and anti money-laundering laws.

• This has impaired brand perceptions and sentiment towards the brand.

• In addition, the brand’s future outlook has been negatively affected.

• BNP Paribas agreed to a record $9bn settlement with US authorities

amid breaking sanctions.

• This had a negative impact on brand perceptions and received a large

amount of negative coverage.

• Coupled with a weak domestic environment and deterioration in key

European markets, this contributed to a decline in brand value.

3 612
2 754

2014 2015

Brand Value (USDm)

20 206

14 939

2014 2015

Brand Value (USDm)

-24%

-26%

Banking fines and linkage to brand and 
business performance
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Industry trust
Banks are still one of the least trusted industries



26.

54%

54%

53%

52%

46%

40%

15%

16%

17%

14%

24%

20%

Financial Services Industry

Health Industry

Energy Industry

Food and Beverage Industry

Business

Technology Industry

Not Enough Regulation Too Much Regulatioion

Industry regulation
Government regulation in Financial Services perceived to be 

inadequate

Source: Edelman Trust Barometer 2015
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Re-focusing on 
the customer
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30

How good is your customer service?
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Consumers have little emotional attachment to 

bank brands

Source: Havas Media Group – Meaningful Brands

+ Aspirational + Meaningful 

Functional
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Outside-in orientated*

- They manufacture what 

they can sell

‘Customer focused’

Inside-out orientated*

- They sell what they can 

manufacture

‘Manufacturer focused’

Bankse.g. Apple

People largely regard Apple as 

being ‘on their side’

People largely regard banks as 

being driven by self-interest, 

particularly investment banks

Become customer focused
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Defining brand architecture
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Monolithic brands
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Multi-brand strategy

http://www.blackhorse.co.uk/Default.aspx
http://www.blackhorse.co.uk/Default.aspx
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Simplified products



38.

Consumers will no longer accept confusing 

banking products... 
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…and they don’t have to
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The future landscape
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A leaner Portuguese banking sector
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Source: European Central Bank
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Branch numbers falling
The number of Portuguese banking branches has fallen 

substantially since 2008
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Increased regulation in banking



44.Source: Edelman Trust Barometer 2014

Countries with higher trust in financial services have less 

desire for increased regulation

Trust in financial services

Not enough regulation for financial services

53%-

Regulation will continue if trust remains low 
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Banks retreating from Europe?

“We are beginning to see the final shape of regulation, the final 
shape of structural reform and as soon as that mist lifts sufficiently, 
we will once again start to look at where the best place for HSBC is” 

Douglas Flint, HSBC's chairman

“[The relocation] at the moment it’s something we’re watching, we’re 
looking at, we’re thinking about” 

Andy Halford, Group Finance Director at SCB
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UK: increasing burden on the banking sector

“I think the bank levy is here to stay. […] The reason for the bank 
levy is to create a safer banking system but also explicitly to raise 

revenue.” 

George Osborne, Chancellor of the Exchequer

“We need a reckoning with our banks. […] After decades of banking 
becoming more and more concentrated, I am determined that 

Labour will turn that tide.” 

Ed Miliband, Leader of the Labour Party
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The importance of brand
post-crisis
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Opportunities outside of local markets

The conservatism of using only your national banks is changing. 
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Opportunities outside of local markets
Understanding local markets is key
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Opportunities outside of local markets
Opportunities available even to niche brands
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Understanding
brand drivers
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What does your brand stand for?
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Inputs Brand Equity Outputs

Business
Performance

Brand 
Preference

Customer
Behaviour

• Marketing   
communication

• Product

• Touchpoint
experience

Brand 
Drivers

Branded
Customer
Experience

$

• Functional
(quality, price)

• Emotional
(image, innovative)

• Conduct 
(reputation, ethical)

• Revenue

• Margin

• Share price

• Purchase

• Repurchase

• Loyalty

• Advocacy

• Preference

• Consideration

• Recommendation

Brand process
It’s crucial to understand how brand drivers affect customer 

behaviour, which directly impacts business performance
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Outputs

Customer 

Behaviour

Financial 

Performance

Inputs Brand Equity
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Value for 

Money

Good rates
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on 
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GROSS ADDS
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CASHFLOW

COST OF 

CAPITAL

VALUE

EMOTIONAL CONDUCTFUNCTIONAL

Image

Brand Love

Delivers on 

Promises

Innovative

Rewards 

Loyalty

Reputation

Environ-

ment

Community

Trust

Ethical

We help brands to manage brand equity in 
order to maximise business value...
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Performance

20%

16%
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R² = 0,8524

Market  
share
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Current 

Business 

Value

Uplift from 

Brand 
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Cost of 

Brand 

Investment

Potential 

Business 

Value

For illustrative purposes only

Typical questions we answer include:

• Brand positioning Which brand positioning versus our competitors do customers value most?

• Brand architecture Which architecture design creates most demand?

• Resource allocation How to optimise the marketing mix to add value to the business?

• Brand migration What is the impact of migrating the brand under alternative scenarios?

• Brand portfolio What is the optimum mix of brands to maximise shareholder value?

• Brand extension What are the best opportunities for extending the brand into other categories and markets?

• Brand franchising How could franchising/licensing the brand increase revenues?

• Brand scorecard How can we track marketing data to improve financial performance?

Connecting brand drivers to business 
value
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Brand Strategy Accounting Corporate Finance

Brand Analytics Tax Legal

Strategic marketing Technical financial, tax, legal

What are the key brand 
drivers and what customer 
insight is there to help us 

beat the competition?

How can we maximise brand 
value and use our brand 

asset to grow the business?

Which brand ownership and 
charging structure will 

optimise tax efficiency and 
management behaviour?

Where can we find expert 
input from people who 
understand both the  

marketing and financial 
aspects of our brand?

Which technical valuation of 
our intangible assets will 

satisfy both the marketing 
department and the 

auditors?

How do we make a quick 
assessment of the quality 

and value of a brand during 
an M&A or bid defence 

process?

Our expertise
We solve strategic and technical brand challenges
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Contact us

David Haigh

Chief Executive

Brand Finance, London

E: d.haigh@brandfinance.com

M: +44 788 515 3725

3 Birchin Lane,

London,

EC3V 9BW

Brand Finance is the leading brand valuation and strategy firm, 

helping companies to manage their brands for improved business results.

www.brandfinance.com


