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Brand is the New Black

"The new black" may be a reference to a ¥'
phrase such as "pink is the new black", which
has been newly coined as a

* Snowclone is a neologism for a type
of cliché and phrasal template originally
defined as "a multi-use, customizable,
instantly recognizable, time-worn, quoted or
misquoted phrase or sentence that can be
used in an entirely open array of different
variants".

* A typical example snowclone is the phrase
"grey is the new black" (a form of the
template "X is the new Y", in which "X" and
"Y" may be replaced with different words or
phrases—for example, "Orange is the New
Black" or even "comedy is the new rock 'n’
roll").

* The term "snowclone" can be applied to
both the original phrase and to a new phrase
that uses its formula.
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The term snowc/one was coined by Glen
Whitman on January 15, 2004, in response to a
request from Geoffrey Pullum on the Language
Log weblog. Pullum endorsed it as a term of art the
next day, and it has since been adopted by other
linguists, journalists and authors. The term alludes
to one of Pullum's example template phrases:

— If Eskimos have N words for snow, Xsurely

have Mwords for Y.

* As Language Log explains, this is a
popular rhetorical trope used by journalists to imply
that cultural group Xhas reason to spend a great deal
of time thinking about the specific idea Y.

Snowclones are related to both memes and clichés,
as the Los Angeles Times'David Sarno notes,
"Snowclones are memechés, if you will: meme-
ified clichés with the operative words removed,
leaving spaces for you or the masses to Mad

Lib their own versions."
BrandZTech.com
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Knowledge-Based
Economy
and
Knowledge-Based
Entities
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Commodity to Transformation
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$12.95
TRANSFORMATIVE
EVERYDAY LIFE
$2.00 - $5.00 EXPERIENCE
STORE
EXPERIENCE

25¢ - $1.50
SERVICE

l¢ - 2¢
COMMODITY
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InterBrand Top 100 vs the leading market indicators
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InterBrand Top 100 vs the Leading Market Indicators

and Top 100 Portfolio
SCI World Index
S&P 500 index
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BrandZ portfolio performance
against the S&P 500

Total returns (%)

BrandZ top 100 portfolio

09

S&P 500

-47.3

Based on the Top 100 brands for each year, with the
portfolio amended at the start of the corresponding year
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UK market sector investment, nominal
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InterBrand Top 100 vs the Leading Market Indicators

BRAND & MARKET VALUE
STRONG BRANDS DELIVER SUPERIOR RETURNS

N
&

Best Global Brands portfolio versus
S&P 500 and Morgan Stanley Composite World Index

8

Indexed to 2000 values equaling 100
— -
8 &
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==BGB100 ==S&P SO0 ==MSCIWorid

Source: Interbrand analy sswith dat sourcat fom Thomson Rasters ant Best Gbbyl Bands Interbrand
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VALUABLE BRANDS DELIVER
SUPERIOR RETURNS

The BrandZ™ Strong Brands Portfolio has outperformed both
the S&P market index and the MSCI World Index since 2006.

102.6%

@ Brandl™ -
S&P 500 631
MSCI |
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0C I2.(!10'2'1]'2!12 2013 | 200 | 2015




I World GDP

Contribution to growth, percentage points

B United States ™% China ©°" India MM All other developing countries ©" All other rich countries

N W N

Total*, % change
on a year earlier
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~

*Estimates based on 61 economies representing
Sources: Haver Analytics; IMF; The Economist 83% of GDP. Weighted GDP at purchasing-power parity
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BRANDZ™ GLOBAL TOP 100
GROWS 147 IN BRAND VALUE

Technology and retail lead brand value surge.




I World GDP
Contribution to growth, percentage points

B China - India B United States M Brazil B Russia "~ All other countries

2010 11 12 13 14 15
*Estimates based on 57 economies 90% of world GDP. Weighted GDP at purchasing-power parity
Sources: Haver Analytics; IMF; The Economist
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I World GDP
Contribution to growth, percentage points

I Rich countries M BRICs Other emerging markets

Total*
% increase on a year earlier

2010 11 12 13 14 15

*Estimates based on 58 economies representing 89% of world GDP.
Sources: IMF; The Economist Weighted GDP at purchasing-power parity

cconomstL.com



BrandZ™ Global Top 100 grew 133% since 2006

The BrandZ™ Global Top 100 grew steadily over the past 11 years to $3.4 trillion,
never losing value, even during the global recession, and leveling only once, in 2011.

BrandZ™ Global Top 100 value growth 2006 to 2016

$3
Tnl
1% 4% 1?%
2o 2 ~
THL /—N . . ‘.
Tnl

2006 2007 2008 2009 2010

BrandZTech.com Source: BrandZ™ / Millward Brown



GLOBAL TOP 100 RISES 152 PERCENT IN VALUE OVER 12 YEARS

2017
The Global Top 100 grew at an 8 percent average annual growth %
rate the since 2006. 2016 +8
2015 4o B% $36Tri
% -
5014 "'14 $3.4 Tri.
os $3.3 Tri, —Y——mw
#12% 7
2013 $2.9 Tri
9 Tri.
$3TR|L ...................................................................................................................................... 2O.I.| 2O_|2 +7% ____________________________________________________________________________________________________________
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IMF DataMapper Real GDP growth (Annual percent change, 2017)
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> Global growth continues

Real GDP, % change, year-on-year

2016 @ 2017 2018 = 2019
world N -

Euro Area
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Source; OECD Economic Outlook, Volume 2017 Issue 2



gRogNDZ . Valuable Brands
Deliver Superior
Returns

The BrandZ™ Strong Brands Portfolio has
outperformed both the S&P market index
and the MSCI World Index since 2007.

Y a N

BrandZ™ Strong Brands Portfolio I/ . o)

S&P 500 105.9 /9/,
@ MSCI A o

Value growth of the

BrondZ™ Top 100

Most Valuable Global 0
Brands 2006 to 2016
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Valuable brands deliver superior
shareholder returns

BRANDZ™ STRONG BRANDS PORTFOLIO VS. S&P 500 VS. MSCI WORLD INDEX

The value of the BrandZ™ Strong Brands Portfolio increased 124.9 percent between April 2006 BrandZ™
and April 2017, outperforming both the S&P 500 and the MSCI World Index. 124 9%
[
h 4
S&P500

82.1%

MSCI

34.9%

A "
) v w

2007 2008 2009 2010 20N 2012 2013 2014 2015 20716 2017

Source: Kantar Millward Brown / BrandZ™
The BrandZ™ Strong Brands Portfolio is a subset of the BrandZ™ Top 100 Most Valuable Global Brands.

BrandZTM Portfolio outperforms the S&P 500 Index and the MSCI World Index






Percentage of market value of US corporations related to ....

L

38%

62%

1: Brooking Institute
2: Baruch Lev analysis of S&P500 companies

1982

19921
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Growth of Intangible Assets
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Growth of Intangible Assets

Components of S&FP 500 Market Value
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Growth of Intangible Assets

COMPONENTS OF S&P 500 MARKET VaLuE

1975 1985 1995 2005 2009
| TANGIBLE ASSETS BN INTANGIBLE ASSETS
Sowree: Oipean Tomp
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Comronexnts oF S&P 500 Marker VaLug

1975 1985 1993 2003 2010
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Growth of Intangible Assets
COMPONENTS of S&P 500 MARKET VALUE

100%
83% 68% 32% 20% 16%
80% =
80% 2
40%
20%
17%
0%
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Tangible Assets . Intangible Assets

SOURCE: OCEAN TOMO, LLC
SR 1, $015 BrandZTech.com






brands, loyalty, trademarks, [B5
company reputation [

contracts, licenses,
legal monopolies, customer lists

Intangible

Assets

organizational models, software, IR
proprietary processes, franchise rights i

R&D, patents, human capital [
intellectual property (S
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Percentage of GDP
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Figure 1.2: Increasingly, in high-income countries, intangible investments exceed
tangible investments; economic competencies make an important contribution

Investment in tangible and intangible assets (left) and types of intangible investments
(right), both as a percentage of gross domestic product (GDP), 2007

Source: WIPO, Brands — Reputation and Image in the Global Marketplace, 2013 Report
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Growth of Intangible Assets

INTANGIBLE VALUE as PERCENT of
MARKET VALUE for NON-U.S. MARKETS

100%
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53.5%

2005

. EU ‘ Japan China
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WHERE IS GLOBAL GROWTH HAPPENING?

China and the United States account for over half of global growth

Over the next three years, it is estimated that the $75 trillion global economy will expand
E by another $6.5 trillion in size. Here are the economies that will generate that growth:

% OF EST. GLOBAL GROWTH (2017-2019) IN REAL GDP

CHINA 35.2% -', INDIASS6Y% | OTHER 13.7%

EU 7.9% e [
AUSTRALIA | CANADA
1.8% 1.7%

USA 17.9% SI= UK 1.6% C B

TURKEY MEXICO
1.2% 1.2%

n JAPAN 1.5%

= oAN 1.0%

I‘ INDONESIA 2.5%

<2 BRAZIL 12%
RUSSIA 1.0%
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GDP growth
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BY THE
NUMBERS

The global economy
by GDP

$74 trillion

is the size of the global economy,
according to World Bank data

40

ofthe world's largest economies
are plotted here
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Intangible Assets by Sector
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Figure 1.2: Increasingly, in high-income countries, intangible investments exceed
tangible investments; economic competencies make an important contribution

Investment in tangible and intangible assets (left) and types of intangible investments
(right), both as a percentage of gross domestic product (GDP), 2007
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Source: WIPO, Brands — Reputation and Image in the Global Marketplace, 2013 Report
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20177 Real GDP growth forecast
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Figure 1: Branding investments have
grown relative to economic output in
low- and middle- income economics

Branding investments in high- versus low- and middle-
IiNncome economies, as a percentage of GDP, 1988- 2011
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