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Brand Contribution measures the influence of brand alone on financial value, on a scale of 1to 5, 5 highest
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Category 2015 $M
Retail 35,245
Telecom Providers 33,834
Apparel 29,717
Fast Food 29,313
Cars 28,913
Retail 27,705
Luxury 27,445
Beer 26,657
Cars 26,349
Global Banks 24,029
Regional Banks 23,989
Baby Care 23,757
Personal Care 23,376
Technology 23,039
Fast Food 22,561
Regional Banks 22,065
Apparel 22,036
Cars 21,786
Technology 21,680
Technology 21,602
Telecom Providers 21,215
Regional Banks 20,638
Regional Banks 20,599
Oil & Gas 20,412
Regional Banks 20,189

Source: Millward Brown (including data from BrandZ, Kantar Retail and Bloomberg)
Brand Contribution measures the influence of brand alone on financial value, on a scale of 1to 5, 5 highest
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Brand Contribution measures the influence of brand alone on financial value, on a scale of 1 to 5, 5 highest
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Brand Contribution measures the influence of brand alone on financial value, on a scale of 1 to 5, 5 highest
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