
n our annual review of brands, 
we find there has been a significant
increase in the overall value.
Considering the top 10 brands
collectively, brand value has grown
by 31 percent to Rs. 190 billion. 

And the table is heavily weighted 
towards the financial services industry,
which implies that the wider Sri Lankan
economy is still enjoying post-war
benefits. 

As the economy and consumer spending
catch up with the years lost to the war,
many brands have achieved strong
financial growth. Coupled with the
perceived lower risk attached to the
country and its economy, this has resulted
in a significant increase in brand value.
CHALLENGES LIE AHEAD Once 
the pent up demand has been met, the
challenge will be to maintain the growth
momentum. This is what many businesses
are now beginning to grapple with. They
find it difficult to grow, as consumer
spending becomes more saturated. 
So predicting the future is key.

With over 10 years of historical data on
some brands, Brand Finance has a track
record of brand performance over time.
We see once-powerful brands falling
rapidly in the table, whilst others are
making steady progress. The data in our

possession is essentially historical. But
the challenge for management is to
capture a view of the future – or 
indeed, predict it.

This can be done through effective
modelling and brand valuations that
factor in future projections with
underlying drivers of demand. Such
valuations are often used as a beacon 
to chart the course of a brand.
THE WINNERS AND LOSERS We
continue to see the consolidation of
established brands at the top of the table,
as they begin to race ahead despite their
size. The top 10 are familiar brands,
having been at the summit or within
striking distance of it for several years.
They include Bank of Ceylon (BOC),
which continues to retain the top spot
whilst widening the gap with People’s
Bank, with whom it has had a close 
tussle in the past. 

Meanwhile, Sri Lanka Telecom (SLT)
has tumbled out of the top 10, whilst its
subsidiary Mobitel powers up the ladder
of valuable brands. This is a sign of the
transformation that is underway within
the SLT group. And Commercial Bank
continues its dramatic rise in the rankings
and is within striking distance of second-
placed People’s Bank in this year’s table.
This represents a remarkable performance
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for the banking behemoth. By closely
reviewing the table over the years, brands
that are in hot water can be identified –
and several are heading towards the
bottom of the table. The challenge 
for such vulnerable companies – and
specifically those that are stagnating in
the middle of the valuation table – is to
future-proof themselves by strengthening
their brand. 

But this is easier said than done. Based
on our extensive involvement in the brand
consulting business, we find that many
companies fail to realise the difference
between the brand as a trademark and 
an asset that can be leveraged. This may
represent a small shift in mindset, but
it will have a significant impact on
corporate performance in the future.
THE FUTURE OF BUSINESS The
future course of business has also been
set out, from both a regulatory and
profitability point of view, leading to
fewer and larger brands in key sectors.

The Sri Lankan market is small. It
cannot accommodate more than a few
brands in high-investment sectors that
cater to the local consumer market. This
is true of the soft drinks segment (it can
only accommodate two profitable players,
at best) and mobile telecommunications
(not more than three). The same is true
for the banking sector and with finance

companies, which are being actively
encouraged to merge by the regulator.

Mobitel’s acquisition of Hutch will
reduce the number of brands in the
telecom industry. And the Central Bank’s
directive to consolidate finance
companies within a single holding
company, as well as the stated outlook 
to have fewer, larger and more profitable
banks, could result in larger but less 
agile brands serving customers.

Therefore, the challenge for the big
brands is to continue to maintain their
razor-sharp focus on consumers, whilst
they grapple with the complexities of
mergers. The danger is that they could
become less flexible and, therefore, more
vulnerable to smaller – and nimbler –
competitors. 

Interesting times are ahead, indeed!
UNLISTED BRAND RATINGS As in
previous years, our second table presents
strong brands which are not listed on the
Colombo Stock Exchange. This rating
process provides a holistic view of the
brands landscape in this country – the 
list is compiled on the basis of an
independent market research study
commissioned by Brand Finance. 
For details of this survey, go to our
Unlisted Brands Methodology.

This represents a perceptual brand
equity study which establishes a brand’s
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Telecommunications 39,220

Beverages 31,728

Supermarkets (Retail) 24,429

Banks 148,826

Financial services 18,181

Insurance 15,107

Airlines 11,759

Food 21,233

Retail 11,909

Oil and gas 6,063

Hospitality 4,342

Health care 3,836

Motor 3,530

Media 3,430

Building materials 4,290
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as a trademark and 
an asset that can 
be leveraged...



quality, reliability, distinctiveness,
reputation and trustworthiness. It has 
a consolidated score of between one and
10. Since we are studying brands across
many categories through this omnibus
survey, the brands that emerge can be
significantly influenced by high profile
sectors such as motor cars, for example.
Sectors which have a much lower
involvement in the decision-making
process may be at a slight disadvantage.
However, taken as a collection of brands,
these are the most established brands 
in the country.

Sony regains the top spot it lost last
year to Johnson & Johnson, which drops
to No. 3. Despite topping the table, and 
as observed in previous reviews, Sony
struggles to be amongst the leaders in 
the consumer electronics market, which
clearly establishes the lost opportunities
for this brand. 

A similar trend is observed in the biscuit
market, where Maliban has consistently
been ahead of Munchee over several
years, despite lagging behind in market
share. What this essentially tells us 
about Maliban is that it should use every
opportunity it has to leverage the brand 
at the retail level, and that Munchee must
focus on strengthening its brand equity.

Several brands have consistently
featured at the upper end of this table

over the years. They include Dettol,
Harris (brushes) and Panadol – all highly
reputed and trusted brands in their
respective categories.

This year too, the list is dominated by
multinational brands, with as many as 58
coming from within their ranks – a slight
decline from 61 last year. As usual,
Unilever dominates this list with as many
as 14 brands (that’s up one, from last
year) on the back of a gain of three
brands from 2012. This shows remarkable
consistency across all Unilever brands.
Unilever has tried and tested disciplines
to build brand equity for the long term –
systems that are wholly lacking amongst
local brands.
LEVERAGING BRAND VALUE Brand
equity, or the strength of the relationship
these brands have with their stakeholders,
is a key measure in brand valuation. 
The stronger the relationship or bond, 
the greater the loyalty and propensity 
to purchase or interact. This leads to
commanding a premium and the brand
having a greater ability to earn cash 
for the business, which translates into 
a higher value for the brand – and,
therefore, the business.

By being able to measure what used to
be ‘immeasurable’ intangible assets, and
arriving at a value, businesses can better
monitor their performance as they strive
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decline from 61 last
year...



22 BRANDS ANNUAL I 2014

to increase value over time. This can be
achieved by going beyond the marketing
division and through more holistic
engagements across all key stakeholders
of an enterprise.

Employees are key stakeholders, and it
is imperative that they understand what
their brand stands for and act according 
to those values. For service organisations
(where the customer experience is
intrinsically linked to delivering the
brand), this is absolutely critical. So
unless the CEO can articulate the brand
and directly link it to relevant employee
behavioural factors and service standards,
its essence will never be delivered – and,
therefore, lived or believed by customers
– no matter how much is invested in
advertising. Such leakage of precious
resources is seen across the business
landscape here, in Sri Lanka.

Indeed, the greater the understanding of
the brand by employees, the greater the
likelihood of retaining motivated people
to serve customers and stakeholders. This,
in turn, reduces employee turnover and
inspires others to join the organisation,
thereby minimising related overheads.
The end result is greater financial returns.

The more powerful a brand is, the
greater its ability to demand better prices
and terms from suppliers who want to be
associated with the brand. They would,

therefore, provide the best possible terms
of trade. 

Retailers would also want to maintain
good business relations with such brands,
so as to ensure the availability of reputed
brands for their customers. Banks too
would strive to offer preferential rates 
to retain customers who offer powerful
brands, because they know that the
businesses they represent are secure.
Thus, there is a whole set of financial
rewards directly attributable to the 
brand, which can be leveraged by 
an enterprise.
MANAGING BRANDS FOR VALUE
Although the benefits of creating value 
by building strong brands is well known,
several issues surface when it comes to
implementation. The most critical issue 
is that whilst there’s an intuitive sense of
what companies need to do to leverage
value from these potential assets, the
process drifts into the area of gut feel
because there is a lack of quantification.
In today’s business world, this is
unacceptable and boards should neither
tolerate this type of discussion nor
depend on it.

Secondly, there is greater focus on
generating short-term results or simply
firefighting, rather than taking a long-
term view of value generation. As a
result, investments are directed at
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The greater the
understanding of the
brand by employees,
the greater the
likelihood of retaining
motivated people to
serve customers and
stakeholders...



BRANDS ANNUAL I 2014 23

generating short-term solutions which 
do not address the core underlying issues
or opportunities of building a branded
business. Such organisations do not focus
their attention on tackling the core value
creating levers that are at their disposal.

Organisations need to find the right
balance of delivering today whilst
creating value for tomorrow. But to do so,
they must have a clear view of how they
should go about defining their brands and
establish how that can be leveraged to
build long-term value for the business.
VALUE-BASED MARKETING In
order to adopt such a system, an
organisation must understand the 
key drivers of value.
CONTEXT This begins with the brand –
a clear, coherent definition and
articulation of the brand, and the role 
it can play in the business. With the
exception of mostly multinational brands,
there are virtually no local products or
services that have effectively defined and
articulated what their brand stands for.
REVIEW A clear view of which products
and services, brands and sub brands,
customer segments, key accounts and
channels are generating economic profits
or losses is important to achieving
branding success. In most businesses,
brands are currently being viewed as a
single monolithic entity, rather than being

dissected into their individual parts 
of value creation or destruction.
ANALYSIS Assess performance, in 
terms of market opportunities and on 
the basis of a defined set of parameters,
to decipher a brand’s return on
investment. Marketing is devoid of 
return on investment analyses which are
currently applied to capital investments.
Advertising budgets in most large
organisations are often larger than 
capital expenditure projects; yet, how
many boards of such corporations turn 
to their CEO and ask what the return on
investment in advertising has been?
SCENARIOS Which of the options
provides the greatest return on investment
with the right resource allocation? Gut
feel is the usual modus operandi, with
little emphasis on strategic analysis.

Through the use of quantitative analysis
and financial forecasting, a brand’s value
appreciation can be established. The
impact this would have on the brand 
and its value creation potential can also
be estimated. It is this rigour of analysis
and accountability through quantifiable
numbers which can transform marketing
from being a gut feel or pure
communication, activation and sales
exercise, to a management process that
drives financial performance.

There is greater focus
on generating short-
term results or simply
firefighting, rather
than taking a long-
term view of value
generation...
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