
FiFty of  Asia’s best market-
ing professionals were rec-
ognised at the 7th CMO Asia 
Awards held on 4 August at 
the Pan Pacific Singapore. 
R u k m a n  W e e r a r a t n e , 
General Manager Marketing 
and Distribution of  Union 
Assurance PLC, was recog-
nised as one of  the top 50 
Marketers in Asia at this pres-
tigious event.

Asia’s Best Marketer list is 
intensely researched by highly 
qualified staff  who shortlist 
marketing professionals doing 
extraordinary work and tracks 
their achievements. A jury con-
sisting of  professionals from 
across the globe reviewed the 
short list and made their final 
selections. 

Weeraratne is a veteran mar-
keter in Sri Lanka and a name 
synonymous with the insur-
ance industry having contrib-
uted to its growth and develop-
ment over a period of  30 years. 
During his vibrant career, he 
has held numerous senior mar-
keting positions with vast local 
and international exposure. 
He was one of  the panelists to 

share his knowledge and expe-
rience at the panel discussion 
titled ‘Redefining the World 
of  Work. Courage will pay 
Dividends’ at this prestigious 
event.

“i am extremely honoured 
and humbled to be listed as 
one of  Asia’s Best Marketers. i 
believe without my team mem-
bers this wouldn’t have been 
achievable.  it was a journey 
for many years together as 
one team and i would say this 
achievement belongs to the 
team at Union Assurance,” 
said Weeraratne. 

“As a passionate marketing 
head with proven success in 
the fields of  marketing and dis-
tribution, and in depth aware-
ness of  today’s marketing chal-
lenges, his efforts to develop 
and professionalise the insur-
ance industry in Sri Lanka is 
highly commendable. We are 
positive that his continuous 
contribution to the industry 
will enable all stakeholders to 
reach even greater heights in 
the future,” said Dirk Pereira 
– Director/Chief  Executive 
Officer, Union Assurance PLC.
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tHE manner in which intan-
gible assets are valued may 
be difficult to understand in 
a world where assets are com-
monly considered as tangi-
ble items with a value based 
on the price at which it can 
be expected to be exchanged 
with another party.

the reality however, is 
that the world we live is now 
driven increasingly by intan-
gible assets rather than tan-
gible assets. Apple, which 
is the world’s most valuable 
brand, marketing computers, 
phones, iPods and watches 
amongst other items, does not 
own a single factory. their 
business model involves out-
source manufacturing to 
third parties, predominantly 
in China. yet, because they 
own all the intellectual prop-
erties, they are able to extract 
value without tying up sig-
nificant capital on expensive 
buildings and machinery. 
Another example is Uber 
which has raised venture 
capital based on a valuation 
of  over $ 62 billion for its busi-
ness without owning a sin-
gle vehicle. the intellectual 
property that drives its value 
is the technology platform 
which matches cars to pas-
sengers.

Not all Sri Lankan busi-
nesses have original intel-
lectual property that can be 
deployed for creating such 
immense business value. 
But most companies have 

brands that can do just that. 
Brands are a powerful source 
of  intangible assets that can 
create enormous value not 
just for consumer goods com-
panies but for business to 
business companies as well, 
which can develop their cor-
porate brand into a powerful 
asset. 

it has long been acknowl-
edged that powerful brands 
drive consumer or customer 
choice, improving business 
performance and ultimately 
increasing shareholder value. 
However, for the first time the 
extent of  this effect has been 
quantified.

Brand Finance has taken 
a retrospective look at the 
share price of  the brands it 
has assessed over a 10 year 
period, revealing a compel-
ling link between strong 
brands and market perfor-
mance.

the most striking finding 
is that an investment strat-
egy based on the most highly 
branded companies (those 
where brand value makes up 
a particularly high propor-
tion of  overall enterprise 
value) would have led to a 
return almost double that of  
the average for the S&P 500 as 
a whole.

Between 2007 and 2015, the 
average return across the 
S&P was 49%. However by 
using Brand Finance’s data, 
an active investor could have 
generated a return of  up to 
97%. investing in companies 
with a brand value to enter-
prise value (BV/EV) ratio of  
greater than 30% would have 

generated a return of  94%. 
investing exclusively in the 
10 companies with the high-
est BV/EV ratios would have 
resulted in a 96% return.

there was a similar, though 
lesser, effect for brands rated 
as AAA or AAA+ according 
to Brand Finance’s Brand 
Strength index (BSi). this is 
the system Brand Finance 
uses to determine the royalty 
rate to be applied to a brand’s 
revenue information as part 
of  a brand value calculation. 
A letter grade or ‘brand rat-
ing’, analogous to a credit rat-
ing, is awarded to each brand 
based on the results of  its 
BSi assessment. A strategy 
based on investment in all 
AAA and AAA+ rated brands 
would have led to a return of  
54% over the eight years from 
2007.  However if  only top-rat-
ed US brands were targeted, 
the return would have been 
87%.

So, the challenge is to be 
able to build strong brands, 
and this requires an exten-
sive and in-depth understand-
ing of  the category in which 
the brand operates. Searching 
out and identifying the key 
drivers of  revenue in that 
category in which the brand 
operates provides early clues 
around which the brand 
could possibly be aligned. 
However, it requires a com-
petitive scan as well, leading 
to focusing on areas that are 
untapped and enabling ele-
ments of  differentiation to be 
added to the brand. 

this establishes the unique 
positioning for the brand 
based on the identified busi-
ness opportunities and leads 
to clearly articulating the 

brand in a manner that on 
the one hand will motivate 
employees and fulfil custom-
er aspirations on the other. it 
is this powerful combination 
of  employees and customers 
that creates a strong brand 
leading to creating signifi-
cant brand value. Better the 
understanding that employ-
ees have on what they need to 
deliver as a customer experi-
ence, greater the likelihood 
that the customer will expe-
rience this with resultant 
satisfaction and hence build 
loyalty with that brand. 

this  resulting brand 
strength drives business and 
brand value, maximising 
the brand as a value creating 
asset.

taken holistically, the 
brand helps to shape the 
entire customer experience 
through the product, services 
and space that they interact 
within, whilst for employees, 
the brand helps to shape the 
culture they work in and the 
values that guide their behav-
iour. this creates strong rela-
tionships with the two most 
important stakeholders.  

it is this dual force which 
senior management of  com-
panies need to drive. And get-
ting that right, results in the 
ability to unleash significant 
value, with the brand playing 
the central role in the process.

this is what is driving 
performance of  the brands 
listed on the Brand Finance 
index above, and which has 
out-performed the S&P index. 
therefore brand value as a 
long term measure of  busi-
ness performance is an indi-
cator that companies must 
embrace and adopt as soon as 
possible.  

(established in 1996, brand 
Finance is an independent con-

sultancy focused on strategy, 
management and valuation of 

brands and branded businesses. 
Headquartered in uK, brand 

Finance has a global network 
across 17 countries, including 

usa, India, Canada, spain, brazil, 
australia, Netherlands, singapore 
and sri Lanka. ruchi can be con-

tacted on r.gunewardene@brand-
finance.com.)

HEMAS Consumer Brands held its 
Distributor Convention recently at 
the Galle Face Hotel, Colombo.  the 
event was organised to recognise 
long standing distributors for their 
commitment towards the success of  
Hemas Consumer Brands.

A highlight of  the event was the 
unveiling of  the ‘Sandama’ logo, 
depicting alliance, sharing and 
bonding with the company and its 
business partners. A special feature 
of  the event was to recognise the 
distributors’ contribution towards 
social responsibility in their respec-
tive communities.

Hemas Consumer Brands has 
a portfolio of  14 brands. these 
brands are popular not only among 
Sri Lankan consumers, but, also 
in the Asian region, especially in 
Bangladesh where Hemas has set 
up operations. Some of  the more 
popular brands are Baby Cheramy, 
Clogard, Diva, Kumarika, Velvet, 
Goya, Pro Sport, etc.

the Hemas Group is one of  
the leading conglomerates in Sri 
Lanka, listed in the Colombo Stock 
Exchange with a focus on Fast 
Moving Consumer Goods, health-
care, transportation, and leisure.
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t H E  C M O  A s i a 
Awards held for the 
seventh consecutive 
year in Pan Pacific 
M a r i n a  S q u a r e, 
S i n g a p o r e  o n  4 
August is an exclu-
sive event which 
saw the participa-
tion of  top business 
leaders and market-
ing professionals 
from across Asia. 

S r i  L a n k a ’ s 
very own Arpico 
Supercentre has 
b e e n  c r o w n e d 
w i t h  t h e  C M O 
Asia Award 2016 
f o r  E x c e l l e n c e 
in Branding and 
Marketing in Retail 
amidst stiff  compe-
tition from top glob-
al brands from over 
40 countries. 

By doing so, the 
innovative retailer 
has become the first 
Sri Lankan mod-
ern trade brand to 
bag this prestigious 
award. 

Among the bids 
for this coveted title 
that were taken into 
account, the com-
mittee’s panel of  
industry experts 
were impressed by 
the overall value 
Arpico Supercentre 
has consistently 
been able to pro-
vide its customers. 
this in turn has 
resulted in a fast 
g rowing custom-
er base ensuring 
increased customer 
footfall, loyalty and 
a healthy top line 
growth.

Celebrating its 
15th year in Sri 

Lanka’s  moder n 
trade industry, the 
last few years have 
seen a remarkable 
shift in the com-
pany’s  strate gic 
focus. Local mod-
er n trade itsel f  
was pushed into 
a cycle of  intense 
promotional activ-
ity, directly as a 
result of  Arpico 
Supercentre’s revo-
lutionary practices 
and disruptive mar-
keting and opera-
tional initiatives, 
and this completely 
consumer centric 
outlook has paid 
r i c h  d i v i d e n d s 
t o  t h e  p i o n e e r-
ing retailer with 
its brand ratings 
cl imbing to  No. 
24 in 2016 with an 
increase in brand 
value of  Rs. 700 mil-
lion year on year as 
per Brand Finance 
UK ratings.

Richard Pieris & 
Co. PLC is a diver-
s i f i e d  b u s i n e s s 
conglomerate with 
a rich history of  
84 years. its flag-
ship brand ‘Arpico’ 
is one of  the most 
p o w e r f u l  l o c a l 
household brands 

in Sri Lanka for 
over 50 years, serv-
ing  the  commu-
nity with a diverse 
range of  products 
across many sec-
tors such as manu-
facturing, planta-
t i o n s,  f i n a n c i a l 
services, exports, 
FMCG, construc-
tion, logistics  and 
retail. 

the retail sec-
tor led by its flag-
ship brand ‘Arpico 
S u p e r c e n t e r s ’ 
operates a growing 
network of  outlets 
spread island-wide. 
Arpico Supercenters 
takes pride in pio-
neering the mod-
ern hyper market 
retail ing in Sri 
Lanka. today Arpico 
Supercenters and 
Arpico Daily’s are 
one of  the largest 
modern trade chains 
in the country.

A diverse melt-
ing pot of  talent, 
comprising a work-
force of  over 30,000, 
Richard Pieris & 
Company PLC is 
one of  the larg-
e s t  e m p l oy m e n t 
providers in the 
private sector in  
Sri Lanka.

�� ruchi Gunewardene, 
managing director brand 
Finance Lanka, explores 
the power of brands in  
creating business value the brand as a 

value creating asset

Ruchi Gunewardene

Hemas Manufacturing Director Sales 
and Customer Marketing 
Subir Chowdury 

Hemas unveils ‘Sandama’ 
logo to celebrate its 
partnership with distributors

Longstanding Distributor Award – Kanishka Enterprises, Wadduwa

Hemas Manufacturing Managing 
Director Roy Joseph 

Rukman Weeraratne (right) recognised as one of the top Marketers in Asia 

Arpico Supercentre wins 
CMO Asia Award for 
excellence in branding 
and marketing in retail

Marketing Head Minodh de Sylva and Richard 
Pieris Distributors Marketing Manager 
Peshala Wijewardana

Los Angeles (Variety.
com): youtube is facing 
a backlash from creators 
angry that the video giant 
is pulling advertising from 
content it deems “inappro-
priate” – while the Google-
owned video giant claims it 
hasn’t actually changed its 
policy.

t h e  f u r o r 
s p a w n e d  a  t r e n d i n g 
h a s h t a g  o n  t w i t t e r, 
#youtubeisoverparty, with 
creators expressing dis-

pleasure over the situation.
Popular youtuber Philip 

DeF ranco,  who has  4 .5 
mil l ion subscribers,  is 

one of  the leading crea-
tors expressing irritation 
about the service’s pulling 
ads for violating its terms 
of  service. He said his vid-
eos apparently used “exces-
sively strong language,” 
or covered “controversial 
or  sensi t ive  subjects,” 
t h e re by  r u n n i n g  a fo u l 
of  youtube’s advertiser-
friendly content  guide-
lines.

“By taking away moneti-
sation, it’s a form of  cen-

sorship,” DeFranco said in 
a video posted Wednesday, 
while  he also acknowl-
edg ed that  youtube is 
within its rights to enforce 
policies as it wishes.

h t t p s : / / t w i t t e r .
c o m / P h i l l y D / s t a -
tus/771026030442090496

According to youtube, 
it hasn’t changed its pol-
icy about what content is 
deemed advertiser-friendly. 
Rather, it recently adopted 
a new notification process 
that alerts creators when 
their  videos have been 
found in violation of  the 
policy, whereas they pre-
viously would have had to 
check an individual video’s 
analytics dashboard to see 
that information.

YouTube slammed by creators about 
pulling ads from ‘inappropriate’ content

Rukman Weeraratne 
recognised at 7th 
CMO Asia Awards


